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ABSTRACT

Branding serves many functions. Beyond identifysagoroduct, branding can create
perceptions of quality, reliability, and value irpeoduct, as well as loyalty, confidence,
and self-expression to the consumer. The main tgeof this study was to investigate
the extent to which brand personality was usedhe gositioning of lubricants in the

Matatu industry with a specific reference to Nairblyeri Route

The research design that this study used was aiptdse survey design. The target
population of this study was all the drivers of atas in Nairobi-Nyeri Route. Stratified
random sampling was used to select the sample Bizen the possible 721 target
population a sample of 10% was chosen using seatibtndom sampling. This generated
a sample of 72 drivers for the purpose of the stiBhth primary and secondary data
were used for the study. Data was then analyzedgudéescriptive statistics such as
percentages, averages and mean scores. The findigs presented using tables, pie
charts, and bar graphs for easier interpretatiomt&ht analysis was used to data that was

qualitative in nature or aspect of the data colddtom the open ended questions.

The study concludes that there was brand persgnaliubricants in the Nairobi-Nyeri
Route in Kenya. Majority of the consumers wereaated by various factors such as
hygiene, efficiency, price and brand name and pgiokeand logo of the lubricants. The
study further concludes that brand personality daeffect on lubricants in the Nairobi-
Nyeri Route in Kenya. Most lubricants had a didiire brand personality that helped
create a set of unique and favorable associationsnsumer memory and thus build and
enhanced brand equity. The study recommends tmatdimpanies to improve brand
personality of lubricants, there is need to imprbvand name, logo and packaging. This

contributes to brand recognition and visual awasene



CHAPTER ONE: INTRODUCTION

1.0 Background of the study

In recent years, there has been increased interést brand personality construct as its
strategic importance has become more apparent. eiask attempt to differentiate and
build preference for their brands not only on thaeib of how consumers perceive them
functionally but also on the basis of these bramts@nality perceptions (Aaker et al,
2001; Keller 1993). It is believed that consumeaefgr those brands which, in addition to
satisfying their functional needs and wants, aigal®lize those personality aspects that
they find most congruent with their own actual asided (aspired to) personality
associations (Belk 1988). The perceived personalitya brand can be shaped by
marketers via “transferring cultural meaning” inibin various ways, such as by
associating the brand in communications with aroeset or place that already possesses
the personality or meaning considered strategialirable for that brand (McCracken,

2004).

In assessing the strategic desirability of creatingeinforcing a particular kind of brand
personality association for a specific brand, miseneed to study both (1) the existing
brand personality that consumers associate wittidbe brand and its competition, and
(2) the extent to which a target consumer segmesires that particular kind of brand
personality association, for that brand. The fofsthese analyses allows the marketer to
assess how “differentiating” that particular kindboand association will be; the second,
how “relevant” and *“value-creating” it will be. Botsuch “differentiation” and
“relevance” are necessary for such a brand pergpradsociation to create consumer

value (Batra and Homer 2004).



Organizations must realize that their services @nodiucts, regardless of how good they
are, simply do not sell themselves, (Kotler and létel 2005). Liberalization and
globalization brought a variety of products in tharket. Consumers have thus become
exposed to many products of all qualities, makesaigin. They therefore seek the best
available products to satisfy their specific nee@dilberg et al, 1997). With many
substitutes, firms must differentiate their productthe eyes of the consumers. This state
of events has lead many organizations to rethikiatihe concept of branding. Marketers
today need to work harder to make their brandsesstally in the market place, (Aaker,

1996).

Branding helps firms to compete using many propsrif a product. In essence, products
mean much more than a tangible thing from the @iyeoint of view. A product is
generally a promise of cluster of value expectatiohwhich its non-tangible parts are as
integral as its tangible parts, (Kotler and Kell2@05). Both tangible and non-tangible
parts must therefore meet customer expectationsip@nies must therefore develop style
and structure, which recognizes the fact that timeist valuable and important assets are

their brands which, must be managed properly frbiaeets, (Kotler and Keller, 2005).

Phau and Lau (2000) defines a brand as a name, tgm symbol or design or a
combination of them intended to identify the goodsservices of one seller or group of
sellers and to differentiate them from those of petitors, (Keller, 2003). A brand does
not have an expiry date. A brand is essentiallglkess promise to deliver a specific set
of features, benefits and services consistentlth&éobuyers. The best brands convey a
warranty of quality, (Kotler, 2005). Branding haowved firms from production and
selling concepts to marketing concept which netatssithat companies be better than
competitors in creating, delivering and communiggttustomer value to its chosen target

markets, (Aaker, 1996).



1.1.1 The Concept of Brand Personality

Aaker (1997) defines brand personality as “a sdiushan characteristics associated to a
brand.” Brand personality mainly comes from thremureses: the first one is the
association consumers have with a brand, secotitlyjmage a company tries hard to
create, for example using an advertising spokeepet® create a corporate image, and
the third is about the product attributes, for egbarproduct categories and distribution
channels. Personality is a useful variable in tesamer's choices of brands. The brands
selected by consumers are usually in compliancé thieir own personalities. Hence,
brand personality offers the functions of self-syfigation and self-expression (Keller,
2003). Bhattacharya and Sen (2003) indicates thando personality contains
demographic features, such as gender, age and stasa, and they may be directly
influenced by the image of the brand users, peroand product spokespersons, and
indirectly affected by product attributes as wélor instance, Marlboro is a cigarette
brand more likely to be smoked by males becausetmaowboys” are the brand image
built up by Marlboro, Mercedes cars tend to be atriby those in higher social classes
because Mercedes shows an image of high qualityhaytdefficiency. Kotler and Keller
(2005) note that consumers usually select brandsndpaself-concept congruence.
However, sometimes, consumers will select a brawdrding to their ideal self-concept
or the social self-concept. Thus, brand personafitpgy have the function of

demonstrating and expressing one’s own persoredliiye same time.

Karande et al. (1997) believed that product desgyrsad marketing personnel may
benefit from the features of brand personality,aose they may develop their marketing
plans according to the features. In addition, witand personality, a product can be
differentiated from other brands. Furthermore, braffection can also be developed by

brand personality, which can in turn reinforce aoner's brand personality.



Mooradian and Swan (2006) pointed out that bramde ftheir own personalities, so users
may choose the products matching their preferermseb personalities according to
perceived product images. A successful brand knbwws to build its distinct brand
personality, which facilitate customers to perceitg unique brand personality, then
developing a strong binding relationship with tmarid (Doyle, 1990). According to have
a clear differentiation in conveying brand persidpal The personality shall be
consistently and persistently cultivated over thagl run. When trying to change the way
a brand image is conveyed, the original brand perigy and value should first be
strengthened in order to reduce to the minimum atost's feelings of chaos and

inconsistency.

Aaker (1997) used personality psychology to devetopbrand personality scale,”
identified the five dimensions: sincerity, excitamecompetence, sophistication and
ruggedness of brand personality, and induce 15daued 42 traits. Aaker et al. (2001)
also conducted a brand personality study in Japa2007, for which they slightly
modified the brand personality scale released i@126xclusive for Japan, by taking
different local and culture backgrounds into acdpwand established a new brand

personality scale befitting the Japan market (Steng 2000).

Distinct brand personality plays a key role in suecess of a brand. It leads customers to
perceive the brand personality and develop a staompection to the brand (Doyle,
1990). A brand personality should be shaped t@mbg-lasting and consistent. Besides, it
should also be different from other brands and meeasumer's demands (Kumar et al.,
2006). Hence, the consumers of those toys and vglwoes are like the brand
spokespersons and become the basis for supplidrsilth brand personality. With the
specific brand personality, consumers of varyingspeality traits will be attracted and

their brand preference will then be further develbpIn addition, a company can



maintain a good relationship with customers throitghbrand personality (Aaker and

Biel, 1993).

1.1.2 Matatu Industry in Kenya

Public transport in Kenya and especially in urbeeaa is dominated by Matatu vehicles.
The term Matatu is derived from a local Kikuyu vacnolar, term mang’otore Matatu

which means “thirty cents” which was then the staddcharge for every trip made. In the
early 1960s, the total number of Matatus operaitinthe country was less than 400 and
did so in the form of taxis. In 1973, President doilenyatta, responding to lobbying

from Matatu operators declared that Matatus welegal mode of transport and could
carry fare paying passengers without obtainingispécenses to do so but had to comply

with existing insurance and traffic regulations.

The origins of Matatu industry can be traced frdme type of transport system that
operated in towns in the early 1960s. Initiallye tkenya Bus Service existed since 1934
as the sole legal provider of public transport e, It was jointly owned by the United
Transport Overseas Ltd (75%) and the Nairobi Ciuil (25% of the shares). It
operated in major towns such as Nairobi, Mombassyr{u, Nakuru and Eldoret. It was,

however, not able to cope with the increase in aehiar its services.

By 1990, of the 333,300 vehicles registered in toeintry, 17,600 were Matatus
(Bhushan, 1993 cited in Muyia, 1995). By 2003, ninenber of Matatus operating in both
urban and rural areas were estimated at 40,0001¢As2004). They comprised Nissans,
mini-buses and pick- ups. They provided employmenhearly 160,000 persons and
generated vast revenue for the Government in titme & charges for licenses, duty, VAT
and other taxes. In addition, the industry playleading part in transportation of both

persons and goods in both rural and urban areas.



1.2 Statement of the Problem

Branding serves many functions. Beyond identifymgoroduct, branding can create
perceptions of quality, reliability, and value irpeoduct, as well as loyalty, confidence,
and self-expression to the consumer (Aaker, 19%6)s particularly important for
symbolic products, such as wine, and is used bguwoers to imbue themselves with the
brand's personality and create associations wétptbduct's perceived user group (Belk,
1998). A general framework of brand personality edleped by Jennifer Aaker (1997)
posits five primary dimensions — sincerity, excigmm competence, sophistication, and
ruggedness — which subsumes 42 individual trdiistered around 15 facets. While there
is partial overlap between the brand personalitynesisions and the “Big Five”
dimensions of human personality, the presence of dinensions (sophistication and
ruggedness) that exist only in the domain of braswggests that consumers may prefer
brands that do not necessarily match their own, rbptesent ideals with which they

desire association (Aaker, 1997).

Brand personality is considered to be an importaator for the success of a brand in
terms of preference and choice (Batra and Homed4.28iel, 1993). Indeed, a well-
established brand personality can result in conssirhaving stronger emotional ties to
the brand and greater trust and loyalty (Johnsail. e2000), thus providing an enduring
basis for differentiation (Kim et al, 2001) whichdifficult to copy (Aaker, 1996). From a
managerial perspective, brand personality enahlessfto communicate with their
customers about the brand more effectively andspkymajor role in advertising and
promotional efforts (Lomax and McWilliam, 2001). Asich, marketing practitioners
have become increasingly aware of the importanckudtiing “a clear and distinctive

brand personality” (Yaverbaum, 2001).



Surprisingly, despite the importance to practitisneof creating meaningful and

distinctive brand personalities (Bull and Oxley, 969 Court et al., 1997), there is a
relative paucity of empirical research to guidentia managing their development. This
is particularly notable as brands must maintainsiant, desirable, and enduring
personalities to ensure their long-term successr(ta, 1993). A major reason for the
lack of research was the absence, until recentlg,comprehensive and psychometrically
sound brand personality measure. In this contegtjipus studies tended to rely on either
ad hoc scales or measures of human personalityz{diadt al, 2006). Following Aaker's

(1997) seminal work, however, in which a five-diraem, 42-trait scale of brand

personality was developed and validated, a strebempirical research has started to
emerge (Bauer et al., 2000; Kim et al., 2001; Wgsenal., 2002). None of these studies,

however, has sought to examine whether (and hoav)dopersonality affects lubricants.

Locally, only one study has been done on brandopefgy. Wanjau (2001) did an
empirical investigation of the extent of usage k&ra personality in brand positioning in
the lubricants market and found that advertising wansidered as the most important
factor in the brand positioning. Other related sadinclude Mbiuki (2007) who
conducted a study on the effects of perceived tyuain brand choice the case of
lubricants for passenger cars in Westlands anddfobiat the brands that were perceived
to be of high quality performed better than the.ré&n the other hand, Kinoko (2008)
who conducted a study on competitive strategieptadoby primary lubricant marketers
in Kenya and found that among the most widely ustedtegy was the application of
brand equity. Further, studies focusing on the Mat@and Matatu industry include
Mwaura (2002) who did a survey on perceived sergoality whose focus was on
Matatu industry. Muchilwa (2004) did a study on Btatoperators responses to changing

government regulation in Kenya which was a cas#afatu owners in Nairobi, while



Mumenya (2005) carried out a survey on perceptiprstakeholders of the new traffic

regulations in Kenya; A case of Matatu operato @mmuters in Nairobi.

To the best knowledge of the researcher, no stadybeen done on the effectiveness of
brand personality on choice of lubricants in thetdia industry with a specific reference
on Nairobi-Nyeri Route in Kenya. A knowledge gapréfore existed and it is this gap

that the researcher sought to fill through thisigtu
1.3 Objectives of the Study

The main objective of this study was to investighie extent to which brand personality
was used in the positioning of lubricants in thetdia industry with a specific reference

to Nairobi-Nyeri Route.
The specific objectives of this study were:

i. To determine how brand personality in lubricantiisated in the Nairobi-Nyeri
Route in Kenya.
ii. To determine the effect of brand personality orritdnts in the Nairobi-Nyeri

Route in Kenya.
1.4 Importance of the Study

While this study may be of value to any personriggied in branding, it is anticipated

that its findings will specifically benefit the folving groups of people.

Matatu sector will be in a position to utilize thesearch findings and recommendations

from the study to nurture and develop high equtythe brands.



Academicians- the study is expected to contribotthé existing literature in the field of
marketing, specifically in brand equity. Future sleins can use this research as a basis for

further research in the area of brand equity.

Consumers of petroleum sector products — The stiflyenlighten consumers and
general public and therefore lead to quality inwel of petroleum sector services to the

benefit of clients and the general public.

Definition of Terms

Matatu This means the small buses and pickups that operate as passenger vehicles

in Kenya.



CHAPTER TWO: LITERATURE REVIEW

2.1 Introduction

This chapter discusses the past study on brandneity. The specific areas covered
here are brand personality; brand personality aseasure of core brand valuations,
measuring brand personality, effects of brand pextly of lubricants, consumer trust,

consumer commitment, brand familiarity and brandge

2.2 Brand Personality

Brand personality is defined as “the set of humaracteristics associated with a brand”
(Aaker, 1997). A distinctive brand personality chelp create a set of unique and
favorable associations in consumer memory and builsl and enhance brand equity

(Keller, 2003; Johnson et al., 2000; Phau and Raaqn).

Extant brand personality research is currentlynsiten the above questions. Moreover,
answers cannot be found by reviewing the findingshe brand extension literature.
Despite the impressive number of investigationghis area (Ahluwalia and Gurhan-
Canli, 2000; Barone et al., 2000; Bottomley anddeal, 2001), brand personality has not
been studied as a dependent variable in brand satestudies. Instead, the focus has
been on consumer evaluations of the extensiorf {i<etler and Keller, 2005), attitudes
towards the core (that is, parent) brand (Kell&93 Swaminathan et al., 2001), and
economic outcomes such as market share (Reddy, €t984), profit maximization and

cannibalization effects (Reddy et al., 1994; Loraag McWilliam, 2001).

The literature does, however, raise the idea thamd personality may be affected by
brand extensions. Keller's (2003) seminal work ffies those associations that

consumers have with a brand which go to make updokamowledge and, subsequently,

10



brand equity. Of particular interest to this resbaire associations from product
attributes (for example, Fairy is associated wehtfgness) and non-product attributes. In
this context, while a substantial body of reseahds shown that product-related
associations are indeed affected by brand extemsidohn et al., 1998), there is no
empirical research into how non-product relatedo@ssions (such as a brand's

personality) are affected by brand extension agtivi

Branding is the process of creating a brand imhge éngages the hearts and minds of
customers and is what separates similar produmts éach other (Duncan, 2005). Brands
have been the focus of attention in the marketitegature. Studies have focused on
brands as a source of sustained competitive adyanb@and identity; brands as an image
in the minds of consumers, brands as value systerasds as added value (Keller, 2003;
Wood, 2000). Positioning a brand through an imagéding campaign has been a

cornerstone of brand marketing practice.

Since, the concept of brand personality emerged thvee decades ago, there has been a
burgeoning interest in the subject among markedivedemics and practitioners (Freling
and Forbes, 2005). Consumers have no difficulty sstently assigning human
personality traits to brands, and therefore tha i@t brand personality contributes in a
meaningful way to the consumer brand relationshigentral to developing a sound brand
strategy (Hayes et al., 2006). The perception esiee consumer's mind feeds back to
brand management, so that it is important for m fio deploy its brand strategically

(Wong and Merrilees, 2005).

According to Hogan (1991), the term “personalitydshhad two completely different
meanings throughout psychology's history as apulisei. The first connotation concerns

an individual's internal processes and propensiigshelps to explain why they act in a

11



particular way; in this sense, personality is in&¢rand must be inferred. In simple terms,
this view of personality corresponds to a simpiehdt | say about myself”. The second
meaning concerns one's social reputation or thenerain which a person is perceived by
others, such as family, friends, co-workers andgbblic. In this sense, personality is
public and verifiable; it is concerned with the amb of esteem, regard, and status

accorded a person by outsiders.

The notion of brand personality results from trangfer of the personality concept from
individual psychology to the marketing context. Tdmsumption thereby is that brands,
like individuals, can develop personalities that imdeed similar in their characteristics to
human personalities (Aaker, 1997). In this papee e@oncentrate on how a brand
personality is communicated by means of a web Bitthe literature, brand personality is
often discussed with clear reference to produadsarate brands, or even countries but
not how this is communicated online. Researchimdhea is important because for many
SMEs, the internet has become one of the most if@mpbitools in their marketing

communication toolbox. In contextualizing this studnd taking into consideration

Aaker's (1997) definition, brand personality is weel as the “the set of human

characteristics associated with a particular beamdihow these are communicated.”

2.3 Brand Personality as a Measure of Core Brand Ealuations

Brand personality supports the identification af tonsumer with his/her brand and thus
increases the personal meaning of a brand for dimidual. The reason why consumers
perceive brands as having personalities is para efider process of building or re-
affirming their own self-concept (Aaker, 1997). fSabncept is defined as “the totality of
the individual's thoughts and feelings having refiee to himself as an object” (Kotler

and Keller, 2005) and research has suggestednttiatduals tend to relate brands to self-

12



concepts. Individuals will accept brands with imagemilar to their perceived self-
concept and reject brands with images dissimilah&r self-concept. Brands, therefore,
have a personality that users value beyond funaktiomlity and consumers will use
brands as symbolic devices to explain and express bwn particular personality.
Porsche, for example, has a personality that idisbpated and exciting, Nike has a

rugged personality, while IBM's personality is miecompetence (Keller, 2003).

Brand personality is an essential component ofarage that helps create brand equity
(Batra et al., 1993; Biel, 1993). Van and Alba (@P&uggested that brand image
consisted of three essential features: physicabatés (such as, color, components);
functional characteristics (such as, cleans thenesfsystems more effectively); and

characterization (energy saving, wear and tear).

This latter characterization process was termeddersonality. It is well known that
the introduction of brand extensions can have pesior negative effects on a core
brand's image and subsequent equity (Swaminathaal.,e2001). Given that brand
personality constitutes an essential part of briamage, extending the brand may well

impact on the brand's personality dimensions.

A word of caution is warranted at this stage: umljxrevious measures of core brand
evaluation which enable the detection of “positi{#iat is, core brand enhancement) and
“negative” (core brand dilution) extension effe@luwalia and Gurhan-Canli, 2000), a
monotonic interpretation of brand personality digiens is neither possible nor
appropriate. For instance, an increase in “ruggesintollowing the introduction of an
extension could be positive or negative, dependinghe salience of ruggedness as a
dimension in defining the (original) personality thie particular brand in question. As

Keller (2003) points out, many brands will not wighbe strong on some dimensions as

13



they conflict with other dimensions. For exampleSHN has a rugged personality
(reflecting its sports focus) but is weak on thelsstication dimension (in line with its

mass market focus).

This highlights an important issue when consideriiagtors affecting a brand's
personality: it is not sensible to consider all reases (decreases) on personality
dimension scores as strengthening (weakeninguttrechnt brand. This is because brand
personality is a profile multidimensional constr{idincan, 2005), in that its dimensions
cannot be combined algebraically. Its conceptuslineais similar to human personality,
for which “it is theoretically meaningless to algeically aggregate introversion and
conscientiousness to represent how strong the peigoof a person is. Thus, the “ideal”
personality of a brand will depend on the brandskat and its positioning within that
market: for example, Advil (pharmaceutical drug)lvaresumably be unconcerned by
being viewed as unexciting, K-Mart will be unsusged by its lack of sophistication, and
Oil of Olay and Revlon will be most pleased thatlare not viewed as rugged (Keller,

2003).

In light of the above, when examining the impacteafensions on brand personality,
changes in the latter must be interpreted as a fioatibn of the original brand

configuration (or profile) along the five brand penality dimensions. Post-extension
evaluative statements regarding an “enhanced” itut&dl” brand personality can only be
made under specific assumptions as to the desiyabilthe original (i.e. pre-extension)

positions on each of the five brand personalityatisions. As the latter are clearly brand-
specific, it follows that the interpretation of anghanges in brand personality

configurations as “positive” or “negative” mustalse brand-specific.
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2.4Measuring Brand Personality

Several measures of personality of brand elemerisbe employed (Sunde and Brodie,
2005). Choosing the appropriate measure dependbeorelative importance of brand
awareness for consumer behaviour in the categadytlaa resulting role it plays to the
success of the marketing program for the brand.dxample, if research reveals that
many consumer decisions are made at the pointiahpse where the brand name, logo,
packaging, and so on will be physically present waistble, then brand recognition and
visual awareness measures will be important. Baesh reveals that consumer decisions
are mostly made in other settings away from thentpoi-purchase where the brand
elements are not physically present, on the otldhthen brand recall and verbal

measures will be more important.

The appropriate measurement of existing brand petty imagery has been studied for
over twenty years (Plummer 1984. Researchers hawe ngaturally sought to develop a
valid and reliable measurement (survey) instrumeftbrand personality that is
generalizable enough to be usable across varioodupr categories and consumer
segments, drawing on the extensive literature omamu personality (Beldona and
Wysong, 2007), but going beyond it where neces@ayra, Lehmann and Singh 1993).
The measurement instrument used most often recentlye one developed by Aaker
(1997). In her extensive development of this imsteat, she sought to develop scales
“generalizable across product categories” (Aakéd7)9by having 631 respondents rate
each of 37 brands on 114 personality traits - wikse brands being carefully selected to
represent a broad array of product/service categoa few brands per category. She
factor analyzed the between-brand variance afteraging the scores of each brand on
each personality trait across multiple respondentther words, the data matrix she

factor-analyzed was based on pooled data from 3hdsr across multiple product
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categories. Using this aggregated category/brangixnahe found five factors, labeled
Sincerity (sample item: honest), Excitement (dgringCompetence (reliable),

Sophistication (upper-class), and Ruggedness (Jough

It is widely acknowledged that “most of the reségpapers on brand personality are now
based on Aaker's scale” (Azoulay and Kapferer 200@ugh her scale is not without its
critics. It has been criticized on conceptual gasjnwith some critics questioning
whether the aspects being measured truly reprégergonality” (Azoulay and Kapferer
2003; Caprara, Barbaranelli and Guido 2001). Erogilsf, some others have complained
that it does not replicate well in other countrdesl consumer samples, especially when it
is used to gauge within-category brand personalifferences (Siguaw and Mattila
Austin, 2003). Importantly for present purposedhas also been pointed out that some
brand personality scale items (those of Aaker 1887 also others) appear, depending on
the category, to pick up functional product catggoharacteristics rather than brand
personality ones. Thus in one study the brandsdraighest on “energetic’ were
energizer drinks, while the item “sensuous” was thassociated with ice cream brands.
Given the well-known phenomenon of “concept x séateraction” in the literature on
measurement by scales such as semantic diffegniiails not surprising that certain
brand personality measurement items (in Aaker'tescar others) might mean different

things in different product categories (CaprarapBeanelli, and Guido 2001).

There is, however, another intriguing and importaogsible substantive explanation for
these “category interaction” results: that entirodoct categories such as alcoholic
beverages (or sub-categories such as beer or wiaelimply brands within them, also
are perceived to possess a “personality.” Thisangiion may in fact complement the
measurement explanation provided above. Levy (198@te “a primary source of

meaning is the product (category) itself,” pointimgt that within the beverage category
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liqueurs connote discrimination, while wine symbkeB snobbism, beer sociability and
democracy, soup tradition, and juices virtue. Cstesit with his ideas, Domzal and
Kernan (1992) found that ads for most beers typidaibhlighted friendship and social
consumption, while liquor ads stressed solitudiaxedion, extroverted festivity, as well
as status communication. Levy (1981, p. 55) higitkd how user stereotypes - a
common source of brand personality (Keller 1998jffer for specific food categories:
chunky peanut butter for boys, but smooth peantiebior girls; lamb chops and salads
for women, steaks for men. Other researchers ssdtaatman (1991) have also noted
that consumers appear to have a “schema” for diffecategories, clusters of inter-
connected emotions, facts and perceptions storeteimory as a unit. Durgee and Stuart
(1987) found that consumers associate “fun” wite #ntire ice-cream category. Batra
and Homer (2004) report finding potato chips ratgate “fun” than expensive cookies,

which were rated as more “sophisticated and classy.

2.5 Effects of Brand Personality of Lubricants

2.5.1 Consumer Trust

The concept of brand personality offers a major agenial advantage in that it can
impact the relation that a consumer has with adi@outeron, 2008) and explain that
consumer's behaviour (Azoulay and Kapferer, 200Bus that concept clearly offers a

new prospect for brand management and performantte ifield of relational marketing.

Trust is a key concept in the field of relationahnketing as without trust there is no
stable and lasting relationship (Gurviez and Kaaclt#002). Nonetheless, the nature of
trust is debated in the literature. It can be saera belief, a will or a presumption.

Gurviez and Korchia (2002) thus indicate that thhars mobilise cognitive, affective or
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conative dimensions to define trust in the brarfter€ is also the issue of the number of

dimensions to be used: is it a uni-dimensional oltidimensional construct?

In this research, the definition of trust proposgdGurviez and Korchia (2002) will be
used as it considers trust, as do most marketindjest, as a multidimensional construct
and more specifically, three-dimensional: “trustttre brand, from the consumer's point
of view, is a psychological variable that refleatset of aggregated presumptions relating
to the credibility, integrity and benevolence thia¢ consumer ascribes to the brand”.
According to this definition, the brand will be dible if it can meet the performance
expected by the consumer. The brand will be ofgrite if it keeps its promises regarding
the terms of the exchange and if its discourse, lmoad meaning, is perceived as being
honest. Lastly, the brand will be benevolent iisitlastingly perceived as taking into
account consumer's interests. Gurviez and KorcR@02) indicate that it is the

combination of those three dimensions that detesmaonsumer's level of trust.

2.5.2 Consumer Commitment

In the field of marketing, the concept of commitmbas been considered in many areas,
including consumer behaviour (Bodet, 2005), whielufted in many definitions, yet
none so far has been commonly accepted. Accordiidprgan and Hunt (1994), there is
relational commitment when an exchange partneebed that a current relationship with
another is important enough to deserve as muchtefégossible to maintain it. Thus, the
committed party believes that it is worthwhile t@w on the relationship to ensure it
goes on forever. Bozzo et al. (2003) indicate tet committed consumer will be
prepared to make short-term sacrifices to protéet durability of his long-term

consumption.
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In order to complete the previous studies relatmghe link between brand personality
and commitment, this research distinguished twoesymf commitment: affective
commitment and continuance commitment, also calEabnitive or calculated
commitment (Keller, 2003). The normative commitmeaérived from organisational
psychology research, is indeed less relevant whedyisig the existing relationship

between a brand and a consumer (Fullerton, 2005).

Affective commitment is based on shared valuesytifieation and attachment (Bansal et
al., 2004). Intuitively, affective commitment wile the core of the relationship between a
consumer and a brand as consumers relate witha@nohvolved in, most of the brands
they consume on a regular basis (Fournier, 1998ecfive commitment explains the
process whereby a consumer is loyal. He has a fabtauattitude to and is a frequent

buyer of the brand (Fullerton, 2005).

Continuance commitment originates in the lack derakte options offered to the
consumer and in the costs of changing. When consuare committed in a calculated
manner, they are linked to their partner becausedifficult for them to exit the relation
or because they see few alternate options outs@estisting relation. The potential loss
of something that is valuable to the consumerkisyafeature of continuance commitment
(Fullerton, 2003, 2005). Lastly, Darpy and VolleOQZ) stress that if the cognitive
dimension (continuance commitment) is linked to aqymistic behaviour and to search
for more valuable options, affective commitmennsiates a real identification between
the partners and attachment comparable to friemadéfionships.

Recently, several authors highlighted the significgositive influence of brand
personality, in terms of overall personality ortla¢ more specific level of personality
traits, on brand commitment, without differentigtimaffective commitment from

continuance commitment. Ben Sliman et al. (200%9w&d that the Reassuring brand
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personality trait has a significant positive infhee on commitment. Ambroise et al.
(2005), in terms of overall personality, indicatédt it has an influence on commitment
even if it is not true for all product categoriesdaf the sign of the relation depends on

consumers' level of involvement in the categorprafducts.

2.5.3 Brand Familiarity

Brand personality assessments are expected to feeteaf by consumers' brand
knowledge and familiarity (Alba and Hutchinson, IR8n this context, it has been noted
that “the degree to which consumers believe théraamd possesses personality traits
relevant to its performance appears to be relatedotv well they ‘know’ the brand”

(Hayes et al., 2001). Accordingly, and consisteith wrior extension research (Klink and

Smith, 2001), we incorporate brand familiarity asoatrol variable in our study.

Many studies have tried to distinguish between gmsthasing behavior and brand
loyalty and it has been suggested that brand pyatiudes some degree of commitment
toward the quality of a brand, that is a functidrboth positive attitudes and repetitive
purchases and yet is a separate construct froraraatititudes or habit. Further, studies
have tried to operationalize brand loyalty by measu the factors that underlie

disloyalty, as suggested by Jacoby and ChestniBj1@ccordingly, phenomena such as
price loyalty, variety seeking and multibrand ldyalwhich have been noted by both

practitioners and academics, have been includeegetive indicators of brand loyalty.

Brands vary in the amount of power and value thayehin the marketplace. At one
extreme are brands that are not known by most usérthe other extreme, there are
brands for which buyers have a fairly high degrébrand awareness. (Aaker, 1991, p.
61) defines brand awareness as “the ability ofpibiential buyer to recognize and recall

that a brand is a member of a certain product cayggAccording to Keller (2003),
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brand awareness plays an important role in consa@esion making by bringing three

advantages; these are learning advantages, caasiteradvantages, and choice
advantages. Customer-based brand equity occurs thleeconsumer has a high level of
awareness and familiarity with the brand and hsloisie strong, favourable, and unique

brand associations in memory.

Brand awareness is related to the strength of thedbin memory, as reflected by

consumers’ ability to identify various brand elernefi.e., the brand name, logo, symbol,
character, packaging, and slogan) under differentitions. Brand awareness relates to
the likelihood that a brand will come to mind ame tease with which it does so given

different type of cues.

By applying these direct and indirect measures raintd recognition, marketers can
determine which brand elements exist in memory amdsome extent, the strength of
their association. One advantage to brand recognitieasures versus recall measures is
that they can be used in any modality. For exampdeause brand recognition is often
visual in nature, visual recognition measures canulked. It may be difficult for
consumers to describe a logo or symbol in a reaak either verbally or pictorially but
much easier for them to assess the same elemesusllyi in a recognition task.
Nevertheless, brand recognition measures onlyyrgatbvide an approximation as to
potential recallability. To determine whether thrarid elements will actually be recalled

under various circumstances, measures of brant szeanecessary.

Besides being judged as correctly recalled, brawhlr can be further distinguished
according to order, as well as latency or speedeoéll. In many cases, people will
recognize brand when it is shown to them and eitlatl it if they are given a sufficient

number of cues.
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Thus, potential recallability is high. The biggssue is the salience of the brand -- do
consumers think of the brand under the right cirstamces, e.g., when they could be
either buying or using the product? How quickly they think of the brand? Is it

automatically or easily recalled? Is it the firsaihd recalled?

2.5.4 Brand Image

Building a global brand is the aspiration of alt@uotive companies. To help understand
the many facets of a brand we turn to the conceptamd personality. Briefly, the theory
is that brands are inanimate objects, yet consuwoiges view brands as having human
characteristics, in essence, creating a brand paliso(Aaker, 1996, Aaker, 1997, Batra
et al., 1993, Biel, 1993). Much like human persipabrand personality can be thought
of as a relatively enduring predisposition abopr@duct's image or trait characteristics.
Aaker's (1997) seminal work and extensive brandsquelity research led to the
development of a valid and reliable construct cénlok personality on a number of
dimensions. The dimensions of brand personalitypased on 42 items and consist of the
five dimensions: sincerity, excitement, competesoghistication and ruggedness. In this
research we use the concept of brand personatlity,its five related dimensions, to
capture the effects of country of the brand (COBJ aountry of manufacturing (COM)
on the perceived similarities and differences ofveli@oed country consumers'
perceptions. We chose brand personality for thesesans: First, the multidimensional
nature of brand personality allows us to captufferint facets of a brand. Second, brand
personality is a valid and reliable measuremenstant across respondent samples and
product categories and widely accepted as an impbrbrand-related construct in
consumer marketing research. Third, brand perdgnialian important component of a
brand and essential for effective brand manageifeker, 1996) and both practitioners

(Biel, 1992) and researchers emphasize the impmtahbrand personality.
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Brand awareness is an important first step in mgidorand equity, but usually not

sufficient. For most customers in most situationther considerations, such as the
meaning or image of the brand, also come into playe vitally important aspect of the

brand is its image, as reflected by the associgtibat consumers hold toward the brand.
Brand associations come in many different forms aad be classified along many

different dimensions. Consistent with the laddemogcept described above, it is useful
to make a distinction between more "lower-level'hsiderations related to consumer
perceptions of specific attributes and benefitswermore "higher-level" considerations
related to consumer responses and their judgmadtéealings toward the brand. There is
an obvious relationship between the two levels @assgmers' responses typically are a

result of perceptions of specific attributes andefiégs about the brand.
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CHAPTER THREE: RESEARCH METHODOLOGY

3.1 Introduction

Research methodology is defined as an operatioaaework within which the facts are
placed so that their meaning may be seen morell€dnis chapter will present the
methodology that was used to carry out the studie dhapter considered in details the
methods used to collect any primary data or seayrifgta required in the study. It also

discussed the research design, population sizeangle used.

Once data had been collected the chapter discussedhis data was analyzed giving
details of any models or programs to be used iflyaisawith reasons as to why these

particular models or programs were used.

3.2 Research Design

A research design is defined as the arrangemettrafitions for collection and analysis
of data in a manner that aims to combine relevancpurpose with the economy in
procedure. The research design that this study wseda descriptive survey design. A
descriptive study is concerned with determining tregiuency with which something
occurs or the relationship between variables. Tiésign is where background,
development, current conditions and environmentgkractions of one or more
individuals, groups, communities, businesses otitiri®ns is observed, recorded and
analyzed for stages of patterns in relation torirdkand external influences. This design
was considered appropriate since only matatu sesoe used for the study on creation
and application of brand personality in lubricantswas also appropriate because an in-

depth and comprehensive inquiry was conducted.
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3.3 Population

The target population of this study was all thevehis of matatus in Nairobi-Nyeri Route.
The study choose the drivers as the focus of tngystince it's them that were involved
in each and every step of the matatu servicing lumg lubricants; hence they were
conversant with all the lubricants and proceduregleyed. This comprised of 721
drivers of the four major route SACCOs that incl@MK, 4N.T, Nyeri-Shuttle, Prestige

Shuttle.

Table 3.1: Target Population

Route SACCOs Population Frequency Percentage (%)

2NK 298 41.3
AN.T 204 28.3
Nyeri-Shuttle 138 19.1
Prestige Shuttle 81 11.2
Total 721 100.0

Stratified random sampling was used to select #mpse size. A random sample is the
one where each and every driver has the chanceiof chosen. The study used simple
random sampling as it was appropriate since theulptipn of study was homogenous
and they were assumed to have equal knowledgeeosutbject under study. Statistically,
in order for generalization to take place, a sangblat least 30 must exist (Cooper and
Schindler, 2003). Moreover, larger sample minimezeors. Kotler (2001) argues that if

well chosen, samples of about 10% of a populatam aften give good reliability. From

the possible 721 target population a sample of Y% chosen using stratified random
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sampling. This ensured that every driver had araleghance of being selected. This

generated a sample of 72 drivers for the purposieeo$tudy.

Table 3.2: Sample of the Study

Route SACCOs Population Sample Sample
Frequency ratio

2NK 298 0.1 30

4AN.T 204 0.1 20

Nyeri-Shuttle 138 0.1 14

Prestige Shuttle 81 0.1 8

Total 721 0.1 72

3.4 Data Collection

Both primary and secondary data were used for todys Primary data is facts,
assumptions or premises obtained directly fromfiblel. Secondary data is applied to

facts, assumptions and premises contained in tbgndentary sources.

Primary data was collected using semi-structuredstionnaires to the drivers, while
secondary data was in form of literature reviewe Tquestionnaire was designed to
address the research questions. The questionnagealiwided into two sections; A & B.

Section A addressed the general information abloetréespondents and the industry.

Section B addressed the main issues in order toresponses to the research questions.

The researcher personally administered the reseprestionnaires to the drivers and the
guestionnaires were then collected after two wegksintroductory letter accompanied

the questionnaires so as to give authenticity eoréisearch and explain the purpose of the

26



survey. After the period of returning the questiaines elapsed, the researcher followed

up by reminding the non-respondents about the itapoe of their input in the survey.

3.5 Data Analysis

Data analysis is the whole process, which startméddiately after data collection and
ends with the interpretation and processing of ltesBefore processing the responses,
the completed questionnaires were edited for com@péss and consistency. The data was
entered and coded into the Statistical PackageSémial Sciences (SPSS) version 12.
Mugenda and Mugenda (1999), explains that SPSS t®mprehensive, integrated
collection of computer programme for managing, yriag and displaying data. Data
was then analyzed using descriptive statistics siglpercentages, averages and mean
scores. The findings were presented using tablesclparts, and bar graphs for easier
interpretation. Content analysis was used to detawas qualitative in nature or aspect of

the data collected from the open ended questions.
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CHAPTER FOUR: DATA ANALYSIS, RESULTS AND DISCUSSION

4.0 Introduction

This chapter presents analysis and findings of shely as set out in the research
methodology. The data was gathered exclusively fopmastionnaire as the research
instrument. The questionnaire was designed inwith the objectives of the study. To

enhance quality of data obtained, Likert type qoast were included whereby

respondents indicated the extent to which the kesawere practiced in a five point
Likerts scale. The data has been presented in dbpantitative, qualitative followed by

discussions of the data results.

4.1 Respondents’ demographic characteristics.

4.1.1 Response Rate

The study targeted 72 respondents in collecting.d@¢sults in table 4.1 below, show that
60 out of 72 target respondents, filled in andmedd the questionnaire contributing to a
83% response rate. This response rate was goodegmesentative and conforms to
Mugenda and Mugenda (1999) stipulation that a mespoate of 50% is adequate for
analysis and reporting; a rate of 60% is good amdsponse rate of 70% and over is
excellent. This commendable response rate was raadeality after the researcher
engaged research assistants to administer the@uestes. This survey can therefore be

said to be successful.
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Table 4.3: Response Rate

Response Rate Frequency Percentage
Responded 35 83
Not responded 8 17
Total 43 100

Source: Survey Data, (2010)
4.1.2 Matatu Cartel/ SACCO
The study went further to establish the Matatu €ant SACCO’s which the respondents

operated from. Results presented in figure 4.1 vbeghhows that majority of the
respondents worked in 2NK SACCO comprising 40 pareéile 30 percent worked in
ANT SACCO. 20 percent worked with Nyeri Shuttle t€bwhile 10 percent worked with
Prestige shuttle.

Figure 4.1 Matatu Cartel/ SACCO

Prestige Shuttle EIO
wyerishuttie | (N 20

4AN.T

2NK 40

0 10 20 30 40

Source: Survey Data, (2010)
4.1 3 Age bracket

The study further established the age bracketeofébpondents. The study revealed that a
majority of the respondednts were between ages 30 tomprising 50 percent followed
by 23 percent who were between ages 21 to 30 ykapercent were between ages 41 to

50 years while 7 percent were below 20 years.
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Table 4.2 Age bracket

Frequency Percent
Below 20 years 4 7
21-30 years 14 23
31-40 years 30 50
41-50 years 10 17
Over 50 years 2 3
Total 60 100

Source: Survey Data, (2010)
4.1.4 Highest formal education

Further, the study inquired on the highest formdliaation of the respondents. Data
revealed in figure 4.2 shows that most of the radpats had Certificate and diploma
level of education comprising 48 percent while #4gent had secondary school level of
education. 6 percent had university degrees whilg @ percent had primary level of

education

Figure 4.2 Highest formal education

University degree
6%

Primary school
2%

Certificate/diploma
48%

Secondary school
44%

Source: Survey Data, (2010)
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4.1.5 Major routes the matatus operated in.

The study inquired on the various routes that tla¢atn’s operated in. The respondent’s

cited Nyeri-Nairobi, Nyeri-Nakuru, Nakuru- Nyeriutes and Nairobi- Thika routes.

4.2 Brand Personality

The study went further to inquire whether the resfemts had a procedure of measuring
or evaluating the impact of brand personality diricant brands for the vehicles. Data
revealed in table 4.4 showed that a majority ofréspondents did not have a procedure

of measuring or evaluating the impact of brand qeaity of lubricant brands.

Table 4.3 Presence of procedure of measuring or duating the impact of brand
personality of lubricant brands

Frequency Percentage
Yes 15 25
No 45 75
Total 60 100

Source: Survey Data, (2010)

Further, the study inquired the extent of agreenoenhow various factors affected the
effectiveness of brand personality for matatu lcdmis. Data was analyzed using a scale
of 1 to 5 where 1 is to a least extent and 5 i1 tgreatest extent. The results were
presented in means and standard deviation. Refepisted in table 4.4 shows that most
respondents cited that consumer commitment affedtedd effectiveness of brand
personality for matatu lubricants to the greatestr® as was shown by a high mean of
4.8 followed by brand image shown by a mean ofah@ brand familiarity shown by a
mean of 4.5. The least cited factor that affectedeffectiveness of brand personality for

matatu lubricants was consumer trust shown by ailamean of 4.23.
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Table 4.4 Extent of agreement on how various factsraffected the effectiveness of

brand personality for matatu lubricants

Factor Greatest | Great | Moderate Less Least | Mean | Std
extent extent | extent extent | extent dev

Consumer 31% 50% 5% 4% 3% 4.233 7788

trust

Consumer 44% 28% 7% 7% 14% 4.800 .5508

commitment

Brand 67% 10% 7% 10% 6% 4500 1.106

familiarity

Brand image 63% 20% 10% 4% 3% 4.666 .6064

4.2.2 Extent various factors are important in brandpersonality of lubricants.

This section aimed at establishing the extent warifactors were considered important in
brand personality of lubricants. Data was analyzgidg a scale of 1 to 5 where 1isto a
least extent and 5 is to a greatest extent. Thdtsesere presented in means and standard
deviation. Results presented in table 4.5 shows itiast respondents cited hygiene,
efficiency, price and brand name, packaging ane lag the major factors that were
important in brand personality of lubricants as whewn by high means of 4.9, 4.8 and
4.6 respectively. The least important factor wasmaaical durability shown by a low

mean of 3.8.
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Table 4.5 Extent various factors are important in lmand personality of lubricants.

Factor Least | Less Moderate | Great | Greates| Mean | Std
extent | extent | extent extent | t extent dev
Quality 3% 7% 3% 17% 70% 4.560 .8172
Price 3% 3% 7% 3% 84% 4.866 5074
Efficiency 3% 3% 3% 13% 76% 4.866 3457
Hygiene 3% 3% 3% 7% 82% 4.993| .2537

(cleanliness)

Mechanical 7% 10% 33% 27% 3.800 .9247
durability
Brand name| 3% 3% 3% 17% 73% 4.666 . 7587

packaging and

logo

4.2.3 Extent various aspects of brand personality fiect creation of brand
personality of lubricants for Matatus operating along Nairobi-Nyeri.

In this section, the study aimed at establishing é&xtent various aspects of brand
personality affect creation of brand personalityulifricants for Matatus operating along
Nairobi-Nyeri route. Data was analyzed using aesoéll to 5 where 1 is to a great extent
and 5 is to a least extent. The results were ptedeén means and standard deviation.
Results presented in table 4.6 shows that mosbnelgmts agreed to a great extent that
wear and tear was the major aspect considereatiezted creation of brand personality
of lubricants shown by a low mean of 1.11, followey energy saving shown by a
mean of 1.5 and functional characteristics (sughcksnliness, efficiency) shown by a
low mean of 1.6, brand knowledge shown by a meah.@f The least cited aspect was

market share of the brand shown by high mean &.3.2
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Table 4.6 Extent various aspects of brand person&)i affect creation of brand

personality of lubricants for Matatus operating along Nairobi-Nyeri.

Factor Mean Std dev
Functional characteristics (such as, cleanlindfisjency) 1.6136 |.7866
Energy saving 1.5682 | .3463
Wear and tear 1.1136 | .5467
Type of the lubricant brand (by producer company) .0682 .5865
.Market share of the brand 3.2955 9776
Brand extensions 2.1136 .6543
Brand knowledge 1.9545 4344
Advertising of the lubricant brand 2.0000 .9898
Physical attributes (such as color, componenth@flubricant .3454
brand 2.454

4.2 4 Extent various factors were considered when buymlubricants

The study went further to establish the extent wiuch the respondents considered
various factors when buying lubricants se a schleto 5 where 1 is to a least extent and
5 is to a greatest extent. Results from the stiidyved that most respondents considered
that the lubricant helped in engine performance,ltiioricant helped increase life of the

car, consistency in quality, the engine receivertqmtion against engine deposits and that
the engine received protection against heat sasshe major factors considered when
buying lubricants shown by high means of 4.8, /@ 4.6 respectively. The least cited

factors considered when buying lubricants were dhgt to reduced fuel consumed fewer
harmful exhaust emissions were produced and tleagrnigine received protection against

starting friction shown by a low mean of 2.8 andl &spectively.
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Table 4.7 Extent various factors were considered vem buying lubricants

Factor

Least

extent

Less

extent

Moderate

extent

Great

extent

Greatest

extent

Mean

Std

dev

Due to reduced fue

consumed fewe

harmful exhaust

emissions are

produced

115%

r

4%

31%

31%

4%

2.844

1.0

The engine  will

receive protection

against starting

friction

3%

7%

75%

13%

3%

3.000

.25]

A good grade of oi
help  reduce fue

consumption

9%

3%

39%

10%

39%

3.739

.81

The engine  will
receive protectior

against wear

5%

N

14%

20%

7%

54%

4.00d

11

The engine  will
receive protectior

against heat stress

10%

N

4%

7%

25%

54%

4.035

71.400

The engine  will
receive protectior
against enging

deposits

3%

N

A%

4%

3%

19%

71%

4.714

46

Consistency in quality

4%

4%

7%

10%

75%

4.778

66118

The lubricant helg
increase life of the ca

5%

[

5%

3%

30%

57%

4.846

.50]

The lubricant helps if

engine performance

n110%

5%

5%

14%

67%

4.866

.345
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4.2.5 Rating of various brand personality factors a far as choice of lubricant is
concerned

The study in this section aimed at establishing riiteng of various brand personality
factors as far as choice of lubricant was conceribeda in this section was analyzed
using a likert scale of 1 to 5 where 1 is to atlexsent and 5 is to a great extent. Results
revealed from the study showed that the major bpserdonality factors as far as choice
of lubricant that were considered included numbleyears the brand had been in the
market (mean of 4.9), proper packaging of the gi@fdeils (mean of 4.8), education by
the sellers about the right lubricants (mean 06} .Brofessional training of staff involved
in selling of lubricants( mean of 4.80) and experce of the staff involved in the selling
of lubricants 4.6. The least cited brand persop#dittors considered as far as choice of
lubricant was concerned were color of the lubrigaaxtkaging and symbol of the brand

shown by low means of 3.8 and 4.0.

Table 4.8 Rating of various brand personality factos as far as choice of lubricant is
concerned

Factor Least | Less | Moderate | Great | Greatest| Mean | Std
extent | extent | extent extent | extent dev

Symbol of the brand 7% 10% 33% 27% 3.800 .9p47

Color of the lubricant 3% 7% 3% 27% 60% 4.060 .8172

packaging

Rate of advertising of 3% 7% 7% 13% | 70% 4.633 .6149

the lubricants

The good name of the7% 3% 7% 13% | 70% 4.633 .6149

lubricants company

Experience of the staff3% 3% 3% 17% | 73% 4.66

involved in the selling

7587

Q)
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of lubricants

Professional training af 3% 3% 3% 20% | 79% 4.800L .4068
staff  involved in

selling of lubricants

Education by the 3% 3% 7% 3% 84% 4.866 .5074
sellers about the right

lubricants

Proper packaging df3% 3% 3% 13% | 76% 4.866 .3457
the grade of oils

Number of years the3% 3% 3% 7% 82% 4,993 .2537

brand has been in th

market

e
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CHAPTER FIVE: SUMMARY, CONCLUSION AND
RECCOMENDATION

5.1 Summary

The study revealed that a majority of the respotsdenrked in 2NK SACCO comprising
40 percent while 30 percent worked in 4NT SACCO. p&ocent worked with Nyeri
Shuttle Cartel while 10 percent worked with Presstuttle. In addition, majority of the
respondednts between ages 31 to 40 comprised Sérpdpllowed by 23 percent who

were between ages 21 to 30 years. 17percent wevedre ages 41 to 50 years.

On the highest formal education of the respondemtsst of the respondents had
Certificate and diploma level of education commgsi48 percent while 44 percent had
secondary school level of education. The study fdead that the various routes that the
matatu’s operated in were Nyeri-Nairobi, Nyeri-Naku Nakuru- Nyeri routes and

Nairobi- Thika routes. On the issue of whether thspondents had a procedure of
measuring or evaluating the impact of brand perggnaf lubricant brands for the

vehicles, the study revealed that a majority ofrfmpondents did not have a procedure of

measuring or evaluating the impact of brand perggraf lubricant brands.

The study found that consumer commitment affected effectiveness of brand
personality for matatu lubricants to the greatestm followed by brand image. The least
cited factor that affected the effectiveness ohtdrpersonality for matatu lubricants was
consumer trust. On the various factors that werpomant in brand personality of
lubricants, most respondents cited hygiene, efiye price and brand name, packaging
and logo as the major factors that were importantbiand personality. The least
important factor was mechanical durability. On tetent various aspects of brand

personality affect creation of brand personalitpstrespondents agreed to a great extent
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that wear and tear was the major aspect considired affected creation of brand
personality of lubricants , followed by energy sayiand functional characteristics
(such as, cleanliness, efficiency) and brand kndgée The least cited aspect was market

share of the brand.

The study established that the various factorsidernsd when buying lubricants were
that the lubricant helped in engine performance,ltioricant helped increase life of the
car, consistency in quality, the engine receivertqmtion against engine deposits and that
the engine received protection against heat sasghe major factors considered when

buying lubricants.

The least cited factors considered when buyingidabts were that due to reduced fuel
consumed fewer harmful exhaust emissions were pextland that the engine received

protection against starting friction.

On the issue of the major brand personality factmasidered as far as choice of
lubricant was concerned, the study revealed tleanhtimber of years the brand had been
in the market, proper packaging of the grade of, @ducation by the sellers about the
right lubricants , professional training of staffvolved in selling of lubricant and
experience of the staff involved in the selling labricants were the major brand
personality factors considered as far as choidalwicant is concerned. The least cited

brand personality factors were color of the lubmigaackaging and symbol of the brand.

5.2Conclusion
The study concludes that there was brand persgnaliubricants in the Nairobi-Nyeri
Route in Kenya. Majority of the consumers wereaated by various factors such as

hygiene, efficiency, price and brand name and pgiokeand logo of the lubricants.
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The study further concludes that brand persondlég an effect on lubricants in the
Nairobi-Nyeri Route in Kenya. Most lubricants hadliatinctive brand personality that
helped create a set of unique and favorable agemtsain consumer memory and thus

build and enhanced brand equity.

5.3Recommendation
The study recommends that for companies to imprdwand personality of
lubricants,there is need to improve brand namey bxgd packaging. This contributes to

brand recognition and visual awareness.

5.4 Area of further study

This study was focused on the effectiveness ohdrpersonality on the choice of
lubricants by Matatu drivers. More research needsetcarried out on other products and
services and in other different institutions. Thén generalize findings and hence pave

way for new policies.
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APPENDICES

Appendix I: Introduction Letter to the Respondents

University of Nairobi

School of Business

P.O BOX 30197-00100

Nairobi.

September, 2010

Dear Respondent,

RE: COLLECTION OF SURVEY DATA

| am a masters’ program student at the Univerdityairobi, School of Business.

In order to fulfill the master’s program requirenten am undertaking a research project
on “THE EFFECTIVENESS OF BRAND PERSONALITY ON THE CHOIC E OF
LUBRICANTS BY MATATU DRIVERS: A CASE OF NAIROBI-NYE RI ROUTE

IN KENYA” .

You have been selected to form part of this stiitherefore, | kindly request you to assist

me to collect data by filling out the accompanyquestionnaire

The information provided will be used exclusivelyr facademic purposes and will be

held in strict confidence. Thank you.
Yours faithfully,

Richard Mathenge

Student

Dr. Mutugu

Supervisor
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Appendix II: Research Questionnaire
Instruction: Kindly answer al the questions by itngkor filling in the spaces provided.
SECTION A: GENERAL INFORMATION

1. Matatu Cartel/SACCO........ccoiiiiiiiiee et

2. Kindly tick on the range in which your age falls

Below 20 years [1]
21-30 years [2]
31-40 years [3]
41-50 years [4]
Over 50 years [5]

3. To date what has been your highest formal quatitc&

Primary school [1]
Secondary school [2]
Certificate/diploma [3]
University degree [4]
Other (specCify.......cccccvvvvnnnnne ) [5]

SECTION B: BRAND PERSONALITY

1. Do you have a procedure of measuring or evaluatirgg impact of brand

personality of lubricant brands for your vehicle?

Yes [] No []
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2. To what extent do the following factors affect tledfectiveness of brand
personality for matatu lubricants? Use a scale tof 3 where 1 is to a great extent

and 5 is to a least extent

Factor 11213(4|5

Consumer trust

Consumer commitment

Brand familiarity

Brand image

Other (SPeCIfY. ..o )

3. To what extent do you consider the following fastas being important about
brand personality of lubricants? Use a scale af % where 1 is to a great extent

and 5 is to a least extent

Factor 1 2 3 4 5

Quality

Price

Efficiency

Hygiene (cleanliness)

Mechanical durability

Brand name, packaging and logo
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4. To what extent do the following aspects of brandspeality affect creation of
brand personality of lubricants for Matatus ope@talong Nairobi-Nyeri Route?

Use a scale of 1 to 5 where 1 is to a great extiedit5 is to a least extent

Factor 1123 14|5

Functional characteristics (such as, cleanlindfisiency)

Energy saving

Wear and tear

Type of the lubricant brand (by producer company)

Market share of the brand

Brand extensions

Brand knowledge

Advertising of the lubricant brand

Physical attributes (such as color, componenthefubricant brand

5. To what extent do you use the following factors wiwelying lubricants? Use a

scale of 1 to 5 where 1 is to a great extent aisd® a least extent

Factor 1 2 3 4 5

A good grade of oil help reduce fuel
consumption

The lubricant help increase life of the cat

The lubricant helps in engine performance

The engine will receive protection against
starting friction

The engine will receive protection against
wear

The engine will receive protection against
heat stress

The engine will receive protection against
engine deposits
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Due to reduced fuel consumed fewer
harmful exhaust emissions are produced

Consistency in quality

6. How do you rate the following brand personality ttas as far as choice of
lubricant is concerned? Use a scale of 1 to 5 whesdo a great extent and 5 is to

a least extent

Factor 1 2 3 4 5

Rate of advertising of the lubricants

Education by the sellers about the right
lubricants

Proper packaging of the grade of oils

Color of the lubricant packaging

Symbol of the brand

Experience of the staff involved in the
selling of lubricants

Professional training of staff involved |n
selling of lubricants

Number of years the brand has been in|the
market

The good name of the lubricants company

THANK YOU FOR PARTICIPATION AND COPERATION!!
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