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Abstract

This study aimed to examine the effect of brand equity dimensions measuring the impact of
brand equity on purchase intension of smart phones in Kathmandu. Descriptive and causal
research design was used for the study. Structured questionnaires were administered for
collecting data. Structured equation modeling was applied for validating the proposed model
and measuring the influence of brand equity dimensions on purchase intentions of smart
phones. Independent sample t-test and ANOVA was used to test the effect of moderating
variables on purchase intention. The research fount brand loyalty and brand awareness were
the influential factors for purchase intention of smart phones. Females performed significantly
more than males in purchase intention. Qualification had no significant differences on
purchase intention of smart phones. The findings of this study add values to the literature and
its applicability of brand equity, brand awareness and purchase intensions which helps to
formulate polices and strategies.
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I. Introduction sic concept in the marketing. The brand

equity refers to the part of the product

Achieving success in this competitive that is concerned to the brand. It is sim-

business world business organizations ply defined as intangible and essential

need efficient tools for attracting, retain-
ing, and increasing the consumers having
powerful brand equity to carry out their
The concept of the brand equity
was created about 20 years ago as a ba-

goals.
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properties of the company which is ac-
quired through the customers’ attitudes
and behavior. Aaker (1991) made ice
break among the literatures and con-
ceptualized the brand equity model that
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gave pathway to researchers and practi-
tioners for measuring brand equity. It is
the common model for researchers as of
Kapferer (1997) and Mela, Gupta and
Lehman (1997) whose models highlights
what Aaker (1991) emphasizes. Aaker
(1991) model of brand equity is the cen-
tral framework in the field of brand
management.

Keller (1993) remarks customer based
brand equity as the differential marketing
effect of brand knowledge on consumer
response to marketing of a brand. It is
based on brand recognition and recall.
Farquhar (1989) depicted that brand
equity is an added value that a brand
grants to a product. Aaker (1991) argued
brand equity as a set of properties and
debts related to the brand. Gil, Bravo,
Fraj and Salinas (2007) confirmed that
the brand equity is a value added to the
product by brand equity. Generally, the
brand equity is the consumers’ under-
standing of all advantage and superiority
which a brand carries in comparison with
other brands.

II. Literature Review and
Statement of the Problem

1. Literature Review

Brand awareness is where brand be-
comes top of mind in consumers (Kim,
Kim, Kim, Kim & Kang, 2008); Teuminen,
2000). It means when people thing the
product category brand comes first in
their mind. Aaker (1991) argues that
brand awareness stands for customer's
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ability to recall the brand. Keller (1993)
depicts when consumers completely
know about the products and relates
some strong association in the memory
then brand equity builds. It affects brand
behavior of consumer (Aaker, 1996;
Kapferer, 2008).

Brand associations are the consumer's
linkage like product characteristics, brand
name and price to the brand (Aaker,
1991). The link resides in consumer's
mind (Keller, 2008). Consumer uses it to
develop brand knowledge (Yoo & Donthy,
2001). Aaker (1991) depicted brand as-
sociations is used for processing, organ-
izaing and evaluating the information in
the consumer's mind that help to take
the purchase decision easily.

Perceived quality is the overall perform-
ance or assessment of brand perceived by
consumer (Keller, Aperia & Georgson,
2008). Different factors like customer's
own experience, price, brand image and
marketing activities shape how consumer
perceived toward the brand (Yoo &
Donthu, 2001; Zeithaml, 1988). Consumer
differentiate product based on perceived
quality (Keller, 1993).

Brand loyalty is consumer's strong com-
mitment to a brand that they would pur-
chase the brand consistently in the future
(Oliver, 1997). Consumer purchase the
same brand again and again (Chaudhuri
& Holbrook, 2001). Brand becomes the
consumer's first choice to purchase (Yoo
& Donthu, 2001). Keller and Lehmann
(2003) argued that if customer possessed
a strong commitment to one brand, there
is least chance to brand switching.

Purchase Intention means customer

want to purchase the brand and purchase
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again and again (Day, 1969). Purchase in-
tention is used to measure consumer's
behavior pattern (Fishbein & Ajzen, 1975).
Purchase intention and actual purchase
behavior is highly related (Fishbein &
Ajzen, 1975; Oliver & Bearden, 1985).
Purchase intention is like a decision a
customer purchases a brand. Dodds and
Monroe (1985) argued that purchase in-
tention is a behavior tendency of a cus-
tomer who is intended to purchase a
product. Previous studies and researches
stated that purchase intention is an im-
portant indicator of actual purchase
behavior. Farquhar (1989) stated that
perceived quality is essential for develop-
ing a positive evaluation of a product or
brand in customer’s memory.

Porter (1974) argued purchase intention
is people not only purchase the particular
brand but also have shown positive atti-
tude to brand category. An increase in
purchase intention means an increase in
the possibility of purchasing particular
brand (Dodds, Monroe & Grewal, 1991;
Schiffman & Kanuk, 2007). Purchase in-
tention is an indicator for consumer be-
havior (Ajzen & Fishbein, 1980; Schiffman
& Kanuk, 2007). Armstrong, Morwitz and
Kumar (2000) indicated that purchase in-
tention are intended for predicting a better
sale processes than former selling ones.

Vinh and Huy (2016) found that per-
ceived quality, brand association and
brand loyalty had positive effects on
overall brand equity. But brand aware-
ness had not shown significant effect on
overall brand equity. Overall brand equity
had positive impact on brand preference
and purchase intention. Brand preference
had positive influence on purchase inten-

tion. Khan, Rahmani, Hoe and Chen (2015)
confirmed that causal relationship among
brand equity dimensions and purchase in-
tention were established. Perceived quality
and brand loyalty had shown significant
influence on purchase intention. Naeini,
Azali and Tamaddoni (2015) found per-
ceived quality had shown significant effect
on creation of brand equity and brand
equity had the highest effect on purchase
intention.

Naing and Chaipoopirutana (2014) de-
clared positive and significant relation was
found among perceived quality, product
image, consumer aspiration, emotional
value, attitude towards product and pur-
chase intention. Negative relation was
found between consumer uncertainty and
purchase intention. Santoso and Cahyadi
(2014) found that brand associations and
brand loyalty had shown significant effect
on purchase intention. But, brand aware-
ness and perceived quality had no shown
significant effect on purchase intention.

Malik and Ghafoor (2013) found brand
awareness and brand loyalty had strong
positive association with purchase intention.
Latwal and Sharma (2012) found that
brand association, perceived quality and
brand loyalty had shown significant effect
on purchase intention to car owners. But,
brand awareness had not shown effect on
purchase intention. Jalilvand, Samiei and
Mahdavinia (2011) researched on the ef-
fect of brand equity components on pur-
chase intention as an application of
Aaker's model (1991) in the automobile
industry. It was found that brand aware-
ness, brand association, brand loyalty
and perceived quality have a significant
effect on consumers' intention to pur-
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chase automobiles.

2. Statement of the Problem

Consumers have shown increasing in-
terests in mobile phones category in the
recent days. They want to purchase
branded smart phones from entry levels
to high end gadgets. There are varieties
of smart phones available in the Nepalese
markets. Purchasing a smart phone has
become fulfilling utilitarian need to he-
donic need of the consumers. Smart
phone has become a major part of urban
and rural people's lifestyle. Vinh and Huy
(2016) found that perceived quality, brand
association and brand loyalty had pos-
itive effects on overall brand equity. Khan,
Rahmani, Hoe and Chen (2015) confirmed
causal relationship among brand equity
dimensions and purchase intention.
Perceived quality and brand loyalty has

shown significant influence on purchase

Fig. 1. Research Framework
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casual relationship among dimensions of
brand equity (brand awareness, brand
image, perceived quality, and brand loy-
alty) and purchase intention of consum-
ers in the context of smart phones cate-
gories in Nepal.

The research questions for this study
are as follows:

Is there any significant influence from
brand awareness towards purchasing in-
tention?

Is there any significant influence from
brand association towards purchasing in-
tention?

Is there any significant influence from
perceived quality towards purchasing in-
tention?

Is there any significant influence from
brand loyalty towards purchasing in-
tention?

Is there any significant influence from
demographic variables towards purchas-
ing intention?

To address these research questions,
this research aims to examine the influ-
ence of brand awareness, brand associa-
tion, brand loyalty, and perceived quality
towards purchase intension. Further, it
examines the influence of demographic
variables towards purchase intension of
smart phone users. Thus, the research
framework of this study is:

III. Hypothesis Development and
Research Methodology

1. Hypothesis Development

Relation between Brand Awareness and

Brand Association with Purchase Intention
Brand awareness and brand associa-
tion with the product increase the proba-
bility that the brand remains in the mind-
set of customers (Cobb-Walgren, Ruble &
Donthu, 1995). Marketers apply effective
marking communication program to reach
customers as they seek information, height-
ening awareness at potential purchase
opportunities (Keller, 1993).

H1: Brand awareness positively affects
purchase intention.

H2: Brand association positively affects
purchase intention.

Relation between Perceived Quality with
Purchase Intention

Perceived quality was an additional val-
ue and intangible product towards the
brand (Chaudhuri & Holbrook, 2001),
which was a psychological perception and
attitude among consumers that would fa-
cilitate their purchase intention to that
brand. The degree of perceived quality on
the brand would affect the degree of pur-
chase intention of customers (Keller &
Lehmann, 2003).

H3: Perceived quality positively affect
purchase intention.

Relation between Brand Loyalty and
Purchase Intention

The loyal customers committed to one
brand tended to repeat purchase in that
brand (Ercis, Unal, Candan & Yildrimn,
2012). Other scholar mentioned that cus-
tomers possessing high level of brand
loyalty led to permanent purchase of the
same brand, and bought more than new
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customers or customers with low level of
brand loyalty (Lee, Back & Kim, 2009;
Yoo, Donthu & Lee, 2000).

H4: Brand loyalty positive affects pur-
chase intention.

Relation between Age and Qualification
with Purchase Intention

Research has shown different results
regarding gender on purchase intention.
Rajayogan and Muthumani (2015) found
no differences on gender and purchase
intention on purchasing in e-store. Gender
has positive relationship with purchase
intention towards organic foods (Omar,
Nazri, Osman & Ahmad, 2016). Level of
education/qualification was positively re-
lated to consumer's purchase intention
towards organic food (Omar et al, 2016).
Kumar (2013) argued differently in the
premium car segments where demo-
graphic variable like gender, age, educa-
tion, marital status, occupation had no ef-
fect on purchase decisions. Laheri (2017)
confirmed that consumer's attitudes for
the purchase of the green products
across demographic variables was sig-
nificant especially gender and education.
From this statement, the following hy-
potheses were proposed.

H5: Gender moderates brand equity di-
mensions to purchase intention.

H6: Qualification moderates brand equity
dimensions to purchase intention.

2. Research Methodology

The objective of the research was to
measure the relationship among di-
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mensions of brand equity and purchase
intention of consumers in the context of
smart phones categories in Nepal. For
this purpose, descriptive and causal re-
search designed was used. The constructs
were based on literature review. The tar-
get population of this study was the re-
spondents who purchased assorted brands
of smart phones in the market.

Data were collected through structured
questionnaires. Questionnaires were ad-
ministered at New Road area and CTC
Mall location that is known as mobile
phone hub in the Kathmandu. People
who purchased and visited mobile phone
outlets in these areas were approached
and questionnaires were administered to
collect data. Spending 7 days in these
areas to approach consumers, one of the
researcher request to fill the ques-
tionnaire to the smart phone users.
Altogether 240 respondents agree to fill
the questionnaire, but only 196 ques-
tionnaires are usable for analysis.

The questionnaire designed based on
Likert-type statement about which re-
spondents were asked to indicate their
degree of agreement and disagreement
using a five-point scale (with anchors 1=
strongly disagree and 5= strongly agree).
To draw items to measure brand aware-
ness, perceived quality, brand association,
brand loyalty and purchase intension the
scale developed by Aaker (1991), Yoo et
al. (2000), Jalilvand et al. (2011), Pappu,
Quester and Cooksey (2005), Keller
(1993), were used.

Structural equation modeling was ap-
plied to validate the model in the Nepalese
context and to check the relation between
observed and latent variables. Structural
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Equation Modeling and independent sam-
ple t-test was used to test the hypothe-
sized model. Exploratory factor analysis
(EFA) should be done first before gone to
SEM. EFA gives the real factor for further

Table 1. Rotated Component Matrix

analysis and also assist to check validity
and reliability of the individual constructs
and the measurement model. Independent
sample t-test and ANOVA was used to
measure the effect of moderating varia-

Rotated Component Matrixa

Component
1 2 3 4 5
Bl1: I would not buy other brands, if smart phone X is
: .769
available at the a store
BI5: | will keep on buying smart phone X as long as it
) 4 .720
provides me satisfied product
Bl4: Smart phone X is one of the preferred brands | 671
want to buy. ’
Pg4: Smart  phone X would be of very good quality .644
Pg2: Smart phone X has excellent features 644
Bas5: | feel that smart phone X is durable. .602
Bas1: Smart phone X has very unique brand image,
. 597
compared to competing brands
Pg5: | can easily imagine smart phone X in my mind .580
Bl2: Smart phone X would be my first choice. 578
Pi3: I am willing to purchase this company’s smart
. .828
phones in the future.
Pi4: | will make purchasing the smart phone X a great 747
moment. ’
Pi1: I would buy smart phone X rather than any other
. .703
smart phone available.
Baw1: | am aware of smart phone X. 823
Baw2: Some characteristics of smart phone X comes to 760
my mind quickly. '
Baw3: | can recognize smart phone X among competing
.666
smart phone brands.
Pg3: Smart phone X is a reliable brand 792
Bas3: | like the brand image of smart phone X .649
Pg1: Smart phone X is of high quality 613
Bas6: | feel that smart phone adds personality to me 791
Bas2: | think people who use smart phone X is genius .640
Extraction  Method: Principal Component Analysis.

Rotation Method: Varimax with Kaiser =~ Normalization.

a. Rotation  converged in 7 iterations.
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bles like gender and qualification on pur-
chase intention. SPSS20 and AMOS20 stat-
istical software was used for data analysis.

The study was based on the data
(quantitative) available from the self ad-
ministered questionnaire from the se-
lected smart phone users/respondents.
The study showed that 62.8 percentage
of the respondents were male and where-
as 37.2 percentage of the respondents
were female. Majority of the respondents
are master graduates having 43.4 percent
and bachelor graduates having 36.3 percent.

IV. Data Analysis and Testing

1. Exploratory Factor Analysis

Exploratory factor analysis (EFA) was
used to identify and refinement of the
factors (Hair, Anderson, Tatham & Black,
1998). EFA was run to provide latent
constructs for Confirmatory Factor Analysis
(CFA). Bartlett's test of Sphericity (Chi-
square 1693.550; degree of freedom 190,
sig. 0.000) and KMO value 0.895 reported
that sample size was enough for factor
analysis. Five factors were extracted that
were accounted for 64 percent of the to-

Table 2. Model Fit Indices
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tal variance. Scale item having factor
loading more than 0.5 was grouped in
the related factor. Scale items like Baw4,
Bawb5, Bas4, Bi3 and Pi2 were dropped
out having low factor loadings below 0.5.

The extracted factor from EFA was pre-
sented in Table 1.

Table 1 highlighted the rotated compo-
nent matrix showing matrix of factor
loading for each variable to each corre-
sponding constructs. Five constructs were
extracted as brand loyalty, purchase in-
tention, brand awareness, perceived qual-
ity and brand associations.

2. Confirmatory Factor Analysis

Confirmatory factor analysis (CFA) was
conducted for the measurement model
that is comprised of five factors meas-
ured by 20 scale items. The results of
CFA for the overall measurement model
was shown in the Table 2.

Table 2 highlighted the fit indices of
overall measurement model. The value
of CMIN/DF, CFI, GFI, RMSEA and RMR
were acceptable (Byrne, 2001; Hair et al,,
1998; Joreskog & Sorbom, 1993; Mueller,
1996; Schumaker & Lomax, 1996). The
overall measurement model was fitted for

Model  Fit Fit  Indices
Model ﬁgﬂg AVE a>AVE CMIN/DF  CFI GFI  AGFI RMSEA RMR
>0.7 >050 a>AVE 3-5 >90 >90 >.90 <1 <5
Final
Measurement 1.843 091 090 0.90 0.06 0.05
Model

Remarks
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Table 3. Validity Measure

CR AVE MSV ASV PQQ BLL PIl BAWW  BASS
PQQ 0.718 0.510 0.487 0.427 0.718
BLL 0.885 0.521 0.369 0.447 0.765 0.753

Pl 0.797 0.567 0.450 0.337

BAWW 0.761 0.515 0.379 0.310

BASS 0.721 0.513 0.462 0.399

0.589 0.671 0.753

0.556 0.500 0.548 0.718

0.683 0.708 0.500 0.616 0.785

structural equation model.

3. Validity and Reliability of the
Measurement Model

The validity of model could be checked
with the help of following tools of val-
idity measure.

Discriminant Validity. Two issues have
been taken care while performing the
structural equation modeling: First, aver-
age variance explained (AVE) should be
greater than 0.50 (Fornell & Larcker,
1981). Second, AVE should be greater
than maximum shared variance (MSV)
and AVE should be greater than Average
shared variance (ASV).

From Table No. 3, It can be concluded
that Average variance explained (AVE) of
perceived quality (PQQ), brand loyalty
(BLL), purchase intention (PII), brand
awareness (BAWW) and brand associa-
tion (BASS) is greater than 0.50. AVE of
all PQQ, BLL, PIl, BAWW and BASS are
greater than MSV  of respective
constructs. AVE of PQQ, BLL, PII, BAWW
and BASS are greater than ASV of re-
spective constructs. So, discriminant val-
idity was declared for the measurement

model.

Convergent Validity. For convergent
validity, construct reliability (CR) should
be greater than 0.7 and CR should be
greater than average variance explained
(AVE).

From Table 3, it was found that CR
was greater than 0.7 (CR>0.7) for all the
constructs in the study and also CR was
greater than AVE (CR>AVE) for all the
constructs. So, convergent validity was
achieved.

The final refined model was structural
model for the study for testing the pro-
posed hypotheses. The AVE, given by

1

Fornell and Larcker (1981), KV

(where, 1 = standardized factor loading, n

= number of item) varies among 0.513 to

0.521 brand equity dimensions. The Construct

Reliabilities given, by Fornell and Larcker
(=)

( ?: 1>\t)2+ (ZFt: 1)(1_7\?)) '

(where, 1 = standardized factor loading,

(1981),

n = number of item) varies among 0.718
to 0.885 of brand equity dimensions. The
path diagram of the final refined meas-
urement model was shown in Figure 2.
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Fig. 2. Measurement Model
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4. Structural Equation Modeling

After testing validity and reliability of

Fig. 3. Structural Model
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1) Variance Explained by Independent
Variables in Dependent Variables

The predicting capability of a model
can be assessed by the amount of var-
iance explained by independent variables
in the dependent variable. The squared
multiple correlation of dependent varia-
ble of the study was shown in Table 4.

Table 4 highlighted squared multiple
correlation of purchase intention over
brand loyalty, brand awareness, per-
ceived quality and brand associations
were 0.52 or 52 percent. This model
could predict the independent variables
by 52 percent.

5. Hypotheses Testing

Relationship between brand equity di-
mensions and purchase intentions. Signi-

Table 4. Variance Explained by Structural Model

Vol. 9, No. 1, March 2018

ficance relationship of brand equity di-
mensions with purchase intention was
measured below.

The Regression coefficients of brand
awareness and brand loyalty on purchase
intention were found statistically significant.
So, H1 and H4 were supported.

Similarly, regression coefficient of
brand association and perceived quality
on purchase intention were statistically
not significant. So, H2 and H3 were not
supported.

It was concluded that brand loyalty
and brand awareness were the influential
factors for purchase intention of smart
phones.

Moderation by Gender

Effect of gender on purchase intention
was measured below.

Table 6 showed that mean value of
male was 3.488 and female was 3.756.

S.N. Dependent Variable

Independent Variable

Squared Multiple
Correlations (R2)

Purchase Brand

loyalty, brand awareness, perceived

1 Intention quality, brand association, 0.52
Table 5. Relationship between Brand Equity Dimensions and Purchase Intention
Standardized
Hypotheses From TO Coefficients S.E. t-value Results
H1 BAWW PIl gl =0343 131 2615 Significant
H2 BASS PIl g2=-0.171 211 -810 Not Significant
H3 PQQ PIl g3 =04177 188 625 Not Significant
H4 BLL PIl g4= 0524 154 3.409 Significant
Table 6. Group Statistics
Gender N Mean Std. Deviation Std. Error Mean
Purchase 1 (Male) 73 3.488 836 .098
Intention 2 (Female) 123 3.756 685 062
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Table 7. Independent Sample t-Test
Levene's Test

for Equality of t-test for Equality of Means
Variances
. 95% Confidence
F  Sg t o Sig. ~ Mean Std. Bmwor %) of the
(2-tailed) Difference Difference .
Difference
Equal Lower Upper
variances 2.612 0.108 -2.51 194 0.013 -0.277 0.110
assumed -0.494 -0.060
Equal
"arf:tces 239 128778 0018  -0.277 0116  -0506  -0.048

assumed

Table 8. ANOVA Table

Sum of Squares df Mean Square F Sig.
Between Groups 1.022 2 0.511 0.896 0.41
Within Groups 110.136 193 0.571
Total 111.158 195

Table 7 highlighted significance value the following way.
of F-value 0.108 (Sig.) showed no differ- Weighted average of SD:
ences was existed (Meyers, Gamst &
Guarino, 2015). So Equal variances as- Weighted Average of SD =
sumed was met. ((SDx Male No.) + (SD X Female No.))

Sig. of t-value (0.013) shows that fe- TotalNmber
(.836x73) + (.685%x123)/196
males in purchase intention (Meyers et 61.028 + 84.255/196
al, 2015). So, H5wasaccepted. = 145.283/196

Strength of Effect. Strength of effect is = 7412
measured in the following way.

males performed significantly better than

Cohen's d statistic. It is measured as
the following way.

Eta square = t2/(t2+degreesoffreedom)
(Hayes,1981). Cohen's d = Mean difference/Weighted
= .0315 average of SD
= -0.277/.7412
It can be said female were performed — .03737
3 percent more than males to purchase
intention. Males scored approx. 0.37 std. devia-

Effect Size. Effect size is measured in tion units lower than females. It was rela-
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tively a little bit moderate effect size
(Cohen, 1988).

Moderation by Qualification

Effect of qualification is measured
through Analysis of Variance (ANOVA). It
is explained in the following.

Table 8 highlighted that qualification
had no significant differences on pur-
chase intention of smart phones. So, H6
was not accepted.

6. Discussion of Results

All the construct scale had shown good
reliability of Cronbach's Alpha value more
than 0.7. All the constructs under study
showed mean value greater than 3 and
standard deviation below 0.1 confirmed
the mean value was fair. Moderate to
strong relations were found between en-
dogenous and exogenous constructs that
was statistically significant. EFA was done
to refine the factors and shown no cross
loadings among scale items. In CFA,
measurement model was fitted for fur-
ther analysis for structural equation
model. Validity and reliability were con-
firmed for measurement model under
CFA. In SEM, squared multiple correlation
of purchase intention over brand loyalty,
brand awareness, perceived quality and
0.52 or 52
percent. This means this could predict

brand associations was

the independent variables by 52 percent.
Brand loyalty and brand awareness had
significant effect on purchase intention.
Perceived quality and brand associa-
tion had no significant effect on purchase
intention. Females performed significantly
better than males purchasing of smart
phones. Qualification has shown no dif-

Vol. 9, No. 1, March 2018

ferences in purchase intention.

V. Conclusion and Implications

This research was done to measure the
impact of brand equity factors on pur-
chase intention of smart phone brands.
Brand loyalty and brand awareness are
the predictors of purchase intention of
smart phones. No support was found for
brand perceived quality and brand asso-
ciations that enhance purchase intention
of smart phones. Customers want to be
brand loyal to their particular brands and
want to be aware always to smart
phones brand.

In the Nepalese smart phones markets,
people are known to all the brands. They
were loyal to their particular brand. All
the brands were perceived same sort of
features and fall in the similar categories
like as budget smart phones or mid range
segments. So, people's perception to-
wards smart phones was similar and
viewed not contributing to their brand
knowledge. People did not find any asso-
ciations to link to their particular brand.
They just like to connect to the smart
phones through brand names. In this re-
gards, it can be viewed as brand aware-
ness has been contributing to brand loy-
alty simultaneously enhancing brand
equity of smart phones in Nepal.

This study as consistent with Malik
and Ghafoor (2013) that brand aware-
ness and brand loyalty had significant in-
fluence on purchase intention of smart
phones. It was because consumer wanted
to collect more information to be aware
and familiar with the brand and their
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past smart phones experiences and their
current expectation supported consumers
to be loyal that had motivated to pur-
chase intention of smart phones. This
study was partially consistent with Fianto
et al. (2014) and Naing and Chaipoopiru-
tana (2014) that brand association/image
had not shown significant influence on
purchase intention. It was because con-
sumer had made their mind set already
before purchasing the smart phones. So,
brand image did not motivate consumers
to purchase the smart phones. Females
were more sophisticated in purchasing of
smart phones. It can be concluded that
brand factors like brand awareness,
brand image, perceived quality and brand
loyalty were important dimensions of
brand equity.

Further research can be done in broad-
ly conducted nationwide or other major
cities of a country. As this research did
not entertain financial aspect of brand
equity, so financial performance of a
company also be measured in future
research. This research also can be done
other product and service -categories
broadly.
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