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ABSTRACT

Based on the five-stage model of consumer - brand relationship development, this study examines how perceived
brand warmth and competence influence fashion brand attitude across each relationship stage: awareness, exploration,
expansion, commitment, and disengagement. An online survey of 445 adults was conducted, in which participants
named a brand for each relationship stage. They were then randomly assigned to one stage to evaluate their selected
brand’s warmth and competence and their overall attitude toward it. Hierarchical moderated regression analyses were
performed by sequentially entering standardized warmth and competence, relationship-stage dummy variables, and
warmth * stage and competence x stage interaction terms, with the reference group rotated across stages to test
differences between adjacent stages. The results show that both warmth and competence exerted a significant positive
impact on brand attitude, with warmth displaying a stronger effect. Warmth's influence decreased significantly from
awareness to exploration, remained stable through expansion and commitment, and then increased at disengagement.
Competence's influence remained stable from awareness to exploration but significantly declined at expansion, staying
low during commitment and disengagement. These findings suggest that warmth re-emerges most prominently not
during periods of relationship stability but when the relationship is facing dissolution, operating as the dominant
criterion across nearly all stages. In contrast, competence functions as a threshold condition relevant mainly in early
relationship formation. This study offers practical guidance for how fashion brands should distribute warmth- versus

competence-centered messaging throughout the customer relationship lifecycle.

Key words: warmth(®55 8H), competence(f-5 5, consumer-brand relationship(A B Z-E#H = 2HA)),
relationship stage(ZA] ©A)), brand attitude(E. H = & &)
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II. 0|24 HiZ

H(Dwyer et al, 1987: Gundlach et al, 1995).
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{Table 1> Frequency of Brand Categories Across Consumer-Brand Relationship Stage

(n=445)
Awareness Exploration Expansion Commitment Disengagement
SPA 56 (12.6%) 92 (20.7%) 116 (26.1%) 97 (21.8%) 81 (18.2%)
Sports 129 (29.0%) 131 (29.4%) 134 (30.1%) 170 (38.2%) 125 (28.1%)
Casual 215 (48.3%) 173 (38.9%) 162 (36.4%) 157 (35.3%) 222 (49.9%)
Luxury 12 (2.7%) 2 (72%) 7 (3.8%) 12 (2.7%) 8 (1.8%)
Other 33 (7.4%) 7 (3.8%) 6 (3.6%) 9 (2.0%) 9 (2.0%)
I Ax27F VY 22 SHES HAou wAdE ME & A A FANE wgE SEA
2 Bxol Aok Uitk HAEC] WANE  gue FWHoE muss AT Adsgo
A BAE T FEHE Ass AU 2 m, o] Fal 7 ¥A SA A dehde JErk
AA SAA F 311702 oldk gH HIA= Aol & vhepstarzt sty BA =S wpseghst f
92.9%) 7}, BA SANA F 27271 (2% olst S S HHBAEE xS gMe] BAEE T
88.6%) 7k, &7 @AM F 25070 (291 o8t SH FoE B3-S 53 Septianto et al(2022) €]
88.8%) 7k & TAl A % 22278231 ole &+ HE(o] o BAEE wiesit/d Feit/A4d H
84.2%) 7}, olg @AA F 22170 (221 olst S 3 fred(e] A BAEEs fssit/axs
83.9%)7F A== At ot/ A& o|thE &&3lon, Bt Hrs
s F22 54 84 9A9 BAtd dgd Spears and Singh(2004) ¢ &= (Eth/FHH ot
SHP A48 SAGE BROR YU W /BN Beslel 78 AR A Y
A A7MAEs oAl B F oshuel FALR ) A gk - 70w 2¥thE S8
AHT(AA 199%, B8 206%, &7 209%, = u}xlm RRANE A7 oTEAsy &
9 100%, oI 196%), B2le] 7t @Al gy Aol vsl A R APEARE 54
Oy SEe BAto da wxdd fed B = AFEY, Aol 548%, B0l 452%E AHA
A B e SHEE=S Stk & dATe stol FU Hledl 2 Aelrb gllen, 204
(Table 2> Validity and Reliability for Constructs
Latent Variables Items Factor Loadings AVE CR Cronbach’s alpha
Warm .83
Warmth Good-natured .88 .61 .83 .78
Truthful .65
Competent .86
Competence Effective N 63 83 .80
Efficient 72
Good 97
Attitude Positive .99 94 .98 .98
Favorable .95
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S5t rHTable 3) o Y= el o F23 H58S v @k
23 291 RF 3& AHE I3, =¥ 2(4
A S
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dES MERS 45U SPNsE Fesg o 0 N ER IS ST SAw SR
{Table 3> Square Root of AVE and Correlations Among Variables
Warmth Competence Attitude
Warmth (M=4.47, SD=1.32) 79a
Competence (M =4.89, SD=1.30) 60b 78
Attitude (M =558, SD=1.74) 67 62 97

a: Square Root of Average Variance Extracted (AVE) for constructs are displayed on the diagonal.

b: Numbers below the diagonal are correlation estimates of two variables.
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{Table 4 Effects of Brand Competence and Warmth and
Brand Attitude

7] wRole A4 & gleh

BATOR 29 A% olg wAL Ao
#% 7M 6as 7MY 608 AZH Hla,
WAE 7% Avow £ vy 39 H7A%A
g Avugn BEL ol wAlY Yz
S fol@ GYE Wel(5=17, £=312 p01)

Interaction with Consumer-Brand Relationship Stages on

Independents B t Model fit
Warmth 49 11.37%%* F =202.05%**
Model 1 Competence 29 6,70 R?= 48
Warmth 32 9.97%**
Competence 14 4 25%**
Exploration 16 5.01%** F=191.68%**
Model 2 Expansion 17 5.52%%* R2=73
Commitment 23 7.36%%*
Disengagement -40 -12.19%%*
Warmth (W) bl 7.33%%*
Competence (C) 20 3.07%*
Exploration 17 5.41%%*
Expansion 18 6.127%**
Commitment 27 8.60%**
Model 3 Disengagement -39 -10.40%**
W * Exploration -.15 -3.46%** F =91.90%**
Reference group: W * Expansion -.07 -1.85+ R?=175
Awareness W * Commitment -.14 -3.627%%*
W * Disengagement -.03 -0.54
C * Exploration .01 0.24
C * Expansion -.06 -1.85+
C * Commitment -.07 -1.79+
C * Disengagement -.10 -1.83+
Warmth (W) .20 3.42%%*
Competence (C) 22 3.96%**
Awareness -.16 -5.41%%*
Expansion 04 1.47
Commitment 12 377
Model 3 Disengagement -54 -14.57
W * Awareness 13 3.46 F=91.90%**
Reference group: W * Expansion .04 1.08 R?=175
Exploration W * Commitment -.02 -0.57
W * Disengagement 15 2.90%*
C * Awareness -.01 -0.24
C * Expansion -.07 -2.12%
C * Commitment -.08 -2.12*%
C * Disengagement -11 -2.19*%
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{Table 4> (Continued)

Independents B t Model fit
Warmth (W) 31 3.64%%*
Competence (C) -.01 -0.12
Awareness -21 -6.12%%*
Exploration -.05 -1.47
Commitment 07 1.98*
Model 3 Disengagement -.59 -14.49%**
W * Awareness .09 1.85+ F =91.90%%*
Reference group: W * Exploration -.05 -1.08 R’=75
Expansion W * Commitment -.06 -1.46
W * Disengagement .08 1.380
C * Awareness 10 1.850+
C * Exploration 11 2.12*
C * Commitment 01 0.29
C * Disengagement .02 0.33
Warmth (W) 15 1.98%
Competence (C) .02 0.31
Awareness -.29 -8.60%%*
Exploration -13 =3.77F**
Expansion -.06 -1.98%
Model 3 Disengagement -.66 -16.64%**
W * Awareness 15 3.62%%* F=91.90%%*
Reference group: W * Exploration .03 0.57 R’=75
Commitment W * Expansion .05 1.46
W * Disengagement 17 3.12**
C * Awareness .08 1.79+
C * Exploration 10 2.12*
C * Expansion -.01 -0.29
C * Disengagement .00 0.04
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{Table 5> Effects of Brand Competence and Warmth and Interaction with Consumer-Brand Relationship Stages on

Brand Attitude (Reference Group = Disengagement)

Independents B t Model fit
Warmth (W) 46 6,67
Competence (C) 03 0.40
Awareness 41 10.40%**
Expansion 61 14.57%%*
Commitment 54 14.49%**
Model 3 Disengagement 66 16.64%**
W * Awareness 02 0.54 F=91.90%**
Reference group: W * Exploration =12 -2.90%* R2=.75
Disengagement W * Expansion -.05 -1.38
W * Commitment =12 -3.12%*
C * Awareness .08 1.83+
C * Exploration .09 2.19*
C * Expansion -.01 -0.33
C * Commitment -.00 -0.04
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