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ABSTRACT

A brand with strong brand equity is a very valuable asset. Measuring the actual
equity of a brand name is difficult. The consumers who trust and display loyalty
toward a brand are willing to try to adopt brand extension. Thus, this study is
undertaken to examine what are the pertinent factors that lead to the existing
problem. It focuses on the effectiveness of marketing communication tools that were
used by Adabi Consumer Industries Sdn Bhd in creating brand equity among their
customers. The data for this study is sourced from questionnaires distributed to 80
respondents which were taken randomly in Rawang. A set of guestionnaires is
designed according to research objectives of this study and consists of 61 items.
There are two types of assisted questionnaires designed, which are multiple choices
questions and scaling. All data were analyzed using frequency analysis and cross
tabulation. The results indicated that the most effective marketing communication
tools that can be utilized by Adabi is advertisement in érder to increase customer
awareness, perceived high quality and creating the customer loyalty. Several
recommendations were suggested in terms of the marketing communication tools

that can be practiced by Adabi.
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