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O ABSTRACT 0O

This research aims to assess the relationships between increasing a Brand Awareness and
Purchase intention of the product and Brand extension of the same product, by using a field
Study on The Consumers of Cleaners in Damascus as the research community, relying on
the questionnaire as a tool to collect data.

The research chooses a stratified random sample of the research community to answer the
questionnaire’s questions. Structural equation modeling and a lot of statistical analysis
were used to test the model and hypothesis using Statistical Package for Social Sciences
SPSS v.23.

The results of this research have indicated positive statistically significant relationship
between Brand Awareness and Purchase intention of the product and Brand extension of
the same product. The value of R? conclude that 42.6% of changing in Purchase intention
of product were caused by Brand Awareness, while 37.7% of changing in Purchase
intention of Brand extension were caused by Brand Awareness. Brand awareness increases
the company reliability for the consumers, and it is one of the pillars the companies use to
keep the current consumers and attract new ones

Key words: Brand Awareness, Brand extension, Purchase intention, Cleaners
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