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ABSTRACT

This research aims to identify how brand equity
influences the purchase intention of natural
handworks. Haritha Design uses the brand equity
variables to evaluate how they influence purchase
intention. Purchase Intention was identified as the
dependent variable which is used to evaluate the
relationship between brand equity and its
variables. The independent variables are brand
equity, brand loyalty, perceived quality, brand
awareness, brand association, and the
independent variable purchase intention, which
are analyzed and evaluated using previous
literature. Haritha design customers were used as
the target population to collect data. The sampling
method used was a simple random sampling
method and 340 respondents participated in this
study. Data were gathered by Harita Design
consumers as a primary data collection method
using a questionnaire which was distributed as a
Google form. SPSS was the data analytic tool
used to further the analysis process. The reliability
of the variables was analyzed using Cronbach
Alpha Value and all 6 variables were considered
to be reliable. The correlation Coefficient was
used to measure the strength of the variables
which all dependent variables confirmed to
influence Purchase Intention. The adjusted R
showed a value above 50%. Hypotheses were
tested and five variables were accepted. Finally,
the research reached its conclusions by deriving
the summary of all chapters.

1. INTRODUCTION

Brand equity is defined as the added value of a
product or service which reflects in the way
consumers think, feel or react concerning the
price, market, and profitability of the firm (Singh
& Banerjee, 2021). Haritha Design is an
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enterprise taken for the research which is an
entrepreneurial business of natural handworks.
This enterprise is located in Badulla district in
Srilanka. As a researcher, this research use the
brand name “Haritha” and the product marketed
is natural handworks where this study explores
the influence of brand equity on the purchase
intention for natural handworks. In today’s
society brands are driven to develop distinctive
images to sustain their competitive advantage.
Hence consumer-based brand equity is important,
which asses brand performance, differentiates
brands, and gains an advantage in the market
(Ashmond, 2021). Enterprises that use brand
equity for their performance achieve positive
results and benefits. Purchase intention is
reflected as the outcome of brand equity whereas
this research will explore the influence of brand
equity on the purchase intention of natural
handworks. Haritha Design is an enterprise
established in 2015 as a unique business to
provide customers with unique and different
handwork which is valuable due to its ingredients
such as wildflowers, paddy, leaves, rare bonsai
trees, etc. With society focusing on technology,
this company will help the individual by
providing a piece of art that will provide beauty,
artistic, valuable, and rare handworks. Since the
COVID situation, there has been a fluctuation in
the purchasing of Haritha design handwork. It has
shown that there’s less profit compared to last
year, which is why the enterprise can use brand
equity to influence the purchase intention of
natural handworks. When a brand is successful it
helps in triggering brand equity, it helps to focus
on developing and maintaining new marketing
strategies (Atilgan, Aksoy, & Akinc, 2005).

This research is important academically because
this research brings out updated information on
brand equity, its dimensions, and purchase
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intention. Wenyuan (2019) mentions when
building a brand, brand equity is important
because high equity brand levels lead to high
purchase intentions. Kumar, Shekhar, Dash, &
Purwar (2013) projects brand equity can be
explained as assets and liabilities that are linked
with brand, name, symbol, and the value which is
provided by product/service to the prior customer.
This study is important from a business
perspective due to the ability to satisfy customers
according to their taste in handwork whereas
Kumar & Rekhi(2017) mentions that for a brand
to be successful it must develop a distinctive
personality to gain competitive advantage. As a
researcher, this research use the brand name
“Haritha” and the product marketed is natural
handworks where this study explores the
influence of brand equity on the purchase
intention for natural handworks. Pinar, Trapp, &
Girard (2014) project that positive feelings about
a brand create purchase intention for customers.

This study is important personally as an
entrepreneur to incorporate values and expertise
that shape organizations structure and strategy by
making natural handworks that are creative and
differentiate one another by flowers and leaves. |
get to do my own business by providing
customers with what they like whereas Aaker
(1991) mentions one's future is shaped when one
works on things that are of interest to them and
attract customers.  Entrepreneurs incorporate
values and expertise that shape organizations'
structure and strategy. Keller (1993) mentions
when building a brand, brand equity is important
because high equity brand levels lead to high
purchase intentions. Forbes (2017) project that
Professor Kevin Keller brings out that to build
brand equity a firm has to shape how consumers
think and feel about the product.

And this topic is significant to the firm because
brand equity can be achieved to influence
purchase intention when consumers recognize the
brand. Cifci, Ekinci, Whyatt, & Japutra (2016)
mentions that customer satisfaction can be
projected as a barometer that will predict future
customer behavior. Haritha design has
implemented brand equity practices which helped
the company to achieve higher productivity
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hence; it will have a positive impact on the
performance of the company.

Aims and Objectives

Aim- The main aim of this research is to identify
how brand equity influences purchase intention
for natural handwork

This research has 3 main questions which will
help in understanding the significance of the topic

a) What are the Brand Equity dimensions?

b) How do brand equity dimensions affect the
purchase intention of natural handworks?

¢) What are the recommendations to increase
purchase intention of natural handworks based on
the brand equity dimensions?

Objectives
a)  Toexamine the dimensions of brand equity

b) To examine how brand equity dimensions
affect the purchase intention of natural handwork

C) To provide recommendations to increase
purchase intention of natural handworks based on
the brand equity dimensions.

2. LITERATURE REVIEW
2.1. Brand equity

Brand equity is defined by Keller (1993) as “the
added value which is endowed on products and
services. It may be reflected in the way consumers
think, feel and act concerning the brand, as well
as the prices, market share and profitability the
brand commands for the firm”. Shahin, Kazemi,
& Mahyari (2012) argue that a product has high
brand equity when a product in a certain brand has
an advantage over its competitors and is bought
more frequently. Su (2016) depicts that brand
equity can be explained as assets and liabilities
that are linked with brand, name, symbol, and the
value which is provided by product or service to
the prior customer. Brand equity is important in
the marketing field where most studies include the
brand equity ten-element model of Aaker(1991),
four element model of Aaker (1996), pyramid
model of Keller (1993), and three-dimension
models of Yoo & Donthu (2002). Aaker’s brand
equity framework is known to influence scale
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developments whereas Yoo & Donthu (2000) use
this model to assess brand equity. Yoo & Donthu
(2000) developed a multi-dimensional scale to
measure brand equity which is claimed to be
reliable and valid. Malik, Ghafoor, Igbal, & Riaz
(2013) mention that brand loyalty, brand
awareness, brand association, and perceived
quality were found as dimensions of brand equity.
Yoo & Donthu (2000) developed a multi-
dimensional scale to measure customer-based
brand equity.

2.2. Brand loyalty

Customer loyalty leads to profitability as
customers can be the main force for growth and it
can be considered from many different aspects
(Alhaddad, The effect of brand image and brand
loyalty on brand equity, 2014). Rshidi & Rahmani
(2013) explains such aspects are loyal to products,
services, etc. Kanwal & Hameed ( 2018) depict
that to satisfy a need or want a loyal customer will
pay extra whereas Sally & Francisco (2016)
mentions that when customers make decisions
brand loyalty becomes an important factor. It’s an
important dimension because if it is established
then brand equity will be the result (Gil, 2007).
Monalisa (2020) explained brand loyalty as the
tendency of consumers to purchase one brand
over another. Chierici (2019) measures brand
loyalty through the repeating purchase or the
consumer's  approach toward a brand.
Organizations can reduce the cost of marketing
(Foroudi, Jin, Z, Gupta, & Foroudi, 2018).

2.3. Perceived quality

Vo & Nguyen (2015) mentions a crucial
determinant that perceived quality can be a factor
that affects purchase intention. It was proved by
(Saleem, Ghafar, Ibrahim, & Yousuf, 2015) that
when a customer has a positive perspective
regarding a certain product then it will influence
purchase intention. It is mentioned by Calvo-
Porral & Lévy-Mangin (2017) that it is a reason
why customers differentiate a brand from another.

As Saleem, Ghafar, Ibrahim, & Yousuf (2015)
prove perceived quality is a component of brand
equity that can measure brand equity. Perceived
quality helps to judge the overall excellence of a
product (Braun, 2020). Perceived quality is
mentioned as the “core/primary” facet of the
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CBBE framework (Calvo-Porral & Lévy-Mangin,
2017).

Perceived quality is the customer’s perception of
the product quality of a brand (Calvo-Porral &
Lévy-Mangin, 2017). Chaudhuri (1997) mentions
in their research that perceived quality has a
positive effect on purchase intention. Das (2015)
projects on how consumers have personal
experiences with a product which will also the
quality of the product. When a brand is
differentiated and the quality is a component of
brand value, it will be purchased by consumers
which will lead to high brand equity (Prados-Pe &
Barrio-Garcia, 2021).

2.4. Brand awareness

Chierici (2019) project the ability of a brand to
appear in consumers' mind when they remind a
product. Brondoni (2001) also believes important
point in showing the difference between a brand
and its competitors. Ipogah & Svensson (2014)
argues that brand awareness can be measured
through brand recognition such as through logo,
slogan, tagline, advertising, etc. When a brand
comes to consumers' minds it can be explained as
brand awareness (Surucu, Ozturk, Okumus, &
Bilgihan, 2019). Calvo-Porral & Lévy-Mangin
(2017) explains it as the customer's views on how
they look at a brand's perceived strength. Brand
awareness represents a strong identity of a brand
that is apparent in the consumer’s mind. It
includes the roles in the process of customer
decision-making (Anas & Sohail, 2021) (Vanitha
& Subramanian, 2020).

It has inadequate to influence a consumer to
purchase or make a decision to use a service
(Shahid & Tehmeena, 2017). It’s essential in
brand equity as it is the precondition for brand and
customer-based equity (Romaniuk, Wight, &
Faulkner, 2017). Astrid (2020) explains that brand
awareness has a positive effect on purchase
intention. When a brand includes high brand
equity and has a high level of brand awareness it
will have an impact on purchase intention (Hayes,
2008), whereas Cho, Fiore, & Russell(2015)
argues that brand awareness is a salient tool and a
fundamental component which will help in
developing brand equity.

2.5. Brand association
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It is a method that when consumers know
products that relate to brand association it will
pave the way to build brand equity (Susanti,
Sumarwan, & Simanjuntak, 2019). Severi, Ling,
& Nasermoadeli (2014) mentions that brand
associations are the linkage between the product
and the consumer through its brand, name, price,
and characteristics. Clave(2020) depicts how
brands (private) have more importance to quality
than price. When manufacturer brands are
compared with private brands, the latter has a
reputation due to its advertising (Samudroa,
2020). Mohsan & Nighat (2017) depicts
perceived quality can be the outcome of consumer
judgment and perceptions of a product or service.
It can provide differentiation; self-confidence and
a sense of comfort to buy (Grigaliinait¢ &
Pileliené, 2017). Susanti, Sumarwan, &
Simanjuntak (2019) explain that it brings out the
information in customers' minds regarding the
brand that is linked to the memory. It is grouped
into  product-related attributes like brand
performance and non-product attributes like
brand personality and organization (Susilowati,
2020). Grigalitinait¢ &  Pileliené (2017)
conducted research on brand association which
proves that it influences purchase intention. The
four dimensions are found to have positive effects
on overall brand equity Alnsour (2018). Shariq
(2018) mentioned that for purchase intention to be
established brand equity dimensions are needed to
maintain causal relationships. A proposed model
for brand equity was brought out with the four
dimensions of brand loyalty, brand awareness,
brand association, and perceived quality whereas
Martinez & Chernatony (2013) argues that brand
equity and its dimensions are interlinked with one
another. Saleem et al (2015) depict in their
research that perceived quality has a positive
relationship with purchase intention which is also
proved by

Das (2015). Singh & Banerjee (2021) mentions
that purchase intention can be explained as a
situation where a consumer tends to buy a product
in a certain condition. Purchase intention
determines the purchasing behavior of potential
customers and it is considered the willingness of
a buyer to buy a product or service (Aquinia &
Soliha, 2020).
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Kanwal & Hameed (2018) mention there are three
indicators or aspects that show the customer
retention to buy. It involves the study of the
behavior, perception, and attitudes of consumers
(Ariesta & Ruswanti, 2017). Aaker (1991)
reinforced that brand equity has a positive impact
on consumers' purchase intention.

Brand loyalty will make consumers have
attachments with the brand which will affect
purchase intention, but it is also a fact that brand
loyalty cannot happen without purchasing
behavior (Aaker D. A., 1991). Alnsour (2018) that
brand awareness increases consumers' familiarity
with a product and is very crucial towards
purchase intention. Kumar & Rekhi (2017)
explains that brand associations help customers to
differentiate a brand, gain information, convince
them to buy a brand, and have a positive attitude
towards the brand. Chen et al (2020) depict
perceived quality to deliver the value of
differentiation as well as uniqueness and is very
crucial for purchase intention as it will determine
the importance of how customers value the brand
and the willingness to purchase. Vinh, Nga, &
Nguyen (2017) define purchase intention as when
a consumer buys a product the probability of it
happening. When they are exposed to the brand it
will be the first step in building brand equity (Su,
2016). When a consumer expresses their decision
to buy a product, the process is influenced by
attitude and belief (Naeem & Sami, 2020). There
have been successful investigations into brand
equity, its dimensions, and purchase intention and
its relationship (Vinh & Huy, The relationships
among brand equity, brand preference and
purchase intention, 2016). Purchase intention is
the probability of a customer buying a product or
brand where brand equity is considered to affect
purchase intention (Carrubi & Martinez, 2019).
Jeon (2017) proved by several studies that a
positive relationship exists between brand equity
and purchase intention. Bashir (2019) reveals that
in many studies it is indicated that purchase
intention is impacted by the influence of brand
equity and also has a positive impact on
consumers' purchase intention.
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3. METHODOLOGY
3.1. Research Philosophy

Positivism, as explained by Ipogah, B., &
Svensson (2014), is working with observable
social reliability where the end product of the
research is law-like generalizations that are
similar to the physical and natural scientist
philosophical stances. A positivist researcher
depicts and uses a highly structured methodology
to facilitate replication (Gill & Johnson, 2002).
Saunders, Lewis, & Thornhill (2016) mentions
that positivism is to be focused on the methods of
scientific empiricist which will be used to gather
data that are not biased or misinterpreted.
Positivism promotes ideas that are from
experimentation and used to prove hypotheses.
Positivist research is objective because the
statements will be seen as a proper domain for
scientists.

3.2. Research Approach

The research takes a deductive approach where a
theory is developed with a framework that will
help to test prior collected data. A deductive
approach is undertaken by using literature
theories and ideas that can be used for data. A
theoretical or conceptual framework will be
developed to test the data. This involves
developing a theory that is subjected to a rigorous
test. The research takes a deductive approach
where a theory is developed with a framework
that will help to test prior collected data. Gill &
Johnson (2002) explains the six-step of how the
deductive approach progress. Bryman (2012)
argues that deductive theory has a process of
finding a theory, making predictions, and
hypotheses, observing and experimenting, and at
last proving it or disproving it. Leedy & Ormrod
(2010) provides information that positivism
adopts a deductive approach. A deductive
approach is undertaken by using literature
theories and ideas that can be used for data. A
theoretical or conceptual framework will be
developed to test the data. This involves
developing a theory that is subjected to a rigorous
test. Collis & Hussey (2003) mentions deduction
theory as the dominant research approaches in
natural sciences, where laws are presently based
on the explanation, it allows anticipate of
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phenomena and to predict occurrence. Robson
(2002) lists stages in which deductive research
will progress step by step.

The first step is to deduce a hypothesis where a
testable proposition, where there can be seen a
relationship between variables. The second step is
to express concepts or variables which are to be
measured. The third step is to test the operational
hypothesis. The fourth step is to examine the
specific outcome of the inquiry which will tend to
confirm the theory or take measures for its
modification. The deduction approach, first,
explains the causal relationship between
variables.

3.3. Research Strategy

The research strategy is a survey that will be done

using a Google form which will be circulated
among a sample of the population. OECD (2002)
defines survey research as the “collection of
certain information from a sample of individuals
through their responses to questions ”.According
to survey research, it is mentioned that the use of
sampling method by designing a questionnaire to
measure a population, characteristics through
utilizing statistical methods (Sukamolson, 2007).

3.4. Research to generate

The research will
Quantitative

be a quantitative study.
research undertakes a problem
statement, then generates a hypothesis by
reviewing the literature (Bryman,
2012).Creswell(2009) further proves the above
statement by remarks that quantitative research
brings strategies to inquire surveys and
experiments which will enable collecting data to
yield statistical data.

The researcher uses quantitative methods by
emphasizing measuring and using factor analysis.
The collection of quantitative data is a
characteristic used to utilize to test a hypothesis.
The deduction of the concepts is operationalized
in a way that can be measured quantitatively
Quantitative research explains an issue by
gathering data and involves statistical techniques
to answer questions. The data for this research
will be gathered to find how brand equity
influences purchase intention for handworks by
using primary data quantitative methods. Primary
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data are originated by a researcher for the specific
purpose of addressing the problem at hand. Since
data is original and relevant to the topic the
accuracy is high. It is up-to-date and is known to
be relevant to the problem. It comprises the
advantage to cover a larger population and wider
geographical coverage and the reliability is high.

3.5. Research method

The research method used is a questionnaire. An
online questionnaire was used to analyze data to
identify purchase intention toward handwork. A
questionnaire can be defined as “a list of
mimeographed or printed questions that are
completed by or for a respondent to give his
opinion” (Roopa & Rani, 2012).it is the main
means to collect quantitative primary data. This
will enable quantitatively collect standard data
that is consistent and coherent for analysis. The
questionnaire is developed based on the
dimensions of brand equity by Keller and Aaker.
The questionnaire was developed based on the
dimensions of brand equity. The questionnaire is
adopted from Yoo & Donthu's (2002) and Chang
& Liu's (2009) research paper due to its reliability.
The questionnaire is designed on par with the
literature review, which was operationalized
using the Likert scale. The questionnaire is
divided into two parts. The first includes the
demographic and the second is the 4 variables of
brand equity and purchase intention. A Likert
scale of 1-5 is adopted with anchors of strongly
disagree-strongly agree.

3.6. Sampling

The sampling method used for the research is
probability sampling —simple random sampling.
Cooper & Schindler (2014) mentions that
probability sampling can be defined as every item
in the population will have equal chances of being
included in the sampling. Random sampling is
free from bias and will include the most costly
sampling when it comes to time and energy (Gill
& Johnson, 2002). Hammersley (2012) argues
that simple random sampling deals with every
population having equal chances of probability of
being included.

As Cooper & Schindler (2014) mentions when
simple random sampling is used the data collected
from questionnaires can be objective, due to the
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data source is primary data which is gathered from
the respondent. . Since the research conducted is
done by collecting data using single data
collection techniques, it can be mentioned as a
mono method. According to the Morgan table,
population of 370 who are customers that buy
natural handworks were sent the questionnaire
and a sample of 340 was collected.

3.7. Data Analysis

To facilitate data preparation SPSS (Statistical
Package for the Social Sciences) was used. Data
analysis was carried out by SPSS. Multi varied
techniques, multiple regressions, and correlation
coefficients will be used.

3.8. Ethics

When doing research the researcher must proceed
with ethical practices by taking privacy and
confidentiality into consideration. During the
research when participants filled out the
questionnaire, it provided the purpose of the
research, aim, and significance. Anonymity was
guaranteed by the researcher so that the
participant won’t face any issues.

3.9. Time Scale

The research undertakes a cross-sectional study to
collect data from a population at one specific
point in time which allows the researcher to look
at numerous characteristics such as age, income,
gender, etc. Its main advantage is allowing
researchers to collect data quickly. The time
horizon used for the research is a Cross-sectional
design where 340 samples of respondents are
drawn from the target population and the
information is also obtained once.

4. DATA ANALYSIS

Before any analysis is conducted on the data
collected, the reliability of the data was analyzed
based on Cronbach’s Alpha value. The reliability
analysis was performed by using the complete
data set of the questionnaire. As Liu a & Kuang
(2003) mentions reliability can be considered as
the degree of consistency of a measure and a test
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undertaken that is reliable and will have the same
results and same conditions.

Table 1: Reliability Analysis

Variable
Cronbach
Reliahility

~(Alpha Value
% (Reliability
i |[Range

[=]
-
m
=
el
o

+|Items

gliable

(=]
2]
[

Brand Equity
(V)

0.893 Eehahble

[

Brand Lovalty Above 0.7

(V)

Perceived 0786 | 3 Above 0.7 Reliable

CQuality (IV)

Brand 0DBE2 |3 Above 0.7 Reliable

Awareness

(V)

Brand 0.786 | 3 Above 0.7 Reliable

Aszociation

Iv)

Purchase Above 0.7 Reliable

Intention(DV)

0.894 | 4

Most frequently the statistics used to measure the
internal consistency of the Likert scale is
Cronbach’s coefficient alpha. It indicates the
value that high internal consistency and high
reliability. And the recommendation for
Cronbach’s alpha should be above 0.7 and if it is

Model SumrnaryI
Adjusted R | Std. Error ofthe
Model R R Square Square Estimate
1 865" NE? 728 1.56467

above 0.7 the scale can be considered reliable if
all variables are between 0.4 and 0.7 we can come
to a conclusion variables are reliable and
acceptable for further statistical analysis.

Data was collected through a closed-ended
questionnaire with a five-point Likert scale

Which are: 5- Strongly Agree, 4- Agree, 3-
Neutral, 2- Disagree, 1- Strongly Disagree. Mean
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values for Brand equity, brand loyalty, perceived
quality, brand awareness, brand association, and
purchase intention can be rounded off to value 4
and according to the Likert scale value, 4 is
“agree where customers of Haritha design agree
to the measurement items.

A correlation coefficient can be defined as a
statistical method used to analyze the strength of
a relationship between two variables. The
correlation is measured by the correlation
coefficient which ranges between -1 and + 1.
0.05 is the maximum significance level to accept
hypotheses.

Table 2: Correlation Analysis

Correlation Coefficient
between the independent
variables and dependent
variable (purchase
intention)

Independent Variables Significance (2-tailed)

Brand Equity (IV) 639 ~000

Brand Loyalty (IV) 639 000

Perceived Quality (IV) 614 000

Brand Awareness (IV) 638 .000

Brand Association (IV) 350 000

Coefficient between independent variables brands
equity, brand loyalty, perceived quality, brand
awareness brand association, and dependent
variables purchase intention. The correlation
coefficient test’s significant values are .639, .639,
.614, .638, and .550 which are between the
variables is .000 which is less than 0.01: which
shows a positive correlation between brand equity
and purchase intention.

Table 3: ANOVA

This test can be used to explain the relationship
among variables to predict the actual outcome. In
this research, regression analysis was used to
determine the influence of brand equity on
purchase intention. In Regression analysis, the
Adjusted R square depicts the overall explanation
of the independent variable. The adjusted R-value
for the model summary is .732. The value is
greater than 0.5 which validates the model for the
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analysis of purchase intention and 50.1 % of
purchase intention is impacted by brand equity
variables.

4.1. ANOVA Test

This is used to identify the significance of the
research. If the significance value is less than 1%
of the sampling error, then there is a chance of the
model being accepted ( Liu a & Kuang b, 2003).
The significance of the model represents the
ANOVA which is the overall significance of the
conceptual model. The significance value is 0.000
which is less than 0.01 where the model is
accepted and depicts that brand equity influences
purchase intention. The conceptual framework is
assumed as significant if the result value of the
significance of ANOVA is less than 0.05.

4.2. Regression Analysis

Multi regression test examines how variables
respond to each other. Multiple regression
coefficients consider all the independent variables
that are used to identify the relationship with the
dependent variable: purchase intention. The
standard beta value of a coefficient for the
independent variables proves whether there is a
positive impact of brand equity variables on
purchase intention.

Hypotheses were tested using linear multiple
regression analysis to determine how independent
variables have a positive effect on purchase
intention. Hypothesis testing can be tested by
Regression analysis and had the results of the
independent variables having significant positive
relationships with purchase intention. It is decided
based on the standardized Beta and Significance
values that were generated in regression analysis.
Hence the hypotheses to be accepted the
significance value should be less than 0.05 and the
standardized Beta value must be positive.
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Table 4: hypothesis testing

Model Unstandardi| Standg Accepted/
ed dized Rejected
Coefficients | Coeffi

ents
Std. | Beta |t Sig
B Errof

Constant | 0.031 0.313 0.098( 0.922

Brand 0.385| 0.118| 0.269 | 3.27 | 0.002| Accepted

Equity

Brand 0.721| 0.104| 0.619 | 6.957| 0.000| Accepted

Loyalty

Perceived| 0.275| 0.110| 0.236 | 2.508| 0.014| Accepted

Quality

Brand 0.381| 0.094| 0.370 | 4.067| 0.000| Accepted

Awarenes|

Brand 0.188( 0.133| 0.128 | 1.419| 0.160| Accepted

Associatio

H1- There is a significant relationship between
brand equity and purchase intention.

The standard beta coefficient between brand
equity and purchase intention is 0.269 which is
less than 0.05 and the significant value is .002
which confirms that the association between the
two variables is significant.  Therefore the
researcher accepted H1 and reject Hlo.

H2- There is a significant relationship between
brand loyalty and purchase intention.

The standard beta coefficient between brand
loyalty and purchase intention is 0.619 which is
higher than 0.05 and the significant value is .002
which confirms that the association between the
two variables is significant.  Therefore the
researcher accepted H2 and reject H2o.

H3- There is a significant relationship between
perceived quality and purchase intention.

The standard beta coefficient between perceived
quality and purchase intention is 0.236 which is
less than 0.5 and the significant value is .014
which confirms that the association between the
two variables is significant.  Therefore the
researcher accepted H3 and reject H3o.
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H4- There is a significant relationship between
brand awareness and purchase intention.

The standard beta coefficient between brand
awareness and purchase intention is 0.370 which
is less than 0.5 and the significant value is .000
which confirms that the association between the
two variables is significant.  Therefore the
researcher accepted H4 and reject H4o.

H5- There is a significant relationship between
the brand association and purchase intention.

The standard beta coefficient between brand
association and purchase intention is 0.128 which
is less than 0.5 and the significant value is .160
which confirms that the association between the
two variables is significant.  Therefore the
researcher accepted HS and reject HS.

In the present study on regression, the analysis
suggests that brand equity can have a significant
value which has a positive influence on purchase
intention. The research aims to identify the extent
of brand equity for the purchase intention of
natural handworks. As David Aaker mentions
brand equity has four main variables which are
brand loyalty, perceived quality, brand awareness,
and brand association Aaker(1991) whereas
proves by mentioning in his research that brand
equity has the same four dimensions. The impact
of the independent variables on purchase intention
is recognized using primary data which is
collected through the research.

The company comprises the brand equity
dimensions that help in influencing purchase
intentions for competitiveness in the market. As
Aaker and Keller propose the brand equity model,
Prados-Pe & Barrio-Garcia (2021) considers
consumer-based brand equity to be a
multidimensional concept that includes several
dimensions. Brand equity explained by Han et al
(2021) s a tool used to analyze the relationship
between a brand and a consumer. Brand equity
can add value to a product which will create
meaning for the consumers that will result in
purchase intention. RUNGSRISAWAT &
SIRINAPATPOKIN (2019) mentions in their
research that the beta coefficient of brand equity
is .072 which increases brand awareness and can
predict the increment of purchase intention when
other variables are constant.
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As per the research findings and the results of
descriptive statistics of purchase intentions the
mean value is 3.76 which are close to the value
of 4. The aggregate median value and mode value
depicted in SPSS of the variable purchase
intention is and which can be proved as a close
value to 4. In the Likert scale in the questionnaire
“4” the value stands for “Agree” which proves
when analyzed that the customers or the
respondents agree that Haritha design agrees that
the company has a positive impact on brand
equity to purchase intention.

Brand loyalty has a positive attitude from its
consumers when a brand is regularly purchased
(Barrio-Garcia, 2020). When marketing strategies
and research are undertaken brand loyalty
becomes an essential factor for succeeding
through its behavioral and attitudinal components.

Abdillah (2017) mentions in his research that the
correlation coefficient between brand loyalty and
purchase intention is 0.728 which proved that
there’s a positive relationship between the two
variables. There are many studies done on brand
loyalty and purchase intention which have
resulted in showing a positive relationship
between the two variables. RUNGSRISAWAT &
SIRINAPATPOKIN (2019) mentions in their
research that the beta coefficient of brand loyalty
is .049 which increases brand awareness and can
predict the increment of purchase intention when
other variables are constant. According to
(DEVENDRA & PERERA, 2018), in their
research the correlation analysis between brand
loyalty and purchase intention is0.807 with a
significance level of 0.000. (Naeem & Sami,
2020) explain that in their data analysis, brand
loyalty and purchase intention has a correlation
coefficient of 0.434 with a significance value of
.000 and a beta coefficient value of .231, and a
significance value of .000. Irshad (2012) in his
research depicts in

The data analysis that the Cronbach alpha value
of brand loyalty is .772 which is a positive value
that can be used for further statistics.

As per the research findings and the results of
descriptive statistics on brand loyalty the mean
value is 3.93 which is close to the value of 4. The
aggregate median value and mode value depicted
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in SPSS of the variable brand loyalty is and which
can be proved as a close value to 4. In the Likert
scale in the questionnaire “4” the value stands for
“Agree” which proves when analyzed that the
customers or the respondents agree that Haritha
design agrees that the company has a positive
impact on brand loyalty to purchase intention.

Perceived quality can be explained as the
customer consumption experience and evaluation
of the product. Studies developed by Chinomona
& Maziriri (2017) have proved that perceived
quality has a positive influence on purchase
intention. It can be referred to the consumers
assessing the product's superiority in the market
(Braun, 2020).

As Kaldeen (2020) mentions in his research, it
proved that perceived quality has a correlation of
0.810 with its dependent variable purchase
intention. The beta coefficient is proved to have
a significant relationship with a value of 0.387
with a significant value of 0.001. (Kahimpong &
Tielung, 2016) Investigated that perceived quality
had a positive effect on purchase intention.

Kaldeen (2020) explains that in his research the
dependent variable is purchase intention and has
a moderate coefficient correlation value with
perceived quality where the value is 0.387 with a
significance value of 0.001. Naeem & Sami
(2020) depicts that in the correlation coefficient of
their research, there is a value of .526 with a
significance value 0of.000 between perceived
quality and purchase intention which again is
proved in the hypothesis that the beta coefficient
between the two is .148 with a significance value
of .002. Irshad(2012) in his research depicts in
the data analysis that the Cronbach alpha value of
perceived quality is .854 which is a positive value
that can be used for further statistics.

As per the research findings and the results of
descriptive statistics of perceived quality the
mean value is 3.93 which is close to the value of
4. The aggregate median value and mode value
depicted in SPSS of the variable perceived quality
is and which can be proved as a close value to 4.
In the Likert scale in the questionnaire “4” the
value stands for “Agree” which proves when
analyzed that the customers or the respondents
agree that Haritha's design agrees that the
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company has a positive impact on perceived
quality to purchase intention.

Brand awareness can be projected as a mediating
dimension that has a positive effect on purchase
intention. The attribute that generates consumers'
recognition of a brand (A.P. Graciola et al., 2020).
Brand awareness shows a positive relationship
with purchase intention.

Dabbous & Barakat (2020) mention that it plays
an important role in the decision-making process
in purchase intention. When there is a brand with
high awareness, there’s a positive impact on
purchase intention. It can be identified due to the
customer behavior on how they recognize a brand
or a product.

The research undertaken by Abdillah (2017)
proves that brand awareness and brand loyalty
have a correlation coefficient of 0.683 which
shows a positive relationship between the two
variables. Most research has proved that brand
awareness has a positive influence on purchase
intention which leads to more customers.
RUNGSRISAWAT &  SIRINAPATPOKIN
(2019) mentions in their research that the beta
coefficient of brand awareness is .052 which
increases brand awareness and can predict the
increment of purchase intention when other
variables are constant. Gunawardane (2015)
depicts in his research how brand awareness and
purchase intention have a positive relationship
with the correlation coefficient of .413 and a beta
value of .462 and a significance value of .000,
where the research shows that the hypotheses are
accepted.

As per the research findings and the results of
descriptive statistics of brand awareness the mean
value is 4.17  which is close to the value of 4.
The aggregate median value and mode value
depicted in SPSS of the variable brand awareness
is and which can be proved as a close value to 4.
In the Likert scale in the questionnaire “4” the
value stands for “Agree” which proves when
analyzed that the customers or the respondents
agree that Haritha design agrees that the company
has a positive impact on brand awareness to
purchase intention.

The brand association explained by Erdil (2015)
is that an image of a product is the overall link to
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consumers' memory. It concerns both perceptions
of the brand and consumer benefits. Brand
associations are deemed as a strong variable as it
is mainly based on experiences that will pave way
for high brand awareness. Brand association can
be mentioned as a complex idea that is linked to
one another which will establish a network with
brand awareness. Brand associations can be
related to memory, idea, recognition, and
experience that can be attached to the consumer.

According to Abdillah (2017), it has been proved
in his research that there’s a positive relationship
between brand association and purchase intention
with a correlation coefficient of 0.643.
RUNGSRISAWAT &  SIRINAPATPOKIN
(2019) mentions in their research that the beta
coefficient of brand association is .0165 which
increases brand awareness and can predict the
increment of purchase intention when other
variables are constant. Santoso & Cahyadi (2014)
depicts in their research conducted on brand
equity dimensions and purchase intention that
brand association has a beta coefficient of .294
and a significance value of .010 which proves the
hypothesis of that variable is accepted.
Gunawardane (2015) depicts in his research how
brand awareness and purchase intention have a
positive relationship with a correlation coefficient
of .242 and a beta value of .360 and a significance
value of .000, where the research shows that the
hypotheses are accepted.

As per the research findings and the results of
descriptive statistics of brand association the
mean value is 3.93 which is close to the value of
4. The aggregate median value and mode value
depicted in SPSS of the variable brand association
is and which can be proved as a close value to 4.
In the Likert scale in the questionnaire “4” the
value stands for “Agree” which proves when
analyzed that the customers or the respondents
agree that Haritha design agrees that the company
has a positive impact on the brand association to
purchase intention.

Naeem & Sami (2020) mentions that it is the
result of a consumer's experience in purchasing
which brings out an understanding of a brand's
attributes which are perceived by a customer.
Purchase intention can be defined as the
consumer's interest in a product which is strongly
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related to the attitude and preference. High brand
equity has a strong and positive influence on the
product and conveys the idea of how the
dimensions will increase the purchase intention of
the product.

There are many researchers conducted on brand
equity and purchase intention. When the
dependent variable is purchase intention, it will be
used to see the relationship between the
independent variables. As RUNGSRISAWAT &
SIRINAPATPOKIN (2019) depicts the results of
the data analysis of their research done on the
impact of brand equity on purchase intention, they
have an R-value of .6859 and an Adjusted R
square of .456. Irshad (2012) in his research
depicts in the data analysis that the Cronbach
alpha value of purchase intention is .802 which is
a positive value that can be used for further
statistics. Based on the research conducted by
Santoso | & Cahyadi (2014) the adjusted R is 41,
9% of the purchase intention of the product which
was explained by the variance of brand equity
dimensions.

Objective 1 of this research is “what are the brand
equity dimensions”. As brand equity is comprised
to have 4 dimensions brand loyalty, perceived
quality, brand awareness, and brand association
have been proven in both empirical studies and
data analysis results to have a positive influence
on purchase intention. Brand equity retains in the
existing market by adding value to products and
services and it reflects the way consumers think,
feel, and act which the output is the profitability
to the firm. The four dimensions are found to have
a positive effect on overall brand equity.

The second objective of this study is to examine
how brand equity dimensions affect the purchase
intention of natural handworks. There have been
several studies that prove that brand equity
dimensions have a positive influence on purchase
intention. Aaker has proved in his studies and by
many other types of research that purchase
intention is impacted by the influence of brand
equity and its dimensions to have a positive
impact on consumers' purchase intention (Aaker
D. A., 1991). Empirical evidence was brought up
to explain that brand equity influences purchase
intention.
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The third objective provides recommendations to
increase purchase intention of natural handworks.
Haritha design can use brand equity as a
measurement tool to develop marketing activities
to increase competition and to develop the
product with the growing demand in the market.
The company can use the marketing mix with
aspects such as prices, distributions, and
advertising which contributes to brand equity.
Using the 4p’s, Haritha design will be able to
build more effective marketing plans. And
promotions can be undertaken to solidify and
build brand equity for a marketing plan. With a
new marketing plan, the company can be
positively related to brand equity and its
dimensions for more favorable purchases of the
product. Hence to increase purchase intention,
brand equity can be used to exploit marketing
efforts along with its dimensions.

5. CONCLUSION

With globalization, increased living standards,
and the competitive market industry there’s a
need for new products and services. With almost
every company and organization contributing to
enhancing their services, it’s necessary to help
consumers to make purchase decisions of
products/services. Even though brand equity
includes many theories it can be the committed
factor that supports repurchasing of a brand.
When a customer self-identifies as a brand, it is
due to the memory and emotional connection that
arises through the evaluation of a product's image,
quality, and service which is derived through
brand equity dimensions. Effect brand equity can
be used as a competitive tool that establishes a
positive and desirable mindset for consumers
which increases purchase intention. Aaker has
proved in his studies and by many other types of
research that purchase intention is impacted by
the influence of brand equity and its dimensions
to have a positive impact on consumers' purchase
intention. Empirical evidence was brought up to
explain that brand equity influences purchase
intention. The company can use the marketing
mix with aspects such as prices, distributions, and
advertising which contributes to brand equity.
Using the 4p’s, Haritha design will be able to
build more effective marketing plans. And
promotions can be undertaken to solidify and
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build brand equity for a marketing plan. With a
new marketing plan, the company can be
positively related to brand equity and its
dimensions for more favorable purchases of the
product. Hence to increase purchase intention,
brand equity can be used to exploit marketing
efforts along with its dimensions.
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