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ABSTRACT

A brandspower derived from the goodwill and nai
recognition that it has earned over time, wf
translates into higher sales volume and higheritg
margins against competing brands. Brand ec
refers to the value of a brand. This paper trieBni
the impat of select dimensions of brand equity |
brand awareness, brand association, brand loyatt
perceived quality on customer's preference w
purchasing a bike in Mysuru market.

Keyword: Brand equity, Brand loyalty, Brand
awareness, Brand association and perceived quality.

l. INTRODUCTION

Branding has been around for centuries as a mex
distinguish the goods of one producer from thos
another. The word brand is derived from the

Norse word brand, which means to burn as br.
were the means bwyhich owners of livestock ma
their animals to identify them.The Americar
Marketing Association defines a brand as: a ne
term, sign, symbol, or design, or a combinatior
them, intended to identify the goods or servicesru
seller or group of skdrs and differentiate them fro
those of competitors (Kotler, 2003). A brand n
have many other meanings depending on the r¢
plays, the value it has amdore importantly, to whor
it is related. To brand owners, a brand is main
differentiation degice: the living memory and tf
future of its products (Kapferer, 1997). To bre
users, a brand may create an emotional bond
them which turnghe brand into an icon. In the mc
developed role, brands represent not only

products or services ampany provides but the fir
itself, the brand is the compaayd brands become
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synonym of the company's policy (Goodyear 1¢
deChernatony and McDonald, 20C

Brand equity refers to the value of a brand. Br
equity is ass phrase, used in tmarketing field,
which is a set of brand assets and liability linked
product or services to a firm having a well kn
brand name and symbdt. is based on the idea tr
brand attract customers and can produce more I
from product with that partidar brand name. The
concept of brand equity is necessary
understanding the competitive dynamics and [
structure of business market. It examines
effectiveness of marketing and brand name ¢
product which leads to the profit of the busine:
assesses subtracting the utilization of phy:s
characteristics of item from aggregate utility o
brand. It improves the income to the business.
advantage of the brand value is to help up
execution of the organization. Mark value is usébul
the client to distinguish the significance of braard
its quality which impact the buy choice of the ok

Il. REVIEW OF LITERATURE

Tanmay Chattopadhyay et al (2009) in their st
examine the coelation between factors that are
directly related to nr&keting mix and brand equit
The study found that primary factors like pri
advertising frequency, distribution intensity, &
image & secondary factors like country of origieep
recommendation &celebrity endorsements influe
the brand equity. Asecondary factor alone has
impact on brand equity. Only with the combinatidr
primary factors it will affect the brand equ
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C. Dharmarajet al (2011) in this study analyzes
major factors that influence the brand preferenu
the preliminary issues related to brand choice ha
purchase of a passenger car. This study found
predominant factor of brand choice for
ecanomically sound customer is the bre
performance followed by the brand awareness cre
by the manufacturer and dealers through marke
communication. The author identified that the m.
factors considered by any rational customer w
purchasing aar are the quality of the car brands s
as safety, comforts, technology, durability

Arshian Aslam Sharif et al (2014) through tr
research have made an attempt to investigate
brand equity determinants of Q mobile users.
influence of eale determinant was explored by us
factor and multiple regression analysis. The re
shows that all the determinants like perceived ityye
brand strength, brand image have a conside
positive impact on brand equity whereas br
response has no effect on brand eqt: -

Davit Mkhitaryan et al (2014) have conducted a !
to identify valuation models of brand equity -
automotive sector. It is an experimental study Wl
has needed both primary & secondary data. The ¢
found that both brand loitst & brand preference pla
a vital role in creating a brand equity. The st
suggests that dimensions of brand equity shoul@
a logical base & reputation of an organizatior
measured by its brand equity.

A study by Ali BonyadiNaeini et al (2015assess the IV.

creation of brand equity with its four dimensions
the influence on consumer responses in term
purchase intent, brand extension, willingness p q
higher price and brand preferences. The s
revealed that perceived quality had an ¢ of
creation of brand equity & brand equity had
highest effect on purchase intention.

Amir Manzoor et al (2016) have conducted a stud
India automobile industry by using Aker's bra
equity model. The study results show that therets
a causal relationship among four brand equ
dimensions and customer purchase intentions.
among the four dimensions only perceived qu:
was found to have a positive direct influence
purchase behaviour while other three dimensiong
very low or negative.

NaeemAkhtaret al (2016) have conducted a stud
the impact of brand equity in customer prefere
towards skincare products. The researchers
conducted the study among 100 customers
random sampling techniques and the data analysi
been done through correlation and regress
techniques. The study found that brand equity h
highest effect on purchase decis

II. NEED OF THE STUDY

Automobile industry in India is considered to bee:
of the key drivers contributing to the econot
development of the country. Though the two whee
industry in India is going through healthy grow
with an expanding market and new entrants,
industry is going through a cut thought competit
When it comes to a tangible product the m.
challenge facéy the manufacturers is the similarit
in different attributes like appearance, perfornee
and availability. Recently the most of the comp
managements have realised that the real value
company lies in the mind of it potential customed
brand name has evolved as a key determinan
differentiating one product with that of th
competitor. Nowadays it is very necessary to ki
the effect of brand loyalty, brand awareness
guality on the perception of customers and t
purchase decision. Ithe view of the above tt
researcher have made an attempt to measure tha
equity of Moto crop of in Mysuru market by selegt
various dimension like brand awareness, bi
association, brand perceived quality, brand loy:

RESEARCH OBJECTIVES

This study was aimed at having an understan
about the effects of various dimensions of br
equity in customer purchase intent. An attempt was
also made at finding the relationship between B
Equity and the factors affecting it which is explk

below.

» To study the socio economic background of F
motor Corp customers of Dyuthi Motors, Mys

» To investigate the effect of select component
Aaker brand equity model on brand equity of H
motor Corp vehicles in Mysore Mark

» To evaluate whichcomponent of brand equi
model holds maximum significance to b
strong brand equity of Hero motor corps in
present market.
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V. RESEARCH

METHODOLOGY
Both Primary and Secondary data were used fo
study. Company resources and jourrwere studied
to understand the scenario of the industry. Alonigy
preparing Questionnaire with both open and clc
guestions, Personal Interviews were also condt

with the staff and customers.

DESIGN AND

The study conducted here is descriptive in natar
sanple size of 100 was considered using conver
sampling technique. Data analysis and interpret:
was conducted by performing percentile analy
correlation and regression techniques using £

VI. RESULT AND DISCUSSION

Reliability test

Replication capaility of the data obtained is essen
for any test to be called successful. Reliabilggts
check to what extent the findings of the reseaia
be replicated, in case the research is replicasauy
the same methodology of research. It refers e
extent to which the measurements are free fronre
thus producing consistent results. It checks

internal consistency of the scale of measures
extent to which the items are similar. In other d&
the procedures or the items assess the saiill,
characteristics or quality.

Cronbach’s alpha is a coefficient of inter
consistency. It is an important measure of
reliability of a psychometric method. As t
correlation between the item increases, Cronbe
alpha will also increase. The ems having a
coefficient value of 0.7@&nd mor are considered as
adequate. In this study 21 items are considereth&
study with the help of SPSS 21. The overall religb
of all variables is 0.693~ .7 which means the rest
of all variables are reliable for further stut

Reliability Statistics

.693 21

The correlation table explains the correlation le=tm
brand equity and brand awareness, perceived gL
brand association, brand loyal

Correlations

Pearson Correlatit 1 | .448 |.341 | .001 | .007
BA Sig. (2tailed 000 | .001| .990| .94:
N 100 100 100 100 | 10C
PearsorCorrelatior | .448 1 196 | -.227 | .37¢
BAS Sig. (2tailed. | .000 051 | .023] .00c
N 100 100 100 100 | 10C
Pearson Correlatic | .341 | .196 1 319 | .254
PQ Sig. (2tailed. | .001 | .051 001 .011
N 100 100 100 100 | 10C
PearsorCorrelatior | .001 | -.227 | .319 1 | .82¢
BL Sig. (2tailed. | .990 | .023 | .001 .00C
N 100 100 100 100 | 10C
Pearson Correlatic | .007 | .378 | 254 | .828" il
BE Sig. (2tailed | .943 | .000| .011| .000
N 100 100 100 100 | 10C

**_Correlation is significant at the 0.01 leve-tailed).
*, Correlation is significant at the 0.05 leve-tailed).

From the above table it can be observed that t followed by brand asstation and brand equity witt
loyalty and brand equity are showing a high posi weak positive correlation since the correlatiorueal
correlation since the correlation value is 0.f 0.379.
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VII.  HYPOTHESIS TESTING

The relationship between different Brand EQqt
factors was tested against overall satisfactiorthe
customer. The factors brand awareness, b
association; perceived quality and brand loyaltyev
considered in study against dependent variablec
Equity. Four hypotheses were generated base
these factors. Linear regression was used to e
hypotheses generated as part of the study. Si
linear regression model helps to predict the valfi
the dependent variable based on the indepel
variable.

H1 : BrandAwareness has a significant effect
Brand Equity.

H2 : BrandAssociation has a significant effect
Brand Equity.

H3 : Perceivedjuality has a significant effect «
Brand Equity.

H4  : Brand loyalty has a significant effe on

Brand Equity.

Regression Analysis

In order to test the hypotheses, several linealyses
were conducted on the variables, where the averb
the items in the constructs was used. It is an rapt
statistical test used for analysing tlrelationship
between the dependent and the independent var
In addition to making predictions, it is used
determine whether differences in the indepen
variable can help explain the differences in

dependent variable and quantify the dego which
the independent variable explains the depen
variable. This method is often used in the infoiora
research and is accepted to be a reliable-
generation method.

Hypotheses are considered to be true w
standardized cefficient (beta) ee significant, i.e. the
p-value should be less than 0.05 at 95% confid:
level. The linear regression model established tha
independent variables Brand awareness, Bral
association, Perceived quality and Brand loyaltyl@:
predict Brand Equity afhe produc

Table 1: Variables Entered/Remove?
Variables Enterec

Variables Removed Method

Brand Loyalty, Brand Associatic
Perceived Quality, rand awareness

a. Dependent Variable: Brand Equity
b. All requested variables entered.

Table 2: Model Summary

Model R R Square

.68E

829

Adjusted R Square Std. Error of the Estimate
674

1.3149;

a.Predictors: (Constant), Brand Loyalty, Brand Asation, Perceived Quality, Brand Awaren:

From the table2 it can be observed that the R Sqt
score is 0.688 and adjusted R Square scol
0.674.These scores tell that the variables use

identify the effect of job satisfaction can explaire
67.4% of the equation.

Table 3: ANOVA?

Model Sum of Square df Mean Square F Sig.
Regression 361.49: 4 90.373 52.264 .00C°
Residual 164.26¢ 95 1.729
Total 525.76( 99

a. Dependent Variable: Brand Equity
b. Predictors: (Constant), Brand Loyalty, Brand Asation, Perceived Quality, Brand Awarer

From the table3 it is evident that the Regression Modesignificant since p<0.0
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Table 4: Coefficient$
Unstandardized Coefficient:

Standardized Coefficient:

B Std. Error Beta
(Constant) 1.562 1.474 1.060 | .292
Brand Awareness .028 .060 .031 .459 .647
Brand Association .140 .059 275 2.359 | .020
Perceived Quality -.009 .068 -.008 -.129 | .898
Brand Loyalty 937 .073 .820 12.874 | .000

a. Dependent Variable: Brand Eqt

From the table 4, it can be observed that, i
relationship between two variables brand assodai
and brand loyalty with brand equity are signific
since the p< 0.05. Whereas the relationship bet
the other two variables like brand awareness
perceived quality with brand equity are not signific
since the p>0.05. If brand awareness value incss
one unit then brand equity ascends to 0.14 L
Similarly if brand loyalty increases one unit tt
brand equity ascends 0.937 units.

Iﬁg Research Hypothesis Result
1 Brand awareness has a signific Rejected

effect on brand equity.

5 Brand association has a Accented
significant effect on brand equ. b

Perceived quality has a .
3 significant effect on brand equ. Reigalrd
Brand loyalty has a significa
4 effect on brand equity. fespted
VIIl.  FINDINGS

This study shows that there is a signific
relationship between two variableBrand associatio
and brand loyalty with brand equity.

It can be also identified that the mcsignificant
factor that contributing to the brand equity of &l
Motor Corp is brand loyalty since it has got a h
positive correlation value r=0.828.

IX.  CONCLUSION

Brand equity provides sustainabl competitive
advantages as it creataseaningfu competitive
barriers.During the fierce competition, it is extreme
important for a company to solidly ass
determinants that are not only significant in bun¢g
powerful brand equity but also support them
reaching consumer loyalty andtsfaction.This study
has focused on four major variables Aaker’s brand
equity model likebrand awareness, brand associal

perceived quality and brand loye to measure the
brand equity of HerdMotoCorg in Mysuru market.
According to this study brailoyalty as well as brand
association have shown significant relationship
between brand equity and ‘researchers could find a
weak relationship betwee brand awareness and
perceived quality. Themanager should relate this
result to reframe their brarbuilding strategies in the
present market under studyhey should come up with
multiple brand buildingactivities like advertising and
public relations, improved service, prod
improvement, channel support, customer rev
systems and price maintence to improve brand
awareness and perceived quality of Hero MotoCol
the Mysuru market.
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