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ABSTRACT 
 

This research study explores the significance of customer satisfaction, customer 

loyalty, and brand image factors toward repurchase behaviours within the smartphone 

industry in Yangon, Myanmar. The rapid growth of the smartphone market in 

Myanmar, coupled with the increasing importance of customer retention and brand 

loyalty, necessitates a deeper understanding of the dynamics influencing repurchase 

behaviours. By examining the interrelationships between customer satisfaction, loyalty, 

brand image, and repurchase behaviours, this study seeks to give industry stakeholders 

significant insights while contributing to the current body of information on consumer 

behaviour in emerging markets. The research employs a quantitative approach, utilizing 

survey data collected from a representative sample of smartphone users in Yangon. The 

survey questionnaire includes items designed to measure customer satisfaction, loyalty, 

brand image perceptions, and repurchase intentions. Data analysis techniques, including 

regression analysis and correlation analysis, will be employed to examine the variables’ 

relationships and determine how much customer satisfaction, loyalty, and brand image 

factors influence repurchase behaviours. Statistical significance is interpreted as a p-

value less than 0.05, and all of the analysis was done using the SPSS (version 28.0.0.0) 
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software. This study's findings will likely offer practical implications for smartphone 

industry stakeholders, including manufacturers, marketers, and retailers in Yangon, 

Myanmar. Moreover, the study helps the academic literature by exploring Yangon's 

specific context and adds to understanding consumer behaviour in the smartphone 

industry within emerging markets. 

 

Keywords: repurchase behaviour, customer satisfaction, Yangon, Myanmar, 

smartphone industry  
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CHAPTER 1 

INTRODUCTION 

1.1. The Importance and Problem of the Study 

Smartphones have become essential to our daily lives, and their importance has 

increased tremendously in recent years. With the rapid pace of technological 

advancements, newer models of smartphones are being released every year, enticing 

consumers to upgrade to the latest version. This has led to a growing trend of 

smartphone repurchase behaviour, where consumers tend to replace their existing 

phones with new models in a short period. This report aims to provide an overview of 

smartphone repurchase behaviour, its impact on the industry, and the factors influencing 

it. The advent of the digital age has increased consumer computer literacy over the past 

ten years. Internationalization has contributed to strong competition among brands for 

consumers’ business. Customers have a wide range of options and access to a wide 

range of market-related information in a highly competitive environment. They acquire 

excessive information about goods or services, their advantages, and how to use them, 

creating challenges for management to keep them from leaving the business and gaining 

their loyalty (Lee, 2020). With the increasing number of smartphones, users may now 

utilize their phones to constantly connect to the worldwide community.  

Over the past 10 years, the arrival of the digital age has improved consumer 

digital skills. Brands now face intense rivalry from one another for consumers’ business 

because of internationalization. In a highly competitive economy, customers have a 

wide range of options and access to a wide range of market-related information. They 

learn too much about a product or service, its benefits, and how to use them, which 
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makes it difficult for management to keep them from leaving the company and win their 

loyalty. Due to the rise in smartphone sales, consumers can now use their phones to stay 

continually connected to the global community (The University of Scranton, 2021). 

Perhaps the most obvious sign that smartphones are an essential component of 

mobile simplicity and economic growth is the huge amount of people who now own 

one. According to Statista, in 2023, the current number of smartphone users worldwide 

is 6.92 billion, indicating 86% of the global population possesses a smartphone 

(Bankmycell, 2023). 90% of Americans, according to the Pew Research Center, own a 

cell phone of some kind, including 64% of American adults who own smartphones. As 

smartphone prices continue to decline and performance improves, that 64% will 

definitely increase. In the last five years, smartphone penetration has practically 

doubled globally. Cell phones were thought to be used by 20% of people worldwide in 

2010, but by 2014, that number had risen to 37%. As of 2014, the proportion has more 

than doubled from about 12% in 2008 to 37% if we go back to 2008, the first full year 

that Apple's iPhone was available (and is largely acknowledged to have ushered in the 

contemporary smartphone era) (The University of Scranton, 2021). In 2016, 1.6 billion 

smartphones were expected to be sold, and by 2019, two billion were expected to be 

sold, according to Google Access and the international market research company CCS. 

The United States of America (USA) (78%) is the country with the greatest smartphone 

penetration rate, followed by Japan (64%), Germany (75%), South Korea (92%), and 

the United Kingdom (77%). Since smartphones (especially Samsung) have such a 

strong market share in Korea, it is more effective to encourage current customers to 

make additional purchases rather than concentrating on acquiring new customers and 
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markets. However, customers prefer to purchase more Apple’s iPhone over Samsung’s 

Galaxy (Lee, 2020). 

Businesses frequently spend a lot of money luring clients away from rivals and 

fostering customer loyalty. Prominent US telecom service provider Verizon introduced 

an unlimited package as part of an aggressive advertising strategy to lure customers 

away from rivals. Other companies in the same sector, like Sprint, AT&T, and T-

Mobile, give customers who migrate from rival services to installing a smartphone 

program and the cost of early extinction. Additionally, through partnerships with mobile 

communication service providers, many smartphone makers provide marketing deals 

that significantly lower the purchase price of handsets when buyers commit to longer 

than two years of service. As a result, each business actively employs marketing 

methods in developed markets to retain existing clients and draw in new ones. After all, 

companies are sensitive to the fact that keeping their current clientele is more successful 

than looking for new products. 

Additionally, event marketing is often at the center of business purchase plans 

(Malara, 2019). With a huge growth over the previous year, Myanmar's mobile phone 

usage in 2019 surpassed 73.66 million, on average. In Myanmar, there were 74.18 

million phones in use overall in 2019 (Leander von Kameke, 2023, Jan).  

Limited studies are focusing on repurchase behaviour in the Yangon, Myanmar 

market in the context of the smartphone industry. This research aims to fill the gap in 

existing knowledge by investigating customer satisfaction's effect, customer loyalty, 

and brand image on repurchase behaviours in the smartphone industry, specifically in 

Yangon, Myanmar. The outcomes have the potential to benefit industry stakeholders, 
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inform decision-making, contribute to academia, and have broader practical 

implications. 

This research contributes to the academic literature on consumer behaviour and 

marketing in the smartphone industry. It adds to the body of knowledge that exists by 

exploring the specific context of Yangon, Myanmar. The results can act as a starting 

point for more research and contribute to understanding consumer behaviour in 

emerging markets. 

 

 

Figure 1 Number of mobile phones in use in Myanmar from 2010 to 2019 

Source: Statista, 2023 
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1.2. Research Problems  

1.2.1. Does customer satisfaction factor (product quality, service quality & reliability) 

have an influence on repurchase behaviour? 

1.2.2. Does the customer loyalty factor (emotional attachment, customer trust & 

customer engagement) have an influence on repurchase behaviour? 

1.2.3. Does the brand image factor (brand reputation, brand identity & brand loyalty) 

have an influence on repurchase behaviour? 

 

1.3. Objectives of the Study 

1.3.1. To study the influence of customer satisfaction factors, product quality, service 

quality, and reliability on repurchase behaviour. 

1.3.2. To study the effect of customer loyalty factor emotional attachment, customer 

trust, and customer engagement on repurchase behaviour. 

1.3.3. To study the impact of brand image factors, brand reputation, brand identity, and 

brand loyalty on repurchase behaviour. 
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1.4. The Conceptual Framework  

 

Figure 2 The Conceptual Framework 

 

1.5. Method of the Study 

The study employed a quantitative investigation approach to investigate the 

influence of customer satisfaction, customer loyalty, and brand image factors on 

repurchase behaviours in the smartphone industry in Yangon, Myanmar. The research 

design used in this study was cross-sectional, which involved collecting data at a single 

instance in time. The data were collected through an online questionnaire distributed 

via Google Forms. Due to the ongoing COVID-19 pandemic and the political climate 

in Myanmar, an online survey was the most appropriate method for this study. After 

entering the data from Google Forms into statistical software, it was possible to analyze 

it and obtain the findings. 

  

 

     

Customer Satisfaction 
Product quality 
Service quality 
Reliability 

 
Customer Loyalty 

Emotional attachment 
Customer trust 
Customer 

engagement 

Brand image 
Brand reputation 
Brand identity 
Brand loyalty 

Repurchase Behavior 

Independent Variables 

Dependent Variables  
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1.6. Tools and Statistics Used 

An online survey was used for the investigation in this study to assess the 

respondents' opinions and actions regarding the variable. The survey uses closed-ended 

questions since they are suitable for collecting quantitative data. Demographics and 

statistics on mobile phone repurchase habits are the main information gathered from 

respondents. The standard statistics for quantitative methods—descriptive statistics and 

inferential statistics (multiple linear regression analysis models)—were used. 

1.7. Scope of the Study 

Independent Variables: 1. Customer Satisfaction  

1.1 Product Quality 

1.2 Service Quality 

1.3 Reliability 

 

2. Customer Loyalty 

2.1 Emotional Attachment 

2.2 Customer Trust 

2.3 Customer Engagement 

 

3. Brand Image 

3.1 Brand Reputation 

3.2 Brand Identity 

3.3 Brand Loyalty 

 

Dependent Variables:  Repurchase Behavior in the Mobile Phone Industry. 
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Population and Sample: 

An online survey is the main quantitative research approach used for this study. 

The study’s target audience is Yangon, Myanmar’s student, working, unemployed, or 

self-employed smartphone users. The overall population of Yangon is 5,514,000, 

according to information from the World Population Review (2022). According to 

Yamane’s table, 400 samples with a precision level of +/- 5% must be collected with a 

population size of more than 100,000. However, due to the challenging circumstances 

resulting from the recent political instability situation in Myanmar and the increased 

cost of internet data and reduced access to electricity, which has slowed down online 

data collection, we had to revise our sample size to 200 respondents. Despite deviating 

from the original target, the study's sample highly represented the entire population. 

This assertion was grounded in the meticulous utilization of stratified sampling 

principles. Although Google Forms lacks a direct stratified sampling feature, the 

manual stratification method was employed before survey distribution, allowing the 

population to be categorized into distinct strata based on key demographic variables. 

This manual classification enabled a systematic division of respondents into relevant 

subgroups. Participants were randomly selected within each stratum using random 

number generators, ensuring unbiased representation. By strategically categorizing the 

population based on key demographic variables, including age and residential areas, the 

study ensured that each subgroup would be proportionately represented within the 

sample. Furthermore, the data collected through Google Forms underwent rigorous 

validation and quality checks to enhance reliability. The robustness of the study's 
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methodology lies in the thoughtful consideration of the inherent limitations, which 

necessitated a pragmatic approach to sample size determination. 

Table 1 Yamane’s table for sample size 

Size of Population (N) 
Sample Size (n) for Precision (E) of: 

±3% ±5% ±7% ±10% 

500 A 222 145 83 

600 A 240 152 86 

700 A 255 158 88 

800 A 267 163 89 

900 A 277 166 90 

1,000 A 286 169 91 

2,000 714 333 185 95 

3,000 811 353 191 97 

4,000 870 364 194 98 

5,000 909 270 196 98 

6,000 938 375 197 98 

7,000 959 378 198 99 



10 
 

 

8,000 976 381 199 99 

9,000 989 383 200 99 

10,000 1,000 385 200 99 

15,000 1,034 390 201 99 

20,000 1,053 392 204 100 

25,000 1,064 394 204 100 

50,000 1,087 397 204 100 

100,000 1,099 398 204 100 

>100,000 1,111 400 204 100 

A = Assumption of normal population is poor (Yamane, 1967) 

Source: Yamane, T. (1967). Statistics: An introductory analysis. New York: Harper and 

Row 

 

1.8. Benefits of the Research 

The primary objective of conducting research is to advance a particular field of 

study by providing valuable information through literature reviews, theories, and 

scientific data. Additionally, research analysis is vital in investigating existing and 

future case studies, enabling a deeper comprehension of a content or concept. This 

process can identify important cases, and gaps in existing knowledge can be uncovered. 

Moreover, research analysis empowers researchers to establish a solid foundation by 

supporting or challenging previous studies. 
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In this study, the author focuses on exploring the widely recognized concept of 

repurchase behaviour, specifically within the context of Yangon. Conducting this 

research in Yangon brings attention to the repurchase behavior and the influencing 

factors relevant to smartphone users in that region. This paper aims to enhance our 

understanding of customer satisfaction and the associated variables that impact it. 

 

1.9. Definition of Terms 

The meanings of the major words used in this study are provided below. The 

operational definitions technique, which claims how the variables are defined and the 

keywords are chosen according to the study's limitations, defines the key terms. The 

terms are combined from many sources and clarified by the author to ensure that the 

concepts are understood clearly. 

1.9.1. Repurchase Behavior: This signifies the act of customers making repeat 

purchases of a good or service from the same company or brand. It measures the 

frequency and consistency of customers’ repurchasing decisions and their inclination 

to remain loyal to a particular brand over time. 

1.9.2. Customer Satisfaction: Means the general evaluation and awareness of customers 

concerning their experience with a product or service. It measures how consumer needs 

are met or exceeded and their feeling of contentment with the product or service 

received. 

1.9.3. Product quality: Product quality refers to the overall characteristics, features, and 

performance of the smartphones offered by a particular brand. It represents the degree 

to which smartphones meet or exceed customer expectations and requirements. 
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1.9.4. Service quality: Service quality is measured by the demands of its clients. 

Customers acquire services to fulfill specific needs. 

1.9.5. Reliability refers to consistency in performance, dependability, and solidity of 

the brand's smartphones. It represents the extent to which smartphones perform 

consistently well over time and under varying conditions. 

1.9.6. Customer Loyalty: This represents the degree of commitment, preference, and 

repeat patronage customers exhibit towards a particular brand or company. It reflects 

customers’ likelihood to continue purchasing from a specific brand or business and their 

resistance to switching to competitors. 

1.9.7. Emotional attachment: Emotional attachment implies the personal relationship 

and association consumers develop with a smartphone brand. It represents the feelings 

of affection, loyalty, and identification that customers experience towards the brand. 

1.9.8. Customer trust: Customer trust represents customers' belief, confidence, and 

reliance on a smartphone brand. It reflects the customers’ perception that the brand is 

credible, dependable, and will fulfil its promises and commitments.  

1.9.9. Customer engagement: Customer engagement refers to customers' active 

participation, involvement, and interactions with a smartphone brand. It encompasses 

the degree to which customers invest their time, attention, and efforts in engaging with 

the brand's content, activities, or community. 

1.9.10. Brand image: Refers to the insight, reputation, and associations customers have 

with a brand. It encompasses the overall impression, beliefs, and emotions a brand 

evokes in consumers’ minds. Brand image influences customers’ attitudes, trust, and 

loyalty toward a brand. 
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1.9.11. Brand reputation: Brand reputation refers to the overall perception and 

evaluation of a smartphone brand by its customers and other stakeholders. It represents 

the collective beliefs, opinions, and judgments regarding the brand’s credibility, 

reliability, and standing in the marketplace. 

1.9.12. Brand identity: Brand identity involves the unique and distinguishing 

characteristics that define a smartphone brand and make it stand out among rivals. It 

includes elements such as the brand name, logo, design, messaging, values, and 

positioning. 

1.9.13. Brand loyalty: Brand loyalty represents customers' commitment, preference, and 

repeat purchasing behaviour towards a particular smartphone brand. It signifies the 

extent to which customers consistently choose and repurchase products from the brand 

despite alternative options in the market. 

1.9.14. Smartphone Industry: Refers to the sector encompassing the design, 

manufacturing, marketing, and distribution of smartphones, which are advanced mobile 

devices offering various features such as internet connectivity, communication 

capabilities, and multimedia functionality. The smartphone industry includes 

manufacturers, service providers, retailers, and related stakeholders involved in the 

production and distribution of smartphones. 
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CHAPTER 2 

LITERATURE REVIEW 

2.1. Background and Rationale 

2.1.1. The history of mobile phones 

The evolution of mobile devices dates to the mid-20th century and has evolved 

significantly over the years. In the 1940s and 1950s, the concept of mobile telephony 

began to take shape. Early systems used analog radio signals and were primarily used 

in vehicles like police cars and taxis. These systems required large equipment and were 

limited in coverage. In the 1980s, the first commercially available mobile phone 

systems were introduced. These 1G systems used analog technology and provided basic 

voice communication. The devices were large and bulky, often called “brick” phones, 

and had limited coverage. The transition from analogue to digital technology marked a 

significant milestone in mobile phone history. Second-generation (2G) systems were 

introduced in the 1990s, offering improved call quality, security, and more efficient use 

of the frequency spectrum (Ray Ali, 2023, April).  

The development of digital cellular networks paved the way for various 

advancements in mobile communication. Mobile phones became smaller, more 

portable, and affordable as technology advanced. Introducing smaller components like 

integrated circuits and microprocessors allowed for miniaturization and increased 

functionality. Mobile phones started incorporating additional features beyond voice 

communication. The introduction of Short Message Service (SMS) in the late 1990s 

enabled text messaging. At the same time, mobile phones with built-in cameras, 

multimedia capabilities, and color displays became increasingly popular in the early 
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2000s. With the introduction of third-generation (3G) systems in the early 2000s, 

mobile phones gained the ability to access the internet and provide data services. This 

allowed users to browse websites, send emails, and access various online applications 

through their mobile devices (Ray Ali, 2023, April). 

 

2.1.2. The history of smartphones 

 The history of smartphones begins with the convergence of mobile phones and 

personal digital assistants (PDAs), resulting in a device that combines communication 

capabilities with computing functionality. In the late 1990s, devices like the Nokia 

Communicator and IBM Simon emerged, integrating mobile phone features with basic 

computing functions such as email, calendars, and basic web browsing. These devices 

laid the foundation for the concept of smartphones. In the early 2000s, Palm and 

BlackBerry (formerly known as Research in Motion) became prominent players in the 

smartphone market. Palm devices, such as the Palm Treo, offered a full keyboard and 

touchscreen interface, while BlackBerry devices were known for their robust email and 

messaging capabilities. Operating systems from Nokia's Symbian and Microsoft's 

Windows Mobile dominated the smartphone market during the early to mid-2000s. 

These platforms offered various features and applications, including productivity tools, 

multimedia capabilities, and third-party app support. Apple’s introduction of the iPhone 

in 2007 revolutionized the smartphone industry (Textline, 2022).  

The iPhone featured a touchscreen interface, a user-friendly operating system 

(iOS), and App Store access, allowing users to download and install a vast range of 

applications. The iPhone’s sleek design and innovative features set a new smartphone 

standard. Google’s Android operating system, released in 2008, quickly gained 
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popularity as a viable alternative to iOS. Android offers an open-source platform, 

allowing various smartphone manufacturers to use and customize the operating system. 

This led to various Android-based smartphones with different features, designs, and 

price points. The proliferation of smartphones led to the growth of a vibrant app 

ecosystem. Developers created millions of applications across various categories, 

ranging from games and social media to productivity and utilities (Textline, 2022).  

The availability of apps transformed smartphones into versatile communication, 

entertainment, and productivity tools. As smartphones evolved, hardware 

advancements played a crucial role. Key developments included the introduction of 

larger and higher-resolution touchscreens, improved cameras, faster processors, 

increased storage capacity, and enhanced battery life. These advancements contributed 

to the overall user experience and expanded the capabilities of smartphones. 

Smartphones facilitated the widespread adoption of mobile services and technologies. 

Mobile internet access became faster and more reliable with the introduction of 3G and 

4G networks. Mobile payment systems, GPS navigation, voice assistants, and 

augmented reality (AR) capabilities became integral parts of smartphones, further 

enhancing their functionality. Present-day smartphones continue to push boundaries 

with innovations such as bezel-less displays, facial recognition, multiple camera setups, 

foldable screens, and 5G connectivity. Furthermore, smartphones are becoming a 

crucial platform for cutting-edge technologies like artificial intelligence (AI), virtual 

reality (VR), and the Internet of Things (IoT) (Textline, 2022). 
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Figure 3 Evolution of Smartphones 

Source: Textedly, 2023 

2.1.3. The History of Smartphone Company 

Many companies have contributed to the development of the mobile phone 

industry. Here is a brief history of some of the major mobile phone companies: 

Nokia: Founded in 1865 in Finland, Nokia originally produced paper products, rubber 

boots, and cables. In the 1990s, Nokia became a major player in the mobile phone 

industry and dominated the market for many years. However, Nokia struggled to keep 

up with the rise of smartphones and eventually sold its mobile phone business to 

Microsoft in 2014 (Meghan Tocci, 2023, January). 

Motorola: Founded in 1928 in the United States, Motorola was one of the earliest 

companies to develop mobile phones. In the 1980s and 1990s, Motorola was a major 

player in the industry and introduced several groundbreaking devices, including the 

DynaTAC 8000x, the first commercially available mobile phone. In recent years, 

Motorola has struggled to compete with other companies and has been acquired by 

Lenovo (Meghan Tocci, 2023, January). 
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Samsung: Founded in 1938 in South Korea, Samsung initially produced electronics 

such as televisions and radios. In the 1990s, Samsung entered the mobile phone market 

and quickly became a major player. Today, Samsung is one of the largest mobile phone 

manufacturers in the world and is known for its flagship Galaxy smartphones (Meghan 

Tocci, 2023, January). 

Apple: Founded in 1976 in the United States, Apple initially produced personal 

computers. In 2007, Apple revolutionized the mobile phone industry by introducing the 

iPhone, which quickly became a best-selling device. Today, Apple is one of the most 

valuable companies in the world and continues to be a major player in the mobile phone 

industry. 

Huawei: Founded in 1987 in China, Huawei initially produced telecommunications 

equipment. In the early 2000s, Huawei began to produce mobile phones and has since 

become one of the largest mobile phone manufacturers in the world. Huawei has faced 

some challenges recently, including accusations of spying and a US ban on its products, 

but it continues to be a major player in the industry (Meghan Tocci, 2023, January). 

 

2.2. Theories/ Academic Concepts and Other Relevant Research Articles of 

Repurchase Behavior 

The Theory of Reasoned Action, occasionally called the Theory of Planned 

Action, was initially suggested in 1980 to predict a person's intention to engage in an 

action at a specific time and location. The hypothesis was intended to explain all 

activities in which persons may demonstrate self-control. This model's behavioural 

purpose is its most important aspect, and it is affected by beliefs about the likelihood 

that a behaviour will produce the desired results and opinions about the advantages and 
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disadvantages of those outcomes. The TPB contends that ability (behavioural control) 

and motivation (intention) are required for behavioural success. Control, normative, and 

behavioural beliefs are the three distinguished categories. The TPB consists of 6 

buildings. 

 

Attitudes: A person’s attitude is the extent to which they have a favourable or 

unfavourable opinion of the action of interest. It necessitates thinking about how actions 

will influence outcomes. 

 

Behavioural intention: These are the motivations that push a specific action, and the 

more forceful the intention, the more likely it is that the action will be performed. 

 

Subjective norms: This refers to the idea of whether the majority respects the behaviour 

to be acceptable or unacceptable. It concerns how someone feels about whether their 

friends and loved ones think they should take part in the conduct. 

Social norms: They are the accepted standards for acting inside a group, between 

individuals, or across a wider range of cultural contexts. A group of people considers 

social norms as typical or normative. 

 

Perceived power: This term explains an understanding of factors that can promote or 

inhibit a behaviour's achievement. Their perceived influence impacts a person's 

impression of behavioural influence over each of these elements. 
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Perceived behavioural control: The phrase indicates an individual's opinion of how easy 

or hard it is to perform the activity they want to do. Since how actions are regarded to 

be under control varies across situations and behaviours, individual views on 

behavioural control vary depending on the situation. Due to the later integration of this 

theoretical part, the Theory of Reasoned Action was substituted by the Theory of 

Planned Behavior. 

 

 

 

Figure 4 Theory of Planned Behavior 

Source: Accelerating Systemic Change Network, 2022  
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2.2.1. Intention to Repurchase 

Consumers' intentions to repurchase are a major focus of research. According 

to (Kavita Srivastava, 2013), clients who are comfortable with a product or service are 

more likely to use it again. Additionally, while analyzing the significance of satisfaction 

by providing added value and high-quality services, (J. Joseph Cronin Jr., 2000) found 

that customer satisfaction and repurchase intentions can be raised. Many academics 

have researched the factors that affect repurchasing. The key drives of repurchase 

intention of smartphones are brand image about operating systems, product quality, and 

customer lifestyle. In the smartphone business, however, there hasn't been much 

research on the interaction between brand image, product quality, and repurchase 

intention. Additionally, the purpose of this article was to create and test a research 

model to examine how brand image regarding smartphones or platforms influences 

revisiting intentions through customer lifestyle and product quality in the smartphone 

sector (Hoai An Le Thi, 2015). 

Repurchasing behaviour can be defined as the actual behaviour of a buyer to 

buy the same good or service more than once. Consumers regularly make repeated 

purchases of the same items from comparable suppliers, and many purchases represent 

a series of occurrences rather than a single singular occurrence. One of the key elements 

of relational marketing is retention, which is another name for repurchase. Repurchase 

is the consumer’s actual action, whereas the intention to repurchase is their decision to 

carry out similar actions in the future. The author explores the elements that affect 

smartphone buyers’ desire to repurchase, including perceived value, brand image, and 

customer satisfaction. It provides insights into the relationship between these variables 

and repurchase behaviour (Orose Leelakulthanit, 2012, October). 
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2.3. Theories/ Academic Concepts and Other Relevant Research Articles of 

customer satisfaction 

2.3.1. Customer satisfaction and repurchase behaviour 

Researchers have historically given a lot of thought to the study of satisfaction. 

However, it is a subjective idea, as may be inferred from the many interpretations that 

are presented in the literature. After all of that, it's important to maintain that there is a 

general consensus that "satisfaction is a person's feeling of happiness or dissatisfaction 

resulting from comparing the perceived attributes of a good (or outcome) about what 

they expect." (Kotler, 2003) As a result, consumer expectations and satisfaction are 

closely related. More specifically, when the discrepancy between the expected and 

actual performance of the commodity or service shrinks, consumer happiness rises 

(Hutcheson, 1998). In addition to single-item scales, several elements constructed that 

evaluate customer satisfaction for each service component can be utilized. For example, 

(Cronin, 1992) defined customer satisfaction as an increase in customer loyalty and 

used a one-item scale to gauge how customers feel about a company overall, whereas 

(Anderson, 1993) utilized a six-item construct to gauge customer happiness in the 

context of internet commerce. Comparing these two approaches, (LaBarbera, 1983) 

noted that using a multi-item scale to assess summary evaluation does not, over time, 

increase reliability but, instead, can result in low response rates and respondents who 

give fictitious responses. 

Customer satisfaction has traditionally been considered a key factor in 

determining client loyalty. According to (Fornell, 1992), highly happy clients are less 

likely to be approached by competitors (Anderson, 1993) and have a greater tendency 
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to be retained and oppose other possibilities. Additionally, client happiness increases 

return business and good word of mouth. Overall, research has demonstrated that 

customer satisfaction considerably impacts both the behavioural and attitudinal parts of 

loyalty, and this conclusion may be drawn from the findings. 

Notably, some researchers claim that happy customers will repeatedly use the 

same providers to get the greatest outcomes (Kuo, 2013). According to a related study 

(Engel, 1986), post-purchase pleasure would increase customers' favourable sentiments 

toward the good or service, increasing the likelihood that they would repurchase. 

According to the study, customer happiness can offer several benefits (Hansemark, 

2004). 

To begin with, satisfied consumers are less likely to exhibit price sensitivity. 

Additionally, they are less impacted by competitors and are likely to buy more goods 

from the same brand (Zineldin, 2000). In various research studies, consumer 

contentment has been related to a higher likelihood of repeat business and has a direct 

and indirect positive impact on attitude (Brady, 2001). Additionally, tests including 

internet buying were carried out with the same model, and the outcomes aligned with 

earlier research (Lee, 2005). Additionally, many additional research have discovered 

that customer satisfaction is a variable that affects purchasing decisions (Sánchez-

García & Bigné, 2012). 
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2.4. Theories/ Academic Concepts and Other Relevant Research Articles of 

customer loyalty 

2.4.1. Customer loyalty and repurchase behaviour 

Customer loyalty is typically investigated from a behavioural analytical point of 

perception by quantifying the number of purchase repetitions, “share of wallet,” and the 

number of purchases. One widespread misperception is that loyalty is equivalent to an 

arbitrary number of subsequent purchases from the same vendor over a specific period 

(Egan, 2004). According to the study, loyalty is “a strongly held arrangement to 

consistently repurchase or use a particular product/service in the future, resulting in 

frequent purchases of an identical brand, considering circumstances and advertising 

campaigns having a chance to influence changes in behaviour.” However, defining 

loyalty exclusively regarding repurchase behaviour does not give a comprehensive 

picture of this nuanced concept. This encourages academics to suggest further 

definitions that are more thorough (Oliver, 1999)  

 

2.5. Theories/ Academic Concepts and Other Relevant Research Articles of Brand 

Image 

2.5.1. The important role of brand image and Repurchase behaviour 

 A company’s brand image is crucial because it can convey the manufacturer’s 

commitment to providing high-quality goods and services. According to (Kotler, 2003), 

The image of a brand is any title, period, signature, sign, layout, or arrangement of these 

things used to distinguish a seller’s products or services from those of rival sellers. 

According to a study (Rangkuti, 2004), brand image is an accumulation of relationships 

between brands that are created and ingrained in consumers’ thoughts. A brand’s image 
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depicts the public’s general opinion of the company. This opinion is based on 

information and previous interactions with the brand. A product’s brand can benefit 

from a favourable reputation. 

 According to the study, brand image effects have a favourable and remarkable 

impact on customer repurchase decisions. The better the brand image that can be built, 

the higher the likelihood that Berrybenka consumers in the Semarang region will decide 

to buy again (Wijaya and Astuti’s, 2018). Based on studies, the influence of brand 

image on purchasing decisions is substantial. (Huang et al., 2011). This shows that 

consumer interest in repeat purchases increases directly to how positively consumers 

perceive a brand (Chen, 2011). According to the research of (Ranjbarian et al., 2012), 

customer satisfaction acts as a mediating factor between brand image and repurchase 

decisions in Iranian department stores. The decision to repurchase a product caused by 

the growth of a positive brand image can assist businesses in achieving successful 

financial results. This is in line with (Roberts, 2002) assertion that An organization’s 

brand image is a crucial intangible asset that is difficult to replicate and can aid the 

company in achieving better and more consistent financial success. 

Brand trust has been imagined in various manners in the available branding 

literature. Considering the idea of trust in brands in the study as, for example, the 

sensation of security endured when dealing with an organization originated from the 

belief that the business remains reliable and responsible for meeting the client's 

demands (Delgado-Ballester, 2003). The tendency of a customer to trust a company is 

one way to describe brand trust. This viewpoint contends that brand trust is based on 

elements such as a company's capabilities and intent to honour its agreements with 

customers. According to the study, brand trust refers to opinions and assumptions that 
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are supported by convictions that a brand demonstrates traits consistent with 

dependability, competence, and credibility. Similarly, it has been recognized that trust 

plays an important moderating role in establishing long-term relationships that promote 

brand loyalty (EL Naggar, 2017).  

To achieve this, it maintains that Brand trust is the outcome of prior encounters 

and interactions, showing knowledge development over time. (Garbarino, 1999). This 

viewpoint supports Field’s(Krishnan, 1996) claims that the most significant and 

relevant component in determining brand trust is brand experience. (Morgan, 1994) 

believes that brand trust is essential for building high-quality connections, which is why 

it is key to creating loyalty. In support of those above, (Ndubisi, 2007) and (Lewis, 

2006) believe that building strong customer connections requires trust. Brand loyalty is 

a measured condition based on a brand's capacity to reliably fulfil its duties and an 

estimation of the advantages of maintaining the relationship. Brand trust is the confident 

anticipation of the brand's dependability and intent in situations involving risk to the 

customer. Customers who have a high level of trust in the brand are less likely to assess 

risk and tend to be more likely to utilize the product again. Brand trust ultimately 

increases consumer commitment and loyalty, as may be inferred from the above 

conceptualizations. 

 

2.6. Theoretical Framework 

The theoretical framework defines the link between the contingent, separate, and 

intermediary variables. The variation between dependent and independent variables is 

as relevant in a comparison inquiry as in a regression analysis. Dependent variables are 

directly or indirectly dependent on independent variables, whereas independent 
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variables are utilized to forecast dependent variables. A theoretical framework is a 

graphical representation of the variables chosen for a study. The theoretical framework 

of this research is depicted in the diagram below. 

 

Figure 5 Theoretical Framework 

  

  
Customer Loyalty 

Brand Image    Customer 
Satisfaction    Rephurchase 

Behavior 
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CHAPTER 3 

METHODOLOGY 

The primary elements of this part will be explanations of the study's structure 

and justification for the inquiry, as well as the technique that will be utilized in the 

investigation. Challenges for material verification of reliability and validity will also be 

evaluated for the investigation. 

As a result, this section will go through eight different elements. They are listed 

below: 

3.1. The Type of Research and Tool 

3.2. The Research Design 

3.3. The Quality of the Research Tool 

3.4. The Data Collection 

3.5. The Population and Sample 

3.6. The Sampling Technique 

3.7. The Research Procedure and Timeline 

3.8. The Hypotheses Test and Data Analysis 

 

3.1. The Type of Research and Tool 

This study employs a quantitative research approach to investigate the impact 

of customer satisfaction, customer loyalty, and brand image factors on repurchase 

behaviours in the smartphone industry in Yangon, Myanmar. By collecting and 

analyzing numerical data through an online questionnaire, this research aims to 

establish correlations and relationships between the independent variables (customer 
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satisfaction, customer loyalty, and brand image) and the dependent variable (repurchase 

behaviour). 

The measurement tool utilized in this study is an online questionnaire consisting 

of 36 questions divided into five categories. The questionnaire will be administered to 

participants in Yangon, Myanmar, who have smartphones using experience. The 

categories and number of questions within each category are as follows: 

 

Part 1: Demographic Data 

Demographic Data Questions (7 questions): This section collects information 

about participants’ age, gender, educational background, occupation, monthly income, 

smartphone ownership, and years of smartphone usage. 

  

Part 2: Factors of customer satisfaction 

Factors of Customer Satisfaction (Independent Variable 1, 5 questions): This 

section examines participants’ satisfaction levels regarding various aspects of 

smartphone performance, including the user interface, battery life, camera quality, and 

customer service and support. 

  

Part 3: Factors of customer loyalty 

Factors of Customer Loyalty (Independent Variable 2, 8 questions): This section 

explores participants' attitudes and behaviours related to customer loyalty, including 

willingness to recommend a brand, desire to pay higher prices, frequency of purchasing 

from the same brand, trust in reliability and durability, perception of product innovation, 
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brand switching behaviour, the importance of brand reputation, and perception of value 

for money. 

  

Part 4: Factors of brand image 

Factors of Brand Image (Independent Variable 3, 8 questions): This section 

assesses participants’ perceptions of the brand image, including brand quality, design 

and aesthetics, association with prestige and social status, technological advancement, 

environmental responsibility, awareness of advertising and marketing efforts, overall 

reputation, and emotional connection with the brand. 

  

Part 5: Repurchase behavior 

Repurchase Behavior (Dependent Variable, 8 questions): This section 

investigates participants' repurchase behaviour, including the likelihood and frequency 

of repurchasing from the same brand, the influence of discounts and promotions, the 

influence of peer recommendations, the importance of brand loyalty, the influence of 

previous positive experiences, perception of long-term value and durability, and 

perception of after-sales service and warranty. 

  

3.2. The Research Design 

The online survey will be graded as follows. 

Part 1: Nominal and ordinal scales 

Part 2-4: attitude: interval scale (lowest (1) to highest (5)) 

Part 5: attitude: interval scale (lowest (1) to highest (5))  
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Scale 5 - Extremely Agree 

Scale 4 - Agree 

Scale 3 - Neutral 

Scale 2 – Disagree 

Scale 1 - Extremely Disagree 

 

 

Table 2 The Range of Mean Interpretation 

Range Interpretation 

1.00 – 1.80 Extremely Disagree 

1.81 – 2.60 Disagree 

2.61 – 3.40 Neutral 

3.41 – 4.20 Agree 

4.21 – 5.00 Extremely Agree 

 

There will be two sorts of statistics used: 

  

1. Descriptive statistics include frequency, percentage, mean, and standard 

deviation. 
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2. Inferential statistics, consisting of the Multiple Regression Analysis Test. 

Statistical significance is interpreted as a p-value less than 0.05, and all of the analysis 

was done using the SPSS (version 28.0.0.0) software. 

 

3.3. The Quality of the Research Tool 

The online survey was verified for validity and authorized by the advisor, Dr. 

Kittipoom Supamontri. A convenience survey of 30 participants was utilized for the 

validity test. The information from the survey was examined using Cronbach's Alpha 

in statistical software, yielding a total reliability of 0.910. The range of acceptable 

values is 0.7 to 1.00. 

  

Table 3 The Total Reliability Test Results 

Cronbach’s Alpha N (number) of Items 

0.910 29 

   

Table 4 The Reliability Test Results for Customer Satisfaction Factors 

Cronbach’s Alpha N (number) of Items 

0.779               5 
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Table 5 The Reliability Test Results for Customer Loyalty Factors 

Cronbach’s Alpha N (number) of Items 

0.700 8 

  

Table 6 The Reliability Test Results for Brand Image Factors 

Cronbach’s Alpha N (number) of Items 

0.792 8 

  

Table 7 The Reliability Test Results for Repurchase Behavior Factors 

Cronbach’s Alpha N (number) of Items 

0.864 8 

  

3.4. The Data Collection 

The online survey was developed using Google Forms, ensuring a smooth and 

efficient distribution process. The collection of the surveys was hassle-free and prompt, 

allowing for a quick and convenient data-collection process. The data obtained through 

Google Surveys were easily displayed with arranged diagrams to illustrate the overall 

findings or manually examine each respondent's opinions. 

For data analysis, the following statistical tools were employed: 
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Descriptive Statistics: Descriptive statistics were utilized to examine the respondents’ 

demographic information, which included information such as age, gender, education, 

and more. This statistical approach involved summarizing and examining the 

data’s characteristics and observations, showing them in percentage form. Descriptive 

statistics provided insights into the sample composition and allowed for a better 

understanding of the respondents' demographic profile. 

Inferential Statistics: Inferential statistics were employed for analyzing the data and 

exploring relationships between variables. This study employed multiple linear 

regression analysis models to test the hypotheses and examine the relationship between 

the independent variables (customer satisfaction, customer loyalty, and brand image) 

and the dependent variable (repurchase behaviour). By employing inferential statistics, 

the impact and significance of the independent variables on the dependent variable were 

assessed, providing valuable insights into the factors influencing repurchase behaviour 

in the smartphone industry. 

  

3.5. The Population and Sampling 

This study’s demographic consists of smartphone users in Yangon, Myanmar, 

who are students and employees (part-time, full-time, freelancers, and temporary). 

Because the population for this study is immeasurable, the sample size was determined 

using Yamane’s (1967) table (see Table 1: Yamane’s Table for Sample Size). 

According to the table, 400 samples with a precision level of +/- 5% have to be collected 

with a population size of more than 100,000. Originally, we aimed to collect data from 

a sample size of 400 respondents, as recommended by Yamane’s table. Due to the 

challenging circumstances resulting from the recent political instability situation in 
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Myanmar, our research focuses on a population that may be subject to unique 

circumstances and constraints. The population of interest for this study comprises 

individuals residing in Yangon, Myanmar, who have purchased and used smartphones. 

Despite the recent disruptions, Yangon, Myanmar's largest city and a significant 

economic center, still offers valuable insights into our research questions. However, due 

to the increased cost of internet data and reduced access to electricity, which has slowed 

down online data collection, we had to revise our sample size to 200 respondents. This 

adjustment was made to ensure the feasibility of data collection under these challenging 

conditions. As a result, the author’s thesis advisor, Dr. Kittipoom Supamontri, 

suggested gathering half of the sample size.  

400 x 50% = 200 samples 

200 samples were collected for this study. 

  

3.5.1. Study Area  

The study area is Yangon, Myanmar's largest city and economic hub. Yangon 

is a vibrant and diverse urban center with a population of approximately 7.36 million 

people (as of 2021). The city is known for its cultural heritage, bustling markets, and 

rapid growth in various sectors, including the smartphone industry. Yangon comprises 

45 townships, each with unique characteristics and demographics. The townships cover 

many residential, commercial, and industrial areas, providing a diverse landscape for 

your research. 
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3.5.2. Study Population 

The study population is smartphone users in Yangon, Myanmar. Yangon is a 

large and diverse city with 45 townships, the study population consists of individuals 

residing in these townships who own and use smartphones. Smartphone users in 

Yangon represent various demographics, including different age groups, occupations, 

income levels, and educational backgrounds. They utilize smartphones for various 

purposes, such as communication, internet browsing, social media, entertainment, and 

accessing various mobile applications. 

 

3.6. The Sampling Technique 

Yangon region was purposively selected as the research setting due to its 

significance as a major urban center and hub of the smartphone industry in Myanmar. 

Within the selected region, the surveys were administered online, and the manual 

stratification method was employed before survey distribution, allowing the population 

to be categorized into distinct strata based on key demographic variables. This manual 

classification enabled a systematic division of respondents into relevant subgroups. 

Participants were randomly selected within each stratum using random number 

generators, ensuring unbiased representation. By strategically categorizing the 

population based on key demographic variables, including age and residential areas, the 

study ensured that each subgroup would be proportionately represented within the 

sample. Furthermore, the data collected through Google Forms will undergo rigorous 

validation and quality checks to enhance its reliability. 
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3.7. The Research Procedure and Timeline 

The research procedure for this study encompassed four distinct stages: 

1.  The initial stage involved an extensive review of primary information, which 

entailed gathering data from previous research studies, academic journals, books, 

and relevant theories. This comprehensive examination of the existing literature 

commenced in March 2020 and continued throughout March 2023. 

2.  Subsequently, the questionnaire for the study was created. Based on the collected 

and analyzed information. The questionnaire encompassed various sections, 

including demographic data, measurements of organizational environmental factors 

affecting job satisfaction, measurements of work-related factors contributing to job 

satisfaction, measurements of individual motivation influencing job satisfaction, 

and overall job satisfaction assessment. The questionnaire development process was 

completed by the end of May 2023. 

3.  The third stage involved testing the validity of the questionnaire with guidance from 

an advisor specializing in the field. Additionally, the validity of the survey was 

evaluated using Cronbach’s Alpha through a pilot test conducted with a sample of 

30 participants in June 2023. 

4.  The fourth stage encompassed distributing the questionnaires to the participants, 

who were instructed to complete all five sections of the questionnaire. The online 

questionnaires were disseminated at the beginning of June 2023. 

5.  Finally, in July 2023, the obtained information was processed and evaluated to 

derive research findings and study outcomes. 

  

 



38 
 

 

3.8. The Hypothesis Test and Data Analysis 

Hypotheses: 

H1: Customer satisfaction factors (consisting of product value, service quality, and 

customer service) have a significance on customers' repurchase behaviour. 

H2: Customer loyalty factors (consisting of customer trust, knowledge & expertise, and 

habit) have a significance on customers' repurchase behaviour. 

H3: Brand image factors (consisting of engagement and experience) have a significance 

on customers' repurchase behaviour. 
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Chapter 4 

Analysis and Findings 

This chapter discusses the research findings derived from statistical software 

analysis of data. To test the hypotheses, 200 replies were collected and examined. The 

analyzed data is presented in 6 parts: They are listed below: 

4.1. Analysis of demographic data 

4.2. Analysis of Customer Satisfaction Factors 

4.3. Analysis of customer loyalty factors 

4.5. Analysis of brand image factors 

4.6. Analysis of the relationship among customer satisfaction, customer loyalty, 

brand image, and repurchase behaviour. 

 

4.1. Analysis of Demographic Data 

The demographic data of the 200 respondents are presented in the table below. 

The collected data includes information on gender, age, marital status, education, 

occupation, monthly income, and the amount of time spent using a smartphone per day. 

The data for each variable are displayed in terms of frequency and percentage (%), 

allowing for a comprehensive understanding of the respondent characteristics. 
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Table 8 Demographics Data of 200 respondents (n=200) 

Demographic Data Frequency Percentage (%) 

1. Gender   

Male  

Female 

40 

160 

20% 

80% 

Total 200 100% 

2. Age   

18 - 34  

35 - 54 

55 Above 

159 

38 

3 

79.5% 

19% 

1.5% 

Total 200 100% 

3. Marital Status 

Single 

Married 

Divorced 

121 

75 

4 

60.5% 

37.5% 

2% 

Total 200 100% 
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4. Education 

5. Occupation 

Student  

Unemployed 

Employed 

Self-employed 

26 

21 

114 

39 

13% 

10.5% 

57% 

19.5 

Total 200 100% 

6. Monthly Income 

Less than 300,000 MMK 

300,000 - 900,000 MMK 

More than 900,000 MMK 

39 

70 

91 

19.5% 

35% 

45.5% 

Total 200 100% 

7. Smartphone usage time 

Less than and equal 2 hours 

More than 2 hours to 6 hours 

More than 6 hours 

18 

106 

76 

9% 

53% 

38% 

High School / Diploma 

Bachelor’s Degree 

Master’s degree or above 

12 

147 

41 

6% 

73.5% 

20.5% 

Total 200 100% 
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Total 200 100% 

 

Table 8 summarizes the demographic information of 200 respondents. The 

majority of participants were female (80%), with males representing (20%) of the 

sample. The study predominated respondents aged between 18 and 34 years (79.5%) 

and single individuals (60.5%). Furthermore, a significant proportion of respondents 

held a bachelor’s degree (73.5%) and were employed, with 57% reporting being 

currently employed. Additionally, 45.5% of the participants reported earning more than 

300 USD per month. Regarding smartphone usage, most respondents reported using 

their smartphones for more than 2 hours to 6 hours per day (53%). 

 

4.2. Analysis of Customer Satisfaction Factors 

The table presented in Table 9 showcases the analysis of customer satisfaction 

factors. It provides each sub-variable mean, standard deviation, and corresponding 

interpretation. The sub-variables considered within the analysis of customer 

satisfaction factors include, 

1. Product Quality 

2. Service Quality 

3. Reliability  
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Table 9 Mean and Standard Deviation of Customer Satisfaction Factors 

Sub-variables Mean Std. Deviation Interpretation 

1.1 Product Quality 3.8 0.794 Satisfied 

1.2 Service Quality 4.01 0.658 Satisfied 

1.3 Reliability 3.58 0.870 Satisfied 

Total 3.79 0.774 Satisfied 

 

Based on the findings presented in Table 9, it is evident that the respondents 

expressed a high level of satisfaction with the quality of the product (x̅ = 3.8, SD = 

0.794). Furthermore, the results indicate that the respondents displayed a considerable 

level of satisfaction with both the service quality (x̅ = 4.01, SD = 0.658) and reliability 

(x̅ = 358, SD = 1.870). In general, the average rating for customer satisfaction factors 

is 3.79, indicating a satisfactory level of overall satisfaction, with a standard deviation 

of 0.774. 

 

4.3. Analysis of Customer Loyalty Factors 

The table presented in Table 10 showcases the analysis of customer loyalty factors. 

It provides each sub-variable's mean, standard deviation, and corresponding 

interpretation. The sub-variables considered within the analysis of customer loyalty 

factors include, 

1. Emotional attachment 

2. Customer trust 
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3. Customer engagement 

  

Table 10 Mean and Standard Deviation of Customer Loyalty Factors 

Sub-variables Mean Std. Deviation Interpretation 

2.1 Emotional attachment 3.68 0.859 Unsatisfied 

2.2 Customer trust 3.72 0.889 Satisfied 

2.3 Customer engagement 3.73 0.766 Satisfied 

Total 3.71 0.838 Satisfied 

 

From Table 10, it is evident that the respondents expressed dissatisfaction with 

emotional attachment (x̅ = 3.68, SD = 0.859). On the other hand, the results indicate a 

high level of satisfaction with customer trust (x̅ = 3.72, SD = 0.889) and customer 

engagement (x̅ = 3.73, SD = 0.766). With a standard deviation of 0.838 and an overall 

average rating for customer loyalty criteria of 3.71, a satisfactory level of satisfaction 

is indicated. 

 

4.4. Analysis of Brand Image Factors 

The table presented in Table 11 showcases the analysis of Brand image factors. It 

provides each sub-variable's mean, standard deviation, and corresponding 

interpretation. The sub-variables considered within the analysis of Brand image factors 

include, 

1. Brand reputation 
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2. Brand identity 

3. Brand loyalty 

  

Table 11 Mean and Standard Deviation of Brand Image Factors 

Sub-variables Mean Std. Deviation Interpretation 

3.1 Brand Reputation  4.08 0.704 Unsatisfied 

3.2 Brand identity 3.96 0.786 Satisfied 

3.3 Brand loyalty 3.87 0.691 Satisfied 

Total 3.97 0.727 Satisfied 

 

From Table 11, it can be seen the respondents expressed dissatisfaction with the 

brand reputation (x̅ = 4.08, SD = 0.704). The results display a high level of satisfaction 

with brand identity (x̅ = 3.96, SD = 0.786) and highly valued brand loyalty (x̅ = 3.87, 

SD = 0.691). Overall, the average rating for brand image factors is 3.97, indicating a 

satisfactory level of satisfaction, with a standard deviation of 0.727. 

 

4.5. Analysis of Repurchase Behavior Factors 

The table below illustrates the respondents’ attitudes and sentiments regarding 

repurchase behaviour. Table 12 provides the mean and standard deviation of the 

dependent variable, repurchase behaviour.  
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Table 12 Mean and Standard Deviation of Repurchase Behavior Factors 

Dependent Variables Mean Std. Deviation Interpretation 

Repurchase behavior 3.79 1.810 Satisfied 

 

Table 12 presents the data regarding repurchase behaviour, comprising 8 

questions from the online questionnaire administered to the respondents. According to 

the data gathered for this study, the respondents were satisfied with their repurchase 

behaviour (x̅ = 3.79, SD = 1.810) and showed a tendency to do so within the Yangon 

smartphone market. 

  

4.6. Analysis of the relationship between customer satisfaction, customer loyalty, 

brand image factors, and repurchase behaviour 

This section of the study examines the association between the independent 

variables, namely customer satisfaction, customer loyalty, and brand image factors, and 

the dependent variable, which is repurchase behaviour. The statistical approach 

employed for this analysis is inferential statistics, specifically Binary logistic 

regression. This statistical technique assessed and determined the relationship between 

the variables under investigation. 

The data are presented in three parts: 

1. Analysis of the impact of customer satisfaction factors on customers' repurchases 

behaviour. 

2. Analysis of the impact of customer loyalty factors on repurchase behaviour. 

3. Analysis of the impact of brand image factors on customers' repurchases behaviour.  
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Table 13 Analysis of the impact of customer satisfaction factors on customers' 

repurchase behavior 

Customer 

Satisfaction 

Sub-variables 

b Beta t Sig Interpretation 

1.1 Product Quality 1.611 0.413 5.322 <0.001* Accepted 

2.2 Service Quality 1.215 3.446 3.466 <0.001* Accepted 

2.3 Reliability 0.016 0.038 0.038 0.970* Rejected 

  

Adjusted R-square = 0.357, F = 37.894, * p-value <0.05 

Independent variable = Customer satisfaction factors 

Dependent variable = Repurchase behaviour  

 

Table 13 shows the impact of customer satisfaction on repurchase behaviour. 

The research findings provide evidence supporting the hypothesis that customer 

satisfaction factors have a significant influence on repurchase behaviour. Out of the 

three sub-variables examined, two sub-variables receive support: product quality (p-

value <0.001) and service quality (p-value <0.001). However, the sub-variable of 

reliability (p-value = 0.970) does not receive support. Thus, among the three sub-

variables, significant observations are perceived in 2 sub-variables. Therefore, H1 is 

accepted. 
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Table 14 Analysis of the impact of customer loyalty factors on customers' 

repurchase behaviour 

Customer 

Loyalty Sub-

variables 

b Beta t Sig Interpretation 

1.1 Emotional 

attachment 

0.607 0.243 3.887 <0.001* Accepted 

2.2 Customer Trust 0.990 0.377 5.618 <0.001* Accepted 

2.3 Customer 

Engagement 

1.351 0.324 6.198 <0.001* Accepted 

 

Adjusted R-square = 0.694, F = 151.103, * p-value <0.05 

Independent variable = Customer loyalty factors 

Dependent variable = Repurchase behaviour  

 

The statistical investigation made to look at the connection between repurchase 

behaviour and customer loyalty elements is shown in Table 14. The research results 

provide support to the hypothesis that customer loyalty factors highly influence 

repurchase behaviour in the smartphone industry. The emotional attachment (p-value 

<0.001), customer trust (p-value <0.001), and customer engagement (p-value <0.001) 

sub-variables under the customer loyalty factors are all supported. The findings also 
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corroborate the second hypothesis, showing that factors affecting customer loyalty 

greatly impact repurchase behaviour. Therefore, H2 is accepted. 

 

Table 15 Analysis of the impact of brand image factors on customers' repurchase 

behaviour 

Brand Loyalty 

Sub-variables 
b Beta t Sig Interpretation 

1.1 Brand Reputation 1.329 0.317 3.873 <0.001* Accepted 

2.2 Brand Identity 0.720 0.354 4.432 <0.001* Accepted 

2.3 Brand Loyalty 0.954 0.226 3.763 <0.001* Accepted 

  

Adjusted R-square = 0.680, F = 141.844, * p-value <0.05 

Independent variable = Brand image factors 

Dependent variable    = Repurchase behaviour  

  

Table 15 displays the statistical analysis conducted to examine the relationship 

between brand image factors and repurchase behaviour in the smartphone industry. The 

research findings support the hypothesis that brand image factors significantly impact 

repurchase behaviour. All three sub-variables under brand image factors receive 

support: brand reputation (p-value <0.001), relationship with brand identity (p-value 

<0.001), and brand loyalty (p-value <0.001). Additionally, the results confirm the 
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support for the third hypothesis, indicating that brand image factors significantly 

influence repurchase behaviour. Therefore, H3 is accepted. 

Table 16 Summary of the Hypotheses Testing 

Hypothesis Result 

1. Customer satisfaction factors have a significance on 

customer repurchase behaviour 

 Accepted 

1.1 Product Quality Accepted 

1.2 Service Quality Accepted 

1.3 Reliability Rejected  

2. Customer loyalty factors have significance on customer 

repurchase behaviour 

Accepted 

2.1 Emotional attachment Accepted 

2.2 Customer trust Accepted 

2.3 Customer engagement Accepted 

3. Brand image factors have a significance on customer 

repurchase behaviour 

Accepted 

3.1 Brand Reputation Accepted 

3.2 Brand identity Accepted 
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3.3 Brand loyalty Accepted 

  

The findings of the hypothesis are fully summarized in Table 16. The results 

show that this study's three hypotheses were accepted. Moreover, apart from reliability, 

all other 8 sub-variables are accepted.  
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Chapter 5 

Discussion, Conclusion, and Recommendation 

5.1. Discussion 

5.1.1. Discussion on Descriptive Finding 

Around 79.5% of respondents are between 18 and 34 years old, and 60.5% are 

single individuals. The younger population seems to have a significant role in the 

smartphone market in Yangon. It’s probable that younger people are more proficient in 

technology and have higher expectations for smartphone features and functionalities. 

According to a survey of American adults, 61% of those 65 and older and 96% of those 

between the ages of 18 and 29 own smartphones (Michelle Faverio, 2022, January 13). 

Another American study revealed that more single than married people own 

smartphones (CISION, 2012, November 29). To increase repurchase behaviour, 

businesses may need to concentrate on innovation and catering to this age group’s 

interests. 

The fact that women made up most of the study’s participants (80%) points to a 

higher level of interest or participation among women in Yangon’s smartphone market. 

This finding may have consequences for smartphone manufacturers and marketers that 

want to target this group with their products or marketing efforts. According to research, 

In most nations, men and women use technology, such as smartphones, the Internet, 

and social media, at roughly equal rates (Laura Silver, 2019, February 5). The fact that 

57% of participants were working and 73.5% had bachelor’s degrees suggests that the 

smartphone sector attracts educated and employed people. This result is comparable to 

an investigation conducted in the US, which indicated that higher education level is 
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associated with higher smartphone ownership rates. In the US, 93% of those with a 

college degree or higher reported owning a smartphone (Federica Laricchia, 2022, 

December 6). It implies that expensive smartphone services and features may be aimed 

at a higher income group while also highlighting the significance of functional 

efficiency to satisfy the needs of working people. 

For market segmentation, the data that 45.5% of respondents said they made 

more than $300 per month may be important. Depending on the consumers’ purchasing 

power, smartphone businesses may think about providing a variety of devices at various 

price points to appeal to both mid-range and high-end customers. According to a study 

using secondary data from 189 countries, income level is a key factor in the diffusion 

of smartphones and affects both smartphone purchasing and diffusion (Maral Jamalova, 

2019, October). 

Smartphones have become crucial to participants’ everyday lives because 53% 

use them for more than 2 to 6 hours a day. This result is consistent with an investigation 

that revealed that in 2023, the average American would spend 5 hours and 24 minutes 

per day using a mobile device, checking it an average of 96 times per day, or once every 

ten minutes (Zippia, 2023, April 3). This high usage rate can signify a strong emotional 

dependency on or attachment to smartphones, which could benefit brand loyalty and 

repurchase behaviour. Businesses should keep enhancing the user experience and 

developing features that increase engagement over time. 

 

5.1.2. Discussion on Analytic Finding 

Customers are more likely to repurchase smartphones when they believe the 

product is of great quality and receives outstanding service, as shown by the positive 
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and significant beta coefficients for Product Quality (b = 1.611, p-value < 0.001) and 

Service Quality (b = 1.215, p-value < 0.001). This result aligns with studies in Thailand 

and America, which discovered that product attributes like quality and ease of use could 

affect smartphone repurchase behaviour (Orose Leelakulthanit, 2012, October) (Hong 

Joo Lee, 2020, August 6). Another research conducted in Indonesia and the USA 

demonstrated that better service quality can raise customer satisfaction and repurchase 

intentions. Customers are more inclined to make repeat purchases when they are 

satisfied with the service quality (Paulo Rita, 2019, October). This result emphasizes 

the significance of constant innovation in product functionality, features, and design 

and spending money on customer service to meet or exceed customer expectations. 

Interestingly, the sub-variable Reliability had no discernible effect on 

customers’ propensity to repurchase (b = 0.016, p-value = 0.970). According to a recent 

study, brand reputation is associated with reliability. Recurring customers who value 

the reliability of their devices are more inclined to purchase from brands with a 

reputation for producing reliable smartphones (Orose Leelakulthanit, 2012, October). 

Although maintaining a reliable product is important, buyers in Yangon may value other 

aspects, such as product quality and service, more than reliability when deciding 

whether to make another purchase. Additional research into the individual facets of 

reliability and how customers perceive it might be beneficial for a more complete 

understanding. 

Emotional attachment significantly influences customer repurchase behaviour 

(b = 0.607, p-value < 0.001). Customers are more likely to remain with a smartphone 

brand when they emotionally connect with it, regardless of alternative possibilities. To 

increase client loyalty, smartphone manufacturers should concentrate on establishing 
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emotional ties through targeted marketing, unique experiences, and brand storytelling. 

According to a recent Chinese study, emotional attachment to a brand can elicit pleasant 

emotions like warmth, affection, and passion. Strong connections and brand Affection 

require attachment, and the more attached someone is to a brand, the more affectionate 

they are toward that brand  (Yi Ding, 2022, August 22). 

Additionally, a significant predictor of repurchase behaviour is customer trust 

(b = 0.990, p-value < 0.001). A high level of customer trust in a smartphone brand 

translates into repeat purchases, as customers feel confident in the brand’s products and 

services. Building trust requires consistent product quality, reliable customer support, 

and transparent business practices. The finding is similar to the result of a study 

conducted in Thailand, which revealed that brand trust is a characteristic that can 

influence consumer satisfaction and emotional loyalty, which in turn may influence 

repurchase behaviour (Nitthan Phatichoti, 2022).  

Customer engagement (b = 1.351, p-value < 0.001) is another essential driver 

of brand loyalty and repurchase behaviour. Customers who are actively involved with 

a brand are more likely to feel a connection to it and show loyalty to it. The finding is 

consistent with studies showing that consumer engagement in mobile apps has a 

favourable impact on customer equity, which enhances the likelihood of repurchasing 

(Mia Hsiao-Wen Ho, 2020, December) (Henry Chung, 2020, December). Smartphone 

companies can increase client engagement through interactive marketing efforts, 

community-building programs, and user-centered product development. 

Brand Reputation is crucial in promoting brand loyalty and repeat purchases (b 

= 1.329, p-value < 0.001). According to a study undertaken in Jakarta, brand reputation 

is associated with product price and quality, which can influence repurchase decisions 
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(Dandy Hafidh Fauzi, 2021, August). Past interactions, client feedback, and general 

brand perception all contribute to a good brand reputation. For businesses to maintain 

and develop their brand reputation, they must invest in it. 

The positive association between brand identification and repurchase behaviour 

is shown by the multiple linear regression analysis’s coefficients of 0.720 (p-value 

<0.001) for brand identity. The study's finding aligns with the result of a study done in 

China, which found that brand identity can influence product attitude and brand 

repurchase behaviour (Wanjing Jiang, 2022, April). Smartphone companies that invest 

in creating and expressing a clear and distinct brand identity are likely to see a rise in 

customer loyalty and repurchase rates. By consistently conveying an engaging brand 

story and reinforcing their brand identity through numerous marketing channels, the 

companies may build a strong emotional connection with customers, motivating them 

to stay loyal and choose the brand for future smartphone purchases. 

Additionally, Brand Loyalty itself emerges as a significant indicator of 

repurchase behaviour (b = 0.954, p-value < 0.001). The finding matches up with 

research findings that demonstrate that repurchase behaviour is linked to acquiring the 

same brand or model. This implies that brand loyalty can affect the decision to 

repurchase (Hong Joo Lee, 2020, May) (Dandy Hafidh Fauzi, 2021, August). This 

showed that brand-loyal customers are more likely to keep buying smartphones from 

the same company in the future. As a result, encouraging initial brand loyalty becomes 

an essential strategy for long-term client retention and profitability. 
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5.2. Conclusion 

The descriptive analysis identified numerous major characteristics of the survey 

respondents. The majority of respondents (80%) were female, and most participants 

(79.5%) were between the ages of 18 and 34 and were single (60.5%). Particularly, a 

significant proportion of respondents (73.5%) had a bachelor’s degree, and a significant 

number (57%) were working and earning more than 300 USD per month (45.5%). In 

addition, 53% of respondents said they used their smartphones for more than 2 to 6 

hours daily. 

According to the data, customer repurchase behaviour in Yangon, Myanmar’s 

smartphone market is substantially influenced by product and service quality. 

Customers are more likely to repurchase smartphones when they perceive the product 

as high quality and experience excellent service from the smartphone brands. 

Unexpectedly, the sub-variable Reliability did not demonstrate a material influence on 

repurchase behaviour. More research may be required to completely understand the 

specific elements of reliability that the study did not cover and their possible 

consequences. 

The results showed that the consumer loyalty sub-variables significantly 

influenced brand loyalty and repurchase behaviour. Customers’ propensity to 

repurchase products positively correlated with emotional attachment, trust, and 

engagement. Emotional Attachment indicates the relationship that customers form with 

a brand, while Customer Trust indicates customers' confidence in a brand’s products 

and services. Moreover, active Customer Engagement with the brand drives customer 

loyalty and repurchase intentions. 
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The analysis emphasized the importance of brand-related factors in influencing 

repurchase behaviour. Brand Reputation, reflecting the overall perception of the brand 

among customers, significantly impacts brand loyalty and repurchase behaviour. 

Customer loyalty improved because of a strong brand reputation. Similarly, Brand 

Identity, which represents the distinctiveness and resonance of a brand’s identity with 

customers, was also significantly influenced brand loyalty and repurchase behaviour. 

Brand-loyal customers were likelier to continue buying new devices from the same 

brand. 

 

5.3. Strength 

1. The topic of the study is highly relevant in today’s fast-evolving smartphone 

industry, where customer satisfaction, loyalty, and brand image are crucial for 

market success. Understanding repurchase behaviours in this context can provide 

valuable insights for smartphone companies seeking to improve customer retention 

and brand loyalty. 

2. The study encompasses a broad range of independent variables, including 

demographic factors, smartphone usage, customer satisfaction, customer loyalty, 

and brand loyalty factors. This comprehensive strategy facilitates greater 

comprehension of the multifaceted nature of customer repurchase behaviour. 

3. Using multiple linear regression for analysis is an appropriate and widely used 

statistical method for studying the relationship between multiple independent 

variables and a continuous dependent variable. This method allows for controlling 

potential confounding factors and drawing meaningful conclusions. 
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4. The study combines marketing, consumer behaviour, and brand management 

concepts, providing a holistic view of the factors influencing customer repurchase 

behaviour in the smartphone industry. This interdisciplinary approach enhances the 

study’s richness and relevance. 

5. Through the discussion and recommendations, the study provides valuable guidance 

for future research in the smartphone industry. Identification of potential areas of 

exploration will pave the way for further studies to deepen the understanding of 

customer behaviour and brand loyalty. 

 

5.4. Limitation 

1. The study’s sample might not fully represent the entire smartphone market in 

Yangon, Myanmar. As most participants were female (80%), it could potentially 

lead to gender bias and may not fully capture the perspectives of male consumers. 

Similarly, the age distribution might not fully represent older or younger age groups. 

2. A cross-sectional design was used for the study, which records data at a specific 

point in time. A longitudinal approach, tracking participants over an extended 

period, could provide more in-depth insights into customer behaviour and loyalty 

changes over time. 

3. The results of polls may be influenced toward social desirability and have difficulty 

recollecting. Participants may tend to provide answers they perceive as socially 

acceptable or might not accurately remember past behaviours, affecting the 

reliability of the responses. 
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4. Participants may tend to provide answers they perceive as socially acceptable or 

might not accurately remember past behaviours, affecting the reliability of the 

responses. 

5. The study focused solely on the smartphone industry in Yangon, Myanmar, which 

could restrict the ability to generalize its outcomes to other regions or countries with 

different cultural, economic, and market dynamics. 

6. Despite employing multiple linear regression to control for confounding variables, 

there might be unmeasured factors that could influence the relationships between 

independent variables and repurchase behaviour. 

 

5.5. Recommendation 

1. Prioritize continuous improvement in product design, features, and functionalities, 

given the importance of Product Quality and Service Quality on customer 

repurchase behaviour. Additionally, invest in exceptional customer service to build 

positive customer experiences and foster brand loyalty. 

2. Recognizing the influence of Emotional Attachment on repurchase behaviour, focus 

on creating emotional connections with customers. Implement personalized 

marketing campaigns, loyalty programs, and brand storytelling to establish strong 

emotional bonds that encourage repeat purchases. 

3. Transparent business practices, reliable products, and consistent service are critical 

for gaining and maintaining customer trust. The trust of consumers will be enhanced 

by a brand’s ability to be trusted, improving brand loyalty and repurchase intentions. 

4. Regularly get customer feedback through surveys, reviews, and interactions on 

social media. Review the comments to find areas that may be improved based on 



61 
 

 

and respond quickly to client concerns. Being responsive increases client pleasure 

and builds loyalty. 

5. Instead of focusing on short-term gains, prioritize long-term consumer connections. 

Keep existing consumers a priority since it saves money and encourages brand 

loyalty. 

6. Suggest comparing studies across different cultures and locations in Myanmar to 

understand how cultural factors affect brand loyalty and repurchase behaviour. 

Investigate whether brand perceptions, emotional attachments, and trust differ 

among various demographic groups and areas of Yangon. Smartphone companies 

can modify their marketing and branding tactics to appeal to various customer 

preferences by being aware of these cross-cultural distinctions. 

7. Conduct a longitudinal study to analyze changes in brand loyalty and repurchase 

behaviour trends within the Yangon smartphone market over several years. Analyze 

the long-term effects of changing consumer tastes, new smartphone brand 

introductions, and technology improvements on customer loyalty. With the help of 

this study, businesses will be able to modify their plans considering the study’s 

insightful revelations about the constantly changing character of the smartphone 

sector. 
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Appendix 

 

Questionnaire 

 

Research Title: THE IMPACT OF CUSTOMER SATISFACTION, CUSTOMER 

LOYALTY, AND BRAND IMAGE FACTORS TOWARDS REPURCHASE 

BEHAVIORS IN THE SMARTPHONE INDUSTRY. 

 

Part 1: Demographic Data 

Directions: Please choose ( ) the answer that matches your information 

1. Gender:  

o Male 

o Female 

o Other 

 

2. Age: 

o ------ year old (Complete year according to NEC) 

 

3. Marital Status: 

o Single 

o Married 

o Divorced  

 

4. Education: 
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o Highschool/ Diploma 

o Bachelors’ Degree 

o Master’s Degree or above 

 

5. Occupation 

o Student  

o Employed 

o Self-employed 

o Unemployed 

 

6. Monthly Income: 

o Less than 300,000 MMK 

o 300,000 – 900,000 MMK 

o More than 900,000 MMK 

 

7. How often do you use your smartphone on a typical day? 

o Less than and equal 2 hours  

o More than 2 hours to 6 hours  

o More than 6 hours   
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Part 2: Factors of customer satisfaction  

 

Part 3: Factors of customer loyalty 

Customer Satisfaction Factors Extremely 

Disagree 

Disagree Neutral Agree Extremely 

Agree 

1. I find the overall performance of 

my smartphone to be extremely 

satisfying. 

     

2. The battery life of my smartphone 

is satisfactory to me. 

     

3. Please rate the following 

statements based on your 

experiences with your current 

smartphone using a scale from 1 to 

5. 

     

4. I like the camera performance and 

image quality of my smartphone. 

     

5. I enjoy my smartphone's 

functionality and user interface. 

     

Customer Loyalty Factors Extremely 

Disagree 

Disagree Neutral Agree Extremely 

Agree 

1. I would recommend my current 

smartphone to friends and family. 
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Part 4: Factors of brand image  

2. I am likely to purchase another 

smartphone from the same brand in 

the future. 

     

3. I have a strong emotional connection 

to my current smartphone brand. 

     

4. I am willing to pay a premium price 

for my current smartphone brand over 

other competitors. 

     

5. I have been a loyal customer of my 

current smartphone brand for a 

significant amount of time. 

     

6. I actively seek out information and 

updates about my current smartphone 

brand. 

     

7. I would choose my current 

smartphone brand even if other brands 

offer similar features and 

specifications. 

     

8. I feel a sense of pride and satisfaction 

in using my current smartphone 

brand. 
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Brand Image Factors Extremely 

Disagree 

Disagree Neutral Agree Extremely 

Agree 

1. My current smartphone brand is 

known for its quality and reliability. 

     

2. My current smartphone brand is 

associated with innovation and 

cutting-edge technology. 

     

3. My current smartphone brand is 

perceived as a premium and high-

end brand. 

     

4. My current smartphone brand has a 

strong and recognizable logo and 

visual identity. 

     

5. My current smartphone brand has a 

positive reputation and image in the 

market. 

     

6. My current smartphone brand is 

associated with good customer 

service and support. 

     

7. My current smartphone brand has a 

distinctive and memorable brand 

personality. 
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Part 5: Repurchase behavior 

 

8. My current smartphone brand is 

perceived as a socially responsible 

and ethical company. 

     

Repurchase Behavior Factors Extremely 

Disagree 

Disagree Neutral Agree Extremely 

agree 

1. I am likely to repurchase a 

smartphone from the same brand in 

the future. 

     

2. I have previously repurchased a 

smartphone from the same brand. 

     

3. I consider the brand reputation and 

image when deciding to repurchase 

a smartphone. 

     

4. I have recommended my current 

smartphone brand to others, which 

could lead to repurchase. 

     

5. I am satisfied with my current 

smartphone and therefore more 

likely to repurchase from the same 

brand. 
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6. I have formed a strong attachment 

to my current smartphone brand and 

therefore am more likely to 

repurchase from the same brand. 

     

7. I perceive the value of my current 

smartphone to be high, which 

makes me more likely to repurchase 

from the same brand. 

     

8. I have had a positive experience 

with customer service and support 

from my current smartphone brand, 

which makes me more likely to 

repurchase from the same brand. 
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