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The mobile phone market is a highly competitive market for brands. In the purchase process, as living standards improve, consumers will be more inclined to choose high quality products. The brand of company can often reflect the level of product quality and brand image is an important driving factor in brand equity. Consumer taste for brands and products, especially in mobile phone consumption, become more and more sophisticated. And also, the influence of brand image on customer buying decisions has significantly increased. Therefore, studying the relationship between brand image and customer purchase behavior plays very important role in understanding consumer market and its management.
In this study, through reading a large number of literature, analysis and research, some previous researches and models provide a theoretical basis for this dissertation. In order to learn more about the relationship between the brand image and customer purchase behavior, this study sent an online questionnaire to 80 respondents who had some understanding of ZTE mobile phone to understand their buying behavior.
The collected data provides an interesting insight the purchase behavior of consumer in China. The results show that quality and brand are the most important factors which can influence the customer purchase behavior. And also, some results indicate that brand loyalty, brand awareness and perceived quality can affect the customer purchase decision while brand association has less impact on consumer purchase behavior as evidence by the low values of agreement. 




Contents
Acknowledgements	3
Abstract	4
List of Figure and Table	6
CHAPTER 1： Introduction	7
1.1	Research Background	7
1.1.1 Brand	7
1.1.2 Brand image	7
1.1.3 Influence of brand image on consumer purchase behaviour	7
1.1.4 Background of ZTE mobile	8
1.2	Research Rationale	10
1.3 Aims and objectives	11
CHAPTER 2: Literature Review	12
2.1 Brand image	12
2.1.1 Definition of brand	12
2.1.2 Definition of brand image	12
2.1.3 Theories and models behind brand image	13
2.2 Consumer purchase behavior	17
2.2.1 Definition of consumer purchase behavior	17
2.2.2 Theories and models behind consumer purchase behavior	18
2.2.3 Influences on consumer purchase behavior	20
2.3 Theory of Consumption Values	25
2.3.1 Functional Value	25
2.3.2 Social Value	26
2.3.3 Emotional Value	26
2.3.4 Epistemic Value	27
2.3.5 Conditional Value	27
2.4 The relationship between the brand image and customer purchase behavior	27
2.4.1 Impact of Brand Image on Customer’s Attitude toward the Brand	27
2.4.2 Impact of Brand Image on Consumer’s Behavioral Intention	29
2.5 Summary of the literature review	30
CHAPTER 3: Research Methodology	31
3.1 Research Paradigm	31
3.2 Research method	33
3.2.1 Online questionnaires	33
3.2.2	Positives vs Negatives of online surveys	34
3.2.3	Disadvantages of methods rejected	35
3.3 Sampling	35
3.3.1 Sample	35
3.3.2 Sample size	36
3.4 Questionnaire Design	36
3.5 Piloting the Questionnaire	38
3.6 Sending the Questionnaire	38
3.7 Reliability and Validity	38
3.8 Analysis of Findings	39
3.9 Limitations of the Study	40
CHAPTER 4: Data Analysis	41
4.1 Survey analysis	41
4.2 Demography	41
4.2.1 Gender of the respondents	42
4.2.2 Age of the respondents	43
4.2.3 The career of respondents	44
4.2.4 The monthly income of respondents	45
4.3 ZTE mobile phone consumer behavior	46
4.3.1 ZTE Mobile phone users’ specific information	46
4.3.2 Frequency of mobile phone change	48
4.3.3 Reasons for phone change	49
4.3.4 Perception of the ZTE brand	50
4.4 The influence of brand image on customer purchase behavior	52
4.4.1 Consumer buying behavior	53
4.4.2 Factors that consumer take into consideration	54
4.4.3 Brand awareness	55
4.4.4 Perceived quality	56
4.4.5 Brand association	57
4.4.6 Brand loyalty	58
4.4.8 Correlation analysis	59
CHAPTER 5 : Conclusion and Recommendations	65
5.1 Identify the concept and constituent factors of brand image and consumer purchase behavior	65
5.2 Analyze the impact of different factors on the consumer purchase behavior	66
5.3 Evaluate the relationship between brand image and consumer purchase behavior	66
5.4 Give some recommendations	68
Reference	70
Appendix 1 – Online questionnaire	78
Appendix 2 – Survey result	82



[bookmark: _Toc493597808][bookmark: _Toc493598118][bookmark: _Toc493598191][bookmark: _Toc493598353][bookmark: _Toc493599038]List of Figure and Table

Table:
Table 1 - Definition of Consumer Purchase Behavior	18
Table 2 - Assumptions of the main paradigms	34
Table 3 - Features of the two main paradigms	35
Table 4 - Monthly income of respondents	48
Table 5 - Frequency of mobile phone change	51
Table 6 - Chi-Square Tests	55
Table 7 - Consumer buying behavior	56
Table 8 - Influence factors	57
Table 9 - Brand awareness	58
Table 10 - Perceived quality	59
Table 11 - Brand association	60
Table 12 - Brand loyalty	61
Table 13 - Likert Scale questionnaire items	63
Table 14 - Descriptive statistics for the levels of agreement	64
Table 15 - Correlations among the 17 Likert Scale items	66


Figure:
Figure 1 - Operating Income (2012-2016)	9
Figure 2 - 2016 years of the company's regional revenue	9
Figure 3 - Aaker Brand Equity Model	13
Figure 4 - Customer-Based Brand Equity Model	16
Figure 5 - Classical purchase decision process (Kotler, 2008)	19
Figure 6 - Consumer decision journey (Edelman & Singer, 2015)	20
Figure 7 - Perceptional Map	23
Figure 8 - Gender demographics	45
Figure 9 - Age demographics	46
Figure 10 - Career of respondents	47
Figure 11 - Years of using ZTE brand	50
Figure 12 - Reasons for phone change	52
Figure 13 - Perception of the ZTE	53
Figure 14 - Cross tabulation	54
Figure 15 - Does the ZTE brand influence customer purchase behavior	62



[bookmark: _Toc493597809][bookmark: _Toc493598119][bookmark: _Toc493598192][bookmark: _Toc493598354][bookmark: _Toc493599039]CHAPTER 1: Introduction
1.1 [bookmark: _Toc493597810][bookmark: _Toc493598120][bookmark: _Toc493598193][bookmark: _Toc493598355][bookmark: _Toc493599040]Research Background
[bookmark: _Toc493597811][bookmark: _Toc493598121][bookmark: _Toc493598194][bookmark: _Toc493598356][bookmark: _Toc493599041]1.1.1 Brand 
The word of “brand” is produced by the exchange of the commodity (MacInnis, Park and Priester, 2014). A brand is a name, a mark, a symbol, a design, or a combination of them (Kotler, 2010). The purpose of brand is to create a unique impression in the minds of consumers and to separate the product from competitors' products and services (Kitchen, 2010). With the development of society, the connotation of the brand gradually extended to the relationship between the company and the customer, and the customer opinions on company’s products and services (Armstrong et al, 2012).
[bookmark: _Toc493597812][bookmark: _Toc493598122][bookmark: _Toc493598195][bookmark: _Toc493598357][bookmark: _Toc493599042]1.1.2 Brand image
On the concept of brand image, it was proposed by David Ogilvy (1999). He argued that brand image is not naturally formed, it is related to all the aspects of the company, such as product, marketing, service and so on. The maintenance of company’s brand image needs all the employees’ long-term efforts (Kotler, 2010). Meanwhile, consumers can also be based on the brand image to infer the quality of the product (Solomon, 2014).
[bookmark: _Toc493597813][bookmark: _Toc493598123][bookmark: _Toc493598196][bookmark: _Toc493598358][bookmark: _Toc493599043]1.1.3 Influence of brand image on consumer purchase behaviour
Market competition has gradually evolved into a brand-oriented competition (Dibb, Simkin and Ferrell, 2012). The brand image is the first contact point that consumers can understand and know the company, and it is also an important part of the brand. Brand image has a certain impact on consumer buying behavior to a large extent (Solomon, 2014). On the relationship between these two parts, many scholars have studied on this area.
In the field of product marketing, product brand image has a significant impact on consumer buying behavior. Some researches showed that there is a difference between the current user, the previous user and the unused users in the perception of the brand image, so the brand image will have a potential impact on the purchase behavior (Lin, 2010). Moreover, some scholars studied the environmental, psychological and sociocultural influences (such as culture, technological, economic, perception, social class and group) and found that these factors can also affect consumer purchase behavior (Jobber, 2012; Hudson et al, 2015).
The image of brand service also has a significant impact on the consumer purchase behavior. The service brand image, respectively, affect the customer's quality perception, customer satisfaction and customer loyalty has been empirical tested (Malik et al, 2013). A brand image is the intangible assets of enterprises, enterprises to enhance the brand image can improve consumer satisfaction and loyalty. Wu, Yeh and Hsiao (2011) confirmed the impact of the service brand image on customer quality perception, customer satisfaction and customer loyalty. A similar argument is made in Diamantopoulos (2011), brand image is the enterprise's intangible assets, enterprises should enhance the brand image to improve the consumer satisfaction and loyalty.
From the company's point of view, corporate image has a significant positive impact on consumer purchasing intentions. Products with a good corporate image are more likely to attract consumers (Wang, 2010). Good corporate image has an important influence on the shaping of brand image.
Most of the research focused on the hotel, shops, banks and other service brand area, and more limited to the influence of the brand image on the quality of service, customer satisfaction, customer loyalty and so on (Dibb et al, 2012; Hudson et al, 2015; Lin, 2010; Solomon, 2014; Wang, 2010). However, the research on mobile communication industry is less, and there is also little research on the different aspects of brand image on the impact of consumer behavior. Therefore, these parts are the focus of this article.
[bookmark: _Toc493597814][bookmark: _Toc493598124][bookmark: _Toc493598197][bookmark: _Toc493598359][bookmark: _Toc493599044]1.1.4 Background of ZTE mobile 
ZTE mobile began to engage in mobile phone product in 1998, and is one of the high-tech enterprises which can manufacture full range of 2G, 3G, 4G end products. ZTE mobile phone is the largest communications equipment manufacturing company in China. It has a strong core technology and R & D team. 

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Currently, ZTE has the world's most complete telecommunications product line, and its business covers all vertical areas of wireless networks, core networks, access and bearer networks, services and terminals markets. ZTE is committed to providing services and value to consumers and operators around the world, improving its productivity by providing integrated end-to-end innovation. From the profitability of ZTE, it can be found from figure 1, ZTE's net profit income fluctuated in the larger range. However, in recent years, the operating income of ZTE rose steadily.

[bookmark: _Toc493414756]Figure 2 - 2016 years of the company's regional revenue
ZTE mobile has become partners with more than 230 major network operators in 160 countries in the world. From figure 2, the operating income of ZTE mobile mainly from the domestic, accounting for 49.8% of total operating income. Followed by Europe and Oceania, accounting for 27.7% of total operating income.
1.2 [bookmark: _Toc493597815][bookmark: _Toc493598125][bookmark: _Toc493598198][bookmark: _Toc493598360][bookmark: _Toc493599045]Research Rationale
In the information economy society, how to seize the customers is becoming a problem that every enterprise must consider (Dibb, Simkin and Ferrell, 2012). At the same time, the income of consumers has a great degree of improvement compared with the past and the need of consumers shows diversity. According to Maslow's Hierarchy of Needs, after meeting the basic physical and safety needs, consumers will develop to a higher level of demand. This phenomenon will make a higher demand for corporate marketing.
In recent years, the market competition has gradually evolved from the era of the product to the era of the brand, and the enterprises have entered to the stage of brand marketing and brand management (Dibb, Simkin and Ferrell, 2012). The brand image has the greatest impact on consumers and is an important part of the consumer's direct understanding of the brand (Shukla, 2011). With the change of time and the market environment, the brand management theory and consumer behavior theory of previous scholars cannot be applied to the present market. 
Mobile phone is an electronic product which has a high technology content. In the purchase process, consumers will be more inclined to brand subscription (Deng et al, 2010). The brand of company can often reflect the level of product quality. And brand image is an important driving factor in brand equity. Studying the relationship between brand image and customer purchase behavior plays very important role in understanding consumer market and its management. Hence, this study is expected to identify the key factors in the brand image that have an impact on consumer buying behavior and provide some recommendations for enterprises in the brand building. 
ZTE mobile is the largest communications equipment manufacturing company in China, with a strong core technology and research team. However, compared to the other brands, such as Apple and Samsung, its brand influence is not enough (Liang, Ma and Qi, 2013). For that reason, this paper chooses ZTE mobile as a case company and construct a model of the impact of ZTE mobile brand image on the consumer purchasing behavior.
[bookmark: _Toc493597816][bookmark: _Toc493598126][bookmark: _Toc493598199][bookmark: _Toc493598361][bookmark: _Toc493599046]1.3 Aims and objectives
The purpose of this study is to identify the key factors in the brand image that have an impact on consumer buying behavior and provide some recommendations for enterprises in the brand building.
The objectives of this research are as follows:
· Identify the concept and constituent factors of brand image and consumer purchase behavior
· Analyze the impact of different factors on the consumer purchase behavior
· Evaluate the relationship between brand image and consumer purchase behavior 
· Give some recommendations.
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The word of “brand” is produced by the exchange of the commodity (Macinnis, Park and Priester, 2014). A brand is a name, a mark, a symbol, a design, or a combination of them (Kotler, 2010). The purpose of brand is to create a unique impression in the minds of consumers and to separate the product from competitors' products and services (Kitchen, 2010). With the development of society, the connotation of the brand gradually extended to the relationship between the company and the customer, and the customer opinions on company’s products and services (Armstrong et al, 2012).
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On the concept of brand image, it was proposed by David Ogilvy (1999). He argues that brand image is not naturally formed, it is related to all the aspects of the company, such as product, marketing, service and so on. On the definition of brand image, many scholars put forward their own point of view from different angles.  
Kotler believed that the brand is not only used to distinguish between other goods, it is also a symbol. The maintenance of company’s brand image needs all the employees’ long-term efforts (Kotler, 2010). Meanwhile, from the view of the consumer, the brand image represents the consumer's overall perception of the brand. Consumers can also be based on the brand image to infer the quality of the product (Solomon, 2014). 
Kapferer (2006) put forward his points from the information processing, he believes that the brand image came from the consumer awareness towards the brand. Consumers will consider the brand's products, functions, services and other parts of the company, and finally organized all of these constitutes into the brand image. In addition, a good brand image can help the product or company win in the competition (Reynolds and Gutman, 2001).
From the above discussion, it can be found that the brand image is the customers’ understanding and unity of all the elements of the brand. Brand elements include both brand name, brand logo, brand culture, brand value and other factors (Solomon, 2014; Kapferer, 2006; Kotler, 2010).
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(1) Aaker brand equity model
Aaker (2009) presented his brand equity model based on some previous research about the brand image. This model (see figure 3) divided brand equity into five areas which are brand loyalty, brand awareness, brand associations, and brand perceived quality and other proprietary assets.
[image: ]
[bookmark: _Toc493414757]Figure 3 - Aaker Brand Equity Model
· Brand loyalty 
Brand loyalty is the most important part of brand equity. Aaker (1991) thought that the brand loyalty is the reaction of a customer towards the brand. Brand loyalty was divided into two parts, behavioral loyalty and cognitive loyalty. Behavioral loyalty is related to market consumer behavior and can be re-established by number of the repeatedly purchase (Keller 1998) or promised to re-establish the brand as the main option (Oliver, 1999). Cognitive loyalty is closely related to consumer awareness and enhances brand loyalty by increasing consumer interest in the brand.
Brand loyalty is also related to brand cost (Chaudhuri and Holbrook, 2001). If the consumer trusts this brand, he will continue to buy the product of this brand even the price is much higher than others which will reduce the marketing costs and promotional cost of enterprises. However, it depends on what strategy the company chooses to attract and retain consumers.
· Brand awareness
Brand awareness means the extent to which the brand is known by consumer and is a key determinant of the brand equity model. According to Aaker (1996), brand recognition is important, especially for new brands. Consumers usually choose to buy their familiar brands, so the higher brand awareness can attract more consumer preferences (Tong and Hawley, 2009).
Brand awareness has two important factors, brand name and brand logo. According to Keller (2008), brand name is important because it can express the brand's theme in a simple and straightforward way. Another factor is brand logo, Hem and Iversen (2004) define logo as symbols that represent the brand and logos can help the company to develop its brand equity.
· Brand Associations
The brand association includes all the memory factors associated with brands, including thoughts, feelings, perceptions, images, experiences, beliefs and attitudes (Kotler et al., 2016). Romaniuk and Nenycz-Thiel (2013) divided brand association into two types which are product associations and organizational associations. According to Lee and Leh (2011), some other factors are also related to the brand association, such as social image, character and so on.
The main purpose of the advertising is to help consumers to establish the associations with brand and then to produce differentiated awareness and goodwill to stimulate the desire to buy (Aaker and Biel, 2013). For that reason, the brand association can provide the reason to buy.
· Perceived Quality
Perceived quality refers to the customer to judge the quality of the product. Perceived quality provides a reason for customers to by a brand rather than other competitors (Beneke et al, 2013). 
Perceived quality will be influenced by some aspects, such as the quality of the mobile phone and previous experience (Severi and Ling, 2013). The quality image of brand depends on the products’ features, reliability and durability, as well as product appearance and sales service and other factors (Beneke et al, 2013). In addition, according to Ajay and Murthi (2008), customers are more likely to buy products from well-known brands, and rarely choose to buy unfamiliar new brand products. As a result, customers always believe that the quality of a well-known branded product is much better than new brand (Aaker and Biel, 2013). Therefore, it is important to understand that a perceived quality can influence the customer purchase behavior.
· Other Proprietary Brand Assets
Other proprietary brand assets generally include patents, distribution channels, and so on. From the customer point of view, other proprietary brand assets can improve the efficiency of customer information collection, improve the correctness of decision-making and improve customer satisfaction (Aaker and Biel, 2013). From the enterprise point of view, the brand can create value for the enterprise and improve the efficiency of marketing activities.
 (2) Keller’s Model
Keller (1993) established a customer brand equity model to describe the process of building a strong brand. This model takes the shape of the pyramid, which is divided into four levels, identity, meaning, response and relationships (as can be seen from figure 4)
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[bookmark: _Toc493414758]Figure 4 - Customer-Based Brand Equity Model
· Identify
The salience of brand significant directly affects the customer's recognition of the brand. Salience relates to how often and easily the brand is choose when consumer decide to purchase a new product (Christodoulides and Chernatony, 2010). The key dimension of distinguishing brand salience is brand depth and brand width. Brand depth refers to the degree to which the brand can be accepted by the consumer and the brand width refers to the purchase range and consumption situation of consumer when they consider this brand (Pike et al, 2010). A brand with high salience can make consumers always think of this brand within the range of options.
· Meaning
The key to creating brand meaning is to improve the image and performance of the brand. The brand performance includes the basic characteristics of the product and the products’ reliability, durability and maintainability (Allaway et al,2011). In addition, brand image associated with the product or service, including the brand to meet the psychological needs or social needs of consumers.
· Response
Guiding the right brand response requires effort from both judgements and feelings. For the judgements, enterprises should focus on evaluation from the consumers. These evaluations mainly include four areas which are quality, credibility, purchase considerations and superiority (Chen, 2010). 
Brand feelings mainly came from the consumer's emotional behavior. Brand feelings mainly include passion, entertainment, enthusiasm, safety, social recognition, self-confidence and other elements (Allaway et al,2011).
· Relationships
The enterprise mainly through the creation of brand resonance to maintain the relationship between customers. Through the emotional interaction with the brand, consumers will enhance the brand recognition and brand dependence, so as to obtain a higher brand loyalty. The brand resonance can be broken down into four dimensions, behavioral loyalty, attitudinal attachment, sense of community and active engagement (Christodoulides and Chernatony, 2010).
Behavioral loyalty will ensure the consumer do not easily convert to other similar brands (Chaudhuri and Holbrook, 2001). The active engagement depends on whether the consumer is willing to devote their personal resources, such as time, energy, money, into that brand.
[bookmark: _Toc486518696][bookmark: _Toc493597822][bookmark: _Toc493598132][bookmark: _Toc493598205][bookmark: _Toc493598367][bookmark: _Toc493599052]2.2 Consumer purchase behavior
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The survival and development of the enterprise is largely influenced by the consumer. The study of consumer behavior began at the end of the 19th century (Demby, 1973). With the improvement of people's living standard and the prosperity of the market, the research has been developed and different scholars have interpreted them from different perspectives. 
Schiffman and Kannk (1991) defined consumer behavior as a decision-making process for consumers to buy, consume and dispose of their products. Francken (1995) studied consumer behavior from the perspective of consumer and stimulus, which regards consumer behavior as a response to consumer stimulation by the outside world. Before making a purchase decision, the consumer will first form a purchase behavior (Schiffman& Kannk, 1991). Enterprises can be through the research of consumer purchase behavior, to understand the law of their consumer purchase behavior, so as to develop an effective marketing strategy (Zhang and Breugelmans, 2012). Some representative views about consumer behavior are seen in the table 1.
[bookmark: _Toc493414735]Table 1 - Definition of Consumer Purchase Behavior
	Scholars
	Definitions

	Demby (1973)
	Consumer purchase behavior is the decision and action that consumers generate from evaluating, acquiring, and using goods or services.

	Williams (1982)
	Consumer purchase behavior is all relevant activities, opinions, and effects of the consumer when purchasing goods or services.

	Schiffman& Kannk(1991)
	Before making a purchase decision, the consumer will first form a purchase behavior.

	Engel (1995)
	Consumer buying behavior refers to the entire purchase process that an individual or group to obtain or use a product or service.

	Francken (1995)
	Consumer purchase behavior is the result of the customers’ demand 

	Kotler（2012）
	Consumer buying behavior refers to the consumer in order to meet their own needs, so as to choose, purchase and disposal of products and services.


In summary, although the definition of consumer behavior varies among scholars, generally speaking, consumer purchase behavior is a dynamic process of activity. Understanding consumer behavior could help the business to improve its overall performance (Kotler and Keller, 2012). 
[bookmark: _Toc486518698][bookmark: _Toc493597824][bookmark: _Toc493598134][bookmark: _Toc493598207][bookmark: _Toc493598369][bookmark: _Toc493599054]2.2.2 Theories and models behind consumer purchase behavior
· Classical Purchase Behavior Model 
Due to the difference of nature and quality of the product, the purchase process of consumer is different. However, in general, consumers will have a regular decision-making process. The classical purchase decision process generally includes need recognition, information search, evaluation of alternatives, purchase decision and post purchase behavior (Kotler, 2008) (see from figure 5).
[image: ] 
[bookmark: _Toc493414759]Figure 5 Classical purchase decision process (Kotler, 2008)
From the consumer awareness of the need for a certain kind of goods or services, the consumer's purchase process has already begun. Some factors can cause consumers to produce such needs, such as promotional information and good product evaluation (Hudson and Thal, 2013).
In the next two stages of this consumer purchase decision process, consumers will consider which brand to buy. The company's brand image will affect the consumer's purchase decision (Darley et al, 2010). Consumers need to collect some information about this brand, such as quality, price, reputation. Business, personal and past experience can be the source of the consumer to access to such information. Through the evaluation of goods, consumers tend to buy their favorite products or brands. 
The evaluation of the product purchased by the consumer will affect the products’ future market position and reputation (Hudson and Thal, 2013). At this stage, the feedback and evaluation of consumer spread through word of mouth, which can have an impact on other consumer purchase behavior.
However, this model has some limitations. This classical model does not take into account the impact of other factors on consumer buying factors. At the same time, with the popularity of Internet shopping, consumer purchase decisions are not all in accordance with the order to follow these steps (Hirt and Willmott, 2014).
· Consumer Decision Journey Loop
In the classic model of consumer purchase behavior, before entering the loyalty cycle, they will experience the long term stage of consider and evaluate which may lead them chose another different brand. However, the new consumer decision journey compressed the stage of consideration, shorten or completely eliminate the assessment steps, which can deliver the customer directly to the loyalty loop and lock it in (Edelman and Singer, 2015). The details of the consumer decision journey loop are as shown in figure 6. 
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[bookmark: _Toc493414760]Figure 6 - Consumer decision journey (Edelman & Singer, 2015)
Recent studies have shown that this consumer decision journey combines the consumer experience, so this journey can meet the complexity of modern technological advancement (Wolny and Charoensuksai, 2014). This dynamic journey process creates a two-way relationship between consumers and products or services, while focusing on the post-purchase experience (Edelman and Singer, 2015).
With the development of digital, Moran (2014) believed that the brand can not only passively affect the decision-making process of consumers, but also can reshape the consumer's decision-making process in this digital age. The result of reshaping the consumer decision-making process is that the brand can compress or even remove the consumer's consideration and evaluation stage (Solomon, 2014). A good brand image can improve customer loyalty, thereby reducing the processes or steps of decision-making before consumer making some purchase decision. 
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Consumer buying behavior is a dynamic process related to the consumer emotion (Kotler and Keller, 2012). As the market and trends change, consumer purchase behavior will also undergo some subtle changes. There are three main factors that affect consumer purchase behavior which are environmental influences, psychological influences and sociocultural influences (Jobber, 2012). 
 (1) Environment Influences
· Sociocultural
Culture is a social phenomenon, and it combine with beliefs, behaviors and attitudes of the society. Sociocultural determines the way consumers live and has a great impact on consumer purchasing decisions. Each group or society has a culture, consumers who have different cultures would have a different purchase behavior (Lee and Kacen, 2008). Failure to adapt to these changes could lead to an inefficiencies marketing strategy.
· Technological
The progress of technology and digitalization have brought some changes to enterprises and consumers. The emergence of new technologies can more effectively meet the needs of consumers. At the same time, e-commerce and online shopping also widen the shopping channel for consumers. Therefore, for businesses, it is better to understand their own consumers' online habits and their purchasing habits.
· Economic
The social economic environment directly affects the level of consumer income, including personal of family income, income expectations, liquid assets and saving (Solomon, 2014). A person's income affects his buying behavior because it determines the amount spent on the purchase of goods and services.
· Political
The consumption patterns, contents and behaviors of consumers would be influenced by the social and political system of a country. The formulation of relevant laws and regulations of the state will affect the business model of the enterprises and thus change the purchase behavior of consumer (Aerni, 2011).
 (2) Psychological Influences
· Personality
Personality varies from person to person, time and place. For that reason, it can significantly affect the customer purchase behavior. As a result of different characteristics, such as self-confidence and dominance, personality will affect the consumer's preferences (Cachon and Swinney, 2011).
· Perception  
Perception is the complex process which include the selection, organization and interpretation. When the consumer made some purchase decisions, they will experience three processes which are selective attention, selective distortion and selective retention (Solomon, 2014).
In the situation of selective attention, consumers are only concerned about what they are interested in. The company needs to understand how to attract the attention of consumers through their brand. The level of attention varies depending on the individual's activity and the number of other incentives in the environment (Krishna, 2012). Consumers will also pay more attention to demand-related stimuli, and they may notice new or unusual stimuli (Mack, 2013). Hence, companies should improve the functionality and quality of the product to stimulate consumer spending.
In addition to the quality, the price of the product is also an important factor which can influence the consumer purchase behavior. Some studies have shown that consumers tend to think that \ price can reflect the quality of the goods, even if the relationship between objective price and quality measurement standards is often small (Rachmat, Thahir and Gummert, 2016; Becker, 2015). When consumers do not familiar with the quality of the product, consumers usually think that higher prices of products with high quality (Becker, 2015). When determining the price of the product, the firm should consider the relationship between the perceived quality of the customer and the price in order to help the firm to develop the appropriate price strategy.
Quality and price relationship is an important and always the first factor of brand positioning (Erdem et al, 2008). Studies have shown that consumers will first consider prices when deciding whether to buy a new product (Strizhakova et al, 2010). However, the lower prices do not necessarily lead to the higher sales. Companies can use the perceptional map to understand its business and competitors, while perceptional map can also identify gaps in the market and potential partners (Kervyn, Fiske and Malone, 2012). Some examples can be seen in figure 7. Compared to other competitors, Apple has a higher value and quality. For the selected case enterprise ZTE, its quality is slightly lower than Apple and Samsung and other larger mobile phone business, but its price is far lower than them. Only to understand the corporate brand positioning, enterprises can better implement the strategy
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[bookmark: _Toc493414761]Figure 7 - Perceptional Map
Taking into account the different experience, attitudes and beliefs, different consumers would have a different perception for the same product. Selective distortion leads consumer to interpret the situation so that the information contained in the product are consistent with their beliefs and values (Strizhakova et al, 2010). 
For the brand, it indicated that consumers would never have the same feeling toward the information and image of the brand. Therefore, companies should regularly understand the perception of consumers for the brand. Some research showed that the brand image has a significant influence in consumer awareness and judgment of products (Mack, 2013; Solomon, 2014; Marin, Ruiz and Rubio, 2009). Several experiments show that even the same product, consumers will have a better evaluation on their favorite brand rather than a generic brand (Aaker, 2009; Chen, 2010; Macinnis, Park and Priester, 2014; Reynolds and Gutman, 2001).
In the case of selective retention, people do not keep all the information and experience. Selective retention is the content that an individual will store and retain under a given situation or a specific stimulus. Consumers will remember the benefits of their favorite brands or products and will forget the shortcomings of products (Macinnis, Park and Priester, 2014). Therefore, a good brand image is conducive to improving its customer loyalty.
· Learning
Learning is the result of information processing. Learning changes the way of individuals in acquiring information and experience (Solomon, 2014). Learning theory can be used for brand marketing. Businesses can change the customer's awareness of the brand by means of advertising.
· Motivation
Motivation is a personal inner state that inspires him to meet his specific needs (Kurtz, MacKenzie & Snow, 2009). The consumer's needs arise from the difference between his expectations and the actual state. By understanding the motivations of consumers, companies can legally explain and predict consumer behavior and take appropriate marketing strategies.
· Attitudes
Attitude encompasses the consumer's overall favorable or unfavorable assessment of the product or service. Consumer decision-making is influenced by consumer attitudes. Attitudes will affect the behavior of consumer to search and use this brand or product. And it will also affect the design and price of product (Krishna, 2012).
(3) Sociocultural
· Social class
The purchase behavior of consumer in different social classes have a significantly difference, such as taste, preferences, consumption and so on (Cachon and Swinney, 2011). High-income groups prefer some luxury brands, while low-income groups focus on price and pay attention to meet the physiological needs other than brand and other factors.
· Culture and subculture
The cultural background of consumer determines the consumer's cognitive level, values, ways of thinking, interest preferences and other differences. These differences lead to consumers have a different consumer purchase behavior (Lee and Kacen, 2008).
· Groups
Consumer behavior is affected by groups. This group may consist of family, friends, neighbors and colleagues (Adjei et al, 2014). Consumers' decisions are susceptible to the surrounding people or the environment. In some situation, the opinion leaders of the group would have a greater impact on consumer purchase behavior (Solomon, 2014).
· Family
The family is the most basic group to which the individual is born. Different families have their own purchase habits. Even for the same family, the purchase behavior would not be same based on the different life cycle (Adjei et al, 2014). Sellers can develop diverse marketing policy and strategy on different life cycle.
[bookmark: _Toc486518700][bookmark: _Toc493597826][bookmark: _Toc493598136][bookmark: _Toc493598209][bookmark: _Toc493598371][bookmark: _Toc493599056]2.3 Theory of Consumption Values
The purchase decision of consumer is determined by the consumer's personal experience, expectations and values. Because the consumption value is subjective, the definition of different scholars is different and the division of consumption dimension is not the same.
The earliest scholars divided the consumption value into gains (the perceived benefits) and lost (the perceived price) these two parts (Zeithaml, 1988; Woodall, 2003). Sheth (1991) divided the consumption value from five aspects, which are functional value, conditional value, social value, emotional value and epistemic value. The customer decision-making may be influenced by all those five values, or may be affected by one or two of them. These values effectively explain the reason why customers prefer to purchase this brand rather than others
[bookmark: _Toc486518701][bookmark: _Toc493597827][bookmark: _Toc493598137][bookmark: _Toc493598210][bookmark: _Toc493598372][bookmark: _Toc493599057]2.3.1 Functional Value
Functional value is often considered to be a major factor affecting consumer purchase decisions. This functional value reflects both the theory of Economic Utility and customer “Economic man” purchase approach (J. Sheth et al., 1991). Functional value generation is based on certain characteristics of the product, such as reliability, price and availability. Darley et al (2010) thought that functional values are often associated with monetary values or advantages when compared to other products.
According to the research of Turel et al (2010), the functional value includes the physical value of the commodity itself. When the product or brand can meet the consumer demand for the function of the product, it can be judged that the product has a function value.  
[bookmark: _Toc486518702][bookmark: _Toc493597828][bookmark: _Toc493598138][bookmark: _Toc493598211][bookmark: _Toc493598373][bookmark: _Toc493599058]2.3.2 Social Value
Social values are mainly expressed in products that are shared with others (Cachon and Swinney, 2011) and it related to the social approval and self- image. In this situation, the consumer decides whether to choose a product or brand is concerned about whether the product can enhance its social status or shape its own social image rather than its feature.
A brand is a name, a mark, a symbol, a design, or a combination of them (Kotler, 2010). Individual behavior is influenced by the social groups. In addition, consumer preferences are influenced by opinion leadership. 
Escalas and Bettman (2005) found that customers tend to construct themselves as an original self-identity tool, through brand choices based on brand usage and self-image expectations. For that reason, when buying a certain brand of products, customers will be automatically included in a particular social group. At this point, the customer purchase behavior will be affected by the group. Some products, such as shoes, may be selected because of their social image rather than their own utility (Schau et al, 2009). Moreover, for some luxury brands, customers may use those brands to match their professional status or show their social status (Arghavan & Zaichkowsky, 2000).
[bookmark: _Toc486518703][bookmark: _Toc493597829][bookmark: _Toc493598139][bookmark: _Toc493598212][bookmark: _Toc493598374][bookmark: _Toc493599059]2.3.3 Emotional Value
When the consumer's choice depends on the emotional resonance between the consumer and the product, the product has emotional value. The product is usually associated with the customer's intended feeling. Emotional value can be through the product to help consumers generate positive emotions such as pleasure (Sheth and Sisodia, 2015). Most of these emotions come from the consumer's childhood, some things in childhood will make consumers have a strong attachment with a certain brand. For example, in the early possession of a brand of shoes may be recall customer to buy the same brand for their children in later days.
It is can be found some reflections on emotional values from some theoretical frameworks and theories. In terms of advertising and promotional strategies, marketing portfolio variables can be linked by loyalty to the encouragement of brand and emotional clients (Darley et al., 2010).
[bookmark: _Toc486518704][bookmark: _Toc493597830][bookmark: _Toc493598140][bookmark: _Toc493598213][bookmark: _Toc493598375][bookmark: _Toc493599060]2.3.4 Epistemic Value
If a brand or product can satisfy the consumer's curiosity, novelty and knowledge, consumers tend to choose to buy this product. At the same time, once the consumer's curiosity and novelty is met, the product has an epistemic value to the consumer (Cachon and Swinney, 2011).
The core of epistemic value is the balance between the benefits and sacrifices. At this point, some unknown brand can also stimulate the curiosity of consumers. And also, Delong (2004) found that the tendency of consumers to choose to buy less well-known brands is on the rise.
[bookmark: _Toc486518705][bookmark: _Toc493597831][bookmark: _Toc493598141][bookmark: _Toc493598214][bookmark: _Toc493598376][bookmark: _Toc493599061]2.3.5 Conditional Value
Conditional value is the choice that consumers make when they face a particular situation (Sheth et al, 1991). So the condition value is short term rather than long term. These products can change the original performance of consumers because of the changes in conditions.
Conditional value is related to experience in a specified condition. The introduction of the buyer's preference model explains that consumer behavior cannot be accurately predicted. In addition, psychodynamics and behavioral methods can be combined to investigate the behavior of consumers who carry out conditional values at the time of purchase (Sheth and Sisodia, 2015).
These five kinds of consumption values have different contributions in various selection situations. Due to the different purchase preference of each consumer, the purchase decision will be affected by different consumption values. Consumers may only be affected by one of the five values mentioned above, but most of the situation may be affected by two or more, or even five of the value.
[bookmark: _Toc486518706][bookmark: _Toc493597832][bookmark: _Toc493598142][bookmark: _Toc493598215][bookmark: _Toc493598377][bookmark: _Toc493599062]2.4 The relationship between the brand image and customer purchase behavior
[bookmark: _Toc486518707][bookmark: _Toc493597833][bookmark: _Toc493598143][bookmark: _Toc493598216][bookmark: _Toc493598378][bookmark: _Toc493599063]2.4.1 Impact of Brand Image on Customer’s Attitude toward the Brand
The concept of the “customer-based brand equity (CBBE)” was proposed by Keller (1993), which refers to the variety of consumer reactions to the brand from different aspects. In other words, the basis and source of brand equity is brand image and brand awareness. According to Keller (1993), enterprises can connect the unique and powerful brand association with consumers’ memories about the brand through some marketing activities to establish a positive brand image. In this area, brand promotion can not only help enterprises to establish a good corporate and product image, improve brand awareness, and can also sell their own brand products out. Consumers are more inclined to buy their familiar brand, so improve brand awareness can allow enterprises to spend less to increase sales and expand the market (Smith, 2012). 
In addition, Lassar et al. (1995) put forward some other opinion and he found that there is a positive correlation between the consumers' confidence in the brand and the spending of the consumer. Customers’ confidence in a brand is an important part of brand equity. To be more specifically, this confidence came from four areas: first, the products of brand has a good function as designed; second, this brand has a certain social image; third, consumers have a good awareness of the brand; fourth, the trust between the consumer and brand. Solomon (2014) also accepted the influence of brand image on consumer brand awareness
Many studies have examined the influence of brand image on customer’s attitude toward the brand. Brand image is the key point for consumers to understand the brand (Navarro et al, 2005), and it is an important part of corporate assets. Bian and Moutinho (2011) found that customer purchase behavior would be affected by the brand image on large extent. Well managed the brand image can increase the customer's favorability for the brand and have a positive role in promoting the product.
With the popularity of the brand in the market, consumer may choose some products based on the brand image. In addition, when the brand image can reach the customer's self-concept, consumers tend to buy this brand's products (Sheth and Sisodia, 2015). Schiffman and Kan (2010) argued that a positive brand image will make the marketing plan can be liked and can have a distinctive association for the brand that remains in the customer's retention. Keller (1993) pointed out that the brand associated with the formation of brand image factor is the existence of brand association, describes the attributes of customer trust, the brand benefits can meet customer needs and aspirations, to create a positive brand attitude (Bian and Moutinho, 2011). Market competition is more and more intense, the company had to create its own competitive advantage. Hence the uniqueness of brand associations can help the customers to choose a particular brand (Alserhan, 2010).
According to the theory of self-concept, self-concept is a collection of assessments on their own, including some factors like ability, characteristics, personality and so on (Chang, 2012). For marketers, it is significant to check the consistency of brand image with consumer self-concept, as consumers may show a variety of self-concepts in different social situations. But in any case, as long as the brand image in line with self-concept, consumers would prefer to choose this brand (Merrilees and Fry, 2011).
[bookmark: _Toc486518708][bookmark: _Toc493597834][bookmark: _Toc493598144][bookmark: _Toc493598217][bookmark: _Toc493598379][bookmark: _Toc493599064]2.4.2 Impact of Brand Image on Consumer’s Behavioral Intention
Some studies have shown that consumer behavioral intention can be measured by customer satisfaction and customer loyalty ((Kotler, 2010; Bird and Channon, 2010). 
Fornell (1992) believed that customer satisfaction can reflect the consumer's overall shopping experience for a product or service. Customers’ performance-specific expectation and expectation are not only the key indicator to measure the customer satisfaction (Oliver, 1980). To be more specifically, customer performance is improved when product performance exceeds consumer expectations. On the contrary, when the product performance is not up to customer expectations, customer satisfaction decline. Product performance will affect the consumer satisfaction, thus affecting the company's brand image. Therefore, the company should effectively identify the perceived differences in existing consumer towards the brand (Bird and Channon, 2010).
The brand image is a sense of customer understanding of the brand (Bian and Moutinho, 2011). A brand which has a good reputation is more likely to give consumers a good impression (Kotler and Keller, 2012; Aaker, 1997). Some research shows that the customer satisfaction would be influenced by the brand image across some industries, such as hotel, bank and supermarket (Gronholdt, Martensen and Kristensen, 2000). Chang et al. (2005) argued that the store image which include store structure, location, facility and sales activities has a directly impact on customer satisfaction. Winarso (2012) found that the consistency between brand image and customer self-image would develop customer satisfaction and customer preference for the brand. 
Customer loyalty is an important driver of buying behavior because it generates a circular relationship between consumers and businesses. In this case, the purchase behavior does not focus entirely on the purchase, but rather focuses on the position or behavior of brand's internal purchase (Nam, Ekinci and Whyatt, 2011). Since most consumers in the market are anonymous purchases, it is difficult for companies to establish close ties with each customer. However, enterprises can establish a close relationship between customer and brand based on the customer loyalty (Erdoğmuş and Cicek, 2012). 
Customer loyalty can be considered an extension of customer satisfaction (Nam, Ekinci and Whyatt, 2011). Some studies only define customer loyalty as a repetitive purchase behavior. In general, the higher the degree of the customer's recognition of the brand, the higher the customer loyalty, which leads to the constant buying behavior of the brand product by the consumer, ultimately creating profits for the company (Keller, 1993). For the mobile phone industry, a good product image is very useful in promoting customer loyalty (Koo, 2010). Merrilees & Fry (2011) in the study of e-commerce companies found that even in a virtual environment, the influence of brand image on customer loyalty is still significant.
[bookmark: _Toc486518709][bookmark: _Toc493597835][bookmark: _Toc493598145][bookmark: _Toc493598218][bookmark: _Toc493598380][bookmark: _Toc493599065]2.5 Summary of the literature review
In short, this chapter focuses on identifying and evaluating the appropriate literature to support the entire study.
Recent studies and theories showed that the market competition has gradually evolved from the era of the product to the era of the brand, and the enterprises have entered to the stage of brand marketing and brand management (Dibb, Simkin and Ferrell, 2012).
In addition, literature showed that the decision-making process of consumer has evolved into something more dynamic and complex. Moreover, the consumer purchase behavior will be influenced by environmental factors, psychological factors and sociocultural factors (Jobber, 2012).
Many studies have examined the impact of brand image on customer purchase behavior. Most of the research focused on the hotel, shops, banks and other service brand area, and more limited to the influence of the brand image on the quality of service, customer satisfaction, customer loyalty and so on (Dibb et al, 2012; Hudson et al, 2015; Lin, 2010; Solomon, 2014; Wang, 2010). However, the research on mobile communication industry is less, and there is also little research on the different aspects of brand image on the impact of consumer behavior. Therefore, these parts are the focus of this article.


[bookmark: _Toc493597836][bookmark: _Toc493598146][bookmark: _Toc493598219][bookmark: _Toc493598381][bookmark: _Toc493599066]CHAPTER 3: Research Methodology
The purpose of this dissertation is to investigate the influence of ZTE mobile brand image on consumer purchase behavior. The general research aim is broken down into distinct objectives:
· Identify the concept and constituent factors of brand image and consumer purchase behavior.
· Analyze the impact of different factors on the consumer purchase behavior.
· Evaluate the relationship between brand image and consumer purchase behavior. 
· Give some recommendations.
For this study, this chapter will analyze the research process and explain the method of data collection, accompanied by the rationale for the selected methods and methods used in data collection to achieve the objectives of this study.
[bookmark: _Toc493597837][bookmark: _Toc493598147][bookmark: _Toc493598220][bookmark: _Toc493598382][bookmark: _Toc493599067]3.1 Research Paradigm
The paradigm is a recognized 'pattern' which is followed by all those people who engaged in this kind of scientific activity (Fox, 2013). With the passage of the time, people's understanding about knowledge also has some changes. There are two main paradigms which are positivism and interpretivism (Creswell, 1994). Positivism depends on quantifiable observations and is in the emphasis on the adoption of statistical data to draw some views (Walliman, 2001). Interpretivism is supported by the brief that social reality is not objective but highly subjective because it is shaped by our perception (Strauss and Corbin, 1990). 
It is necessary to select the appropriate paradigm to determine the appropriate information. From table 2, it can be found some assumptions of these two paradigms from Creswell (1998). 


[bookmark: _Toc493414736]Table 2 -  Assumptions of the main paradigms
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As for axiological assumption, positivists are interested in the activities and behavior of people, and the objects are unaffected by the research (Collis and Hussey, 2009). For this study, this dissertation is mainly to investigate the relationship between the brand image of ZTE mobile phone and consumer purchase behavior. Those factors that affect consumer buying behavior will not change as a result of this research. At the same time, it is can be seen from methodological assumption, generalizations of the positivism lead to prediction, explanation and understanding (Collis and Hussey, 2009) which consistent with the objective of this study. For those reasons, positivism paradigm would be appropriate for this study. 
In addition, there are also many differences between positivism and interpretivism, such as sample, location and data (some details can be seen from table 3). Through the comparison between these two paradigms, it is found that positivism tends to use large samples. The positivist approach promotes the utilization of quantitative data analysis and be concerned with hypothesis because these have good reliability and representativeness (Fox, 2013). Unlike interpretivism, the observer must be independent and the human interests should be irrelevant. Under positivism, some theories provide the basis of explanation, and the research should focus on the facts (Walliman, 2001).
[bookmark: _Toc493414737]Table 3 - Features of the two main paradigms
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For this study, in order to evaluate the relationship between these two factors and ensure the accuracy of the results, the conclusions of this paper should be based on quantitative research and empirical research (observation and experiment). Quantitative research is normally used alongside positivism and this paper chooses to collect data through the online questionnaires which belongs to the positivism. Moreover, the conclusions of this paper emphasize trends and patterns rather than individuals. To achieve those results, it has been identified that a positivism paradigm would be appropriate. 
3.2 [bookmark: _Toc493597838][bookmark: _Toc493598148][bookmark: _Toc493598221][bookmark: _Toc493598383][bookmark: _Toc493599068]Research method
[bookmark: _Toc493597839][bookmark: _Toc493598149][bookmark: _Toc493598222][bookmark: _Toc493598384][bookmark: _Toc493599069]3.2.1 Online questionnaires 
A research method is a system for collecting and / or analyzing the data (Bowen, 2009). Research methods include data collection and data analysis. Among them, the data collection methods are mainly observation, interviews, questionnaires, focus groups and case studies (Bryman and Bell, 2015). As the study of this paper should be based on quantitative research and empirical research, this paper will use online questionnaire to collect data. 
Online questionnaire is a predefined series of questions used to collect information from individuals (McLeod, 2014). In a positivist study, an online questionnaire aims to collect primary data from a sample in order to carry out statistical analysis and summarize the results as population (Bryman and Bell, 2015). 
3.2.2 [bookmark: _Toc493597840][bookmark: _Toc493598150][bookmark: _Toc493598223][bookmark: _Toc493598385][bookmark: _Toc493599070]Positives vs Negatives of online surveys
Although the online questionnaire has the advantages of cost savings and quicker response rate, choosing online questionnaires to collect data has some other disadvantages. This section will focus on some advantages and disadvantages of online questionnaire.
· Advantages of online questionnaires
Taking into account the convenience of data collection, some scholars recommend that, contrary to some traditional methods, using online questionnaires are time saving and can save some money (Sekaran and Bougie, 2016). In addition, online questionnaire can break through the geographical restrictions and can also investigate many survey objects at the same time (Yin, Gao and Xu, 2014). In addition to the advantages of inexpensive and flexible, online questionnaires can also select and manage respondents in a variety of ways to meet the different requirements of the researchers. And the researcher can select and choose questions and formats (open-ended or multiple options) (Sekaran and Bougie, 2016). Meanwhile, online questionnaires allow respondents to remain anonymous. The mailing questionnaire also allows for complete stealth, which maximizes the comfort of the respondent and this concealment allows the respondents to be assured and encourages them to give the honest answer.
· Disadvantages of online questionnaires
Although the online questionnaire has a lot of advantages, dishonesty is a drawback of this method. Due to social demand bias and attempts to protect privacy, respondents may not answer the questions truthfully. Moreover, this method does not know whether the interviewee really considered the question before answering (Wright, 2005). Sometimes, the interviewee will skip the question or split-second choices can be made, all of those will affect the validity of the data.
Online questionnaires are not appropriate to let the respondents to answer the open-ended questions and it is difficult to understand the specific situation through the online questionnaire (Fink, 2012). At the same time, the response rate of online questionnaire is low. And this method has no way to investigate people who cannot access the network, such as some elderly people and someone who live in the remote areas (McLeod, 2014).
3.2.3 [bookmark: _Toc493597841][bookmark: _Toc493598151][bookmark: _Toc493598224][bookmark: _Toc493598386][bookmark: _Toc493599071]Disadvantages of methods rejected
Due to the limitations of other research methods, this research does not select these methods, such as interviews, focus groups, observation and case study.
The interview was rejected because of some reasons. Firstly, cost is a major reason. Secondly, the interviewer's ability can determine the quality of the data to a large extent (Malina, Nørreklit and Selto, 2011). In addition, the interview process may be affected by the visitor's bias. The accuracy of the interview results depends on the professional degree of the interviewer. Unprofessional interviewers may lead to misleading results (Francis et al, 2010). 
The focus group was also rejected because of the cost and they cannot find the problem in depth (Francis et al, 2010). In addition, group discussions may be difficult to guide and control, so time may be wasted on irrelevant topics. Moreover, moderators can greatly influence the result of a focus group discussion (Bryman and Bell, 2015). Some personal prejudices which are injected by moderators can lead to inaccurate results.
The reason why the observation was rejected was that this method will take a lot of time and it can be viewed as too subjective. Most of the social phenomenon is abstract in nature, some social phenomena cannot be quantified by observing techniques which can lead to a certain inaccuracy. And also, observations are not suitable for large-scale surveys (Sekaran and Bougie, 2016). 
Case study was rejected because it is hard to find a case study which can suit all the research and cannot necessarily be generalized to the wider population (Collis and Hussey, 2009). Meanwhile, the result of case study is too subjective, taking into account the different understanding of each person, case studies can lead to bias in data collection, which can effect results more than in different designs (Malina, Nørreklit and Selto, 2011).
[bookmark: _Toc493597842][bookmark: _Toc493598152][bookmark: _Toc493598225][bookmark: _Toc493598387][bookmark: _Toc493599072]3.3 Sampling
[bookmark: _Toc493597843][bookmark: _Toc493598153][bookmark: _Toc493598226][bookmark: _Toc493598388][bookmark: _Toc493599073]3.3.1 Sample
Sampling is a technique in which researchers rely on their own judgment when choosing people to participate in research (Sandelowski, 2005). Purposive sampling is a non-probabilistic sampling method that occurs when the sample selection element is selected by the researcher's judgment. Purposive sampling is also known as judgmental, selective, or subjective sampling (Fox, 2013).
As this paper is the study on the impact of ZTE mobile brand image on consumers purchase behavior, this paper will use purposive sample. A purposive sample is a type of nonprobability sample. The main purpose of a purposive sample is to produce a sample that can be logically assumed to be representative of the population (McLeod, 2014). Unlike random studies, purposive sample purposely include a various cross section of ages, backgrounds and cultures (Bryman and Bell, 2015).
This paper will use purposive sample. The respondents sample are those who use the mobile phone and have some understanding of ZTE mobile phone. At the same time, taking into account the factors of the recovery rate and the limited number of respondents, purposive sampling is an appropriate sampling method which will ensure the authenticity and validity of the survey data.
[bookmark: _Toc493597844][bookmark: _Toc493598154][bookmark: _Toc493598227][bookmark: _Toc493598389][bookmark: _Toc493599074]3.3.2 Sample size
According to Descombe (2014), the sample needs to be large enough so that the researcher can feel that enough data has been collected. In view of the limitations of time, place and money, sample size were estimated to be at least 80-100 (Pornprasertmanit et al, 2014). And also, due to the prior research experience of some academic scholars (Jackson, 2011; Kline, 2011), this research will investigate 80 respondents who use mobile phone including consumers of different occupations, such as school students, civil servants, employees, teachers and so on. 
The number of this sample is large enough to get some useful information, but not too large to become unmanageable (Denscombe, 2014). In addition, purposive sampling would not need to use a large sample size to guarantee the accuracy of information (Feinn, 2012). And the number of small samples is easy to manipulate and process data which can avoid time and money wasting (Westland, 2010). For those reason, 80 is an appropriate sample size for this paper.
[bookmark: _Toc493597845][bookmark: _Toc493598155][bookmark: _Toc493598228][bookmark: _Toc493598390][bookmark: _Toc493599075]3.4 Questionnaire Design
The questionnaire was designed to understand the respondents' thoughts and behaviour in the form of questions. Questions are usually presented in a logical order and it is often to move from general to specific one (McLeod, 2014). Excessive questions will reduce the enthusiasm of the respondents, and thus reduce the reliability and validity of the results. Moreover, adding more questions to a survey can decrease the response rate because it is more work to fill it out (Ritchie et al, 2013). Therefore, based on the above reasons, the number of this online questionnaire is 16. All the questions are designed to be simple and easy to avoid ambiguity of the participants.
The whole questionnaire is divided into three sections, the first section is about some basic demographic questions, mainly related to the basic situation of respondents, such as age, gender and occupation. The questions of second part are mainly focus on the use of mobile phones and ZTE mobile phone by respondents. The questions of the third section are based on the consumer decision journey (Edelman & Singer, 2015) as well as the literature review on brand image (Aaker 1991) and the theory of consumption values (Sheth, 1991). 
A positivist approach suggests closed questions, which allow the respondent to choose from predetermined answers (Ritchie et al, 2013). The questions of the first and second sections of online questionnaires in this study are closed question, the reasons are as following: Firstly, closed questions are easy and quick to answer. Secondly, in quantitative studies, using closed question can improve the consistency of responses and easy to compare with other respondents or questionnaires (McLeod, 2014). Finally, closed-ended question will reduce the time spent by the respondents and the researchers in processing the data. And also, the response rate of questionnaires which use closed-ended questions is much higher than those which use open-ended questions (Denscombe, 2014). 
In the section 3, the questions were presented in a Likert scale format. The Likert scale is a psychological response scale that reflects the degree of recognition of respondents to the statements. Likert scale can be used to measure some of the multidimensional complex concepts or attitudes that some other scales cannot measure (Chomeya, 2010). In addition, the response situation of the Likert scale allows the respondents to easily identify their own answers (Sullivan and Artino, 2013). For these reasons, the questions of section 3 were formatted using a Likert scale.
[bookmark: _Toc493597846][bookmark: _Toc493598156][bookmark: _Toc493598229][bookmark: _Toc493598391][bookmark: _Toc493599076]3.5 Piloting the Questionnaire
In order to improve the accuracy of the questionnaire results, pilot study should be conducted before issuing the online questionnaire to the specific sample (Arain, 2010). A pilot study can ensure that everyone in the sample can understand the questionnaire, and understand the questions in the same way. Piloting the questionnaires can test the accuracy of the questionnaire (Bian and Moutinho, 2011).
According to the individual selection of the researcher, the questionnaires for this research was issued to 3 individuals in advance. After analysing the situation that participant fill in the questionnaire, some changes were made. Some changes are as follows: In order to improve the logic of the questionnaire, the order of six questions in section 3 had been changed and some duplicate questions were deleted. And question eleven had to be revised, as there were other factors that could influence the customer purchase behaviour.
A pilot study can provide some new ideas and approaches to this research and these new ideas can increase the chances of getting clearer findings in the main study. At the same time, due to the inaccuracy of the question, it may lead to inaccurate questionnaire results. So after pilot study, questionnaire may be re-constructed and some ineffective questions will be removed.
[bookmark: _Toc493597847][bookmark: _Toc493598157][bookmark: _Toc493598230][bookmark: _Toc493598392][bookmark: _Toc493599077]3.6 Sending the Questionnaire
The respondents sample are those who use the mobile phone and have some understanding of ZTE mobile phone. This will ensure the authenticity and validity of the survey data.
For this research, Sojump Survey (Chinese survey software) was selected to releases and recalls the questionnaire through the Internet. The survey link will be distributed to the respondents through a social media platform or email and a description of the questionnaire will be attached to the link.
The sample size of this study is 80 and the online questionnaire will be distributed to respondents on 4th August. Taking into account the different time for different respondents to fill in the questionnaire, all questionnaires will be collected before 11th August.
[bookmark: _Toc493597848][bookmark: _Toc493598158][bookmark: _Toc493598231][bookmark: _Toc493598393][bookmark: _Toc493599078]3.7 Reliability and Validity
· Reliability
Evaluating the quality of research is essential. When determining the quality of the data, reliability is an important indicator. Reliability refers to the degree to which the same result is obtained when the same thing is measured repeatedly using the same indicator or measurement tool (Bryman and Bell, 2015). Saunders et al (2015) argue that reliability is a measure of the stability or consistency of test scores. 
Although the online survey has some advantages, such as cost effective, the research was unable to understand the situation of the respondents when completing the survey because the questionnaire was distributed over the network. Therefore, in order to eliminate the bias of the participants, some basic description of the questionnaire will be attached with the link to ensure that the respondents have a basic understanding of this research. At the same time, since the sampling method of this study is purposive sampling, most respondents will have a general understanding of the purpose of the study. All of which can guarantee the reliability of the study.
· Validity
According to Drost (2011), validity means that the test accurately measures what it should be. Validity is a measure of whether the comprehensive evaluation system can accurately reflect the purpose and requirements of the evaluation (Smith, 1991). If the test proves that its validity is poor, it indicates that it cannot adequately measure the relevant content of the research process (Bryman and Bell, 2015).
In order to eliminate the inaccuracy caused by the bias, this study will take some measures. Each question of this online questionnaire has a logical link with the objective of this research. Moreover, pilot study will help improve the research validity and reliability. All questionnaires are based on the literature review and all the questionnaire data processing is under the direction of the supervisor.
[bookmark: _Toc493597849][bookmark: _Toc493598159][bookmark: _Toc493598232][bookmark: _Toc493598394][bookmark: _Toc493599079]3.8 Analysis of Findings
The main purpose of this survey is to evaluate the impact of ZTE mobile brand image on customer purchase behavior. The researcher is the main data collector in this study. 
The data was collected in one weeks (from 4th August to 11th August). For this research, as mentioned, Sojump Survey (Chinese survey software) was selected to releases and recalls the questionnaire through the Internet. After collecting all the sample data, this software will produce some simple analytics in the form of tables and graphs to assist with easier data analysis. And the data will be presented as a chart or table. Then, SPSS is utilized to analyze these data and carried out some statistical test. Finally, all the data analysis results would be used to provide some supports for this study.
[bookmark: _Toc493597850][bookmark: _Toc493598160][bookmark: _Toc493598233][bookmark: _Toc493598395][bookmark: _Toc493599080]3.9 Limitations of the Study
This paper is mainly limited by two aspects. One is time limit. Due to the limited time, the research method of this paper is simple and this paper only use the online questionnaire to collect the data. The second is the limitations of sample. Due to the limitation of the condition, the sample selected in this paper is small. Although the number of samples in this paper meets the requirements of statistical sample capacity, the sample size is too small compared to the consumer groups in the whole mobile market, which may lead to the uncertainty of statistical results.


[bookmark: _Toc493597851][bookmark: _Toc493598161][bookmark: _Toc493598234][bookmark: _Toc493598396][bookmark: _Toc493599081][bookmark: _Toc467489834]CHAPTER 4: Data Analysis
[bookmark: _Toc493597852][bookmark: _Toc493598162][bookmark: _Toc493598235][bookmark: _Toc493598397][bookmark: _Toc493599082]4.1 Survey analysis
The whole questionnaire was divided into three sections; the first section is about some basic demographic questions, the second section is mainly focus on the use of mobile phones and ZTE mobile phone and the third section is based on the relationship between the brand image and customer purchase behavior.
In terms of responses to the study, there were 80 surveys completed. All the respondents have completed all three sections of the online questionnaire. The overall purpose of this research is to investigate the relationship between brand image and customer purchase behavior. The result of this survey will provide support to evaluate the influence of brand image on customer purchase behavior.
[bookmark: _Toc493597853][bookmark: _Toc493598163][bookmark: _Toc493598236][bookmark: _Toc493598398][bookmark: _Toc493599083]4.2 Demography
The first section of online questionnaire was to determine the demographics of the survey sample. All the target samples were set out in the aims and objectives of the study and explained in chapter 3, methodology.


[bookmark: _Toc493597854][bookmark: _Toc493598164][bookmark: _Toc493598237][bookmark: _Toc493598399][bookmark: _Toc493599084]4.2.1 Gender of the respondents
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[bookmark: _Toc493414762]Figure 8 - Gender demographics
The first question of the questionnaire was about the gender of the participants. The results show that there is an equal proportion of female to male respondents, with 48.69% of respondents being female and 51.31% being male. 
Different gender consumers have different needs for mobile phones. Male consumers are more concerned about the hardware of the phone, while female consumers are more care about the camera and appearance (Blumenstock and Eagle, 2010). But for some mobile phone brands, such as Apple, Huawei and ZTE, Roach (2009) found that the proportion of female to male customers of these brand is almost equal. Mainly because of the design, function and configuration of these brand is no gender differences, so that each product can meet the needs of different groups of people and gender (Roach, 2009). In addition, there is a similar picture in the survey of Thomée et al (2011), 49.7% of respondents are male and 50.3% are female. With the development of the mobile phones and mobile Internet popularity, the gender distribution of mobile phone users will be more balanced (Augner and Hacker, 2012).

[bookmark: _Toc493597855][bookmark: _Toc493598165][bookmark: _Toc493598238][bookmark: _Toc493598400][bookmark: _Toc493599085]4.2.2 Age of the respondents
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[bookmark: _Toc493414763]Figure 9 - Age demographics
The second question of the survey was aimed to collect the age of the respondents. From figure 9, the results indicate that out of 80 respondents who answered the questionnaire, 46.6% of the respondents belonged to the age group 25-35 years old followed by 28.8% of respondents under 25 years old. The number of the respondents who over 55 years old is the least, accounting for 6.28% of the total number. 
The results show that the age of the respondents was primary in the age group under 35 years old. Around three quarters of respondents were in this age range. Blumenstock and Eagle (2010) suggested that those customers under 35 years old are considered to be the people mostly influenced by fashion and technology trends. The updates speed of ZTE mobile phone is fast and the appearance of the ZTE mobile phone are more attractive to young consumers (Jung, 2012). For that reason, this age group of consumers are more inclined to choose ZTE mobile phone brand.
As the target sample of this study is mainly about those who have a certain understanding of ZTE mobile phone, the results indicate that the consumers of ZTE mobile phone are mainly concentrated on the age group which under 35-year-old which support some previous research. (JaeWoong, 2013; Liu, 2010; Zhang, 2015)
[bookmark: _Toc493597856][bookmark: _Toc493598166][bookmark: _Toc493598239][bookmark: _Toc493598401][bookmark: _Toc493599086]4.2.3 The career of respondents
[image: ]
[bookmark: _Toc493414764]Figure 10 - Career of respondents
Question 3 as shown in figure 10, intended to learn the career of participants. According to the figure 4-3, 32.98% of respondents are engaged in business areas and 20.42% of respondents are students, only 1.05% of the respondents are employed in the area of military. In addition to the job that has been listed in the questionnaire, 21.99% of the respondents engaged in other areas of occupation, such as the Internet industry, freelancers and so on. 
Pöysti et al (2005) in a study of the users of the mobile phone found that the demand of mobile phones for the consumer of different occupations is not the same, so these consumers choose the phone brand is different. Business people are more inclined to choose cost-effective mobile phone (Thomée et al, 2011) and students are more pursuing the appearance of the phone (Palen, Salzman and Youngs, 2010). 
Hence, part of the explanation for the high proportion of careers of users are business and students in this sample may lie in the fact that ZTE mobile phone’ appearance is fashionable and the quality and function of ZTE brand is complete. 

[bookmark: _Toc493597857][bookmark: _Toc493598167][bookmark: _Toc493598240][bookmark: _Toc493598402][bookmark: _Toc493599087]4.2.4 The monthly income of respondents 

[bookmark: _Toc493414738]Table 4 -  Monthly income of respondents
	
	Frequency
	Percentage (%)

	

Monthly income of respondents
	Under 2000
	16
	20

	
	2001-3000
	35
	43.75

	
	3001-4000
	12
	15

	
	4001-5000
	12
	15

	
	Over 5000
	5
	6.25

	
	Total
	80
	100


Question 4 asks respondents to select their monthly income. From the table of monthly income, it is can be found that 46.6% of the respondents’ monthly income is between 2001 and 3000 (CNY) followed by the group (20%) whose monthly income under 2000 (CNY). Only 6.25% respondents’ monthly income are more than 5000 (CNY).
Conci, Pianesi and Zancanaro (2009) note that lower-income consumers are more inclined to buy lower-priced electronics, such as mobile phones, computers and so on. In addition, the result of this research confirms the view of Alfred (2013), the price of ZTE mobile phone is lower than other international mobile phone brands, which favored by lower-income consumers. 


[bookmark: _Toc493597858][bookmark: _Toc493598168][bookmark: _Toc493598241][bookmark: _Toc493598403][bookmark: _Toc493599088]4.3 ZTE mobile phone consumer behavior
[bookmark: _Toc493597859][bookmark: _Toc493598169][bookmark: _Toc493598242][bookmark: _Toc493598404][bookmark: _Toc493599089]4.3.1 ZTE Mobile phone users’ specific information

[image: ]

Question 5 intended to learn some specific information of respondents. Because of the sampling method of this research, all the respondents in this study have a certain understanding of ZTE mobile phone. For that reason, 87.96% of the respondents have got ZTE mobile phones, and only 12.04% of the respondents did not use ZTE mobile phone.
[image: ]
[bookmark: _Toc493414765]Figure 11 -  Years of using ZTE brand

The sixth question of the questionnaire was to intended to learn the years of using ZTE brand. From figure 4-6, 35.08% of the respondents use ZTE mobile phone between 13 months and 2 years, followed by 28.27% of respondents use ZTE mobile phone between 7 months and 1 year, 24.08% of respondents use ZTE mobile phone for more than two years, and only 12.57% of respondents use ZTE mobile phone less than six months.
The years of using ZTE brand is related to the customer's brand loyalty (Akkucuk, 2016). Due to the quality and price of ZTE mobile phone, most of the ZTE mobile phone consumers have a certain brand loyalty to the ZTE brand (Chi, Yeh and Yang, 2009). At the same time, ZTE mobile phone brand positioning is mainly concentrated in the business people who are more inclined to choose cost-effective mobile phone (Thomée et al, 2011). The characteristics of ZTE brand can meet their needs, so this type of consumer will not easily convert other mobile phone brands


[bookmark: _Toc493597860][bookmark: _Toc493598170][bookmark: _Toc493598243][bookmark: _Toc493598405][bookmark: _Toc493599090]4.3.2 Frequency of mobile phone change

[bookmark: _Toc493414739]Table 5 - Frequency of mobile phone change
	
	Frequency
	Percentage (%)

	
Frequency of mobile phone change
	3-6 months
	1
	1.25

	
	7-12 months
	9
	11.49

	
	13 months- 2 years
	39
	48.75

	
	More than 2 years
	31
	38.51

	
	Total
	80
	100



The seventh question is mainly to understand the frequency of mobile phone change. As can be seen from table 5, mobile users have indicated that they change their mobile phones mainly after the first or the second year of the purchase. 48.75% of respondents change their mobile phone after 1 year and 38.51% of respondents change their mobile phone more than 2 years. The next group (11.49%) prefers to change it in 7-12 months and only 1.25% of respondents change their mobile phone less than 6 months.
Fjeldsoe et al (2009) recorded that most of the customer change their mobile phone about 2 years. The frequency of mobile phone change is mainly affected by mobile phone quality, fashion trends and other factors, while the lower price and wide range of mobile phone on the market will also affect the frequency of mobile phone replacement (Proudfoot et al, 2013). Similarly, in a survey of Fjeldsoe (2009) found that 40% of consumers change their mobile phones between 13 months to 2 years.
However, according to China's iConsumer 2015 (Lau and Chi, 2015), the frequency of Chinese mobile phone users to change their mobile phone is 29 months. This year is much higher than the number of years used by respondents in this survey.


[bookmark: _Toc493597861][bookmark: _Toc493598171][bookmark: _Toc493598244][bookmark: _Toc493598406][bookmark: _Toc493599091]4.3.3 Reasons for phone change 
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[bookmark: _Toc493414766]Figure 12 - Reasons for phone change
This question asked respondents about their reasons for phone change. Asking respondents what could be the reasons to change their phone could show insights about how consumers interpret subconsciously the factors, which might have an impact on their decision (Proudfoot et al, 2013).
More detailed information can be obtained from Figure 12, which illustrates the most common factors driving consumers to change their phones. Obviously, the most common reason for changing a phone is it has been broken or lost (44.5%), followed by needs not satisfied needs (41.88%), and out of fashion (9.95%). Few respondents (1.05%) change their mobile phones because of promotions or sales. In addition to the above four reasons, there are 2.62% of respondents change their mobile phone for other reasons, such as some personal reasons and new phone release. 
There is a similar picture in the research of Nurullah (2009), the most common reason for changing a phone is broken or lost. In addition, Reinhardt et al (2012) found that 50% of consumers change their mobile phone because of broken.
[bookmark: _Toc493597862][bookmark: _Toc493598172][bookmark: _Toc493598245][bookmark: _Toc493598407][bookmark: _Toc493599092]4.3.4 Perception of the ZTE brand
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[bookmark: _Toc493414767]Figure 13 - Perception of the ZTE
This question is mainly to understand the brand perception of consumers to ZTE mobile phone. From figure 13, it can be seen that the most respondents (48.69%) believe that ZTE mobile phone brand is low price and low quality. However, 37.17% of respondents believe the brand perception of ZTE mobile phone is low price and high quality. The remaining respondents believe that the price of ZTE mobile phone is high.
As discussed in ‘2.2.3 influence on consumer purchase behavior’, due to the different experience, attitudes and beliefs, different consumers would have a different perception for the same product (Strizhakova et al, 2010). 
In order to test whether the differences of age, gender, occupation and monthly income of different respondents will affect the ZTE brand perception, this research analyze the questionnaire results through the crosstabs. 
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[bookmark: _Toc493414768]Figure 14 - Cross tabulation

As can be seen from figure 14, different age groups have a significant difference for the perception of ZTE brand. Respondents under 25 years mainly believe that ZTE brand is high price and low quality. However, those respondents whose age between 25 to 35 mainly believe that ZTE brand is low price and low quality. In addition, most of the respondents who over 55 years old think that ZTE brand is low price and high quality.


[bookmark: _Toc493414740]Table 6 - Chi-Square Tests
[image: ]
The chi-square test mainly detects the association between two or more variables. When the value is less than 0.05, it means that the effect between the two variables is significant, otherwise, not significant (Satorra and Bentler, 2009). From table 6, the chi-square is 0.003 which can be showed that there is a great significant difference in the perception of ZTE brand between different age.
At the same time, through analyzing the impact of ZTE brand perception on different gender and occupation of different respondents, the result is different. The sig of chi-square between career and brand perception is 0.112 which is higher than 0.05 and showed that there is no significant difference in the brand perception between occupations. In addition, the sig of chi-square between gender and brand perception is 0.111 which can be found that the difference in gender has little effect on ZTE's brand perception.
[bookmark: _Toc493597863][bookmark: _Toc493598173][bookmark: _Toc493598246][bookmark: _Toc493598408][bookmark: _Toc493599093]4.4 The influence of brand image on customer purchase behavior
The section 3 of the questionnaire included a battery of Likert Scale (5 points) agreement questions on various aspects related to consumer buying behavior, brand awareness, perceived quality, brand association and brand loyalty. There were 6 such questions in total. All the questions come from the chapter 2 literature review. 


[bookmark: _Toc493597864][bookmark: _Toc493598174][bookmark: _Toc493598247][bookmark: _Toc493598409][bookmark: _Toc493599094]4.4.1 Consumer buying behavior
[bookmark: _Toc493414741]Table 7 -  Consumer buying behavior[image: ](1-strongly disagree, 2-disagree, 3-undecided, 4-agree, 5- strongly agree)
According to Jobber (2012), there are three main factors that affect consumer behavior which are environmental influences, psychological influences and sociocultural influences. 
Table 7 clearly illustrated that environmental factors, psychological factors and sociocultural factors will influence the most customers’ purchase behavior. It indicates that 61.8% of respondents agree that their purchase behavior will be influenced by some environmental factors, such as sociocultural, technological, economic and political. The result of this research support the view that the environmental factors can influence consumers' purchase decisions (Lee and Kacen, 2008). The result was close to the 68.5% in the survey of Jang and Namkung (2009) which investigated the influencing factors of consumer purchasing decisions, and 62% recorded by Puccinelli et al (2009).
In addition, 82.8% of respondents stated that psychological factors will influence their buying behavior. According to San Martín and Herrero (2012), 72% of consumer thought their learning, attitudes and motivation which belong to the psychological factors will affect their purchase decision. The same result can be also found in the survey of Oliver (2014). 
Furthermore, 54% of respondents thought the sociocultural factors will affect their purchase behavior. This is the same as the one half reported by the Lu and Yu-Je (2009) and Shiau and Luo (2012).

[bookmark: _Toc493597865][bookmark: _Toc493598175][bookmark: _Toc493598248][bookmark: _Toc493598410][bookmark: _Toc493599095]4.4.2 Factors that consumer take into consideration
[bookmark: _Toc493414742]Table 8 - Influence factors[image: ](1-strongly disagree, 2-disagree, 3-undecided, 4-agree, 5- strongly agree)
Table 8 shows some factors that the respondents will take it into consideration when they decide to buy a new mobile phone. It is can be found that 51.3% of respondents thought the quality of the mobile phone is the most important than other factors, 40.8% of respondents would consider the mobile phone brand. And only 32.5% of respondents’ purchase decision would be influenced by the price and the 31.9% of respondents’ purchase decision would be influenced by the appearance.
Similarly to this study, many studies on this point demonstrated that consumers will prefer the option that is quality superior (Chernev, 2004; Okada, 2005; Chitturi et al., 2008). In addition, Kuo et al (2009) noted that the quality of mobile phones has a great impact on consumer buying behavior. Singh and Goyal (2009) in a survey of different age and gender groups found that more than half respondents would consider physical appearance when buying a new phone.  
In this research, 40.8% of respondents would consider the phone brand. The result can support some previous research. Reynolds and Gutman (2001) noted that a good brand image can help the product or company win in the competition. Petruzzellis (2010) collected data in four countries and found that a strong brand proves to be a primary factor affecting consumers’ intention. And also brand can help the phone to increase its value (Verma, 2007). Moreover, consumers will remember the benefits of their favorite brands or products and will forget the shortcomings of products (Macinnis, Park and Priester, 2014).

[bookmark: _Toc493597866][bookmark: _Toc493598176][bookmark: _Toc493598249][bookmark: _Toc493598411][bookmark: _Toc493599096]4.4.3 Brand awareness
[bookmark: _Toc493414743]Table 9 -  Brand awareness[image: ](1-strongly disagree, 2-disagree, 3-undecided, 4-agree, 5- strongly agree)
Table 9 illustrated how participants respond to these three questions that related to the brand awareness. According to table 4-3, 31.9% of respondents would never consider any lesser-known mobile phone brand than ZTE when they purchase. Meanwhile, less than 20% respondents thought the name and the logo of ZTE is an important factor.
The result of this survey support the findings of Tong and Hawley (2009); Chang and Liu (2009), they found that customers are more likely to choose a mobile phone with high level of brand awareness. In addition, Hakala (2012) in a survey of university students in four countries found that most customers would purchase a familiar phone brand when they decide to buy a new phone. Several experiments show that even the same product, consumers will have a better evaluation on their favorite brand rather than a generic brand (Aaker, 2009; Chen, 2010; Macinnis, Park and Priester, 2014; Reynolds and Gutman, 2001).
There are other two factors related to the brand awareness, brand name and brand logo. Keller (2008) believes that brand name is important because it can express the brand's theme in a simple and straightforward way. And Hem and Iversen (2004) define logo as symbols that represent the brand and logos can help the company to develop its brand equity. In the research of Mohd (2013), two thirds respondents rate phone brand name as an important factor. However, the result of this research cannot support those views, only less than 20% respondents thought the name and the logo of ZTE could influence their purchase behavior.

[bookmark: _Toc493597867][bookmark: _Toc493598177][bookmark: _Toc493598250][bookmark: _Toc493598412][bookmark: _Toc493599097]4.4.4 Perceived quality
[bookmark: _Toc493414744]Table 10 - Perceived quality[image: ](1-strongly disagree, 2-disagree, 3-undecided, 4-agree, 5- strongly agree)
This question asked respondents three factors that related to the perceived quality. From table 10, 41.9% of respondent agree that quality image of ZTE mobile phone is an important factor in my decision-making. And just 35.6% of respondents strongly agree that they will consider the past experience with the ZTE brand when they purchase a new phone and 29.8% of respondents thought a well-known smartphone brand like ZTE is always better in quality than a lesser-known brand.
The results support some previous findings that quality image of phone brand would influence the purchase decision (Severi and Ling, 2013; Kuo et al, 2009; Lai, 2009). This is the same as the half recorded in Kuo et al (2009). In addition, Kuhlmeier and Knight (2005) found that the expectations of customers for future purchase behavior will be affected by their past experience.
According to the table 4-4, only 29.8% respondents strongly agree a well-known smartphone brand like ZTE is always better in quality than a lesser-known brand. This is contrary to the Aaker and Biel (2013) which argued that customers always believe that the quality of a well-known branded mobile phone is much better than new brand.


[bookmark: _Toc493597868][bookmark: _Toc493598178][bookmark: _Toc493598251][bookmark: _Toc493598413][bookmark: _Toc493599098]4.4.5 Brand association
[bookmark: _Toc493414745]Table 11 -  Brand association[image: ] (1-strongly disagree, 2-disagree, 3-undecided, 4-agree, 5- strongly agree)
Table 11 shows some questions and results that related to the brand association. Only 11% of respondents strongly agree that using the mobile phone of a particular brand like ZTE helps to show their social class and less than 10% respondents’ purchase interest would influence by the advertisement.
Similarly to this study, Akkucuk (2016) established in a survey of 171 smartphone consumers and found that only a few buyers would be influenced by the mobile phone advertisement. And also, in the survey of Hooi (2011), only 11% of respondents’ purchase decision would be affected by the advertisement. However, Clayton and Heo (2011) believes that advertising can improve the level of consumer brand participation, so that to establish a good relationship between consumers and brand. Moreover, Aaker and Joachimsthaler (2012) found that there is a positive correlation between the number of advertisement delivery and customer purchase behavior. 
Only 11% of respondents strongly agree that using the mobile phone of a particular brand like ZTE helps to show their social class. This result is inconsistent with many previous studies. Social values of a brand are mainly expressed in products that are shared with others (Cachon and Swinney, 2011). In this situation, the consumer decides whether to choose a product or brand is concerned about whether the product can enhance its social status or shape its own social class. In addition, Singh and Goyal (2009) found that some specific mobile phone brands can help consumers show their social class.
Moreover, according to Lee and Leh (2011), some other factors are also related to the brand association, such as social image, character and so on. In the survey of Arghavan and Zaichkowsky (2000), 56% customers likely to use brands to conform to their professional position or to demonstrate their social status.
[bookmark: _Toc493597869][bookmark: _Toc493598179][bookmark: _Toc493598252][bookmark: _Toc493598414][bookmark: _Toc493599099]4.4.6 Brand loyalty
[bookmark: _Toc493414746]Table 12 - Brand loyalty[image: ] (1-strongly disagree, 2-disagree, 3-undecided, 4-agree, 5- strongly agree)
Table 12 shows some questions and results that related to the brand loyalty. It can be seen that 47.6% of respondents will recommend someone else to buy the same brand as their smartphone. And 37.2% of respondents will keep purchasing from ZTE brand even at a higher price.
There are many factors that affect brand loyalty, such as rand awareness, perceived quality, and brand association. The results of this survey are the same as some previous researches. Churchill and Peter (1995) found that, when customers are loyal to the brand, the smaller price difference would not affect their purchase intention. Moreover, in the survey of Akkucuk (2016), 75% of respondents stated that they will continue to purchase the same mobile phone brand if they decide to purchase a new one and it is more than two third indicated by the Ogba and Tan (2009).
In addition, Lassar et al. (1995) found that there is a positive correlation between the consumers' confidence in the brand and the spending of the consumer. The greater the confidence they place in the brand, the more likely they are willing to pay a high price for it. Solomon (2014) also accepted the leading influence of brand loyalty on consumer purchase behavior.
Customer purchase behavior will be influenced by the groups (Adjei et al, 2014). In the survey of Yee and Sidek (2008), 62% respondents said that they prefer to recommend their mobile brand to their friends and 55% claimed to be brand loyal and using the same brands as their parents. The result of this survey can support this view that most of the customer likely to recommend their mobile phone brand to others if they become brand loyalty.
4.4.7 Does ZTE brand influence buying behavior
[image: ]
[bookmark: _Toc493414769]Figure 15 - Does the ZTE brand influence customer purchase behavior
The last question is about whether the ZTE brand can influence the customer purchase behavior. From figure 15, three quarters respondents agreed that the ZTE brand can influence their purchase behavior while 25.65% of respondents’ buying behavior cannot be influenced by the ZTE brand image.
The result supported the finding of Bian and Moutinho (2011), brand image is supposed to be a significant driving force of customer buying behavior. A good brand image of a company can improve the customer satisfaction (Koo, 2010). Kotler and Keller (2012) found that the consistency of brand image and customer self-image will improve customer satisfaction and the preference toward the brand. And also, Chitty et al. (2007) have also proven that the brand image has a leading role in customer buying behavior. Moreover, Merrilees & Fry (2011) verified the relationship between the brand image and customer purchase behavior through surveys at mobile phone companies. 
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In order to further understand the relationship between the various factors, as well as the impact of various factors on the customer purchase behavior. Some correlation analysis had been done for the result of the section 3 in this survey.
There were 17 such questions in the section 3 of the online questionnaire in total and all the questions and variable codes to be used in the further analysis are presented in Table 13. All the questions would appear in the form of variable code in the subsequent table of the analysis results.
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[image: ]Table 14 - Descriptive statistics for the levels of agreement
The average levels of agreement for the 17 items in decreasing order are provided in Table 14. Due to the setting of the questions in the section 3 of the questionnaire, the highest level of agreement is 5 which indicated that the respondents strongly agree with the extent to which the factor affects their purchase behavior. And the lowest level of agreement is 1, which means that the respondents strongly disagree with the impact of this variable factor on its purchase behavior. 
From table 4-8, it is can be found that the highest level of agreement (4.38) is with variable 5 (I will consider the phone quality if I decide to buy a new one). At the same time, the lowest one is V15 (My purchase interest increases if I see an advertisement for ZTE) which the average level of agreement is only 3.14 and the level of agreement of V14 (Using the mobile phone of a particular brand like ZTE helps me show my social class) is also only 3.25 which lower than others. Those two variables are both related to the brand association and it seems that these factors have less impact on consumer purchase behavior as evidenced by the low values of agreement.  
This result is contrary to some other researches which argued that the brand association is the most recognized part of brand equity (Fianto, 2014; Kotler et al, 2016; Lee and Leh, 2011). According to Petruzzellis (2010), brand associations have a strong influence on the mobile phone customer purchase decision. Mobile phone is now also a symbol of belonging to a group and a part of one’s identity (Moore, 2010). It is found that there is a positive relationship between the brand association and customer purchase behavior (Horaga, et al,2012; Neupane, 2015). In addition, Malik et al (2012) noted that the improvements in brand association resulted in increased customer satisfaction and affect their purchase decision.


[bookmark: _Toc493414749][image: ]Table 15 - Correlations among the 17 Likert Scale items
It would also be necessary to research the correlations among the scale items. Correlation coefficient can reflect the relationship between two or more values in fundamental statistics. The correlation coefficient is also known as R and its value is between -1 and 1. When the value | R | is close to 1, it means that there is a close linear relationship between these two variables, and when the number of R is 0, it indicates that there is no linear correlation between these two variables.
From table 15, it is can be found that most of the correlation is large, mainly concentrated in the group between 0.3 and 0.6. In addition, the correlations are mostly positive with the largest being among V11 and V12 (0.81), namely “Quality image of ZTE mobile phone is an important factor in my decision-making” and “I will consider the past experience with the ZTE brand when I purchase a new phone”. These two variables both measure the “Perceived quality” dimension. 
The result shows that most customers’ buying behavior would be influenced by the perceived quality. The result supports the view of Beneke et al (2013), perceived quality provides a reason for customers to by a brand rather than other competitors. Moreover, this is the same as the result of Aaker and Biel (2013). Kuo, Wu and Deng (2009) pointed out that there is a positive relationship between the perceived quality and customer purchase behavior. Aaker (1991) argued that brand perceived quality can affect the process of customers decision-making.
At the same time, the most negative is V2 and V15 with only 0.02. There are “My purchase behavior will be influenced by some psychological factors, such as personality, perception, motivation and attitudes” and “My purchase interest increases if I see an advertisement for ZTE”. It can be found that those customers whose purchase behavior will be influenced by some psychological factors do not pay attention to the advertisement. 
Advertising is a part of the brand association, so it shows that brand associations do not affect consumers' buying decisions like other psychological factors, such as personality, perception, motivation and attitudes.
This is contrary to the research of Kotler et al (2016), who argued that brand associations include all brand-related judgements, perceptions, principles and image. According to Petruzzellis (2010), brand associations have a strong influence on the mobile phone customer purchase decision. Aaker (1991) argued that brand equity and brand association are closely related to each other. However, this result supports the survey of Hooi (2011), only 11% of respondents’ purchase decision would be affected by the advertisement which belong to the brand association. 
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Following the data analysis and discussion from Chapter 4, this chapter is intended to summarize the results of the findings of this research. The structure in which this chapter is discussed in the order of objective in this study.
The objectives of this research are as follows:
· Identify the concept and constituent factors of brand image and consumer purchase behavior
· Analyze the impact of different factors on the consumer purchase behavior
· Evaluate the relationship between brand image and consumer purchase behavior 
· Give some recommendations.
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The first objective of this study is to identify the concept and constituent factors of brand image and consumer purchase behavior. By synthesizing the literature and the research findings, the results of this study suggested that brand image is not naturally formed, it is related to all the aspects of the company. Brand image include both brand name, brand logo, brand culture, brand value and other factors. The results are consistent with some previous research made by Solomon (2014), Kapferer (2006), Kotler (2010) and Aaker (2009) who divided brand equity into five areas which are brand loyalty, brand awareness, brand associations, and brand perceived quality and other proprietary assets.
In addition, due to the changes in the market environment, the study found that the process of the customer purchase behavior has undergone a series of changes. Consumers are more concerned about the brand of the product and the post-purchase experience. Brand can compress or even remove the consumer's consideration and evaluation stage. Therefore, this study supports the research of Wolny and Charoensuksai (2014), Moran (2014), Hirt and Willmott (2014), and Edelman and Singer (2015) that a good brand image can improve customer loyalty, thereby reducing the processes or steps of decision-making before consumer making some purchase decision.
[bookmark: _Toc493597873][bookmark: _Toc493598183][bookmark: _Toc493598256][bookmark: _Toc493598418][bookmark: _Toc493599103]5.2 Analyze the impact of different factors on the consumer purchase behavior
Another objective of this research is to analyze the impact of different factors on the consumer purchase behavior. The results of this survey demonstrated that quality and brand would influence the customer purchase behavior. To be more specifically, 93.7% of respondents in this survey would consider the quality of the product if they decide to purchase a new mobile phone. This research shows that quality is often one of the first things that consumer would consider when deciding whether to buy a mobile phone. Similarly to this study, many studies on this point demonstrated that consumers will prefer the option that is quality superior (Chernev, 2004; Okada, 2005; Chitturi et al., 2008).
Moreover, the result of this study also shows that most of the respondents’ purchase decision would be influenced by the brand. A good brand image can help the phone to increase its value and can also help the product or company win in the competition. The result supports the study of Gutman (2001), Petruzzellis (2010), Macinnis, Park and Priester (2014).
In addition to the quality and brand, this study also found that some other factors, like environmental influence, psychological influence and sociocultural influence would also have an impact on consumer purchase behavior. According to the results of the survey, more than half respondents thought their purchase decision would be influenced by those three factors. The psychological influence such as personality, perception and motivation were identified as the most influential factor among those three factors with 82.8% of respondents’ purchase decision would be influenced by this factor. 
The result supports the view of San Martín and Herrero (2012) and Oliver (2014) which found that learning, attitudes and motivation which belong to the psychological factors will affect customer purchase decision.
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The third objective is to evaluate the relationship between brand image and consumer purchase behavior. Following this aim, in order to better study the impact between these two factors, the researcher has implemented an online survey and some results of this survey in chapter 4 can provide some support for this study.
Since brand loyalty can create a valuable transactional relationship, it is a key driver of the customer buying behavior. In this survey, more than half of the respondents would keep purchasing from their mobile phone company ZTE even at a higher price. The results suggest that the brand loyalty plays a big role in influencing customer purchase behavior. These results are consistent with the research of Akkucuk (2016) and Solomon (2014) who confirmed the impact of brand loyalty on customer buying behavior.
Moreover, the results of this study found that there is a positive relationship between the brand awareness and customer purchase behavior with 70.6% of respondents agreed that they never buy lesser-known brand than ZTE mobile when they decide to buy a new phone. The result of this survey supports the findings of Tong and Hawley (2009); Chang and Liu (2009) who believed that consumer would prefer to choose a mobile phone with a high level of brand awareness.
In addition, perceived quality can also influence the customer purchase decision. This survey showed that more than 85% respondents would consider the quality and past experience in their decision-making. Therefore, this study supports the opinions of Kuo et al (2009), Lai (2009), Severi and Ling (2013) that the quality image of phone brand would influence the purchase decision. 
However, this study found that brand association has less impact on consumer purchase behavior as evidenced by the low values of agreement in the correlation analysis of chapter 4. It shows that less consumers would be affected by some factors of brand association, such as advertising, when buying ZTE's mobile phone. 
This result is contrary to some other researches which argued that the brand association is the most recognized aspect of brand equity (Horaga, et al,2012; Neupane, 2015), and advertising can improve the level of consumer brand participation, so that to establish a good relationship between consumers and brand (Fianto, 2014; Kotler et al, 2016; Lee and Leh, 2011). The reason for this difference may be due to the country differences. China has a lot of mobile phone brands, each company will use advertising and other means to establish contact with customers. However, the advertisement of ZTE mobile phone is not interesting and attractive compared to the other mobile phone brand. For that reason, the purchase interest of consumers may not increase if they see an advertisement of ZTE.
In general, brand loyalty, perceived quality and brand association play a big role in influencing customer purchase behavior. However, brand associations have little effect on the ZTE mobile phone customer purchase decision.
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This study sought to examine the influence of brand image on customer purchase behavior. The differences in demographic characteristics such as age, educational experience, occupational background, and income levels of consumers are likely to have an impact on consumer buying motives and purchase intentions. Hence, future studies can use demographic characteristics as independent variables to compare differences in consumer intentions and purchase behavior with different demographic characteristics.
This study has revealed that a good brand image can improve customer loyalty, thereby reducing the processes or steps of decision-making before consumer making some purchase decision. As the result shows that the quality is an important part of the brand image and has a significant impact on consumer purchase behaviour in China. ZTE mobile should pay attention to the management of product quality. At the same time, quality management should be consumer-centric, it should seize the basic needs of consumers and to improve perceived quality of the product which can increase its brand image.
As consumers purchase decisions are strongly related to the brand image, manufacturers of ZTE should stress the extreme quality and reliability of the products in their brand image and marketing strategy. They can also appeal to consumers who want to reduce the risk of purchasing low-quality products by highlighting post-services in the offer. Advertisement campaigns may include messages stressing the reputation of the brand showing consumers that this is the right choice.
Relating to the strong effect of customers’ requirement for individuality and self-image on customer purchase decision, ZTE mobile phone should focus on creating a clear identity related to the high quality, which can successfully relate to the target customers.
In addition, in competitive environment, consumers prefer to consider certain brand for purchase when they find something different in that brand. The results of this study show that functional value is often considered to be a major factor affecting consumer purchase decisions. ZTE should be able to provide customers the expected functional or psychological benefits.
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[bookmark: _Toc493597877][bookmark: _Toc493598187][bookmark: _Toc493598260][bookmark: _Toc493598422][bookmark: _Toc493599107]Appendix 1 – Online questionnaire
This questionnaire is designed to investigate the influence of brand image on consumer purchase behavior towards mobile phones. To better understand the consumer purchase behavior. Please take few minutes to complete the survey. Your input is very important to my study and I highly appreciate your cooperation. Your answers will be kept confidential and anonymous. 
Thank you in advance for your participation.
Section 1. Demographic Information
1. What is your gender? 
a. Male   b. Female   
2. What is your age?
a. Less than 25   b.  25-35    c.  36-45    d. 46- 55   e. over 55
3. Which of the following categories best describes your primarily area of employment?
a. Business    b. Government     c. Education      d. Heal care    e. Military      
f. Law-Legal    g. Student    h. Others (if others, please specify)
4. Your monthly income range? (CNY)
a. Under 2000   b. 2001-3000   c. 3001-4000   d. 4001-5000   e. over 5000

Section 2
5. Have you got an ZTE phone?
a. Yes    b. No
6. How long have you had an ZTE phone?
a. 3 months – 6 months     b. 7 months – 12 months    c. 13 months – 2 years    d. more than 2 years
7. How often do you change your mobile phone?
a. 3 months – 6 months     b. 7 months – 12 months    c. 13 months – 2 years    d. more than 2 years  
8. What reasons can make you change your mobile phone?
a. Broken or lost    b. Promotions or sales     c. Needs not satisfied          d.  My phone was not with the latest trends anymore    e. Others (if others, please specify)
9. What is your perception of the ZTE brand?
a. High price, high quality   b. High price, low quality   
c.  Low price, high quality     d. Low price, low quality

Section 3
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16. Does the ZTE brand influence your buying behavior?
a. Yes     b. No
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[bookmark: _Toc493597625](Image taken from SPSS)
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2016 years of the company's regional revenue


China	Europe and Oceania	Africa	Asia	0.498	0.27700000000000002	7.5999999999999998E-2	0.14899999999999999	

Operating income (Billion Yuan)

Net profit income	
2012	2013	2014	2015	2016	699.1	862.5	841.2	752.3	814.7	
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