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ABSTRACT

The purpose: ef the resezrch repart here was to find out the impact: of Brand Equity an
Purchese Intention segzrding the bramd=d mobile service providers. Marketers shauld
attract cusiomears through fulfillment of their needs & expectations. [o the market place,
every marketers/ brand menagers face lots of omupetition, to beat competition they
shonld cancentrate on their Brand Equity with cusiomers” mind. Every orgamization’s
desirable goal is to measure Brand Equity. It is a powerfidl aspect that marksters shiould
wot ke meglectad.

Thes research examimed tite research prablem of whether ithe Bssmd Equity fmpact om
Purchase [ntertion in mobile servins providers. This resezrch was carmied ot with main
ehiective off the impzct of Brand Equity on Purchase Intamtion 2nd ressarch questions
wane formed to ftest the level of Brand Bauity & Purchese Intention, Tevels for
dimensiens of each varizbles and as welll 25 the relationship between Brand Fquity d
Purchase Imtention in mebile service providers. The conpeptuz]l medel zlso developed
bresed om the reseasdh problems.

Boand Equity coesists of Sour dimensions; brand loyalty, brand awerensss, brand
assaciation and paroeived quality and Porchase Intention comsists: of four dimensions;
pricz, Ofjective, recommendation, result & Experence. The sammples are collectad from
mobile suscribers: who are living in-Badalla district 200 qusstioomaire were used to
cullect datz. Bfere, tihe rescarcher adepis Descriptive stasistics, Correlation anzlysis and
Regression anzlysis to fest the messarch questions.

This siudy fiownd that there-were 42.5% of responders as Muﬁﬁc] m@ﬁ Froen the
Birznd Fquity dimensiens, perceived quality hafhnghﬂ:ﬂﬂpammﬂtdudﬁqmﬁmﬂ also
averzll view, Brand Equity showed hisher of impect to Prrchase Tntenion. Diler
fimding wvas Brand Equity sigmificamtly & positively inmpacted with Purdbase Intention.

This: stdy concliuded that Brand Equitty is 2 most inuportasmt mmp‘{llsr:‘l merkefers:
shhould comcentrate far long term survival with i the compatitive: world, This stdy
mwmﬂikthme strategies are the major %72y to build Brard Eqmdj im comsumeers’
mﬂmﬂmmia: shonld use marketing communicatitn tunl,s also getting,

Koy werds: Brznd Equity, Brand Lovelty, Brand Awamreness, Brand Associstion,
._H"-' - i Iﬁ
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