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ABSTRACT

Brand equity is the concept of which explains why different outcomes results from the
marketing of a branded product that if it were not branded. Scveral rescarchers
cmphasize that brand marketing programmes of which consists product, pricing,
channel and integrated marketing communication strategies are essential to build
brand equity. But few researches have been conducted to identify pracrical position
(measure impaci) relevant 1o that. Therelore Munchee which very popular and leading
brand of the biscuits industry in 5ri Lanka has been selected and the study “lmpact of
brand marketing programmes on brand equity™ has been conducted with purpose of
wentifying impact of brand marketing programmres on brand equity of Munchee and

tne level of brand equity towards particular brand Munchee.

This study has been selected undergraduates of EUSL as the study population and has
chosen two hundred undergraduates among them as the sample by using stratified
sampling method. To collect data, researcher has issued and collected guestionnaires
and Statistical Package for Social Science (SPSS) was used to present. analyze and
evaluate data, Mainly Descriptive analvsis and Regression analysis methods were
assisted to it.
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After the' data ]".nrv:xer‘s;;flu'm and analysis results of the study were discussed and that
indicates actually ﬂn,rL is brand equity towards particular hhm-::; Munchee and reason
for it is preater contribution of L‘]lnh,namnq of brafwd qufm L:‘tn:T“ s brand awareness.
N
brand asmﬁléi[l(&ns, perceived qut]m and br Lm{{ lsﬁllil‘, rr...lv.:‘. ant to the brand
4
Munchee, ,;,I“mti there is strong and ptmtitc’ impact ol producy strategies, pricing

L
stratcgies. dnnm[ strafegics and IMC strategics on b:ﬁgd Lq‘mtj, of Munchee.

According to the study, finally researcher can conclude that brand marketing
programmes (which have being conducted by Munchee) have a strong and positive

impact on brand equity of Munchee.
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