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Abstract

Against the backdrop of the rapid rise of fan economy, consumer behaviors of fashion brand fans
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have evolved from simple purchasing activities into a complex practice encompassing information
gathering, identity expression, community interaction, and value co-creation. However, existing re-
search mostly examines fan consumption behavior from a static cross-sectional perspective, lacking
systematic insights into its dynamic evolution patterns as brand relationships develop. Drawing on
the brand relationship lifecycle theory, this study constructs a four-stage evolutionary model of
fashion brand fan consumption behavior—attention and exploration, understanding and identifi-
cation, symbiosis and conversion, companionship and defense—and systematically explains the dif-
ferentiated behavioral characteristics and their evolution logic across four dimensions: product
collection, symbolic expression, community interaction, and value co-creation. The findings reveal
that fan consumption behavior evolves along a progressive path from information-driven to mean-
ing-driven, and finally to co-creation-driven. Moreover, the timing and intensity of brand trust and
brand dependency formation vary significantly across different stages. Based on these insights, the
paper proposes a phased management strategy for the brand fan lifecycle, offering theoretical foun-
dations and practical guidance for fashion brands to achieve refined operations in the era of fan
economy.
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