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ARSTR..U'T

The ,tuJy carrk"d oul aboul lhe impad or hrand cquity on customer hraod relalionship

or ]';e'tlc and Crall "ith rerers to Sri Lankan market The eon"'."pt of hrand equity is

oot familiaris..'d in Sri umka 10 a great deal hut it has a signilicant innu�"Jlee on lhe

cu,tomer, purchasing d��ision, ,'..en though il is unaw;"e, The key "bjc�tivcs are

• To idc'mily the ,kgn."<: or relatiolhhip bet"'<"<:n euslomer brand relationshIp and

hrand ""uily w"",ds Muhmational Brands

• To d<iermine lhe lactors that influence euslomc,.,; choice on multinational

pn-duds

• T" revi,"" the del'''''' of sensitlvily of hrand managemem on CUStomer hraml

relat iOllship aod wnsumer behavjour

• To identify the f""ton; that support to create h",nd ''<juity

The research hypothe,is "as u'ed to te,t lhe relalion,ltip and dellft-"<: of hrand "'luity

on hrand relationship of the cu'tomer, The Itypothest-'" were k'Sted out hy u'ing IM

re'pon><c,: age betwc""n 14 and 65 who arc living in Colomho urOan, 100%

partICipants" respond "'a, ahle to he gathered t,'r all question,. The hypolhe,.,s w,ore

tested hy using correlalion analysis and p",v�..t under ')5% of confidence Ine1. Brand

awareness. hrand loyally. hraml a'sociation ami perceiv�-.:I hrand qu"lilws h''''e sht'''n

strung po"ti"c relationship with cu'tomer hrand relationship wilh refe", to Mr-.'C

hrand, in Sri Lanka. Highc"t eorrclalion ,how, betw'...... hrand awarene's and cu'tomer

hrand relat"mship which is 0'13'1, Among determinant, ofbrand '"<juity also there w,.,-c

a higher level of strong positive correlalion and high "'temal c<>nsistency

Ke�' W"rd�; Bran<l Equity. Brand a .... armcss (BAW). Brand Loyalty tllLl. Braltd

As",,,,ialit'll (BAS), Pereci v�..t B",nd Ou"lih,'S (PBQ l. Customer Brand

Rclatit>nship (CBR)
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