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Abstract. Due to consumer shifts, experiential marketing has become one of the marketing strategies of many companies. In order
to understand consumers’ brand identification and brand loyalty from the perspective of customers, this research established a new
conceptual model based on the SEMs model. Among them, brand loyalty is the dependent variable, brand identification is the
intermediating variable, and the five dimensions of customer experience (Sense, Act, Feel, Think, Relate) are the independent
variables. Then, there is only quantitative research method used by this study, and the target population is young users of Samsung
high-end mobile phone in China. After distributed the questionnaire online, this study finally got 225 responses from target
respondents. Among them, there 56. 4%females and 43. 6%males. Then, the data of them were analyzed by PLS-Smart. According
to the data analysis, this study found that Sense, Act, Feel, Think and Relate can explain the brand identification of consumers for
54. 8%, and brand identification can further explain the brand loyalty of consumers for 65%. Then, it found that Sense, Acy and
Relate has positive impact on consumer’s brand identification, so the H1, H4 and H5 are supported. At the same time, it also found
that brand identification has positive impact on consumer’s brand loyalty, so the H6 is supported. However, this study did not find
the correlation between Feel, Think and brand identification, so the H2 and H3 are rejected.
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1. Introduction

1.1. Introduction

Customer experience is at the center of competition in modern markets as consumers are no longer satisfied with the differentiation
of traditional products and services [34]. Due to the previous technical limitations and human cognition, the product or service
experience is very single, which are difficult to attract customers and become unattractive over time. Many companies have moved
from a single marketing model to experiential marketing. This is mainly because many marketers believed that understanding
consumers ‘overall experience with their products, services and brands can help them to further develop attractive marketing
strategies [36]. Experiential marketing can improve consumers ‘understanding of the product or service from multiple customer
experience, such as visual impact, auditory shock, taste attraction, tactile tenderness, and spiritual resonance. So, the customer
experience becomes particularly important, and it would also be the central theme and starting point of this study.

1.2. Research Background

In the 21st century, the rapid development of science and technology lead to fierce competition in the market. In order to attract
more consumers and improve the brand loyalty of old customers, companies must take a variety of means to create different
experiences to meet the needs of consumers. Among them, the most effective way is experiential marketing. Experiential marketing
is a new way to promote products, services, and brands to consumers [36]. While customer experience is the key for formulating
experiential marketing strategy as it can enable consumers to effectively differentiate products, services, and brands from different
companies in a highly competitive market [9]. If marketing managers can fully understand and be familiar with how consumers
experience products, services, and brands, they can further design and provide more attractive experiences of products, services,
and brands for them. At present, most companies have embraced the concept of customer experience and experiential marketing,
such as service providers, retailers, and electronic product suppliers [20]. At the same time, other consumer and marketing related
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research has also focused on the concept of customer experience [36]. Therefore, this study also attempts to explore consumer’s
brand identification and brand loyalty by understanding the customer experience of Samsung mobile phone users in China.

Generally, customer experience refers to the subjective reactions and internal feelings of consumers arising from direct or
indirect contact with a company [27]. The customer experience generated by direct contact usually occurs during the customer’s
purchase and use of a product or service [34]. While customer experience generated by indirect contact often related to the
information and activities of products, services, and brands, such as news, advertisements, reviews, conferences, and sponsor
events [34]. So, companies can create diverse products, service ways, and launch more creative campaigns to attract consumers,
thereby enhancing their customer experience. While Schmitt [36] think that customer experience is closely related to consumers’
feelings, self-image, senses, curiosity, and intelligence. Companies that simply emphasize the practical value of their products no
longer appeal to consumers. They should pay more attention to the multifaceted experience of consumers. Then, Ihtiyar, Barut and
Ihtiyar [20] also indicated that customer experience consists of five categories that includes think, sense, relate, feel, and act. Each
category represents a different consumer experience with a product, service, or brand. Many studies have explored the impact of
customer experience, and they found it plays an important role in customer-brand relationship, customer satisfaction and brand
equity [34]. So, this study also aims to investigate Chinese Samsung users’ view of their mobile phones, thereby exploring the
relationship between customer experience (think, sense, relate, feel, and act), brand identification and brand loyalty.

1.3. Problem Statement

Although there is a large amount of literature related to customer experience or experiential marketing until now, the research
goals and directions of these literatures are very different [34]. For example, some studies suggested that emotional experience
significantly affects customer satisfaction, while behavioral experience significantly affects customer loyalty [25]. Then, other
studies suggested that customer experience not just positively affects brand loyalty, but also positively affects various aspects of
brand equity. Overall, the results of these studies have a certain uniqueness, so it is difficult to apply universally to different types
of studies. Secondly, Schmitt and Zarantonello [37] indicated that customer experience is relatively conceptual and abstract, so its
application in the research related to customer behavior is not mature enough, and many related researches are relatively old. Due
to technological and economic development, the business environment in which the modern consumer operates is different from
the past. So, the results of many past studies are difficult to apply to the current situation or to explain modern consumer behavior.

On the other hand, Ihtiyar, Barut and Ihtiyar [20] indicated that many current research on customer experience tends to ignore
the observation and behavioral exploration of youth groups. Although some market research in the western countries has focused
on exploring the customer experience of the youth group, there is less research on the customer experience of the youth group in
emerging markets, such as Asia [20]. However, the youth group is the main contributor to market consumption in modern society,
therefore, the focus of this study is to observe the youth group's experience with Samsung mobile phones. Finally, many existing
literatures only verified the relationship between brand experience and brand identification or the relationship between brand
identification and brand loyalty, while ignoring the role of customer experience and its five dimensions [1, 8, 6, 40]. Therefore,
this study aims to explore whether customer experience can influence brand identification and further influence brand loyalty by
understanding the five different experiences (think, sense, relate, feel, and act) of young Chinese users with Samsung mobile
phones.

1.4. Research Questions

RQ1.: Is there a relationship between Sense and Brand Identification?
RQ2: Is there a relationship between Feel and Brand Identification?
RQ3: Is there a relationship between Think and Brand Identification?
RQ4: Is there a relationship between Act and Brand Identification?
RQ5: Is there a relationship between Relate and Brand Identification?
RQG6: Is there a relationship between Brand Identification and brand Loyalty?

1.5. Research Objectives

The main purpose of this paper is to analyze the customer experience and find out the main factors that affects the brand
identification and further explain brand loyalty. So, here is the detail about the research objectives:

RO1: Determine the relationship between Sense and the Brand Identification.

RO2: Determine the relationship between Feel and the Brand ldentification.

RO3: Determine the relationship between Think and Brand Identification.

RO4: Determine the relationship between Act and Brand Identification.

RO5: Determine the relationship between Relate and the Brand Identification.

RO6: Determine the relationship between Brand Identification and brand loyalty.
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1.6. Significance of Study

The main purpose of this study is to explore Chinese youth user’s experience of Samsung mobile phones, thereby examining the
impact of customer experience on brand identification and the impact of brand identification on brand loyalty based on the Strategic
Experiential Modules (SEMs). As the SEMs model includes five dimension of customer experience, such as think, sense, relate,
feel, and act [35]. If this study can successfully prove that sense, relate, feel, and act has impact on brand identification, and brand
identification has impact on brand loyalty, then it would be beneficial for companies to plan product strategy, marketing strategy
and brand strategy. So, they can both attract more consumers and improve the loyalty of old customers. At the same time, it can
help the marketing managers apply the experiential marketing better than before. Especially it can help marketing managers to
accurately design customer experience strategies through different aspects based on the findings of this study, for example,
formulate a marketing model that emphasizes a single experience, or formulate a diversified marketing model combining different
experiences. Therefore, this study would be very helpful to both companies and marketing managers in the future. Finally, this
study also can provide useful information to related research fields and help future research to formulate conceptual model in new
way.

1.7. Operational Definition
1.7.1. Sense

The sensory experience of consumers can be achieved through vision, sound, touch, taste, and smell [35]. In this study, Sense is
the sensory experience of consumer that generated by the vision, sound, and touch of Samsung mobile phone.

1.7.2. Feel

Feel is an affective experience refers to the emotions, feelings, moods that generated during the process of consumer shopping and
using the products or enjoying the services [10]. In this study, Feel is the affective experience that refers to the moods and feelings
that generated during the process of consumer using Samsung mobile phone

1.7.3. Think

Think can be understood as creating cognitive and problem-solving experience that can encourage and guide customer to think
creatively [36]. In this study, Think is the cognitive experience provided by Samsung and its mobile phone that can guide customer
to solve problems by creative thinking.

1.7.4. Act

Act can be interpreted as the physical experience that creating opportunities to enrich customer life patterns or change their life
behavior and habits [35]. In this study, Act is the behavioral experience provided by Samsung mobile phone that help customers
to enrich their life patterns by various technology functions.

1.7.5. Relate

Relate can created experiences related to the culture, the self-esteem and self-identity of consumers, which reflect the consumers’
aspirations to integrate into the social environment and community [36]. In this study, relate is the social experience that refers to
Samsung mobile phone help consumers to connect with others and its brand image help them realize the self-identity in the society.
1.7.6. Brand Identification

Brand identification refers to the state of consumers perceive to be aligned with a particular brand [8]. In this study, brand
identification refers to a consumer’s perceived status of being consistent with the Samsung brand, and using the Samsung brand
to achieve their personal identity goals.

1.7.7. Brand loyalty

Brand loyalty refers to consumers’ commitment to repurchase a brand regardless of the influence of the environment and marketing

efforts [30]. In this study, brand loyalty refers to consumers’ commitment to continue purchasing the products or services of
Samsung brand in the future.
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1.8. Summary

In this paper, it discussed the background and problems of the topic. Then, it proposed the research questions and objectives,
significance of this study, as well as the operational definition of variables.

2. Literature Review

2.1. Introduction

This chapter would discuss the Strategic Experiential Modules (SEMs) and the independent variables of this study, such as sensory
experience (Sense), emotional experience (Feel), creative cognitive experience (Think), physical experience, behavior, and
lifestyle (Act), and social identity experience (Relate) based on the literature review. At the same time, it would also discuss the
intermediating variable and dependent variables, such as brand identification and brand loyalty. Then, the conceptual framework
of this study would be presented later in this chapter.

2.2. Strategic Experiential Modules (SEMs)

This study applies the Strategic Experience Modules (SEMs) and experience providers as the theoretical foundation, which is a
model of experiential marketing that established by Schmitt [35]. It is widely used by marketing managers. According to Schmitt
[35], in the SEMs, the modules can be used to create five types of customer experience for consumers, which includes creative
cognitive or intellectual experience (Think), sensory experience (Sense), social-identity or relational experience (Relate),
emotional or affective experience (Feel), physical or behavioral experience (Act). Among it, a module represents an experience.
Since each module has different internal structures, forming processes, principles and goals, the different modules involve different
psychological states and behaviors of consumers [35]. This means that only one module cannot provide consumers with all
experiences, the overall customer experience must be generated by combining the different five modules.

In this model, consumers are considered as emotional or irrational decision makers because they are more concerned with a
good experience in purchasing and using a product, instead of focusing on price and features only [28]. In a word, the creators of
this model believed that consumers have shifted from rational consumption to experiential consumption. Then, Nagasawa [29]
think that customer experience involves a perceptual aspect, companies should strive to provide attractive products, thoughtful
services, and marketing activities throughout the entire process of customer purchases, so that customers can feel the value of
things and stay deep impression. Therefore, in the SEMs, the experience provider is an essential existence. According to Schmitt
[35], an experience provider can be anything, such as product displays, event experience venues, and brand logo. However,
companies should maintain the coherence and persistence of the experience provider, thus making the best use of it to create a
different experience for consumers [35]. In the SEMs, customer experience requires companies and brands to design and deliver
products or services from the customer’s perspective [29]. For example, to understand consumers’ lifestyles, living habits and
preferences. Therefore, companies should provide consumers with a variety of experiences from the above aspects, thereby
promoting them to purchase products and services, identify brands and maintain brand loyalty.

2.3. Dependent Variable
2.3.1. Brand loyalty

Loyalty means that customers will repeatedly buy a certain product or service, while brand loyalty refers to consumers’
commitment to repurchase a brand regardless of the influence of the environment and marketing efforts [30, 41]. It shows that
consumers are loyal to a particular brand in both attitude and behavior, especially attitude loyalty means that consumers are willing
to spend more money to buy [23]. While Tao, Yue, and Ming [41] indicated that brand loyalty refers to consumers’ commitment
to continue buying the same brand in the future, and it reflects consumers’ positive attitude towards the brand. Therefore, brand
loyalty is of great significance to the success of the companies. In this study, brand loyalty refers to consumers’ commitment to
continue purchasing the products or services of Samsung brand in the future.

Many companies want to build a brand that attracts and retains customers. According to Stokburger-Sauer, Ratneshwar&Sen
[40], brand loyalty helps companies to improve financial performance and achieve sustainable growth. However, there are certain
differences in the loyalty of different consumers to the same brand. This is mainly because brand loyalty changes over time, and a
consumer may have different degrees of preference for multiple brands [41]. In general, brand loyalty can be affected by many
factors, such as brand identification, brand attachment or experiential value [4]. While past studies indicated that brand
identification has a strong influence on brand loyalty as it inhibits consumers from switching to other brands [40]. Therefore, this
study intends to explore the relationship between customer experience and brand identity to further explain brand loyalty.
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2.4. Independent variable
2.4.1. Sense

The sensory experience module (Sense) of SEMs can also be understood as the sensory marketing function of customer experience.
According to Schmitt [35], sensory marketing is to absorb consumers senses, and the sensory experience of consumers can be
achieved through vision, sound, touch, taste, and smell. According to Hulten, Broweus and Dijk [19], the above five senses are the
basis for consumers to acquire sensory experience, and each sense can help consumers to further develop different sensory
experiences. In this study, Sense is the sensory experience of consumer that generated by the vision, sound, and touch of Samsung
mobile phone. This means that consumers’ senses will be attracted by the looks, styling, sound features and materials of Samsung
phones. While Edem Amenuvor et al. [10] indicated that sensory experience also reflects consumers’ aesthetics of products.
According to Musa et al, [28], sensory experience can be used to distinguish brands, products or different from other places to
awaken customers, stimulate customer demand, and increase product value. When consumers are more attracted by the appearance
of a product, their recognition of the product and the brand to which the product belongs would increase.

On the other hand, the key point of sense is the resonance point brought by the sensory experience of products, services, and
brands. According to past studies, the cognitive consistency and sensory richness is the key principles of Sense [28, 35]. For
example, young people’s current demands for mobile phones are large screens, high video resolution and easy portability, and the
Samsung foldable phones just meet their needs. Therefore, they obtained the sensory experience from Samsung mobile phone and
reached a cognitive consistency with the Samsung brand. Although there are few studies have verified the relationship between
Sense and brand identification. Many studies indicated that brand experience has positive impact on brand identification [11, 40].
At the same time, Brakus, Schmitt and Zarantonello [5] indicated that sensory experience is a dimension of brand experience. So,
based on above discussion, the potential impact of sensory experience (Sense)has led to the following assumptions:

H1: Sense positively affects brand identification.

2.4.2. Feel

The feel experience module (Feel) of SEMs can also be understood as the marketing of customers’ internal feelings and emotions
that creating emotional inner experience, which is the purpose of feel experience [36]. According to Edem Amenuvor et al. [10],
Feel is an affective experience that refers to the emotions, feelings, moods that generated during the process of consumer shopping
and using the products or enjoying the services. The affective experience reflects the emotional relationship consumers build with
products, brands, and companies [14]. In this study, Feel is the affective experience refers to the moods and feelings that generated
during the process of consumer using Samsung mobile phone. According to Schmitt [36] customers’ feelings and emotions about
products, services and brands can be divided into many categories, such as unconcerned, negative, or positive, calm, or strong. For
example, a consumer’s feelings about a Samsung phone or its brand can range from hate to love, vice versa. The more positive the
emotional experience of consumers get, the higher their recognition of the product and the brand to which it belongs.

The purpose of Feel is to stimulate customers’ emotions, so that customers will appear impulse consumption [29]. However,
each customer has different personalities, so their emotional experience would be different from the same products, service, and
brands. For example, young consumers prefer touch-screen phones because they may download a lot of software to use. On the
contrary, older consumers hate this kind of phone because their eyesight has difficulty distinguishing the icons on the screen, they
are indifferent to these software functions, and even feel irritable. Although few studies have examined the relationship between
feel and brand identification, Roy, Sharma, Bose, and Singh [33] indicated that negative affective brand experience has positive
impact on brand hate. This means that positive affective brand experience may have positive impact on brand love, which can also
be improve the brand identification of consumers. Then, Brakus, Schmitt and Zarantonello [5] indicated that affective experience
is a dimension of brand experience, while Ekinci, Chen and Kyeong [11] indicated that brand experience has positive impact on
brand identification. So, based on above discussion, the potential impact of the emotional experience (Feel) leads to the following
assumptions:

H2: Feel positively affects brand identification.

2.4.3. Think

The think experience module (Think) in SEMs can also be understand as creating cognitive and problem-solving experience that
can encourage and guide customer to think creatively [36]. The goal of Think is to stimulate divergent and convergent thinking
among consumers through various means, such as surprise activities [35]. For example, the technology products can often provide
consumers with a rich intellectual experience, because many technologies it covers can arouse consumers’ curiosity and lead them
to use the functions to solve problems. In this study, Think is the cognitive experience provided by Samsung and its mobile phone
that can guide customer to solve problems by creative thinking. According to Xu [45], electronic products are the most thought-
provoking for consumers, especially Apple provides consumers with a rich cognitive and intellectual experience from product
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functions to marketing. But Schmitt [35] indicated that Think marketing applies not only to all aspects of technology products, but
also to product retailing and design in many other industries.

While Yu and Ko [46] indicated that thinking can cause consumers to re-evaluate products, brands, and companies. The more
cognitive experience consumers get from Samsung phones and its brand, the higher their brand awareness and identification.
Although few studies have verified the relationship between Think and brand identification, some studies have pointed out that
brand experience has positive impact on brand identification [11, 16]. Then, other studies indicated that memorable brand
experience led to high brand identification of consumers [6, 36, 40] indicated that intellectual experience is a dimension of brand
experience. So, based on above discussion, the potential impact of cognitive experience (Think) leads to the following assumptions:

H3: Think positively affects brand identification.

2.4.4. Act

The Act module in SEMs can be interpreted as the physical experience that creating opportunities to enrich customer life patterns
or change their life behavior and habits [35]. For example, companies show consumers a different way of life through their products
or advertising. While Schmitt [36] indicated that Act is the physical experience from personal beliefs and their affirmation of the
value of things. Then, Soliha, Aquinia, Hayuningtias, and Ramadhan [39], Act can provide consumers experience related to
lifestyle and physical behavior, as well as interact with other people in their life. For example, celebrities are often chosen as
product or brand models, their image, behavior, and lifestyle will encourage consumers to change their usual way of life and guide
them to do things they have not tried before, thereby providing them with behavioral experience. In this study, Act is the behavioral
experience provided by Samsung mobile phone that help customers to enrich their life patterns by various technology functions.
According to Schmitt [35], lifestyle and behavioral changes can make a difference in consumers’ lives, which is emotional,
inspirational, and motivational. The more behavioral experiences consumers get from a product, brand, and company, the more
they identify that product, brand, and company.

The purpose of Act is to guide consumers’ physical behavior through interaction, lifestyle displays, thereby providing them
with behavior experience [29]. When consumers enrich their life through interacting with products, their lives will be more positive
and inspiring. As a result, consumers’ identification of the products and its brand will also increase. Some studies indicated that
behavioral experience is also a dimension of brand experience [36]. Currently, few studies have verified the direct link between
Act and brand identification. But many studies have confirmed that brand experience has positive correlation with brand
identification [6, 11, 16]. So, this study believes that there is also a positive correlation between Act and brand identification.
Hence, the potential impact of behavioral experience (Act) lead to the following assumptions:

H4: Act positively affects brand identification.

2.4.5. Relate

Relate is the relational experience in SEMs that can explain as conformity, which contains the other aspects of Act, Think, Feel
and Sense [35]. Other studies indicated that relate is a social experience that shows the relationship between individuals and society,
and the relationship between individuals and others [10]. Then, Schmitt [36] further explained that relate can created experiences
related to the culture, the self-esteem and self-identity of consumers, which reflect the consumers’ aspirations to integrate into the
social environment and community. In this study, relate is the social experience that refers to Samsung mobile phone help
consumers to connect with others and its brand image help them realize the self-identity in the society. These experiences can be
formed in any form, such as group relationships, the family, and the influence of mass media on consumers [10]. Relate reflects
consumers’ private feelings and can help them to achieve self-actualization [29]. For example, Apple means innovation and
advancement, and consumers gain a relational experience by using Apple products to show others an image of personal innovation
and trendsetters. When consumers successfully present their personal image in society through a product or brand, their
identification of that product or brand will increase.

Currently, few studies discuss the relationship between relation and brand identification. At the same time, past research did
not incorporate relational experience into the dimension of brand experience [5, 36]. This may be because the four dimensions of
Act, Think, Feel and Sense have been included in Relate, so there is no need to use it as a separate dimension of brand experience.
However, many studies have confirmed that brand experience has positive impact on brand identification, and the four dimensions
of brand experience may also positively affect brand identification [6, 11, 16]. Therefore, this study argues that relate may also
have the same influence as an aggregate of the four dimensions. Hence, the potential impact of social identity experience (Relate)
generated by groups or culture leads to the following assumptions:

H5: Relate positively affects brand identification.
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2.5. Intermediating Variable
2.5.1. Brand ldentification

Brand identification refers to the state of consumers perceive to be aligned with a particular brand [8]. This concept is derived
from the social identity theory, which found that consumers can generate social identity with an item through direct and indirect
interactions with it [22]. This is mainly because consumers have a sense of belonging to the brand and company in the process of
interacting with the product [8]. According to past studies, consumers would use a single brand to achieve their identity goals if
they feel that they have something in common with the brand, [7, 43]. This is mainly because the brand has a symbolic meaning,
and the brand identification reflects the integration of the consumer and the brand [8]. In this study, brand identification refers to
a consumer’s perceived status of being consistent with the Samsung brand, and using the Samsung brand to achieve their personal
identity goals.

According to Balaji, Khong, and Chong [2], brand identification can effectively influence consumers’ attitudes and behaviors
towards brands. Other past studies have pointed out that brand identification can positively influence consumers’ brand loyalty
[17, 24]. At the same time, some studies indicated that brand identification not only motivates consumers to buy products from
that brand, but also reduces the likelihood of consumers switching to other brands [8, 13]. This shows that brand identification
does have a significant impact on brand loyalty. Recent study has also pointed out that brand identification is an important driver
of brand loyalty as it can positively affect consumer's brand loyalty [4]. So, based on above discussion, the potential impact of
brand identification leads to the following assumptions:

H6: Brand Identification positively affects brand loyalty.

2.6. Conceptual Framework

Sense N
AN
~ Hl+
Feel 2 \\
~— \\
| H3+ ™~ } H6+
Think r —A  Brand Identification Brand Loyalty
S
Ha S
I: ) . //
Act [~
//
s
// H5+
Relate v
Independent Variables Intermediating Variable Dependent Variable

Figure 1. Conceptual Framework

2.7. Hypotheses
H1: Sense positively affects brand identification.

H2: Feel positively affects brand identification.

H3: Think positively affects brand identification.

H4: Act positively affects brand identification.

H5: Relate positively affects brand identification.

H6: Brand identification positively affects brand loyalty.

2.8. Summary

In conclusion, the second chapter discussed the definition of the five independent variables, one intermediate variable and one
dependent variable with the supports of past literatures. The framework and hypothesis are formed based on findings of past studies.

3. Research Methodology

3.1. Introduction

This chapter mainly describes the design of this whole research process and the methods of data collection, including research
design, target population, sampling method and sample size, data collection procedure, measurement of variables.
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3.2. Research Design

The design of research is a blueprint or procedure for collecting, measuring, and interpreting research data from a given area of
research and answering research questions [38]. It has been used to support investigators in conducting research activities to
achieve the objectives of the study. This study would use quantitative method as it allows the investigator to collect data by
distributing the questionnaires to respondents thereby getting the answer of questions and then process the data for analysis [38].
Then, it would conduct the cross-sectional study as it allows investigator to observe the behavior of the target population over a
certain period [38]. So, the data collection time of this study was set from the end of June to the middle of July.

3.3. Target Population and Sampling Method

The purpose of this study is to explore the relationship between customer experience, brand identification and brand loyalty by
observing the experience of Chinese young consumers with Samsung mobile phones. So, the target population of this study is the
Chinese young consumers who own Samsung mobile phones. While Horng, Lee and Chen [38] segmented the youth group into
20 to 39 years old by analyzing human faces. Therefore, the ultimate target population for this study is the Chinese users aged 20
to 39 years old who own Samsung mobile phones. Then, sampling method is used to select the most appropriate individuals as the
representative of the entire target population to participated in research [38]. Due to there is a large amount of Samsung mobile
phone users in China, this study would conduct the non-probability sampling in order to collect the data in a short time. Among it,
this study would use convenience sampling to obtain the required data for convenience and time saving. Because convenience
sampling can allow the investigators to reach the target population in the easiest way [38].

3.4. Sample Size

There are some methods that can be used to confirm the sample size of research. Due to this study would use the PLS-Smart to do
the data analysis, it would use the rule of thumb to confirm the sample size. This is mainly because the rule of thumb method has
been accepted by the PLS-SEM model [26]. According to Hair, Hult, Ringle and Sarstedt [15], the sample size should be 10 times
the formative index used to measure a structure or 10 times the maximum number of structural pathways for a structure. Barclay,
Thompson, and Higgins [3] proposed the 10-time rule early. Then, other studies also indicated that the 10-time rule of thumb can
be applied to PLS analysis as they validated it [32, 44]. Therefore, this study would use the 10-time rule of thumb to determine the
sample size. Since this study contains a total of 21 items of variables, so the sample size plan would be 210.

3.5. Variable Measurement

In this study, there are eight sections of questionnaire. The section A would be the demographic information of respondents, such
as monthly income, education level and gender. Then, there is a total 21 items of all variables that measured by 6-level Likert
scale, in which 1(strongly disagree) to 6 (strongly agree). On the other, there are two items of Sense and Feel, three items of Think,
Act and Related, which are all adopted from Lee, Lee, and Choi. Then, there are five items of brand identification and three items
of brand loyalty that adopted from Stokburger-Sauer, Ratneshwar and Sen [40].

Table 1. Items of Variables

Section Variable Questions Source
My mob!le phone appeals to my senses. Lee, Lee&Choi. 2018
My mobile phone stimulates my senses.
My mobile phone evokes feelings in me.
C Feel My mobile phone allows me to respond to others in an  Lee, Lee&Choi, 2018
emotional manner.
My mobile phone intrigues me.
D Think My mobile phone helps to stimulate my curiosity. Lee, Lee&Choi, 2018
My mobile phone helps me think creatively.
My mobile phone helps me think about my lifestyle.
My mobile phone sends reminders to me of the activities

B Sense

E Act Lee, Lee&Choi, 2018
I can do.
My mobile phone helps me think about my behavior
My mobile phone helps me think about bonds with other

F Relate people. Lee, Lee&Choi, 2018

I can relate to other people using my mobile phone.
My mobile phone helps me think about relationships.
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Table 1. Continued

| feel a strong sense of belonging to brand Xiaomi.
I identify strongly with brand Xiaomi.

G Brand Brand Xiaomi embodies what | believe in. Stokburger-Sauer,
Identification Brand Xiaomi is like a part of me. Ratneshwar&Sen, 2012
Brand Xiaomi has a great deal of personal meaning for
me
I stick with brand Xiaomi because | know it is the best
for me. Stokburger-Sauer
H Brand Loyalty I will buy brand Xiaomi the next time | buy mobile g '

Ratneshwar&Sen, 2012
phone.

| intend to keep purchasing brand Xiaomi.

3.6. Data Collection

The questionnaire of this study would be formed by the survey website www. wjx. cn. Then, it would be distributed to target
respondents through Internet with E-mail and WeChat. Respondents who receive the questionnaire can choose to fill in the
questionnaire on their mobile phone or computer. When the questionnaire is completed, it will be directly included in the
background of the Wen Juan Xing website. Then, this study would download all data in excel format and converts it to csv format
for PLS-Smart analysis.

3.7. Data Analysis

3.7.1. Reliability Test

The reliability test was used to check the accuracy of the collected data. Cronbach’s alpha is a famous measurement scale that
examines the internal consistency and reliability of the data [42]. According to the standard scale of Cronbach’s alpha is shown in

Table 2, if theavalue of variable between 0. 7 and 1, then the data will be acceptable.

Table 2. Standards of Reliability Test

Cronbach’s Alpha Strength of Association
o>0.9 Excellent
0>0.8 Good
0>0.7 Acceptable
o>0. 6 Questionable
0>0.5 Poor
0<0.5 Unacceptable

3.7.2. Validity Test

Validity tests were used to measure the internal validity among the variables of this study, thereby ensuring the validity and
accuracy of the model structure. In the PLS-Smart analysis, the composite reliability (CR) and average variance extracted (AVE)
of each factor should be greater than 0. 7 and 0. 5, respectively [12]. So, the data can achieve convergent validity. Secondly, the
realization of discriminant validity needs to meet the following three conditions:(1) the single factor loading should be greater than
0. 7 and the cross loading; (2) the AVE square root of each factor should be greater than the correlation coefficient between the
variables; (3) the value of factors should less than 0. 9 in the Heterotrait-Monotrait Ratio [12].

3.7.3. Regression Analysis

Regression analysis is a statistical approach used to determine the relationship between two variables [38]. The primary goal of
univariate regression is to analyze the connection between a dependent variable and a single independent variable, while
developing the linear relationship equation of dependent and independent variable. Multiple regression model used to determine
the relationship between one dependent variable and more than two independent variables [21]. During this study, the multiple
regression analysis can be used to test the conceptual model and hypothesis that developed of this study, which is the relationship
between the sense, feel, think, act, relate and brand identification, as well as the relationship between the brand identification and
brand loyalty.
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3.8. Summary

This chapter discussed the research methods used in this study and presented the instrument of variables. Then, it introduced the
analysis methods and the standards would be used in this study.

4. Data Analysis

4.1. Introduction

This chapter would describe the characteristics and relevant information of the respondents in this study. Then, it would present
the various results of the data analysis in table form with detailed explanations.

4.2. Demographic Analysis

A total of 225 respondents participated in this study, including 56.4% females and 43.6% males. Among them, 36.0% of
respondents aged 30 to 34 and 32.4% of respondent aged 25 to 29. 19.1% of respondents aged 20 to 24 and 12.4% of respondents
aged 35 to 39. In the part of education level, 66.7% of respondents have a bachelor’s degree. Then, 18.7% of respondents have
diploma and 11.6% of them have master degree. But only 2.2% of respondents are high school or below, and 0.9% of them are
PhD and above. Then, there are 61.3% married respondents, 35.1% single respondents, and only 3.6% of them were divorced.
Fourthly, 50.2% respondents have monthly income of CNY5, 001-10, 000, followed by 22.2% of respondents have monthly
income of CNY5,000 and below. While 17.3% of respondents have monthly income of CNY10,001-15,000, and 10.2% of them
have monthly income of CNY15,001 and above. 47.6% of respondents are privately employed. Next are self-employed, students
and public servants, accounting for 21.3%, 17.3% and 8.4% respectively. While only 4.0% of respondents are housewife and 1.3%
of them are unemployed. 46.2% of employed respondents were general staff. Followed by managers and assistants with 8. 0%and
1.8% respectively.

On the other hand, 41.8% of respondents are using Galaxy Note20 Ultra 5G, and 28.0% of them are using Galaxy S22. While
Galaxy S21, Galaxy S22+and Galaxy Z Flip3 5G have similar numbers of users, accounting for 8. 95, 10.2% and 11.1%
respectively. Then, 40.0% of respondents have used their mobile phones for 1-2 years, and 25.8% of them have used their mobile
phones for 2-3 years. While 17.3% of respondents have used their mobile phones for more than 3 years, 16. 9%of them have used
their mobile phones for 1 year. Finally, 31.0% of them had used the Galaxy S22, and 16.7% of them had used the Galaxy S22+.
While 26.1% of respondents have used both Galaxy S21 and Galaxy Note20 Ultra 5G.

Table 3. Demographic Statistics (N=225)

Descriptions Frequency Percentage
Gender Female 127 56. 4
Male 98 43.6
Age 20-24 43 19.1
25-29 73 32.4
30-34 81 36.0
35-39 28 12.4
Education Level High School or below 5 2.2
Diploma 42 18. 7
Bachelor 150 66. 7
Master 26 11.6
PhD and above 2 0.9
Marital Status Single 79 35.1
Married 138 61.3
Divorced 8 3.6
Monthly Income CNY5, 000 and below 50 22.2
CNY?5, 001-10, 000 113 50. 2
CNY10, 001-15,000 39 17.3

CNY15, 001 and above 23 10. 2
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Table 3. Continued

Which of the following describes you the most? Unemployed 3 1.3
Self-employed 48 21.3
Student 39 17.3
Housewife 9 4.0
Privately employed 107 47.6
Public servant 19 8.4
If you are currently employed, please state your position title. Managers 18 8.0
General staff 104 46. 2
Assistant 4 1.8
Self-operated 48 21.3
None 51 22.7
The type of mobile phone you are using now. Galaxy S21 20 8.9
Galaxy S22 63 28.0
GalaxyNote20 Ultra 5G 94 41.8
Galaxy S22+ 23 10.2
Galaxy Z Flip3 5G 25 11.1
How long have you been using your current Samsung mobile phone? Less 1 year 38 16.9
1-2 years 90 40.0
2-3 years 58 25.8
More than 3 years 39 17.3
What other Samsung models have you used before? Galaxy S21 97 26.1
Galaxy S22 115 31.0
GalaxyNote20 Ultra 5G 97 26.1
Galaxy S22+ 62 16.7

4.3. Reliability and Convergent Validity Analysis

According to the Table 4, theavalue of Sense (0.892), Think (0.886), Act (0.882), Relate (0.872), Bl (0.884), which higher than 0.
8, so the strength of their data association is good. Then, theavalue of BL (0.910), which higher than 0.9, so the strength of its data
association is excellent. While theavalue of Feel (0.756), which higher than 0.7, so the strength of its data association is also
acceptable. So, the data of this study achieved the reliability.

On the other hand, the CR of Sense (0.949), Feel (0.891), Think (0.930), Act (=0.927), Relate (0.921), BI (0.915), BL (0.943),
which higher than 0.7. Then, AVE of Sense (0.902), Feel (0.803), Think (0.815), Act (0.810), Relate (0.796), Bl (0.684), BL
(0.847). which higher than 0. 5. So, the data of this study achieved the convergent validity.

Table 4. Reliability&Convergent Validity Test

Variables Cronbach’s Alpha  Composite Reliability (CR)  Average Variance Extracted (AVE)
Sense 0.892 0.949 0.902
Feel 0. 756 0.891 0. 803
Think 0. 886 0.930 0.815
Act 0. 882 0. 927 0.810
Relate 0.872 0.921 0. 796
Brand Identification (BI) 0.884 0.915 0. 684
Brand Loyalty (BL) 0.910 0.943 0. 847

4.4, Discriminant Validity Analysis

According to the Table 5, the square root of each variable’s AVE is all higher than their correlation coefficients in Fornell-Larcker
Criterion. Then, the factor loading of each item of variables are higher than 0.7, and their factor loading are all higher than their
cross loading in Table 6. Moreover, the Table 7 presented the value of all variables are lower than 0.9 in Heterotrait-Monotrait
Ratio. So, the data of this study achieved the discriminant validity as it met all the standards.
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Table 5. Fornell-Larcker Criterion

Sense Feel Think Act Relate Bl BL
Sense 0. 950
Feel 0. 447 0. 896
Think 0.709 0. 535 0. 903
Act 0.675 0. 529 0. 704 0.900
Relate 0. 694 0. 449 0.723 0.775 0. 892
BI 0.674 0. 417 0. 641 0. 644 0. 652 0. 827
BL 0. 687 0. 470 0. 685 0. 685 0. 669 0. 806 0.920

Table 6. Factor Loading and Cross Loading

Sense Feel Think Act Relate BI BL
S1 0. 954 0. 407 0. 661 0.625 0. 629 0. 666 0. 660
S2 0. 946 0. 443 0. 687 0. 659 0. 692 0.614 0. 644
F1 0. 382 0. 885 0.476 0. 468 0. 374 0. 353 0. 382
F2 0. 417 0. 908 0. 483 0. 480 0. 428 0. 393 0. 457
T1 0. 669 0. 481 0.918 0.638 0.670 0. 589 0. 637
T2 0. 622 0. 490 0.912 0. 657 0. 694 0. 567 0.613
T3 0. 627 0. 478 0. 878 0.611 0. 596 0.579 0. 604
Al 0. 598 0. 442 0. 592 0.902 0. 682 0. 567 0. 590
A2 0.673 0. 483 0.704 0. 896 0.731 0. 597 0. 626
A3 0. 548 0. 503 0. 600 0. 902 0.676 0.573 0. 632
R1 0.613 0. 441 0.632 0.718 0. 877 0.534 0. 566
R2 0.611 0. 359 0. 648 0.671 0. 903 0. 601 0. 602
R3 0. 634 0. 407 0. 656 0. 689 0. 896 0. 605 0. 621
BIl 0. 550 0. 354 0.476 0. 503 0. 505 0. 826 0. 632
BI2 0.536 0. 328 0. 543 0. 557 0. 593 0.814 0. 653
BI3 0. 569 0. 365 0. 530 0.526 0.531 0. 867 0. 703
Bl4 0. 555 0. 318 0.523 0.528 0. 510 0.812 0. 640
BI5 0.577 0. 355 0.574 0. 546 0. 552 0. 815 0.701
BL1 0.574 0. 381 0. 585 0.579 0. 545 0.718 0.910
BL2 0. 680 0.432 0. 667 0. 655 0. 660 0.738 0.921
BL3 0. 640 0. 483 0.638 0. 655 0. 641 0. 768 0.930
Table 7. Heterotrait-Monotrait Ratio
Sense Feel Think Act Relate Bl BL
Sense
Feel 0.544
Think 0.797 0. 654
Act 0. 760 0. 647 0.794
Relate 0.789 0. 553 0. 823 0. 884
BI 0. 758 0. 508 0.723 0.728 0.739
BL 0.761 0.563 0. 762 0. 763 0. 749 0. 897

4.5. Model Analysis

According to the Table 8, the R? is 0. 548, in Model 1. So, it means that Sense, Feel, Think, Act and Relate jointly explained the
BI for roughly 54.8%in this study. While it shows that Sense ($=0.314, t=4.162, p=0.000), which means that Sense positively
affected the Bl in this study. So, the H1 is supported. However, the H2 and H3 are rejected as the p-value of Feel and Think are
all higher than 0.05. So, Feel and Think has no significant impact on Bl in this study. Then, it shows that Act (f=0.174, t=2.036,
p=0.042) and Relate ($=0.175, t=2.368, p=0.018), which means that Act and Relate positively affected Bl in this study. So, the
H4 and H5 are supported.
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Table 8. Coefficients of Variables and Model 1 Test

Hypotheses Beta t-value p-value Decision
H1: Sense->BI 0.314 4.162 0.000 Supported
H2: Feel->Bl 0.021 0.364 0.716 Rejected

Model 1 H3: Think->BI 0.158 1.937 0.053 Rejected
H4: Act->BI 0.174 2.036 0.042 Supported
H5: Relate->BI 0.175 2.368 0.018 Supported
R2=0. 548

On the other hand, the R? is 0.650 in Model 2. So, it means that Bl explained BL for roughly 65% in this study. While it shows
that BI (f=0.806, t=43.033, p=0.000), which means that Bl positively affected BL in this study. So, the H6 is supported.

Table 9 Coefficients of Bl and Model 2 Test

Hypotheses Beta t-value p-value Decision
H6: BI->BL 0.806 43.033 0.000 Supported
Model 2 R?=0.650
Figure 2. Results of Conceptual Model Structure
4.6. Summary

This chapter analyzed the collected data in PLS-Smart. All the data in this study met the standards of reliability and validity. Then,
this study has successfully tested the conceptual model and hypothesis. Then, the results would be interpreted in detail in next
chapter.

5. Discussion and Conclusion

5.1. Introduction

This chapter would discuss the main findings of this study and explain the implications of this study based on the results of the
data analysis in the previous chapter. Secondly, it would elaborate on the limitations of this study and make some reasonable
recommendations for future research.
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5.2. Discussion of Major Findings

The conceptual model of this study is valid as it proved that Sense, Feel, Think, Act and Relate jointly explained the brand
identification for roughly 54.8%. At the same time, brand identification can explain brand loyalty for roughly 65.0%. As for the
hypothesis test, it found that Sense positively affected the Samsung user’s brand identification, which is consistent with the findings
of some past studies to a certain extent [11, 40]. For example, Brakus, Schmitt and Zarantonello [5] divided Sense as a dimension
of brand experience, while Feiz and Moradi [11] proved that there is a positive relationship between brand experience and brand
identification. Although this study draws side-by-side inferences from the findings of other studies, it ultimately demonstrates a
significant and positive relationship between Sense and brand identification. This may be because most of the young Samsung
users in this study pay more attention to the appearance of the phone, and Samsung phones meet their needs very well.

Then, this study found that there is no significant influence of Feel on brand identification, which is inconsistent with the
findings of Han, Ekinci and Chen [16] to a certain extent. Although the findings of Roy et al. refer to the fact that negative affective
experience has positively affect consumers’ brand hate, it conversely confirms that positive affective experience can increase
consumers’ love for brands, thus forming a high degree of brand identification. While other studies indicated that affective
experience as the dimension of brand experience can positively affect brand identification [16, 36]. Most of the respondents in this
study have used Samsung mobile phones for more than one year, and their positive feelings about Samsung may have gradually
weakened in the process of using them. Therefore, it is difficult for Feel to be a factor in their identification of the Samsung brand
in this context.

Thirdly, this study found that there is no significant influence of Think on brand identification, which is inconsistent with the
findings found by BUy(kdag and Kitapci [6] to a certain extent. They found that memorable brand experience has positive impact
on brand deidentification. According to reasonable suppose, think as one dimension of brand experience should also has positive
influence on brand identification. However, this study obtained the opposite result. At the same time, this finding is also
inconsistent with statements of Schmitt [35] and Xu [45]. According to them, electronics and technology products are the ones
that provide consumers with the most intellectual experience, but respondents in this study do not seem to derive a high degree of
this experience from using a Samsung phone. It may be possible that they are used to the functions of their phones and are proficient
in using the software on these phones to solve problems.

On the other hand, this study found that Act positively affected the Samsung user’s brand identification, which is consistent
with the findings of recent studies to a certain extent [11, 16]. They both proved that brand experience has positively affect brand
identification, therefore, Act as a dimension of brand experience should have a corresponding effect. Although few studies have
explored the relationship between Act and brand identification, this study successfully demonstrated a positive association between
them. This may be because most of the respondents in this study have changed traditional life patterns by using the software and
functions of Samsung mobile phone, such as online shopping, mobile payment, and door unlocking.

Then, it also found that Relate positively affected the Samsung user’s brand identification, which is a new finding. Because
there is no study confirmed its influence on brand identification, even past studies have not incorporated it into the dimension of
brand experience [5, 36]. However, relate can be seen as the aggregate of the above 4 factors, which may have a positive
relationship with brand identification to a large extent. Because brand experience also covers the above four factors, and many
studies have proved the positive impact of brand experience on brand identification [10, 11, 16]. Therefore, the hypothesis of this
study was finally proved to be correct.

Finally, this study found that brand identification positively affected the Samsung users’brand loyalty, which is consistent with
the findings found by Chung and Park [8]. At the same time, other studies in different contexts also proved this point. For example,
Stokburger-Sauer, Ratneshwar and Sen found that brand identification has positive impact on the brand loyalty of German
household consumers, and Boateng et al. [4] found that brand identification positively affected the brand loyalty of consumers in
Ghana. This may be because brand identification represents the consumer’s sense of belonging to the brand and they think that
brand shows their self-image, so it can largely translate into brand loyalty. In addition, this study also found that brand identification
is one of the strongest predictors of brand loyalty as it can explain it for 65.4%, which is more than half.

5.3. Implication of the Study

In general, this study can make certain contributions to related fields from two aspects. Firstly, this study demonstrated the validity
of the five dimensions of customer experience and the SEMs model in a new context, thus extending the scope of application of
the model and customer experience. Future research can apply the conceptual model and related variables of this study in different
contexts. Secondly, this study provides useful academic support and basis for future research in related fields. As this study further
explains the five dimensions of customer experience and finds their influence on brand identification, future research can better
apply these findings to create new conceptual models.

On the other hand, this research can provide Samsung company and mobile phone market managers with effective information
to further optimize product strategy, brand strategy and market strategy. For example, Samsung can further optimize the shape
design of mobile phones, screen resolution and sound effects to stimulate consumers’ sensory experience and increase their
identification and loyalty to Samsung. Secondly, marketing managers can invite popular celebrities as brand spokespersons, and
then guide consumers to use mobile phone to create new lifestyles through the star effect, thereby improving consumers’
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identification and attention to the brand, thereby attracting new customers, and retaining old ones. Finally, marketing managers
can design a variety of promotional activities so that can provide more opportunities to customers for fully understanding the
products and brand-related information, such as new product launches, celebrity meetups and online tutorials, thereby improving
consumers’ identification of products and brands, and then further translates into loyalty.

5.4. Limitations of the Study

There are some limitations in this study, which may provide opportunities for further improvement in future research. Firstly, the
sampling method of this study has limitations. Due to this study used a convenience sampling and only distributed the
questionnaires online, it is difficult to directly find eligible target groups to participate in the survey. So, the data of the entire study
need to be screened for a long time, and only 225 valid data are left after screening, thereby the data analysis results would also
be less representative of the overall target population. Secondly, the data collection period for this study was limited. Due to this
study followed the rules of a cross-sectional study, the questionnaires were all distributed once and accessible within two weeks.
As a result, many potential respondents did not respond or exceeded the time to respond, resulting in relatively little data collected
in this study and only reflecting respondents ‘current thinking. Finally, the sample for this study is limited to Chinese young users
of Samsung mobile phone. So, the research findings may not generalize to populations with different age and cultures or using
different brands of mobile phones. At the same time, the findings of this study may not be fully applicable to other products.

5.5. Recommendations for Future Research

This study aims to provide some relevant recommendations for future research to avoid them from presenting the same research
limitations. Firstly, future research could employ a snowball sampling method to obtain research data. Because this sampling
method allows the researcher to find individual potential respondents with the desired characteristics for the initial survey, and
then obtain a list of more eligible respondents from them, thus saving time in the questionnaire survey and avoiding data that does
not match research requirements. Secondly, future research can repeat distribute the questionnaires as much as possible and extend
the time of questionnaire collection to obtain more samples. Because many potential respondents are busy with their daily lives,
they may miss the time to receive the questionnaire or not have enough time to browse the questionnaire. Repeated distribution of
the guestionnaire can give them more opportunities to access the questionnaire, thereby increasing the probability of potential
respondents to respond. While extending the questionnaire collection time can provide sufficient time for potential respondents to
complete the questionnaire. Thirdly, if the situation allows, future research can use different samples as much as possible to
improve the representativeness of the research results. For example, researchers can try to collect data on Samsung mobile phone
users in different countries, and then adopt these data in research to further explain the behavior of target groups with different
cultures and characteristics.

5.6. Conclusion

Overall, this study found that Sense, Act and Relate all have a positive impact on brand identification and further positively affects
brand loyalty by investigating the customer experience of Samsung mobile phone users in China. Therefore, Samsung and its
mobile phone market managers can formulate corresponding strategies to improve consumer’s brand identification and loyalty
based on these findings. At the same time, other mobile phone companies and related market managers can also appropriately
adopt the viewpoints of this study for their strategies. On the other hand, future research can further design new models or optimize
existing models based on the findings of this study, thereby making more contributions to related research knowledge and fields.
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Appendix

Survey Instrument

Dear Respondent,

This survey is a part of my MBA thesis from UCSI University entitled “A SURVEY ON INVESTIGATINGR THE
CUSTOMER EXPERIENCE OF SUMSUNG MOBILE PHONE IN CHINA: A STUDY OF SAMSUNG MOBILE
PHONE USERS”. The study is strictly for academic purpose and will be treated with utmost confidentiality.

Note—Please read each statement carefully and select the answers with.

1. Please specify your gender:

Female

male

2. Please state your age:

20-24

25-29

30-34

35-39

Other

3. What is your education level?

High School or below

Diploma

Bachelor

Master

PhD and above

4. Please state your marital status:

Single

Married

Divorced

Widow

5. Please specify your monthly income:

CNY5000 and below |

O |[gjogja (goojoo) jooooim) g
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CNY5, 001-10, 000 ]
CNY10, 001-15, 000 ]
CNY15, 001 and above O
6. Which of the following describes you the most?

Unemployed O
Self-employed O
Student O
Housewife O
Privately employed O
Public servant O
7. If you are currently employed, please state your position title:

8. The type of smartphone you are using now.

Galaxy S21 O
Galaxy S22 O
GalaxyNote20 Ultra 5G O
Galaxy S22+ O
Galaxy Z Flip3 5G O
9. How long have you been using your current Huawei Smartphone?

Less lyear O
1-2 years O
2-3 years O
More than 3 years O
10. What other Huawei models have you used before?You may tick more than one answer.
Galaxy S21 O
Galaxy S22 O
GalaxyNote20 Ultra 5G O
Galaxy S22+ O
Galaxy Z Flip3 5G O

For each of the following statements, please tick « the appropriate column with the number that represents your opinion the
most. Think about the Huawei phone you are currently using now when you answer the questions below.

Variabl strong 2 | qughtly | stightly |
ariables ron . i i

Disagge)é Disagree Agreey Agreey Agree
Sense
My mobile phone appeals to my senses. O O O O O
My mobile phone stimulates my senses. O O O O O
Feel
My mobile phone evokes feelings in me. O O O O O
My mobile phone allows me to respond to others in an emotional O O O O O
manner.
Think
My mobile phone intrigues me. O O O O O
My mobile phone helps to stimulate my curiosity. O O O O O
My mobile phone helps me think creatively. O O O [l a
Act
My mobile phone helps me think about my lifestyle. O O O [l d
My mobile phone sends reminders to me of the activities | can do. O O O [l d
My mobile phone helps me think about my behavior O O O [l ad
Relate
My mobile phone helps me think about bonds with other people. O O O O O
I can relate to other people using my mobile phone. O O O O O
My mobile phone helps me think about relationships. O O O O O
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Brand identification

| feel a strong sense of belonging to brand Huawei.

| identify strongly with brand Huawei.

Brand Huawei embodies what | believe in.

Brand Huawei is like a part of me.

Brand Huawei has a great deal of personal meaning for me

Brand loyalty

I stick with brand Huawei because | know it is the best for me.

I will buy brand Huawei the next time | buy mobile phone.

OoiOo) (OOojoig|no
OoiOo) (OOojoig|no
a|oo) (Oojgjgig|o
OoiOo) (OOojoig|no
OoiOo) (OOojoig|no

| intend to keep purchasing brand Huawei.

End of questionnaire
Thank you for your participation
All responses will be kept private and confidential




