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The Influence of Brand Experience and Positive Emotion on Consumer—brand

Relationship —Focusing on smartphone brand
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Abstract

This study attempts to reveal that the connection between consumers’ self enhancement and
consumer-brand relationship can be formed from brand experiences not only through a direct use
of products or brands but also through companies’ marketing activities including advertising or
promotion, in that consumers’ sensual, affective, cognitive, and behavioral response to brands are
included in brand experiences. After experiencing the Samsung Galaxy S brand with manipulated
stimulus, 248 respondents’ positive emotion and self-enhancement were increased. Also the
positive emotion induced by brand experience increase self-enhancement. This study also shows
that brand experience and self-enhancement can significantly affect consumer-brand relationship
which in turn affects brand loyalty such as satisfaction, recommendation intention, and
repurchase intention. Experiencing strong, favorable, and attractive brand personalities may help
consumers to increase positive emotions with self-enhancement and help companies to have
brand loyalty through consumer-brand relationship.
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