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ABSTRACT

The emergence of intemational brands competing in diverse geographical markets has

given rise to the issue of how brands should be managed in a global landscape.

However, while the importance and management of brands from the perspective of

domestic marketing has been notably addressed in from an intemational perspective are

limited. The aim ofthis research paper is to find out "How do brand equity impact on

purchasing decisions among the diflerent t4re of customers with special reference to

cement production in Kegalle district?"

Conceptual model is developed based on reviewing literature. Primary data that has

been used for the study were obtained from Total number of 150 cement users in

Kegalle district. Convenient sampling method was used to obtain study samples. The

collected data has been analyzed by using descriptive statistics, correlation and

regression analyses.

Based on the findings of the study, it concludes that all the variables and concepts are

at a higher level. The strenglh ofassociation between brand association and purchasing

decision has a stong positive relationship. Between the brand awareness and

purchasing decision, there is moderate positive relationship. At the same time, between

brand loyalty and purchasing decision also has moderate positive relationship. The

strength ol association between perceived quality and purchasing decision has a weak

positive relationship. 43.7% of variability in cement purchase decisions was explained

by all the variables ofbrand equity conceptjointly. Based on the individual behavior of

variables of the concept, brand awareness, brand loyalty, purchasing decisions and

brand association account for 23.&%,20.4%, 5.lYo artd 29.6Yo percent of the variation

in purchasing decisions of cement brands in Kegalle district.

Therefore, maintaining a high level of brand equity will be an advantage to raise the

positive purchasing decisions toward cement companies in Kegalle district. So, cement

companies should purchase quality raw materials for production process and should

maintain the superior supervision within the production process to increase the brand

equity in cenlent product towards the purchasing decision ofthe consumers in Kegalle

district.
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