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ABSTRACT

The Mobile phone industry is one of the major technological-based area that the fastest
growing industry in the overall world. The purpose of the research report was to find
out how the brand preference effect as a mediating variable between brand equity and
purchase intention. Normally marketers are making an effort to delight their customers
through fulfilling their needs and expectation. According to the study, the researcher
examines the research problem of how the Brand Pr‘eference effect the relationship

between Brand Equity and Purchase Intention.

This research were carried out with the main objective of the mediating effect of Brand
Preference in the relationship between Brand Equity and Purchase Intention in mobile
phone users in Trincomalee district Town and Gravets area and also measure the level
and relationship between Brahd Equity and Purchase Intention the mediating effect of
Brand Preference. Based on the research problem conceptual framework was built.

Brand Equity consists of four dimensions namely, Perceived Qu}hty, brand Awareness,

Brand Association and Brand Loyalty the dependent variable is Purchase intention and
Brand preference act as a mediating variable. To achieve these objectives data were
collected from 2?4 mobile phone user{ in Trincomalee c;istrict Town and Gravets area
using a structured questionnaire. The data were analyzed “b% using descriptive,
correlation analysis and multiple regression analysis. The results show that overall
Brand Equity and its dimensions, Purchase Intention and Brand Preference are in high
level and there is high positive relationship amohg Brand Equity, Purchase Intention
and Brand Preference, the Brand Equity and Brand Preference significantly impact on
Purchase intention and Brand Preference partially mediate between Bran Equity and
Purchase Intention in mobile phone users in Trincomalee district Town and Gravets

areca.
rs

Keywords: Brand Equity (BE), Perceived Quality’ (PQ), Brand Awareness (BAW),
Brand Association (BAS), Brand Loyalty (BL), Brand Preference (BP), Purchase
Intention (PI)
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