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ABSTRAC'I"

This study aims to asse$s the imperct of moirile marketing on brand cquity in thc fust

firod in<Justry with special rclerence to PizzaHut in Trincornalcc. Thc rnobilc

marketing dimensions are SMS marketing, Location based rnarketing and mobile apps

adopted tir::n Mohile Markcting Association (tul}\'lA) {!01{r) cited by Alevtina

Cribanova (?tll6). Brand equity is value rnay be reflected in holv consumers think,

feel, and act concerning the brand lh:rt consumers had to perceive from mat*eling

proglams. Brand equity is an irnportant intangible assert that has psychologieal anci

flnancial valuc tc the firrn, Accordingly. this study dcvclopecl tiircc rcsearch

objectivcs and three liypr$theses to achieve its aim. The positivist 1:ct-spcctivc rvas

used to examine the hypotheses. Since the study was airued et exploring relationships

between known variables, a questionnajre r,vas designed using key itenrs ftrrm relevtnt

studies. A self-administrated cluestionnaire was used to collect the reqLrircci cliita.

This study has nsed a quantitative research approach ancl data rvcre collectcct arnong

the 200 customers o{?izza }lut Trincr:malee Region of Sri Larrha. Thc studSi lbuncl

that there are significant positive relationships and impact of A,Iobile !t4arketing ott

Brattd Equitt' u,ith speciul reJ'et'ence ta Piz:tt Hut TTircomalee l)islt'ict. Determining

fhctors such as SMS marketing, Location llased advertisement , Mobile App and

Branil Equity knowlcdgc aboul the rverc ali taken intr: ccnsideration ull tlre
qucstionnaire. Data werc proccssccl via SPSS and analyzed through clescriptive anrl

infurmant statistics.

The results sr:ggest that there is a strong pcsitive relationship betu'een rnobile

mar:keting and trrand equity in the iast lbod industry in Trincon:alee. On othe:'hand

this study ernpiricall',,contributes to marketing managers regarding mobile marketing

and brand equity.

Ke1.'words: Mobile Markeling, Brand Equity. SI\{S Il,{arkcling, Location Basecl

Adve$isement, N{obile Apps.
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