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ABSTRACT 

This research has focused on ascertaining the impact of brand equity on brand preference 

and purchase intention in Motor vehicle market in Sri Lanka. Brand equity was selcctcd as 

the independent variable and the dependant variables are brand preference and purchase 

intention. 

To measure the impact of brand equity on brand preference and purchase intention primary 

and secondary level data were collected. Researcher was collected data through self 

administrated questionnaires from 125 respondents. The collected data were organized 

according to the chosen statistical criteria and analyzed by using scatter plots analysis. 

correlation coefficient and ANOVA test. 

Finally it was concluded that, brand equity has a direct significant impact on brand 

preference and purchase intention in motor vehicle industry in Sri Lanka. It was also 

discover that brand preference also has a significant positive impact on purchase intention. 
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Chapter One 

Introduction 

1.1 Background to the Study 

The invention of the 'Wheel" has changed the entire world into new place by uplifting 

the life of human beings. Entire transportation industry, which was initially based on 

just animals (horse, bullocks etc) joined together with manmade carts, went to 

paradigm shift due to this invention. This phenomenon further aggravated by the 

invention of steam engine and thereafter introduction of motor vehicles. Motor vehicle 

industry enters the tenth year of its second century with the introduction of first motor 

vehicle in 1802. Furthermore Henry Ford (1 802) is recognized as the most pioneer in 

this industry with his innovative idea of mass production assembly line. 1'urther. his 

contributjoii made car is affordable for many car owners. Initially the name Ford was 

very much familiar to everyone in the industry but this has changed due to the 

increased competition. 

In other words customers were looking at more features other than the black car 

introduced by "Ford" and this phenomena lead the entire industry to he filled with new 

firms. Honda. Toyota, Chevrolet, Mercedes Benz. BMW are some of the world fanious 

car brands perform in the motor vehicle industry at the moment. All these companies 

initially competed with each other in terms of product features, performance, quality. 

styling and efficiency. But these methods have been recognized as traditional means of' 

competitive weapons in modern competitive environment. In other words due to 
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