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ABSTRACT

The study investigates the impact of brand personality on brand commitment in the
context of Sri Lanka smartphone market. There is so far lack of research has been
conducted concerning the impact of brand personality on brand commitment in the
context of Sri Lanka smartphone market. This research study plan to examine that

problem and fulfill the empirical gap in Sri Lanka smartphone market context.

The aim of the present research is to investigate the impact of brand personality on
brand commitment in the context of Sri Lanka smartphone market. More precisely, the
study focused on evaluating the impact of selected dimensions of brand personality
namely; sincerity, excitement, ruggedness, competence and sophistication among the
context of Sri Lanka smartphone market. Prirﬁary data were collected via questionnaire.
Structure questionnaire were distributed among 300 smartphones consumers in Sri
Lanka through convenience s;mpling. The data were analyzed by using descriptive,
correlation analysis and multiple regression analysis.
- . T~

The result shows that sincerity, excitement, ruggedness, competence and sophistication
level is high among smartphone consumers in the context of Sri Lanka smartphone
market. The stuc}y reveals that there is high strong érelationship between brand
personality on brand commifment in the context of Sri Lanka gnartphone market,
moderate relationship between affective commitment and brand personality in the
context of Sri Lanka smartphone ma;ket and high strong relationship between
continuance commitment and brand personality in the context of Sri Lanka smartphone
market. Hence it can be concluded that affective commitment, continuance
commitment and brand commitment are some of the factors that enhance impact of
brand personality in the context of Sri Lanka smartphone market. Process hence the

significant factors considers were most important and critical to enhance the impact of

brand personality in the context of Sri“Lanka smartphone market.
#

Keywords: Brand Personality, Brand Commitment, affective brand commitment,

continuance brand commitment



Table of Contents

Page No

ACKNOWLEDGEMENT ....ccociiiiitiineiininntinnnneisscsnnessssnessssesssssesssssssessessessassssaseses i
ABETRACT sasuvunisson vsswssnsnssssn visessssssss s s ssasisn i ves s aaiainaniio smsies s iieimiass ii
LI 03 00 1) (N 15 ¢
LASE OF FIBIIEC wusanvssussnorsusnsnsnscsness s sssvss sansvinsssassss s enananssssmsmasssss sovssssasssssns ssmusausmmenss xi
AbbreviationsS.........ccceeeiiiiinnnneeneiiiinciinnnneeeeeinnne. e xii
CHAPEE 1 anssnnnsnsinsvonsonssnassnsusmnsonsstomsonsms o6 555w aes s mamspams s a3 arss s oot NS RIS S S ASRRR T 85 1
INTRODUCTION ..cooouiiiineiiintninneiisnenscsensssseessssssssssssessssssssssssssssssssssssssesssasssssses 1
1.1 Background of the study ............................................................... 1
1.2 Problem Statement e s 3
1.3 ReSearch QUESIONS ... uvviiiiiiiiiiiiiie ettt e e e e e e iaraeee e 10
1.4 Research Objectivesk....’. ....................................... R ST e 10
1.5 Significant of the Study.........oo..orovvven.. D f e eetmss s sy s 10
1.6 Scope ofthe 311116 S —— g s 5 o ;ﬁ .................................... 11
1.7 Chapter F amework...’;, ......... e s o 12
1.8 Chapter SUMMArY........ccceviiiiiiiiiiiiieeriee e PR —— 13
Chapter 2 cossssimammmancsamaosmsammarss Kissasissisans R — SR 14
LITERATURE REVIEW....iiiiiiiininiiinieiininneinseiessnieinsesimmesssseesossesses 14
2 | RO DO I, 5 o srmsmisn s s s s 0 5 esmins 5 5 588 i SRR AT A5 14
2.2 BIaNd .ooooiiiiiiice e 14
2.3 Brand Personality .........cooooviiiiiiieiiiiiiiiie e 16
2.4 Dimensions of brand personali:[,y ................... £ 18
2.5 Brand COMMItIMENT ......uuiiiiiiiiieiiiiii ettt e 20
2.5.1 Affective COMMITIMENT .....eeeiiiiieiiiieeiiiie et et e eee et iee e e 21
2.5.2 Continuance/calculative COMMItMENt.........oeeriiiieiiieiiiieiiiee e 23



2.6 The Impact of brand personality on brand commitment in the context of Sri

Lanka smartphone Market .........ccooivuiiiiiiieriiee it 25
2.6.1 Relationship of brand personality on brand commitment.......................... 23
2.6.2 Relationship between brand personality on affective commitment............ 26
2.6.3 Relationship Between brand personality on continuance commitment...... 26

2.6.4 Relative contribution of brand personality dimensions vary on Brand

COOMIPPTLIIEIIL 5 .08 5500 550568 i bimmnsomsin s o s o seemsosas s s S 27

2.7 Smartphone Market‘ .............................................. 28
28 CIARIET S TR s smmmen xon o o i s s 5. S5 5. G 30
RENBRTUET 5 5. s, s, 0 R 55165, 7 G 5 S B A A R A i S i i 31
CONCEPTUALIZATION AND OPERATIONALIZATION....cccccecerecvuerrenunncnne 31
3.1 Introduction............. d ..................................................................................... 31
3.2 Conceptual framework ST TR 31
3.3 Definition of Key Variables............. : J-/i ............................... 33
3.4 Relationship of brand personality on brand comn;litment ................................ 34
3.5 Operatioéalization .................. ’// .................. N —— 33
3.6 Chapter Summary....f. ......... ‘ ............................ 36
Chapter 4 .....cooveevvivneeeccinnneccccnnns s esmeriees sensenasensensnns e 37
RESEARCH METHODOLOGY «..veonmeeeeeeeeeeeseesesssssessssesssssssessssessessssesssssenns 37
4.1 INEEOAUCTION. ...ttt e e e 37
22 Riramreln P BEOBITY s oo s s sous s s 55 oo s A 38
4.3 Research APProach .......oocuiiiiiiiiiiiii e 38
4.4 Research Strategies .............. e, P 39
4.5 Methodological ChOICE .....cc.viieiiiieiiieeiiie e 39
4.6 TIME HOTIZOM ...eeiiiiiiieeiie ettt 40
4.7 Research Site/ Area SeleCtion.........cceiviuiriiiiieiiiie et 40
4.8 Population of the Study ......ccooiiiiiiiiiii e 40
L8 SR I T O s s s s v 5 00 50 5 6 M0 S A 41



4.10 Sampling Framework and Sample Size..........ccoooviiiiviiiiiiiicicceieeeeeee 41

4.11 Method of Data Collection and SOUICES..........cccuereeivvieiiiiiiieiiiiciieeeeieee 43
4.12 Research INStrument ......ooveieiiiiiiiiiieciec e 43
4.13 Sources Of MEASUIEIMENE .......ccvirieriiiiiiiieiiiieee e e et e et 43
4.13.1 Method of Measuring the Personal Information...............cccccevvvieiieennnn. 44
4.13.2 Method of Measuring the Research Information...............cccccooevieeeiinnn. 44
4.14 The Pilot Study‘ .............................................. e
4.15 Validity and Reliability of Instrument..............cccoooeeiieeiiiiiiiieieeeecceee, 45
4.16 Unit 0f Data ANALYSIS ...cevviiieiiieeiiieeiie e, 45
4.17 Method of Data Analysis.............. ............................................................... 45
4.18 Method of Data Evabluation ........................................................................... 46
4.18.1 Univariate ANalYSiS......cocouiiiiiiiiiieeieiiie et 46
4.18.1.1 Mean..... /, ............................... 46
4.18.1.2 Standard DeVIAON ....ooooooooooooooooooeooe oo 47
4.18.2 Bivariate Analysis.......... e » A ...................................... 47
4.18.3 Cofrelate Anal};sis ..... e O A 47
4.18.4 Simple Regression Analysis..........cccocuveeeeivnneennns e 48
4.18.5 The Multiple Regression Amalysis......c.......cc...... e, 49
4.18.6 Testing HypotheSeS ......eceiuiiiiiiiiiiiiiciie e 49
4.19 Data PreSentation .........ccovueeerieeiiiie ettt 50
4.20 Ethical Consideration ...........cccuieiiiieiiiiieiiieie et eeeiee e 50
4.21 Chapter Summary............... e 50
Chapter 5 ...coocvvieeiiiicineececcncsncnnneeeessssessnns S =1
DATA PRESENTATION AND ANALYSIS ...ccciiiiiviininnnnionccensssnsiossnsosnssssnesasens 51
5.1 INtrodUCHION. ...eeuiiiiiiiiii et 51
5.2 Analysis of Reliability. ... wssesessas L i 0 oo ek s SRRSO 51
5.3 Data PreSentation ........coouiiiiiiiiiiieeiiie ettt ettt 51



5.3.1 Personal INformation.....oooeeee e oo 52

5.3.1.1 Usage of SMArtphone ..........c.ocovveveiiiiieiiiieiieeeeeeeeeeeee e, 52
5.3.1.2 Brand of Smartphone...........cccooviiiiiiiiiiiieiie e 52
5.3.1.3 Changing the Brand of Smartphone ............cccccceeiviiiiiiiiiiiiieiiieee, 52
530104 GONALT .ot 53

5 3L AR s 53
5:3.16 Job BIaf0E ..o vesmms s sese oo ssmasisns sasmasnswat . 53
5.3.1.7 Average monthly INCOME.........c..eeiiiiiiiiiiiiiiiiiiieeeeeeeeccee e 54
5.3.1.8 The Hiohest 1eve] oF el roalin .o s s s e onosms s s we s 54
5.4 Research Data Presentation ............. e 55
5.4.1 The First Objectiyp of the Study.....oooviiiiii 55
5.4.1.1 Brand Personality ...........cooriiiiiiiiieeeiiiiiee e 55
5.4.1.1.1 SinceriEy..’ ...... e JC AP0 g 56
5.4.1.1.2 EXCHEMENt c..coooreeoeeeeoeereoe e i i 57
5.4.1.1.3 Competence ........ e ;" ...................................... 58
5.4.1.f.4 Sophistic};ation,.......‘.......‘..‘......' .................. A 58
5.4.1.1.5 RUGEEANESS ..ccevviiiniiiiiiiiii et 59
5.4.1.2 Brand COMMUItMENt ... 2. ...ooiouies i 59
542 The Seeond Objeotive OETRE STNAY .o s s mosis assmiss it s mass s 60
5.4.2.1 The Correlation ANalysiS........cocciiiiiiiiiiiiiiiiiiei e 61
4.3 The Third Objeetive Gf 1he BT s mwe s o mm i s o s s 61
5.4.3.1 The Simple Regressi(‘)fn ANALYSIS ©ovieieeiiee e 61
5.4.4 Hypothesis Testing .......c.cccveevvrrennren S —— 63
5.4.4.1 Hypothesis (H1)...ooooiiiiioiiiieiiiee e 63
5.4.4.2 Hypothesis (Ha) ...ooooiieioiiiiiiiiieeeie e 63
5.4.4.3 Hypothesis (H3)............... e 63
5.4.4.4 Hypothesis (Ha) ....oooeieiiiiiiiiieeecii e 64

Vi



5.5 Chapter SUMMATY .....cccoouiiiiiiiiiiee e ettt ettt et e e e e e e e e eanee e 64

CRAPLEY 6 ceeeiiiiiinieiiiiiniiienieeetsinssessnnnnnaesesesssssssssssossnnnnassssssssnsassssssssssssnsnnanass 65
LE1 LT B EETCT LS o OO ——— 65
0.1 INTrOAUCTION. ¢ttt ettt et ettt 65
6.2 Discussion of Personal Information ............ccccceevviiiiiiiiioiiiiiiiccieccece, 65
6.2.1 Usage of SmMartphone .........ccooviiieiiiiiiiiieiiiie e 65
6.2.2 Smartphone Brand .............cccoevieviiiiiiinnn TR —— 66
6.2.3 Switching of Smartphone Brands .............ccccoeeviiiiioiiiiiiiiiiccicceieee, 66
0.2.4 GENAET ...ttt 67

BB D PUIE s somnssn s i st oo 98 5550009 e 67
6.2.6 Job Status .............. s 68
6.2.7 Average monthly iINCOME ........ccevviiiiiiiiiiiiiiiiiicceeeeee e 68
6.2.8 level of education_;...ﬁ ...... ............................... T [T 69
6.3 Discussion of Research Information..................... S * ............................... 69
6.3.1 Discussi)on for Objective One},/ .......................... ;ﬂ .................................. 69
6.3.1.1 Braild Personaljty..............................I .................. Fenggre e 70
6.3.1.1.1 SINCEIIY..covvriiiiiiiiiiiiiiie e SRTPp—————— 70
6.3.1.1.2 Excitement ................Ze.eeeen... I SR 70
6.3.1.1.3 COMPELENCE ....eeveeiiiiiieeeiiiiiee ettt 70
635114 BOPHTSITOAITON, o 5 o 00,555 55055 50 6 v 558 i ammss ssmamsnmsmmsranns 71
6.3.1.1.5 RUZEEANESS ... .tiiieiiiiiiee ettt 71
6.3.1.2 Brand Commitment.....;.........‘..............: ........................................... 71
6.3.2 Discussion for Objective TWO .....ccceeevvece i 72
6.3.2.1 Relationship between brand personality and brand commitment ........ 72

6.3.2.2 Relationship between brand personality and affective commitment ... 72

6.3.2.3 Relationship between brand personality and continuance commitment

Vi



6.3.3 Discussion for Objective Three ..........cccveeviiiiiiiiiiiiiiiiceeeeeeeeee, 73

6.3.3.1 Brand personality and brand commitment...................ccccoeoevereeinnnnn. 73
6.3.3.2 Brand personality and affective commitment .................cccooovveeneennnn. 74
6.3.3.3 Brand personality and continuance commitment...................ccccoeeeenn. 74

6.3.3.4 Relative contribution of brand personality dimensions on brand

CPOTITETVTLETIEIT o o 55565 550550 5 s e s s i s o s 74
6.3.3.5 Findings from Hypothesis Testing ..... R 75

6.4 Chapter SUMMATY ......coiiiiiiieiiiieitieite ettt et e et e e e e eae e 76
CIRAPTECTT T svmmiersisscascorcssoniosocsoh x5 55085 b A S 55 655 S A S A P AR A S AR (£
CONCLUSIONS AND RECOMMENDATIONS .......covveuerererererererenerenseanssaesenes 77
T | T O OOk s 550 it s siimamcns s nns oumsason s mvm s s RN R RR 77
7.2 Conclusion.............. d ...................................................................................... 77
7rd Recomrnentdabion .. s s s swesmansom s s S i o e s e 78
7.4 Limitations of the Study e e ’ .................................. 80
7.5 Directions for Future Study ...........cccooeviieninnnn. ;...f ....................................... 80
List of Refereflces / ..................................... e 82
Appendix-1........ccccuuuueee. / ......................................................... * ............................ 89
APDEITIX=2 ceorsenesmonsnsmsussusmess sosmonsnsnsngsuosssssssasonsvgranssunsss womsdbosanssserassanessnsus sonssasass nass 92
Appendlx—3 ....................................................... 95
APPENAIX-Gacennniiinrieiiiiiiiiiiiiiiiiineetiiiiiiesssssesssssssssssassssssessassessssssssssssssnsnnessesssssssssnnes 98

s
‘

viii



