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Finding out the antecedents of brand loyalty is an interesting topic. The paper’s target is
answering the question “Do consumer value and consumer-brand identi cation lead to
consumer’s loyalty with the brand and positive electronic word of mouth in the context of
smartphone market in Ho Chi Minh City?”. The authors used the PLS-SEM (Partial least
squares structural equation modeling) to verify the relationship between independent variables
and dependent variables using data collected from 320 smartphone users. The study shows
that proposed antecedents have in uences on dependent constructs. Such discoveries have
both theoretical and practical implications. In theory, they support the theory of consumer
value and the approach of brand identi cation. In practice, smartphone producers should
provide gadgets with excellent performance and unique identity to keep consumers’ loyalty.
As a result, companies will have active ambassadors for their brand.
.H RU V Consumer value, Brand identi cation, Brand loyalty, Electronic word of mouth,
6PD 3/6
,QWUR

FWLRQ

The competition in the smartphone markets is becoming stronger and stronger not only
in Vietnam but also around the world (Mishra, 2018). How to keep customers’ loyalty to
buy again or to recommend others buying their products is an important question for every
smartphone producer. Consumer’s loyalty brings numerous advantages for organizations such
as better market shares or pro ts. Loyal customers often have positive word-of-mouth, easily
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accept the premium price or resist o ers from other companies (Chaudhuri and Holbrook,
6KDQND HW DO , 2003; Thu and Nhung, 2019). According to the consumer value theory,
people will be loyal to a brand when they perceive products’ value (Kim HW DO , 2011; Sweeney
and Soutar, 2001). According to Hansen HW DO (2013), the outstanding value of a product or
service recognized by customers will lead to their loyalty with a brand. Obviously, when
people buy a product, they will consider the value they might receive. For smartphones,
especially agship ones, they could be categorized as luxurious goods, therefore, customers
will compare carefully the values they receive and the cost they pay. Furthermore, the
identi cation approach pointed out that brand loyalty was also in uenced signi cantly by
consumer-brand identi cation (Bhattacharya and Sen, 2003). People connect themselves
and the brand when they nd the similarity between them and the product/service’s features
(Stokburger-Sauer HW DO , 2012). A smartphone might provide some ideas for other people
about the owner. For example, a person who owns a Samsung Galaxy Note can be seen as an
LQQ D L H SH V Q
KH V
Thanks to the theory of consumer value and the approach of brand identi cation,
the research analyzes the impacts of brand identi cation and consumer value on brand
loyalty. Moreover, the authors examine the in uences of brand loyalty with one of its vital
consequences: electronic word-of-mouth. Electronic word of mouth (eWOM) is an uno cial
way of communication that a ects customers’ buying decisions via the Internet (Cheung and
Thadani, 2012). For the smartphone market, eWOM is very popular. Customers often use
smartphones to access the Internet and social network, therefore, they can share their feelings
and experiences about the smartphone they use.
The contributions of this paper are twofold. Firstly, it analyzes the simultaneous impacts of
brand identi cation and consumer value on brand loyalty while previous researches studied
independently the impacts of two essential antecedents on consumer’s loyalty with a brand.
Secondly, several researchers recognized the “consumer value” as a second order. Nevertheless,
they just analyzed the direct relationship of the rst order constructs that belong “Consumer
value” with other constructs. Using the second order construct with the independent variable
“Consumer value” helps to reduce the complication of the research model.
%DFNJUR Q
H R

HSW D L DWLR RI H

D LDE H

%UDQG OR DOW
“Brand loyalty refers to the deeply bonded relationship between a brand and its consumers,
and consumers’ intention to continue to use or repurchase the preferred brand products in
the future, despite the marketing e orts of competitive brands to lure consumers for brand
switching” (Oliver, 1999). According to Oliver (1999), a consumer’s loyalty has a fourstage framework: cognitive, a ective, conative, and action loyalty. This element will bring
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The development of information technology led to eWOM (Cheung and Lee, 2012). Hennig7KX DX HW DO (2004) de ne eWOM as “any positive or negative statement made by potential,
actual or former customers about a product or company that is made available to a multitude
of people and institutions via the Internet”. There are numerous online tools where people
share their opinions (Luo and Zhong, 2015). Facebook or Instagram are perfect examples.
eWOM has speci c characteristics in comparison with traditional WOM because of the
expansion of information technology. One of these characteristics is the multi-way exchange
of information. Positive eWOM communication is proved as a prominent promotional tool
(Chu and Kim, 2011). It is essential to understand that buyers believe information shared by
others rather than the information provided by the marketers (Kim HW DO , 2015).
HR HWL D I DPH R
&RQV PHU DO H WKHRU
The value that customers perceived from a brand is an important key of a successful transaction,
and customers’ repurchase is in uenced by what they perceived (Holbrook, 1994). People
continue to buy the same product instead of nding a new one if they experience a product
positively (Anderson and Srinivasan, 2003). Initially, researchers agreed that the product’s
values are equivalent to functional values. It means that consumers highly appreciate useful
functions of a product and they will be loyal when producers can provide products with as
much as functions possible. Later, other values of a product are recognized such as emotional,
social, conditional and epistemic value (Sheth HW DO , 1991). Despite the di erent classi cation
I D XH SHV .D MD X
HW DO , 2012; Pihlström and Brush, 2008), the functional, emotional,
DQ V FLD D XHV D H KH P V S SX D SD I FXV PH D XH
2.2.2 Brand identi cation approach
Brand identi cation is de ned as “consumers share the same self-de nitional attributes with
a brand” (Lam HW DO , 2010). According to this statement, a brand has a speci c identity/
personality (Stokburger-Sauer HW DO , 2012). Prior studies provided two techniques that support
consumer-brand identi cation. The rst one is the requirement of solidity. When people
perceived the similarity between them and a brand, they will have a closer relationship with
the brand (Lam HW DO , 2010). The demand of self-esteem is the second technique. Buyers think
DSS S LD H S XF V PLJK LPS H KHL VH I LPDJH H HW DO , 2012). Consumers feel more
con dent when they buy and use ideal products (Kressmann HW DO , 2006).
SRWKHVHV
A smartphone is a high technology product. It can provide all three kinds of value (functional,
emotional, and social value) to users. Nowadays, a smartphone can replace several gadgets.
For example, people can use functions of watch, compass, and calculator on smartphones,
thanks to the powerful processor (Liao and Hsieh, 2013; Park and Han, 2013). Obviously,
with numerous components, a smartphone provides good functional bene ts to users.
2

2

2

2 20

0

0

RO

R

Moreover, users also perceive the value of emotion like joyfulness or recreation when they
use smartphones daily (Alba and Williams, 2013; Arruda Filho HW DO , 2010). Furthermore,
smartphones’ beautiful appearance also brings emotional value to users (Liao and Hsieh,
2013). Finally, smartphones bring social value to owners. In Vietnam, the rst reason people
buy iPhones is that this product is very expensive and it is appropriate for their society
(ShopDunk, 2020). It is clear that the higher value people perceive, the greater brand loyalty
buyers have with that brand (Pihlström and Brush, 2008). Hence, the impact of consumer
value on consumer’s loyalty to a brand is hypothesized as follows:
&RQV PHU DO H SRVLWL HO UHODWHV WR EUDQG OR DOW
A smartphone is a good gadget for self-identity expression (Walsh HW DO , 2010). Smartphone
brands have speci c characteristics that support the owners’ identity (Lam HW DO (2010).
For example, people who have high incomes often buy iPhone products while people who
are innovative prefer a Samsung Note product. Therefore, the authors suppose that brand
identi cation leads to consumers’ loyalty with a brand. The second hypothesis is as follows:
H2: Brand identi cation in uences positively on brand loyalty.
It is essential to understand that people will have positive emotion with the brand which
they become loyal to (Dick and Basu, 1994). The brand is more approachable in loyal
customers’ minds. Loyal customers might have associations with a brand, which come from
wonderful direct involvement (Baumgartner HW DO , 1992; Thanh HW DO , 2020). Therefore, when
loyal consumers contact others, they easily share positive feelings and experiences with the
brand. Moreover, in the era of the Internet and social networking, people can share their
thinking extensively. As a result, the hypothesis about the connection between brand loyalty
and eWOM is as follows:
%UDQG OR DOW SRVLWL HO UHODWHV WR H:20
0HWKR RORJ
The authors used a quantitative methodology to evaluate the proposed relationships
between the variables. The authors also inherit items from previous researchers. Firstly, the
HVHD FK I .LP HW DO (2011) o ered items of consumer value. Three indicators of Brand
identi cation were adopted from Stokburger-Sauer HW DO (2012). Four items of Brand
loyalty were adopted from Anderson and Srinivasan (2003) and Zeithaml HW DO (1996).
Finally, the research of Hsieh and Tseng (2017) provided three items for Electronic word
of mouth. Furthermore, the authors used a ve-point Likert-type scale with a minimum
of 1 (strongly disagree) and a maximum of 5 (strongly agree) to evaluate indicators. A
questionnaire was established to gather customers’ primary data in Ho Chi Minh City.
This city market brings the most turnover for not only smartphone sellers but also of
other sellers. Therefore, a survey in the most crowded metropolitan of Vietnam is more
necessary for businesspeople.
RO

R

2

2

2

2 20

0

0

)LJ UH

7KH S S VH

HVHD FK P H

The survey has two stages. Firstly, the authors run a pilot with 56 respondents who are
close friends and using smartphones. Checking the reliability and validity of indicators is the
PDLQ D JH I KLV SL
7KH DX K V D V F Q DF H HVS Q HQ V FKHFN KH PHDQLQJ I KH
questionnaires and to revise the questionnaires (if necessary). Next, the authors did an o cial
survey. The authors collected 320 questionnaires for analysis.
7KH DX K V DSS LH D F Q HQLHQ VDPS LQJ PH K
7KH DX K V HFL H
PDNH D
survey on the Internet. The link to the survey was sent to the community of people who use
smartphones. With the software SmartPLS, the number of 200 respondents is satis able for
analysis, (Hair HW DO , 2017), however, based on experience, the authors decided to collect
P H KDQ
VDPS HV
The Partial least squares structural equation modeling (PLS-SEM) was used with SmartPLS
version 3.2.8. PLS-SEM has more advantages when compared to CB-SEM. It is: (1) Suitable
when the size of sample is small; (2) Suitable when the normality of the distribution of the
variables is not perfect; (3) Appropriate when conceptual framework is complex (Hair HW DO ,
2017). PLS-SEM includes evaluating the measurement and the structural model.
5HV OWV
4.1 Respondents’ pro les
The majority of the respondents were less than 35-year-old (80%), and had bachelor’s degrees
and above (84%). A quarter of reviewees earned less than 300 USD/month, and less than 700
USD/month was the popular salary of respondents as shown in the Table 1.
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7DEOH

Respondents’ pro les
Demographic pro le of respondents
)UHT HQF
SHRSOH

ULWHULD
HPD H
Gender

3HUFHQW

174

54

146

46

From 25 to 34

140

44

From 35 to 44

40

0D H
7RWDO
Under 25

Age band

From 45 to 54

4

Over 55

4

7RWDO
LJK VFK

49

College/University
Education

3 V J D XD H

19

Others
7RWDO
O cer

19

7HFKQLFD SH V QQH

40

6D HV
Occupation

0DQDJH

47

Public servant

40

Others

46

14

7RWDO
Less than 300 USD/month
Income band

24

From 300 to 700 USD/month

146

From 700 to 1200 USD/month

69

46

Over 1200 USD/month
7RWDO
6R UFH
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P KH VX H
R

2

2

2

2 20

0

0

7DEOH

6 D LV LFV I VPD SK QHV XVLQJ

%UDQ QDPH

1R

L3K QH

47

6DPVXQJ

90

6 Q

4

1 NLD

4

LG
Oppo

9

;LD PL
Other

9

7RWDO
6R UFH

P KH VX H

From Table 2, it is essential to note that Apple product (iPhone) is the rst choice of
Vietnamese consumers, followed by Samsung, a Korean brand name. These two brand names
accounted for 73% of the statistic. No other smartphone brand name accounted for more than
10%. This fact supports the opinion that the Vietnamese smartphone market is very attractive,
however, it is dominated by a few giants (Zingnews, 2014).
5H

W D G GL

LR

Customer value is the second order construct that has three rst order constructs (Functional
value, Social value, Emotional value) (Kim HW DO , 2011). Thanks to the software SmartPLS,
KH DX K V FDQ HD KLV F QV XF DV D VHF Q
H F QV XF
KH SV KH P H I HVHD FK
HDFK SD VLP Q
It is necessary to analyze the relationship between the second order construct and its
rst order constructs before assessing the in uences of independent variables on dependent
variables.
4.2.1 Assessment of the relationship between the second order construct and its rst order
FRQVWU FWV
The authors verify the indicator reliability, the internal consistency, the convergent validity,
DQ KH LVF LPLQDQ D L L
Outer loading, CR, and AVE information of indicators are presented in Table 3. The
authors used the outer loading value to evaluate the items’ reliability. According to Bagozzi
HW DO (1991), we should remove items that have the outer loading value which are below
0.4 and keep others which are higher than 0.7 from the constructs. Furthermore, when
items have other outer loadings value, we just remove them if this decision improves the
composite reliability or the average variance is extracted. From the information in Table
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3, the authors kept only 13 indicators and removed 9 indicators. With the CR value higher
than 0.7, all constructs achieve the internal consistency (Hair HW DO , 2017). Thanks to the
AVE value higher 0.5, it is possible to conclude that all variables have convergent validity
DL HW DO , 2017).
7DEOH

Variables’ information
2 WHU ORD LQJ
)LUVW RU HU 6HFRQ RU HU
FRQVWU FW
FRQVWU FW

9DULDEOHV
A1. Functional value (FUV)

5

9(

2 WHU
HLJKW

0.922

FUVA1

0.917

FUVA2

0.932

0.514

FUVA3
FUVA4
A2. Social value (SOV)
SOVA1

0.408

SOVA2

0.896

0.824

0.416

SOVA3 (R)

0.345

SOVA4
A3. Emotional value (EMV)

0.916

0.845

EMVA1
EMVA2 (R)
EMVA3

0.917

EMVA4

0.922

A. Customer values (VALUES)
&XV PH D XHV LV D VHF Q
H
F QV XF KD KDV VD LVIDF
LQ LFD V
from its rst order constructs: Functional
value, Social value, and Emotional value.

0.922

B. Brand identi cation (BRID)

0.904

BRID1
BRID2

0.906

BRID3

0.911

0.544

C. Brand loyalty (BRL)

0.906

BRLO1
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Variables’ information FRQWLQ HG
2 WHU ORD LQJ
)LUVW RU HU 6HFRQ RU HU
FRQVWU FW
FRQVWU FW

9DULDEOHV

5

2 WHU
HLJKW

9(

BRLO2
BRLO3

0.910

BRLO4

0.910

0.549

D. Electronic word of mouth (EWOM)

0.903

EWOM1

0.902

EWOM2

0.913

EWOM3
,WHPV DUH UHPR HG IURP WKH FRQVWU FWV

GHQRWHV WKDW DQ LWHP LV LQ D UH HUVH IRUP

6R UFH Result of SmartPLS analysis

HTMT ratio is an appropriate criterion to check the discriminant issue. When HTMT ratio
is lower than 0.900, it is conclusive that all variables achieve discriminant validity (Henseler
HW DO , 2014). It is unnecessary to assess the discriminant validity between the construct
“Customer values” and its rst order constructs (Sarstedt HW DO , 2019). The information in
Table 4 con rms the di erence between the constructs.
7DEOH

707 D L
9

D XHV
XQF L QD D XH
6 FLD D XH
A3. Emotional value
B. Brand identi cation
& DQ
D
D. Electronic word of mouth

8(6

)81

62 ,

(027

%,'

% 2

0.797
0.814
0.896
0.879

0.797

0.797
0.814

0.846

6R UFH Result of SmartPLS analysis

( DO DWLQJ WKH PHDV UHPHQW PRGHO
Thanks to the information in Table 3 and Table 4, it is conclusive that all four constructs
achieve the convergent and the discriminant validity while the indicators have reliability and
F QVLV HQF
( DO DWLQJ WKH VWU FW UDO PRGHO
It is necessary to evaluate six issues: the collinearity issues, the signi cance and relevance
of the structural model relationships, the level of R2, the e ect size of f2, the predictive
relevance Q2, and the e ect size of q2. We ran the complete bootstrapping on the model with
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5000 subsamples (no sign changes), with the option of the Bias-Corrected and Accelerated
(BCA) bootstrap and the test type of two-tailed.
7DEOH

QQH

D XHV
9

8(6

%,'

% 2

:202

D XHV
B. Brand identi cation
&
DQ
D
D. Electronic word of mouth
6R UFH Result of SmartPLS analysis

According to Table 5, all inner VIF values which are less than 5 mean the model does not
KD H F LQHD L LVVXHV DL HW DO , 2017).
7DEOH

Path coe cient and P-value

SRWKHVLV

RQWHQW

3 9DO HV

Coe cient

VALUES  BLOY

RQFO VLRQ
6XSS

H

 BLOY

0.189

6XSS

H

BLOY  WOMO

0.695

6XSS

H

6R UFH Result of SmartPLS analysis

P value is popularly used to evaluate the signi cant levels. According to the information in
Table 6, it can be said that all three hypotheses are supported when all p values are zero, less
than 5%. The results in Table 6 show that both two exogenous constructs “Customer values”
and “Brand identi cation” have positive impacts on the endogenous latent variable “Brand
loyalty” but “Customer values” has greater impacts than “Brand identi cation” when the
coe cient value is greater (0.602 in compared with 0.189). Finally, the results determine that
Electronic word of mouth is a ected by Brand loyalty.
7DEOH

R-square and Q-square values

9DULDEOHV
&

DQ

5
D

D. Electronic word of mouth

0.483

HYHO RI SUH LFWLYH
DFF UDF

4

3UH LFWLYH
UHOHYDQFH

0

HDH

0.450

Signi cant

0

HDH

0.374

Signi cant

6R UFH Result of SmartPLS analysis

Beside the path coe cient, researchers want to know how the exogenous constructs
in uence the endogenous. The R D XH LV D F L H L Q DVVHVV KLV L HD 1XPH XV HVHD FKH V
agreed that the gures of 0.25, 0.50, or 0.75, respectively, express the weak, moderate, or
substantial in uences of exogenous constructs on an endogenous construct (Hair HW DO , 2011;
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HQVH H HW DO , 2009). Nevertheless, it is essential to understand that this rule is subjective.
The information in Table 7 con rmed that the R value is quite high. Only two exogenous
constructs (“Customer value” and “Brand identi cation”) can explain more than 50% (57%)
of the movement of the endogenous latent variable “Brand loyalty”. Moreover, nearly half of
the movement of the endogenous construct “Electronic word of mouth” is explained by only
one exogenous construct “Brand loyalty”.
Geisser (1974) and Stone (1974) o er another criterion to evaluate the model’s out-ofsample predictive accuracy. Q2 value expresses the appropriateness of the prediction of the
research model. According to Table 7, it is clear that exogenous constructs have a predictive
relevance with endogenous latent variables.
7DEOH

The e ect size of f and q

SRWKHVLV

RQWHQW

HYHO RI
e ects

I

3UH LFWLYH
UHOHYDQFH
0H LXP
6PD
/D JH

T

/D JH

VALUES  BLOY

6PD

 BLOY
BLOY  WOMO

0.935

/D JH

0.597

6R UFH Result of SmartPLS analysis

Among the exogenous constructs that in uence simultaneously an endogenous, researchers
intend to nd which exogenous construct contributes more to the movement of an endogenous.
The e ect size of f is the standard to evaluate this idea. Cohen (1988) suggested that the
values of 0.02, 0.15 and 0.35 of f2, respectively, indicate small, medium, and large e ects of
the exogenous latent variable.
The e ect size of q LV XVH
DVVHVVPHQ I I

DVVHVV

values. The assessment of q LV VLPL D

KH

According to Table 8, the result of the survey proved that when people received more
product/service value, they will have loyalty with the brand and as a consequence, they
share positive electronic word of mouth with others. It could be said that the authors built a
fairly good model of research when it has only exogenous constructs, but it explains well the
movement of endogenous latent variables.
RQFO VLRQV DQ LPSOLFDWLRQV
HR HWL D R W LE WLR
The authors aim to check the impacts of two variables: brand identi cation and customer values
on brand loyalty and its consequence: electronic word of mouth. The results pointed out the
fact that customer values and brand identi cation have positive in uences on brand loyalty and
brand loyalty has positive impacts on electronic word of mouth. Furthermore, the research o ers
another contribution when it applied the second order construct with the concept “Consumer
value”. With these supported hypotheses, the research has vital theoretical contributions.
2

2

2

2 20

0

0

RO

R

3 D WL D LPS L DWLR
The results show that both values buyers perceived and the identi cation between consumers
and a brand increase the level of loyalty with that brand. Nevertheless, based on the
information of the coe cient value in Table 6, it is clear that consumer value has stronger
in uences than brand identi cation. Therefore, to maximize brand loyalty, smartphones’
producers should provide better values for consumers. Based on the value of outer weight
(see Table 3), consumers highly appreciate the reliability in performance of a smartphone.
So, companies should put more e orts to keep or to improve the e ciency of their products
to engage consumers’ loyalty. Smartphones users also agreed that their mobile gadget can
improve the way they are perceived by others. Enterprises should build di erent and unique
images for their products. Respondents of the survey prefer that smartphones can give fun to
them. Therefore, smartphones’ producers not only provide smartphones with good hardware
but also funny accessories (such as cover) or funny software.
For brand identi cation, smartphones’ owners think that their gadget has great personal
meaning to them. Nonetheless, in-depth interviews should be held to nd out the details.
LPLWDWLR

D GI W H

H HD

Despite the valuable contributions, this research has some limitations that other researchers
should consider for their research. Firstly, not only two factors: consumer value and brand
identi cation but other factors also have impacts on brand loyalty. Secondly, the study did
not analyze the in uences of demographic elements on brand loyalty. Besides that, the survey
used a convenient sample. Therefore, the result might not re ect exactly the image of Ho Chi
Minh City smartphones market. Moreover, the authors collected information only in Ho Chi
Minh City. Therefore, other studies in di erent provinces or cities should be realized to have
a wide variety of ndings.
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