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Abstract
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The importance of brand and brand equity has greatly increased not only in the professional
perspectives but also in academic viewpoints. Especially, lots of related studies have been focused on the
components of brand equity itself. However, this study concentrates on the relationships of brand equity
components for understanding consumers' attitudes toward the brands of the food-service businesses.
The basic research model consists of 4 brand equity components: brand awareness, perceived quality,
brand image, and brand preference. Research data are gathered through survey questions responded

by university students. For statistical analysis,

conrelation analysis,

factor analysis,

and covarance

structure analysis are carried out. The result of this study are summed up as follows. Among the brand
equity components, brand awareness had a great effect on perceived quality(path coefficient; 0.476).
Brand image highly influenced brand preference(path coefficient; 0.439).

Key words : brand equity, brand awareness, brand image, perceived quality, brand preference.
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