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The study was mainly conducted for the purpose of evaluating the relationships among band experience, brand loyalty, and words-of-mouth in the context of smart phone handsets in Bangladesh. The brands considered in this study include iPhone, Xiaomi, and Samsung. The study was confined to the buyers of smart phones currently living in Dhaka city. The sampling technique used was non-probabilistic in nature and the sample size used was seventy-three in number in which 42 respondents were male and 31 respondents were female. The sample was also purposively collected to account for the variations in the levels of education, income, and professions of the respondents. Though the sample size was not significantly large, all major constructs considered in the study (brand experience, brand loyalty, and words-of-mouth communication) were found to be normally distributed since we failed to reject the null hypothesis of assumed normality in the population by conducting both Kolmogorov-Smirnov and Shapiro-Wilk’s test.

The mean value of the brand experience (BE) construct was found to be M=3.56 with a standard deviation of SD=.67, and the confidence interval was found to be within the range of (3.40 to 3.71).  The mean value of the brand loyalty (BL) construct was found to be M=3.06 with a standard deviation of SD=.82, and the confidence interval was found to be within the range of (2.87 to 3.25). The mean value of the word-of-mouth (BE) construct was found to be M=3.45 with a standard deviation of SD=.79, and the confidence interval was found to be within the range of (3.27 to 3.64). 

All the major constructs, brand experience, brand loyalty, and WOM communications, were found to be positively correlated with one another at 99 percent level of confidence. For the purpose of examining the influence of brand experience (BE) and brand loyalty (BL) on words-of-mouth (WOM), a multiple regression analysis was conducted considering brand experience (BE) and brand loyalty (BL) as the independent variables and words-of-mouth (WOM) as the dependent variable. It was found that the brand experience (BE) and brands loyalty (BL) affect the words-of-mouth (WOM) at 99 percent level of confidence. Here it was also observed that brand experience (BE) affects words-of-mouth (WOM) at 99 percent level of confidence and the brand loyalty (BL) affects words-of-mouth (WOM) also at 99 percent level of confidence. Between brand experience (BE) and brand loyalty (BL), brand experience (beta=.620) is found to contribute more to the variations in words-of-mouth (WOM) due to the higher associated beta value than the brand loyalty (beta=.266).

Key Words: Brand Experience, Brand Loyalty, Words-of-Mouth, Smart Mobile Handsets
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[bookmark: _Toc93398407]Topic in hand

[bookmark: _Toc93398408]Brand Experience: Sensations, perceptions, cognitions, and behavioral responses elicited by brand-related stimuli, particularly those connected to a brand's design and packaging, communications, and settings, are often classified as brand experience. Typically, a brand experience is the total of all of one's sensations, ideas, perceptions, and reactions in relation to a particular brand. The lasting impression left by a brand once someone experiences or engages with it is referred to as the brand experience. Unlike brand experience, customer experience express particularly to someone’s takeaway from their interaction with a brand’s products, services, people or other offerings. Customers will have a pleasant user experience, for example, if they obtain quick and effective customer service and a simple checkout process. Positive brand experiences are so vital that they often facilitate deeper connections, motivate customers, and eventually give better outcomes to the targeted one. However, consistency in feeling the higher experience is critical since it serves as a foundation for more dazzling and thrilling interactions. There are no limits to the brand experience. Most brand experiences, however, include a digital component. Consider charitable organizations such as the Alzheimer's Association or the American Red Cross. They organize a number of in-person donor events to help collect funds for their respective causes. They also provide digital content such as event information, research, e-newsletters, quizzes, and other online tools to their consumers. To tell their narrative online, they use vibrant and dynamic graphics and video content. But, more importantly, they're doing it with material those appeals to the senses and personal narratives of their consumers.
[bookmark: _Toc93398409]Brand loyalty: refers to the positive association consumers attach to a specific product or brand. Customers that value brand loyalty are committed to a product or service, as evidenced by their repeated purchases or use of services despite competitors' efforts to entice them away, and they are willing to pay a high price for it. In marketing, brand loyalty refers to a customer's positive feelings about a brand and their proclivity to purchase the same company's products and/or services over and over again. Brand loyalty can also be used to describe a customer's emotionally charged decision to buy a particular brand over and over again. On a personal level, the customer believes that the brand meets their expectations and identifies with the buyer. The purchase habit and decision-making approach may be conscious or unconscious, but it is always based on the customer's faith in the brand to meet their expectations.
It goes without saying that brand loyalty is important for a firm. Any micro or macro environmental factor may be overcome by a great brand with a loyal customer base behind it. Brand loyalty is linked to long-term business success. To build brand loyalty, businesses use a variety of innovative marketing methods such as reward and loyalty programs, incentives, trials, and brand ambassadors. People who are devoted to a particular brand do not switch to a different brand if their preferred brand is unavailable. Customers who explore many stores for their favorite brands are more likely to skip out on their purchase if the brand isn't accessible Brand loyalty is critical because it aids in the development of a strong customer community, which then serves as a tool for outperforming competitors and gaining the competitive edge needed to succeed in the marketplace.
[bookmark: _Toc93398410]Word of mouth marketing is when a customer’s interest in a particular brand or service is reflected in their daily discussions. It's almost always unintentional branding prompted by consumer interactions, and it's usually something that goes above and beyond what's expected. Word-of-mouth marketing can be aided through a variety of company-sponsored initiatives, as well as possibilities for customer-to-customer and customer-to-marketer communication. According to reliable statistics, 92 percent of people around the world value recommendations from friends and family over all other forms of promotion. Strangers are more likely to trust someone they know, whether he is a celebrity or an athlete. When customers believe they are being heard, they are more likely to become loyal to a brand. That is why many businesses hire sales reps to speak with customers one-on-one or by email or phone call about their products and services. Conversations about a company's goods or services can be sparked by leveraging these types of encounters, as well as branding events.
Favorable word of mouth refers to the statistic that if a client provides positive feedback or talk about a product or service, it is considered positive word of mouth. Typical astute business owners use favorable word of mouth from these kinds of customers to propel their company ahead of the competition. Indeed, it's a tried-and-true method for attracting good clients.
[bookmark: _Toc93398411]Context of the Study
[bookmark: _Toc93398412]History: Bangladesh's telecommunications sector began to liberalize in small steps in 1989, with the issuance of a license to a private operator for the provision of cellular mobile services, among other things, in order to compete with the previous monopoly provider of telecommunications services in Bangladesh, the Bangladesh Telegraph and Telephone Board (BTTB). The number of fixed and mobile services deployed in Bangladesh changed dramatically in the late 1990s, and the number of services in operation has increased significantly in the previous five years.
The industry's expansion has been assisted by government and private sector incentives, and it is now one of Bangladesh's most important industries. It has attracted a huge number of international investors because it is a large country with a large market.
Bangladesh's telecommunications sector is rapidly expanding. The Bangladesh Telecommunication Regulatory Commission (BTRC) is in charge of licensing, regulation, and other affairs in the business. The calling code of Bangladesh is +880. There are also several SubCodes. 
[bookmark: _Toc93398413]Landmarks in the history of telecom industry in Bangladesh: 
· 1853 : Telegraph branch under Posts and Telegraph Department, British India.
· 1971 : Reconstructed as Bangladesh Telegraph and Telephone Department under Ministry of Posts and Telecommunications.
· 1975 : Reconstructed as Telegraph and Telephone Board.
· 1979 : Reconstructed as Bangladesh Telegraph and Telephone Board (BTTB) with right to issue license for telecom and wireless services.
· 1981 : Digital Telex Exchange in Bangladesh.
· 1983 : Automatic Digital ITX started in Dhaka.
· 1985 : Coinbox Telephone service introduced in Bangladesh by BTTB.
· 1989 : GENTEX Telegraph messaging service introduced in Bangladesh.
· 1989 : Bangladesh Rural Telecom Authority got license to operate exchanges in 200 upazila.
· 1989 : Sheba Telecom got license to operate exchange in 199 upazila.
· 1989 : Cellular mobile phone company Pacific Bangladesh Telephone Limited and Bangladesh Telecom got license.
· 1995 : Card Telephone service introduced in Bangladesh by BTTB and TSS.
· 1995 : Regulatory power of BTTB transferred to Ministry (MoPT).
· 1995 : 2nd and 3rd ITX installed in Dhaka.fuad
· 1996 : GrameenPhone got cellular mobile Telephone license.
· 1996 : Telecom Malaysia International Bangladesh got cellular mobile license.
· 1998 : Telecom Policy.
· 2000 : Global Telecom Service (GTS) Telex Exchange venture with British Teleco.
· 2001 : Telecommunication Act, to establish Bangladesh Telecommunication Regulatory Commission (BTRC).
· 2002 : ICT Policy.
· 2004 : Teletalk (BTTB bMobile) cellular mobile launched.
· 2005 : Egypt-based Orascom acquired Sheba Telecom
· 2006 : NGN introduced in BTTB.
· 2008 : BTTB converted into Bangladesh Telecommunications Company Limited (BTCL) with 100% shares owned by Government. The Submarine Cable Project transformed into Bangladesh Submarine Cable Company Limited (BSCCL)
· 2008 : Japanese NTT DoCoMo bought 30 percent stake in Aktel
· 2009 : Bharti Airtel acquired 70 percent stake in Warid Telecom
· 2009 : Internet Protocol Telephony Service Provider (IPTSP) Operators launched.
· 2010 : Aktel rebranded to Robi Axiata Limited
· 2012 : 3G mobile service is introduced by state owned Teletalk in October. 
· 2013 : 3G auction held for private companies
· 2014 : 64 districts covered with 3G by Teletalk, Grameenphone, Banglalink and Robi
· 2016: Robi and Airtel were merged on 16 November 2016 and Robi set sail as the merged company. 
· 2018 : 4G auction held for private companies
· 2018 : on 19 February 4G mobile service is introduced
[bookmark: _Toc93398414]Prominent Mobile Brands of Bangladesh:
Some prominent brands of mobile phones are;
1) Samsung
2) Xiaomi
3) IPhone
4) Vivo
5) Oppo
6) Realme etc. 
7) Huawei
8) ZTE
9) Lenovo etc.
From the context of Bangladesh, we would like to use the Samsung, Xiaomi and IPhone for our study purpose.
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[bookmark: _Toc93398416]Brand Experience
The Interaction Design Foundation defines brand experience as "how a person feels when engaging with or interacting with a brand." Some companies evoke images of innovation and technology, while others are unreliable and have a negative reputation. A brand is what your audience says it is, not necessarily what you claim it is, according to a number of brand experts. Simply said, brand experiences are how your audience perceives your company throughout all of their contacts with it. A customer who appreciates your professional expertise but finds it difficult to forget your office's dreadful reception had a negative experience. A barrage of unsolicited emails would not have left a positive impression of your organization. Brand experience is an experienced strategy that uses Omnichannel touchpoints to create a sense of connection, affiliation, and trust between a firm and its audience. According to Brakus, Schmitt, and Zarantonello, "brand-related stimuli that are a part of a brand's design and identity, packaging, communications, and surroundings" elicit "senses, sensations, cognitions, and behavioral responses" (2009) Take a step back and analyze the big picture to better comprehend what brand experience is. The strength and quality of the audience's relationship with the brand will influence future success. Consider all of our audience's encounters with our company via our brand touchpoints, which can include the following digital Content
· Social Media (e.g. Facebook, twitter, Instagram, LinkedIn, GitHub etc.)
· Customer Service
· Branding Events
· Advertisements
· Digital Platform
· Products and Services
Brand experiences are the umbrella term for all of them. They work best when employed to provide a whole story and aid in the formation of a long-term emotional link with the audience. The brand experience of a firm is crucial to its long-term success. A dedicated audience has a deep emotional tie to a specific brand. Consistent, concentrated, and meaningful conversation based on personal experiences and shared stories helps to create these ties. Consistent brand experiences leave an effect on all audiences, leading to long-term brand memories and, as a result, lasting bonds. While having a quick memory is advantageous in the short term, focusing solely on quick metrics causes brands to overlook the long-term impact of their initiatives. It is, without a doubt, a brutal reality. Evidently, brand experience is all about long-term market share and momentum. It's reasonable for a tree to plant the seed of the brand in someone's head with early contact. Then, over time, provide regular, ongoing experiences to the seed so that the tree becomes stronger and develops fruit. When a consumer has to purchase consumer goods, he frequently returns to the same grocery shop since he may have a better brand experience there. "No matter what marketing method you use, until you create it into [the consumer's long-term memory," says Peter Pynta, Director at Neuro-Insight. Statistics, according to the Event Marketing Institute, can assure this. "Prior experiences shape future behavior," Pynta says.
[bookmark: _Toc93398417]Brand Loyalty
"Mass advertising can help businesses develop, but authenticity is what keeps them alive," Howard Schultz explains (1997). People are more inclined to remain loyal to a company if they believe the company shares their beliefs. "Brand loyalty refers to a consumer's positive connections with a particular product or brand. Customers who display brand loyalty are committed to a specific product or service, as evidenced by their repeated purchases despite the best efforts of several competitors to entice them away. Most organizations spend a lot of money on customer service and marketing to establish and maintain brand loyalty for a long-term product. Despite Pepsi's products and marketing efforts, the Coca-Cola Company is a globally recognized brand that has earned customers' devotion over time Customers that are loyal to a brand will buy it regardless of convenience or cost. These loyal customers have found a product that meets their needs and are not interested in switching to another brand. Some examples of brand loyalty are as follows: The energy drink "Red Bull," also known as Krating Daeng, was first introduced in Thailand in 1976 as a low-cost energy booster. While touring in Thailand, an Austrian marketer fell in love with the drink and formed a partnership to sell it abroad. Despite the fact that many of the original components remained unchanged, the drink was renamed Red Bull and carbonation was added. Rather than targeting low-income customers, the new business found success in the fast expanding energy drink sector. To this day, Red Bull remains the market leader. Instead of wasting hours looking for shoes and going from store to store in quest of a specific color and size, Zappos created a website to help you find any shoe. They came up with a unique concept in 1999, and they've since expanded their product line to include purses, accessories, and clothing. Their reputation for exceptional customer service hasn't changed. Take, for example, Sarah's narrative. After her child's sandal strap snapped, she called customer service for a replacementZappos sent me a new pair of sandals the next day, however it was the wrong pair. Following their discovery, the company gave Sarah the correct pair via overnight delivery and recommended her to donate the sandals to charity rather than returning them. Airbnb's founders started a service called Air Bed Breakfast to supplement their income and assist pay for their rising rent in the city. They set up air mattresses in their apartment and supplied individuals with a place to sleep as well as food for $80 per night. Airbnb now has over 2 million listings in 190 countries. As a result, many examples of extraordinary brand loyalty can be found all throughout the world. Loyal clients, on the other hand, value identical brands above everything else, regardless of convenience or cost. These loyal clients have found a product that meets their needs, and they aren't entirely fascinated by the notion of switching brands when alternative possibilities are offered. The most well-known companies compete in a market crowded with new and old competitors, many of which are hardly distinguishable from one another. As a result, companies employ a number of tactics to foster and maintain brand loyalty.
They spend a lot of money on advertising messages that are aimed at their loyal customers and comparable persons who might become loyal customers. To foster brand loyalty, marketing teams at various companies track shopper purchase patterns and try to form a relationship through various means such as good and proactive customer care. Customer trends are the habits and behaviors that people exhibit on a consistent basis and over time. Although some client habits do not change, the vast majority do. Companies collect and analyze data on their customers' habits in order to discover the most effective ways to market their products. Providing excellent customer service is perhaps one of the most successful ways for developing brand loyalty. This is frequently the only real difference between a business and its competitors. Customer service reinforces a positive brand image by letting customers know that they are welcomed and valued. Through a system built by businesses as part of their customer service framework, customers can leave comments, file complaints about products or services, and provide feedback. An obsessive team of experts should be formed to process their submissions as rapidly as feasible. Since a result of these meetings, the company will be able to build and sustain strong relationships with customers, as customers will constantly test the brand and share their experiences with others. Companies may hire brand ambassadors to act as spokespersons for their products or services. Brand ambassadors are chosen based on their appeal to the target demographic. Their main responsibilities are to visit and spread positive word of mouth. When a brand loyalty campaign focuses on the characteristics that matter most to its target market, it is the most effective. For a variety of reasons, brand loyalty might degrade; nonetheless, losing brand loyalty is not an accurate measure for any firm. Brand loyalty diminishes when companies shift their focus to be more customer-centric or ignore consumer trends. If a customer is mistreated by a service provider, for example, the customer may become unsatisfied and contemplate switching providers because the market is flooded with them. As a result, companies should be cautious of customer patterns and trends. When a corporation ignores consumer trends, it risks losing brand-loyal customers, missing out on potential earnings, and losing market share. Many huge companies, such as Blockbuster, that once had a dominant advantage, may fail as a result of their product being out of sync with their customers' increasing needs. It's a recipe for disaster to assume that a product will always meet the needs of customers. Customers suffer when companies are embroiled in scandals, and as a result, they lose trust in the brand's capacity to deliver value. When cyanide was discovered in a variety of Tylenol products, resulting in the deaths of seven people, the company's reputation was severely damaged. The company, on the other hand, responded fast by assuming responsibility and implementing a thorough crisis management strategy to address concerns and prevent recurrence. Tylenol gradually regained its customers' trust and re-emerged as a market leader. In such frightening situations, there are several examples of strong brand loyalty. Apple and Nike are two firms with a lot of brand loyalty. Apple continues to introduce new models that have cutting-edge technology while also providing outstanding customer service. It creates delightful experiences through innovation by providing products and services that cater to what customers desire and need. They do, in fact, invest a significant amount of money in research to develop these consumer trends. Nike creates advertisements that tell compelling stories and sponsors groups where consumers have common interests and goals, resulting in a strong emotional relationship between the company and its customers. Customers can also alter their selections, allowing them to exhibit their individuality and personality. As a result of these acts, customers will feel seen and valued. Consumers depart companies for a variety of reasons, including when the brand fails to match their expectations or is misaligned with their needs, despite enterprises taking many efforts to avoid losing loyal clients. Brand loyalty suffers when consumers lose faith in a company's capacity to deliver value. Customers will desert a brand if they perceive it does not appreciate them.
[bookmark: _Toc93398418]Words-of-Mouth
Word of mouth, also known as viva voce, is the spoken transmission of knowledge from one person to another, according to Wikipedia. A simple example is telling someone the time. A typical form of oral communication is storytelling, in which one person tells another about a real or imagined event. A customer's statement regarding their experience with a product or service is referred to as word of mouth. Positive word of mouth encourages customers to embrace a product or service by providing them with information that emphasizes the benefits of the product or service. Nice word of mouth occurs when a loved one, friend, or well-wisher says something positive about a product or service in order for them to have a better chance of acquiring the better product or service. Negative word of mouth, on the other hand, discourages purchasers from purchasing a specific brand. It's a simple but effective marketing strategy. We trust those we know and those in our personal network more than strangers. "A positive recommendation from an advocate, friend, or someone they trust had the greatest influence on whether or not they acquired a product or service," according to Paul M Rand (2013). When a well-known person talks about a few newly released films that he saw and appreciated, we get more interested in viewing them. Similarly, when a lover tells us about a few newly opened restaurants, we want to visit because of the atmosphere, the value of the meal, and the cuisine's flavors. Positive word of mouth has an indirect effect on us in this way, and we unconsciously follow. One of the most powerful tools we have for branding our company is word of mouth marketing. That is why, in order to attract new customers, sensible business owners and entrepreneurs rely on positive customer feedback. Customers who have had excellent experiences with a company both online and offline are encouraged to use word of mouth marketing to spread the news. Because people rarely give recommendations for normal experiences, it should be better than average. It goes without saying that satisfied customers would extol the brand's praises if they utilize or own it. Customers, on the other hand, are less likely to promote a certain brand. A clever entrepreneur, on the other hand, will be ahead of the competition if he takes certain steps to determine how satisfied clients are, or if they are still satisfied, what percentage of their contentment they have. Sending a customer survey to learn more about their needs and how we can best meet them. When we talk to consumers, we find that many of them want to share their thoughts about their purchase. According to David J. Greer, "a client talking about their experience with you is worth ten times what you write or say about yourself" (2015). It goes without saying that satisfied customers would extol the brand's praises if they utilize or own it. Customers, on the other hand, are less likely to promote a certain brand. A clever entrepreneur, on the other hand, will be ahead of the competition if he takes certain steps to determine how satisfied clients are, or if they are still satisfied, what percentage of their contentment they have. Sending a customer survey to learn more about their needs and how we can best meet them. When we talk to consumers, we find that many of them want to share their thoughts about their purchase. "A client talking about their experience with you is worth 10 times what you write or say about yourself," says David J. Greer (2015).
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[bookmark: _Toc93398420]Objective of the Study
[bookmark: _Toc93398421]Objective of the Report:  Clients with varying perspectives and opinions are common. The purpose of this research is to determine the relationship between brand loyalty, brand experience, and word of mouth. These three factors are crucial for a provider to find a better customer. The proper virtue for a customer is brand loyalty, brand experience, and word of mouth. As a result, I've attempted to construct a connection between them. Some specific objectives of the report are:
· To review the theoretical underpinnings of the terms: brand experience, brand loyalty, and words-of-mouth communication. An elaborate literature review was conducted for such review.
· To clarify the context of the study. The study was confined to the buyers of the smart mobile phone handsets who are currently residing in Dhaka city.
· To evaluate the reliability of the three main constructs of the study: brand experience, brand loyalty, and words-of-mouth communication. Cronbach Alpha values will be calculated for the purpose of evaluating the reliability of these aforesaid constructs.
· To examine the structural relationships among the main constructs of the study: brand experience, brand loyalty, and words-of-mouth communication.
· To evaluate the impact of brand experience and brands loyalty on words-of-mouth communications in the context of smart mobile phone handsets in Bangladesh.
[bookmark: _Toc93398424]

Methodology of the Study
The methodology of the study can be explained subsequently below:
Sampling Method and the Sample Size: Sampling method followed was non-probabilistic in nature. Sample elements were purposely selected to account for the variations in gender, occupations, and average monthly family income. The sample size was seventy-three in number where 41 were male and 33 were female.
Data Collection: Data were collected by self-administered questionnaires with the major three constructs measured in five-point Likert scale typed instruments. Data were also collected by using the Google Forms.
Data Analysis Techniques: Descriptive statistics were computed for the purpose of describing the constructs of interest. Frequency distributions were constructed for the purpose of evaluating the sample characteristics. Cronbach Alpha values were calculated for all the major constructs of the study to evaluate the reliability of each of these constructs. Correlations were calculated to examine the structural relationships among those constructs. Last of all, a multiple regression was conducted to evaluate the impact of brand experience and brand loyalty on words-of-mouth communication.
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The survey results will be explained in terms of the following aspects:
1.	Sample Characteristics
2.	Descriptive Statistics of the Key Measures
3.	Evaluating the Normality of the Major Constructs
4.	Reliability of the Constructs Used in the Study 
5.	Structural Relationships among the Major Constructs
6.	The influence of brand experience (BE) and brand loyalty (BL) on words-of-mouth (WOM)
[bookmark: _Toc93398426]Sample Characteristics

Here the sample characteristics will be explained in term of the following aspects:
1.	Gender
2.	Education
3.	Profession
4.	Average Monthly Family Income

Gender: The gender composition of the respondents considered in this study is shown in the table given below:

	Gender

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Male
	42
	57.5
	57.5
	57.5

	
	Female
	31
	42.5
	42.5
	100.0

	
	Total
	73
	100.0
	100.0
	



The majority of the respondents are male and they constitute 57.5 percent of the total respondents and the rest of the respondents were female and they constitute 42.5 percent of the total respondents.
	Education: The education composition of the respondents considered in this study is shown in the table given below:
Education

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	SSC or Below
	2
	2.7
	2.7
	2.7

	
	Bachelor
	41
	56.2
	56.2
	58.9

	
	Masters or equivalent
	30
	41.1
	41.1
	100.0

	
	Total
	73
	100.0
	100.0
	



The majority of the respondents are bachelor degree holder and they constitute 56.2 percent of the total respondents and the second of the all three respondents were masters or equivalent who constitutes 41.1 percent. The lowest number of respondents was SSC or below who constitute 2.7 percent.
	Profession: The profession composition of the respondents considered in this study is shown in the table given below:
Profession

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Student
	18
	24.7
	24.7
	24.7

	
	Service Holder
	42
	57.5
	57.5
	82.2

	
	Business
	7
	9.6
	9.6
	91.8

	
	Others
	6
	8.2
	8.2
	100.0

	
	Total
	73
	100.0
	100.0
	



The majority professions of the respondents are service holder and they constitute 57.5 percent of the total respondents. Whereas student is the second profession of the all four respondents who constitutes 24.7 percent. The third of the respondents were the business holder who constitutes 9.6 percent. The lowest profession respondents were others who constitute 8.2 percent.
	Average monthly family income: The average monthly family income composition of the respondents considered in this study is shown in the table given below:
Average Monthly Family Income

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	30,000 or below
	22
	30.1
	30.1
	30.1

	
	30,000 to 60,000
	30
	41.1
	41.1
	71.2

	
	60,000 to 90,000
	7
	9.6
	9.6
	80.8

	
	90,000 to 1,20,000
	9
	12.3
	12.3
	93.2

	
	Above 1,20,000
	5
	6.8
	6.8
	100.0

	
	Total
	73
	100.0
	100.0
	



The majority average family income range is 30,000 to 60,000 who are 30 in numbers and constitute 41.1 percent. The second position holds by 30,000 or below who are 22 respondents and constitutes 30.1 percent. The third position respondents of average monthly family income are 90,000 to 1, 20,000 who are 9 and they constitute 12.3 percent. In the number four of respondents of average monthly family income are 60,000 to 90,000 who constitute 9.6. The lowest number is 5 of the respondents who constitute 6.8. 
Brand: When comes the issue of brand, composition of the respondents considered in this study is shown in the table given below:
	Brands

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Xiaomi
	21
	28.8
	28.8
	28.8

	
	iPhone
	24
	32.9
	32.9
	61.6

	
	Samsung
	28
	38.4
	38.4
	100.0

	
	Total
	73
	100.0
	100.0
	



There were three different brands researched in the study. Samsung was the major respondent’s choice who constitutes 38.4 percent. The next one was iPhone who constitutes 32.9 percent and the lowest respondents choice was Xiaomi who constitutes 28.8 percent. 
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The key measures considered in this study were brand experience (BE), brand loyalty (BL), and words-of-mouth (WOM). They were all multiple-item measures consisting of several items intended to measure those specific constructs on standard 5-point Likert scales. The basic descriptive statistics of these measures will be reported in this section in term of mean (M), standard deviation (SD), and confidence interval.
Descriptive Statistics

	Descriptive

	
	Statistic
	Std. Error

	be
	Mean
	3.5562
	.07883

	
	95% Confidence Interval for Mean
	Lower Bound
	3.3990
	

	
	
	Upper Bound
	3.7133
	

	
	5% Trimmed Mean
	3.5635
	

	
	Median
	3.6000
	

	
	Variance
	.454
	

	
	Std. Deviation
	.67350
	

	
	Minimum
	1.60
	

	
	Maximum
	5.00
	

	
	Range
	3.40
	

	
	Interquartile Range
	.90
	

	
	Skewness
	-.207
	.281

	
	Kurtosis
	.259
	.555

	bl
	Mean
	3.0548
	.09683

	
	95% Confidence Interval for Mean
	Lower Bound
	2.8618
	

	
	
	Upper Bound
	3.2478
	

	
	5% Trimmed Mean
	3.0660
	

	
	Median
	3.0000
	

	
	Variance
	.684
	

	
	Std. Deviation
	.82732
	

	
	Minimum
	1.00
	

	
	Maximum
	4.50
	

	
	Range
	3.50
	

	
	Interquartile Range
	1.25
	

	
	Skewness
	-.257
	.281

	
	Kurtosis
	-.583
	.555

	wom
	Mean
	3.4475
	.09201

	
	95% Confidence Interval for Mean
	Lower Bound
	3.2641
	

	
	
	Upper Bound
	3.6309
	

	
	5% Trimmed Mean
	3.4518
	

	
	Median
	3.6667
	

	
	Variance
	.618
	

	
	Std. Deviation
	.78610
	

	
	Minimum
	1.67
	

	
	Maximum
	5.00
	

	
	Range
	3.33
	

	
	Interquartile Range
	1.00
	

	
	Skewness
	-.150
	.281

	
	Kurtosis
	-.352
	.555



Brand experience (BE): The mean value of the brand experience (BE) construct was found to be M=3.56 with a standard deviation of SD=.67, and the confidence interval was found to be within the range of (3.40 to 3.71).
Brand loyalty (BL): The mean value of the brand loyalty (BL) construct was found to be M=3.06 with a standard deviation of SD=.82, and the confidence interval was found to be within the range of (2.87 to 3.25).
Word-of-Mouth (WOM): The mean value of the word-of-mouth (BE) construct was found to be M=3.45 with a standard deviation of SD=.79, and the confidence interval was found to be within the range of (3.27 to 3.64).
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For the purpose of evaluating the normality of the aforementioned constructs, Shapiro-Wilk (W) test will be better-suited than the Kolmogorov-Smirnov (KS) Test because of the size of the sample, which is not a very large sample.
Normality Evaluation (Evaluating the Normality of the Major Constructs)

	Tests of Normality

	
	Kolmogorov-Smirnova
	Shapiro-Wilk

	
	Statistic
	df
	Sig.
	Statistic
	df
	Sig.

	be
	.099
	73
	.075
	.980
	73
	.317

	bl
	.102
	73
	.058
	.974
	73
	.127

	wom
	.130
	73
	.004
	.969
	73
	.065

	a. Lilliefors Significance Correction


Brand experience (BE): For the brand experience (BE), the Shapiro-Wilk test value is W=.980 with df=73. Here we have failed to reject the null hypothesis because sig. value is .317, which is not less than the required value of α=.05. Therefore it can be concluded that the construct intended to measure the brand experience (BE) is normally distributed.
Brand loyalty (BL): For the brand loyalty (BL), the Shapiro-Wilk test value is W=.974 with df =73. Here we have failed to reject the null hypothesis because sig. value is .127, which is not less than the required value of α=.05. Therefore it can be concluded that the construct intended to measure the brand loyalty (BL) is normally distributed.
Word-of-mouth (WOM): For the word-of-mouth (WOM), the Shapiro-Wilk test value is W=.969 with df=73. Here we have failed to reject the null hypothesis because sig. value is .065, which is not less than the required value of α=.05. Therefore it can be concluded that the construct intended to measure the brand experience (BE) is normally distributed.
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For the purpose of measuring the reliability of the constructs used in the study, Cronbach Alpha values will be calculated for each of the constructs considered in this study. The calculated Cronbach Alpha values will be evaluated by using the following standards:

	Cronbach's alpha
	Internal consistency

	
	

	α ≥ 0.9
	Excellent

	0.9 > α ≥ 0.8
	Good

	0.8 > α ≥ 0.7
	Acceptable

	0.7 > α ≥ 0.6
	Questionable

	0.6 > α ≥ 0.5
	Poor

	0.5 > α
	Unacceptable



Reliability of the Brands Experience (BE) Construct: There were four items under the brand experience (BE) construct for which a reliability test using the Cronbach’s Alpha was conducted and the results are summarized in the following table:
	BE-1
	Brand Experience (BE) Construct

	BE-2
	

	BE-3
	

	BE-4
	

	BE-5
	

	Cronbach's Alpha
	We can see that Cronbach's alpha is .716, which indicates an acceptable level of internal consistency among the items for the brand experience (BE) construct with this specific sample.

	.716
	



Reliability of the Brands Loyalty (BL) Construct: There were four items under the brand loyalty (BL) construct for which a reliability test using the Cronbach’s Alpha was conducted and the results are summarized in the following table:
	BL-1
	Brand Loyalty (BL) Construct

	BL-2
	

	BL-3
	

	BL-4
	

	Cronbach's Alpha
	We can see that Cronbach's alpha is .708, which indicates an acceptable level of internal consistency among the items for the brand loyalty (BL) construct with this specific sample.

	.708
	



Reliability of the Word-Of-Mouth (WOM) Construct: There were there items under the word-of-mouth (WOM) construct for which a reliability test using the Cronbach’s Alpha was conducted and the results are summarized in the following table:
	WOM-1
	Word-Of-Mouth (WOM) Construct

	WOM-2
	

	WOM-3
	

	Cronbach's Alpha
	We can see that Cronbach's alpha is .661, which indicates an acceptable level of internal consistency among the items for the word-of-mouth (WOM) construct with this specific sample.

	.661
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This section intended to evaluate the structural relationships among the various constructs considered in this stud: brands experience (BE), brand loyalty (BL), and words-of-mouth (WOM). For the purpose of such evaluation, the following lower-diagonal correlation matrix will be examined:
	Constructs
	Brand Experience
	Brand Loyalty
	Words-of-Mouth

	Brand Experience
	1
	
	

	Brand Loyalty
	.519**
	1
	

	Words-of-Mouth
	.758**
	.588**
	1


*. Correlation is significant at the 0.05 level (2-tailed).
**. Correlation is significant at the 0.01 level (2-tailed).
Correlations (Structural Relationships among the Major Constructs)
	

	Correlations

	
	be
	bl
	wom

	be
	Pearson Correlation
	1
	.519**
	.758**

	
	Sig. (2-tailed)
	
	.000
	.000

	
	N
	73
	73
	73

	bl
	Pearson Correlation
	.519**
	1
	.588**

	
	Sig. (2-tailed)
	.000
	
	.000

	
	N
	73
	73
	73

	wom
	Pearson Correlation
	.758**
	.588**
	1

	
	Sig. (2-tailed)
	.000
	.000
	

	
	N
	73
	73
	73



Here the relationship between the brands experience (BE) and the brand loyalty (BL) is found to be positive (r=.519) and statistically significant at 99 percent level of confidence.
Here the relationship between the brands experience (BE) and the word-of-mouth (WOM) is found to be positive (r=.758) and statistically significant at 99 percent level of confidence.
Here the relationship between the brands loyalty (BL) and the word-of-mouth (WOM) is found to be positive (r=.588) and statistically significant at 99 percent level of confidence.
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For the purpose of examining the influence of brand experience (BE) and brand loyalty (BL) on words-of-mouth (WOM), a multiple regression analysis was conducted considering brand experience (BE) and brand loyalty (BL) as the independent variables and words-of-mouth (WOM) as the dependent variable.
	Regression Output-1

	Model
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	1
	Regression
	27.879
	2
	13.940
	53.731
	.000a

	
	Residual
	16.614
	70
	.237
	
	

	
	Total
	44.493
	72
	
	
	

	a. Dependent Variable: Words-of-Mouth (WOM)

	b. Predictors: Brand experience (BE), and Brand Loyalty (BL)



Here from the regression output-1, we can see that the F-value is 53.731 with the associated sig. value is .000, which is less than the required value of α=.05. Therefore the model null hypothesis can be rejected and it can be concluded that the brand experience (BE) and brands loyalty (BL) affect the words-of-mouth (WOM) at 95 percent level of confidence.
	Regression Output-2

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate

	1
	.792a
	.627
	.616
	.48718

	a. Predictors: Brand Experience (BE) and Brand Loyalty (BL)



From the regression output-2, it can be concluded that the changes in the overall words-of-mouth (WOM) can be explained by the changes in the both brand experience (BE) and brands loyalty (BL) by 62.70 percent (R2=.627).
For the purpose of evaluating the relative contribution of each of the independent variables, the following regression output-3 can be examined:
	Regression Output-3

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.

	
	B
	Std. Error
	Beta
	
	

	1
	(Constant)
	.102
	.315
	
	.322
	.748

	
	Brands experience
	.723
	.100
	.620
	7.253
	.000

	
	Brand Loyalty
	.253
	.081
	.266
	3.119
	.003

	a. Dependent Variable: Words-of-Mouth (WOM)



Here it can be observed that brand experience (BE) affects words-of-mouth (WOM) at 99 percent level of confidence and the brand loyalty (BL) affects words-of-mouth (WOM) also at 99 percent level of confidence. Between brand experience (BE) and brand loyalty (BL), brand experience (beta=.620) is found to contribute more to the variations in words-of-mouth (WOM) due to the higher associated beta value than the brand loyalty (beta=.266).
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[bookmark: _Toc93398433]Future Research Scope: 
So many different studies were conducted in terms of brand loyalty, brand experience and word of mouth but not a single study was conducted to evaluate the relationship among these three variables in this particular industrial setting of smart mobile phone handsets. 
Cross-cultural studies can be conducted in future to evaluate if the relationships found in this study hold grounds across the various geographical regions. Future studies can also be conducted in various industrial settings to examine the generalization of the findings of this study.
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Conclusion: 
All the major constructs, brand experience, brand loyalty, and WOM communications, were found to be positively correlated with one another at 99 percent level of confidence. For the purpose of examining the influence of brand experience (BE) and brand loyalty (BL) on words-of-mouth (WOM), a multiple regression analysis was conducted considering brand experience (BE) and brand loyalty (BL) as the independent variables and words-of-mouth (WOM) as the dependent variable. It was found that the brand experience (BE) and brands loyalty (BL) affect the words-of-mouth (WOM) at 99 percent level of confidence. Here it was also observed that brand experience (BE) affects words-of-mouth (WOM) at 99 percent level of confidence and the brand loyalty (BL) affects words-of-mouth (WOM) also at 99 percent level of confidence. Between brand experience (BE) and brand loyalty (BL), brand experience (beta=.620) is found to contribute more to the variations in words-of-mouth (WOM) due to the higher associated beta value than the brand loyalty (beta=.266).














[bookmark: _GoBack]References
Dapena-Baron, M., Gruen, T.W. & Guo, L., (2020).  Heart, head, and hand: a tripartite conceptualization, operationalization, and examination of brand loyalty. J Brand Manage 27, 355–375. https://doi.org/10.1057/s41262-019-00185-3
Tu, Y. T., & Chang, H. C. (2012). Corporate brand image and customer satisfaction on loyalty: An empirical study of Starbucks coffee in Taiwan. Journal of Social and Development Sciences, 3(1), 24-32.
Griffin, J., & Herres, R. T. (2002). Customer loyalty: How to earn it, how to keep it (p. 18). San Francisco, CA: Jossey-Bass.
Gengler, C. E., & Leszczyc, P. T. P. (1997). Using customer satisfaction research for relationship marketing: A direct marketing approach. Journal of Direct Marketing, 11(1), Page: 23-29.
Kotler P., & Keller, K. L. (2006). Identifying market segments and targets. Marketing management, 12th edition, Pearson Education Singapore, 234.
Prilleltensky, O., & Prilleltensky, I. (2019). The Laughing Guide to Change: Using Humor and Science to Master Your Behaviours, Emotions, and Thoughts. Rowman & Littlefield.
Skogland, I., & Siguaw, J. A. (2004). Are your satisfied customers loyal? Cornell hotel and restaurant administration quarterly, 45(3), 221-234.
Farris, Paul W.; Neil T. Bendle; Phillip E. Pfeifer; David J. Reibstein (2010). Marketing Metrics: The Definitive Guide to Measuring Marketing Performance. Upper Saddle River, New Jersey: Pearson Education, Inc.
Harrington, H. J., & Harrington, J. S. (1995). Total improvement management: the next generation in performance improvement. McGraw-Hill Professional.
Walton introducing Bangladesh to world"; "Walton refrigerator to meet country’s demand" (http://mail.banglanews24.com.bd/English/detailsnews.php?nssl=0a2fbc3a7639168c9e918f557d1802ac&nttl=2012042134758); "Walton to export refrigerators to US" (http://www.thedailystar.net/newDesign/news-details.php?nid=147229

42

image1.jpeg




