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ABSTRACT

['he research 1s mainly focus on find the impact ol Actual Self-Congruence and Ideal
Self-Congruence on Emotional Brand Atachment and whether moderating variable
(Product  Involvement, Self-Esteem.  Public Self~Consciousness) moderate  the
relationship between Actual Self-Congruence, Ideal Self-Congruence and Emotional
Brand Attachment. The independent variables are Actual Self-Congruence and [deal
Sell-Congruence. Dependent variable 1s Emotional Brand Attachment. This research s
quantitative research. This research was conducted in Badulla district. The car owners
in Badulla district take as a population of this study and researcher select 225 car owners
as a sample. For the selection of sample researcher use convenience sampling method.
Researcher used standard questionnaire to collect the data from selected sample. For
the analyze part researcher used univariate analysis, bivariate analysis. multiple
regression analysis and moderated multiple regression analysis. Through the analyze
part researcher identify Actual Self-Congruence and Ideal Self-Congruence has a
positive impact on the Emotional Brand Attachment. Actual Self-Congruence 15 most
influencing factor on Emotional Brand Attachment than ldeal Self-Congruence. And
also, there is a positive relationship between Actual Self-Congruence, ldeal Self-
Congruence and Emotional Brand attachment. Afier CL}[iSidgrillg moderating effect it
can be uqnclwﬂ] that, Product Involvement and Public Self=€onsciousness not
moderaling the re]:iii-onship between Actual Self-Congruence and Emotional Brand
attachment. Self~Esteem weakens the relatfonship huiwq:n I;*wluzli Self-Congruence
®
and Emotional Brand Attachment. Product [11»1}[»*&:51';;1111116_. lf.a,nb_]\Ec Sclf-Consciousness
weakens the relationshi p between lden[__ Self-Congruerice ’m;ci Emotional  Brand
S
Attachnient. Sel F—FHLF;:‘ED'I strengthens iL_h-,-_' ;Eluli{mxhip hfls,}een I:t:i'#:ul Self-Congruence

and Emotional Brand Attachment. o : |

Kev Words: Lmotional Brand Attachment, Actual S{:]f—f_".mﬁ‘gmcm:m Ideal Self-
Congruence, Product Involvement, Self-Esteem and Public Selt-Consciousness,

Automotive brands.
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