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With industries becoming technologically advanced, the source of
competitiveness has shifted from a functional value, such as performance and durability, to an
emotional value, such as design and comfort. To create an emotional value, the concept of a brand
should be consistently embodied in a product or service to enhance its appeal. In the brand
management of products and services, although performance and design are surveyed as factors of the
repurchase or recommendation intention, the concept remains unused. This study clarified that
considering reasons behind the repurchase intention of products/services, consumers who recall the
concept of the product are more likely to repurchase than consumers who recall the specific
characteristics, such as design and performance. As a practical implication, a new index known as
concept recall can be adopted as a factor of brand loyalty in brand management.
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