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ABSTRACT

This independent study was aimed at exploring online communities in terms
of online word of mouth and forum, consumer involvement, innovation, and
satisfaction affecting brand loyalty of Android smartphone users in Ho Chi Minh City
(HCMC), Vietnam. The survey questionnaire was used as an instrument for collecting
the primary data. The sample size was 135 Vietnamese people using Android
smartphones and living in HCMC. The statistics of data analysis were reliability
analysis, descriptive statistical analysis, and multiple regression analysis. The results
were found that the majority of respondents were female with 23-39 years of age.
They were self-employed and earned an average monthly income $505 to $700. Most
of them used Samsung smartphones for over 4 hours per day and changed a new
Android smartphone after using the old one over 1 year. Based on the findings, the
forum and innovation had negative influence while the customer involvement and
satisfaction had positive influence on brand loyalty of Android smartphone users in
HCMC, Vietnam. On the other hand, the online word of mouth did not have influence
on brand loyalty of Android smartphone users in HCMC, Vietnam.

Keywords: Online Word of Mouth, Forum, Consumer Involvement, Innovation,

Satisfaction, Brand Loyalty
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CHAPTER 1

INTRODUCTION

1.1 Rationale and Problem Statement

Taking advantages of reasonable and affordable price of smartphone
nowadays along with the desire to connect Internet anytime and anywhere,
Vietnamese people prefer to own it more and more (Nielsen, 2017). Smartphone has
become very personalized. People use it to connect Internet easily and flexibly
around 2 to 3 hours per day. Moreover, smartphone penetrates every corner of
Vietnamese people life as well as education, entertainment, e-commerce, game, online
banking, and economics (Luu, 2017). Hence, it is inevitably that smartphone plays an
important role in Vietnamese everyday life.

In Vietnam, Ho Chi Minh City contributes one-third of the national budget,
has 7.5% GDP growth rate and a total FDI (Foreign Direct Investment) of US$2.8
billion in the first half of 2017, and also it is the largest city with over 10 million
people. In other words, this city is the dynamic center of economics and finance in
Vietnam, especially one of fastest take-up markets in technology and manufacturing
(“Ho Chi Minh City,” n.d.). Hence, this study will be conducted in Ho Chi Minh
City, a promient martket.

In 2014, there were 1.57 billion people using smartphone around the world.
This number continued to rise to 1.86 billion people in 2015 (eMarketer, 2016). This
phenomenon was spurred by the emergence of low-priced smartphones in developing
countries such as South Africa, Philippines, Brazil, and Vietnam. Additionally, there

was a positive estimation that a number of smartphone users would climb to 2.10



Smartphane users in millions

=1+

40

30

20

L L+

billion, 2.32 billion, and 2.53 billion in 2016, 2017, and 2018, respectively
(eMarketer, 2016). In comparison to that phenomenon, Vietnam market experienced
the indifference. Based on the below figure 1.1 surveyed by Statista DMO (2017), the
number of smartphone users in Vietnam from 2015 to 2022 was increasing gradually,
from 20.69 million in 2015; it reached 24.8 million in 2016 and for the 2017, the
number was estimated at 28.77 million. Interestingly, in the second quarter of 2017,
the number of people using smartphone was definitely higher than that estimation,

which was 48 million (Appota, 2017).
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Figure 1.1: Number of Smartphone Users in Vietnam (2015-2022) (in millions)
Source: Statista, D. (2017, July). Number of smartphone users in Vietnam from 2015
to 2022 (in millions). Retrieved from https://www.statista.com/statistics/467
739/forecast-of smartphone-users-in-vietnam/
According to Rouse (n.d.), a smartphone cannot have its full operational
without an operating system (OS). OS helps electronic devices such as smartphones

and tablets run programs and applications. Operating system starts up at the same time
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when device powers on, displaying a screen with icons or operating system’s name. It
also manages cellular, wireless network connectivity, and phone access. There are
some popular mobile operating systems, such as 10S, Android, Symbian, and
Motion’s BlackBerry OS.

Apple Iphone: when Apple introduced the first iPhone in 2007, it opened a
new era in the smartphone market (Eadicicco, 2017). In 2017 fiscal year, Apple
(2017) sold total 216.76 million iPhones. The right business model and successful
marketing were key factors contributing to the success of the iPhone. Having rich
experience in mobile Internet browsing and variety of applications from App Store,
iPhone clearly met the demands of their customers (Luagesen & Yuan, 2010).

Google Android: In 2005, Android platform was firstly developed by
Google after they had purchased it. In 2007, the open handset alliance was set up
by technology leaders such as Google, Motorola, Samsung, Sony Ericsson and Intel

and Android platform was the their first achievement (Sreedhar, 2018). In same
year, they released the first version of Android SDK (Sreedhar, 2018). The first

Android phone was appeared in 2008, and now there are many types of Android
mobile devices, including phones and tablets, provided by several vendors (Allen,
Graupera, & Lundrigan, 2010). The Android mobile operating system supported
several features including 2D and 3D graphics, common media formats, animated
transitions, and multi-touch input. The Android’s web browser are the WebKit base
and Google Chrome’s JavaScript runtime (Allen, Graupera, & Lundrigan, 2010).
BlackBerry: BlackBerry is a product of research in motion (RIM). The first
BlackBerry phone was appeared in 2002 in Canada (Allen, Graupera, & Lundrigan,

2010). BlackBerry was aimed at the enterprise market and its application was



developed for that market (Allen, Graupera, & Lundrigan, 2010). However, in

2016, the global smartphone market share dropped dramatically to 0.0481% and

only 207,900 BlackBerry devices runed by their own operating system (Price,

2017).

Table 1.1: Operating System Market Share in Vietnam during Feb 2017- Feb 2018

Percent (%)
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Window 47.73| 60.46| 65.3| 64.00| 65.04| 68.47| 72.25| 68.28| 71.36| 72.06| 66.99| 63.77| 58.32
Android 23.45| 15.99| 15.3| 16.13| 15.77| 14.16| 11.7 | 14.96] 12.06| 12.14| 16.06| 18.93| 21.46
i0S 23.47| 16.53| 11.84| 12.23| 11.03| 9.95| 865| 898 | 743 | 7.32| 847 | 877 | 12.44
OS X 3.79| 513 | 525| 505| 548| 491 | 5.04| 554| 6.41| 6.68| 6.35| 6.08| 5.19
Linux 0.43| 069| 0.88| 1.09| 1.16| 1.14| 1.15| 0.97| 1.78| 0.76| 059 | 056 | 0.65
Unknown | 0.64| 0.68| 0.82| 0.87| 0.95| 0.84| 0.74| 081| 059 | 062| 1.02| 1.38| 1.35

Source: StatCounter. (2018). Operating system market share in Vietnam Feb 2017-

Feb 2018. Retrieved from http://gs.statcounter.com/os-market-share/all/

viet-nam.

Regarding to operating system market share in Vietnam, as shown in the table

1.1, the Windows’ users take the highest value during February 2017- February 2018,

followed by Android. Android took about 23% at the beginning of the year 2017 as

the same as 10S. Android experienced the fluctuation in this market share but had

effort to recover by around 21% by February, 2018. In contrast, the market share of


http://gs.statcounter.com/os-market-share/all/

10S in Vietnam dropped in months and could not recover like they did at the
beginning of January, 2017. In general, the market share of Android is still larger
than iOS. In addition, as regards of mobile OS market share in Vietnam, Android OS
dominates that market with 67%, followed by iOS with 29% and the other is 4%
(Appota, 2017).

The previous research has revealed that brand loyalty is the one of the key
factors underlining the consumer buying behavior. In addition, brand loyalty has been
becoming a major topic in marketing and consumer research, and many researchers
conducted research on it to find out the importance in measuring the business
performance (Khan & Mahmood, 2012; Chen, Chang, Hsu, & Yang, 2011; Storbacka,
Strandvik, & Gronroos, 1994; Hallowell, 1996).

Chandrashekaran, Rotte, Tax, and Grewal (2007) and Ganiyu (2017)
concluded that consumer satisfaction was one of needed factors to build client’s
loyalty. Specht, Fichtel, and Meyer (2007) also indicated that estimating satisfaction
of client would not show how to measure consumer loyalty. Tepeci (1999) concluded
that the innovation had effects on brand loyalty. In addition, Eelen, Ozturan, and
Verlegh (2017) found that the relationship between brand loyalty and online word of
mouth was less positive than the relationship between brand loyalty and offline word
of mouth. However, because of the limitation in conducting researches, there were
still some terms which had not revealed yet. This was also the concerns of Chang and
Chieng (2006), they conducted their own research on loyalty.

In order to get deep down about the brand loyalty, this concept requires more
academic researches. With a high speed of growing up, the smartphone market is

strong influencing by the users; their involvements are the key points to define the



concept of brand loyalty, because their hobbies change, the trend will follow.
Therefore, this research is mainly investigated on the consequence of the brand
loyalty, and the key field is more specific — Android smartphone brands. The study
also take explore how the Android smartphone brand loyalty effects the improvement

of consumer loyalty in the context of Ho Chi Minh city, Vietnam.

1.2 Objectives of Study

The main purpose of the study was to explore the influence of online
communities including online word of mouth and forum, consumer involvement,
innovation, and satisfaction on brand loyalty of Android smartphone users in the

context of Ho Chi Minh City, Vietnam.

1.3 Contribution of Study

The study contributes to the field of marketing in several ways. Firstly, it is
designed to provide statistical evidence about the brand loyalty of consumer in using
Android smartphone market in Vietnam. Secondly, the study will raise the proper
awareness for the users and retailers about the brand loyalty affecting by four main
factors: online communities, consumer involvement, innovation, satisfaction, and then
the recommendation will provide them an appropriate tool to predict the brand loyalty
of Android smartphone users’ trend. Finally, the manufacturers can come to
reasonable decisions about serving consumer, developing the device innovation,
enhancing the online communities, and building the consumer involvement in order to

keep pace with the growing high speed of market to raise the revenue.



CHAPTER 2

LITERATURE REVIEW

The researcher has conducted the documentary reviews from the related issues
including the theories and previous researches in order to describe the characteristics
of the research variables, and investigate the relationship among variables. Regarding
these concerns, the contents of questionnaire, the research hypothesis and the

conceptual framework were generated from this review.

2.1 Related Literature and Previous Studies

2.1.1 Smartphone Brand

A smartphone is an integrated device between basic computers with a mobile
operating system. It also integrated mobile cellular network connection for the basic
consumer needs. Not of all have Wi-Fi function to connect the Internet but most of
people do like their own device has. A smartphone is produced with a pocket size, but
some are larger in size. Because it is “smart” so a smartphone is fully able to operate
multi-task at the same time, or components, like “apps”. Users can download the
popular available apps (e.g. event calendar, camera, web browser) from places like the
Google Play Store or Apple App Store (Budmar, 2012). However, Google Play will
mainly be focus on the study as well as the Android brand loyalty. Users easily
receive an update version by the time it is available on Google Play Store to fix the
issues of an application; similarly, consumer’s devices are able to gain the new

update.



There are some smartphone brands taking part in the Vietnam market but they
did not have ability to stay for a long time. An example is Hkphone, they released an
Android-based product in early 2014 but quickly left Vietnam market in the final half
of 2015. Q-Mobile brand was also quite famous in 2013 with acceptable product, and
they soon left the market in December 2015 (Chi, 2016). According to GfK Vietnam,
a market analysis firm, only two Vietnamese brands stood firmly in the market —
Mobiistar and Masscom together holding only 9% of total smartphone market share,
(Chi, 2016). In other words, foreign brands such as Samsung and Oppo dominated
Vietnam that market, account for 43% and 22% of total market share respectively
(Pathak, 2017).

2.1.2 Online Communities

Reason making people got more successfully with social media. They
connected people with their needs, pains, and what they were willing to gain and
deeply understanding the trend growth of online communities (Glenn, 2013). People
were “communal” naturally like they were able to show up their instincts. The
original reason communities were being built was it connected people in direct or
indirect way, it helped the relationship between people getting close over the days
(Falk, 2008). Online community is defined as “a group of people who regularly
interact with each other online, especially to share information and opinions on a
common interest; (with the) users of the Internet (or in early use, a computer network)
considered collectively.” (Online community, n.d.). The study will explore two

aspects of only community that are online word of mouth and forum.



2.1.3 Online Word of Mouth

People and their purchase behavior could be affected by word of mouth. In
other words, it was one of major factors having effect on customers’ buying decisions
( Richins & Root-Shaffer, 1988). Online word of mouth is defined as something
stated positive or negative by former, potential or actual consumers on the product or
firm which is provided for many people and organization through the Internet
(Hennig-Thurau, Gwinner, Walsh, & Gremler, 2004). According to Cheung, Lee, and
Rabjohn (2008), Web 2.0 tools, for examples, online forum, website of customer
reviews, weblogs, and social network sites in order to discuss product information
were used more frequently. Through online word of mouth, consumers could read
comments of other consumers’ consumption experiences and also contribute their
own consumption experiences.

2.1.4 Forum

According to Pitta and Fowler (2005), forum could be regarded as online
communities built for the specific interests and contained many small topic categories.
The consumers can post their opinion positive or negative after purchasing the
product. In each area, forum members can create forum threads related to different
topics, and those threads remain year by year, allowing newcomers to read comments
from previous communicators in that forum and gather information from wider

knowledge base.

2.1.5 Consumer Involvement
The previous definition was found that consumer involvement is known as “a
state of mind that encourage clients to dedicate with product/service offerings, their

consumption either patterns or behaviors” (Sahney, n.d, p.3). As Schiffman and
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Kanuk (2006) stated that “involvement is a heightened state of awareness that
motivates consumers to seek out, attend to, and think about product information prior
to purchase" (p.286).

There were many studies on this term before. In term of consumer
involvement, for the buyer side, the purchasing indicated a level of situational
involvement and information processing (Laurent & Kapferer, 1985, 1986;
McQuarrie & Munson, 1987; Ober-Heilig, Bekmeier-Feuerhahn, & Sikkenga,
2014; Schneider & Rodgers, 1996; Zaichkowsky, 1985). Consumer involvement
concepts have been developed. Originally, it was regarded as one-dimensional notion
but later added many types of involvement such as risk-based involvement,
importance-based involvement (Laurent & Kapferer, 1985). Since 1985, it was
suggested six recognized components of consumer involvement for measurement,
which were interest in the product, perceived pleasure with the product, symbolic
or cultural value of the product, importance of the product, product risk
importance, and perceived product performance risk probability (Laurent &
Kapferer, 1985; Schneider & Rodgers, 1996). This paper also applied those
components excluded product risk importance and perceived product performance
risk probability for measurement of consumer involvement in questionnaire.

2.1.6 Innovation

Innovation is the process of turning ideas or invention at an economical cost
into services or products that meet the demand of consumer and they will pay money
for it (Innovation, n.d.). The study of Nowlis and Simonsen (1996) showed that
innovation would allow the brand owners to catch up the trend and follow closely the

change of consumer needs. Successful new brands are usually more novel and more
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distinct in comparison with current brands in the market. However, consumers may
not always accept innovation of a new product. This could result in the brand’s
negative attributes to that product. Hence, companies should take perceptions and
attitudes of consumers into consideration before adding innovation to their new
products (Aaker & Keller, 1990).

2.1.6 Satisfaction

Satisfaction can be defined as a pleasant feeling of someone when they have
done something they wanted to do or they are received something they wanted
(Satisfaction, n.d.). In 1992, Fornell did 27 examines to find that there was a
significant relationship between satisfaction and brand loyalty. The more satisfied
consumers were to one brand, the more loyalty they are to that brand (Tepeci, 1999).
Beard (2014) listed some reasons to show the importance of consumer satisfaction to
marketers and business runners. It could make consumer to repurchase and become
loyalty. It also could decrease negative word of mouth. Importantly, the cost to
approach consumers again is cheaper than obtain new ones because of consumer
satisfaction.

2.1.8 Brand Loyalty

Brand loyalty was known as positive attitude of a consumer toward a brand
that leads to purchase repeat and to suggest that brand to other consumers (Anderson
& Srinivasan, 2003). This well-known term had been mentioned in many studies of
several authors around the world. So the concept of loyalty was deemed to be
considered as a complicated phenomenon, it has been proven in study of Aurier and
Lanauze (2012), and also was the main factor for research purpose of Curran and

Healy in 2014 or Oliver in 1999. But Oliver (1999) was not the only one who found
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the type of brand loyalty. In 2001, Yu and Dean had developed a research in which
they found two main and principal components affecting the loyalty. Cognitive is the
first one, which is regarded as the performance evaluation perceived in terms of its
adequacy as compared to expected standards. Emotional is another one, which is
defined by feelings whose subjects of the brand. In 2004, Mattila has defined that the
loyalty is the relation which was created between two-main terms, they are relative
attitudes and the pattern of repeated purchases. According to Rundle-Thiele and
Mackay in 2001, loyalty can be observed through purchasing process of consumer in
an identified period. People totally are able to measure it by real purchase and the
consumer’s attitude. It means the loyalty measurement is measured by preference, the

commitment, and buying intention.

2.2 Conceptual Framework
The conceptual framework of online communities, consumer involvement,
innovation, and satisfaction affecting brand loyalty of Android smartphone users in

Ho Chi Minh City, Vietnam is illustrated in the figure 2.1.
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Online Communities
- Online Word of Mouth

- Forum

Consumer Involvement Brand Loyalty

Innovation

Satisfaction

Figure 2.1: The Conceptual Framework

The conceptual framework (Figure 2.1) in this study illustrates the relationship
between independent variables including online communities in terms of online word
of mounth and forum (Balakrishnan et al., 2014), consumer involvement (Hu, 2011;
Ismail et al., 2006), innovation (Nowlis & Simonsen, 1996), and satisfaction
(Baumann et al., 2012; Espejel et al., 2008; Froehling, 2008; Qayyum et al., 2013)

and dependent variable of brand loyalty (Khan & Mahmood, 2012).

2.3 Research Hypotheses
From the documentary reviews including the theories and previous researches,
the research hypotheses are generated as follows:
H1.1: There is an influence of online word of mouth on brand loyalty of Android
smartphone users in Ho Chi Minh City, Vietnam.
H2.1: There is an influence of forum on brand loyalty of Android smartphone users in
Ho Chi Minh City, Vietnam.
H3.1: There is an influence of consumer involvement on brand loyalty of Android

smartphone users in Ho Chi Minh City, Vietnam.
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H4.1: There is an influence of innovation on brand loyalty of Android smartphone users
in Ho Chi Minh City, Vietnam.
H5.1: There is an influence of satisfaction on brand loyalty of Android smartphone

users in Ho Chi Minh City, Vietnam.
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CHAPTER 3

METHODOLOGY

3.1 Research Design

The research has applied the technique of quantitative approach to attain the
purposes of the study. The questionnaire, which was used as the survey instrument,
was constructed by applying the related theories and previous research and was

approved by the expertise.

3.2 Population and Sample Selection

3.2.1 Population

According to the newest Vietnamese labor law in 2012 (“Determination of
working age under new labor code,” 2018), the legal emloyee must be at least 15
years old and an elderly employee is one over 60 years of age for men and over 55
years of age for women. The researcher would like to survey people belonging to
working age and retirment age to explore whether there was a different behavior in
using smartphone between them. Hence, the population in this research was
Vietnamese people (18-59 and over 60 years old), lived in Ho Chi Minh City
(HCMC), Vietnam and used Android smartphones.

3.2.2 Sampling Size

After conducting a pilot with 40 respondents and inputting the data to
Statistical Package for the Social Sciences (SPSS), the partial R? was estimated.
Then, G*Power version 3.1.9.2 was used to compute the sample size of the study

(Cohen, 1977) by calculating 40 sets of pilot test data. With the power (1-p) of 0.95,
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alpha (a)) of 0.05, number of test predictor of 6, effect size of 0.1532167, and partial
R2 of 0.13286025, the obtained results revealed 135 of the total sample size for the
field survey (Erdfelder, Faul & Buchner, 1996: Howell, 2010)

3.2.3 Sample Selection

The targeted sample was Vietnamese people who were 18-59 years of age and
over 60, lived in HCMC, and used Android smartphones. This target sample helped
to provide suitable data for researcher in data collection process. The simple random
and convenience sampling techniques were used for sample selection this research.
After calculating the sample size by using G*Power, the total sample size was 135.
The area of data collection was randomly selected from the two supermarkets and two
number of department stores located in HCMC and all of the samples who were asked
to answer the questionnaires were convince sampling as shown in the Table 3.1

below.

Table 3.1: The Locations of Data Collection

Locations Number of Sample (n = 135)
Satra supermarket (District 8) 31
Satra supermarket (District 10) 35
SC Vivo department store (District 7) 37
Ideas store (District 5) 32
Total 135

3.3 Research Instrument

3.3.1 Contructs Measurement



17

In some official survey, measurement scale is applied to classify and quantify
variables. Three measurement scales were applied in this paper that they deemed
appropriate and effective for entire research about brand loyalty of Android
smartphone users in HCMC.

In nominal and ordinal scale, the basic data is the key point to define the
estimation data. Nominal scale commonly uses in the pre-qualify questions and
opening questionnaire relating to individual data of Androids smartphone users in
HCMC. Some of personal data are collected such as gender, income, and age.

In interval scale, there are 4 independent variables applied hierarchical scale
by level from 1 to 5, in another word, people call it Likert scale. 1 stands for strongly
disagree, 2 is disagree, 3 is neutral, 4 is agree and 5 is strongly agree.

3.3.2 Questionnaire Design

The questionnaires were designed regarding the research objective to be used
as research instrument. It was composed of three parts: screening question,
demographic questions, and main questions. The full format of questionnaires were
illustrated in Appendix A for English version and Appendix B for Vietnamese

Version.

3.4 Reliability and Content Validity

3.4.1 Reliability

The reliability test was conducted through the use of SPSS to assess the
Cronbach’s alpha coefficient, measurement of reliability of the questionnaire. The

variables would be considered acceptable if Cronbach’s alpha is 0.65 or higher
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(Nannully, 1978). The table 3.2 illustrates each part of questionnaire has accepted the

value of Cronbach’s alpha coefficient.

Table 3.2: Reliability Analysis of the Questionnaire

Cronbach’s Alpha Coefficient

Variable
Pilot test Field survey
Item (n=40) Item (n=135)
1. Online Word of Mouth
4 0.802 4 0.796
2. Forum
4 0.873 4 0.880
3. Consumer Involvement
3 0.906 3 0.893
4. Innovation
4 0.878 4 0.871
5. Satisfaction
3 0.920 3 0.912
6. Brand Loyalty
5 0.929 5 0.926

3.4.2 Content Validity

The questionnaire in this paper has been reviewed and approved by three
experts in field of Business Administration. The detailed information of them could
be found in Appendix C, letters to experts for questionnaire reviews. The first expert
was Dr. Pham Van Kien, lecturer at Ho Chi Minh City University of Economics and
Finance (UEF). The second expert was Dr. Truong Quang Dung, Vice Dean of
Faculty of Business Administration at Ho Chi Minh City University of Technology
(HUTECH). The third expert was Assoc. Prof. Nguyen Phu Tu, Dean of Faculty of

Business Administration at Ho Chi Minh City University of Technology (HUTECH).

3.5 Statistics for Data Analysis
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The SPSS was implemented as a tool for data analysis.

Descriptive statistical analysis: it was to analyze demographic data such as
gender, age, income, and occupation and to present those data in forms of frequency
and percent (Hair et al., 2013).

Reliability test: By using SPSS, it provided the reality value for Cronbach’s
alpha coefficient. The variables will be considered acceptable if Cronbach’s alpha is
equal 0.65 or higher (Nannully, 1978).

Multiple Regression Analysis: it was deemed as the way to calculate a
coefficient of multiple determination and regression using more than independent
variables (Hair et al., 2013). This study aims to investigate five independent variables:
online word of mouth, forum, consumer involvement, innovation, and satisfaction; the
dependent variable is brand loyalty. This test analyzed how the five factors had the
influence on brand loyalty of Android smartphone user in Ho Chi Minh City, Vietnam
and figured out the linear regression equation:

Brand loyalty = a + B1*online word of mouth+ B>* forum. Bz*innotion +

Bs*consumer involvement+ Bs*satisfaction

Where a is the regression constant and Bi, B2, Bs, Bs, and Bs are beta of
unstandardized coefficients. This equation illustrates “the degree to which the change
in dependent variable is related to the change in the independent variable” (Saunders,
et al., 2016). In this study, the equation would display the degree to which change in

brand loyalty was related to the change in five factors.
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CHAPTER 4

RESEARCH RESULTS

The research findings which derived from data analysis were presented in 4 parts

as follows:

4.1 Summary of Demographic Data

The research findings of this part presented the respondents’ personal data
including gender, age, income, occupation, and Android Smartphone Brands. The
statistical techniques used for data analysis were percentage ratio and frequency

counting. The findings were presented in Table 4.1 as follows:

Table 4.1: Data Results of Gender

Gender Frequency Percent
Female 89 65.9%
Male 46 34.1%

From the collected data, there was a difference between gender ratios. 89 people
were female accounting for 65.9 %. Male took the second portion with 46 people

accounting for 34.1 of total.
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Table 4.2: Data Results of Age

Age Frequency Percent
From 18 to 22 30 22.2%
From 23 to 39 50 37%
From 40 to 59 20 14.8%
Over 60 35 25.9%

Most respondents belonged to 23 to 39 years old group accounting for 37% (50
people). The group from 18 to 22 years old accounted for 22.2% (30 people). The
group from 40-59 accounted for 14.8% (20 people). The last group accounted for

25.9% (35 people).

Table 4.3: Data Results of Occupation

Occupation Frequency Percent
Student 32 23.7%
Employed 29 21.5%
Self-employed 70 51.9%
Retired 4 3%

The highest ratio of this part was belong to the self-employed group taking
51.9% (70 people), the group of student took 23.7% (32 people) then employed took

21.5% (29 people). There were 4 people who was retired accounting for 3 %.
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Table 4.4: Data Results of Income

Income ($) Frequency Percent
Less than $200 32 23.7%
From $200 to $500 29 21.5%
From $505 to $700 70 51.9%
Over $700 4 3%

The income group was divided into 4 groups. Interestingly, the highest income
group account for 3% (4 people), the smallest percentage compared to other groups.
The biggest group was the respondents having income monthly from $505 to $700

taking 51.9% (70 people) of total.

Table 4.5: Data Results of Android Smartphone Brands

Brand Frequency Percent

Sony 15/135 11.1%
Samsung 94/135 69.6%
Huawei 3/135 2.2%
Xiaomi 3/135 2.2%
Lenovo 0/135 0%

Asus 7/135 5.2%
Oppo 24/135 17.8%

Other 18/135 13.3%




23

Table 4.5 got the role in showing us which Android smartphone brand people
prefer to use/using/ used. The highest percentage belonged to the Samsung with 69.9
percent (94 people), followed by Oppo accounting for 17.8% (24 people). The third
and the fourth positions went to Oher and Sony with 13.3% (18 people) and 11.1%
(15 people) respectively. Asus took 5.2% with 7 people prefer to use. Huawei and

Xiaomi accounted for the same percentage which was 2.2% (3 people).

Table 4.6: Data Results of Hours per Day Using Smartphone

Hour Frequency Percent
Under 2 hours 12 8.9%
From 2 to 4 hours 35 25.9%
Over 4 hours 88 65.2%

According to the table 4.6, the majority of respondents used their smartphone
over 4 hours per day, accounted for 65.2% (88 people). The second and the third
position go to 35 respondents using their smartphone from 2 to 4 hours per day
(accounted for 25.9%) and 12 respondents using their smartphone under 2 hours

(accounted for 8.9%) respectively.



Table 4.7: Data Results of Time to Change a New Android Smartphone
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Time Frequency Percent
From 3 to 6 months 0 0%
From 6 months to 1 year 29 21.5%
Over 1 year 60 44.4%
Over 2 years 23 17%
Over 3 years 23 17%

Interestingly, no respondent changed a new Android smartphone in a period of

3 to 6 months. The majority of respondents changed a new Android smartphone after

using the old one over 1 year, accounted for 44% (60 people). The group of

respondents changed a new Android smartphone from 6 months to 1 year accounting

for the second highest percent with 21.5% (29 people). The group of respondents

changed a new Android smartphone over 2 years and over 3 years accounting for the

same percentage which was 17% (23 people).

4.2 Results of Hypothesis Testing

The following table presented the effect of online communities, consumer
involvement, innovation, and satisfaction on brand loyalty of android smartphone

users in Ho Chi Minh City, Vietnam. The multiple regression analysis (MRA) was

implemented for analyzing the data.
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Table 4.8: The Results of Multiple Regression Analysis

Brand Loyalty

Variables

S.E. B B t Sig.  Tolerance VIF
Constant 184 .020 - 107 915 -
Online Word of Mouth .059 -.009  -.007 -.149 .882 543 1.841
Forum 041 -125 -140 -3.008 .003* .620 1.612
Innovation 062 -256 -254 4122 .000* 354 2.826
Consumer Involvement .081  .987 854 12,149  .000* 273 3.668
Satisfaction 063 .382 377 6.083  .000* 351 2.848

R2?=.826, F = 122.628, *p <.05

According to table 4.2, the consequence of multiple regression analysis found
that forum, innovation, consumer involvement, and satisfaction affected brand loyalty
of Android smartphone users in Ho Chi Minh City, Vietnam at .05 level of statistical
significance. While it was found that online word of mouth (Sig < 0.05) did not affect
brand loyalty of Android smartphone users in Ho Chi Minh City, Vietnam.

The findings also revealed that consumer involvement (B = .987) accounted
for the strongest weighs of relative contribution toward brand loyalty of Android
smartphone users in Ho Chi Minh City, Vietnam, followed by satisfaction (B =.382).
In contrast, forum (B= -.125) and innovation (B= -.256) had negative influence on
brand loyalty of Android smartphone users in HCMC, Vietnam. Then, the linear

regression equation is offered as follows:

BL =0.020 — 0.125*FO - 0.256*IN + 0.987*CI + 0.382*SA



26

According to recommendation of Hair, et al. (2013), a small tolerance value
which is 0.10 or below or a large VIF value (Variance Inflation Factor) which is 10 or
above means high collinearity (also multicollinearity). However, the results of the
study found that all tolerance value and VIF value of independent variables including
forum, innovation, consumer involvement, and satisfaction did not meet the
recommendation. Hence, there was no multicollinearity problems among forum,

innovation, consumer involvement, and satisfaction.

Online Communities

- Online Word of Mouth
(Sig =.882)

- Forum
(Sig =.003*)

Consumer Involvement ey
(Sig = 0.000%) » Brand Loyalty

Ly
Innovation /

(Sig = 0.000%)

Satisfaction
(Sig = 0.000%)
*p<.05

Figure 4.1: Summary of Hypothesis Testing Results

Figure 4.1 illustrated that there was no influence of online word of mouth on
brand loyalty of Android smartphone users in Ho Chi Minh City, Vietnam. On the
other hand, consumer involvement, innovation, and satisfaction had an influence on

brand loyalty of Android smartphone users in Ho Chi Minh City, Vietnam.
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CHAPTER 5

CONCLUSION AND DISCUSSION

The purpose of this study was to explore the relationship in terms of the effect
of the independent variable which were online word of mouth, forum, innovation,
consumer involvement, and satisfaction on the dependent variable which was brand
loyalty. As this study was a quantitative research, the close-ended questionnaire were
designed to collect the data. The 135 respondents of sample size were randomly
selected from Android smartphone users in Ho Chi Minh City, Vietnam. Regarding
the purpose of the study, Multiple Regression Analysis technique was used to analyze
the data. Moreover, percentage ration, frequency, mean, and standard deviation were
also applied to analyze the demographic data, and the samples’ altitudes toward the
independent and dependent variables. The research finding of the study were
concluded in this chapter. Moreover, the discussion of research findings, the

recommendation for managerial implication and future research were also included.

5.1 Research Findings and Conclusion

5.1.1 Demographic Data

The results were found that the majority of respondents were female with 23-
39 years of age. They were self-employed and earned an average monthly income
$505 to $700. Most of them used Samsung smartphones for over 4 hours per day and

changed a new Android smartphone after using the old one over 1 year.
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5.1.2 Hypothesis Results Summary

The consequence of multiple regression analysis found that the online
communities in terms of forum, innovation, consumer involvement, and satisfaction
affected brand loyalty of Android smartphone users in Ho Chi Minh City, Vietnam
at .05 level of statistical significance. While it was found that online communities in
terms of word of mouth (Sig < 0.05) did not affect brand loyalty of Android
smartphone users in Ho Chi Minh City, Vietnam. The findings also revealed that
consumer involvement (B = .987) accounted for the strongest weighs of relative
contribution toward brand loyalty of Android smartphone users in Ho Chi Minh City,
Vietnam, followed by satisfaction (B =.382) respectively. In contrast, forum (B=
-.125) and innovation (B= -.256) had negative influence on brand loyalty of Android

smartphone users in HCMC, Vietnam.

5.2 Discussion

According to the results of the study, online word of mouth did not affect
brand loyalty of Android smartphone users in Ho Chi Minh City, Vietnam. Hence, it
did not confirm the previous study of Eelen, Ozturan, and Verlegh (2017) that the
relationship between brand loyalty and online word of mouth was less positive than
the relationship between brand loyalty and offline word of mouth. This was because
Android smartphone users did not take opinions, reviews, and comments of previous
USers or newspaper reviewers into consideration before buying the new Android
smartphone.

Forum affected brand loyalty of Android smartphone users in Ho Chi Minh

City, Vietnam. As Pitta and Fowler (2005) stated that the consumers can post their
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opinion positive or negative after purchasing the product in forum. It partly explained
that users would like to have connection with the brand they were using and also
could get help when their phone had problem from forum members.

Consumer involvement affected brand loyalty of Android smartphone users in
Ho Chi Minh City, Vietnam. This was because those users were interested and
confident with their decision of purchasing their beloved smartphone and also
satisfied with it in term of reflecting who they were through buying it. The results
confirmed the previous studies of Laurent and Kapferer (1985) and Schneider and
Rodgers (1996) had mentioned in chapter 2, literature review.

Innovation affected brand loyalty of Android smartphone users in Ho Chi
Minh City, Vietnam. The results confirmed the previous study of Tepeci (1999) that
was innovation had effects on brand loyalty. As the study of Nowlis and Simonsen
(1996) showed that innovation would allow the brand owners to catch up the trend
and follow closely the change of consumer needs. It partly explain why those
respondents felt enjoyable and exited when products of their beloved smartphone
brand were more innovated in comparison with the other brands.

Satisfaction affected brand loyalty of Android smartphone users in Ho Chi
Minh City, Vietnam. The results confirmed the previous studies of Fornell (1992) that
was satisfaction and brand loyalty had significant relationship. This was because those
users were not regretful with their decision of purchasing their beloved smartphone

brand. They totally satisfy with the products of the smartphone brand they bought.
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5.3 Recommendations for Managerial Implications

According to the results of the study, forum (B=-.125, Sig <.05) affected
negatively brand loyalty of Android smartphone user in Ho Chi Minh City, Vietnam.
It meant that forum could make consumers be less loyal to the brand. Smartphone
brand owners should pay attention to create their own web boards or forum for
maintaining the relationship of consumers and also attaining the feedback directly
from their consumers. By that way, the owners could filter negative communications
or sensitive topics created by forum members that may harm the image of the brand.

On the other hand, consumer involvement (B =.987, Sig <.05) was the
strongest factor among five factors affecting brand loyalty of Android smartphone
users in Ho Chi Minh City, Vietnam. In other words, consumer involvement could be
regarded the most key factor affecting brand loyalty when they would like to buy or
bought an Android smartphone. Consumers completely have ability to recognize
which functions are the best option for them when buying a new smartphone. If
consumers have the more understanding on a new smartphone about screen size, the
battery, the storage, it inspires the Android smartphone manufacturers need to design
a new smartphone with a high-class version. Obviously, a good quality component
integrates into a high-class smartphone could inspire people buy products. Besides,
they should provide a good consumer service to enhance consumer experience.
Advertisement should be considered when the manufacturers intend to release a new
product into the market.

In contrast, innovation (B = -.125, Sig <.05) affected negatively brand loyalty
of Android smartphone user in Ho Chi Minh City, Vietnam. It meant that innovation

could make consumers be less loyal to the brand. The Android smartphone
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manufacturers want to make the people impressed about their product, based on
Android smartphone, they should take innovation into consideration before adding it
into a new one because consumer might not always accept that innovation. It might
cause the negative effect on the brand loyalty of consumer as well as cause the
negative effect on the brand image. The Android smartphone manufacturers should
analyze the smartphone trend in Vietnam market seriously to add appropriate
innovation matching that trend.

Finally, satisfaction (B = .382, Sig <.05) affected brand loyalty of Android
smartphone user in Ho Chi Minh City, Vietnam. It meant that the more satisfied with
the smartphone consumer bought, the more loyalty they become. Therefore,
smartphone business owners should put the emphasis on the function, the design, and
the attributes of smartphone that can respond to the needs of consumers. As a result,

consumers might become more loyalty to the brand they chose.



32

BIBLIOGRAPHY

Aaker, D. A., & Keller, K. L. (1990). Consumer evaluations of brand extensions.
Journal of Marketing, 54, 27-41.

Allen, S., Graupera, V., & Lundrigan, L. (2010). Pro smartphone cross-platform

and distribution (1% ed.). New York: Academic.

Apple. (2017). Apple annual report 2017. Washington, D.C.: Apple.

Appota. (2017, August 18). Vietham mobile report Q2 2017. Retrieved from
https://www.slideshare.net/appota/vietnam-mobile-report-2q2017.

Aurier, P., & Lanauze, G. S. D. (2012.) Impact of perceived brand relationship
orientation development: iPhone, Blackberry, Windows mobile and
Android development on attitudinal loyalty. Journal of Marketing, 46(11),
1602-1627.

Balakrishnan, B. K., Dahnil, M. I., & Yi, W. J. (2014). The Impact of Social Media
Marketing Medium toward Purchase Intention and Brand Loyalty among
Generation Y. Procedia - Social and Behavioral Sciences, 148, 177-185.

Baumann, C., Elliott, G., & Burton, S. (2012). Modeling consumer satisfaction and
loyalty: Survey data versus data mining. The Journal of Services Marketing,
26(3), 148-157.

Beard, R. (2014, January 20). Why consumer satisfaction is important (6 reasons).
Retrieved from http://blog.clientheartbeat.com/why-consumer-satisfaction-is-
important/.

Budmar, P. (2012, July 11). Why Japanese smartphones never went global. Retrieved



33

from https://www.pcworld.idg.com.au/article/430254/why_japanese _smart
phones_never_went_global/.

Chandrashekaran, M., Rotte, K., Tax, S., & Grewal, R. (2007). Satisfaction strength
and consumer loyalty. Journal of Marketing Research, 49, 153-163.

Chang, P. L., & Chieng, M. H. (2006). Building consumer-brand relationship: A cross
cultural experiential view. Psychology & Marketing, 23, 927-959.

Chen, M. C., Chang, K. C., Hsu, C. L., & Yang, I. C. (2011). Understanding the
relationship between service convenience and consumer satisfaction in home
delivery by Kano model. Asia Pacific Journal of Marketing and Logistics,
23(3), 386-410.

Cheung, C. M., Lee, M. K., & Rabjohn, N. (2008). The impact of electronic word-of-
mouth: The adoption of online opinions in online consumer communities.
Internet Research, 18(3), 229-247.

Chi, M. (2016, November 23). Vietnamese smartphone brands drop in popularity.
Retrieved from http://english.vietnamnet.vn/fms/scienceit/167376/vietnamese-
smartphone-brands-drop-in-popularity.html.

Cohen, J .(1977) .Statistical power analysis for the behavioral sciences .New York :
Academic.

Curran, J. M., & Healy, B. C. (2014). The loyalty continuum: Differentiating between
stages of loyalty development. Journal of Marketing Theory and Practice,

22(4), 367-384.



34

Eadicicco, L. (2017, Jamuary 9). Watch Steve Jobs unveil the first iPhone 10 years
ago today. Retrieved from http://time.com/4628515/steve-jobs-iphone-
launch-keynote-2007/.

Eelen, J., Ozturan, P., & Verlegh, W. J. P. (2017). The differential impact of brand
loyalty on traditional and online word of mouth: The moderating roles of self-
brand connection and the desire to help the brand. International Journal of
Research in Marketing, 34(4), 872-891.

eMarketer. (2016, June 7). Slowing growth ahead for worldwide internet audience.
Retrieved from https://www.statista.com/statistics/263437/global-smartphone-
sales-to-end-users-since-2007/.

Erdfelder, E., Faul, F., Buchner, A., & Lang, A.G. (2009). Statistical power analyses
using G*Power 3.1: Testing for correlation and regression analyses. Behavior
Research Methods Instruments & Computers, 41(1), 1149-1160.

Espejel, J., Fandos, C., & Flavian, C. (2008). Consumer satisfaction: A key factor
of consumer loyalty and buying intention of a PDO food product.

British Food Journal, 110(9), 865-881.

Falk, T. (2008). Communal farmers’ natural resource use and biodiversity. A new
institutional economic analysis from case studies in Namibia and South
Africa. Gottingen: Cuvillier Verlag.

Fornell, C. (1992). A national consumer satisfaction barometer: The Swedish
experiences. Journal of Marketing, 56, 6-21.

Froehling, H. C. (2008). The impact of attribute satisfaction on overall
satisfaction, attitudinal loyalty and behavioral loyalty. Doctoral

dissertation, Nova Southeastern University.



35

Ganiyu, A. R. (2017). Consumer satisfaction and loyalty: A study of interrelationships
and effects in Nigerian domestic airline industry. Oradea Journal of Business
and Economics, 2(1), 7-20.

Glenn, D. (2013, August 29). Importance of staying connected through social media.
Retrieved from https://www.business2community.com/social-
media/importance-staying-connected-social-media-0600521.

Hair, J. F., Black, W. C., Babin, B.J., Anderson, R. E., &Tatham, R. L. (2013).
Multivariate data analysis (7th ed.). Harlow: Pearson.

Hallowell, R. (1996). The relationships of consumer satisfaction, consumer loyalty,
and profitability: An empirical study. International Journal of Service Industry
Management, 7(4), 27-42.

Hennig-Thurau, T., Gwinner, K. P., Walsh, G., & Gremler, D. D. (2004). Electronic
word-of-mouth via consumer-opinion platforms: What motivates consumers to

articulate themselves on the Internet? Journal of Interactive Marketing, 18(1),

38-52.

Ho Chi Minh City. (n.d.). Retrieved from http://www.indochina-properties.com/loca

tion/ho-chi-minh-city/about.

Howell, D. C. (2010). Fundamental Statistics for the Behavioral Sciences (7" ed.).
Belmont, CA: Thomson Wadsworth.

Hu, Y. (2011). Exploring the relationship between consumer involvement, brand
equity, perceived risk and consumer loyalty: The case of electrical

consumer products. The International Journal of Organizational Innovation,

4(1), 111-127.


http://www.indochina-properties.com/

36

Innovation. (n.d.). Business dictionary. Retrieved from http://www.businessdic
tionary.com/definition/innovation.html.

Ismail, H. B., Talukder, D., & Panni, M. F. A. K. (2006). The influence of product
involvement on brand loyalty in Malaysia. Allied Academies International
Conference Proceedings of the Academy of Marketing Studies, 11(2), 7—
11.

Laurent, G., & Kapferer, J. (1985). Measuring consumer involvement profiles.
Journal of Marketing Research, 22, 41-53.

Laurent, G., & Kapferer, J. (1986). Consumer involvement profiles: A new
practical approach to consumer involvement. Journal of Advertising Research,
25(6), 48-56.

Luagesen, J., & Yuan, Y. (2010). What factors contributed to the sucess of Apple's
iPhone? 2010 Ninth Internation Conference (pp. 91-99). Athens, Greece:
IEEE.

Luu, T. (2017, March 17). Chiéc smartphone va nén kinh té sé [Smartphone and
digital economics]. Retrieved from http://saigondautu.com.vn/kinh-te/chiec-
smartphone-va-nen-kinh-te-so-15186.html.

Mattila, A. (2006). How affective commitment boosts guest loyalty (and promotes
frequent-guest programs). Cornell Hotel and Restaurant Administration
Quarterly 47, 174-181.

McQuarrie, E. F., & Munson, J. M. (1987). The Zaichowsky personal involvement
inventory: Modification and extension. Advances in Consumer Research, 14,

36-40.



37

Nielsen. (2017, November 11). Smartphone keeps up the growth momentum with
increasing usage incidences in key cities; whilst rural smartphone users
reaching up to 68%. Retrieved from
http://www.nielsen.com/content/dam/nielsenglobal/vn/docs/PR_EN/Web_Niel
sen_Smartphones%20Insights_EN.pdf.

Nowlis, S. M. & Simonsen, I. (1996). The effect of new product features on brand
choice. Journal of Marketing Research, 33, 36-46.

Nunnally, J. C. (1978). Psychometric theory (2nd ed.). New York: McGraw-Hill.
Ober-Heilig, N., Bekmeier-Feuerhahn, S., & Sikkenga, J. (2014). Enhancing museum
brands with experiential design toattract low-involvement visitors. Arts

Marketing, 4(1), 67.

Oliver, R. L. (1999). Whence consumer loyalty? Journal of Marketing, 63, 33-44.

Online community. (n.d.). English Oxford living dictionaries. Retrieved
from https://en.oxforddictionaries.com/definition/online_community.

Pathak, T. (2017, December 21). Local Vietnamese Smartphone Brands Have Only
8% Market Share. Retrieved from https://www.counterpointresearch.com/two-
oems-enter-vietnams-top-five-within-year-launch/.

Pitta, D. A., & Fowler, D. (2005). Internet community forums: An untapped resource
for consumer marketers. Journal of Consumer Marketing, 22(5), 265-274.

Price, B. (2017, February 15). BlackBerry's share of the global smartphone market is
now officially 0%. Retrieved from http://uk.businessinsider.com/blackberry-
smartphone-marketshare-zero-percent-gartner-q4-2016-2017-2.

Qayyum, A., Khang, D. B., & KTrairit, D. (2013). An analysis of the antecedents of

loyalty and the moderating role of consumer demographics in an



38

emerging mobile phone industry. International Journal of Emerging
Markets, 8(4), 373-391.

Richins, M. L., & Root-Shaffer, T. (1988). The role of evolvement and opinion
leadership in consumer word-of-mouth: An implicit model made explicit. NA-
Advances in Consumer Research, 15, 32-36.

Rouse, M. (n.d.). Mobile operating system. Retrieved from
http://searchmobilecomputing.techtarget.com/definition/mobile-operating-
system.

Sahney, S. (n.d.). Consumer involvement. Retrieved from
http://nptel.ac.in/courses/110105029/pdf%20sahany/Module.6-16.pdf.

Satisfaction. (n.d.). Cambridge dictionary. Retrieved from https://dictionary.
cambridge.org/dictionary/english/satisfaction.

Saunders, M., Lewis, P., & Thornhill, A. (2016). Research Methods for Business
Students (7\" ed.). Harlow: Pearson Education Limited.

Schiffman, L. G., & Kanuk, L. L. (2008). Consumer behavior (9th ed.). London:
Pearson Prentice Hall.

Schneider, K. C., & Rodgers, W. C. (1996). An importance subscale for the consumer
involvement profile. Advances in Consumer Research, 23, 249-254.

Specht, N., Fichtel, S., & Meyer, A. (2007). Perception and attribution of employees'
effort and abilities: The impact on consumer encounter satisfaction.
International Journal of Service Industry Management, 18(5), 534-554.

Sreedhar, G. (2018). Improving E-commerce web applications through business

intelligence Techniques. Hershey PA: IGI Global.


https://dictionary/

39

Statista, D. (2017, July). Number of smartphone users in Vietnam from 2015 to 2022
(in millions). Retrieved from
https://www.statista.com/statistics/467739/forecast-of- smartphone-users-in-
vietnam/.

Storbacka, K., Strandvik , T., & Gronroos, C. (1994). Managing consumer
relationships for profit: The dynamics of relationship quality. International
Journal of Service Industry Management, 5(5), 21-28.

Tepeci, M. (1999). Increasing brand loyalty in the hospitality industry. International
Journal of Contemporary Hospitality, 11(5), 223-230.

Xac dinh tuéi lao déng theo ludt lao déng méi [Determination of working age under
new labor code]. (2018, February 22). Retrieved from
http://luat247.vn/Xac-dinh-tuoi-lao-dong-theo-luat-lao-dong-moi-
3A9231E6.html.

Yu, Y., & Dean, A. (2001). The contribution of emotional satisfaction to consumer
loyalty. International Journal of Industry Management, 12(3), 234-250.

Zaichkowsky, J. L. (1985). Measuring the involvement construct. Journal of

Consumer Research, 12, 341-352.



APPENDIX A:

English Survey Questionnaire

40



41

QUESTIONNAIRE:

Online Communities, Consumer Involvement, Innovation, and Satisfaction
Affecting Brand Loyalty of Android Smartphone Users in Ho Chi Minh City,

Vietnam

This survey research was aimed to comprehend the factors affecting brand
loyalty of Android smartphone users in Ho Chi Minh City, Vietnam. This study is a
part of BA :715Independent Study, Graduate School, Bangkok University. | would be
appreciated if you could contribute any fact and useful information truthfully by filling
out the questionnaire. The information provided will be treated highly confidential and
will be used solely for the purpose of academic resources.

Thank you very much for your kind cooperation.

MBA Student, Bangkok University

Screening Question: Are you an iPhone or Android user?

U 1) iPhone (please stop answering the questions)

Q4 2) Android (please continue answering the questions)

Part 1: General Information
Explanation: Please mark v* into O that matches your information the most.
1. Gender

4 1) Male 4 2) Female

2. Age
U 1) 18 — 22 years old U 2) 23 -39 years old
U 3) 40 -59 years old U 4) Over 60 years old

3. Monthly income (UDS/VND)
O 1) Under $200 (under 4,600,000 VND)
4 2) $200-$500 (4,600,000 VND — 11,500,000 VND)
4 3) $505-$700 (11,615,000 VND — 16,100,000 VND)
Q 4) Over $700 (> 16,100,000 VND)
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4. Occupation
Q4 1) Student 4 2) Employed
Q 3) Self-employed U 4) Retired
5. Which Android smartphone brand do you prefer to use/are you using/did you use?

(Can tick multiply)

4 1) Sony 4 2) Samsung
U 3) Huawei U 4) Xiaomi
U4 5) Lenovo U 6) Asus

Q 7) Oppo 4 8) Other

Part 2: Android Smartphone Users’ Behaviors
Explanation: Please mark v" into O that matches your information the most.
1. How many hours per day do you use your smartphone?
4 1) Under 2 hours Q4 2) 2- 4 hours
Q 3) Over 4 hours
2. How long do you change a new Android smartphone?
4 1) 3-6 months 4 2) 6 months — 1 year
Q4 3) Over 1 year U 4) Over 2 years
U 5) Over 3 years

Part 3: Online communities have an impact on brand loyalty of Android users in
Ho Chi Minh City, Vietnam
Explanation: Please mark v the choices that correspond to your opinions. Indication
of your opinion: 5 =strongly agree, 4 = agree, 3 = neutral, 2 = disagree,
and 1 = strongly disagree.

Note: S will be defined as the brand you prefer to use or are using.
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Online communities have an impact on brand loyalty of
Android users in Ho Chi Minh City, Vietnam

Level of opinions

Strongly
disagree

1. Online word of mouth: OW

1.1 Before buying a new phone, you refer to comments,
reviews of previous users/online newspapers of this
phone.

@)

()

1)

1.2 You believe online reviews, comments, opinions of
previous users/online newspapers.

(5)

(4)

©)

)

1)

1.3 The comments, reviews, opinions of previous users/
online newspapers have an effect on your decision of
buying a new phone.

()

(4)

©)

()

(1)

1.4 The comments, reviews, opinions of previous users/
online newspapers are one of the reasons you bought
your smartphone.

()

(4)

©)

()

(1)

2. Forum: FO

2.1 You are willing to belong to forum of your smartphone
brand you are using.

()

(4)

©)

(2)

1)

2.2 The forum is significant to connect you with your
brand you are using.

()

(4)

@)

()

1)

2.3 The forum is helpful when you have problems with your
phone.

()

(4)

@)

)

1)

2.4The forum can maintain your relationship with
smartphone brand you are using.

()

(4)

@)

)

1)

Part 4: Innovation has an impact on brand loyalty of Android users in Ho Chi

Minh City, Vietnam

Explanation: Please mark v" the choices that correspond to your opinions. Indication

of your opinion: 5 =strongly agree, 4 = agree, 3 = neutral, 2 = disagree,

and 1 = strongly disagree.

Note: S will be defined as the brand you prefer to use or are using.
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Level of opinions

Innovation (IN) has an impact on brand loyalty of

Android users in Ho Chi Minh City, Vietnam Strongly < S Strongly
agree disagree

1.1 I prefer to use S rather than other brands because of its
up-to-date technology. G @ 6@ Q

1.2 | prefer to use S rather than other brands because it has
new features with the other brands cannot keep pace OREORRCORENARNEN)
with.

1.3 | prefer to use S rather than other brands because its
technology/feature is worth my money.

ORNORNCRNORNEY

Part 5: Consumer involvement has an impact on brand loyalty of Android users
in Ho Chi Minh City, Vietnam
Explanation: Please mark v the choices that correspond to your opinions. Indication
of your opinion: 5 =strongly agree, 4 = agree, 3 = neutral, 2 = disagree,
and 1 = strongly disagree.

Note: S will be defined as the brand you prefer to use or are using.

Level of opinions

Consumer involvement (CI) has an impact on brand
loyalty of Android users in Ho Chi Minh City, Vietnam | Strongly 5 Strongly

agree disagree
1.1 Iam very interested in this kind of S product. G| @G @] @O
1.2 Acquiring this type of S product is enjoyable. G| @G @] @O
1.3 IPl;rn(Tasing this S product reflects the kind of person Gl @l el
1.4 Cttgor(:]séi.ng this kind of Sproduct is a relevant decision Gl @l el

Part 6: Satisfaction has an impact on brand loyalty of Android users in Ho Chi

Minh City, Vietham

Explanation: Please mark v* the choices that correspond to your opinions. Indication
of your opinion: 5 =strongly agree, 4 = agree, 3 = neutral, 2 = disagree,

and 1 = strongly disagree.




Note: S will be defined as the brand you prefer to use or are using.
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Satisfaction (SA) has an impact on brand loyalty of

Level of opinions

Android users in Ho Chi Minh City, Vietnam Strongly Strongly
agree disagree

1.1 I like what | had received from S. ®) | @)@ Q0
1.2 What | got from S is absolutely what | expected. G @@ @0
1.3 What | received from S is totally my ideal product. ORNORNCORRCRRC

Part 7: Brand Loyalty of Android Users in Ho Chi Minh City, Vietham

Explanation: Please mark v the choices that correspond to your opinions. Indication

of your opinion: 5 =strongly agree, 4 = agree, 3 = neutral, 2 = disagree,

and 1 = strongly disagree.

Note: S will be defined as the brand you prefer to use or are using.

Brand Loyalty (BL) of Android Users in Ho Chi Minh

Level of opinions

City, Vietnam Strongly Strongly

agree disagree

1.1 Next time | am going to buy S again. ORRORECS RN (1)
1.2 In previous occasions that | had bought this product 1)

| had chosen this brand. ®) | &) | @)@

1.3 1 like S very much. el ele @
1.4 In my experience | know S works well. OREORECOREY) (1)
1.5 I will be a loyal consumer to S. OREORECOREY) (1)

** Thank you for your kind cooperation. **
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QUESTIONNAIRE:

Céng Pong Mang, Sw Pé Tam cia Khach Hang, Sw Cii Tién, va Sw Hai Long
Anh Huéng DPén Long Trung Thanh Thwong Hiéu Ciia Nguwoi Dung Pién Thoai
Théng Minh Android & Thanh Phé Hé Chi Minh, Viét Nam.

Nghién ctru diéu tra ndy nham muc dich hiéu rd cac yéu té anh huong dén long
trung thanh cua nguoi dung dién thoai thdng minh Android & thanh phd Ho Chi Minh,
Viét Nam. Nghién cau nay 1a mot phan cia BA715: Independent Study, Graduate
School, Pai hoc Bangkok. T6i s& duoc danh gia cao néu ban cd thé dong gop bat ky
thuc té va thdng tin hiru ich mot cach trung thuc bang cach dién vao bang cau hoi.
Thong tin dugc cung cap s& dugc bao mat cao va sé& dugc sir dung chi nham muyc dich
tai nguyén hoc tap.

Cam on vi su hop tac cua ban.

MBA Student, Bangkok University

Screening Question: Ban la nguoi stir dung dién thoai iPhone hay Android?

Q 1) iPhone (Ban dung bai khao sat néu xai iPhone)
0 2) Android (Vui long tiép tuc lam khao sét)

Phan 1: Théong tin ngwoi khio sat
Giai thich: Hiay danh ddu v* véi nhitng lya chon phi hop véi ban nhat
1. Gi6i tinh

U 1) Nam U 2) N

2. Tubi
0 1) 18 — 22 tudi Q 2) 23 -39 tudi
Q 3) 40 — 59 tudi Q 4) Trén 60 tudi

3. Thu nhap hang thang
4 1) Dudi 4,600,000 VND
4 2) 4,600,000 VND — 11,500,000 VND
4 3) 11,615,000 VND - 16,100,000 VND
4 4) Trén 16,100,000 VND
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4. Nghé nghiép
4 1) Hoc sinh U 2) bi lam cong
Q 3 (Tu lam chu U 4) Nghi huu
5. Nhén hiéu dién thoai thdng minh nao ban yéu thich/dang stir dung/da tirng dung? (Cé

thé chon nhiéu dap 4n)

4 1) Sony 4 2) Samsung
U 3) Huawei U 4) Xiaomi
U4 5) Lenovo U 6) Asus

Q 7) Oppo Q4 8) Other

Phan 2: Hanh vi ngwoi ding Android
Giai thich: Hay danh dau v véi nhitng lua chon phi hop véi ban nhat
1. Mot ngay ban sir dung dién thoai théng minh bao nhiéu tiéng?
0 1) Dudi 2 tiéng 0 2) T2 -4 tiéng
Q 3) Hon 4 tiéng
2. Bao lau ban dbi dién thoai Android méi?
4 1) 3-6 thang 4 2) 6 thang-1 nam
Q 3) Trén 1 nam U 4) Trén 2 nam
U 5) Trén 3 nam

Phan 3: Céng ddong mang c6 dnh hwéng dén long trung thanh thwong hiéu caa
ngudi dung Android & Thanh Phé Hé Chi Minh, Viét Nam

Giai thich: Hay danh dau v* v6i nhitng lra chon twong (ng véi céc y kién cua ban. Céc

murc d6 twong Gng Vi ¥ kién cia ban: 5= Hoan toan dong y, 4 = Pong

y, 3= Trung lap, 2= Khong dong v, 1= Hoan toan k déng y
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Cong df“)pg mang (Online communities) c6 anh hwéng Mikc dd y kién

den Iong trung thanh thwong hi€u cia nguoi

diing Android & Thanh Phé H& Chi Minh, Vit | Hoantoan Hoantoan
Nam dong y khong dong y

1. Truyén miéng trén mang: OW

1.1 Trudce khi mua 1 dién thoai méi, ban thuong kham khao
cac binh luén, danh gié cua nhitng ngudi dung truéc trén| (5) | (4) | 3) | () | (D)
mang/cua cac trang bao online vé dién thoai do.

1.2 Ban tin tuong cac danh gia, binh luan, va y kién cua

nhirng nguoi dung trudc trén mang/ cac trang bao G| @ 3 | 1)
online.

1.3 Cac danh gia, binh luan, va y kién ciia nhimg ngudi
dung trude trén mang/cac trang bao online c6 anh G| @ | 3 | 2 1)

hudng dén quyét dinh mua dién thoai madi do cua ban.

1.4 Cac danh gia, binh luan, va y kién cua nhimg ngudi ding
trugc trén mang/cac trang bao online lamét trong nhitng | (5) | (4) | 3) | (2) | (D)
nguyén nhan khién ban da mua dién thoai maéi do.

2. Dién dan: FO

2.1 Ban san sang tham gia dién dan ctia thwong hiéu dién
thoai ban dang dung.

G @ @ O

2.2 Dién dan quan trong trong viéc két ndi ban véi thuong
hiéu dién thoai ban dang dung.

G @ @ O

2.3 The forum is helpful when you have problems with your
phone. Dién dan rat hitu ich khi ban c6 van dé diénthoai | (5) | (4) | 3) | (@) 1)
ban dang xai.

2.4 Dién dan c6 thé duy tri mdi quan hé cua ban voi thuong
hiéu dién thoai ban dang dung.

G @ @ 1

Phan 4: Su d6i méi (Innovation) c6 anh hwéng dén long trung thanh thwong hiéu
ciia ngudi dung Android & Thanh Phé Hé Chi Minh, Viét Nam.
Giai thich: Hay danh ddu v* vé6i nhitng lra chon twong tng véi céc y kién cua ban. Céc
muc d6 tuong (g vai ¥ kién cia ban: 5= Hoan toan dong ¥, 4 = Bdng
y, 3= Trung lap, 2= Khong dong y, 1= Hoan toan k dong y.

Ghi chu: S s€ dugc xem la thuong hiéu dién thoai ban yéu thich hoac dang st dung.
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Sw d6i méi (Innovation-IN)cé anh hwéng dén long

trung thanh thwong hi¢u cia ngwoi dung Android &
Thanh Pho Ho Chi Minh, Viét Nam.

Mikc d ¥ kién
H‘oan toa Hoan tqan
dong y khong dong y

1.1 Tai thich sir dung thuong hiéu dién thoai S hon cac

thwong hiéu khéc vi cac cong nghé méi nhét cua no. OREORRORRY @
1.2 T6i thich stir dung thuong hi¢u dién thoai S hon céac
thuong hiéu khac vi cac tinh ndng mdi ctia nd ctia nd OREORRCO RN D
vuot trgi hon cac thuong hi¢u khac.
1.3 T6i thich st dung thuong hiéu dién thoai S hon cac
thuong hiéu khac vi cong ngh¢ va tinh nang cua no OREORRCO RN (@)

xung dang vai tién toi bo ra.

Phan 5: Sy dé tam caa khach hang (Customer involvement) c6 anh hwéng dén

long trung thanh thwong hiéu ciia ngwdi ding Android ¢ Thanh Pho Ho

Chi Minh, Viét Nam.

Giai thich: Hay danh dau v véi nhitng lya chon twong tng véi cac y kién caa ban. Céc

mtc d6 twong (ng Vi ¥ kién cia ban: 5= Hoan toan dong y, 4 = Pong

y, 3= Trung lap, 2= Khong ddng ¥, 1= Hoan toan k dong Y.

Ghi cha: S s€ dugc xem la thuong hiéu dién thoai ban yéu thich hodc dang st dung.

Sw dé tam ciia khach hang (Customer involvement-Cl) Mirc dd y kién
c6 anh huéng dén long trung thanh thwong hi¢u cua
nguoi dung Android & Thanh Phé Ho Chi Minh, Viét | Hoan toa Hoan toan
Nam. ddng ¥ khéng déng y
1.1 T6i cam thay rat thich thi véi thé loai san pham cua
thwong higu S. G @ @ O
1.2 S& hitu san pham cua thuong hiéu dién thoai S cam thay
thich th. G @ a0
1.3 Vi¢c mua san pham cua thuong hi¢u dién thoai S phan
anh tinh chit con ngudi toi. G| @6 @ 1)
1.4 Viéc chon mot loai san pham cua thuong hi¢u S la mét el ol el o

quyét dinh thich hop dbi vai toi.
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Phan 6: Sw hai long c6 anh hwéng (Satisfaction) dén 1ong trung thanh thwong hiéu

ciia ngudi dung Android & Thanh Phé Hé Chi Minh, Viét Nam.

Giai thich: Hay danh du v véi nhitng lya chon twong tng véi cac y kién caa ban. Céc
muc d6 tuong (ng voi Y kién cua ban: 5= Hoan toan dong ¥, 4 = Bong y, 3=
Trung lap, 2= Khong dong y, 1= Hoan toan k ddng .

Ghi chu: S s€ dugc xem la thuwong hiéu dién thoai ban yéu thich hoac dang sur dung.

vyl s . . d . Mikc dd y kién
Sw hai long c6 anh hwéng (Satisfaction-SA) den long
trung thanh thwong hi¢u cia nguoi dung Android & | Hoan toa Hoan toan
Thanh Pho Ho Chi Minh, Viét Nam dong y khong dong y
1.1. TGi thich nhiing gi tdi nhan duoc ¢ thuong hiéu dién
thoai S. ORNORRORNARINE
1.2 T6i di nhan duoc tir S diéu ma t6i di mong cho. G|l @@l ®|@]| A
1.3 S chinh 14 san pham Iy tuéng ma t6i di nhan duogc. G| @ | @ | (2 1)

Phan 7: Long trung thanh thwong hiéu (Brand Loyalty) ciia ngudi ding Android

& Thanh Phé Ho Chi Minh, Viét Nam.

Giai thich: Hay danh du v véi nhitng lya chon twong tng voi cac y kién caa ban. Céc
murc d6 twong (ng Vi ¥ kién cia ban: 5= Hoan toan dong y, 4 = Bong
y, 3= Trung lap, 2= Khong ddng ¥, 1= Hoan toan k dong Y.

Ghi cha: S s€ dugc xem la thuong hiéu dién thoai ban yéu thich hodc dang st dung.

Long trung thanh thwong hi¢u (Brand Loyalty-BL) cia Mirc d§ y kién

Nam dong y khéng dong y
1.1 T6i du dinh s& mua san pham cua S lan ké tiép. G|l @@l ®|Q@]| A
1.2 O nhirng lan trudce t6i cling da mua san pham cua S. G|l @@l ®|Q@]| A
1.3 Toi thich S rat nhiéu. G|l @l ®|O@]| @
1.4 Theo trai nghiém cua toi, toi biét S hoat dong tdt G|l @@l ®|Q@]| A
1.5 T61i s€ 1a khéach hang trung thanh cua S. G| @ | @2 1)

** Cam on sy hop tac caa ban **
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&Y Y‘A, i BANGKOK CITY CAMPUS RANGSIT CAMPUS
. 7 119 Rama 4 Rd., Klong-Toei, Bangkok 10110 9/1 Moo 5, Phahonyothin Rd., Klong Nueng,

UN'VERS'TY Tel : +662 350 3500 Klong Luang, Pathum Thani 12120
Fax : +662 240 1516 Tel: +662 902 0299
+662 249 6274 Fax : +662 516 8553

The Graduate School

December 7, 2017

Dr. Pham Van Kien

Lecturers

Ho Chi Minh City University of Economics and Finance (UEF)
276 Dien Bien Phu, Ward 17,

Binh Thanh District, HCM City

Dear Dr. Kien

The Graduate School of Bangkok University would like to request your permission
to allow one of our students in the Master of Business Administration Program (English
Program), Miss Ngoc Thai Khanh Nguyen, Student Code 7590203753 to request for
reviewing questionnaire (BA 715 Independent Study) entitle “Online Communities,
Consumer Involvement, Innovation, and satisfaction Affecting Brand Loyalty of Android
Smartphone Users in Vietnam”.

The information gained will be solely used for academic purposes, and we are
very certain that Miss Ngoc Thai Khanh Nguyen will benefit greatly from this practical
and engaging activity. We, therefore, look forward to your positive response to our
request.

Sincerely yours,

Asst. Prof.Dr.Kasemson Pipatsirisak
Director, MBA Program

Graduate School

Tel. 0-2350-3608-9

Fax 0-2350-3668

E-mail: graduate@bu.ac.th
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AV N BAN G KDK CITY CAMPUS RANGSIT CAMPUS
/ 119 Rama 4 Rd., Klong-Toei, Bangkok 10110 9/1 Moo 5, Phahonyothin Rd., Klong Nueng,

UNIVERSITY Tel : +662 350 3500 Klong Luang, Pathum Thani 12120

Fax:+662 240 1516 Tel: +662 902 0299
+662 249 6274 Fax:+662 516 8553

The Graduate School

December 7, 2017

Dr.Truong Quang Dung

Vice Dean of Faculty of Business Administration

Ho Chi Minh City University of Technology (HUTECH)
475A Dien Bien Phu Street, Ward 25,

Binh Thanh District, Ho Chi Minh City

Dear Dr.Dung

The Graduate School of Bangkok University would like to request your permission
to allow one of our students in the Master of Business Administration Program (English
Program), Miss Ngoc Thai Khanh Nguyen, Student Code 7590203753 to request for
reviewing questionnaire (BA 715 Independent Study) entitle “Online Communities,
Consumer Involvement, Innovation, and satisfaction Affecting Brand Loyalty of Android
Smartphone Users in Vietnam”.

The information gained will be solely used for academic purposes, and we are
very certain that Miss Ngoc Thai Khanh Nguyen will benefit greatly from this practical
and engaging activity. We, therefore, look forward to your positive response to our
request.

Sincerely yours,

Asst. Prof.Dr.Kasemson Pipatsirisak
Director, MBA Program

Graduate School

Tel. 0-2350-3608-9

Fax 0-2350-3668

E-mail: graduate@bu.ac.th
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\ UN'VERSITY Tel : +662 350 3500 Klong Luang, Pathum Thani 12120

Fax:+662 240 1516 Tel : +662 902 0299
+662 249 6274 Fax : +662 516 8553

The Graduate School

December 7, 2017

Assoc. Prof. Nguyen Phu Tu

Dean of Faculty of Business Administration

Ho Chi Minh City University of Technology (HUTECH)
475A Dien Bien Phu Street, Ward 25,

Binh Thanh District, Ho Chi Minh City

Dear Assoc. Prof. Tu

The Graduate School of Bangkok University would like to request your permission
to allow one of our students in the Master of Business Administration Program (English
Program), Miss Ngoc Thai Khanh Nguyen, Student Code 7590203753 to request for
reviewing questionnaire (BA 715 Independent Study) entitle “Online Communities,
Consumer Involvement, Innovation, and satisfaction Affecting Brand Loyalty of Android
Smartphone Users in Vietnam”.

The information gained will be solely used for academic purposes, and we are
very certain that Miss Ngoc Thai Khanh Nguyen will benefit greatly from this practical
and engaging activity. We, therefore, look forward to your positive response to our
request.

Sincerely yours,

Asst. Prof.Dr.Kasemson Pipatsirisak
Director, MBA Program

Graduate School

Tel. 0-2350-3608-9

Fax 0-2350-3668

E-mail: graduate@bu.ac.th

www.bu.ac.th
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BIODATA
Name-surname: Miss Ngoc Thai Khanh Nguyen
Date of Birth: January 12, 1994
Place of Birth: Ho Chi Minh City, Vietnam
E-mail: Ngocnguyen121797@gmail.com
Address: 797 Ta Quang Buu Street, Ward 5, Distict 8,

Ho Chi Minh City, Vietnam

Educational Background: Joint Bachelor of Science in Business
Administration between University of Science,
Vietnam National University, Ho Chi Minh City,
Vietnam and Keuka College, USA (October, 2012-

2016)
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