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ABSTRACT

This paper aims to develop a conceptual frameworkxXplore consumers’ perception of brand equitylevhi
considering the dynamic constraints of BOP marlketeld on the prospect and motivation theory. Bdgjctile study
proposes to extend the extant conceptual framewbrkrand equity combining some constructs from dbgn and
signalling perspective of brand equity as well msrporating three new constructs in the modeltriDistion intensity,
channel partner relationship and brand relationskipreover, understanding brand equity perceptiomfconsumer’s
perspectives is not a new enquiry in the consuraebawiour literature. On the other side, only a fegearches have been
done in this aspect from the Bottom of the pyrammdrket perspective. Therefore, this paper is basedonceptual
background and reviews relevant prior literaturdarpinnings brand equity concept and proposes swopositions that

is required to be empirically tested before gengatibns can be made.
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