Research on the relationship between brand image spatial impression : [1 agnes b. The Playing
Heater 1O /7000 O .-

goougon

E-mail: 352639@mail.dyu.edu.tw

ABSTRACT
Among the wide range of goods, how to get the support and recognition of consumers depends on the establishment of brand image,
and store space is the most direct experience to give consumers the brand image. Besides, the store’ s spatial impression is the key to
the success of the store operation. In this study, therefore, example of agnes b. THE FLYING HEART, research on the relationship
between brand elements and spatial building skill.
This study based on the literature summarized in the brand image and spatial impression. By professional scholars interviews and
consumers questionnaire survey, research on the agnes b. brand elements, consumers’ impression of space, relationship between
the two above as well as the spatial building skill. The investigation find that affordable price, useful features, personal style, texture
quality and young fashion are the key to enhance boutique brand’ s awareness. Space to create smooth moving line, low profile
luxurious atmosphere, specific subject and low-hue colors, can clearly convey the boutique brand's appeal. Integrated brand image
into the store space can enhance product value and the appeal of brand, and strengthen the brand image and self-identity.
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