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The main purpose of this study is to investigate the relationships among brand equity, Apparel 
Product Attributes and purchase intention from Indian young consumers view point. To accomplish 
these, a conceptual framework was designed and relationships among its constructs (Brand 
equity: Brand loyalty, perceived Quality, Brand association, Brand awareness), (apparel product 
Attributes:  price, quality, design, Brand, style, Retail Store) and purchase intention were 
hypothesized. Data were collected from Indian students' who were the owners of selected brand of 
Apparel garments. Hypotheses were tested using spearman's Rho correlation coefficient analysis 
by using of SPSS. Results indicated that , (I) the relationship between brand equity (brand 
awareness, brand association, perceived quality, brand loyalty) and purchase intention was 
significant and positive and (2) the relationship between product attributes and purchase intention 
was also significant and positive.
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Path coefficient estimation measurement was an could be concluded that nine hypotheses were 
examination of how supportive the hypotheses were.  confirmed while the other one were not confirmed.
See Table 3 showed the result of hypotheses testing. It 
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