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ABSTRACT

The objective of the study was to investigate the impact of brand image and

customer satisfaction on China smart mobile phone brand loyalty in Guangxi China.

In this analysis, 400 questionnaires from Guangxi China smart cell phone customers

were used. Personal data is analyzed with descriptive statistical analysis and

cross-table assessment, and the information are evaluated with a mean and standard

deviation analysis. The analysis of various regressions is used to examine the

postulated hypothesis. Through the results of the research, both brand image and

customer satisfaction had direct positive effect on brand loyalty, and brand image had

direct positive effect on customer satisfaction of China smart mobile phone in

Guangxi China. If China smart mobile phone company plans to enhance brand image

or customer satisfaction, it would be more useful to enhance the brand loyalty from

customer. Therefore, this research could be useful information for China smart mobile

phone companies managers in an environment of keen competition.
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CHAPTER 1

INTRODUCTION

This chapter introduced the situation of China smart phone market, which has

been a problem in Chinese mobile phone brands. The topics of this chapter are as the

following:

1.1 Background

1.2 Problem Statement

1.3 Significance of the Study

1.4 Research Objectives

1.5 Research Questions

1.6 Expected Benefits

1. 7 Operation Definitions
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1.1 Background

With the development of market economy and the progress of science and

technology, people living standard is getting better and better, mobile phone users

increase year by year. As a durable product, mobile phone has become a necessity in

our life. With the accumulation of people wealth, consumers tend to buy high-quality

and durable products when they want to change the new mobile phone. In the minds

of consumers, good brand products represent high quality, so brand have more and

more important role in the market. Having brand advantage can occupy an

advantageous position in the market competition. Provide stronger competitiveness.

Having brand advantage can occupy an advantageous position in the market

competition.

Table 1Worldwide Smart Phone Sales to End Users by Vendor in Q4 2018

Vendor Q4 18 Units
Q4 18

Market Share (%)
Q4 18 Units

Q4 17

Market Share (%)

Samsung 70,782.5 17.3 74,026.6 18.2

Apple 64,527.8 15.8 73,175.2 17.9

HUAWEI 60,409.8 14.8 43,887.0 10.8

OPPO 31,589.9 7.7 25,660.1 6.3

MI 27,848.6 6.8 28,187.8 6.9

Other 153,205.0 37.5 162,908.8 39.9

Total 408,358.5 100.0 407,845.4 100.0

Source：Gartner (February 2019)

In 2018, China mobile smart terminal scale has reached 1.51 billion units. Gartner,

a market research institute, released the latest report that global smart phone sales in

the fourth quarter of 2018 were 408.4 million units (Table 1), up only 0.1% from the

same period last year, and nearly stagnated. Among them, Samsung and Apple still

occupy the first two places, but sales have declined. HUAWEI, the third largest

company, has seen a significant increase in sales, exceeding 60 million units, and its

market share has also increased from 10.8% in the fourth quarter of 2017 to 14.8%,

further decomposing the market share of Samsung and Apple, the overall performance

https://fanyi.baidu.com/javascript:void(0);
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of millet mobile phones in the fourth quarter is flat, with slight decline in shipments.

Apple, which just released three new phones in the fall of 2018, sold 64.5 million

phones in the fourth quarter, down 11.8% from a year earlier, the biggest

single-quarter decline since the first quarter of 2016, with market share falling from

16% to 15. 8%. So far, in 2018, sales of the iPhone dropped by 2.7% to about 209

million units, with the report pointing out that sales of the iPhone fell most

significantly in greater China in the current quarter.

In 1990, American scholars Sasser and Reichheld surveyed 16 industries in the

United States. The results show that the average cost of attracting new customers is

five times that of retaining old customers, the customer retention rate is increased by

1%, and the profit margin of enterprises is increased by 5%-20%. Therefore, retaining

customers is very important.

At present, more and more enterprises begin to focus on marketing activities,

want to attract new customers and retain old customers. How to improve brand image

and customer satisfaction, how to deal with customer complaints correctly and have

good remediation services, how to increase the repurchase rate of customers, how to

make a good impression on customers, that all the main content of marketing

activities. The final goal of these activities is to build brand loyalty from customer.

On the other hand, economic model is changing very fast, the main factors

affecting customer loyalty to brand are also changing. After China entry the WTO, a

large number of multinational enterprises enter the Chinese Market. When customer

have chance to faced with many new foreign brands, they will change their loyalty

and choose new brands, like some customers choice the new mobile phone brand to

Apple, Samsung and LG. Customers behavior change of brand will seriously affect

the profitability of enterprises in the market. Consumers demand for mobile phones is

increasing, the purchase rate of mobile phones is also accelerating, and the

competition of mobile phone brands is becoming increasingly fierce.
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Table 2 China Smart Phone Market 2018

Company
Shipment Volumes

2018

Market Share

2018

Shipment Volumes

2017

Market Share

2017

YoY

Growth

HUAWEI 105.0 26.4% 90.9 20.4% 15.5%

OPPO 78.9 19.8% 80.5 18.1% -2.0%

Vivo 76.0 19.1% 68.6 15.4% 10.8%

MI 52.0 13.1% 55.1 12.4% -5.6%

Apple 36.3 9.1% 41.1 9.3% -11.7%

Other 49.5 12.5% 108.1 24.4% -54.2%

Total 397.7 100.0% 444.3 100.0% -10.5%

Sources: IDC, 2019

In the competition of China mobile phone market in 2018 (Table 2), the top four

mobile phone brands are all Chinese mobile phone brands. These four mobile phone

brands are constantly competing for China mobile phone share, and the competition

will become more and more intense in the future. HUAWEI won the championship

with 105 million units and 26.4% market share. Compared with 2017, HUAWEI grew

15.5% year-on-year in 2018. TOP5 is the best performer among the manufacturers,

and it is also one of the only two mobile phone brands with positive growth. OPPO

ranked second, with 78.9 million units shipped in the China market in 2018, with a

market share of 19.8%, down 2% year on year. Vivo ranked third, with 76 million

units shipped in the China market in 2018, with a 19.1% market share, an increase of

10.8% over the previous year. Millet ranked fourth, with 52 million units shipped in

the China market in 2018, with a market share of 13.1%, down 5.6% year on year.
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Figure 1 New Mobile Terminal City Level Distribution in China, Q2 2018

China Mobile Intelligent Terminal Market Report Q2 from Talking Data (Figure

1), according to the report, China third, fourth and fifth-tier cities have received great

attention from the mobile terminal market. The growth rate of new mobile terminals is

large, sales of Chinese mobile phone brands in these cities account for a large part of

total sales (Figure 2). In the future, they will also become the key areas for mobile

phone brand to expand sales. Therefore, how to maintain the brand loyalty of these

city customers is very important for the future development of Chinese mobile phone

enterprises.
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Figure 2 China City Tier Distribution of Smart Phone Brand Q4 2018

At the MWCS 2018 Shanghai Mobile Conference, all three major operators in

China said they would realize 5G commercialization by 2020. Recently, China three

major operators have a new strategic plan. In the latest release of "5G Mid-end

Product Guidelines", it is clearly pointed out that 3G will be withdrawn from the

network market by 2020. At the same time, different mobile phone brands will launch

new 5G smart phones in the future, this meaning that the 5G battle has begun.

Figure 3 Smart Phone Brand Price Distribution Q4 2018
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Data from the Ministry of Industry and Information Technology show that by the

end of 2018, the total number of mobile phones in China had reached 1.57 billion, of

which the total number of 4G subscribers reached 1.17 billion. This means that China

still has 400 million 2G and 3G users. Among the distribution of mobile phone brand

cities in China, Apple brand has the highest proportion of users in first-line and

new-line cities, China smart phone brands are distributed in third-to fifth-tier cities,

and more than 80% of mobile phone users purchase 3000 RMB (Figure 3). The 2G

and 3G users are mostly located in the third to fifth tier cities. The arrival of 5G also

means that 400 million mobile phone users have to replace new mobile phones.

At present, the research on consumer brand loyalty has become a hot topic in

marketing and academia. The research on consumer brand loyalty and its influencing

factors can help mobile phone brand to understand the mobile phone consumer

psychology and purchase behavior, help to take measures to retain consumers and

maintain mobile phone consumers.

1.2 Problem Statement

With the advent of competitive economy, the concepts of customer orientation

and brand loyalty are regarded as the foundation of enterprises, organizations that do

not address these issues will disappear from the market.

Larry light (2015), a famous American advertising expert, once said that the

future marketing is a brand war. In the consumer product market, enterprises face a

large number of consumers. There are many intermediate links between consumers

and enterprises. They can not make direct contact and interaction. They only rely on

the symbols of enterprises brand as a link. brand is used to distinguish one enterprise's

products from another enterprise's products, is a symbol of the enterprise, is a link

between consumers and enterprises, because the brand has become a medium between

enterprises and customers to establish relations, customer loyalty is shown as

customer loyalty to the brand. In the long run, the success of a brand depends not on
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the number of customers who buy it, but on how many customers become frequent

buyers of the brand (Jacoby & Chestnut, 1978).

With the advent of global competition and internationalization of local

competition, international brands have brought tremendous pressure to the survival

and development of local brands. China economy has moved from the era of product

competition to the era of brand competition. Facing the increasingly fierce market

competition, building and maintaining customer brand loyalty is not only the key to

enhance the competitiveness of local brands, but also the basic strategy for local

brands to meet international challenges. Enterprises must grasp the law of formation

and development of brand loyalty to meet the needs of survival and development.

Different scholars have done a lot of research on the influencing factors of

customer brand loyalty. Some scholars (Westbrook, 1983; Oliver, 1992; Keller, 1998)

believe that the performance of product attributes will affect consumer brand loyalty.

Some scholars believe that the type of purchase will affect the formation of customer

brand loyalty, that is, the degree of customer involvement is different, the way of

feeling after purchase is also different (Xiaoguang Luo, 2006). Some scholars believe

that service scenario and consumer sentiment can also affect brand loyalty (Sherman,

1997). A few scholars have mentioned that brand relationship quality also has an

impact on customer brand loyalty (Klee, 1997; Hennig Thurau, 2000).

For China smart phone market, HUAWEI P10 flash memory issue in 2017, the

product retails for more than $500, the latest P10 flagship was recently revealed to

have some discrepancies in the flash storages installed on several of the units in China.

Some news think HUAWEI is cutting corners in order to rip off customers, this has

had a bad effect on HUAWEI brand image.

Since 2017, OPPO has been inviting Chinese stars to endorse its products and

improving fast charging technology to attracted a lot of customers, success to improve

the brand image and increase the market share. Vivo launched a new series of
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products NEX and modify logo, MI want to attracts consumers by introducing low

price mobile phones but the shipment is not good. When 5G is coming, the

competition of mobile phone market in China is becoming more and more fierce, and

consumers satisfaction and brand loyalty of customer will change at any time.

Figure 4 Chinese Customers Change the Frequency of Mobile Phones

China Mobile Consumption Report 2017 released by Penguin think tank (Figure

4) shows that Chinese consumers are no longer willing to change mobile phones

frequently, therefore, customers will be more cautious in choosing new mobile phones,

especially those who want to change new brands, will refer to brand image and user

evaluation to decide whether to choose a new brand, that means that Chinese mobile

phone companies should create their own brand value, and strive to maintain

consumer brand loyalty.

1.3 Significance of the Study

This paper studies the impact of brand image and customer satisfaction on brand

loyalty of China smart phones, aiming to help mobile phone brand enterprises

understand the relationship between brand image and customer satisfaction in brand

loyalty of mobile phones, and grasp the influence and relationship of these factors on
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brand loyalty of mobile phones. The factors of brand loyalty have enough time and

ability to meet the needs of consumers, maintain the brand loyalty of consumers, and

enhance the competitiveness of enterprises.

In addition, the study of the impact of mobile phone brand loyalty will help to

understand the main body of brand loyalty in China second to fifth-tier cities, help

enterprises understand the service objects they provide, understand the needs and

needs of these consumer groups, and lay the foundation for enterprises to establish a

good brand foundation, stimulate and improve consumer brand loyalty.

1.4 Research Objectives

(1) To investigate the brand image has a positive affects the brand loyalty.

(2) To investigate the brand image has a positive affects the customer

satisfaction.

(3) To explore the customer satisfaction has a positive affects the brand loyalty.

(4) To compare brand image, customer satisfaction and brand loyalty of China

smart phone brand.

1.5 Research Questions

(1) How does the brand image has a positive affects the brand loyalty?

(2) How does the brand image has a positive affects the customer satisfaction?

(3) How does the customer satisfaction has a positive affects the brand loyalty?
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1.6 Expected Benefits

In the previous studies, there are many studies on brand image and customer

satisfaction, however, there are few studies on the mobile phone industry, and the

update speed of mobile phones is fast, so new research data are needed to support it.

This paper takes mobile phone users in Guangxi of China as the research object,

deeply understands what brand dimensions consumers are affected by when buying

mobile phone, and explores product image, corporate image. The influence degree of

service image is different, so as to provide some basis for expanding market share of

domestic mobile phones in China. At the same time, from a more comprehensive

perspective, this paper studies the impact of different levels of brand image on brand

loyalty, customer satisfaction on brand loyalty, identifies the key factors, and

effectively explores and supplements the relationship between brand image, customer

satisfaction and brand loyalty.

1.7 Operational Definitions

Consumers are individual members of society who purchase and use goods and

services for personal consumption, in this study consumer is China smart phone users

in Guangxi.

Brand is a kind of customer evaluation and recognition of the company and its

products, cultural value and after-sales service, it is a kind of trust to the company. In

this study brand is meaning China smart phone brand：HUAWEI, OPPO, Vivo and

MI.

The brand image is a collection of all the brand associations of the consumer. It

reflects the brand image in the consumer memory. In this study, is research the top 4

China smart phone brand image.
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Customer satisfaction is a measure of customer satisfaction. Based on the scoring

data of customer satisfaction indicators, the weighted average method is used to get

the corresponding results. In this study is research and compare HUAWEI, OPPO,

Vivo and MI customer satisfaction.

Brand loyalty is an index for measuring brand loyalty. It is formed by consumers

who buy and use the brand repeatedly for a long time, producing certain trust,

commitment, emotional maintenance, and even emotional dependence on the brand.

In this study is research China smart phone brand loyalty.

Purchasing behavior is consumer refers to the decision-making process of

purchasing commodities in order to satisfy the needs of this person, family or

enterprise in order to satisfy the needs of production and purchase products or

services they like. In this study is customer purchasing smart phone behavior.

Operators are providers of network services, only companies with operating

licenses issued by the Ministry of Industry and Information Technology can set up

networks. China three major operators refer to China Mobile, China Unicom and

China Telecom.

Appearance of mobile phone in this research, is as an important a factor in

customer satisfaction. In this research, appearance including screen size, color, design

style and shell material.

Function of mobile phone in this research, including call quality, game running

speed, the signal sensitivity and fast on the Internet.

Quality of mobile phone in this research, including battery standing wear, low

repair rate, service life of mobile phone and after-sales quality.

Price of mobile phone in this research, including high cost performance,

maintenance costs, reasonable pricing and strong promotion activities.
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CHAPTER 2

LITERATURE REVIEW

This chapter includes relevant theories and discussed literatures in 3 areas: brand

image, customer satisfaction, and brand loyalty, and the conceptual framework will be

presented in the end of this chapter. The topics are as the following:

2.1 Theory and Related Research

2.2 Conceptual Framework

2.3 Hypothesis
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2.1 Theory and Related Research

2.1.1 Brand Image

David Ogilvy (1955), a renowned American advertising master, presented the

brand image concept in the 1950s. But there is still no consensus in the academic

circles on the definition of the brand image concept. Some more detailed research was

done by scholars during this period. Brand image is a instrument that goods or

services use to convey symbolic meanings. Different brands in comparable goods give

varying emotions to customer, so customers have different opinions about different

brands, which is the symbolic meaning that they express to different brands, the

product has a different brand image when customers identify with and perceive the

product's symbolic meaning (Sommers, 1963).

The brand representative meaning also reflects the recognition of self-image by

consumers. By buying products, consumers express themselves through brand image.

Brand image reveals consumer personality characteristics, when people buy products

or services, it is expected that most of them will bring personal and social symbols

(Levy, 1973; Martineau, 1957). Brand image is a kind of overall brand awareness of

consumers, a preliminary impression of a product or service, and also a kind of

customer awareness degree (Newman, 1957; Herzog, 1963; Dichter, 1985).

The brand image management model was proposed by founder Park (1986). The

brand image should be built and maintained first. In theory, products or services can

express their image through functional, symbolic or experiential elements that create a

brand image. Based on previous research and analysis, researchers believe that the

brand image concept is comprehensive. Brand image is a sort of image feeling and

cognition that businesses are eager to establish in the hearts of consumers. It is the

comprehensive reaction and subjective expression in customer psychology of its

constituent elements. It forms an associative aggregation that is unique and

self-personality in consumer cognitive psychology.
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Brand image is defined as the mental image of what is being offered by

customers and includes all symbolic meanings associated with particular product or

service attributes, and it can reflect the customer psychology and trust in the brand

(Keller, 2003; Salinas & Ambler, 2009; Bibby, 2011). According to Ghodeswar (2008)

brand is defined as a set of customer experiences resulting from all customer contact

points with the product. When customers see or purchase a product from brand, they

have a certain cognitive or psychological impression of the product or brand and then

form a brand image. Keller (1993) also showed that brand is a mixture of consumer

psychological signs and subjectivity that contribute importance to the item or services.

Henry Assael (2000) pointed out that brand image is consumer overall brand

feeling and perception that is formed in the process of consumer inference of brand

association based on external stimulation or imagination.

According to the American Marketing Association (AMA, 2013) show that brand

loyalty is a special privilege where a customer buys repeatedly from a supplier rather

than from other suppliers. Brand image is a key factor to identify as brand equity

(Sliburyte & Bivainiene, 2008). Dunuwille (2016) research that successful advertising

and the introduction of a simple logo or symbol to easily identify customers with their

preferred brand could change the brand image for the better.

Levy Gardner (1955) suggested that brand image consists of brand opinions,

attitudes and emotions about consumers expressing the brand social identity and

cognitive psychological elements. Levy (1978) believes that brand image is the

integration of all the brand product or brand thoughts into consumer psychology,

which is composed of consumer perceptions, ideas and attitudes toward brand.

Bullmore (1984) and other scholars believe that the brand image is the general

perception and view of the attributes of the consumer to brand. Kapferer (1994)

explored brand image from processing perspective and information industry, and

concluded that brand image is when consumers relate to brand-related attributes and

generate overall perception.
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Xiucheng Fan (2002), a Chinese scholar, research that the brand image reflects

the consumer overall perception and attitude towards the brand and can influence

consumer decision-making and consumer behaviour. Ziming Luo (2001) defines the

image of the brand and summarizes its characteristics, he considers that brand image

is the subjective impression and recognition of products or brands by people. Brand

image has certain characteristics, such as structure, diversity, relative invariance,

through marketing communication and customer consumption experience. Rik (2003)

believe that brand image occurs in the subjective thinking and psychological

perception of product brands in customer groups. Zhonghe Han (2002) believes that

the brand image is the consumer impression and recognition of the product brand,

which is reflected in the brand connection.

2.1.2 Customer Satisfaction

The marketing community has always been concerned about customer

satisfaction. It is one of the marketing hotspots and related research is relatively

mature. Cardozo, an American scholar, first introduced the concept of "customer

satisfaction" into the business field in 1965. Service quality study was gradually

emerging in Western countries, let companies and organization recognized the

importance of service quality and began accepting and applying market research on

service quality. Scholars have put forward a variety of understandings and views from

different perspectives for the definition of customer satisfaction.

Scholars have placed forward a range of understandings and opinions from

distinct angles for the concept of client fulfillment. Philip Kotler (1982) describes

client fulfillment as a condition of enjoyment or dissatisfaction created by contrasting

expectations with perceived impacts of buying goods. Henry Accel (2000) thinks that

client satisfaction is due to the reality that the real emotions of the client satisfy

standards. On the contrary, if client views do not fulfill their standards, it will

contribute to client discontent.
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Howard & Sherh (1969) suggested that customer satisfaction is the psychological

condition of customers by evaluating the cost paid and revenue earned when the

modern value is less than the revenue, it is happy. Hunt (1977) thinks that customer

satisfaction is a kind of psychological view depending on buy experience and

assessment of usage. It is a psychological measure of consumer buying conduct.

Oliver & Linda (1981) think that customer satisfaction is an emotional condition

created when expectations are compatible with consumer behaviors depending on

previous consumer experiences. Churchill Surprenant (1982) points out that client

satisfaction is customers psychological view when they compare the anticipated yield

with the real advantage. Kotler (1982) argues that customer satisfaction derives from

client view of the real results or output of a product or service relative to the

anticipated stage. It is a kind of sociology of awareness of the customer. Customer

satisfaction was an emotional reaction triggered by the psychological impact of item

display and the general shopping environment. Customer satisfaction is usually

considered as a main factor in the ongoing purchasing behaviour, public praise and

customer loyalty (Westbrook & Reilly, 1983; Bearden, 1983). Tse & Wilton (1988)

believe that consumer satisfaction is a kind of differential assessment created by

contrasting the anticipated value before buy with the perceived quality after intake.

Customer satisfaction can not only prevent customer betrayal, but also increase

the profits of enterprises (Reichheld & Sasser, 1990). Kotler (1991) suggested that

consumer satisfaction is a function of comparing the anticipated item value with the

real item quality. The focus on customer satisfaction is primarily owing to the reality

that client satisfaction can deliver powerful market competitive benefit and greater

business share to companies (Fornell, 1992).

When the customer satisfaction is low, the customer complains about the product,

especially when the customer perception is smaller than the cognition. When the

customer perception is greater than the cognition, the satisfaction will increase and the

desire to purchase will be higher. Customer satisfaction with products and services,



18

and relationship between business and customers is determined by customer

satisfaction. If the customer satisfaction is relatively high, the market share will

become larger, there will be a competitive advantage in the market, and the income

will become better (Strenitzerová, 2018). In the increasingly fierce competition in the

mobile phone market, the competition means and products and services between

brands are becoming more and more similar. Service is an intangible product. As

service quality becomes more and more aware, the quality of service becomes the

standard for measuring whether customers are satisfied. Because mobile phone brands

must not only enhance service awareness, but also provide quality services to ensure

reputation and service quality, in order to effectively improve customer satisfaction

(Willys, 2018). Academia and market organizations therefore view the pursuit of

greater client fulfillment as an significant measure of company leadership in both

theory and exercise (Bolton & Drew, 1991; Crosby, 1991; Oliver, 1992; Yi, 2018).

2.1.3 Brand Loyalty

The notion of brand loyalty was first suggested by Copeland in 1923. Many

academics later placed forward the notion of brand loyalty from distinct angles.

Baldinger & Rubinson (1996) points out that the brand loyalty should include two

dimensions, namely attitude loyalty and behavior loyalty. From a behavioral loyalty

view, many academics describe product allegiance by the amount and frequency of a

brand's consumer sales, and describe frequent consumer purchases by the amount of

transactions, frequency of transactions, and rate of repurchase. Krishnamurthi (1985)

think the measurement of brand loyalty can use the proportion of the amount of sales

of a brand item to the amount of purchases of comparable goods. The greater the

proportion, the greater the allegiance to the product. Choong (1998) think the brand

loyalty of customers is the real buying behaviour of customers, which also applies

from a behavioral view to the research of brand loyalty.
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Although the behavioral view of brand loyalty describes customer brand loyalty

conduct to some extent and has some objectivity to the measurement of brand loyalty,

it does not explain the inherent reasons hidden in brand loyalty behavior and can not

disclose the true connotation of consumer brand loyalty. From the view of attitudinal

allegiance, American scientist Day (1969) first pointed out that elements of brand

loyalty attitude and behaviour must be understood when researching brand loyalty.

Many researchers consider brand loyalty to be the consumer choice for particular

product and buy purpose. Jacoby & Chestnut (1978), summarizing the concept of

brand loyalty put forward by many academics, points out that brand loyalty is created

by the combined impact of psychological operations such as buy decision-making,

post-purchase assessment, and so on. Jacoby thinks that in a monopoly scenario,

customers must choose to buy a certain product of goods or facilities or customers

because of the comfort of buying a certain product and repeating the acquisition of

such a repeated purchase conduct to evaluate brand loyalty is not advisable. Alan Dick

& Basu (1994) pointed out that customer brand loyalty should include two elements:

frequent buying conduct and attitudinal preference for the brand item or service.

Attitudinal orientation represents the degree of consumer positivity towards

product buying behavior and also reflects the readiness to recommend the product to

other customers and the engagement to purchase the chosen product again. Oliver

(1997) argues that brand loyalty relates to actual frequent purchases by consumers,

long-term desire to use the goods and facilities of their selected brands, and the

selection of their preferred brands in the presence of competitive decisions. Strong

readiness to purchase goods or services of one's own choice over a lengthy span of

moment, and the real recurring buying behaviour of customers. True loyal consumers

will not change their purchasing choices because of the impact of external

environment or competitors marketing strategies.
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From the perspective of research trend, more and more scholars believe that

consumer brand loyalty should be the combination of behavior loyalty and attitude

loyalty. Brand loyalty is not only a kind of repeated purchase behavior, but also a

positive attitude tendency. It is the internal organic integration of repeated purchase

and positive attitude tendency. Based on the views of different scholars before, this

paper believes that the connotation of brand loyalty and the definition of behavior and

attitude should be grasped in two aspects.

2.2 Conceptual Framework

2.2.1 Relationship Between Brand Image and Brand Loyalty

Figure 5 Framework From Hashed Ahmad Mabkhot (2017)

Xiucheng Fan (2000) develops a brand image evaluation model based on brand

recognition and conducts relevant research, in his research, brand image is divided

into four dimensions: symbol image, enterprise image, humanization image and

product image. When Hui Guan & Dahai Dong (2008) discuss China local brand

image, brand image is divided into brand performance and brand personality

depending on the actual situation. Hsieh & Pan (2004) divided the brand image by

country division into national image, corporate image and product image. In order to

study the impact of mobile phone brand image on consumer attitudes and buying

behaviour. Lu Li (2010) said that brand image is divided into corporate image,

product image, humanized image and symbol image and confirm they have positive

relationship.
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Shen Wei (2009) divides brand image into enterprise image, service image and

consumer image by analyzing and applying the Bell brand image model in practice.

These factors under the brand image are believed to affect brand loyalty. In the study

by Jianjun Yang (2008), brand image is divided into corporate image, product image

and service image, and the study confirms that brand image is positively correlated.

Yangzhou Liu (2011) has certified that enterprise image, product image and consumer

image have an obvious relationship with brand image. Previous Scholars have already

researched that brand image has a positive influence to brand loyalty (Andreani,

2012). Hashed Ahmad Mabkhot (2017, Figure 5) The results of this study showed that

brand image performs a direct and significant role in influencing brand loyalty to

customers. This paper divides the brand image into enterprise image, product image

and service image by referring to the research results of previous scholars and

combining with the actual needs of this paper to study the mobile phone brand.

2.2.2 Relationship Between Brand Image and Customer Satisfaction

Figure 6 Framework From Lili (2012)

Research by Bird & Ehrenberg (1970) found that there are significant differences

in the perception of brand image between non-users, current users and former users. It

can be inferred that brand image has a potential impact the customer to choice brand.

The before research always based on the relationship between image and customer

satisfaction mostly focuses on service places such as hotels, supermarkets, banks and

so on. Bloemer & Ruyter (1998) found that store image is an important variable that
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affects customer satisfaction, studies also confirm that the store image affects

customer loyalty through the intermediate variable of customer satisfaction, so store

image has a positive correlation with customer satisfaction.

Gronholdt (2000) pointed out that corporate image has the greatest impact on

customer satisfaction in the mobile phone, banking, network, supermarket or other

industries and has become an important factor affecting customer satisfaction. Dong

(2003) studied discount stores in Korea and found that the brand image store was the

mediator of customer loyalty and satisfaction. Wang (2004) conducted an empirical

study based on large-scale, comprehensive supermarkets and found that store image

had a positive impact on customer satisfaction. Rita (2007) also studied the

relationship between store brand image and customer satisfaction, finding that store

brand image is very important to customer satisfaction. Customers can easily get

satisfaction when the shop is neat and comfortable, and brand image can not only

improve brand loyalty, but also greatly impact customer satisfaction. Lili (2012,

Figure 6) research found a significant positive correlation between the dimensions of

mobile phone brand image and customer satisfaction. Yanyang Li (2018) concludes

that brand image is positively related to customer satisfaction through the study of the

logistics industry.

2.2.3 Relationship Between Customer Satisfaction and Brand Loyalty

Figure 7 Framework From P. G. Mostert (2016)
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Lijing Yang (2008) research concludes that customer satisfaction can effectively

affect brand loyalty, the premise of brand loyalty is customer loyalty. The premise of

brand loyalty is customer loyalty. The main factors are repetitive purchase behavior

and future purchase behavior (Shimp, 2010). Customer satisfaction affects brand

loyalty because there is no brand loyalty without customer satisfaction. Research

findings from Tuu & Olsen (2010) support this view by establishing that customer

satisfaction has a positive effect on loyalty. Results of P. G. Mostert (2016, Figure 7)

indicates that consumers have a direct positive relationship between customer

satisfaction and brand loyalty to smart phone brands.

Many scholars divide the measurement dimension of customer satisfaction with

mobile phones into quality, function, appearance, service, price, and complaint. This

paper refers to Pin Zhang (2015) for mobile phone customer satisfaction research

dimension, combines the theme of this study, and screens the main dimensions of

mobile phone customer satisfaction, divides the customer satisfaction dimension into

appearance, function, quality and price.

The conceptual framework (Figure 8) in this study was modified from the

conceptual framework of Hashed Ahmad Mabkhot, Lili and P. G. Mostert. The

independent variables were brand image and customer satisfaction. The dependent

variables were brand loyalty. Because this paper mainly research the impact of

customer on brand image and customer satisfaction to brand loyalty, the main

research target is Chinese smart phone users, so the influence of brand loyalty to

customer satisfaction is not included in the study. All independent variable was drawn

into the conceptual framework of this study together with the dependent variable, so

the conceptual framework of this study was presented in the following model:
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Figure 8 Conceptual Framework

2.3 Hypothesis

The research hypothesis is based on the above analysis, in order to prepare for

the design of questionnaires and statistical analysis of data, in the study before the

impact of brand image, customer satisfaction on brand loyalty, based on the analysis

of the above factors, the following 3 hypotheses are put forward.

H1: The brand image has a positive affects the brand loyalty.

H2: The brand image has a positive affects the customer satisfaction.

H3: The customer satisfaction has a positive affects the brand loyalty.
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CHAPTER 3

METHODOLOGY

This chapter is about the methodology of the study. It consists of following

items:

3.1 Research Design

3.2 Population and Sample

3.3 Data Collection

3.4 Data Analysis



26

3.1 Research Design

This section contains the information on research sample, discovers how the data

set is collected and measurements of constructs.

The purpose of this study is to explore the impact of brand image and customer

satisfaction on brand loyalty of China smart phone users in Guangxi. This study uses

quantitative analysis method and questionnaire survey method to collect the main data

from Guangxi smart phone users.

The questionnaire has 4 sections. The questionnaire in section 1 is demographic,

asking user personal background. Section 2 is based on the variables of this study. It is

consist of brand image, including enterprise image, product image, service image.

Section 3 is customer satisfaction, including appearance, function, quality and price.

Section 4 is brand loyalty including attitude and behaviour.

All the measurement items were measured on a five-point Likert-type scale that

was anchored by 1=strongly disagree to 5=strongly agree to express the degree of

agreement.

Likert Scale method to measure the agreement level in section 2, section 3,

section 4 of this questionnaire by

1= Strongly Disagree;

2= Disagree;

3= Neutral;

4= Agree;

5= Strongly Agree
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3.2 Population and Sample

The population is China smart phone user in Guangxi, and according to the

information by iimedia research (2019) which indicated the population of customers

who use smart phones in Guangxi more than 5 million.

The sample size of this research based on Taro Yamane (1973) recommend the

formula for the random sample size to study research as below

2)e(*1
n

N
N


 (1)

e = Deviation of random sampling

N= Total population

n = Number of population unit

And set sampling deviation of 0. 05

n = 50453000/[1+50453000(0. 05)²] =399.996

n = 399.996 rounded up to 400

Consequently, the sample size comes to 400 respondents.
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3.3 Data Collection

3.3.1 Plan

This research used the purposive sampling because the sample was taken based

on the assessment of the researcher that is in accordance with the characteristics of the

study.

Table 3 Data Collection Plan
China Mobile Phone Brands Distribution of Surveys

HUAWEI 100

OPPO 100

Vivo 100

MI 100

Total 400

The data for this study start with the questionnaire from May to June 2019. The

questionnaire was published online and empirical research was undertaken over the

period based on objective sampling, with 100 clients selected for each brand (Table 3).

Investigators sent questionnaires to Chinese smart phone users. and they were asked

to pass the questionnaire to their acquaintances who also used China smart phone and

to ask them to take part in the survey.

3.3.2 Tools

In this study, the quantitative method use “online questionnaire” will be used as

the main tool for data collection. A questionnaire survey was conducted among users

of four major brands of smart phones in China through the form of online

questionnaires. This study will use questionnaire star software to collection data,

“Questionnaire Star” is a professional online questionnaire in China, since the

respondents are Chinese mobile phone users, the questionnaire will be translated into

Chinese.
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The questionnaire has four sections. The questionnaire in section 1 is

demographic (Table 4), asking user personal background. Section 2 is based on the

variables of this study, it is consist of brand image (Table 5), including enterprise

image, product image, service image. Section 3 is customer satisfaction (Table 6),

including appearance, function, quality and price. Section 4 is brand loyalty (Table 7)

including attitude and behaviour.

Each questionnaire consisted of 10 main sections with 41 items. questionnaire

are expected to take approximately 5-8 minutes.

Table 4 Demographics
Variable Questions Choices Scale

Gender 1. What is your gender ? Male

 Female

 Other

Nominal

Age 2. What is your age ?  Under 20

 21-30

 31-40

 41-50

Above 50

Ordinal

Education 3. What is your highest education?  Under high school

 High school

 Bachelor

Master and higher

Ordinal

Income 4. What is your monthly income range (RMB)?  Under 2000

 2001-4000

 4001-6000

Above 6000

Ordinal

Mobile Phone Brand 5. Which brand of mobile phone you use?  HUAWEI

 OPPO

 Vivo

MI

 Other

Nominal
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Table 5 Brand Image
Dimension Questions Source

Enterprise Image 1. When choosing a mobile phone, you will consider the size of the mobile phone

brand.

2. When choosing a mobile phone, you will consider that the mobile phone brand

has a good reputation in the market.

3. When choosing a mobile phone, you will consider the position of the mobile

phone brand in the industry.

4. When choosing a mobile phone, you will consider whether the mobile phone

brand participates in public welfare undertakings.

Vázquez

(2002)

Product Image
5. The product packaging of this mobile phone brand is very good.

6. The product advertisement of this mobile phone brand is very attractive.

7. The product logo of this mobile phone brand is very beautiful.

8. The overall style of this mobile phone brand is very trendy.

Rajasekar

(2008)

Service Image 9. The employee of this mobile phone brand have high professional quality.

10. This mobile phone brand have online good service attitude of staff.

11. This mobile phone brand provided on-site service and it is very convenient.

12. This mobile phone brand staff can patiently listen to my complain and request .

Low

(2000)

Table 6 Customer Satisfaction
Dimension Questions Source

Appearance 1. The screen size of this brand mobile phone is suitable for me.

2. The color of this brand mobile phone is very beautiful.

3. The mobile phone design style of this brand is very fashionable.

4. The shell Material of this brand mobile phone have a good materials quality.

Parasuraman

(1988)

Function 5. The calls quality of this mobile phone brand is very good.

6. The game running speed of this mobile phone brand is very fast.

7. The signal of this mobile phone brand is very sensitivity.

8. This brand of mobile phone is very fast on the Internet.

Quality 9. The battery of this mobile phone brand can capable of standing wear.

10. The mobile phone of this brand have low repair rate.

11. The service life of this mobile phone brand is very long.

12. The after-sales quality of this mobile phones brand is very high.

Price 13. This mobile phone brand product have high cost performance.

14. The maintenance costs of this mobile phone brand is not too expansive.

15. The mobile phone accessories of this mobile phone brand have reasonable

pricing.

16. This mobile phone brand has a strong promotion activities.
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Table 7 Brand Loyalty
Dimension Questions Source

Attitude
1. I will give priority to this brand of mobile phone in the future.

2. I will recommend this brand to my friends.

3. I like the features of this brand services and offers.

4. I like the performance and services of this brand.

Harris

(2004)

Behaviour
5. I would always continue to choose this brand before others brand.

6. I will always continue to choose the features of this brand before others brand.

7. I would always continue to favor the offerings of this brand before others brand.

8. I will always choose to use this brand in preference to competitor brand.

3.4 Data Analysis

Five-point Likert scale is one of the most reliable measurement scales and it is

very popular. This scale is applied to the present study. Interval with five-point scale

is calculated using the following formula,

N (Width of the range) = (Maximum – Minimum）/ Level (2)

=(5 – 1)/5

=0. 8

The researcher analyzed the agreement level of brand image, customer

satisfaction and brand loyalty by calculating the mean scores in the following ranges:

1. 00 – 1. 80 are considered as strongly disagree

1. 81 – 2. 60 are considered as disagree

2. 61 – 3. 40 are considered as neutral

3. 41 – 4. 20 are considered as agree

4. 21 – 5. 00 are considered as strongly agree
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In the data analysis part of this study, in section 1, the personal data is collected

and analyzed with descriptive statistic analysis and cross tables analysis, includes age,

gender, education, monthly income and user brand of mobile phone. In section 2, the

reliability test is conducted to evaluate the items of each variable, includes the brand

image, customer satisfaction, and brand loyalty. The data is analyzed with crosstab

and mean and standard deviation analysis. In section 3, the multiple regressions

analysis is used to examine the postulated hypothesis.

The pre-test of the study tool will be presented if the study tools are simple to

comprehend for the participants by assessing the reliability of the tool. The reliability

test is a method for the identification of the correlation items in each set variable.

Cronbach's alpha coefficient is the most popular instrument for internal consistency

and reliability. Cronbach's alpha coefficient was therefore used to evaluate the

reliability test in this research.

Cronbach's alpha level should be at least 0.7 or greater in order to achieve an

appropriate scale, and many scientists require a greater cut-off level of 0.8 to be

deemed a "excellent scale" (Cronbach, 1951). As a result, the investigator selected 30

samples to perform the pre-test before testing all 400 samples. The findings of the

coefficients calculated using Cronbach's alpha score are shown as follows:
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Table 8 Reliability Test Using Cronbach’s Alpha
Variable Pre-test Actual

Brand Image

Enterprise Image 0.751 0.713

Product Image 0.840 0.818

Service Image 0.869 0.899

Customer Satisfaction

Appearance 0.779 0.869

Function 0.852 0.897

Quality 0.920 0.912

Price 0.862 0.879

Brand Loyalty

Attitude 0.823 0.936

Behaviour 0.967 0.956

The reliability score is used for each variable in the questionnaire. If the value is

equivalent to or greater than 0.7 score, this implies that the issue has accuracy or

regard. Thus, all pre-test values and real values of all factors are more than 0.7 (Table

8).
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CHAPTER 4

DATA ANALYSIS

In this chapter, it provides the outcomes of the assessment of the main research

information collected from questionnaires based on the conceptual framework and

tests the hypotheses of the study. The result from the respondents has consists in 7

parts as following:

4.1 Customer Demographic

4.2 Descriptive Analysis

4.3 Analysis of the Influence Between Brand Loyalty and Brand Image,

Customer Satisfaction.

4.4 Analysis of the Influence Between Brand Image and Brand Loyalty.

4.5 Summary of Hypothesis Testing

4.6 Individual Analysis of Brand Image, Customer Satisfaction and Brand

Loyalty of Four China Mobile Phones Brands.

4.7 Summary of the Result
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4.1 Customer Demographic

Table 9 Demographic of Respondents Gender
Frequency Percent

Gender

Male 188 47

Female 212 53

Total 400 100

Table 10 Demographic of Respondents Age
Frequency Percent

Age

Under 20 5 1.3

21-30 267 66.8

31-40 81 20.3

41-50 26 6.5

Above 50 21 5.3

Total 400 100

Table 11 Demographic of Respondents Education
Frequency Percent

Education

Under high school 17 4.3

High school 72 18.0

Bachelor 273 68.3

Master and higher 38 9.5

Total 400 100
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Table 12 Demographic of Respondents Income
Frequency Percent

Income

Under 2000 26 6.5

2001-4000 187 46.8

4001-6000 133 33.3

Above 6000 54 13.5

Total 400 100

Table 13 Demographic of Respondents Mobile Phone Brand
Frequency Percent

Mobile Phone Brand

HUAWEI 100 25

OPPO 100 25

Vivo 100 25

MI 100 25

Total 400 100

A total of 400 questionnaires were gathered from the internet in this research. In

the describe statistic, the result show the demographic of respondents which was male

occupied 47% and female was 53% (Table 9), the major age range was 21-30 years

old (Table 10), major highest education level of respondents was bachelor (Table 11),

the major range of monthly income was 2,001-4,000 RMB (Table 9). Each brand have

100 respondents (Table 12).

Table 14 Demographic of Respondents from Four Brands
HUAWEI OPPO Vivo MI

Gender

Male 42 24 52 70

Female 58 76 48 30

Total 100 100 100 100
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Table 15 Demographic of Respondents Age from Four Brands
HUAWEI OPPO Vivo MI

Age

Under 20 2 1 1 1

21-30 49 79 64 75

31-40 28 14 19 20

41-50 9 3 12 2

Above 50 12 3 4 2

Total 100 100 100 100

Table 16 Demographic of Respondents Education from Four Brands
HUAWEI OPPO Vivo MI

Education

Under high school 7 5 4 1

High school 26 6 21 19

Bachelor 42 81 72 78

Master and higher 25 8 3 2

Total 100 100 100 100

Table 17 Demographic of Respondents Income from Four Brands
HUAWEI OPPO Vivo MI

Income

Under 2000 4 6 5 11

2001-4000 30 45 52 60

4001-6000 36 38 32 27

Above 6000 30 11 11 2

Total 100 100 100 100

This study total collected 100 questionnaires from the each brands. HUAWEI

users have male 42 respondents and female was 58 respondents (Table 14). About age

under 20 years have 2 respondents, 21-30 years have 49 respondents, 31-40 have 28

respondents, 41-50 have 9 respondents,above 50 years old have 12 respondents (Table

15). Form education under high school have 7 respondents, high school have 26

respondents, bachelor have 42 respondents, master and higher have 25 respondents

(Table 16). Form monthly income (RMB), under 2000 have 4 respondents, 2001-4000

have 30 respondents, 4001-6000 have 36 respondents, above 6000 have 30
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respondents (Table 17).

OPPO users have male 24 respondents and female was 76 respondents (Table 14).

About age under 20 years have 1 respondent, 21-30 years have 79 respondents, 31-40

have 14 respondents, 41-50 have 3 respondents, above 50 years old have 3

respondents (Table 15). Form education under high school have 5 respondents, high

school have 6 respondents, bachelor have 81 respondents, master and higher have 8

respondents (Table 16). Form monthly income (RMB), under 2000 have 6

respondents, 2001-4000 have 45 respondents, 4001-6000 have 38 respondents, above

6000 have 11 respondents (Table 17).

Vivo users have male 52 respondents and female was 48 respondents (Table 14).

About age under 20 years have 1 respondent, 21-30 years have 64 respondents, 31-40

have 19 respondents, 41-50 have 12 respondents, above 50 years old have 4

respondents (Table 15). Form education under high school have 4 respondents, high

school have 21 respondents, bachelor have 72 respondents, master and higher have 3

respondents (Table 16). Form monthly income (RMB), under 2000 have 5

respondents, 2001-4000 have 52 respondents, 4001-6000 have 32 respondents, above

6000 have 11 respondents (Table 17).

MI users have male 70 respondents and female was 30 respondents (Table 14).

About age under 20 years have 1 respondent, 21-30 years have 75 respondents, 31-40

have 20 respondents, 41-50 have 2 respondents, above 50 years old have 2

respondents (Table 15). Form education under high school have 1 respondent, high

school have 19 respondents, bachelor have 78 respondents, master and higher have 2

respondents (Table 16). Form monthly income (RMB), under 2000 have 11

respondents, 2001-4000 have 60 respondents, 4001-6000 have 27 respondents, above

6000 have 2 respondents (Table 17).
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4.2 Descriptive Analysis

Table 18 Enterprise Image Level of Agreement

Item Mean S.D
Level of

Agreement

Enterprise image 3.9831 0.7490 Agree

When choosing a mobile phone, you will consider the size of the

mobile phone brand.
4.0250 0.8161 Agree

When choosing a mobile phone, you will consider that the mobile phone brand

has a good reputation in the market.
4.5000 0.6901

Strongly

Agree

When choosing a mobile phone, you will consider the position of the mobile phone

brand in the industry.
4.1100 0.7479 Agree

When choosing a mobile phone, you will consider whether the mobile phone brand

participates in public welfare undertakings.
3.2975 0.7419 Neutral

Table 19 Product Image Level of Agreement

Item Mean S.D
Level of

Agreement

Product image 3.6575 0.7871 Agree

The product packaging of this mobile phone brand is very good. 3.6525 0.7767 Agree

The product advertisement of this mobile phone brand is very attractive. 3.8000 0.8927 Agree

The product logo of this mobile phone brand is very beautiful. 3.5100 0.7185 Agree

The overall style of this mobile phone brand is very trendy. 3.6675 0.7605 Agree

Table 20 Service Image Level of Agreement

Item Mean S.D
Level of

Agreement

Service image 3.7719 0.8098 Agree

The employee of this mobile phone brand have high professional quality. 3.7000 0.7852 Agree

This mobile phone brand have online good service attitude of staff. 3.7450 0.8134 Agree

This mobile phone brand provided on-site service and it is very convenient. 3.9350 0.8170 Agree

This mobile phone brand staff can patiently listen to my complain and request. 3.7075 0.8238 Agree

For the brand image, Enterprise image had a mean of 3.9831 and standard

deviation of 0.7490, which was considered as agreeable level (Table 18). Product

image had a mean of 3.6575 and standard deviation of 0.7871, which was considered

as agreeable level (Table 19). Service image had a mean of 3.7719 and standard

deviation of 0.8098, which was considered as agreeable level (Table 20).
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Table 21 Appearance Level of Agreement

Item Mean S.D
Level of

Agreement

Appearance 3.6381 0.7630 Agree

The screen size of this brand mobile phone is suitable for me. 3.6125 0.7340 Agree

The color of this brand mobile phone is very beautiful. 3.7200 0.7766 Agree

The mobile phone design style of this brand is very fashionable. 3.6825 0.7831 Agree

The shell Material of this brand mobile phone have a good materials quality. 3.5375 0.7583 Agree

Table 22 Function Level of Agreement

Item Mean S.D
Level of

Agreement

Function 3.8400 0.8064 Agree

The calls quality of this mobile phone brand is very good. 3.7650 0.7819 Agree

The game running speed of this mobile phone brand is very fast. 3.8300 0.8414 Agree

The signal of this mobile phone brand is very sensitivity. 3.8075 0.8137 Agree

This brand of mobile phone is very fast on the Internet. 3.9575 0.7888 Agree

Table 23 Quality Level of Agreement

Item Mean S.D
Level of

Agreement

Quality 3.6913 0.9288 Agree

The battery of this mobile phone brand can capable of standing wear. 3.7475 1.0327 Agree

The mobile phone of this brand have low repair rate. 3.6050 0.8636 Agree

The service life of this mobile phone brand is very long. 3.7400 1.0025 Agree

The after-sales quality of this mobile phones brand is very high 3.6725 0.8167 Agree

Table 24 Price Level of Agreement

Item Mean S.D
Level of

Agreement

Price 3.5625 0.8197 Agree

This mobile phone brand product have high cost performance. 3.7175 0.8541 Agree

The maintenance costs of this mobile phone brand is not too expansive 3.4200 0.8339 Agree

The mobile phone accessories of this mobile phone brand have reasonable pricing. 3.5900 0.7505 Agree

This mobile phone brand has a strong promotion activities. 3.5225 0.8404 Agree
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For the customer satisfaction, appearance had a mean of 3.6381 and standard

deviation of 0.7630, which was considered as agreeable level (Table 21). Function

had a mean of 3.8400 and standard deviation of 0.8064, which was considered as

agreeable level (Table 22). Quality had a mean of 3.6913 and standard deviation of

0.9288, which was considered as agreeable level (Table 23). Price had a mean of

3.5625 and standard deviation of 0.8197, which was considered as agreeable level

(Table 24).

Table 25 Attitude Level of Agreement

Item Mean S.D
Level of

Agreement

Attitude 3.6906 0.9056 Agree

I will give priority to this brand of mobile phone in the future 3.7250 0.8924 Agree

I will recommend this brand to my friends 3.7050 0.9514 Agree

I like the features of this brand services and offers 3.6775 0.9168 Agree

I like the performance and services of this brand 3.6550 0.8619 Agree

Table 26 Behavior Level of Agreement

Item Mean S.D
Level of

Agreement

Behaviour 3.5806 0.9653 Agree

I would always continue to choose this brand before others brand 3.6200 0.9180 Agree

I will always continue to choose the features of this brand before others brand 3.5875 0.9745 Agree

I would always continue to favor the offerings of this brand before others brand 3.5725 0.9834 Agree

I will always choose to use this brand in preference to competitor brand 3.5425 0.9852 Agree

For the brand loyalty, Attitude had a mean of 3.6906 and standard deviation of

0.9056, which was considered as agreeable level (Table 25). Behaviour had a mean of

3.5806 and standard deviation of 0.9653, which was considered as agreeable level

(Table 26).
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4.3 Analysis The Influence Between Brand Loyalty and Brand Image, Customer

Satisfaction by Multiple Regressions.

H1: The brand image has a positive affects the brand loyalty.

H3: The customer satisfaction has a positive affects the brand loyalty.

Table 27Model Summary of the Customer Satisfaction and Brand Image
Model R R Square Adjusted R Square Std. Error of the Estimate

1 0.895a 0.802 0.801 0.37872

Predictors: (Constant), customer_satisfaction, brand_image

According to the Table 27, the relationship between brand image, customer

satisfaction and brand loyalty, considered with R Square, is 0.802. It means that the

brand image, customer satisfaction can explain 80.2% of change of the dependent

variable (brand loyalty). Considering that Adjusted R Square value is 0.801, hence

brand image, customer satisfaction factors and brand loyalty has a strong relationship

about 80.1%.

Table 28 ANOVA of the Customer Satisfaction and Brand Image
Model Sum of Squares df Mean Square F Sig.

1

Regression 230.170 2 115.085 802.392 0.000b

Residual 56.941 397 0.143

Total 287.111 399

a. Dependent Variable: brand_loyalty

b. Predictors: (Constant), customer_satisfaction, brand_image

c. Significant level = 0.05

From the Table 28 showed that the F values of ANOVA analysis is equal to

802.392 and the significant level was 0.000 which was less than the significant level

of 0.05. It means that there was significant relationship between brand image,

customer satisfaction and brand loyalty.
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Table 29 Result of Hypothesis the Brand Image, Customer Satisfaction and Brand
Loyalty

Model
Unstandardized Coefficients Standardized Coefficients

t Sig.
B Std. Error Beta

1

(Constant) -0.455 0.079 -5.769 0.000

brand_image 0.284 0.061 0.183 4.693 0.000

customer_satisfaction 0.948 0.050 0.739 18.981 0.000

a. Dependent Variable: brand_loyalty

b. Significant level = 0.05

From the Table 29, The Sig. value of brand image and customer satisfaction are

lower than the level of significant or the alpha level (ɑ=0.05) for the hypothesis test.

In addition, considering the value of Coefficients Beta, brand image is 0.284 and

customer satisfaction is 0.948, so customer satisfaction has the most strongly

relationship with brand loyalty at about 94.8%. The second strongest relationship is

brand image about 28.4%.

Brand loyalty=-0.455+0.284(brand image)+0.948(customer satisfaction) (3)

4.4 Analysis of the Influence Between Brand Image and Brand Loyalty by

Multiple Regressions.

H2: The brand image has a positive affects the customer satisfaction.

Table 30Model Summary of the Customer Satisfaction
Model R R Square Adjusted R Square Std. Error of the Estimate

1 0.819a 0.671 0.670 0.38029

Predictors: (Constant), brand_image

According to the Table 30, the relationship between brand image and customer

satisfaction, considered with R Square, is 0.671. It means that the brand image can

explain 67.1% of change of the dependent variable (customer satisfaction).

Considering that Adjusted R Square value is 0.670, hence brand image and customer

satisfaction has a strong relationship about 67.0%.
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Table 31 ANOVA of the Customer Satisfaction
Model Sum of Squares df Mean Square F Sig.

1

Regression 117.305 1 117.305 811.140 0.000b

Residual 57.558 398 0.145

Total 174.863 399

a. Dependent Variable: customer_satisfaction

b. Predictors: (Constant), brand_image

c. Significant level = 0.05

From the Table 31 showed that the F values of ANOVA analysis is equal to

811.140 and the significant level was 0.000 which was less than the significant level

of 0.05. It means that there was significant relationship between brand image and

customer.

Table 32 Result of Hypothesis the Brand Image and Customer Satisfaction

Model
Unstandardized Coefficients Standardized Coefficients

t Sig.
B Std. Error Beta

1
(Constant) 0.135 0.079 1.707 0.089

brand_image 0.994 0.035 0.819 28.481 0.000

a. Dependent Variable: customer_satisfaction

b. Significant level = 0.05

From the Table 32, The Sig. value of brand image is lower than the level of

significant or the alpha level (ɑ=0.05) for the hypothesis test. In addition, considering

the value of Coefficients Beta, brand image is 0.994, so brand image has the most

strongly relationship with customer satisfaction at about 99.4%.

Customer satisfaction=0.135+0.994 (brand image) (4)
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4.5 Summary of Hypothesis Testing

Table 33 The Summary of Hypothesis Testing Result
Description Result

H1: The brand image has a positive affects the brand loyalty. Supported

H2: The brand image has a positive affects the customer satisfaction. Supported

H3: The customer satisfaction has a positive affects the brand loyalty. Supported

From the Table 33 it was showed that result of all the hypothesis were supported.

4.6 Individual Analysis of Brand Image, Customer Satisfaction and Brand

Loyalty of Four China Mobile Phones Brands.

Understanding consumers satisfaction with mobile phone products and product

attributes that they attach importance to when purchasing mobile phones. Then the

consumers of four mobile phones brands are discussed to investigate the satisfaction

and loyalty of consumers of different brands of mobile phones.

Table 34 Four Brands Enterprise Image Compare
Item HUAWEI OPPO Vivo MI

Enterprise Image 4.30 4.10 3.87 3.66

When choosing a mobile phone, you will consider the size of the

mobile phone brand.
4.29 4.18 3.94 3.69

When choosing a mobile phone, you will consider that the mobile phone

brand has a good reputation in the market.
4.62 4.73 4.42 4.23

When choosing a mobile phone, you will consider the position of the

mobile phone brand in the industry.
4.49 4.31 3.85 3.79

When choosing a mobile phone, you will consider whether the mobile phone

brand participates in public welfare undertakings.
3.81 3.18 3.28 2.92

From the Table 34 enterprise image with four brands, HUAWEI is 4.30, OPPO is

4.10, Vivo is 3.87 and MI is 3.66. For each questions, “When choosing a mobile

phone, will consider the size of the mobile phone brand” HUAWEI is 4.29, OPPO is

4.18, Vivo is 3.94 and MI is 3.69. “Will consider that the mobile phone brand has a

good reputation in the market” HUAWEI is 4.62, OPPO is 4.73, Vivo is 4.42 and MI
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is 4.23. “Will consider the position of the mobile phone brand in the industry”

HUAWEI is 4.49, OPPO is 4.31, Vivo is 3.85 and MI is 3.79. “Will consider whether

the mobile phone brand participates in public welfare undertakings” HUAWEI is 3.81,

OPPO is 3.18, Vivo is 3.28 and MI is 2.92.

Table 35 Four Brands Product Image Compare

Item HUAWEI OPPO Vivo MI

Product Image 4.03 4.01 3.52 3.08

The product packaging of this mobile phone brand is very good. 4.15 3.91 3.53 3.02

The product advertisement of this mobile phone brand is very attractive. 3.97 4.54 3.68 3.01

The product logo of this mobile phone brand is very beautiful. 3.91 3.61 3.35 3.17

The overall style of this mobile phone brand is very trendy. 4.08 3.98 3.50 3.11

From the Table 35 product image with four brands, HUAWEI is 4.03, OPPO is

4.01, Vivo is 3.52 and MI is 3.08. For each questions “The product packaging of this

mobile phone brand is very good” HUAWEI is 4.15, OPPO is 3.91, Vivo is 3.53 and

MI is 3.02. “The product advertisement of this mobile phone brand is very attractive”

HUAWEI is 3.97, OPPO is 4.54, Vivo is 3.68 and MI is 3.01. “The product logo of

this mobile phone brand is very beautiful” HUAWEI is 3.91, OPPO is 3.61, Vivo is

3.35 and MI is 3.17. “The overall style of this mobile phone brand is very trendy”

HUAWEI is 4.08, OPPO is 3.98, Vivo is 3.50 and MI is 3.11.

Table 36 Four Brands Service Image Compare
Item HUAWEI OPPO Vivo MI

Service Image 4.34 4.07 3.48 3.20

The employee of this mobile phone brand have high professional quality. 4.24 4.00 3.42 3.14

This mobile phone brand have online good service attitude of staff. 4.36 4.05 3.39 3.18

This mobile phone brand provided on-site service and it is very convenient. 4.41 4.26 3.67 3.40

This mobile phone brand staff can patiently listen to my complain and request. 4.33 3.98 3.45 3.07
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From the Table 36 service image with four brands, HUAWEI is 4.34, OPPO is

4.07, Vivo is 3.48 and MI is 3.20. For each questions, “The employee of this mobile

phone brand have high professional quality” HUAWEI is 4.24, OPPO is 4.00, Vivo is

3.42 and MI is 3.14. “This mobile phone brand have online good service attitude of

staff” HUAWEI is 4.36, OPPO is 4.05, Vivo is 3.39 and MI is 3.18. “This mobile

phone brand provided on-site service and it is very convenient” HUAWEI is 4.41,

OPPO is 4.26, Vivo is 3.67 and MI is 3.40. “This mobile phone brand staff can

patiently listen to my complain and request” HUAWEI is 4.33, OPPO is 3.98 , Vivo is

3.45 and MI is 3.07.

Table 37 Four Brands Appearance Compare
Item HUAWEI OPPO Vivo MI

Appearance 3.99 4.18 3.35 3.14

The screen size of this brand mobile phone is suitable for me. 3.62 4.25 3.42 3.16

The color of this brand mobile phone is very beautiful. 4.10 4.27 3.37 3.14

The mobile phone design style of this brand is very fashionable. 4.05 4.16 3.37 3.15

The shell Material of this brand mobile phone have a good materials quality. 4.18 4.02 3.24 3.10

From the Table 37 appearance with four brands, HUAWEI is 3.99, OPPO is 4.18 ,

Vivo is 3.35 and MI is 3.14. For each questions “The screen size of this brand mobile

phone is suitable for me” HUAWEI is 3.62, OPPO is 4.25, Vivo is 3.42 and MI is 3.16.

“The color of this brand mobile phone is very beautiful” HUAWEI is 4.10, OPPO is

4.27, Vivo is 3.37 and MI is 3.14. “The mobile phone design style of this brand is

very fashionable” HUAWEI is 4.05, OPPO is 4.16 , Vivo is 3.37 and MI is 3.15. “The

shell Material of this brand mobile phone have a good materials quality” HUAWEI is

4.18, OPPO is 4.02 , Vivo is 3.24 and MI is 3.10.
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Table 38 Four Brands Function Compare
Item HUAWEI OPPO Vivo MI

Function 4.44 4.21 3.53 3.27

The calls quality of this mobile phone brand is very good. 4.46 4.23 3.49 3.20

The game running speed of this mobile phone brand is very fast. 4.36 4.19 3.52 3.25

The signal of this mobile phone brand is very sensitivity. 4.42 4.12 3.47 3.24

This brand of mobile phone is very fast on the Internet. 4.51 4.28 3.64 3.40

From the Table 38 function with four brands, HUAWEI is 4.44, OPPO is 4.21 ,

Vivo is 3.53 and MI is 3.27. For each questions “The calls quality of this mobile

phone brand is very good” HUAWEI is 4.46, OPPO is 4.23, Vivo is 3.49 and MI is

3.20. “The game running speed of this mobile phone brand is very fast” HUAWEI is

4.36, OPPO is 4.19, Vivo is 3.52 and MI is 3.25. “The signal of this mobile phone

brand is very sensitivity” HUAWEI is 4.42, OPPO is 4.12, Vivo is 3.47 and MI is 3.24.

“This brand of mobile phone is very fast on the Internet” HUAWEI is 4.51, OPPO is

4.28, Vivo is 3.64 and MI is 3.40.

Table 39 Four Brands Quality Compare
Item HUAWEI OPPO Vivo MI

Quality 4.34 4.29 3.28 2.91

The battery of this mobile phone brand can capable of standing wear. 4.27 4.51 3.29 2.82

The mobile phone of this brand have low repair rate. 4.40 4.10 3.31 2.96

The service life of this mobile phone brand is very long. 4.45 4.39 3.28 2.84

The after-sales quality of this mobile phones brand is very high 4.23 4.15 3.25 3.01

From the Table 39 quality with four brands, HUAWEI is 4.34, OPPO is 4.29,

Vivo is 3.28 and MI is 2.91. For each questions “The battery of this mobile phone

brand can capable of standing wear” HUAWEI is 4.27, OPPO is 4.51, Vivo is 3.29

and MI is 2.82. “The mobile phone of this brand have low repair rate” HUAWEI is

4.40, OPPO is 4.10 , Vivo is 3.31 and MI is 2.96. “The service life of this mobile

phone brand is very long” HUAWEI is 4.45, OPPO is 4.39, Vivo is 3.28 and MI is

2.84. “The after-sales quality of this mobile phones brand is very high” HUAWEI is

4.23, OPPO is 4.15, Vivo is 3.25 and MI is 3.01.
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Table 40 Four Brands Price Compare
Item HUAWEI OPPO Vivo MI

Price 3.81 4.11 3.30 2.98

This mobile phone brand product have high cost performance. 4.06 4.21 3.31 3.09

The maintenance costs of this mobile phone brand is not too expansive 3.53 4.04 3.20 2.91

The mobile phone accessories of this mobile phone brand have

reasonable pricing.
3.81 4.14 3.35 3.06

This mobile phone brand has a strong promotion activities. 3.85 4.05 3.35 2.84

From the Table 40 price with four brands, HUAWEI is 3.81, OPPO is 4.11, Vivo

is 3.30 and MI is 2.98. For each questions “This mobile phone brand product have

high cost performance” HUAWEI is 4.06, OPPO is 4.21, Vivo is 3.31 and MI is 3.09.

“The maintenance costs of this mobile phone brand is not too expansive” HUAWEI is

3.53, OPPO is 4.04, Vivo is 3.20 and MI is 2.91. “The mobile phone accessories of

this mobile phone brand have reasonable pricing” HUAWEI is 3.81, OPPO is 4.14,

Vivo is 3.35 and MI is 3.06. “This mobile phone brand has a strong promotion

activities” HUAWEI is 3.85, OPPO is 4.05, Vivo is 3.35 and MI is 2.84.

Table 41 Four Brands Attitude Compare
Item HUAWEI OPPO Vivo MI

Attitude 4.13 4.40 3.31 2.92

I will give priority to this brand of mobile phone in the future 4.21 4.35 3.30 3.04

I will recommend this brand to my friends 4.18 4.42 3.34 2.88

I like the features of this brand services and offers 4.14 4.43 3.33 2.81

I like the performance and services of this brand 3.99 4.41 3.28 2.94

From the Table 41 attitude with four brands, HUAWEI is 4.13, OPPO is 4.40,

Vivo is 3.31 and MI is 2.92. For each questions “I will give priority to this brand of

mobile phone in the future” HUAWEI is 4.21, OPPO is 4.35, Vivo is 3.30 and MI is

3.04. “I will recommend this brand to my friends” HUAWEI is 4.18, OPPO is 4.42,

Vivo is 3.34 and MI is 2.88. “I like the features of this brand services and offers”

HUAWEI is 4.14, OPPO is 4.43 , Vivo is 3.33 and MI is 2.81. “I like the performance

and services of this brand” HUAWEI is 3.99 , OPPO is 4.41, Vivo is 3.28 and MI is

2.94.
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Table 42 Four Brands Behaviour Compare
Item HUAWEI OPPO Vivo MI

Behaviour 4.29 4.21 3.21 2.70

I would always continue to choose this brand before others brand 4.48 3.98 3.21 2.81

I will always continue to choose the features of this brand before others brand 4.30 4.44 3.20 2.71

I would always continue to favor the offerings of this brand before

others brand
3.94 4.48 3.23 2.64

I will always choose to use this brand in preference to competitor brand 4.42 3.93 3.20 2.62

From the Table 42 behaviour with four brand, HUAWEI is 4.29, OPPO is 4.21,

Vivo is 3.21 and MI is 2.70. For each questions “I would always continue to choose

this brand before others brand” HUAWEI is 4.48, OPPO is 3.98, Vivo is 3.21 and MI

is 2.81. “I will always continue to choose the features of this brand before others

brand” HUAWEI is 4.30, OPPO is 4.44, Vivo is 3.20 and MI is 2.71. “I would always

continue to favor the offerings of this brand before others brand” HUAWEI is 3.94,

OPPO is 4.48, Vivo is 3.23 and MI is 2.64 . “I will always choose to use this brand in

preference to competitor brand” HUAWEI is 4.42 , OPPO is 3.93, Vivo is 3.20 and

MI is 2.62.

4.7 Summary of the Result

In customer demographic part, this study total of 400 internet questionnaires

were gathered from this research. The outcome shows the demographics of the

respondent who was female occupied 53 percent and male occupied 47 percent. The

main age range was between 21 to 30 years old (66.8%), major highest education

level of respondents was bachelor (68.3%), the major range of monthly income was

2,001-4,000 RMB (46.8 %).

For each brands customer demographic part, HUAWEI and OPPO female

respondents more than male, the major, but Vivo and MI male respondents more than

female. Four brand the major age range was 21-30 years old, HUAWEI users age

range was 21-40, major highest education level of respondents was bachelor,

HUAWEI master and higher is the most and OPPO bachelor users numbers is the
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most in four brands compare. For monthly income, HUAWEI and OPPO users

income between 2000-6000 RMB, Vivo and MI users major income between

2001-4000 RMB.

In descriptive analysis part, for the brand image, enterprise image, product image

and service image was considered as agreeable level. For the customer satisfaction,

appearance, function, quality and price was considered as agreeable level. For the

brand loyalty, attitude and behaviour which was considered as agreeable level.

Brand image, customer satisfaction factors and brand loyalty has a strong

relationship about 80.1%. Customer satisfaction has the most strongly relationship

with brand loyalty at about 94.8%. The second strongest relationship is brand image

about 28.4%. Brand image and customer satisfaction has a strong relationship about

67.0%. Brand image has the most strongly relationship with customer satisfaction at

about 99.4%. The result of all the hypothesis were supported.

Individual analysis part, in brand image part, enterprise image, product image

and service image with four brand, all the results show that HUAWEI ranks first,

OPPO ranks second, Vivo ranks third and MI ranks fourth. In customer satisfaction,

appearance with four brand, OPPO ranks first, HUAWEI ranks second, Vivo ranks

third and MI ranks fourth. Function and quality with four brand, HUAWEI ranks first,

OPPO ranks second, Vivo ranks third and MI ranks fourth. Price with four brand,

OPPO ranks first, HUAWEI ranks second, Vivo ranks third and MI ranks fourth. In

brand loyalty, attitude with four brand, OPPO ranks first, HUAWEI ranks second,

Vivo ranks third and MI ranks fourth. Behavior with four brand, HUAWEI ranks first,

OPPO ranks second, Vivo ranks third and MI ranks fourth.
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CHAPTER 5

CONCLUSION, DISCUSSIONAND RECOMMENDATION

The conclusion is based on the research objectives of this study, using the theory

to research. The impact of brand image and customer satisfaction on China smart

mobile phone brand loyalty in Guangxi, China. This chapter includes 5 sections:

5.1 Conclusion

5.2 Discussion

5.3 Recommendations

5.4 Limitation of the Study

5.5 Future Research
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5.1 Conclusion

The relationship between brand image and brand loyalty (Hypotheses1).

According to the result of the tests of hypotheses, the Sig. value is lower than the

level of significance or the alpha level (ɑ=0.05) for the hypothesis test. brand image

has the relationship with brand loyalty is 28.4%. Hence, the brand image has a

positive affects the brand loyalty.

The relationship between brand image and customer satisfaction (Hypotheses2).

According to the result of the tests of hypotheses, the Sig. value is lower than the

level of significance or the alpha level (ɑ=0.05) for the hypothesis test, brand image

has the most strongly relationship with customer satisfaction at about 99.4%. Hence,

the brand image has a positive affects the customer satisfaction.

The relationship between customer satisfaction and brand loyalty (Hypotheses3).

According to the result of the tests of hypotheses, the Sig. value is lower than the

level of significance or the alpha level (ɑ=0.05) for the hypothesis test, customer

satisfaction has the relationship with brand loyalty at about 94.8%. Hence, the

customer satisfaction has a positive affects the brand loyalty.

5.2 Discussion

The brand image is consisting of three dimensions, which are enterprise image,

product image and service image. The results of data analysis on level of agreement

shows the total of three dimensions of enterprise image (Mean=3.9831, SD=0.7490)

was shown at the agree level, product image (Mean=3.6575, SD=0.7871) was shown

at the agree level, and service image (Mean=3.7719, SD=0.8098) was shown at the

agree level, too.
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Based on the literature review, Achenbaum (1993) believes that customer

perception of product attributes, functions and meanings can change the brand image.

Previous scholars have already researched that brand image has a positive influence to

brand loyalty (Andreani, 2012). Hashed Ahmad Mabkhot (2017) believe that brand

image performs a direct and significant role in influencing brand loyalty to customers.

From the analysis result, it was found that as for enterprise image, the respondents

paid more attention to the mobile phone brand has a good reputation in the market.

For product image, it was found that respondents paid more attention to the product

advertisement of mobile phone attractive or not. For the service image, it was found

that respondents pay more attention to whether the mobile phone brand provided

on-site service convenient or not.

The customer satisfaction is consisting of four dimensions, which are appearance,

function, quality and price. The results of data analysis on level of agreement shows

the total of three dimensions of appearance (Mean=3.6381, SD=0.7630) was shown at

the agree level, function (Mean=3.8400, SD=0.8064) was shown at the agree level,

quality (Mean=3.6913, SD=0.9288) was shown at the agree level, and price

(Mean=3.5625, SD=0.8197) was shown at the agree level, too.

Based on the customer satisfaction literature review, Oliver (1980) has suggested

the "expectation inconformity" concept, which has shown that clients will feel happy

when the real performance of the services exceeds their expectations, on the other side,

when the real performance of the services is lower their expectations, they will feel

unhappy. Lili (2012) research found a significant positive correlation between the

dimensions of mobile phone brand image and customer satisfaction. Based one the

analysis result, it was found that as for the appearance, the respondents paid more

attention to the color of mobile phone beautiful or not. For the function of smart

phone, it was discovered that the participants paid more attention to whether or not

they used mobile phones on the Internet quickly. As far as quality is concerned, it was

discovered that the customer paid more attention to whether or not the mobile phone
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battery was capable of standing wear. When it comes to mobile phone prices, it was

discovered that customer pay more attention to whether or not the phone has high cost

performance.

The brand image is consisting of two dimensions, which are attitude and

behaviour. The results of data analysis on level of agreement shows the total of two

dimensions of attitude (Mean=3.6906, SD=0.9056) was shown at the agree level, and

behaviour (Mean=3.5806, SD=0.9653) was shown at the agree level, too.

Brand loyalty based on the literature review, Alan Dick & Basu (1994) pointed

out that customer brand loyalty should include two elements: frequent buying conduct

and attitudinal preference for the brand item or service. True faithful customers will

not alter their buying decisions because of the effect of the internal setting or the

marketing strategies of rivals. More and more scholars believe that consumer brand

loyalty should be the combination of behavior loyalty and attitude loyalty. Research

findings from Tuu & Olsen (2010) and Results of P. G. Mostert (2016) support this

view by establishing that customer satisfaction has a positive effect on loyalty, it was

found that as for behavioural loyalty, if the respondents are satisfied with this brand,

when they need change the new product in the future, they will take this brand

product as the preferred. For attitude loyalty, if the respondents are satisfied with this

brand, they would think that this brand products are repeatedly of better quality than

other brand. Thus, although there are other alternatives for other brand, they still

prefer to this brand.

5.3 Recommendations

In this part, the researcher will inform the recommendation from this study to the

China smart mobile phone brand.The mobile phone company is to improve the

company performance and increase its market share. However, after China mobile

telecommunication is in 5G era, the different brands companies have to confront with

the new competitive situation, and different 5G mobile telecommunication services
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are provided to customers. For mobile phone companies, this research can be used to

find out which factors influence customer satisfaction and brand loyalty in the

planning of marketing strategies.

In the describe statistic, the majority of smart phone from Guangxi users are

between 21 and 30 years old, and female users are more than male. Different

consumers have different requirements for mobile phones. For example, male users

pay more attention to function and quality, while female users pay more attention to

fashion and photo functions. In the future, enterprises can attract consumers by

introducing different types of mobile phones for male or female.

For enterprise image, customers more pay attention to company has a good

reputation in the market and position of the mobile phone brand in the industry.

Company need to establish a positive enterprise image and company culture, so that

customers feel the positive energy of the enterprise, and form a good corporate

reputation.

For product image, customers will be attracted by the advertisement of products,

and pay more and more attention to the overall style of mobile phones, especially

female customers. Smart phone corporate needs to focus on advertisement, increase

advertising and creativity to attract customers memories.

For service image, customers more pay attention to company provided on-site

service it is very convenient or not, because even if customers want to buy a mobile

phone, they will choose to go to the store to experience the product first.

Administrators should carry out periodic training and evaluation of the service

attitude of staff in order to guarantee that the client maintains a professional services

attitude and quality at all times. The requirements for a unified dress code for

employees make them look more professional for customers. If the customer feel very

happy mood in the service process, customer satisfaction would be enhanced.

Managers should in particular about concentrate on every detail of the service process
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through personnel training in order to give clients a beneficial effect. This will can

make customer feel that a mobile phone company has a feeling of accountability and

that the business can have a successful assessment that can enhance customer

satisfaction and brand loyalty.

Smart phone design and smart phone quality are very important for the customer,

both male and female pay more attention to the design style and color of mobile

phones. Nowadays people use mobile phones more and more frequently, so the

durability and quality of cell phone batteries are very important to the life of mobile

phones, customers also consider battery life as an important reason to buy mobile

phones, so the company should concentrate on these two significant points in order to

enhance the sort of marketing mix in order to attract more customer.

Reasonable price and value are also necessary for corporate smart phones. Smart

phone companies should set up more channels for customers to buy smart phones, in

particular on-line store and mobile phone shopping mall. On the promotional part, the

smart phone company should pay attention to lowering the cost of smart phone to

attract customers, or provide quality maintenance service. On the employee factor,

Smart phone companies should train more accountable employees and concentrate on

communication between the customer and the employees, employees are customer

commentators on the company products, these two points are very crucial for the

company, which can enhance brand loyalty.

Table 43 Individual Analysis of Four China Mobile Phones Brands
Item HUAWEI OPPO Vivo MI

Brand Image 4.22 4.06 3.62 3.31

Customer Satisfaction 4.14 4.19 3.37 3.07

Brand Loyalty 4.21 4.31 3.26 2.81
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5.3.1 Recommendations for HUAWEI

Based on the data of this study, HUAWEI is the first place in the brand image

(Table 43), when HUAWEI customers choosing a mobile phone, they more attention

to the enterprise image and service image, especially good reputation in the market,

position in the mobile phone industry, on-site service convenient or not. In 16 items of

HUAWEI customer satisfaction, the highest satisfaction is calls quality, mobile phone

Internet very fast and service life is very long. The lowest satisfaction is screen size of

mobile phone, the maintenance costs a little expensive and the mobile phone

accessories not very reasonable pricing, so these three aspects are the goal and

direction that HUAWEI mobile phone can improve in the future. HUAWEI ranks

second in four mobile phone brand loyalty comparisons, HUAWEI consumers

purchase behavior ranked first among the four major mobile phone brands in this

research. HUAWEI mobile phone users are mainly between 21 to 40 years old, there

is little difference between male and female users. Distribution of education is

bachelor and master or higher, monthly income is between 2000-6000, so HUAWEI

mobile phone users have a certain economic base and come from high income. And

HUAWEI mobile positioning is high-end business phones, If HUAWEI mobile phone

keeps high quality, it will win more business people choices. The number of

HUAWEI Mobile Experience Stores in Guangxi is no more than that of OPPO, In the

future, HUAWEI can launch more activities or give more promotion to attract

consumers.

5.3.2 Recommendations for OPPO

Follow the data of this study, OPPO is the second place in the brand image

(Table 43), when OPPO customers choosing a mobile phone, they more attention to

the enterprise image and product image, especially good reputation in the market,

position in the mobile phone industry and product advertisement. In 16 items of

OPPO customer satisfaction, the highest satisfaction is mobile phone is very fast on

the Internet, the battery can capable of standing wear and the service life is very long.
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The lowest satisfaction is shell Material quality, repair rate a little high and

maintenance costs, so these three aspects are the goal and direction that OPPO mobile

phone can improve in the future. OPPO ranks first in four mobile phone brand loyalty

comparisons, OPPO consumers attitude ranked first among the four major mobile

phone brands in this research. OPPO mobile phone users are mainly between 21 to 30

years old, the proportion of female mobile phone users is very large. Distribution of

education is bachelor and master or higher, monthly income is between 2000-6000.

OPPO mobile phone photography mode is very popular with female consumers, and

mobile phone batteries are very durable. OPPO can produce more good quality and

good design products in the future.

5.3.3 Recommendations for Vivo

Based on the results of the research, Vivo is the third place in the brand image

(Table 43), when Vivo customers choosing a mobile phone, they more attention to the

enterprise image, especially the size of the mobile phone brand, good reputation in the

market and position in the industry. Vivo is the third place in the customer satisfaction,

In 16 items of Vivo customer satisfaction, the highest satisfaction is calls quality,

game running speed and mobile phone is very fast on the Internet. The lowest

satisfaction is shell material quality, after-sales quality and maintenance costs a little

expensive, so these three aspects are the goal and direction that Vivo mobile phone

can improve in the future. Vivo is the third place in the brand loyalty, the majority of

mobile phone users are between 21 to 30 years old, and male users are more than

female users. Most of the users are very young, and they have requirements on the

speed of mobile phone. In the further Vivo can improve the high cost performance to

attracting young consumers, Vivo can through brand positioning, introduced different

mobile phones for young customers of different genders.
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5.3.4 Recommendations for MI

Based on the results of the present research, MI is the fourth place in the brand

image (Table 43), when MI customers choosing a mobile phone, they are consider the

enterprise image, the market size and brand has a good reputation in the market or not.

In 16 items of MI customer satisfaction, the highest satisfaction is game running

speed, the signal of mobile phone very sensitivity and the mobile phone is very fast on

the Internet. The lowest satisfaction is service life is not very long, the mobile phone

didn't have low repair rate and phone battery, so these three aspects are the goal and

direction that MI mobile phone can improve in the future. MI is the fourth in four

mobile phone brand loyalty comparisons, therefore, the majority of mobile phone

users are between 21 to 30 years old, the proportion of male mobile phone users is

very large. Most of the users are young people with low consumption ability. MI

mobile positioning is to introduce low-cost mobile phones, but also need to ensure the

quality of mobile phones. MI have great efforts and room for improvement in product

or after-sales service, and should be strengthened and improved.

5.4 Limitation of the Study

1. In this research, the information collection focuses only on users of Guangxi

smart mobile phones. It would have an effect on the accuracy of the research and

could not represent the real attitude of all Chinese smart phone consumers.

2. Sampling organizations come from a variety of backgrounds that may have an

impact on the questionnaires, some respondents understood the questionnaires and

some participants required more explanation, all of which may have an impact on the

precision of the reply.

3. Answers from questionnaires may be distorted, because questionnaires have

been distributed only on the Internet, and sometimes participants have not been

cautious, so their responses may be distorted by their present satisfaction.
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5.5 Future Research

This part will demonstrate the subjects or areas that are interesting and linked to

this research and may be used as a reference in this research.

1. This study focuses only on customers in Guangxi and does not include other

provinces, so the next research for those interested in this problem can concentrate

more on the other provinces.

2. This study focuses only on China smart phone customer, so the next researcher

who interested in this topic can concentrate more on foreigners using China smart

phone.

3. This research explores only two variables that can affect customer satisfaction

and the brand loyalty of China smart phone. Future researchers can investigate other

factors that may affect customer satisfaction and the brand loyalty of China smart

phone brand or whole brand. Like the marketing mix.
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APPENDIX 1

Questionnaire

Dear Sir/Madam,

I am an GLOBALMBA student at the International College of the Thai Chamber

of Commerce. I am doing a survey on the impact of Chinese smart phone brand image

and customer satisfaction on brand loyalty. This survey is uses an anonymous form,

all responses given by you will be strictly kept confidential and used for academic

purpose only. I'm very grateful to you can take 8 minutes to answer the questions.

Thank you very much to support this survey.

Part 1：Personal information. Please checking only one answer for each question

listed below. And check √ in the .

1. What is your gender?

Male  Female  Other

2. What is your age ?

 Under 20  21-30  31-40  41-50 Above 50

3. What is your highest education？

 Under high school  High school

 Bachelor Master and higher

4. What is your monthly income range ( RMB )？

 Under 2000  2001-4000  4001-6000 Above 6000

5. Which Brand of mobile phone you use？

 HUAWEI  OPPO  Vivo MI  Other
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Part 2: In the following questions, please check the corresponding scores

according to the real experience after you using your mobile phone. Please draw ( √ )

according to your level of agreement in the corresponding box: 5=Strongly agree;

4=Agree; 3=Neutral; 2=Disagree; 1=Strongly disagree.

Brand Image
Dimension Questions 5 4 3 2 1
Enterprise
Image

1. When choosing a mobile phone, you will
consider the size of the mobile phone brand.

2. When choosing a mobile phone, you will
consider that the mobile phone brand has a good
reputation in the market.

3. When choosing a mobile phone, you will
consider the position of the mobile phone brand
in the industry.

4. When choosing a mobile phone, you will
consider whether the mobile phone brand
participates in public welfare undertakings.

Product
Image

5. The product packaging of this mobile phone
brand is very good.

6. The product advertisement of this mobile phone
brand is very attractive.

7. The product logo of this mobile phone brand is
very beautiful.

8. The overall style of this mobile phone brand is
very trendy.

Service
Image

9. The employee of this mobile phone brand have
high professional quality.

10. This mobile phone brand have online good
service attitude of staff.

11. This mobile phone brand provided on-site
service and it is very convenient.

12. This mobile phone brand staff can patiently
listen to my complain and request .
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Customer Satisfaction

Dimension Questions 5 4 3 2 1

Appearance 1. The screen size of this brand mobile phone is
suitable for me.

2. The color of this brand mobile phone is very
beautiful.

3. The mobile phone design style of this brand is
very fashionable.

4. The shell Material of this brand mobile phone
have a good materials quality.

Function 5. The calls quality of this mobile phone brand is
very good.

6. The game running speed of this mobile phone
brand is very fast.

7. The signal of this mobile phone brand is very
sensitivity.

8. This brand of mobile phone is very fast on the
Internet.

Quality 9. The battery of this mobile phone brand can
capable of standing wear.

10. The mobile phone of this brand have low repair
rate.

11. The service life of this mobile phone brand is
very long.

12. The after-sales quality of this mobile phones
brand is very high.

Price 13. This mobile phone brand product have high
cost performance.

14. The maintenance costs of this mobile phone
brand is not too expansive.
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15. The mobile phone accessories of this mobile
phone brand have reasonable pricing.

16. This mobile phone brand has a strong
promotion activities.

Brand Loyalty

Dimension Questions 5 4 3 2 1

Attitude 1. I will give priority to this brand of mobile
phone in the future.

2. I will recommend this brand to my friends.

3. I like the features of this brand services and
offers.

4. I like the performance and services of this
brand.

Behaviour 5. I would always continue to choose this brand
before others brand.

6. I will always continue to choose the features of
this brand before others brand.

7. I would always continue to favor the offerings
of this brand before others brand.

8. I will always choose to use this brand in
preference to competitor brand.
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