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[bookmark: _Toc119852961]Abstract
Companies are encouraged to be more imaginative and creative in the solutions they supply as a result of the progress of digital technology. This is done in order for them to satisfy the needs that have been felt by customers. The development of new technologies in the areas of electronics and technology has led to the creation of a number of new products, one of which is digital television, also known as SMART TV.
In this paper, the author focuses on acquiring a better understanding of brand experiences in SMART TV industry of Bangladesh in order to improve customer satisfaction. So the author provides an empirical framework for the purpose of clarifying the process which transforms brand experience into customer satisfaction. The evaluation of brand experience (BE) has been analyzed based on the two elements, which are brand loyally (BL), and consideration of word of mouth (WOM). 
In this project paper, quantitative approach has been used to obtain in-depth information from a group of 60 respondents through conducting online survey. Therefore, the sample size is 60 and there were female respondents slightly greater in number than male respondents. In order to conduct research on brand experience including the aforesaid variables, a questionnaire with a standard research instruments have been developed. In the process of developing the questionnaire, five-point likert scales have been used. Data collection and analysis are done by using both descriptive and inferential statistics. The statistical analyses were carried out by SPSS, with frequency table, reliability statistics table, correlation analysis table, ANOVA table, regression and coefficient analysis table. After analyzing of the survey data, it was found that both brand experience (BE) and brand loyalty (BL) are significantly affecting the customers’ intention to generate positive word-of-mouth (WOM). Between two independent variables (BE and BL), brand loyalty (BL) is found to affect the customers’ intention to generate positive word-of-mouth to a greater extent than brand experience (BE) because of the higher associated beta value. In future, the study can be replicated in the service industry for greater generalization of brand experience and its impact on overall brand equity.
Keywords: SMART TV Industry, Brand Experience, Brand Loyalty, Word of Mouth, Customer Satisfaction.
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[bookmark: _Toc119852962]CHAPTER 01: INTRODUCTION


This chapter of the project paper provides an overview of the brand considered in this study as well as their present conditions in the market of Bangladesh. Besides, objectives of the research, and methodology of the research structure are pointed out in this chapter.
1.1 [bookmark: _Toc119852963]  Introduction of the Report
The advancement of digital technology encourages companies to be more inventive and creative in the solutions they provide in order to meet the requirements set down by customers. Digital television (SMART TV) is one of the items that came about as a result of technological advancements in the fields of electronics and technology. This is pretty realistic, taking into consideration the large number of individuals who purchase and use these products. At the moment, the market for digital television has been enlivened by the advent of a flat-screen television technology known as SMART TV (having variety of operation systems features). SMART televisions are very popular among families and individuals in the middle class in Bangladesh. This is due to the high level of sophistication that is provided, as well as the ability to save electricity in order to reduce the amount of money spent on electricity. This has resulted in the competition in the market for digital television becoming more competitive. Prices are the primary factor of consideration for customers who are only beginning off. The development of different TV manufacturers has provided customers with an increased number of options from which to select their desired TV. As a result of the fact that televisions are no longer considered luxury good, producers now offer them at prices that are more reasonable. Brands of SMART televisions that are very popular in Bangladesh include those manufactured by Sony, LG, Toshiba, Panasonic, Samsung, Walton and Sony. There are a number of these major companies that are competing with one another to provide customers with the highest level of elegance and luxury conceivable in their items. Price wars may break out in an industry when competition is fierce. This was brought on by the tendency of customers to select the items that cost the least, in addition to the fact that TV producers were more brazen about lowering costs while having small profit margins. 
Competing in the premium TV market is a distinct strategy used by some of the manufacturers of SMART televisions. By offering obvious brand difference, such as experience, distinctiveness, value, and personality, one may reduce the likelihood of price wars breaking out in their industry. According to (Keller, 2013), the consumer's knowledge of a brand is constructed through associations pertaining to the qualities of the product, the user benefits of the product, and the consumer's overall brand attitudes about the product. The manufacturers need to construct their brands in such a way that they not only give benefits and prices, but also deliver a one-of-a-kind experience by including effective value features in the form of delighted feelings and a satisfying experience. 
When a customer's impression of the advantages they would get from a purchase is greater than the cost of ownership, customer value has been created. Increasing the advantages that customers feel they get from a product or service is one method for boosting customer value (Dilham, 2018). According to study carried out by Kim et al. (2010), there is a one-to-one correlation between the value of a company's brand, which incorporates social value, emotional value, and utilitarian value, and brand loyalty. In contrast, the rising purchasing power of Bangladeshi consumers may be attributed to the country's growing middle class. Consumers in the middle class are more inclined to buy well-known brands (Situmorang S. E., 2017). (Molahoseini, 2015) Research demonstrated that an improvement in Iran's economic standing (income) has led to a rise in the country's desire for luxury goods as well as its positive opinions about such brands. As the middle class grows, not only do consumers become more savvy and analytical in their purchasing decisions, but also more luxury products become available at more affordable price points. Individuals in this group are notoriously brand-hoppers. They are open to the concept of contemporary shopping. They are prepared to spend more money on the designer labels they want. They are willing to incur debt and make use of credit to get the desired brand (Situmorang S. A., 2016). In order for manufacturers to continue in business, they need to develop new items that meet or exceed the value expectations of customers. The experience must be provided by the brand to the customer (Schmitt, Experience Marketing: Concepts, Frameworks and Consumer Insights, 2011). 
The term "experience" refers to more than simply the delivery of the goods that customers want; it also encompasses the activities and the procedures that customers go through while dealing with companies. It is necessary to have the experience in order to connect brands with customers on both a cognitive and emotional level. Experience with a brand is another factor that may be used to predict consumer behavior (Zarantonello, 2010). A brand must express both its value and the individuality of the user in order to be helpful (Brand Personality) (Aaker, 1991). According to (Fournier, 1998), a brand's personality may also aid in the process of establishing connections with consumers. According to the philosophy of branding, one of the most important components is the personality of the brand. Both academics and industry professionals have come to the realization that consumers evaluate brands in much the same way they do individuals, each with their own unique personalities and characteristics. As a result, it is essential for all businesses to place a strong emphasis on differentiating their brands from those of their rivals in order to generate preferences among customers (Bennett, 2005). In addition, (B Schmitt, 2008) found that the brand experience as well as the personality of the brand had an effect on customer satisfaction and brand loyalty.
1.2 [bookmark: _Toc119852964]  Objectives of the Research
The main objectives of this project research is to evaluate brand experience in SMART TV industry of Bangladesh which would help the brand owners to maintain their brands’ loyalty while also increasing positive word of mouth about the brand as well as growth of the organization. On the other hand; the specific objectives are listed below:
a) To see what factors can impact on brand experiences in Smart TV industry of Bangladesh;
b) To evaluate the interrelations among brand experience; brand loyalty and positive word of mouth on selecting TV brands;
c) To find out variation in brand experience; brand loyalty and positive word of mouth across the selected TV brands;
d) To find out the Impact of brand experience (BE) and brand Loyalty (BL) on the customers’ intention to generate positive word-of-Mouth (WOM).
1.3 [bookmark: _Toc119852965]  Methodology of the Research
This section gives a thorough description of research methodology applied in this topic. Besides, a clear description of the collecting data method, sampling method, conducting survey, and analyzing data method are examined to help readers obtain a deeper understanding about the research methodology.
1.3.1 [bookmark: _Toc119852966]Methodological Choices
It is the subject of this project paper that brand experiences in the SMART TV industry of Bangladesh are being addressed. If better brand experiences can be ensured, customers will tend to increase their loyalty and to have a tendency to spread positive word of mouth. In order to understand thoroughly what customers are feeling, quantitative methodology must be the optimal way to achieve insights.
In this study, there are two types of data collected, which are primary data and secondary data. In terms of the former, the author collects and analyzes by conducting survey from a group of participants. On the other hand, some previous literatures mentioned in the chapter two are considered for theoretical foundation for this research, acting as the secondary data. The survey questionnaire used was based on the primary but theoretically supported by the secondary data, thus, the level of reliability of this paper is higher.
1.3.2 [bookmark: _Toc119852967]Research Design
This project paper endeavors to examine and evaluate the brand experiences in the SMART TV industry of Bangladesh based on the three factors, then finding out what factors should be improved to enhance the brand loyalty and positive word of mouth of the brand. Therefore, the descriptive research purpose is the most appropriate for this project study, which focuses on better understanding of the existing issues (Saunders, 2019). But at the same time, relevant inferential statistics were also used to test the research hypotheses developed through an elaborate literature review.
1.3.3 [bookmark: _Toc119852968]Methods of Data Collection 
From two different sources, the information of the data has been collected:
a) Primary Sources of Data
· Conducting surveys by Google Forms through online
b) Secondary Sources of Data
· International articles, journals and books which are relevant to the brand experiences.
In order to conduct research on the matter, a questionnaire with standard instruments has been developed. In the process of developing the questionnaire, five-point likert scales with a scoring range of 1 to 5 have been used, where 1 = highly disagreed, 2 = disagreed, 3 = neutral, 4 = agreed, and 5 = highly agreed and there are 12 statements on the questionnaire on the basis of 3 constructs:
· Brand experiences (BE), 
· Brand loyalty (BL) and 
· Word of mouth (WOM)
1.3.4 [bookmark: _Toc119852969]Sampling Method
In order to acquire primary data for this research, the author conducted surveys on 60 participants in the field. A respondent must fulfill all of the following standards in order to be considered for inclusion in the survey:
a) Bangladeshi nationality with various demographic characteristics (gender, education and professions).
b) [bookmark: _GoBack]The participants' average monthly income will range from 30,000 or below to 120,000 or above and
c) Having experience on purchasing branded SMART TV.
Google form’s link has been provided to the individuals and the total response rate was 100 percent.
1.3.5 [bookmark: _Toc119852970]Data Analysis Plan
Data collection and analysis are done in a statistically and descriptive way. The statistical analysis was carried out in a descriptive analysis by SPSS (Statistical Package for Social Sciences), with frequency table, reliability statistics table, correlation analysis table, ANOVA table, regression and coefficient analysis table.




 (
CHAPTER 0
2
: 
LITERATURE REVIEW
)

This chapter focuses on the relevant research and studies from the past that pertain to the issue of this study. Several sub-sections have been developed in accordance with the aims of the research, including the following points: the concept of brand experience, antecedent of brand experience and consequences of brand experience.
2.1 [bookmark: _Toc119852972]  Concept of Brand Experience
When it comes to brands, brand experience is the total of all of the sensations, thoughts, feelings, and reactions that people have in relationship to a product or service. No one channel or media type can provide a unique brand experience for consumers. Rather, it is the outcome or the enduring impression that is left behind when someone comes into contact with or interacts with a brand in any setting or circumstance (Schueller, 2021). Brand experience refers to the sensory, emotional, cognitive, and behavioral experiences that consumers have to elements of a brand's design and identity, packaging, messaging, and locations (J. Jo ̆sko Brakus, May 2009). Utilitarian product features are encountered by consumers throughout the research, shopping, and usage phases of product ownership. Colors, shapes, fonts, backgrounds, slogans, logos, and visual effects that are unique to a brand are also covered (J. Bellizzi, 1 September 1992). According to him, “these brand-related stimuli may be found in a brand's design and identity (e.g., name, logo, signs), packaging, and marketing communications (e.g., advertising, marketing materials, Web sites), as well as in the surroundings where the brand is advertised or marketed (e.g., shops, events), among other places.” All of these brand-related stimuli are the major source of internal, subjective consumer responses, which we refer to as the "brand experience" (J. Jo ̆sko Brakus, May 2009).
In a definition of Brand experience is a strategic idea that informs companies that they must create value through the engagements, interactions, and consumption that occur between them and their customers. Source: (Rock Content Writer, 2020).

2.2 [bookmark: _Toc119852973]  Antecedents of Brand Experience
[image: ]
Figure 2.2: Brand Experience Extended Model (Fernando de Oliveira Santini, 2017)
From this model, there is direct relationship between-
a) Brand experience and brand satisfaction,  
b) Brand satisfaction and brand trust,  
c) Brand satisfaction and brand loyalty, and 
d) Brand satisfaction and word-of-mouth (WOM).
The brand experience is inversely proportional to the degree to which a consumer is familiar with the brand or category. The advantages and attributes of the product are often better understood by the customer in this situation. This may lead to increased customer confidence, which is a critical aspect in boosting their level of satisfaction with the product or service (Hong-Youl Ha, 2005). When it comes to brand satisfaction, the link between customer expectations and a product's performance is important to consider (Oliver R. L., December 1993). According to (Oliver R. , 1981) “Brand satisfaction is a result of the cognitive judgments and emotional reactions that are generated in the customer as a result of the brand”. Thus, we suggest a positive and substantial link between brand satisfaction and brand experience, since both are rational and emotional constructions (J. Jo ̆sko Brakus, May 2009). 
In both the marketing and brand experience domains, trust has been the focus of research (Deepak Sirdeshmukh, 2002). The degree of trust and satisfaction that a customer has in a certain brand is a key component in shaping their plans for the future. The degree of confidence that customers have in a certain brand is a significant factor in determining whether or not they will commit to maintaining a relationship over the long run (Delgado‐Ballester & Munuera‐Alemán, 2001). The conversational partner's integrity and the perceived credibility of the brand both play a role in determining whether or not there is trust between the parties (Deepak Sirdeshmukh, 2002). Using these principles for brand satisfaction, we think that satisfying connections will help to build trust by ensuring that the expectation generated is met (Oliver R. L., December 1993).
A strong desire to buy a product or service from a business again and again is what we mean when we talk about customers’ loyalty. It is believed that individuals are sustaining their level of happiness with the brand when they protect it by being devoted clients and making good comments about it (JoséM.M.Bloemera, 1995). Even if situational factors and marketing efforts result in behavioral shifts, brand or business loyalty results in repeat purchases of the brand or company's goods (Oliver C. , 1998). It is possible that these emotions are the outcome of a satisfied relationship with the brand, a fact that traditional literature and brand experience have already recognized.
Finally, a prospective effect of brand satisfaction on word-of-mouth (WOM) was investigated as a possible outcome. Word-of-mouth (WOM) is the informal dissemination of information about a product or service that is important in determining future behavior because of the reliability and spontaneity of such information (Brown, 2005). Positive experiences derived from satisfaction are more likely to provide positive outcomes, which in turn inspire customers to share their experiences with others.
2.2.1 [bookmark: _Toc119852974]Mediating Factors of Brand Experience
There is a potential for some brand-related traits, such as utilitarian and hedonic advantages, brand love, and brand personality, to operate as mediators in the link between brand experience and brand satisfaction.



	Variables
	Description

	Independent
	Dependent
	Mediators
	

	



Brand experience
	Brand satisfaction
	Hedonic benefits
	According to (M. A. Jones, 2006), “the motives may be connected to brand experience, since this construct is known to generate hedonic benefits that influence satisfaction.”

	
	Brand satisfaction
	Utilitarian benefits
	According to (M. A. Jones, 2006), “the utility benefit is connected with a desire for logic and efficiency, which has an effect on decision-making satisfaction.”

	
	Brand satisfaction
	Brand love
	According to (Ahuvia, 2006), “brand love develops emotions that result in sentiments of fondness for the brand, which results in brand satisfaction.” 

	
	Brand satisfaction
	Brand personality
	There is a positive correlation between a brand's personality, which can be broken down into its styles, emotions, and actions, and the level of pleasure with that brand (J. Joško Brakus, 2009).


2.3 [bookmark: _Toc119852975]  Consequences of Brand Experience
2.3.1 [bookmark: _Toc119852976]Positive Word of Mouth
According to (Harrison-Walker, 2001), “WOM is informal, person-to-person communication between a perceived non-commercial communicator and a receiver regarding a brand, a product, an organization or a service”. The idea behind word-of-mouth (WOM) marketing is that word about a company's products or services may travel from satisfied customers to new ones via word-of-mouth (WOM) or other means of communication (Harrison-Walker, 2001). Marketers are generally interested in fostering PWOM, such as the recommendation of products or services to friends and family, since it promotes goods and services without incurring additional advertising or marketing expenses. Previous research has shown that a favorable brand experience greatly affects the number of positive recommendations made by customers to their friends and family. More importantly, people who have strong emotional connections to a company tend to be more willing to spread good news about that brand to others. In light of this, it is reasonable to conclude that consumers' good interactions with a brand have an impact on the brand's reputation in the marketplace (Harrison-Walker, 2001). 
2.3.2 [bookmark: _Toc119852977]Willingness to Pay Premium Prices
According to (Anderson, 1998), “A brand obtains a price premium when the sum that customers are willing to pay for products from the brand is higher than the sum they are willing to pay for similar products from other relevant brands.” According to (Thomson, 2005), “if a person develops an emotional attachment to a brand, he or she would be prepared to pay a higher price for that brand when purchasing it.” Emotional connection to a brand is positively related with retaining closeness to the brand, while mental discomfort caused by existing or anticipated separation from the brand is negatively connected with maintaining proximity to the brand (Sarkar, 2014). The consumer should accept the price increase since there are no other choices and the client values maintaining the pleasant emotions linked with the brand experience. Therefore, it can be concluded that a customer's willingness to pay a greater price for a product or brand is influenced by their previous favorable experience with the brand.




 (
CHAPTER 0
3
: 
FINDINGS OF THE STUDY
)

After collecting data by conducting survey, the author concentrates on analyzing the data and coming with findings. In this chapter, there is a summary main text about the respondents’ answers to conducting survey.
3.1 [bookmark: _Toc119852979]   Data Analysis and Results
3.1.1 [bookmark: _Toc119852980]Sample Characteristics
The characteristics of the respondents of the study will be explained in terms of gender, education, profession and average monthly family income.
Gender: The frequency distribution constructed for the gender of the respondents can be shown below: 
	Gender

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	
Valid
	Male
	29
	48.3
	48.3
	48.3

	
	Female
	31
	51.7
	51.7
	100.0

	
	Total
	60
	100.0
	100.0
	


Now it can be understood that there were 29 Male and 31 Female respondents and total respondents were 60 in numbers.
Education: The frequency distribution constructed for the education of the respondents can be shown below: 
	Education

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	
Valid
	SSC or below
	1
	1.7
	1.7
	1.7

	
	HSC
	5
	8.3
	8.3
	10.0

	
	Bachelor
	39
	65.0
	65.0
	75.0

	
	Masters or equivalent
	15
	25.0
	25.0
	100.0

	
	Total
	60
	100.0
	100.0
	


Now it can be understood that there were 01 respondent’ education level was SSC or below, 05 respondents’ education level was H.S.C, 39 respondent’ education level was Bachelor degree, 15 respondent’ education level was Masters or equivalent and total respondents were 60 in numbers.
Profession: The frequency distribution constructed for the profession of the respondents can be shown below:
	Profession

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	
Valid
	Student
	17
	28.3
	28.3
	28.3

	
	Service Holder
	20
	33.3
	33.3
	61.7

	
	Business
	13
	21.7
	21.7
	83.3

	
	Others
	10
	16.7
	16.7
	100.0

	
	Total
	60
	100.0
	100.0
	


Now it can be understood that there were 17 respondents were student, 20 respondents were service holder, 13 respondents were in business profession, 15 respondents were in other profession and total respondents were 60 in numbers.
Average Monthly Family Income: The frequency distribution constructed for average monthly family income of the respondents can be shown below:
	Average Monthly Family Income

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	
Valid
	30,000 or below
	22
	36.7
	36.7
	36.7

	
	30,000 to 60,000
	4
	6.7
	6.7
	43.3

	
	60,000 to 90,000
	7
	11.7
	11.7
	55.0

	
	90,000 to 1,20,000
	9
	15.0
	15.0
	70.0

	
	Above 1,20,000
	18
	30.0
	30.0
	100.0

	
	Total
	60
	100.0
	100.0
	



Now it can be understood that there were 22 respondents’ average monthly income was 30,000 or below, 4 respondents’ average monthly income was 30,000 to 60,000, 7 respondent s’ average monthly income was 90,000 to 120,000, 18 respondents’ average monthly income was above 120,000 and total respondents were 60 in numbers.
3.1.2 [bookmark: _Toc119852981]Reliability of the Constructs Used in the Study
Cronbach’s alpha was used to assess the reliability of this study. Cronbach's alpha is an estimate of the reliability of a psychometric test. It will generally increase as the inter correlations among test items increase, and is thus known as an internal consistency estimate of reliability of test scores. Because inter correlations among test items are maximized when all items measure the same construct, Cronbach's alpha is widely believed to indirectly indicate the degree to which a set of items measures a single one-dimensional latent construct. A commonly accepted rule for describing internal consistency using Cronbach's alpha is as follows:
Table 3: Cronbach’s alpha accepted rule
	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













Source: Wikipedia (n. d.)


Brand Experience (BE): The construct brand experience (BE) is comprised of the following items:

	Brand Experience (BE)

	No.
	Items

	1
	X has a good reputation as smart TV manufacturing company

	2
	I am confident in X’s expertise as a smart TV company

	3
	I choose X smart TV not because of price

	4
	X’s smart TVs have the best quality

	5
	X’s smart TVs are superior



Here the Cronbach’s alpha computed for this measure was found to be .805, which can be considered to be a sufficiently good measure of the reliability of the construct comprising of the aforementioned items.

Brand Loyalty (BL): The construct brand loyalty (BE) is comprised of the following items:

	Brand Loyalty (BL)

	No.
	Items

	1
	I will buy X the next time I buy a smart TV

	2
	I intend to keep purchasing X smart TVs in the future

	3
	I am committed to X smart TVs

	4
	I would be willing to pay higher prices for X over other brands of smart TVs



Here the Cronbach’s alpha computed for this measure was found to be .918, which can be considered to be a sufficiently excellent measure of the reliability of the construct comprising of the aforementioned items.



Intention to Generate Positive Word-of-Mouth (WOM): The construct brand loyalty (BE) is comprised of the following items:

	Word-of-Mouth (WOM)

	No.
	Items

	1
	I would like to say positive things about X smart TVs

	2
	I would like to recommend X smart TV to others

	3
	I would like to recommend SONY smart TV to someone else who seeks my advice



Here the Cronbach’s alpha computed for this measure was found to be .903, which can be considered to be a sufficiently excellent measure of the reliability of the construct comprising of the aforementioned items.
3.1.3 [bookmark: _Toc119852982]Evaluating the Interrelationships among the Constructs Considered in the Study
For the purpose of evaluating the interrelationships among the major constructs used in this study, Brand Experience (BE), Brand Loyalty (BL), and intention to generate positive word-of-mouth (WOM)), the following correlation matrix can be used:
	Correlations

	
	BE
	BL
	WOM

	BE
	Pearson Correlation
	1
	.656**
	.676**

	
	Sig. (2-tailed)
	
	.000
	.000

	
	N
	60
	60
	60

	BL
	Pearson Correlation
	.656**
	1
	.768**

	
	Sig. (2-tailed)
	.000
	
	.000

	
	N
	60
	60
	60

	WOM
	Pearson Correlation
	.676**
	.768**
	1

	
	Sig. (2-tailed)
	.000
	.000
	

	
	N
	60
	60
	60

	**Correlation is significant at the 0.01 level (2-tailed).



From the given correlation matrix, the product moment correlation between the variables Brand Experience (BE) and Brand Loyalty (BL) was found to be r = .656, which is statistically significant at 99 percent level of confidence.

From the given correlation matrix, the product moment correlation between the variables Brand Experience (BE) and Word of Mouth (WOM) was found to be r = .676, which is statistically significant at 99 percent level of confidence.

And, from the given correlation matrix, the product moment correlation between the variables Brand Loyalty  (BL) and Word of Mouth (WOM) was found to be r = .768, which is statistically significant at 99 percent level of confidence.
3.1.4 [bookmark: _Toc119852983]Variation in Brand Experience (BE) across the Brands
For the purpose of examining the variations in brand experience (BE) across the three brands considered in the study, a one-way ANOVA was conducted and the SPSS-generated statistical outputs are given below:

	ANOVA

	BE  

	
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	Between Groups
	20.361
	2
	10.181
	31.269
	.000

	Within Groups
	18.558
	57
	.326
	
	

	Total
	38.919
	59
	
	
	



Since sig. = 0.000 is less than the assumed value of alpha = 0.05, there are significant variations in brand experience (BE) across the brands considered in the study. Now the variations in brand experience (BE) across those brands are given below:


	Descriptive

	BE

	
	N
	Mean
	Std. Deviation
	Std. Error
	95% Confidence Interval for Mean
	Minimum
	Maximum

	
	
	
	
	
	Lower Bound
	Upper Bound
	
	

	Samsung
	20
	4.2900
	.74119
	.16574
	3.9431
	4.6369
	2.40
	5.00

	Sony
	20
	4.3400
	.38987
	.08718
	4.1575
	4.5225
	3.60
	5.00

	Walton
	20
	3.0800
	.52476
	.11734
	2.8344
	3.3256
	2.40
	4.20

	Total
	60
	3.9033
	.81219
	.10485
	3.6935
	4.1131
	2.40
	5.00



The given table shows that customers indicate the most positive brand experience (BE) for Sony (M = 4.34, and SD = 0.39), followed by Samsung (M = 4.29, and SD = 0.74), and Walton (M = 3.08, and SD = 0.52)
3.1.5 [bookmark: _Toc119852984]Variation in Brand Loyalty (BL) across the Brands
For the purpose of examining the variations in brand loyalty (BL) across the three brands considered in the study, a one-way ANOVA was conducted and the SPSS-generated statistical outputs are given below:
	ANOVA

	BL  

	
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	Between Groups
	24.027
	2
	12.014
	16.862
	.000

	Within Groups
	40.609
	57
	.712
	
	

	Total
	64.636
	59
	
	
	



Since sig. = 0.000 is less than the assumed value of alpha = 0.05, there are significant variations in brand loyalty (BL) across the brands considered in the study. Now the variations in brand loyalty (BL) across those brands are given below:


	Descriptive

	BL  

	
	N
	Mean
	Std. Deviation
	Std. Error
	95% Confidence Interval for Mean
	Minimum
	Maximum

	
	
	
	
	
	Lower Bound
	Upper Bound
	
	

	Samsung
	20
	3.3500
	.90102
	.20147
	2.9283
	3.7717
	2.00
	5.00

	Sony
	20
	3.8125
	.93849
	.20985
	3.3733
	4.2517
	2.50
	5.00

	Walton
	20
	2.3000
	.66689
	.14912
	1.9879
	2.6121
	1.50
	4.25

	Total
	60
	3.1542
	1.04668
	.13513
	2.8838
	3.4246
	1.50
	5.00



The given table shows that customers indicate the most positive brand loyalty (BL) for Sony (M = 3.81, and SD = 0.93849), followed by Samsung (M = 3.35, and SD = 0.90102), and Walton (M = 2.30, and SD = 0.6689).
3.1.6 [bookmark: _Toc119852985]Variation in Word of Mouth (WOM) across the Brands
For the purpose of examining the variations in word of mouth (WOM) across the three brands considered in the study, a one-way ANOVA was conducted and the SPSS-generated statistical outputs are given below:
	ANOVA

	WOM

	
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	Between Groups
	22.078
	2
	11.039
	20.232
	.000

	Within Groups
	31.100
	57
	.546
	
	

	Total
	53.178
	59
	
	
	



Since sig. = 0.000 is less than the assumed value of alpha = 0.05, there are significant variations in word of mouth (WOM) across the brands considered in the study. Now the variations in word of mouth (WOM) across those brands are given below:

	Descriptive

	WOM  

	
	N
	Mean
	Std. Deviation
	Std. Error
	95% Confidence Interval for Mean
	Minimum
	Maximum

	
	
	
	
	
	Lower Bound
	Upper Bound
	
	

	Samsung
	20
	3.9500
	.81129
	.18141
	3.5703
	4.3297
	2.00
	5.00

	Sony
	20
	4.6167
	.46232
	.10338
	4.4003
	4.8330
	4.00
	5.00

	Walton
	20
	3.1333
	.87459
	.19556
	2.7240
	3.5427
	1.33
	4.67

	Total
	60
	3.9000
	.94938
	.12256
	3.6547
	4.1453
	1.33
	5.00



The given table shows that customers indicate the most positive word of mouth (WOM) for Sony (M = 4.61, and SD = 0.46232), followed by Samsung (M = 3.95, and SD = 0.81129), and Walton (M = 3.13, and SD = 0.87459)
3.1.7 [bookmark: _Toc119852986]The Impact of Brand Experience (BE) and Brand Loyalty (BL) on the Customers’ Intention to Generate Positive Word of Mouth (WOM)
For the purpose of evaluating the impact of brand experience (BE), and brand loyalty (BL) on the customers’ intention to generate positive word-of-mouth (WOM), a multiple regression was conducted and the statistical outputs are given below:
	ANOVAa

	Model
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	1
	Regression
	34.118
	2
	17.059
	51.015
	.000b

	
	Residual
	19.060
	57
	.334
	
	

	
	Total
	53.178
	59
	
	
	

	
a. Dependent Variable: WOM

	b. Predictors: (Constant), BL, BE



Since sig. = 0.000 is less than the assumed value of alpha = 0.05, there are significant influences of brand experience (BE) and brand loyalty (BL) on customers’ intention to generate positive word-of-mouth (WOM).

	Model Summary

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

	1
	.801a
	.642
	.629
	.57826

	
a. Predictors: (Constant), BL, BE



Here R2 = 0.642 indicates that the variation in the customers’ intention to generate positive world-of-mouth (WOM) can be explained by the variations in both brand experience (BE) and brand loyalty (BL) by 64.20 percent, which can be considered a significantly strong relationship.
	
Coefficients

	Model
	Un standardized Coefficients
	Standardized Coefficients
	t
	Sig.

	
	B
	Std. Error
	Beta
	
	

	1
	(Constant)
	.890
	.370
	
	2.409
	.019

	
	BE
	.354
	.123
	.303
	2.882
	.006

	
	BL
	.516
	.095
	.569
	5.418
	.000

	
a. Dependent Variable: WOM



Since the associated sig. values for both the independent variables (BE and BL) are less than the assumed value of alpha, both brand experience (BE) and brand loyalty (BL) are significantly affecting the customers’ intention to generate positive word-of-mouth (WOM). Between two independent variables (BE and BL), brand loyalty (BL) is found to affect the customers’ intention to generate positive word-of-mouth to a greater extent than brand experience (BE) because of the higher associated beta value (betaBE = 0.303 and betaBL = 0.569).
4.0 [bookmark: _Toc119852987]  Future Research Scope
When customers are looking for, purchase for, and use brands, they are subjected to those brands in a number of different contexts, each of which might result in a distinctive brand experience. As a result, we constructed brand experience as the subjective responses that consumers have that are generated by certain experience features that are associated to the brand in such contexts. For evaluating the brand experiences for physical evidence products, two variables (brand loyalty and word of mouth) have also been included in this research. Finally, both brand experience (BE) and brand loyalty (BL) are significantly affecting the customers’ intention to generate positive word-of-mouth (WOM).
This research will be useful not only for academic research but it will also useful to implement effective marketing strategies for physical evidence products (e.g., SMART TV). Marketers may use the scale for research and insight into customer experiences, as well as for strategic planning and continuing measurement of the performance of the product and services they provide. In addition, for further research on evaluating the brand experience, we can use with more variables in evaluating brand experience of different service industry sectors (e.g., restaurants Service, beauty salon, airline flights). 



[bookmark: _Toc119852988]Appendix
[bookmark: _Toc119852989]An Academic Survey Questionnaire
(Evaluating Relationships among Brand Experience, Brand Loyalty, and Positive Word-of-Mouth)

Name (optional):

Phone Number (optional):

Gender:       Male         Female

Education:        SSC or below 	     HSC       Bachelor       Masters or equivalent professional degree or above

Profession:        Student        Service Holder         Business        Others

Average Monthly Family Income:       30,000 or below        30,000—60,000        60,000—90,000         90,000 – 1, 20,000         above 1, 20,000         

Please indicate your level of agreement with the following statements. Where 1 = highly disagreed, 2 = disagreed, 3 = neutral, 4 = agreed, and 5 = highly agreed.
	SN
	Statements
	1
	2
	3
	4
	5

	BE1
	SONY has a good reputation as smart TV manufacturing company
	
	
	
	
	

	BE2
	I am confident in SONY’s expertise as a smart TV company
	
	
	
	
	

	BE3
	I choose SONY smart TV not because of price
	
	
	
	
	

	BE4
	SONY’s smart TVs have the best quality
	
	
	
	
	

	BE5
	SONY’s smart TVs are superior
	
	
	
	
	

	BL1
	I will buy SONY the next time I buy a smart TV
	
	
	
	
	

	BL2
	I intend to keep purchasing SONY smart TVs in the future
	
	
	
	
	

	BL3
	I am committed to SONY smart TVs
	
	
	
	
	

	BL4
	I would be willing to pay higher prices for SONY over other brands of smart TVs
	
	
	
	
	

	WOM1
	I would like to say positive things about SONY smart TVs
	
	
	
	
	

	WOM2
	I would like to recommend SONY smart TV to others
	
	
	
	
	

	WOM3
	I would like to recommend SONY smart TV to someone else who seeks my advice
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