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Abstract

Increasing global competition has made many companies want to find more
innovative ways of promoting their goods and services. Brand personality is
instrumental for consumers and marketing, because it can create a procedure to
differentiate among various brands and is a key determinant for consumer purchase
intention. No brand can survive without a personality of its own. The brand
personality becomes a key concept at this point to establish closer and more loyal
relationships with the consumers or to be differentiated in the consumer’s mind. The
brand personality, which forms one of the most difficult and complex parts of brand
creation, is considered asva strategic instrument. Brand personality indicates emotional
associations of the brand and it is a significant influence on the competitive advantage
' and brand loyalty and is a strategic tool that shapes the brand’s communication with

B consumers.

The main objective of this study is to examine the imﬁaot ef Brand personality on
purchase intention of Branded carbonated soft dr1nk consumer in Batticaloa.
7 Dimensions of brand personality ,used in this study are Slncerlty, Excitement,
3 ‘. Competence Sophistication and Ruggedness. A sdmple of 300?’ respondents has been
taken. The primary data was collected through well-structured and closed ended
questionnaire by convenience sampling method- Hence 285 s;urvey were received.
The SPSS /package was used in conducting the correlanon regression ANOVA
analysis. The finding of this study revealed that the Brand personality and its
dimensions have significant positive impact on purchase intention.

| Key words: Brand personality, Purchase igtention and Brand 2



|
i
L
E : Table of Contents

_Acknowledgement .......................................................................................................... 1
: O oen RS R e e e il
B L COMIONIS .......conoeevsinsssnsnsssssssssssssessinsssmsms s s e iii
L ————————— vii
L R S B BRI SRR ix

B A DDICVIAiONS ........eecerececneseenerentsrsssssesse s s ss st s e X

................................................................................

e e ’~' ............. 18
findings of Brand personality and Purchase Ifeiiion. . e 20

$iS DEVEIOPINENL «......vvvrereverririreeeeieismsnnnasisssasacacees S e eanio 21




B i personality et ST 24

3.2.1.2 Definition for the study’s Dimensions of Brand Personality impacts as

e eemoTE 24
B Purchinve Tntention. ..o e 26
B onilivation ..o 26
3.3.1 Summary of OpEratioNAHZALION. c.vvvovssrssrseesssmmssssssssssssss s e 21
R Ly R 28
B 30
R S e e 30
B il e T 30
43 Study Setting and T maE R o G L e 31
L e 2l
32 L Tasaie oy AEEEIREE RS e et e 31
B [chniUies. ..o ccvomemssonssessrssserss i e 31
Sampling and Sampling e b R e e 31
LR ce ek 31

2 Sampling Method ........ccoecoees { .......... p s ..................

ehablhty ................. 41
tion and Analysis of Demographic Tnformation.....cccovereesueesneseess 42



5.3.1 Distribution of Age Sroup........cocevveververreeereereen. sl 42

5.3.2 Distribution of Gentler o o one. e ar U Sieen T R L e T e 43
B D) stribution of Occupational Status ........ccvereeeisesnsnons e 44
BN ibution of Income JeVel.........ococvioiimimsivsnissressnesnsnssssnssineiosinissvsssrnss 45
5.3.5 Distribution of Marital status of Branded carbonated soft drink................. 45
5.3.6 Distribution of mostly purchase of Branded carbonated soft drink............. 45
B Distribution of frequency of purchase...........ccimvnivininiccniniininnsinnnnnes 47
5.4 Data Presentation and Analysis of Research Objectives .................................... 48

5.4.1 Mean and Standard Deviation of Brand Personality and its Dimensions.... 48
B R B ITICCTIDY ... cvcorenentonecncbusssnesnesmanshesbonsanasesssnssnsutsnessenssbsns sissassnsnssisiasanss 49
e e SRR e 51




~ 6.3.1 Discussion - ObJectiVe ONe .....cccoovriririniniemnininiiiiicieiiiie e 2 |

S 7
il e ol i e e e 72
- 6.3.1.3 Cofnpetence ........................................................................................... 72
011 4 SOPRISHCATION. ......cocvoviiisiirneneiesssasasassssscsesssesonsessnissssessnesssasassassssssnsas 73
B R T TSTIICSS ... ovoeomeronceiinincsesasrosennanenisnnsseosanesssencarinsinssssaven shssnaneansrassesssns 73
B CUussion — ODJRCHVE TWO....cooeeiuerarncucninsirsnenssassorisinnsssssaseasinsusissssssases e
B Discussion - Objective TRIee ........cocivviiniinisiiceincsiniiiesininionsessasansnnns 74

16.3.4 Discussion — Objective FOUL.....c..cooiiiins 77

5 Discussion — Objective Five




