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Withan a cornmercial market the main mmeof the plavers s 1o make therr brand strong
and powertul. It has been dentified thut creation ol strong powertul fashion brands
requires umigue and differént approach. More recent studies indicated the relationship
between the retailer image and the private label brand.  Therefore, it s important to
determine how brand personality influence purchase tnenton of faslion retadler
privite brands, Besides, the study is also aimed o identify how the brand image’s
medimting ¢ffect on both purchase ntention and brand personality. Henee,  the
résearch 15 focused on addressing the problem of “How brand  personality
dimensions impact on the consumens’ purchase itension of private labeled fashion
retal brunds” The objective of the research is as follows: To examine the degree of
the brand personality, purcdhase intention and brand personuliny of the retailer; To
eximine the degree of the impact of brand personality on purchasing. itension; Fo
examine the degree of the mediating role of brand rmaee off the retaler e the
relationship  between' brand  personality and  purchasing  Ittention. The  study
predominantly ised the survey stndepy as the methodology. The reason for adopting
the strategy was that this study amed ot identfyimg relationships: therelore the best
strategy o the study would be s survey exanination method. The papulation selection
criteria were based on the age of the consumers who purchase fashion brands, The
range of age used m the research s based on the age of generation Y sinee they are
percerved 1o be more active 1o Tashion consumption. The Cochran’s [ormuala indicate
that i1 the population in unknown or exceeds one million the sample size need 1 be
taken as 384: therefore to further justify the research a sarmle size of 400 shoppers
included in the gencration Y in-Sa Lankan were selected. Quota sampling was used

as thie sampling strategy, Onee the quena is identified the second stage of sampling is
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setected based on convenience sampling: Data wis congregated through the utilization
of mainly primary data through o structured questionnaire survey focused on the
shoppers. The survey will be obtained 1o assess the variables according fo m‘
objectives of the study for the purpose of anilyzing the data both descriptive statisties
and inferentinl statics were utilized. As the main desenptive staticthe research: will
utilize the central tendency measurements and the hypotheses will be testid
aecordingly with the use of correlation analysis.
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