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Abstract

The purpose of this study is to develop and test the casual brand equity measurement, utilizing Keller
s(2001) ‘CBBE(Customer Based Brand Equity) Model as a theoretical framework. The research was
conducted in three steps from May to November in 2001. In the exploratory step, focus-group interview
was conducted 5 times for gathering responses related to fashion brand equity. In pilot study, 945 university
students were surveyed and the data were analyzed to identify the components of fashion brand equity and
to develop questionnaires. In the main research, 696 university students evaluated three brands in order to
compare their equity that were formed in customers’ perception. Statistical analyses were performed with
SAS and LISREL 8.12 program using factor analysis and covariance structural equation model.

The results were as follows: First, casual brand equity was defined in terms of six components;
customer-brand resonance, customer feeling, customer judgment, brand imagery, brand performance and
brand awareness. Second, casual brand equity was multi-dimensional brand attitude, which could be
measured by 23 items that were different from previous measurement such as Aaker’ s ‘Brand Equity
Ten' and K-BPL.

Key words: brand awareness. brand imagery, brand performance, customer feeling, customer
judgment, customer-brand resonance;
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