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Abstract 

The paper aims to analyse the impact of 

brand equity dimensions on repurchase 

intention in the Smart Phone Industry in 

Chennai. Based on a sample of 200 

consumers in Chennai City, descriptive and 

inferential analysis are carried out. 

Correlation and Multiple Regression 

Analysis are used to test the hypotheses. The 

research reveals that brand awareness, brand 

association, perceived quality, brand trust 

and brand loyalty have a significant impact 

on consumers‟ intention to repurchase the 

Smart Phones. The study suggests that 

Smart Phone manufacturers should build a 

brand and promote its brand awareness 

through sales promotion, advertising, and 

other marketing activities. When brand 

awareness is high, its brand association and 

loyalty will also increase. Consumers will 

evaluate perceived quality of a product from 

their purchase experience. As a result, brand 

trust and brand loyalty will increase and also 

improve the repurchase intention towards 

the Smart Phones. 

Keywords: Brand Awareness, Brand 

Association, Perceived Quality, Brand Trust, 

Brand Loyalty, Repurchase Intention. 

Introduction 

In a highly competitive environment, a 

strong and positive brand becomes an 

important differentiating factor for the 

company. Building a strong brand is 

considered the best way of doing business 

because of the constant changes in the 

marketing environment (Aaker, 2000). 

Successful brand building could strengthen a 

producer‟s competitive position to withstand 

the increasing power of retailers. The high 

costs associated with the launching of new 

brands and the high failure rates of new 

products as well as increasing costs of 

advertising and distribution (Aaker 2000) 

are some of the reasons for the growing 
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interest in brand management. The present 

study analyses the impact of consumer-

based equity dimensions on the repurchase 

intention of consumers towards Smart 

Phones in Chennai. 

Smart Phone Industry Profile 

India has the fastest-growing smartphone 

market in the world, accounting for 27.5 

million devices sold in the second quarter of 

2016, up 17 percent from the second quarter 

of 2015, according to IDC. Mobile 

subscriptions are expected to hit 1.4 billion 

by 2021, according to the Ericsson Mobility 

Report, released in June. India is expected to 

overtake the US as the second-largest 

smartphone market next year with robust 

annual growth, says a Morgan Stanley 

research report. 

According to the report on global 

technology and telecom, the country‟s 

smartphone market will grow at a 

compounded annual growth rate (CAGR) of 

23 percent through 2018 and would account 

for 30 percent of the global growth during 

the period. Morgan Stanley said there are 

only 225 million smartphone subscribers in 

the country, accounting for 18 percent of the 

total population. 

Samsung continued to lead the Indian 

smartphone market with 25.1 percent share, 

registering 10.9 percent. Xiaomi and their 

Redmi Note 3 has faced stiff competition 

from the like of new entrants Le Eco and 

their budget monster the Le Eco Le 1s. This 

has once again proved the fickle nature of 

Indian consumers who value price and 

specifications over brand value. Online 

shopping also plays major role in selling 

Smart Phones. As per recent report, in 2015, 

1 out of every 3 smartphones sold in India 

has been through online channels. 

Statement of Research Problem 

Brands become, for customers, a 

distinguishing factor between competing 

offers, and thus can be crucial for the 

success of companies. Recently, intangible 

assets, such as brands, are being seen as 

value-generating assets of a company. 

Brands, for example, represent a “potential 

to increase sales, capture markets, to 

transmit values and establish a mutual trust 

relationship between the consumer and the 

business” (Barretto & Famá, 1998, p.56). In 

this context, brand equity becomes an 

important asset for most companies, one that 

is difficult for competitors to imitate or 

substitute, and possibly a competitive 

advantage and a future source of income for 

the company. The concept of Brand equity is 

regarded as an important business practice 

as well as in academic research because 

marketers can gain competitive advantages 
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through strong brands (Aaker, 2000; Keller, 

1993, 2000). Brand equity research has 

largely concentrated on customer-based as 

opposed to firm-based (financial 

perspective) (Christodoulides and 

Chernatony 2004). This is because unlike 

the firm based approach which centres 

around financial valuation issues and 

provides little usable information for brand 

managers, the customer-based approach 

offers insights into customer behaviour 

convertible into actionable brand strategies 

(Keller, 1993). 

Each and every research starts with the 

problem, the basic element of research 

which helps to transform an idea into 

concrete research operations. This study is 

an attempt to assess the impact of consumer 

based brand equity dimensions on 

repurchase intention towards Smart Phones 

in Chennai. 

Objectives of the Study 

The Objectives refer to the questions to be 

answered through the study. They indicate 

what researcher trying to get from the study. 

The objectives of this study is to analyse the 

various dimensions of brand equity and its 

impact on repurchase intention of consumers 

towards Smart Phones in Chennai. 

 

 

Theoretical Concepts 

Brand 

Aaker (2000) stated that the brand is a 

distinguishing name and /or symbol (such as 

logo, trademark, or package design) 

intended to identify the goods or services of 

either one seller or a group of sellers, and to 

differentiate those goods or services from 

those competitors. A brand thus signals to 

the customer and the producer from 

competitors who would attempt to provide 

products that appear to be identical. 

Consumer-Based Brand Equity (CBBE) 

Brand equity is a multi-dimensional concept 

and a complex phenomenon, some 

dimensions of which have been empirically 

tested in the literature. Keller identified 

brand equity from a consumer point of view; 

he believed that brand equity is a reaction 

when consumers show their attitude 

according to the product or services 

provided by company. Many scholars found 

that consumers play an important role in 

brand strategy. They analyze CBBE by 

identifying variable dimensions, which 

compose the brand equity model. According 

to scholars, the main effective dimensions 

for measuring CBBE are: brand awareness, 

brand association, perceived quality, brand 

trust and brand loyalty. Positive customer-

based brand equity, in turn, can lead to 
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greater revenue, lower costs, and higher 

profits; and it has direct implications for the 

firm‟s ability to command higher prices, 

customers‟ willingness to seek out new 

distribution channels, the effectiveness of 

marketing communications, and the success 

of brand extensions and licensing 

opportunities (Keller, 2003). 

Repurchase Intention 

Zeithaml (1988) uses possible to buy, 

intended to buy and considered to buy/rebuy 

as measurement items to measure purchase 

or repurchase intention. Consumer purchase 

or repurchase intention is considered as a 

subjective inclination toward a product and 

can be an important index to predict 

consumer behavior (Fishbein & Ajzen, 

1975). A well-known brand will have a 

higher repurchase intention than a less well-

known brand (Hsu, 2000). Garretson and 

Clow (1999) suggest that perceived quality 

will influence consumer repurchase 

intention. Cobb-Walgren et al. (1995) 

conclude that high brand equity generates 

greater brand preference, and that it 

translates into higher purchase intentions. 

Relationship between Brand Equity and 

Repurchase Intention 

Many empirical evidences indicated that 

brand equity can affect repurchase intention 

in various contexts. According to Keller 

(2003), brand awareness plays an important 

role in consumer decision making by 

bringing three advantages; these are learning 

advantages, consideration advantages, and 

choice advantages. Brand associations 

represent basis for purchase decisions and 

also create value to the firm and its 

customers. Similar to brand associations, 

perceived quality also provides value to 

consumers by providing them with a reason 

to buy and by differentiating the brand from 

competing brands. According to the 

literature, while the definitions of brand 

loyalty based on the attitudinal perspective 

emphasized consumer intentions to be loyal 

to the brand, the definitions based on a 

behavioral perspective accentuated 

consumer‟s actual loyalty to the brand as 

reflected in repurchase intention. Based on 

the satisfaction or dissatisfaction, the 

consumer will rebuy the product or 

discontinue the product or switch over to 

some other product. 

Scope of the Study 

Scope of study is a general outline of what 

the study will cover. The focal point of the 

study is to analyze the various dimensions of 

consumer based brand equity and their 

impact on repurchase intention of consumers 

towards Smart Phones in Chennai. The 

analysis, findings, suggestions and 
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conclusion of the present study conducted 

by the researcher will be of immense use for 

the Brand Managers as well Smart Phone 

Manufacturers in India as well as other parts 

of the world and this study is also more 

useful for future researcher with similar 

studies in this nature. This study is limited to 

the perception of consumers using Smart 

Phones in Chennai. The scope of study is 

confined within Chennai district. This study 

is conducted to suggest some measures to 

improve the present marketing environment 

of Smart Phones for the purpose of 

increasing the customer satisfaction and 

loyalty and improving the repurchase 

intention of consumers towards Smart 

Phones in Chennai. 

Research Methodology 

Research methodology is a way to 

systematically solve the problem. The 

methodology followed for conducting the 

study includes the specification of research 

design, sample design, questionnaire design, 

data collection and statistical tools used for 

analyzing the collected data.

Table 1 

Research Methodology 

Research type  Descriptive and Exploratory Research 

Research Approach  Qualitative and Quantitative Approach 

Population & Sampling Unit  Consumers of Smart Phones in Chennai City 

Sample size  200 Consumers 

Sampling Area  Chennai 

Sampling Method  Probability sampling – Random sampling 

Research Method  Survey 

Data type  Primary (Majority of the data) and Secondary Data 

Sources of Primary Data  Questionnaire, and Personal Interview 

Sources of Secondary Data  Newspapers, Journals, Magazines, Reports, Books, 

Research Articles, Internet, etc.  

Research instrument  Structured Questionnaire 

Period of data collection  June 2016 to July 2016 

Software used for analysis  SPSS (Version 20) 

Data Analysis and Interpretation 

The data, after collection, has to be processed and analyzed in accordance with the outline 

laid down for the purpose at the time of developing the research plan. Analysis has been 

done through various statistical tools to understand the outcomes with reference to the 

objectives and hypothesis. In order to analyze and give the proper interpretation of data 

various statistical tools (descriptive as well as inferential) are used. 
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1. Demographic Profile 

 Table 2   

 Demographic Profile 

(Sample Size = 200)   

VARIABLES OPTIONS FREQUENCIES (%) 

Gender Male 120 60.00 

 Female 80 40.00 

Marital Status Married 112 56.00 

 Unmarried 88 44.00 

Age 18 – 30 Years Open ended 71.00 

 31 - 50 Years Question (Scale 22.00 

 51 - 80 Years Variable) 7.00 

Qualification School Level 78 39.00 

 Diploma 24 12.00 

 UG / PG 60 30.00 

 Professional 38 19.00 

Occupation Salaried Job 82 41.00 

 Business / Self-employed 64 32.00 

 Professional 24 12.00 

 Student/Home Maker 30 15.00 

Monthly Family Upto Rs.50,000 102 51.00 

Income (INR) Rs.50,001 – Rs.1,00,000 66 33.00 

 Above Rs.1,00,000 32 16.00 

 Source: Primary Data   

Interpretation 

From the above table, it is inferred that Male respondents (120, 60%) are more than 

female respondents (80, 40%). Majority of the respondents are married (112, 56%). In 

terms of Age of the respondents, majority of them belongs to the age group of 18 – 30 

Years (71%). 51% (78+24 = 102) of them having school education and diplomas 

followed by UG/PG with 30% (60). In terms of Occupation, 41% (82) of the 

respondents are salaried people followed by Businessman with 32% (64). As far as 

Monthly Family Income is concerned, 51% (102) of the respondents earning income 

upto Rs.50,000 followed by Rs.50,001 – Rs.1,00,000 (33%) and Above Rs.1,00,000 

(16%). 
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2. Smart Phone Usage Profile 

 Table 3   

 Demographic Profile 

(Sample Size = 200)   

VARIABLES OPTIONS FREQUENCIES (%) 

Name of the Smart Phone Samsung 56 28.00 

brand used now Lenovo 30 15.00 

 Motorola 28 14.00 

 Sony 32 16.00 

 Intex 16 8.00 

 Asus 20 10.00 

 Others 18 9.00 

Price of the Smart Phone Upto Rs.10,000 126 63.00 

 Above Rs.10,000 74 37.00 

Years of Usage of Smart 1 – 3 Years 58 29.00 

Phones 4 – 5 Years 120 60.00 

 Above 5 Years 22 11.00 

Where do you buy the Offline (Shops, Stores, etc.) 136 68.00 

Smart Phone? Online (Websites) 64 32.00 

 Source: Primary Data   

Interpretation 

From the above table, it is inferred that 28% of the respondents are using Samsung 

Smart Phone followed by Sony (16%), Lenovo (15%) and Motorola (14%). Majority of 

the respondents (126, 63%) bought smart phones under or equal to the price of 

Rs.10,000. With respect to the Years of usage of Smart Phones, 60% of them using 

Smart Phones between 4 – 5 years. 

3. Brand Equity Dimensions for Smart Phone 

Table 4 

Descriptive Statistics 

Variables N Mean SD 

Brand Awareness (BAW) 200 18.69 3.936 

Brand Association (BAS) 200 18.27 3.778 

Perceived Quality (PQ) 200 19.79 3.187 

Brand Trust (BT) 200 19.12 3.370 

Brand Loyalty (BL) 200 19.42 3.274 

Brand Equity Score 200 95.29 3.509 

Source: Primary Data 
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Interpretation 

25 Questions relating to five dimensions of 

Brand Equity (5 questions for each 

dimension) based on 5 point likert scale, 

(Strongly Disagree to Strongly Agree) are 

given in the questionnaire. Consumers‟ 

Perception on these dimensions are 

measured by using descriptive statistics. 

From the above table, it is inferred that 

Perceived Quality (M = 19.79) and Brand 

Loyalty (19.42) are the top two dimensions 

of brand equity for smart phone that are 

perceived by consumers. It is also inferred 

that the Consumers‟ Perception on five 

dimensions is above the average level since 

the all Mean values are above 18 (72%) out 

of 25 The Overall Mean Score of the 

Consumers‟ Perception on Brand Equity 

towards Smart Phone is 95.29. This is 

above 76% (95.29 / 125 x 100). This 

indicates that the Consumers‟ Perception on 

Brand Equity towards Smart Phone is above 

76%. 

Independent Sample ‘T’ Test - Analysis 

H0: There is no significant difference 

between the Male and Female respondents 

with respect to the various dimensions of 

Consumer Based Brand Equity towards 

Smart Phone. 

Table 5 

 

Variables 

GENDER  

t-Value 

 

p-Value MALE FEMALE 

N Mean SD N Mean SD 

Brand Awareness 120 19.69 3.036 80 18.43 4.019 2.878 0.004** 

Brand Association 120 18.27 3.878 80 17.39 3.504 2.434 0.015* 

Perceived Quality 120 18.79 3.887 80 18.67 3.804 1.431 0.033* 

Brand Trust 120 19.32 3.170 80 18.22 4.083 2.388 0.018* 

Brand Loyalty 120 18.89 3.674 80 17.43 3.985 3.773 0.000** 

Brand Equity Score 120 94.96 3.53 80 90.14 3.88 5.456 0.000** 

Source: Primary Data 

(** 1% Level of Significance) 

(* 5% Level of Significance) 

Interpretation 

An independent-samples t-test was 

conducted to compare the difference 

between the Male and Female respondents 

with respect to the various dimensions of 

Consumer Based Brand Equity towards 

Smart Phones. As the P values are lesser 

than Sig. Value (0.01 and 0.05) in all the 

dimensions, the Null Hypotheses are 

rejected. Hence, it is concluded that there is 
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a statistically significant difference between 

Male and Female respondents with respect 

to the various dimensions of Consumer 

Based Brand Equity towards Smart Phone. 

Based on the mean scores, we can say that 

the Mean Score of Brand Equity for Male 

respondents (M = 94.96) is more than 

Female respondents (M = 90.14). This 

indicates that the Male respondents have 

more perceptions on the various dimensions 

of brand equity towards smart phone than 

the Female respondents. 

The male and female respondents (M = 

18.79 for male and M = 18.67 for female) 

have more perceived on “Perceived 

Quality” dimensions when compared with 

other dimensions. 

Correlation Analysis 

H0: There is no significant relationship between the various Dimensions of Brand 

Equity and Repurchase intention towards Smart Phones. 

Table 6 

Various Dimensions of Brand Equity – Repurchase Intention 

Variables N „r‟ 

Value 

„p‟ 

Value 

Relation 

Ship 

Remarks 

Significant Result 

Brand Awareness-Repurchase Intention 200 0.432** 0.001 Positive Significant Rejected 

Brand Association-Repurchase Intention 200 0.512** 0.001 Positive Significant Rejected 

Perceived Quality-Repurchase Intention 200 0.748** 0.001 Positive Significant Rejected 

Brand Trust- Repurchase Intention 200 0.719** 0.001 Positive Significant Rejected 

Brand Loyalty- Repurchase Intention 200 0.572** 0.001 Positive Significant Rejected 

      

**. Correlation is significant at 

the 0.01 level (2-tailed).    

 

Interpretation 

A Pearson product-moment correlation was 

run to determine the relationship between 

the various Dimensions of Brand Equity 

and Repurchase intention towards Smart 

Phones. As the P value is lesser than Sig. 

Value (0.05) in all the above cases, the Null 

Hypotheses are rejected. There are high 

positive correlations between the between 

the various Dimensions of Brand Equity 

and Repurchase Intention towards Smart 

Phones. 

Out of five dimensions of brand equity, the 

impacts of Perceived Quality (r = 0.748) 

and Brand Loyalty on Repurchase Intention 

(r = 0.752) are more than other dimensions. 

It is inferred that the various dimensions of 

brand equity have strong influence on 
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Repurchase Intention towards Smart 

Phones. Hence, there is a significant 

relationship between the various 

Dimensions of Brand Equity and 

Repurchase Intention towards Smart 

Phones. 

Multiple Regressions 

Regression is the determination of 

statistical relationship between two or more 

variables. In simple regression two 

variables are used. Multiple regression 

analysis examines the strength of the linear 

relationship between a set of independent 

variables and a single dependent variable 

(measured at the interval/ratio level). 

Multiple Regressions was conducted to 

determine the best linear combination of 

Brand Awareness, Brand Association, 

Perceived Quality, Brand Trust and Brand 

Loyalty for predicting Repurchase 

Intention. 

Table 7 

Coefficients
a 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients T Sig. 

B Std. Error Beta 

 

 

1 

(Constant) -7.361 .616  -11.949 .000 

BRAND AWARENESS (BAW) .212 .019 .145 5.223 .016 

BRAND ASSOCIATION (BAS) .384 .034 .259 11.199 .000 

PERCEIVED QUALITY (PQ) .510 .036 .412 15.052 .000 

BRAND TRUST (BT) .242 .036 .175 6.634 .000 

BRAND LOYALTY (BL) .262 .022 .341 13.436 .000 

 

Preliminary analyses were conducted to 

ensure no violation of the assumptions of 

normality, linearity, multi-collinearity and 

homoscedasticity. The Means, Standard 

Deviations, and inter-correlations can be 

found. This combination of all five variables 

significantly predicts the dependent variable 

i.e., Repurchase Intention, F (5, 644) = 

546.926, p = .000 which is lesser than .001 

(Sig. Value 2-tailed) and Adjusted R 

Square = 0.721. 

Out of five independent variables, 

Perceived Quality (0.412) and Brand 

Loyalty (0.341) are the strongest 

influencing factors which predicting 

dependent variable. The beta weights 

suggest that the Perceived Quality only 

contribute most (0.412 or 41%) to predict 

REPURCHASE INTENTION. From the 
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unstandardized coefficient, it is found that 

the one unit increase in the Perceived 

Quality would increase the Repurchase 

Intention by 0.510 units. Brand Loyalty 

(0.341 or 34%) is the second most 

influencing factor that predicting 

Repurchase Intention towards Smart Phones. 

Limitations of the Study 

The sample will be confined to 200 

consumers of Smart Phones. So this study 

cannot be regarded as “full -proof” one. This 

study is confined to the selected consumers 

used Smart Phones in Chennai city only. 

Hence, the results of this study cannot be 

generalized to the other parts of the state as 

well as other parts of India. Therefore, for 

academics and researchers, further 

quantitative research is needed to identify 

the determinants of brand equity using 

cross-district/state and cross-industry 

applications to predict repurchase behavior 

in various contexts. 

Conclusion 

From the results, it is concluded that 

Consumer Based Brand Equity towards 

Smart Phones is above the average level. 

The impact of Consumer Based Brand 

Equity on Repurchase Intention towards 

Smart Phones is also above the average 

level. All the dimensions of Brand Equity 

predicts Repurchase Intention significantly. 

The empirical data and the statistical tests in 

this study support the existence of a direct 

causal relationship between the five 

dimensions brand awareness, brand 

associations, perceived quality, brand and 

trust and brand loyalty and repurchase 

intention. Brand Managers should 

concentrate their efforts primarily on brand 

equity components which, if increased, will 

contribute positively to their firm‟s brand 

equity and as a result increased intention to 

purchase a specific brand that will lead to 

more revenues to the firms. 
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