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ABSTRACT

Brand management has become increasingly importingn the rapid changes in the global market amel t
elevation of competition. A sound brand image @ealear product differentiation, consumer prefereand loyalty. In
the beginning, the entire market of Chinese mdiellephone was occupied by the foreign companiés. gifase has
continued over ten years until the beginning of9,98hen some homebred brands entered the mobileepimarket in
succession. After five years, the homebred bramuisefd a certain scale. At present there are seveunaldred brands
of mobile phones in China, including foreign brarsigh as Nokia, Motorola, Samsung and Chinese brands as
Amoi, Bird, TCL. However, most of Chinese usep@ines of Nokia, Motorola and Samsung due to trmddorands.
This dissertation aims to study brand and brandoggition in order to identify its importance to tlell phone
purchase behavior. Thus, taking Beijing as the aede city to study brand recognition’s impact onll gghone
purchase to investigate the current circumstancbrahd recognition on selected mobile phone suppiie their sale
places in Beijing from the customers’ viewpoint amestigate factors contributing to the customeesceived level of
brand recognition. The documents of consumers’ iehs research point out consumers’ decisions &fédy many
factors including external environment factors antkrnal environment factoesIf the sales men can understand the
efficiency what the consumers expect after buygiwlar phone, they can provide various productformation to
consumers for choice.
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INTRODUCTION

Cell phones are now no longer a luxury in Chinaiclwthas become communications tool, China's mgqifitene
penetration rate is not the highest, but Chinaadarge population, particularly the big cities)lege students and
foreign workers are more concentrated, cell phooledr is relatively much higher, particularly in ifeg, the cell
phone is many indispensable tool, so how do teeseiare consumers have become mobile phone suppligrsrtant
factors to consider. And cell phones, as high-tdebtronic products, are not very much well underdtby consumers,
the biggest factor is the quality for consumerg, the quality is often closely related to the walewn brands, this
paper will be produced then.

This study focuses on the importance of brand neitiog on mobile phones purchase in Beijing cityGifina.
Corporate branding is what makes a company spanthlunique. It expresses the company's approabbsioess, its
values and business culture. It is reflected innghéng from the quality of the products and/orvéegs, marketing
strategies, communication media, and working emvirent. Corporate branding should tie all the défgrelements of
the business together in a unifying way. Corpobatsding enables the company to build brand retiognand loyalty
among clients, and also to communicate its value$ special approach to business in a memorable Whaig
establishes a benchmark of set of goals, againstwthe performance can be measured, and givesogegs a sense
of belonging to a team.

Beijing is China's capital, and it has more tham&lion people. The mobile phone penetration tzs reached
60% in Beijing now (Zhang, 2005)n the face of such a vast number of the cell phoweket, it is necessary to
understand the factors people consider buying ragifibnes and developments. According to this paperief survey
found that the most important factor of consumprschase is the quality of cell phone for consuneerssider buying
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cell phones. And as we all know that cell phonentisadirectly lead to aircrafts which makes brarmtant for almost
80% of purchases.

LITERATURE REVIEW

Brand recognition

Brands can be on a business level, like the nameusihess, or on a product and service level. Acekent
example would be General Motors — which is a comgaiand — and they have line brands, like ChevroteBuick,
and individual cars are branded as well... like #imadus Corvette (Stephen S Tax, 2003).

Brand Recognition is the extent to which a brandeisognized for stated brand attributes or comnatitins
(Kevin Lane Keller. 2004). In some cases brandgeitmn is defined as aided recall - and as a gutiSkerand recall.
In the case, brand recognition is the extent tactvlai brand name is recognized when prompted witlathual name. A
broader view of brand recognition is the extentwioich a brand is recognized within a product clesscertain
attributes. Logo and tag line testing can be ssamfarm of brand recognition testiidames 2002 . For example, if
a product name can be associated with a certaitintaglogo or attribute (safety and Volvo; "Jus i, Nike), a
certain level of brand recognition is presentedreHare the 5 levels of brand recognition, bran@atépn, brand
non-recognition, brand recognition, brand prefeeesed brand loyalty.

Theimportance of brand recognition on mobile phone purchasein Beijing

Customer loyalty is a tendency after purchase tf@definition and measurement of customer loy#tiy,act can
be divided into two different attitude and emphatie formers focus on calculation rates of thechase number of a
certain brand to the total purchase number as asuneaf customer loyalty, for example, Cunninghd@5@) has
proposed that buying 50% of the number of proporéiera distinction between loyalty and un-loyaltyoBn (1993)
thinks that the customer purchase behavior canildded into four categories: indivisible integripnly fixed the
purchase of certain brands; Divided loyalty-turnbiay two brands; without any loyalty-fixed conversiafter the
purchase of certain brands target buyers; Infigelinversion different brands. Jacobs (1978) thittkast brand
preference will be divided into acceptance, neptejéction, and should divided from three regiand regional brands
contained to evaluate the number of loyal custonidemry Assael (2000) considerate that customexsdpreference
remain stable, he shows that customers have addstand preferences, and their hearts are theifavmands for the
last change, which shows that customer loyalty geamwith attitude.

There are four reasons as to why quality brandgmition is important. These reasons are also agiplkicto the
mobile phone industry. Enough have been discudsedeawe all know that brand recognition means ggeality and
good service for customers. So what are the adgastaf creating a high degree of brand recognitiotine end? In
this study, this will be explained as follows:

@ Firstly, brand recognition enjoys the advantagéhefconsumers when they go shopping. For examphee people
want to eat hamburgers meal; McDonald's hambumessbe the preferred option.

® The second benefit is that in any case it will efisonsumer choice. For example, when customeksdaimotives
of choosing brands, they will choose goods accgrttirthe brand recognition.

® In addition, when consumers are unable to diststgbetween the different brands when they have tengaged in
the purchase, brand recognition is often the mdjaring force for purchase decisions. It is an iesing fact.
Sometimes customers want to know which brandsteebest quality, but because of their lack of krealge or
experience, they often can not make judgments, aschigh precision technology products. In mosesathey
would simply vote for those brands they are mostilfar with.

® Finally, we must recognize that brand recognit®a iprerequisite for the formation of brand imagehance brand
recognition for the quality of a brand; it is cortee to the enhancement of the brand image.

The 21st century is the century of competing braBdand has gone beyond the management, humarnrcesou
technology, capital, as the core resources. Branfhding fierce competition in the market, andsitthhe strongest
weapon to obtain a competitive advantage. Reprieggetite brand names of well-known brands is thetkeguccess.
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RESEARCH HYPOTHESIS

This paper believes that customers perceived vahg brand recognition relationship can be summedsip
following process, that is “brand recognition--amer perceived value---brand loyalty”. Integrateonf mechanism
analysis, the various factors of brand recognitian affect the value of customer perception. Hiditand could attract
more attention from customers, and good brand ineagpances the positive customer perception. Aiergthe brand
of products or receiving services, if the branédgsial or exceeding the expectations of consumiees, it will further
strengthen the positive consumer brand awarenes®rdumers. To the contrast, if not reach the daapieas of
consumers, then would have negative brand awareib@sh not have the brand loyalty. Aaker (199&)nsiders one of
way to attract customers is to develop or strengttieir links with the brand. And the brand recdigni, quality
awareness, clear and effective brand recognitiorhedp achieve this goal. From this we can seetbkaowledge and
customer perceived value have some relevancejhre one hypothesis.

H1: brand knowledge and customer perceived valpesitive relevant.

Consumers who purchase and use of the brand vpbaxthat. When consumers contact with the braritién
process, create customer perceived value, if theegdhat the customers get are more than the &tmets, consumers
will satisfied, otherwise unsatisfactory. High arser perceived value creates a brand of emoti@splonse, not just a
rational preference. This resonance creates custioyedty. When consumers’ perceived value reaghesrtain degree,
it will form brand loyalty. Dube and Shoemaker (2Dp@onsider the most important factor of affectougtomer brand
loyalty is customer perceived quality. Therefone,arder to maintain customer brand loyalty, Bussessshould
increase perceived value. And good customer pexdemalue will have brand loyalty, here is the secbhypothesis:

H2 customer perceived value has a significant jpasiinpact on brand loyalty

Customer perceived value represents customer agttsfi. Traditionally, people the feel that the tonser
satisfaction includes both satisfaction and dis&adtion. United States Institute of marketing de& that
“satisfaction=expect outcome”. That is to say if the results is belowpeostations, customers will not be satisfied; If
the results are in line with expectations, custaweill be satisfied; However, if the customer péred effect is more
than expectations, then the customers will be gatisfied. But to really know whether the custonmemes satisfied or
not is very difficult, because the enterprises doknow the real intent of customers. Here the @utlses two-factor
theory to analyze the problem, can find the factonsacting customers satisfaction are health facfpot factor) and
incentive factor (satisfaction), Hertzberg(2000hsiders that the dissatisfaction’s opposition i$ satisfied, but is
dissatisfied. And satisfaction’s opposition is dasatisfied, but is not satisfied. This also ekavhy the customer
satisfaction does not gain the customer brand tgytieir "satisfaction” is actually not satisfied.

A survey shows that for customers who claim satigfa, or are very satisfied, there are 65%-85% svilitch to
the other company's products. In the automobileistrg, there are 85%-95% customers who are satjdfiedonly
30-40% of those customers will continue to buy thme brand products. Facts have proved that custsatisfaction
is not improved as enterprises’ efforts. And custnmsatisfaction is not necessarily to bring abaaint loyalty and
customer satisfaction will be very difficult to getie customer feedback.

RESEARCH METHODOLOGY

Scale Design
(1) Form of scale

In order to ensure the Reliability and Validity &yvthe research uses the scale that the majofifgreign
scholars use, then summing up the research of thetsalars on the basis of this first draft of theesfionnaire.
Ascertain the scale table draft and amend the ot the questionnaire, delete the repeat thgestsh change the
subject and language. Then, we had the pre-Scalé (pectest) to assess the scale of the semantioremy of
expression. Since the text sources are variablateofdata that cell phone consumers have the mglicators to
measure, accordingly we adjust partial of theskesalthus form a formal study of the use of thdesca
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(2) Cell phone market selection analysis

Restrictions on the time and energy, in order tkearthe issues more specific, making the resulteraffectively,
This paper takes the Beijing, China cell phone mgds targeting industry, which is currently thesingopular sector
in China. As modern information society developetl phone enters in the daily lives of contemponagpple which
occupies a very important part, has become manplesadlife necessity In China, and cell phone papity is high.
There are many cell phone users in China, accorttinpe Ministry of Information Industry statisti¢sat in 2005,
China's mobile phone users has more than 334.&mikccounting for the total global mobile phorsens’ 20% (Ma,
yongshen, 2001). It is already the world's biggesiduction and consumptions place. In China, tle@eetoo many
phone brands, and between the various mobile phomesunctional differences between different loisiare little.
Brand plays a very important role in customer choist present, China's most influential phone bsaak the Nokia,
Samsung and Motorola, and SPM, LG, Siemens, BindpiALenovo brands cell phones are also having afsearket
influence. According to the online survey, the miyoof mobile consumers are young people, yourmslr phone
users like to follow the fashion, with a most "cbfaishion phone naturally become their show-offitzpFrom this we
can see that the phone brand consumer brand marked recognition, popularity high, but the cellopp market
structure is more evenly, which is a certain repnéstion.

QUESTIONNAIRE AND SAMPLES

Design of Questionnaire

The study is designed to examine the relationshiprey customer perceived value, brand knowledgeyedisas
brand loyalty and then find out the effect of bramggiity on consumer buying behavior. This studyrighe background
of a cell phone market, thus acquired data hasicetiniversal, also out of time, effort and funamstraints, the
investigation is targeted at the Beijing City phammsumers. Survey locations concentrate in thedshenterprises
and mobile phone stores. Questionnaires are divitedwo parts: basic questions and empiricaldssin which some
empirical questions are brand knowledge, custoreergived value, and brand loyalty. The questiomsaare mainly
face-to-face interviews. In this way, the totah@&yr questionnaires are 150, the real effectivermstare 120, and return
rate is 80%.

Sampling Distribution Statistics

Basic questions include the subject's age, segmec education, occupation and the favorite phoaads. From
the Samples structure, young people account foraoterwhelming majority, because young people argelst
consumers of the cell phone brands. People whoeloav 18-year-old have not more mature thinkindgpr@ind attitude
than adults, credibility is not high. And those wdre above 55-year old age have not deep undensgpoficell phone
brands, so it is impossible to obtain valid datadAhe survey also finds out that consumers ares nmierested in
Nokia’s mobiles. The respondents’ basic statistresshown in the following table:

Table 1: Sampling distribution

Basic features Category Sampling number Rate

Below 18 0 0

18-24 36 30%

Age 25-34 64 53%

35-44 10 8%

45-54 10 8%
Above 55 0 0

Gender Male 68 57%

Female 52 43%

Junior high school or below 4 3%

Senior high school 6 6%

Education Collage 20 17%

Bachelor 70 58%

Master or above 20 17%
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Students 11 9%
Clerk in government 19 16%
Occupation Freelance 25 21%
The self-employed 25 21%
Company employee 35 29%
others 5 4%
Month income Below 1000 13 10%
1001-2000 17 14%
2001-4000 45 37.5%
4001-6000 18 15%
6001-8001 20 17%
8001-10000 4 3%
Above 10000 3 2.5%
Favorite brand Nokia 54 45%
Motorola 32 27%
Samsung 20 17%
others 14 12%
Data Analysis M ethods

According to the research objectives and the nedddt the hypothesis, this study will use SPSS &aftware
andLISRELB8.54 software, methods of analysis are inftlewing categories:

Reliability Analysis

Reliability analysis is the measure to test whesn gbale measures associated variables whethestihte and
consist. Specifically, refers to testing consisteagtent of Scale internal various items and whethere is consistency
between two metric. Common test reliability hasthindicators: stability, Equivalence and intercahsistency. This
study uses internal consistency of the indicatdrsaale reliability test. Internal consistency ewttes methods are
many. Often uses with Cronbach’s coefficient taneate. If “a” is bigger and bigger, which means all the varidbles
relevance is greater, that is, the higher the @egfénternal consistency. Generally, Cronbach’siSegreater than 0.7
for a high reliability, below 0.35 is low relialtjfi, 0.5 is regarded as the minimum acceptable lefredliability.

Validity Analysis

Validity is correct; it means measurement tools carrectly measure the nature and function. Validitludes
content validity and constructs validity. Their méwy and test methods are as follows:
(1) Content validity

Content validity is primarily designed for the se#&b reflect content relevancy to the theme leif¢he measure
covers all research projects or explore the strecnd contents, we can say that it has good cowdidity. Inspection
mainly uses expert judgment, by the relevant espamd professionals to evaluate the appropriat®. it€he
guestionnaires are based on the theory and refeiost scholars’ contents of the questionnaire asaduate projects,
and according to characteristics of objects, toraim®y the Mobile Operators’ senior officers andhadars’ careful
inspection of the contents, then the pretests hadamendment, the measurement tools should betalteeet the
validity requirements.
(2) Construction validity

Construction Validity is used to test whether tlals can really measure the variables. Mainly cisasbf
convergent validity and distinction validity.

TESTINGHYPOTHESIS

Reliability Analysisand Hypothesis 1 Testing

With Reliability analysis to test H1, for Brand ocgmition, the author uses two variables of branguterity and
brand image, and for customer perceived value tithoa uses five variables of product quality, seegi prices,
sociality, and emotion. As for the two differentrdinsions of Brand knowledge and customer percenadgkes the
author uses a Pearson Correlation Analysis. Thdtsesan be showed in the following table.
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Table 2: Correlation analysis of each element of brand knowledge and customer perceived value

Product quality Costs Service Emotions
0.312(*) 0.288(*) 0.244(*) 0.239(*)
Brand awareness N=297 N=297 N=297 N=297
. 0.523(*) 0.358(*) 0.323(") 0.441(*)
Brand image N=297 N=297 N=297 N=297

Notes: *indicates that when the significant lexee0i05 (bilateral), the correlation is significant;
** indicates that when the significant level is D.(ilateral), the correlation is significant.

From the data of the table, we can see the elenoéfiand recognition with the customer perceivatug’s all
elements exists a positive correlation, correlatefficients have been greatly exceed 0.1 whigtieptable level.

It can be seen, the impact of Brand recognitiortrencustomer perceived value is less than brandenta the
customer perceived value; the former correlatioeffotients are between 0.23 and 0.32. The lattaretation
coefficients are between 0.32 and 0.53, and thisoissistent with reality, higher recognition brandihage is not
necessarily good, and the more interaction withtazuer perceived value is brand image. Within toislt product
quality and brand image have the highest correlatioefficient, that is 0.523, which illustrates shetwo variables’
correlation extent is the strongest, In fact whethe quality of the product is good or bad is ayvienportant element
of customer perceived value, and it has the greatgsact on customers’ minds brand image. Secordearotional
elements and the brand image whose correlationficieet is comparatively larger, it is 0.441, whi¢hdicates
emotional factors also impact customers perceiaddevand brand image, and the cost and serviceealsrhave less
impact on the brand image, Enterprises should egleat these two aspects of the customer perceaiee. Until now,
the assumption is there overall tested, that indkamowledge has positive correlation with f custoiperceived value.

Regression Analysisand Hypothesis 2 Testing

The multivariate regression analysis of SPSS isttioly a group of variables and a number of vargalide a
causal relationship. With R and the adjusted Rzldobasic judgmenthe author takes the average value of brand
loyalty as an indicator and as the dependent viajiand the customer perceived value uses prodigdity} services,
prices, emotional four variables as independentkbes, this regression analysis tests H2, Thelteeate showed in
the following tables:

Table 3: Model summary (b)

Model R R Square Adjusted R Square Std. Error @Bhtimate Durbin-Watson

1 0.682(a) 0.465 0.458 0.403 1.924

a Predictors: (constant), emotion, cost, seryioeduct quality
b Dependent Variable: brand loyalty

Table 4: Results of regression analysis: ANOVA (b)

Model Sum of squares df Mean square F Sig.
Regression 41.292 4 10.323
1 Residual 47.437 292 0 i62 63.544 0.000(a)
Total 88.729 296 '

a Predictors: (constant), emotion, cost, seryioeduct quality
b Dependent Variable: brand loyalty

Table 5: regression analysisresults: coefficients (a)

Model Unstandardized coefficients Standardized coefiisie t Sig.
B Std. Error Beta

1 (constant) 0.618 0.218 2.8370.005

Product quality 0.318 0.063 0.272 5.0[20.000

Cost 0.147 0.042 0.170 3.4660.001

Service 0.072 0.055 0.065 1.3060.192

emotion 0.292 0.044 0.356 6.6660.000

a Dependent Variable: brand loyalty
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From the tables’ data, we can see in the test afetrtbhe multicultural determination coefficient’alue R is 0.68,
as amended Rz is 0.46, Bin value is close to 2¢hvkehows that the fitting degree is high, and t@aened variables
can be explained by the model.

Holistic examination F = 63, the integrity is refkalle; the corresponding probability P value isragpnate of
0. Due to the significant level of a is 0.05, thelability P value is less than 0.05, and therhdudd reject the null
hypothesis. The author thinks that the regressiagificients are not O at the same time, the limekationship between
customer perceived value’s elements and brandtipisakignificant, so it can use linear model teatéde and reflect
the relationship between them.

From T inspection, we can see that in additionhto third item, the rest t are beyond the signifidaxel, The
third structure is the "service" test items, t alg not significant for a number of reasons: Fitise actual testing
situation is not ideal; Second, test itself is abpem, the reason for this item is not significias in the former,
because when customers buy the phone, they udaallg each local mobile phone dealers, but deatgrality of
service is more difficult to control for mobile hasss, which leads to customers perceived serviadses vary widely,
so the significance is less.

Until now, the H2 has been proven in the study,ciwhis Customer perceived value and brand loyaltyeha
significant positive impact.

RESULTS

Based on theoretical research and empirical arsalysicustomer perceived value and brand recognitiais
paper has come to the following conclusions:

(1) This paper studies the customer perceived valeans that in actual contact with the brand pcestomers feel
the gain or loss of value. It is primarily constitd by quality of products and services, costs, athér factors.
Brand knowledge and brand loyalty are the most imamb two components of brand recognition, Brandvdedge
refers to the consumers’ impression of masterireglifand knowledge, This is the threshold of thati@hship
between consumer and the brand, as well as isyamgortant part of brand equity, including braegagnition and
brand image. Consumer brand loyalty or commitmentthe behavior and attitude are the most important
components of brand equity.

(2) The relationship between customer perceivedevahd brand recognition is complex, Customer faatisn of the
brand comes from many aspects, such feelings ane dil aspects of the enterprise in addition toeatising, There
are other stakeholders’ attitudes and brand satisfa those all in the public form primary and tbimage of brand,
brand awareness and brand image have great effettiei process. In the level of customer perceivaliey
customers accept services through the use of eiserproducts, among the process customers willacorwith
enterprises’ employees, customers with the brarddhaive actual contact; customer perception ofrthaiue is
measured by the results of customer actual behandr attitude. Good customer perceived value widjger
customer brand loyalty, and poor customer percepifosalue will make customers brand transfer.

(3) By case study, this paper shows that the twaraptions: Customer Perceived value and custonaadbaiwareness
have a positive correlation, which brand image andgtomer perceived value of relevance is strongan the
well-known brands to customer value perceptionhef rielevance, This shows that enterprises shouyldaftantion
to its own brand image of the building to improve toverall customer perception of value, It is aosimple
visibility through advertising; customer perceivealue has direct positive impact on brand loyalgngicantly,
Enterprises should pay attention to customers lpyoring the perception value for the customer biagdlty.

CONCLUSION

The findings of the research will be interpretesihausions will be drawn, and recommendations bélimade.
The areas of future research will be indicated.
Some conclusions will be made in this chapter.
® Brand recognition can increase brands’ value
® Brand recognition can influence brand loyalty
® Brand recognition and brand loyalty are interactive
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Cognitive Psychological brand concept realizestthesfer of brand equity benefits from producem/eseignty
to consumers’ sovereignty, stressing that braraldgensumer-center concept, that is to say theme isonsumers then
on brand.

The well-known American brand expert, Keller (199830 expresses the same idea: "the brand is fhem t
differences which are reflected by consumers, ifdifterence occurs, and then the products withkrend name in
essence are a general sense of products. Refldiftecences are the results brand consumers umdhersAlthough
companies through their marketing plans and other @an provide a stimulus for brands, at the eaddis to stay in
the minds of consumers. That is to say brand isregived existence, and rooted in reality, bus inapping the habits
of individuals." This view indicates that brands @he customers’ perception of products, whichhis tognitive
relationship of the product. This means that brahdmselves do not merely depend on the charauterisf products,
but also depend on the understanding and awarehesstomers to the characteristics of the productd the latter is
close to consumers’ subjective factors, such abiksbpersonality and lifestyle are closely related

Understanding this point is very important. Whemsummers enter shops, the process of building oelsitof
brands and products, will include a series of caxppsychological activities such as attention, figing,
understanding and thinking. Products’ objective rabteristics may be important, but for consumehgytjust
recognize and accept the characteristics which geggeive. These are subjective cognitive and ach-dwareness.
That is to say, in the reality that customers tike products are not only due to the objectivearfcdhquality, but more
importantly it is due to customers considered theygood.

Beijing mobile phone market has always been Chieéésommunications market’'s "barometer”, we cantbat
the gap of Chinese mobile phone brands and forkignds is very obvious. What domestic phones laatkomly
brands, but also how to add own brand value aggalmang chip. First, brand building depends on ¢seablishment
reputation. However, regardless of technology @liy Chinese mobile phones are far from satisfactMeanwhile,
due to fierce competition in mobile phone markeisddl on seizing market considerations, many matués first
consideration is how to capture the market shadefarus on over production, sales, and new proohiiiduction. In
particular, some manufacturers want to make newlymots enter market as soon as possible, even #iiygor design
of products exist problems still push them to markecompanies do not pay attention to transfomanl recognition
into reputation, it is difficult to obtain corpoeabrand value. It is precisely because domesticufaaturers rush to
introduce the latest models and despite its largeyct design, which the Chinese mobile phone agrreach brand
recognition.
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