A STUDY ON THE ROLE OF BRAND EQUITY IN INFLUENCING
THE PURCHASE INTENTION SPECIAL REFERENCE OF
BRANDED BABY SDAPS IN MANMUNAI NORTH D.S DIVISION
IN BATTICALOA DISTRICT

Dept ol lanegem=nl |
Facustty of Commance B |
Msmr ot

1

as o

2E 5o\ |

L ST TR

Eastem Univelsity
St lanka

s T

THARMI UTHAYAKUMAR

v
. ;
AR FCHET - |
® wiiign -
Pz

i Likeramy - EUSLL
DEPARTMENT OF MANAGEMENT

FACULTY OF COMMERCE AND MANAGEMENT
EASTERN UNIVERSITY, SRI LANKA
2011



ABSTRACT

Mamy omgzanization tries fo achieve their organizatienal poals: like: proffit meximization,
high merket shere and survival In markel. consumers have certaim expectation from
the bramds amd iend to rely on brand as an mdicstor (o purchase by defuli. [ the role
of Brend Equity does oot create any posiive clhange in Purchase Imlention of Bramd
Chouce, alll the resources spent on promotienal activities as welll as mamufacturing the
produess by osgenizations sesm o be wasted without meaning. Therefiore, this study
imtends to explere potentizl relationship of Brend Equity to the Purchase Intention of
Brandad Baby Soaps im Manmunai Nerth DS Divisien in Batticalea District.

Thhe important investigation and research question of tis stedy for marketers is “ghe
extent to which the role of Bramd Eguity kes beem influencing the Purchase
Intention of Branded Baby Soaps, particulariy in Batticalog District in Manmunai
North Divisional Secretariat area?™ As secondzry mezsures. the study focused on
what is the level of Bramd Equity and what &s the level of Purchase Intemtion amang
tie Brand=d Baby Soaps.

This stody was devisad with 200 goestionnairss from 48 G.N Divisions in Mammunsi
North in Bafticalea District. UUnivaniate and Bivariate analyses were perfoemed o
evaluste the delz and present the resulis and fndinps For this sudy, only five
branded baby soeps zre vonsidered such zs Pears Baby, folmsmn & Johmson. Baby
Chesamy, Khomba Baby, and Kekuln, The results of this ;amy imdicate tihat Brand
Equiny of alll thess soaps., except Kelmlu (not in nse in the smp]e qrﬁ}, has positive
relaticnship with Purchase Intemtion (r= 0569

- ﬁ_.

Each varizble (Brand Equity and Purchase Intetion) s assessed with foor
dimensions. The study firds that the Brand Equity and its dimensiors (Brand Loyalty.
Brand Avareness .B:mnﬂ Association, and Perceived Quality) bewve bugh level
alributes (mean > 4 in Likerts scale). The resuolts sre similar 1o the Purchase
Intention and iis dimensiens toe. Further analysis indicates: that folmsen & Johnson
apep las comparatively high, but medium positive and closer to stromg positive
camelation between Brand Equity and Puschase Intention (r=$.492).

Reywords: Brend Equity and Purchase Imention
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