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Abstract

This research aimed to study: 1) the development process of the M-Four brand
identity and 2) the satisfaction levels of young customers towards the M-Four brand identity.
A mixed-methods research approach was employed. A qualitative study collected data through
in-depth interviews with key informants, chosen via purposive sampling: two brand owners
involved in brand communication, and two experts in marketing and brand design, to study
the brand identity development process. A quantitative research collected data by an online

questionnaire survey with 100 female participants aged 18-24 years, chosen via convenience sampling,
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to study their satisfaction with brand identity. The research results found that the M-Four brand
identity development process has three stages: 1) brand situation analysis; 2) brand design; 3)
brand identity creation. The results of the study also showed that the majority of young customers
expressed greater satisfaction with the new brand identity compared to the traditional one across
all dimensions. Their overall satisfaction level was the highest (M=4.23, S.D.=0.83). Young customers
demonstrated a preference for the new brand identity, which they found to be more memorable
than the traditional version. It also generated more attention and greater desire for purchasing

apparel products compared to the traditional version.

Keywords: Community Product, Clothing, Branding, Brand Identity, Satisfaction
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Favmuazna (cause-and-effect) ifipatasfiuauddlauarnginssunistoduddsannsanaaos
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96 Au LletlastuAuARIAIAA BUAINNTIMEULUTADUNILYBINENF I8 193 Bl LIuTIL9AY 100
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