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Abstract

Service Quality 15 assumed 1o be mstrumental not only in creating consumer-hased
brand equity but also in establishing positive attitude toward the service provider. This
research attempts to investigate the process behind and the extent to which customers”
perceptions on service quality dimensions impact the consumer-based brand equity of
leasing industry in Polonnaruwa district. The main objective of this study was to
investigate the impact of service quality on brand equity with special reference to
leasing industry in Polonnaruwa district. The study was calculated under the stratified
random sampling method among the 200 customers of leasing product uses in
Polonnaruwa district through the structured questioners. The collected data analvzed
through univariate and bivariate analyvsis. Furthermore univariate analvsis included
descriptive analysis and bivariate analysis included correlation and regression analysis.
Research findings shows under that correlation analysis there is a positive and
significant relationship between service quality and brand equity. And also regression
analysis dimensions of responsiveness and assurance have positive significant impact
on brand equity rather than other dimensions. This study confirmed that service quality
leads towards increase of brand equity. The results of this study uselul lor leasing
industry. This study contributes to overcome the problems of service quality in leasing

industry and given a fair idea that brand equity can be achievéd thrl:-y\gh service quality.
e

Key words: Service quality, Brand equity. Tangibility, Reliability, Responsiveness.

i v
Assurance, Empathy, Brand awareness. Brand associati }n"suj":]ﬁ&l‘»'-:d guality and Brand

loxalty. 4 ol &
i 4 v [

. 3 i

o4 v LT .

N i i i

b



Table of Contents

pRrowledoment o consanans i e S e s R s ]
BN OHRGIIBNLS oiiiin i i S v s G s st veven 11
LAst of 1able ....ovoiiiii e e ennenes W
R N TRt s e s B e B A e e

Chapter One Introduction
IR AR O T SN o o s it i i e e R S e o R A R |
1.2 Problem STALEIIENL ......ooeeecs et se ettt st ents e eatsranass e 2
IR BEmE T C T IIBRIIOINRL .o v o oo i s S B S T A F TN iR 3
1.4 Research Objectives OF The Study e iens s
IRt R e G SN v s s e s ]
e et T 1 s e S .
Chapter Two Literature Review
I I NG O s s S s TSSO f
2.2 Service Q}lillil}' ................... s s D R R B R S §
2.2.1 SER‘.v'QL?hL Mmh,l"
2:2.2 The Model Developed by Gronroos fl*??gck} [P o 2 e
23 SE}ViCL&QuaIH}* l]lrﬂr,nxlmnrf L)
DA D REIEBII ottt 2 stsesiodbsisstseas 10

2.3.3 RESPONSTVENIESS 1. ooooeece oottt jlI ____________________ |l

2] AT S OB ..o e eeeeeesseesssseesrrsmen s eeseesseessstsnmmn s oenssmmns e s seeemnsroo ] 2



e T e T T Ve I ORI BT coon i sivrerviniminiris vt msp s s v s e o i i i3
B B b e e O T B s s I s s s 8
AT S T LT T ERAT Y] 11 U PRPO | -
T P I ot B N e s 15
254 Brand Loyalty oot e et e L&

2.6 Relationship between Service quality and Brand equity.......ocoocviiiiinieiinieen, 17

2.7 Chapler SUITHMETY ...ooviicinee it ce e eene e semsaeesaeeensseemassrmnessnessassrnnes | O

Chapter Three Conceptual Framework and Operationalization

3.1 INEPOAUCTION vttt ettt et eene e emee s menn s ene 20

2 Conceptudl Framework of the Study.....cvnminnnnnninnnamsinteasa 20

3.3 Conceptualization of the Research Variables...ooooooiiiiie 21
R T eI TR s s s s S e S B RS 23
3.3.2 Service QUAlITY oot ees D3

R et e R e ICRER i s s s S e e

3.5 Operationalization of variables _~2'w

«
3.5.1 Operationalization of Independent variables............ T T oIl

.

3.5.2 Operationalization ol Dependent "v";;rin.hjp ....... "'\-‘? .............................. 26

3.5 Chapter summary { *',v?f}
Chapter.ﬁﬁur Methodology ' "._.__, i -

4.1 lntmduumnﬁ'iﬁ

S e ey B I . B R R R R 2

4.3 Population and Sampling Procedure i 2B

f:2 sample-and Samphng method.:omnianiiinianuninun s 29

B A T Yoo st ey o S 0 S AT PR S ]

T o o T T 10



b e L G R T o1 oy 1 DRSSP TS 29
451 Measurement of Independent Variable..vvininnnnniniin 30

.

4.5.2 Measurement of Dependent Varable e, 310
4.6 Method of Data Analysisand Evolution ... nmiinnmnini.. 30
4.6.1 Descriptive ANAlVSIS ..o n e )
g line Rearson: Uorelation Ceefficient v mumimnnninanammnsnnianaaand 3l
4.7.1 Correlation SCale ..........covvireeiieie e e e 3l
ST I DIt Re oreSSion ADalyeis. i s s s e R R S e O
4.9 Methods of data evalualion ...t reesns e S
SR ERADIEIEEUTVITATY . coiri bt s s i S e S i L s B e
Chapter Five Data Presentation and Analysis
A BT T 4 1 PR L .
5.2 Demographic Profile of the Sample ..o eesiccicceeaien. 34
Al Benderafihe Sample o it s s 34

522 Age Level of the Samiple ...oooviieeiceere et e 39

s Bdneation Qualification of the Bamiple o smminainim im0
- . - < ’

5.2.4 Oceupation of the Sample ... PR froe B s 36
%, - - : I. : i _}. lI.

sedancome fevel of the SEnple.. B oo 5 s Fzateas 36

R T R
. _ £ . i
sukoiiNghire of the leasitig Facility oo cinnnnnnanadiudsnsiniangn 37

i H i

J

ot o
-
3

5.2.6 Numbers iiJ"f-j,-'.t‘E]]'R dealing of the Sample.... #¥ ke 37
5.3.1 Reliability of Service QUality .o i e sirees e sireraeniens 3B
R L Relabihity of Brand Bquity...onasanrmmnamasmsaiianasin s s a8
5.4 Descriptive statistics for Research Variables ... 39

5.4.1 Deseniptive Statistics for Independent Variables..........oocii 40



5.4.2 Descriptive Statistics for dependent Variables oo 42
e B TR e R o S e S o 3 S OB 44
5.5.1 Correlation results of Tangibles and brand equity. ... 45
5:5.2 Correlation results of Reliability and brand equity ... 45
5.5.3 Correlation results of Responsiveness and brand equily .ooooovvvveiiinnnnn 43
5.5.4 Correlation results of Assurance and brand equity..................46
5.3.5 Correlation resulls o Empathy and brand equity ..o 46
By R | I AT B IR G s S S L A i T s i s 46
5.7 ChAaPLEr SUIMMIATY c.eoiiiiiiii e ee s s ree e r e s s naesrneenineensenee DU
Chapter Six Discussion of Findings
6.1 INTOAUCHION ...t s e e nasa s D )
6.2 Discussion of the Respondents Personal Information.................................51
6.3 Discussion of objective one amd objective TWo i, 32
B ey YTl () O O O N B O . oo im0 B S TS i i 52

&

6.3.2 Discussion of objeciive Wi, 53

i

PRSI SIESIOOGEOBIECHYE ThISE 1o i S s s T e R i

] o “

. s - - « my g . -

6.4.1 Discussion on the relationship between tangibifity:and,brand equity .........53
e g i

6.4.2 Discussion on the relationship between reliApHity ahd brand equity .......... 534

6.4 3 Discussion on the relationship hetween responsiveness ahd brand equity..54
2 ) LS } L1

6.4.4 Discussion on the relationship between asswfances and brand equity.........54

1A
EEh

- 6.4.5 Discussion on the relationship between empathy and brand equity...........

N
A

O S S O O B I B TONAES. ... o osssnmsrie s e e S P R A SR R S

O R A B S IR s s s s S W L T R e A e B

Chapter Seven Conclusions and Recommendations

B o T Tt 4 O |



B e O A B S A S R
T T e e e P e O R i PO PN
REBUTNEr RESCArches.. ... coimvensssssrisiaosinns
it tons of the Study coonumeuaianbainammmiianainasmg
Appendix 01- QUESTIONMAITES 1ooiviiiee et ee s e st s e s e e e et e e ein e nenn

R RER S e S DS CHptl o ssainaiinnanniiibamdinaiianiniimssasd

o
e |

(]
)

Bl

6l



