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ABSTRACT 

 

 

 

 

The purpose of t he research is to attest and det ermi ne t he purchase i nt ention 

when associ ated wit h Aaker’s recognised cust omer -based brand equit y fra me wor k 

wit h t he measure ment at the consumer’s perspective in t he fast fashi on industry i n 

Mal aysi a. Furt her, the research paper is an ai d to differentiate t he measure ment of 

cust omer-based brand equit y i n order t o i nvesti gate its i mpact on purchase int enti on i n 

Uni versiti Tekni kal Mal aysi a Mel aka. Aaker’s brand equit y model is concept ualized 

by four di mensi ons incl uded brand associ ati on, brand l oyalt y, percei ved qualit y and 

brand awareness. A sum of 380 effecti ve and accept able questi onnaires are di stri but ed 

to post graduate st udents and acade mi c staffs i n Uni versiti Tekni kal Mal aysia Mel aka. 

Thus, a 5 poi nt Li kert scale is utilised t o record t he responses based on t he percepti on 

towar d brand equit y and purchase i ntenti on wit h 1 bei ng strongl y disagreed and 5 

strongl y agree. The data anal ysis is used t hrough SPPS where Cr onbach al pha 

coefficient t o test the reliability of questi onnaire, Pearson correl ati on anal ysis and 

multi regressi on anal ysis are used t o i nvestigat e the relati onshi p a mong brand equit y 

and purchase i ntenti on. It has been discovered all dimensi ons- brand associ ation, brand 

loyalt y, percei ved qualit y and brand awareness showed a positi ve significant 

relati onshi p t o purchase int enti on. Hence, Aaker’s cust omer-based brand equit y model 

is adapt ed and verified to test in t he fast fashion i ndustry when associated wit h 

purchase i ntenti on. The company shoul d be considered brand equit y as an essenti al 

measure ment when undergoi ng mar keti ng acti vities i n order t o i mpr ove t he cust omer 

purchase decisi on. It is consi dered as a brand val ue t o enhance t he operati onal 

perfor mance of t he busi ness. 

Key words: Brand equity, Brand associ ati on, Brand l oyalty, Percei ved qual ity, Brand 

awareness, Purchase i ntenti on, Fast-f ashi on i ndustry, Gl obal brand, Local brand.  
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ABSTRAK 

 

 

 

 Tuj uan penyeli di kan adal ah unt uk me mbukti kan dan menent ukan ni at 

pe mbelian apabila di kaitkan dengan rangka kerja ekuiti jena ma berasaskan pel anggan 

Aaker yang di ukur dengan perspektif pengguna dal a m i ndustri fesyen cepat di 

Mal aysi a. Sel anj ut nya, kertas penyeli di kan adalah bant uan unt uk membezakan 

pengukuran ekuiti jena ma berasaskan pel anggan unt uk menyi asat kesannya terhadap 

ni at pe mbelian di Uni versiti Tekni kal Mal aysi a Mel aka. Model ekuiti jena ma Aaker 

di konsept ualisasi kan ol eh e mpat di mensi ter masuk persat uan jena ma, kesetiaan 

jena ma, kualiti dan kesedaran jena ma. Sej uml ah 380 borang soal selidi k yang berkesan 

dan diteri ma di edarkan kepada pel ajar pascasis wazah dan staf akade mi k di Uni versiti 

Tekni kal Mal aysi a Mel aka. Ol eh it u, skal a 5 mat a Li kert di gunakan unt uk mer ekodkan 

respons berdasarkan persepsi terhadap ekuiti jena ma dan ni at pe mbelian dengan 1 

yang ti dak set uj u dan 5 sangat set uj u. Analisis data di gunakan mel al ui SPPS di mana 

pekali Al pha Cr onbach unt uk menguji kebol ehpercayaan soal selidi k, analisis korel asi 

Pearson dan analisis regresi pel bagai di gunakan unt uk menyi asat hubungan di ant ara 

ekuiti jena ma dan ni at pembelian. Tel ah dite mui kese mua di mensi - persat uan jena ma, 

kesetiaan jena ma, kualiti yang dili hat dan kesedaran jena ma menunj ukkan hubungan 

penti ng yang positif untuk me mbeli niat. Ol eh itu, model ekuiti jena ma berasaskan 

pel anggan Aaker disesuai kan dan disahkan unt uk di uji dal a m i ndustri fesyen cepat 

apabila di kait kan dengan ni at pe mbelian. Syarikat harus dianggap ekuiti jena ma 

sebagai ukuran penti ng keti ka menj alani kegi at an pe masaran unt uk meningkat kan 

keput usan pe mbelian pel anggan. Ia dianggap sebagai nilai jenama unt uk 

meni ngkat kan prestasi operasi perni agaan.  

Kat a kunci: Ekuiti jenama, Persat uan jenama, Keseti aan jenama, Kual iti dirasai, 

Kesedaran jenama, ni at pembeli an, Industri fesyen cepat, jenama Gl obal, jenama 

tempat an.  



vi  
 

 

TABLE OF CONTENT 

 

 

 

CHAPTER  CONTENT      PAGES 

    

   DECLARATI ON          i 

   DEDI CATI ON          ii 

   ACKNOWLEDGE MENT         iii 

   ABSTRACT           iv 

   ABSTRAK           v 

   TABLE OF CONTENT         vi 

   LI STS OF TABLES          xi 

   LI STS OF FI GURES         xiii 

   LI STS OF ABBREVI ATI ONS        xi v 

   LI STS OF APPENDI CES          xv 

   

CHAPTER 1  I NTRODUCTI ON 

   1. 1 Backgr ound of St udy         1 

   1. 2 Probl e m St at e ment          3 

   1. 3 Research Questi ons         4 

   1. 4 Research Obj ecti ves          5 

   1. 5 Research Scope          5 

   1. 6 Research Si gnificance         6 

   1. 7 Summar y           7 

 

CHAPTER 2  LI TERATURE REVI EW  

   2. 1 Cust omer Purchase Int enti on        8 

   2. 2 Brand Equit y          9 



vii 
 

             

CHAPTER  CONTENT      PAGES 

    

   2. 3 Rel ati onshi p bet ween CBEE and Purchase     10 

         Intenti on    

   2. 4 Di mensi ons of CBEE        11 

          2. 4. 1 Brand Association        13 

          2. 4. 2 Brand Loyalt y        13 

          2. 4. 3 Percei ved Qual ity        14 

          2. 4. 4 Brand Awareness        15 

   2. 5 Theoretical Fra me work Aaker’s Model       15 

          Brand Equit y 

           2. 5. 1 Brand Awareness        16 

          2. 5. 2 Brand Association        17 

          2. 5. 3 Percei ved Qual ity        18 

          2. 5. 4 Brand Loyalt y        18 

          2. 5. 5 Ot her Proprietary Brand Asset      19 

   2. 8 Proposed Concept ual Fra me wor k       20 

   2. 9 Hypot hesis Testi ng        21 

   2. 10 Summar y          22 

 

CHAPTER 3  RESEARCH METHODOLOGY 

   3. 1 Research Met hod         23 

         3. 1. 1 Descri pti ve Comparati ve       24 

   3. 2 Met hodol ogi cal Choice        25 

   3. 3 Dat a Sources         25 

         3. 3. 1 Pri mar y Dat a        26 

         3. 3. 2 Secondary Dat a        26 

   3. 4 Research Strategy         27 

         3. 4. 1 Survey Research        27 



viii 
 

 

CHAPTER  CONTENT      PAGES 

    

         3. 4. 2 Questi onnaire Desi gn       28 

   3. 5 Sa mpli ng Desi gn         29 

   3. 6 Sa mpli ng Techni que        30 

   3. 7 Dat a Anal ysis Met hod        31 

         3. 7. 1 St atistical Package for Soci al       31 

       Sci ences (SPSS) 

         3. 7. 2 Descri pti ve St atistics       31 

         3. 7. 3 Pearson’s Correlation Coefficient       32 

         3. 7. 4 Multiple Regressi on Anal ysis                 33 

           3. 7. 5 Reliability Analysis        34 

         3. 7. 6 Cr oss Tabul ati on        35 

   3. 8 Ti me Hori zon         35 

   3. 9 Pil ot Test          36 

   3. 10 Summar y          36 

 

CHAPTER 4  ANALYSI S RESULT AND  

   DI SCUSSI ON OF FI NDI NGS 

   4. 1 Reliability Anal ysis         38 

   4. 2 Descri pti ve Anal ysis on De mographi c       39 

         4. 2. 1 Gender          40 

         4. 2. 2 Age Gr oup          41 

         4. 2. 3 Race Gr oup          42 

         4. 2. 4 Qualificati on Level          43 

         4. 2. 5 Income St at us         44 

         4. 2. 6 Current Positi on i n UTe M        46 

         4. 2. 7 Type of brand used         47 

   4. 3 Descri pti ve Anal ysis          48 



i x 
 

 

CHAPTER  CONTENT      PAGES

    

4. 4 Pearson Correl ation Coefficient  

      Anal ysis                49 

   4. 5 Multi ple Regressi on Anal ysis        51 

         4. 5. 1 Hypot hesis Testing         53 

   4. 6 Independent T Test         56 

         4. 6. 1 Type of brand used and  

   purchase intenti on             56 

         4. 6. 2 Gender and purchase i ntenti on       58 

   4. 7 Cr oss Tabul ati on          60 

   4. 8 Di scussi on of Result Fi ndi ngs        63 

   4. 9 Summar y           68 

 

CHAPTER 5  CONCLUSI ON AND           

   RECOMMENDATI ONS 

   5. 1 Summar y of Fi ndi ngs         69 

   5. 2 I mplicati on of t he Research        71 

   5. 3 Li mit ations of t he Study         72 

   5. 4 Recommendati ons for Fut ure  

      Research                72 

   5. 5 Concl usi on          73    

    

    

 

 

 

 

 



x 
 

 

CHAPTER  CONTENT      PAGES 

 

CHAPTER 5  REFERENCES          74 

   APPENDI CES          83 

A.  Questi onnaire          83 

B.  Gantt Chart of Fi nal Year Proj ect  

(FYP) 1          89 

C.  Gantt Chart of Fi nal Year Proj ect 

(FYP) 2               90 

 

  



xi  
 

 

LI ST OF TABLES 

 

 

 

TABLES  TI TLE      PAGES 

 

3. 1   Li kert-St yl e Rati ng Scal e        28 

3. 2   Det er mi ni ng Sa mpl e Size from a Gi ven       29 

   Popul ation 

3. 3   Pearson’s Correl ation Coefficient        32 

3. 4   Multi ple Regressi on Formul a        33 

3. 5   Cr onbach’s Al pha Coeffici ent        34 

4. 1   Reliability St atistics          37 

4. 2   Gender           38 

4. 3   Age Gr oup          39 

4. 4   Race Gr oup          40 

4. 5   Qualificati on Level          41 

4. 6   Income St at us           43 

4. 7    Current Positi on i n UTeM         44 

4. 8   Type of brand used         45 

4. 9   Descri pti ve St atistics          46 

 



xii 
 

 

TABLES  TI TLE      PAGES 

 

4. 10   Pearson Correl ation Coefficient  

Anal ysis              47 

4. 11    Model Summar y         49 

4. 12   Tabl e of Anova         49 

4. 13   Tabl e of Coefficients         51 

4. 14   Gr oup St atistics         54 

4. 15   Independent Sa mpl e Test        54 

4. 16   Gr oup St atistics         55 

4. 17   Independent Sa mpl e Test        56 

4. 18   Cr oss Tabul ati on 1         58 

4. 19   Cr oss Tabul ati on 2         59 

4. 20   Correl ation Coefficient Conventi onal  

Appr oach               62 

4. 21    Su mmar y Result of Pearson Correl at on       62 

   Coefficient   

4. 22   Su mmar y of Hypot heses Testi ng       64  

 

 

 

 

 

 

 

 

 

 

 



xiii 
 

 

LI ST OF FI GURES 

 

 

 

FI GURES  TI TLE      PAGES 

 

2. 1   Br and Equit y Model           15 

2. 2   Concept ual Fra me wor k         19 

4. 1   Gender            38 

4. 2   Age Gr oup           39 

4. 3   Age Gr oup           41 

4. 4   Qualificati on Level          42 

4. 5    Income St at us           43 

4. 6   Current Positi on i n UTeM          44 

4. 7   Type of brand used          45 

 

 

 

 

 

 

 

 

 



xi v 
 

 

LI ST OF ABBREVI ATI ONS  

 

 

 

UTe M   Uni versiti Tekni kal Mal aysi a Mel aka 

SPSS   St atistical Package for Soci al Sci ence 

CBBE   Cust omer Based Brand Equit y 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



xv 
 

 

LI ST OF APPENDI CES 

  

 

 

APPENDI CES  TI TLE     PAGES 

 

 A   Questi onnaire                    79 

 B   Gantt Chart of Fi nal Year Proj ect         85 

    (FYP) 1        

 C   Gantt Chart of Fi nal Year Proj ect         86 

    (FYP) 2        

 

 



1 
 

CHAPTER ONE 

 

 

 

I NTRODUCTI ON 

 

 

 

1. 1 Background of St udy 

 

The rapi d growt h of Internet and pri vatizati on had gi ven rise t o consumer 

brands. It had t o result in accel erating gl obal co mpetition and dil uti ng boundari es 

a mong countries. However, consumers tend t o shift their purchase behavi our on l ocal 

brands rat her t han gl obal brands si nce t he economic downt urn (PLMA,  2015). There 

are few success e mer ging l ocal brands i n Mal aysi a such as British India, Padi ni, 

Br ands Outlet has achieved excellent revenue and gai n a t op ranki ng i n t he fast fashi on 

industry in Mal aysi a. Accordi ng t o Aaker (1991), the “brand” concept beco mes a 

fa miliar and essential field for researchers and market ers. This is because of a brand is 

abl e t o achi eve certai n consci ousness level a mong target cust omer groups. Profile 

(2015) argued t hat a brand is a preconditi on and qualificati on t owar ds purchase 

intenti on. As t he gl obal brands hol d hi gh awareness level on brand compare wi t h l ocal 

brands and t hus easi er i nfluence on cust omer purchase i ntenti on (Profile, 2015). For 

instance, H&M,  GAP and Zara etc. hol di ng numerous loyalt y cust omer towar ds their 

brand na me as t hey are abl e composes superi or qualit y wit h a pre mi um price.  

 

In t he earlier stage, a global brand is abl e t o sustai n i n a ri val mar ket due t o 

they were usi ng a strong mar keti ng strategy t o e mphasise t heir brands such as qualit y 

and price. And, it is also a clear trend t o differentiate on gl obal brands and l ocal brands 

rat her t han j ust si mplicity and l ow prices ( Burt, 2010; Reynol ds m and Laaksonen, 

1994). Alt hough, l ocal brands nowadays have i ncreased pressure on gl obal brands as 
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it has i ncreasi ng i nt ernationalisation t oget her wit h the centralisation of retail power t o 

enhance t he presence of brand ( Ansel msson J., Johansson U., Persson N., 2007, 2014). 

It shows t hat a l ocal brand has successfull y creat ed its own brand equit y and it is abl e 

to i ncrease the cust omer purchase i ntenti on.  

 

Ho wever, based on Malaymail onli ne (2015) has indicat ed t hat t he rati o of 

purchasi ng l ocal brands is hi gher t han t he previ ous year, meanwhil e, 25 per cent of 

consumer felt that bot h local brands and gl obal brands composes sa me product qualit y. 

And, 18 per cent of t he consumer has brought l ocal bands regardl ess t he qualit y is 

sli ghtl y l ower t han gl obal brands. It is very i mportant for brand equit y wit h hi gh 

vali dit y and reliability measure ment t hat can be used across different countries as t he 

nu mber of brands is keep i ncreasi ng i n t he gl obal mar ket ( Buil, de Chernat ony, & 

Marti nez, 2008; Mohan B. , Sequeira A., 2015).  

 

In t he past literat ure, researchers had st udi ed i ntensel y and devel oped further 

to order t o provi de i nsight wit h brand equit y is much essential to promi nence of 

brandi ng especi all y i n a current competiti ve mar ket ( Aaker, 1991; Keller, 1993, 2003; 

Yoo and Dont hu, 2001). Accordi ng t o Gi ovanis et. al. (2013), there were vari ous 

variabl es were vital in maki ng purchase decisi on whi ch are price, product and servi ce 

qualit y. Anot her st udi ed at Port ugal by ( Loureiro, 2017) has clai med wit h consu mer 

purchase i ntenti on on l ocal brands as its qualit y has i mpr oved over ti me. Rindell (2008) 

appoi nt ed t hat most compani es willi ng to i nvest heavil y i nt o resources t hat abl e boost 

brand equit y due t o it abl e t o gai n awareness and t hus understandi ng cl earl y on 

cust omer purchase behaviour. Brand equit y is sai d to be a creati on of val ue when usi ng 

effecti vel y. Hence, it coul d be defi ned as a key asset for an organi zati on whi ch abl e 

infl uence i n cust omer purchase intenti on.  

 

No wadays, mar ket ers are willi ng spent a large amount of money t o i dentify 

fact ors t hat can i nfl uence cust omer purchase intention as t he way of cust omer thi nki ng 

is change rapi d al ong wi t h t heir needs and wants ( Ami d Mi rabi, Akbari yeh, & 

Tah masebifard, 2015). Thi s is because purchase i ntenti on can be de monstrat ed by 

brand preference from a cust omer in order t urn i nto brand l oyalt y, hence, it leads t he 

fir m t o have a competiti ve advant age i n an e mer ging mar ket (Su & Chang, 2018). In 

additi on, Farja m (2015) clai med t hat di mensi ons of brand equit y as an i mport ant 



3 
 

success fact or t o t he organisati on as it hel ps t o product differentiate among ri val 

competit or and i nfl uenced directl y on cust omer purchase decisi on t owar ds a brand.  

 

Hence, t he research goal is to i dentify t he relati onshi p bet ween brand equity 

and purchase i ntenti on based on Aaker concept ual model t hat discovered in 1991. 

Furt her, the researcher is then t o i nvesti gat e t he possi bl e di mensi on t hat able effecti ng 

on purchase i ntenti on i n ter m of brand associ ation, brand l oyalt y, perceived qualit y 

and brand awareness.  

 

 

 

1. 2 Probl e m St ate ment  

 

In t he earlier stage, local brands owned hi gher brand equit y t han pri vat e label 

brand as it composes visuall y attracti ve and strategi call y st yle packagi ng meanwhil e 

gl obal brands al ways seem bl and and bori ng i n comparison. Furt her, the global brand 

has composed superi or product qualit y compared to l ocal brands. Nevert hel ess, t his 

sit uati on has been reversed and changed for more than a peri od as l ocal brands have 

struggl ed wit h gl obal brands al ong t he ti me i n or der t o achieve great er cat egor y 

effecti veness and additional profit from t he competiti on (Sat hish, 2017). In t he 

Mal aysi a cont ext, local brands such as Padi ni has gr own i n size over t he past decade 

and it is easily found. As the li vi ng cost of Mal aysia has been i ncreased t hus maki ng 

hi gh pressure of i nflati on, it has made peopl e shift to purchase l ow-cost pr oducts t o 

mai nt ai n t heir life ( Bashir S., Tumi N. & Abbas et. 2015).  

 

It is needed for a company t o aware how i mport ant of brand equit y t owards a 

brand i n order t o enhance its competiti ve advant age i n a ri val mar ket nowadays (Irshad. 

W.  et al., 2012; Prabal Thapa, 2016). Accordi ng t o Wood (2000) argued t hat is a 

challenge t o practice t he ter m of brand equit y i n a mar keti ng cont ext si nce it can be 

di sti nguished i n a different viewpoi nt (Pi ke, 2008). In 2016, Prabal Thapa was 

appl yi ng t he concept ual of Aaker’s brand equity model t o test wit h t he purchase 

intenti on i n t ouris m context and researcher has i ndi cat ed t hat shoul d be doi ng more 

research on bot h variabl e tests in a different cont ext. Due t o brand equit y is an ai d t o 
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enhance t he awareness of busi ness so that can i mprove its busi ness operati onal acti vit y 

in order t o enhance cust omer purchase i ntenti on.  

 

In t he earlier, Yoo and Dont hu (2001), Washburn and Plank (2002), Chen 

(2008), Chang (2009) and Manzoor & Shai kh, (2016) were usi ng Aaker’s brand equit y 

concept ual model associ ated wit h purchase int ention i n different i ndustry such as food 

and beverage and aut omobile i ndustry. That e mpirical evi dence support ed that t here 

are brand equit y and purchase i ntenti on has shown a relati onshi p t o each ot her and t hat 

is the i mpact on many different cont ext s ( Ashil & Si nha, 2004; Chang & Li u, 2009; 

Ma nzoor & Shai kh, 2016). Nevert hel ess, there is limi t ed and i nadequat e research t hat 

tries t o use Aaker’s brand equit y model t o i nvestigat e t he relati onshi p associ at e wit h 

purchase i ntenti on. Therefore, as an atte mpt t o bridge such a gap, researcher pur pose 

to comprehend cust omer-based brand equit y ( CBBE) on bot h l ocal brands and gl obal 

brands. Besi des, t he dimensi on of CBBE is present i n t his study t o deter mi ne t he 

strengt h and t hus gi ve affecti ng on cust omer purchase int enti on i n UTe M cont ext.  

 

 

 

1. 3 Research Questi on 

 

The research questi ons are i mport ant parts when conducti ng research. A fe w 

questi ons are devel oped and t he research obj ecti ves will be gui ded as foll ow:  

 

i. What are t he di mensi ons that i mpact on purchase int enti on based on cust omer-

based brand equit y? 

ii. What is t he relati onshi p bet ween cust omer-based brand equit y and purchase 

intenti on? 

iii. What is the si gnificant dimensi on t hat i mpact s on purchase i ntenti on? 
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1. 4 Research Objecti ve 

 

The research obj ecti ves as an essential part throughout research due t o show a 

si gnificant functi on t o the researcher as a gui deli ne to conduct t he research. The 

research obj ecti ves of t his research are: 

 

i. To deter mi ne t he di mensi ons that i mpact on purchase i ntenti on based on 

cust omer-based brand equit y.  

ii. To i dentify t he relati onship bet ween cust omer-based brand equit y and purchase 

intenti on 

iii. To i nvesti gat e t he si gnificant di mensi on t hat i mpact s on purchase intenti on  

 

 

 

1. 5 Research Scope 

 

The scope of t his st udy can be di vi ded i nt o t wo scopes whi ch is CBBE and 

cust omer purchase intention a mong uni versit y students. Bot h CBBE and cust omer 

purchase i ntenti on has shown relevant and compliment t o each ot her as t hey are abl e 

to buil d brand l oyalt y and enhance brand i mage a mong cust omer and compani es. 

No wadays, hi gh i nflati on and enhanci ng t he cost of livi ng has been altering peopl e 

choosi ng product wit h hi gh-cost perfor mance rati o. Therefore, it is i mportant for 

brands to contri but e CBBE t o gai n cust omer attenti on especi all y uni versity st udent 

whoever has hi ghl y willing t o pay for a product. In ot her wor ds, a brand product needs 

to be more positi ve on brand equit y, creati ve and more relevant opti onal t owar d 

uni versit y st udents. 

 

The second scope of t his st udy has been focusing on cust omer purchase 

intenti on where it is an import ant process t hat relat ed t o peopl e behavi our, percepti on 

and attitude ( Ami d Mi rabi et al., 2015). Accordi ng to Kolter & Ar mstrong, (2010) has 

pr oposed stage of a purchase decisi on i ncl uded awareness, knowl edge, interest, 

preference, persuasi on and last is purchase to change t heir behavi our. In addition, wit h 

enhanci ng on CBBE of a brand product is abl e t o shift cust omer loyalt y and enhance 

their purchase int enti on towar d t he brands.  
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Anot her scope of t his study is t he researcher only focusi ng st udy cust omer 

purchase intenti on a mong uni versit y st udents at UTe M,  Mel aka. The target group on 

st udents will be a s mall sa mpl e size as compared to soci et y Mal aysi a. It can be sai d 

that ot her target group wi ll also have si gnificant responses on cust omer purchase 

intenti on and it will be hard to researcher eval uat e for all group of t he target audi ence. 

Furt her, ext ernal fact ors such as price, product qualit y, product packagi ng and et c. are 

not consi dered variabl e duri ng t he research. This is because research is difficult t o 

st udy all aspects of an ele ment t hat abl e t o i nfl uence cust omer purchase i ntenti on.  

 

 

 

1. 6 Research Si gnificance 

 

The si gnificance of t his study duri ng t he research is ai med t o expl ore t he CBBE 

i mpact on bot h nati onal brands and pri vat e labels brands i n ter m of brand a wareness, 

brand associ ation, brand loyalt y, and percei ved qualit y a mong uni versity st udents. 

Thus, t his st udy is also hel pful t o bot h brand and compani es t o understand t he 

i mportance of brand equity and how i nfl uenced on cust omer attitude, knowl edge and 

purchasi ng behavi our ( Akht ar, et al., 2016). Besides t hat, the st udy will al so bri ng 

benefit to t he fir m t o understandi ng race group maybe carry different purchasi ng st yl e 

on t he brand i n order t o enhance t heir product perfor mance. Furt her, the study also 

tries t o discover t he effectiveness of brand equit y impact on fir m perfor mance due t o 

brand equit y has played an essential rol e on company’s sale and mar ket perfor mance 

( Chi en, 2010)  as well as t o enhance brand i mage and cust omer repurchase decisi on 

( Akht ar, et al., 2016).  
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1. 7 Su mmary 

 

The first chapt er of this research ai ms t o present an overvi ew and provi de a 

preli mi nary understanding of t he subj ect matter that bei ng tested upon. Research 

backgr ound and probl e m state ment are first discussed, is then foll owed by t he research 

obj ecti ve, research question, research scope, research li mitation, and research 

si gnificant t o provi de further understandi ng t o t he researcher and reader. Thus, t he 

cont ent about t he chapter will be served as a foundati on for expl oration i n t he 

foll owi ng chapt ers.  

  


