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Abstract

The purpose of the research is to try to re-explore the
viewpoints of consumers, which has long been neglected in
marketing relationship, from studying a group of people’s
purchasing behavior of Chrome hearts, a brand which sells silver
accessories and whose prices are comparatively higher in the
market. Based on the importance of relationship marketing and the
brand , and starting from my personal experiences and a group of
Chrome hearts enthusiasts, the research attempts to clarify the
meanings to the people with such a behavior and to realize the
process and this kind of consumed behaviors.

The methodologies employed in the research are deep
interview of the qualitative research for collecting data and
phenomenology for analysis. The analysis moves from the
researcher’s self-introspection to the conversation contents of the
subjects. The findings can be categorized as six themes:
consumed characteristics, the silver appreciation, the brand
meanings to consumers, purchasing reasons, purchasing
behaviors, and personal styles. Aside from these are found three
typical stories in the relationships between the subjects and the
researched brand: self expression, art profession, and fashion
chasing. Besides, another finding in the typical story of fashion
chasing is that the contents in the relationships between the
consumer and the brand will change with the time, which is
unnoticed in the early stage of the researching and can be
noteworthy and may need to be further researched in brand
relationship.
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