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Abstract 

 

Consumers prefer a single or a few brands from the bouquet of brands present in a product category for fulfilling 

their needs and wants. Do consumers really prefer a brand, which matches their personality? The consanguinity or 

relationship between consumers' personality and brand personality has been analyzed in this research . 

According to the theories of consumer behavior , consumer behavior is a manifestation of the individual’s 

individuary. The consumer consumes what he thinks fits his style of living and rejects other products and services.  

This research tries to examine the fit between a brand personality and the personalities of its consumers. We 

analyze the performance implications of both the fit of brand personality with the consumer’s actual self (actual 

self-congruence) and the fit of brand personality with the consumer’s ideal self (ideal self-congruence). This 

research aims at understanding the images associated with various brands of Laptops available in the Indian 

market , attempt a classification of the consumers of NIPER Mohali into various behavior groups and match the 

laptop brands with the consumer profiles. 

 The consumer were attempted to be classified into the following seven categories- 

1) Mastermind 2) Supervisor 3) Resolver 4) Nurturer 5) Peace maker 6) Mentor7) Go Getter 

Out of the various brands of laptops available in the market-HP, Compaq, HCL and Dell were the brands that 

generated significant response for analysis. Statistical and frequency distribution graphs and Chi-Square test have 

confirmed the relationship between consumer profiles and the laptop brands. 
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Introduction 

Laptop was selected as the product of choice because it was felt that it is a product which is 

extremely personal in use and is used by a large segment of the population in NIPER.  

Now a days, Laptops are becoming very popular due to variety reasons. These are the various 

reasons behind buying a laptop. Some need for entertainment, a research scholar needs for 

performing various research work, a businessman need for making presentations So, there are 

different motives behind buying any commodity even laptop. As there are variety of brands for 

laptop are available in the market every consumer will choose that laptop which satisfy his need 

in the best manner.  

The very first reason of purchasing laptop is preference over Desktop computers. Desktop need 

more space due to their size. Moreover you can take laptop with you anywhere. Now a days, 

notebook laptops are also available in the market which is very easy to carry just like carrying a 

notebook.  

 Moreover laptops are economical when comparing it with desktop computers. Laptops are 

available in the market starting from Rs 20,000. You can also get cheaper laptops through 

internet as discount  and sales are always available in the online shopping.  

In the today’s time of inflation, the above factor plays an important advantage of laptop over 

desktop computers. In the modern times it is the necessity and the students who have always 

limited money with them, this is the major difference  

Finally the three basic reasons of choosing to work with laptop brands are : 

 Extremely personal in use and is used by a large segment of the population in NIPER. 

 Numerous top Brands( over 20 brands !)  with each portraying different Brand Personalities 
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 Laptops are high Investment gadgets with each unique style statements 

 

Indian Laptop Market 

As per the report of  IDC India, which is a premier global market intelligence firm, the laptop 

market has registered 84 %; Year-on-Year (YoY) growth during 2008.Estimated  market Size is 

around Rs 9.5 billion. The sale of laptop is  goes on increasing every year. Even having so much 

advantage of laptops over desktop computers,  desktop computers are still available in the market 

as both are designed to satisfy different needs or different consumer segments. Top official of 

HCL Info Systems projected that market share of laptops would increase by 35-40&percnt; in the 

coming next two years.  

 

Source : IDC India 

Growth Drivers for laptop Market 

 Now Indian Laptop market is able to compete with global market. It was found that  in 

2005 the sale of laptops was many times more than the sales of desktop computers. Such 

record was found first time in India.  
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 As laptop market is growing at much faster rate than as projected by various officials, the 

work life of consumers is also changing along with. As the Laptop market is growing at a 

fast rate because of change in work life of consumers. In the present time access to 

information is increasing, the sales of Laptops are also goes on increasing.  

 Other reason that leads to increase in sale of laptops is reduction in prices. Now the 

laptops are sold at half price at which they were sold earlier. Laptops which were initially 

sold at Rs 75,000 are now available at Rs 25,000. This decrease in price boost the sale of 

laptops 

 Other reason is that people awareness toward laptops has also increased and such there 

need of laptop is also increased. Thus, Government has allowed duty free import of 

laptops.  

 

RESEARCH METHODOLOGY  

Objectives of the study 

The objective of the research was three folds –  

I To understand the brand imagery associated with the various Laptops available in the 

market and  

II To  identify consumer personality  

III And correlate it with the  laptop brand choice  

 

Study Design and Survey Development: 

The research carried out was “Applied” type of research. Additional information that is 

secondary data was collected from books, web sites, official gazettes, company literature’s etc., 
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while the Primary data was collected through market survey. After conducting a literature review 

on personality traits and its importance on brand selection in particular a survey questionnaire 

will be developed. Through this survey questionnaire, empirical data (related to personality trait) 

will be collected from students (MS, MBA & PhDs) undergoing their course at NIPER, SAS 

Nagar. 

 

Sample Size 

The Sample size initially planned is 148. The sample size of 148 is calculated based on the 

reasoning that there are total 380 students in NIPER (including MS, Mpharm, MBA, PhDs) and 

around 60 % have a laptop. Thus around 228 students are one or other laptop brand user. With 

the feasibility of approaching 65% of these students we arrive at the figure of 148. 

Of the 148 students who will respond, selection was done such that there is equal representation 

of students from various branches.  Response rate was 84% i.e 125 responses were got.Of these 

68 responses were got from NIPER alumni with laptops.  

 

Research Instrument: 

The research instrument selected was Questionnaire were only Closed ended question were 

incorporated. 

 

Method of Data collection: 

Questionnaire were filled of NIPER students by Personnal interview and for others a blank MS-

Word format of the questionnaire was sent to all NIPER alumni through e-mail and instructed to 

fill and returned via same. 
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Stage 1: Understand the laptop Brand Personality 

Brand personality can be defined as “the set of human characteristics associated with a brand”. 

Every person has his/her own personality. It’s what makes you different from me.Likewise , 

every company has its own “corporate” personality. 

Jennifer Aaker gives the Brand Personality Dimensions. It is a framework which describe and 

measure the 'personality" of a brand in five core dimensions and each dimension is divided into a 

set of facets. 

This model describe the profile of a brand using an analogy with a human being. 

 The five core dimensions and their facets are: 

• Sincerity (down-to-earth, honest, wholesome, cheerful) 

• Excitement (daring, spirited, imaginative, up-to-date) 

• Competence (reliable, intelligent, successful) 

• Sophistication (upper class, charming) 

• Ruggedness (outdoorsy, tough) 

 Each facet is measured by a set of traits. The trait measures are taken on a five-point scale (1= 

not at all descriptive, 5=extremely descriptive) which rate the extent to which each trait describes 

the specific brand of interest.  

Various print and commercial advertisements of the laptops were studied. Their positioning, 

price were also considered to assign the following brand personalities to them. 
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Figure 1: Laptop Brands with their Brand Personality 

STAGE 2: To identify consumer personality- “Who Am I Like” 

Personality: unique collections of attitude, emotions, thoughts, habits, impulses, and behaviors . 

These define how a person typically behaves across situations. No individual is a single 

personality but is a combination of many. The following personality traits were found in NIPER. 

Masterminds 

 Are Visionaries who put their energy to  achieve their predetermined goals  

 Like to work independently and dislike inefficiency  

 Think themselves as logical, thorough and bright  

 

Supervisors 

 Always order whether they are in their home or in their work life  

 having clear and  achievable goals  

 Get irritated when see people don’t follow rules and regulations 
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 Think  themselves as stable, practical and sociable  

Resolvers 

 Treat every problem with their heart and as a result quickly find a solution  

 Always make decision on the basis of the facts available with them  

 Think themselves as understanding, stable and easy-going  

 Try to achieve short term results  

Go-getters 

 Solve problem with a love of life  

 If necessary ,can also be act as tough-minded  

 Think themselves as enthusiastic, determined and alert  

 Get frustrated with rules and regulations 

Nurturers 

 Always care the people who are important people in their lives  

 Think  themselves as gentle, conscientious and mature  

 Don’t make decisions that could hurt others 

Peacemakers 

 Having very quiet nature 

 Sensible to the other’s feelings  

 Think themselves as steady, gentle and sympathetic  

Mentors 

 Having focus on the other’s need  

 Encourage problem solving through group participation 

 Think themselves as intelligent, outgoing and sensitive  
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ANALYSIS AND INTERPRETATION 

1) Profile of the Respondents: 

The pie charts indicates the profile of the 125 respondents that were surveyed: out of this 125 

respondents, 56% are male and 44% are female 

 

 

2)  Respondents and Laptop Brands: 

 

Figure 2 :Number of Respondents and Laptop Brands 
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Inference: HP(35) emerged as the most widely possessed laptop brand followed by Compaq(30) 

followed by Dell(25). 

 3) Preference for advertisement 

 

Figure 3: Individual prefence for advertisment of a product 

Inference : 72% of the respondent s do not bother who advertises for the product 

4)  Mode of Purchase 

 

Figure 4: Mode of Purchase of Laptop 
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Inference: Buying individually from the dealer is the most common mode purchase whereas 

friends are the most important information source  

5)  Profile of Compaq  and Dell Users 

 

Figure 5: Consumer profile of users of Compaq and Dell 

Inference : 50 percent of the Compaq users are found to be Supervisors whereas 68% of the Dell 

users are masterminds  

5)  Profile of HP and HCL Users: 
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Figure 6: Consumer profile of users of HP and HCL 

Inference : 31% of the HP users are Go Getters and 50% and 33% of the HCL users are 

supervisors and mentors respectively  

6) Buying Behaviour and Personality : 
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Figure 7: Mode of Purchase and Information source of consumers 

Inference: Supervisors as well as Masterminds prefer buying individually , they trust website 

and the word of mouth as important information source . Go Getters as well as nurturers prefer 

buying in groups also prefer TV & print ads as well as information from showrooms  

7) Finding Relationship between 1)Personality 2) Gender  and laptop brand through Chi 

Square test: 

a) Gender and Laptop Brand: 

Test Chi square at 95% level of confidence 

Purpose To test if  there is any association between gender and laptop choice 

Value obtained χ2 value calculated was found to be 0.000 at 7 degree of freedom 

Null hypothesis Gender & laptop choice are  independent 

Result Alternative hypothesis accepted 
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b) Personality and Laptop Brand: 

Test Chi square at 95% level of confidence 

Purpose To test if  there is any association between laptop choice and  personality of the 

person 

Value obtained χ2 value calculated was found to be 0.000 at 42 degree of freedom 

Null hypothesis Laptop choice and personality  are independent 

Inference Alternative  hypothesis accepted 

Inference: Chi sq test at 95% level of confidence confirms that Laptop choice is dependent on 

personality and  gender of the person. 

Limitations 

While every care has been taken in designing the study and trying to keep the analysis as 

scientific as  possible, the present study nevertheless has the following limitations.  

 Modest sample size of 125  

 Caution must be taken while trying to extrapolate these findings to a bigger population 

 Respondents may be bias during survey  

 Time and resources available at disposal is limited  

Conclusion : 

Following conclusion can be drawn from the research : 

 Laptop choice is dependent on personality and  gender of the person 

 Relationship has been found between the personality and the brand of laptops possessed. 

 Also, there seems to be a dependency between the personality and buying behavior . 

Personality  Brand  Information source  Mode of purchase  

Supervisors  Compaq/HCL  Trust website  Individually from showroom/malls  

Mastermind  Dell  Trust website  From the website  
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Go Getter  HP  Trust the dealer advice  Accompanied by friends & relatives  
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