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ABSTRACT

A Bramd 1o some may be a simple name. logo ar symbel whereas to others it mey be &
promise, guaramiee. Tepulstion or idemification. Branding is a process of stamping &
product or a group of profucts or something else which the merketer offers, with some
identifying name and madk or combination of Ibﬁh_ The brand neme Arpmo had
establisked is well podlicised amomg the people. Ampico is imvolved in food
mamufacturing through their bramd neme, such as, Arpice whest o ArpicD SO,
Arpico detergents, Arpioe Water, Arpico fenmel seads, Arpico Home appliances, Tile
cleamer., Paper meplkin, Arpico Samce. Arpicn french fries. Baked items. Arpico family
broem & Mop buclet, Arpico cumin powder . Arpion air freshener. Arpico liquid dish
wash, Arpico jam, Arpico tea. ,

The purpose of this study is fo examine the impacr of Arpico brand on consumer’s barying
belviour and umderstand the key factor of the Arpice branded mreducts: which imfiinence
consumer’s involvement towards trendy branded pooducts Im this stady. comvenience
sampling technique was msed: data were collect=d by questionnaine from 200 consumers
off Arpico branded products. This study also focuses on the Jevel of Brand and diemographic
ffacm'mady-ses oo,

This research gives better umderstendings of the fartors wihich inflgmce om Arpico family
beanded products. The factors have evaluated hased on seven vamables such as Brand
element, Brand awareness. Brand imapery. Brand m’formxm@rauxzﬂ resomamos, Birand
association and Brand perceived quality derived from the literatume m}w

I,'I.
N Tﬁ'&amﬂy liomrd that Brand perceived quulity, Bramd m:uagarf Bramd performance.

‘Brand pesonence and Brand associstion have moderately mﬂlmmd on fhe Arpien
ﬁtmﬂﬂm Wihereas, Brand element and Brand awareness Jx:n: high influence on
&mhmﬂmﬁmwm Thus the overzll result found tihat the impact of brand nente on
parchass behavfour with reference to Arpioe family branded im Dehivvalla dinvisional
secretamat zrea —Colombo district hasa modesate mupact.
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