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ABSTRACT 

 

This study is conducted as a partial fulfillment of the coursework of Industrial Training 

Project Paper (MKT669). This title of study is “Brand Equity and Customer Repurchase 

Intention toward Agromas Products”.  

This study focused in four element of brand equity that is brand association, brand 

awareness, perceived quality and brand loyalty. All this elements used as an independent 

variable and the dependent variable is customer repurchased intention. 

The main objectives of this study are to examine the customer perception of repurchase 

intention toward Agromas products, to examine the perceptions of the customer toward brand 

equity elements of Agromas, to investigate the relationships between brand equity and customers 

repurchase intentions toward Agromas product, to determine the element that gives the most 

impact on repurchase intentions toward Agromas products and to provide recommendations to 

improve the brand equity of Agromas product. 

This study was conducted at Melaka Tengah district and covers only on Agromas 

consumer products. Through this study; it will help FAMA to identify the new strategy that can 

be used to increase their marketing strategy especially on brand equity elements. 

 

 

 

 

 

 

 

 

ix 
 


	BRAND EQUITY AND CUSTOMER REPURCHASE INTENTION TOWARDS AGROMAS PRODUCTS
	“DECLARATION OF ORIGINAL WORK”
	LETTER OF SUBMISSION
	ACKNOWLEDGEMENT
	TABLE OF CONTEN
	ABSTRACT
	EXECUTIVE SUMMARRY
	CHAPTER 1 INTRODUCTION
	1.1 Background of company
	1.2 Problem statement
	1.3 Significant of study
	1.4 Research Question
	1.5 Research Objective
	1.6 Theoretical Framework
	1.7 Hypothesis
	1.8 Scope of the study
	1.9 Definition of terms
	1.9.1 Repurchase Intention
	1.9.2 Brand
	1.9.3 Brand Equity
	1.9.4 Brand Association
	1.9.5 Brand Awareness
	1.9.6 Perceive Quality
	1.9.7 Brand Loyalty
	1.9.8 Perceived Value
	1.9.9 Brand Image

	1.10 Limitation of Study

	CHAPTER 2 LITERATURE REVIEW
	2.1 Introduction
	2.2 Repurchase Intention
	2.3 Brand Equity
	2.4 Brand Association
	2.5 Brand Awareness
	2.6 Perceived Quality
	2.7 Brand Loyalty

	CHAPTER 3 RESEARCH METHODOLOGY
	3.1 Introduction
	3.2 Population of study
	3.3 Sampling
	3.3.1 Sampling Frame
	3.3.2 Sampling Size

	3.4 Data Collection Method
	3.4.1 Primary Data
	3.4.2 Technique
	3.4.3 Questionnaires
	3.4.4 Secondary Data
	3.4.5 Pre-Testing

	3.5 Data Analysis and Interpretation Techniques
	3.5.1 Descriptive statistics
	3.5.2 Simple Linear Regression Model
	3.5.3 Multiple Linear Regressions
	3.5.4 Coefficient of correlation (R)
	3.5.5 Coefficient of Determination (R²)


	CHAPTER 4 DATA ANALYSIS
	4.1 Introduction
	4.1.1 Reliability Testing
	4.1.2 Cronbach’s Alpha for Construct

	4.2 Respondent Profile
	4.2.1 Gender
	4.2.2 Age
	4.2.3 Monthly Income
	4.2.4 Occupation
	4.2.5 Education Level
	4.2.6 Marital Status

	4.3 General Question
	4.3.1 Have you ever buy an Agromas product
	4.3.2 Make plans before making a purchase
	4.3.3 Highest amount spend on purchasing food experience
	4.3.4 Factors affect intention to buy a certain brand
	4.3.5 Worth of value spends on higher amount of money to get branded product

	4.4 Customer Perception on Repurchase Intention toward Agromas Product
	4.4.1 Repurchase Intention

	4.5 Customer Perception toward Brand Equity Elements of Agromas
	4.5.1 Brand Awareness
	4.5.2 Brand Association
	4.5.3 Brand Loyalty
	4.5.4 Perceived Quality
	4.5.5 Perceptions of the customer toward brand equity elements of Agromas

	4.6 The Relationship between Brand Equity and Customer Repurchase Intention towardsAgromas Product
	4.6.2: Relationship between Brand Association and Repurchase Intention
	4.6.3: Relationship between Brand Awareness and Repurchase Intention
	4.6.5: Relationship between Brand Loyalty and Repurchase Intention

	4.7 Element That Gives the Most Impact on Repurchase Intention toward AgromasProduct
	4.8 Hypothesis Testing

	CHAPTER 5 CONCLUSION AND RECOMMENDATION
	5.0 Introduction
	5.2 Conclusion
	5.3 Recommendations

	BIBLIOGRAPHY
	APPENDIXES



