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ABSTRACT 

 High brand equity is very important to companies in order to compete in the global 

market today. This paper examines the relationship between brand equity and customer 

purchase intention in relation to Agromas products. Brand equity elements consists of brand 

awareness, brand loyalty, perceived quality and brand association. The questionnaire was 

distributed to 100 consumers of Agromas in Kuala Pilah.  Convenience sampling was used in 

this research and data were analyzed using SPSS version 22. The results of the study indicates 

that there are significant positive relationship between brand equity and purchase intention of 

Agromas products. The results also shows that brand loyalty has the strongest impact on 

purchase intention. 

 


	PPb_MOHAMAD AZALI ABDULLAH BM 18.pdf
	THE INFLUENCE OF BRAND EQUITY TOWARDS PURCHASE INTENTION OF AGROMAS PRODUCT
	DECLARATION OF ORIGINAL WORK
	LETTER OF SUBMISSION
	ACKNOWLEDGEMENT
	TABLE OF CONTENT
	LIST OF TABLES
	ABSTRACT
	CHAPTER 1 INTRODUCTION
	1.1 Background of Study
	1.2 Problem Statement and Issues
	1.3 Research Question
	1.4 Research Objectives
	1.5 Scope of Study
	1.6 Significant of Study
	1.7 Limitations of Study
	1.8 Definition of Terms
	1.9 Summary

	CHAPTER 2 LITERATURE REVIEW
	2.1 Literature Review
	2.2 Purchase Intention
	2.3 Brand Equity
	2.4 Dimensions of Brand Equity
	2.5 Brand Awareness
	2.6 Brand Loyalty
	2.7 Perceived Quality
	2.8 Brand Association
	2.9 Theoretical Framework
	2.10 Research Hypothesis
	2.11 Summary

	CHAPTER 3 RESEARCH METHODOLOGY
	3.1 Introduction
	3.2 Sampling Design
	3.3 Data Collection Method
	3.4 Data Analysis and Interpretation
	3.5 CONCLUSION

	CHAPTER 4 DATA ANALYSIS
	4.1 Introduction
	4.2 Response Rate
	4.3 Reliability Analysis
	4.4 Descriptive Analysis
	4.5 Research Objective 1
	To determine the level purchase intention of Agromas product among consumers

	4.6 Research Objective 2
	To determine the perceptions of consumers towards brand equity dimension of Agromas product

	4.7 Research Objective 3
	To determine the relationship between brand equity dimension andpurchase intention of Agromas product

	4.8 Research Objective 4
	To determine the brand equity dimension that gives greatest impact on purchaseintention of Agromas product

	4.9 Summary

	CHAPTER 5 CONCLUSION AND RECOMMENDATIONS
	5.1 Introduction
	5.2 Overall conclusion
	5.3 Recommendations to FAMA
	5.4 Recommendations to Future Researchers

	6.0 References
	APPENDICES




