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ABSTRACT

The clothing industry in Taiwan is taking part in a severe market competition. However the clothing market belongs to the dispersed

industry. Therefore, our costumers would not have the habits to buy the same product repeatedly. In this situation, Costumers

recognize the products through their own feelings when contacting the brand. Their feelings are presented in the form of Networks.

The Networks are based on functional, symbolic and experience demands that our costumers ask for. And we regard these demands

as the dimensions of Brand Positioning. It makes the brand worthy to costumers because Brand Positioning affects the costumers’

dimensions of Brand Image. In this case, it also makes costumers to build up the concepts of Brand Equity. Our research uses

Stratified Sampling. The main targets are 18-35 years old young people having bought POLO JEANS. And there are 304 portions

of valid questionnaires were collected. Then, we research the hypothesis by using multiple regression analysis. The results confirm

that 1.Symbolic demands and experience demands are two of the most important dimensions to Brand Image and Brand Equity

2.Brand Positioning is the main way to affect perceived quality through the product image. Moreover, the product image is also the

most important Mediating Role based on the effect made from Brand image toward the dimension of Brand Equity
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