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Effects of Smart Phone’s Brand Images on Customer’s Satisfaction
and Loyalty: Focused on Galaxy and iPhone User Groups
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Abstract Even though the features of the products are almost identical, customers’ reactions to each product
are quite different depending on the brand image. The purpose of this study is to verify the effects of smart
phone's brand images on customer's satisfaction and loyalty and compare the differences between user groups of
the Galaxy and iPhone, two representative brands of smart phone. In order to do this, their brand images were
classified into functional, symbolic and experiential brand images, and customer's loyalty was also classified
into attitudinal and behavioral ones to empirically confirm the influence of those factors. The findings showed
that functional and experiential brand images had a positive effect on their level of satisfaction, while symbolic
brand images did not have a significant effect on it. Furthermore, it was found that the satisfaction level had a
significant effect on attitudinal and behavioral loyalty, and attitudinal loyalty also had a significant effect on
behavioral loyalty. Finally, a multiple group analysis of the user groups of Galaxy and iPhone determined that
there was a statistically significant difference in the channel between customer satisfaction and attitudinal
loyalty.
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(Table 2) Confirmatory Factor Analysis

Indicator Standardized t-value SMC CR AVE
Factor Loading

VoL 01 0726 - 0527

Functional VOL 02 0846 18393 0716
Brand fmage VoI 04 0831 18061 069 0814 0638

VoL 05 0797 17315 0635

VO2_01 0871 - 0759

. VO2_02 0918 3029 0843
Symbolic VO2_03 0860 26,432 0740 0903 0786

Brand Image ) _

VO2_04 0921 30504 0849

V0205 0857 26,209 0734

V0301 08% - 0785

. V0302 0847 26,489 0718
éiﬁznizzzle V0303 0911 31095 0830 0924 0789

V03_04 0901 30263 0811

V0305 0889 20,33 0791

V0401 0904 - 0817
iﬁiﬁiﬁf’in V0402 0907 31.828 0822 0.905 0814

V0403 0891 30502 0793

Attitudinal V05.01 0874 - 0.764
Loyalty V0502 0832 23958 0693 0790 0.738

. V06,01 08%5 - 0784
Bizayz‘;al V0602 0952 31,449 0906 0910 0854

V06.03 0934 006 0872

I} TLI=0.958, CFI=0.965, RMSEA=0.0430.2 <2 & 4.3 APRIHo| AHS
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ek ®3k TLI CFL, RMSEAE 8 u#st 23 & Z BA= o]n|2|(estimate=0.260, t=5.091)% 2R+l
o] AJELE A9 WkA] &sky] witel Huat 4 ot Gaks mAE o2 Vel ARE A Bl
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ATRES B3I TH 7k AZASE 0463(t=2.834) 0.2 YEh} nES-
(Table 3) Measurement Invariance
\ df Ay Adf TLI CFI RMSEA
Configural Invariance 753.228 388 - - 0.958 0.965 0.043
Metric Invariance 770,057 404 16.830 16 0.960 0.965 0.043
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(Table 4) Results of Model Analysis

Path Path Coefficient SE. t-value

Functional Brand Image — Customer Satisfaction 0.722 0.060 11.960™
Symbolic Brand Image — Customer Satisfaction 0.009 0.037 0.257
Experiential Brand Image — Customer Satisfaction 0.260 0.051 5.001™

Customer Satisfaction — Attitudinal Loyalty 0916 0.036 25.306™"
Customer Satisfaction — Behavioral Loyalty 0.468 0.162 2.884"
Attitudinal Loyalty — Behavioral Loyalty 0526 0.170 3.086™

* p<0.05, **+ p<0.01, s+ p<0.001

wp e
S

3
(estimate=0.526, t=3.086)% 54 FA Lo 523

BEd FHEN B5H FHEA Folo JPL VA
Aoz g Hed  FHE
e

S v= Ao2 Yeht

olE TR 7|54, APA B oA 1
Aol Faks w2, DANELLS L P5H F
Aol ke VA, B4 FAEE d54 TS
of &g mzvtm & 4= ik

4.4 CIERCEM

=AM (multi group analysis)S & o4 J

9e BAGe] 29 2 ARGt BAH0R fol@

:
Aol7k QAT B W AT 247 olt,
<Table 5014 2= A} o] AL AH§A Aol
Agel 7157 o)A — nANE, FPH ojvlA —
RS, DARE > B FAE, BEY FHE
YEA FHEI ol ehgh el ofolE A}
87 A9l A% 7154 ofrlA] - AUE, AP of
U - RARE, DANE > BEH FHE, LA
— %Y FHE, HEA FYE > P5H SHE 6
ol Ao heith, thAl wel A AHEA Aue
DARE - PEH FHE Z2W G954 QA e
S, e BE Aze dAdne Tl 5dd

Q

:

:
2
=

5
tlo
=
El
_O|L
32
o

)
Z X2 e Hlaske] xpol(ay)7t 218k =
ARl Aelrt i A9, x* Aol iEE @ Auke 1)
& <Table 6>} 2t}

AHAN] AL} Aeka} ofo]E AlEx} ko] y)5A

Bd= o U]Z](AXZZO.ISS), }‘o]';g;ﬁ 2= O]U]X](sz

=0587), F@A BA= onA|(ay2=0.647)¢} AR
2k Aol froldhA o Ao ke, wAwEs)
BEA FHE HE FHES) BB FHE 1 Ao

S
pofn it
= CLI:]/\] AX2:0.068, AX2:0.046_9_i %ﬁ];ﬁlgi %Qlé}x
)

ore Aoz vehgrt

Wk A AF8R} JEE ofolE AL Hue] 1
AR s FAE 7 Aol(a=6250) EAAL.
2 fold Aom ek, o olo]E AR Uit

(Table 5) Moderating Effect of Galaxy and iPhone Users Group

Path Galaxy Group iPhone Group

Path Coefficient t-value Path Coefficient t-value
Functional Brand Image — Customer Satisfaction 0.620 6.815™ 0.674 7.993""
Symbolic Brand Image — Customer Satisfaction 0.049 0.793 -0.01 -0.229
Experiential Brand Image — Customer Satisfaction 0.304 3744 0.221 34717
Customer Satisfaction — Attitudinal Loyalty 0.850 16510™" 1.056 16371
Customer Satisfaction — Behavioral Loyalty 0.419 1.817 0.508 2.006"
Attitudinal Loyalty — Behavioral Loyalty 0538 2.059" 0.464 2,047

" p<0.05, ” p<0.01, ™ p<0.001
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=

(Table 6) Chi-squares difference test

Path X df Ax? sig
Free Model 795.528 400 - -
Functional Brand Image — Customer Satisfaction 795.712 401 0.183 n.s
Symbolic Brand Image — Customer Satisfaction 79%.116 401 0.587 ns
Experiential Brand Image — Customer Satisfaction 796.175 401 0.647 n.s
Customer Satisfaction — Attitudinal Loyalty 801.787 401 6.259 p<0.05
Customer Satisfaction — Behavioral Loyalty 795.597 401 0.068 n.s
Attitudinal Loyalty — Behavioral Loyalty 795575 401 0.046 n.s
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