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ABSTRACT

Existing studies on the factors influencing branglalty show that brand trust and brand affect ptay essential
role in brand loyalty. Some researchers definedataand loyalty in dynamic aspect. However, few igsithave been
made on the development process of consumers’ biayadty with time. To make up this shortfall ofegent

marketing studies, a dynamic study on the equhlénte of brand affect and brand trust on the fogrprocess of
brand loyalty was carried out in this research. Thegitudinal situational simulation experiment clutted in this
research revealed a law that, the influences ohlraust on brand loyalty increased with time, whihat of brand
affect on brand loyalty reduced. In addition, tta&s was weakened by different consumption expeggernally, it

was pointed out that the incorporated influencebraind trust and brand affect on brand loyalty weignificantly

strengthened with the accumulation of consumptiqregences.

Key words: brand loyalty; brand trust; brand affect; the ceteice of consumers’ experience

INTRODUCTION

It is a view point widely accepted and supportediiany researchers in field of consumer-brand watiip: brand
loyalty is formed in individual consumer’s prodwansumption or brand selection for pursuing furr@idbenefit,
and equally at least or even alternatively, aféatisfaction [1].

However, problems come up with the coexistencehef influences of brand affect and functional benefi
consumers’ brand loyalty,e. how we distinguish the influences of brand affenot dunctional benefit in the
formation of brand loyalty? Since we attach so mimportance to the role of brand affect, how muah brand
affect influence consumers by replacing functidvethefit? These problems have not received enoughtian and
systematically studied in existing studies.

In information processing theory, functional benafipears largely as a hypothesis of consumersngoproblems
objectively and rationally. The effect of functidrienefit at this aspect can be reflected by bitamst. In addition,
since consumer’s brand functional benefit-focual$® a brand trust formed by consumers to redusedbselection
risks [2], brand trust is employed to embody brémctional benefit in the present research. Relagsgarches
imply brand trust and brand affect are two totdilfferent variables. Brand trust refers to the hatraand kindly trust
of consumers to one brand basing on a belief beabtand is capable of performing better, whilendraffect is the
emotion of an individual (likes and dislikes) td@and.

Basing on previous practice and theoretical stydiesy marketing researchers [3] attempted to egple effects
of brand affect and brand trust on brand loyaltyfdstunately, their researches, and the reseafohliesed, defined
the brand loyalty in static aspect and ignoredtdmporal changes of consumers’ brand loyalty. Toeee they
failed to explore the way of the replacement betwfeactional benefit and affect value in essence.

The complexity and dynamic nature of consumer kyyhhve been widely discussed in present marketindies
[4]. These studies suggested that the effectsyaiftigs driving factors varied with time and marketature degree
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significantly and consumer’s brand loyalty wasueficed by consumer-brand relationship. Since tkdenstanding
on the dynamic nature of loyalty is of great signaihce for researchers and enterprise manageegrobers are
prone to focus on the influencing factors of loyait different stages and in turn help managefsrmulate more
suitable consumer-orientated marketing plans. Tfieskngs further emphasize the importance of sioglyorand

loyalty from a dynamic perspective. However, an amant research defect is presented meanwhile:itdetpe

view point that brand loyalty should be studiediimamic aspect has been greatly acknowledgedntheinces of
brand trust and brand affect to brand loyalty hasbeen systematically investigated from this aspec

To make up this shortfall, a dynamic study on theat influence of brand affect and brand trust toe forming
process of brand loyalty were carried out in tleisearch, based on a proposition that the effedtsanfd trust and
brand affect continuously fluctuate with time arwhsumer’s experience accumulation in the formingcess of
brand loyalty. Meanwhile, the significance of comsu’s consumption estimation in consuming processhe
re-consumption decision in future is also reseatéhe dynamic aspect. In other words, whetherabrconsumers’
evaluation to a brand during consumption is inftisro the re-selection judgment on this brand entlirn affects
the brand loyalty is determined. Therefore, thenpineenon in the study is provided with consistentstonption
experiences (for example, being always positiveydalways negative, or being inconsistent at &§lated studies,
for instance, the studies concerning working pentomce, have stated the importance of the consistefiieedback
information. Unfortunately, this theory is rarelymied in the research field concerning consuntsgkavior so far.

Other social psychology and marketing studies etgid that consumer’s judgment and attitude turnédt@ be
more stable with time and experience increasedth®rasis of what obtained above, it is believed donsumers
will be more firm in re-selecting the same brandhvtime and experience increased and more loy#iisobrand.
The incorporated influences of brand trust and dhraffect to brand loyalty were enhanced therebys Btudy
longitudinally discusses the changes of the eftddntermediate variables in the development preagsbrand
loyalty as those used in other researches.

THE DYNAMIC CHARACTERISTICSOF BRAND LOYALTY
Being disparate with the brand loyalty studies frbehavioral and attitudinal aspects[5], the prestatly is
initiated from the dynamic nature of brand loyalty comprehensively investigate the effect variaiaf brand
affect and brand trust using a dynamic theory motierand loyalty.

The selection of the view point above is attributedhe following reasons: 1. consumer’s loyaltyaisoncept of
attitude [6]. Hovland’s persuasion model [7] statkat, loyalty, being identical with other attitudleeories, is
provided with dynamic nature. Consumer exhibit§edént brand loyalty degrees to a commodity or @nbrat
different consumption stages. Moreover, Elaboratideelihood Model (ELM) suggests that consumertadle
alternation (such as loyalty alteration) includeo tapproaches, namely, center route and peripheus.r Central
approach emphasizes the effects of the trust deedlérom the rational recognition of consumers,lavperipheral
approach expresses an emotional reaction of constanbe surface clues in the scene. Since consuarerin a
large “consumption system” containing numerous pobsl or services to be consumed at different timgogs,
consumer’s assessment is temporary in a particmdasumption time point. At such time point, constime
evaluation on brand trust and brand affect is &soporary. Bolton and James pointed out that theswmer’s
consumption evaluation at certain time point lafdw@andation for the following consumption assessimas a result,
the effects of brand trust and brand affect to #dagalty differ at different stages of brand Idyadnd can be more
specifically and comprehensively explored from espective of dynamic nature.

In aspect of dynamic nature, brand affect is defiae the formation possibility of consumer’s pesitemotional
reactions as a result of the usage of certain br@hdudhuri and Holbrook [8] defined brand affest‘@onsumer’s
positive after-use emotional reaction to a brardbney and Canon [9] argued that trust was an “edtim
accumulation” of the cost and benefit generatethénprocess of target object (such as brand) cathstalfilling
the responsibility committed and sustaining thatiehship.

HYPOTHESES

Dick and Basu [10] expounded that brand loyalty wase intensive under more positive emotions. Adcmly,
Chaudhuri and Holbrook hypothesized that brand positively affected brand loyalty and verifiedethypothesis
empirically. In addition, they stated that brandhtienship maintenance required additional consitien on the
emotional decision factors.

Oliver pointed out that brand loyalty evaluationsnaspecial attitudinal form (psychological commatit) and the

ensuing purchase behavior. Thus in this studytudti and the ensuing purchase behavior are maikintinto
consideration to develop the hypotheses in the ifggrprocess of brand loyalty. Related researchave Iprovided
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evidences that newly developed attitude is diffitalbe predicted due to the instability and uraiaty. However,

consumer’s judgment certainty to a product is datisrom the product information amount obtaineddapeated
consumption experiences. The more the informatimoumnt is, the higher the judgment is certain. Tioesg

consumer’s judgment certainty in trust and affastan attitudinal attribute, can be significantihhanced through
repeated consumptions (for example, become moensive and more stable) and used to effectivelgyme

loyalty formation. Based on the above analysisoflypsis 1 is put forward:

Hypothesis 1: the more the consumption experietimgemore significant the incorporated influence$®@nd trust
and brand affect on brand loyalty

As previously mentioned, this study majorly invgated whether or not the influences of brand tamst brand
affect to brand loyalty show variations as time andsumption frequency increased, in particulathatearly state
of brand loyalty forming process. It is obvioustthansumer is incapable of finding available infation of a new
product or service from the memory whenever (foameple, no assessments of trust and affect). Therefo
consumers are willing to rely on their feelingsisTis because, consumer’s emotion is easily toxbiesl by a new
stimulation, that is to say, people are likely take their feeling, perception, and emotion wherinfpa new
stimulus. Being in agreement with this view poisbme existing affect-based heuristic studies adseals why
consumers can make an attitudinal judgment basedeonature of affect [11].

Forgas has proposed one correlated Affect InfuModel(AIM) [12] and implied that affect are inject into the
information processing program by four informatiprocessing strategies, namely, direct access, atanal
processing, heuristic, and substantive processiig. former two thereof are suitable for the sitratwith
previously established framework or targets and leuenced by affect. Due to the absence of exjdramework
and goal, the third one regards affect as a kinidifofmation to be handled using smallest effod any available
shortcut. The fourth one is used to process theptmmsituation calling for great effort, includirige selection,
study, and interpretation the information of theyéd, and linking the information with existing kmigdge structure.
Thus this strategy is highly affected by affecteTtigher the uncertain degree, the larger theplalged by affect.

Specific to this study, consumers are prone to ea the affect injected due to deficiency of itifermation that
can be used as the judgment basis in their memtdteainitial consumption experience stage. Howewéth the

increase of consumption times, consumers have r@chuiore information about product and service.sThefore
making psychological commitment or purchase degjsprevious information is retrieved to assist jinggment.

Existing researches have shown that previous agtitudgment exerts influences on the subsequeitticktt
evaluation [13].The analysis is in agreement whi direction acquisition strategy in AIM model,. iie presence of
the framework has been established using relatednation, consumer is inclined to directly use tlEanework to

assist judgment while less relies on affect. Reggbabnsistent judgment will increase the trust eegr

Additionally, social psychology research has powkyfverified the close correlation of attitude faaition with
affect using the exposure effect firstly proposgdplychologist Zajonc. Zajonc found that the effettaffect is
prior to belief in the forming process of attitudéne gradual establishment of trust relationshipved trust to find
the way in the repeated, interactive, and stremgtigorocess. Therefore, time dimension plays aalruge in the
forming process of brand loyalty. Moreover, theeeffof trust will be gradually enhanced with théeraction of
consumer and brand.

Consequently, it is believed that brand affect shgweater influences to brand loyalty at the ihgimage of brand
loyalty development. Smith and Bolton also pointed that affect largely influenced the satisfactaord loyalty of
consumer. However, with the increase of transadiioes, the interpretation of affect to satisfastemd further to
loyalty was weakened. Thus hypothesis 2 is put dodw

Hypothesis 2: with the increase of consumption grpee, the influences of brand affect to brandiligysubsides,
while that of brand trust to brand loyalty increase

Hypothesis 1 is processed based on consistent icqtisun experiences. To further emphasize the ralitynof the

theory in this study, Hypothesis 2 is researchedeuntwo situations, namely, consistent and incdessts
consumption experiences. Consistent consumptioarexe refers to the unidirectional experiences cbnsumer
in each consumption process (e.g. consumer expgeseare all positive or all negative). It allows teneration of a
more reliable and diagnosis-effective knowledgealbase in consumer’s memory that can be used dsatie of

decisions and judgments in similar situation. Tthisory is supported by a finding in some studies, attitude
certainty increases with the rise of informatiomsistency. Thus it is inferred that consumers tdondske direct
acquisition strategy instead of constructive preicgsin such case.
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Instead, inconsistent consumption experiences danflicting information, which are reflectedwaseliable and
adverse-diagnostic information in consumer’s memdoymake decisions and judgment, consumers aigeabto
find the decision basis in the processing stageooktructive information. As what discussed abdwand affect
tends to play a more significant role in such ctiodi Hence, compared with those under consistenswmption
experience, both of the affect reduction and trumsrease degrees subside under inconsistent cotismmp
experiences.

Hypothesis 3: compared with those under incondistemsumption experiences, the assumptions in Hg, (e
increase trust effects, and decrease of affeattsjfare more significant under consistent consiamgxperiences.

LONGITUDINAL EXPERIMENT

TEST AND SAMPLE

In reference with the study by Chaudhuri and Hadlrdhis test is conducted in a simulated restdwesne named
“Tianhu Restaurant”. To achieve the optimum auticégt scene content employs five deduction cluemarketing

field, including overall price, restaurant reputati staff appearance and manners, restaurantdacatnd the whole
dining environment. The experiences of subjecth¢orestaurant brand are controlled by changingtteduction

clues in the scene.

The samples in the present study are 160 marketajgrs from 7 joint-running universities in Wuhahina. As a
huge consumption group of restaurant, studentsvang familiar with restaurant consumption. Therefoit is
appropriate to choose the students as samples.

TEST DESIGN

The test is designed as follows: subjects are gasviwith 3 consecutive controlled scene descriptiona time
period separately to test their post-experiencadtayalty and the effects of brand trust and brafiect. Through
pretest, an experiment scene concerning restacoasumption is developed using 2 (good brand pedoce and
bad brand performance) x 3 (consumption time: B) Zactorial design under 4 scenes. Subjectsttlesgeriences
are expected to be positive under positive expegiestenes and be negative under negative expeseanes. The
two kinds of scenes represent consistent consumptiperiences, while others all denote inconsistensumption
experiences. In this experiment, the two inconstst®nsumer experiences manipulated refers to \theydwice
consumer experiences are in different directiorgeréfore, four kinds of experimental scenes are igotuding
consumption experience consistency (+ + +or -and consumption experience inconsistency (+ - +or) (as
shown in Table 1). The brand performance is a betwabjects variable, while consumption time is an
internal-subject variable.

The test was finished in a semester (about fourths)ralong with class schedule. “Tianhu Restauramats used as
a case in teaching. Meanwhile, the data needeldeineist were obtained through the situational sitian tests at
the beginning, middle, and end of the semesterertsely. To increase the stimulus effect of thergcdescription
in the test, the pictures or clues regarding tleeass or failure of restaurant service in otheesagere displayed to
the subjects continuously in normal classes tosrdhe memories of subjects and enhance the stiemdagion
effect of the contents in this test.

The brand performance is controlled by giving satgedifferent scenes and enough time to perceigestiene
description at their own pace. The scenes, fronthwviie expect to get positive answers, are descabéethvorable
dining environment, exhilarating staff appearanod aehavior, and acceptable overall price”. On et the
scenes, in which the subjects are expected to &éael experience, are described as “unfavorabl@estrowded
dining environment, non-uniform staff dress, lougrvice, and very expensive price”. At the end othea
guestionnaire, a question called “are you satisfigd the consumption in the restaurant on the @Rbls designed
to measure the feedback information of the conssirand further ensure that the consumers’ answerbaged on
scene content rather than self abilities.

To investigate the dynamic relationships of braiffigéch and brand trust with brand loyalty in the btipesis
mentioned, the questionnaire prepared for eaclestibjas numbered in the 3 tests. Each subject naydeceived
a numbered scene description concerning restaooargumption and was given sufficient time to reael $cene
description at his own pace. Brand trust and braffect data of subjects were obtained through #miegs of a
series of questionnaires.

Brand loyalty was tested after subjects’ attentiese transferred from test evaluation by answesmmge unrelated
guestions. Positive and negative scenes were cantiy provided in three tests concerning high kwd brand

performances respectively to depict the consistefiamnsumption experience. In addition, other sgenes were
established to represent inconsistent consumptipereences by changing the middle experience inthihee tests
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to be different with the former and the latter extjpvely. Furthermore, in the four months, “TiarRRaestaurant” was
employed as a teaching case in class to deepepcssibfamiliarity to the brand in scenes. In expéon of
obtaining objective and fair results, the exampléée of any emotional color to ensure that subjevaluation are
all derived from test scene.

Table 1: The scenein thethree tests

Test

1 2 3
1. Consistent experience + + +
2.Consistent experience — — —
3.Inconsistent experience — +  —
4.Inconsistent experience + — +

Note: “+” refers to positive experience, while “—denotes to negative experience

Test scene

VARIABLE MEASUREMENT

Brand trust and brand affect are independent Vimsathat should be focused in the present studbndBaffect is
defined and measured using the two evaluation ssalggested by Russell [14], namely, consumersiappy or
unhappy and their emotions are inspired or stalidat is to say, brand affect is reflected by consusnemotion
(happy or unhappy) in usage and the evaluatioha@dtand (like or dislike). Therefore, by referritogthe studies
by Morgan and Hunt et al., the terms in Table 2agmglied to measure brand affect.

Brand trust is measured using four questions cdratimg on the reliability and intentionality ofst, which are all
also used by multiple researchers in brand trustsonement.

In addition, brand trust and brand affect are disther measured through an open question at tleoérthe
guestionnaire, that is, subjects are required abarhte their post-experience feelings to the sc€he replies
obtained are classified into brand affect and bramdt by the standard below: in case of mentionivayds
regarding affect and emotion, the replies are dladsto brand trust; in case of encountering wordgarding
service content and service quality about the sdeereplies are classified into brand trust. tA# classifications
are approved by seven judgers, including marketéaghers and PhD candidates. Argued contents aredsby
discussion.

Brand loyalty (involving behavior loyalty and attite loyalty), as a main dependent variable in stigly, are
measured by three questions that has been useevips studies[15]. All items are surveyed in terof 7-level

Likert scale: “1” denotes “totally disagreed” omipossible”, while 7 represents “completely agreed™entirely

possible”. Table 2 shows the items used to meahase items and the alpha indexes used to refiecinternal

consistency of variable measurement. The alphaxexell exceed the lower limit generally accept@d). Single
factor analysis on each specific item signifies the measurement results all exceed 0.6 and tthiswvees desired
convergent validity according to Kerlinger’s theomgmely, it is acceptable when convergent validitgbove 0.5.

Finally, several variables are collected as possiblariates, including age, gender, restaurarguroption budget,
price consciousness, value consciousness, anddeon&. However, due to their insignificant fixedfeefs in the
research (agqr=0.485; gendemp= 0.140; budget restaurants consumptin0.354; price consciousnegs: 0.223;
value consciousnesg=0.295; confidencey = 0.102), they are neglected in subsequent studies

In addition, the convergence validity and discriatory validity of the scale is also tested using tlonfirmatory
factor analysis method in LOSREL 8.70 software.tle whole model, chi-square=114.2RMSEA:0.086
CFI=0.93,IFI=0.93,GFI=0.87, AGFI=0.81, the indexes are all acceptable and excellézat convergent validity of
the measurement on the latent variables are proyelde three aspects below: the standard loadicieeft of each
observation variable is all above 0.60 on corredpuan latent variable; the variables measured aispaest as
judged by the thévalue of factor load coefficient in 6.9 t012.38etmeasurement is significant on levepg0.001.
The discriminatory validity of the measurement aacte latent variable is verified by the average atamn
extractions AVE) of each variable, which exceeds the absoluteevaluthe correlation coefficient of each latent
variable and 0.50 by calculation (Table 2, diagoeédrs to the square root AYE,under-diagonal is the correlation
coefficient of latent variable).
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Table 2: Test of discriminatory validity

Variable 1 2 3

Brand loyalty 0.832
Brand trust 0.530 0.787

Brand affect 0.500 0.290 0.848

RESULTS

The brand trust, brand affect, and brand loyaltyhef subjects experiencing three longitudinal tesésscored in
average respectively. The three average scoresnéitirust is 0.37, 0.51, 0.59, those of brandcafiee 0.56, 0.48,
0.30, and those of brand loyalty are 0.36, 0.434 Gespectively; mean variance analysis on the cbtayalty
suggests that the three average values are swmmific different F=22.19, p<0.01), indicating the difference
significance of brand loyalty in the three tests.

H1 assumes that the incorporated influences ofdotaust and brand affect to brand loyalty appayentes as
consumption experience increases. Subjects acctarthkeir consumption experiences and brand loyattgments
to “Tianhu Restaurant” in the three tests. To €ktthe regression equations of the three testestablished.

(1) BL= by + byxBT + bxBA + 1

Where, BL, BT, and BA refer to brand loyalty, brammdst, and brand affection respectively; r repnéseandom
error. Table 4 lists the estimation results ofttiree regression models using the maximum likeltho@thod in the
MIXED Model of SPSS software. As shown in Tableo35t brand trust is positively influential to bralayalty,
while brand affect exerts statistical significant@drand loyalty in the three tests. Besides silitgstantial increase
of R square value from 0.650 in the first test t67@ in the third test in regression proves that itttorporated
influences of brand trust and brand affect to brioydlty are enhanced in the tests. The resultyalpwovide
evidences for H1.

Table3: Theregression analysisresults of thetest 1

Measurement parameter Test 1
The maximum likelihood function 9705
R2 0.650
Measurement of fixed effects
Parameter Estimation value t p
b0 Constant 7.219 58.940  0.000
bl Brand trust 0.693 11.610 0.000
b2 Brand affect 0.364 7.160  0.000

Table4: Theregression analysisresults of the test 2

Measurement parameter Test 2
The maximum likelihood function 620.8
R2 0.703
Measurement of fixed effects
Parameter Estimation value t p
b0 Constant 6.450 58.950 0.000
bl Brand trust 0.798 13.990 0.000
b2 Brand affect 0.314 6.260  0.000
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Table5:Theregression analysisresults of thetest 3

Measurement parameter Test 3
The maximum likelihood function 501.6
R2 0.772
Measurement of fixed effects
Parameter Estimation value t p
b0 Constant 5.963 61.400 0.000
bl Brand trust 860 16.970 0.000
b2 Brand affect 182 4.440  0.001

Then we investigated the vitiations of the influesof brand trust and brand affect to brand loyaith the time
and consumption times increased. H2a notes thaidbedfect is less influential to brand loyalty withe

accumulation of consumption experiences; H2b ektiesrthat brand trust is increasingly influentiabtand loyalty.
To test the hypotheses, the following interactiegression models are established.

(2) BL =b0 +b;xBT; + b,xBA,; + bsxtimeg + by,xBT;xtime + bsxBA;xtime + r;

Where, Bl and BA denote the brand loyalty and brand affect at tespectively; timerefers to different tests
under different values of t(for instance, tymepresents test 1j);represents the random error at time

Test on H2 concentrates on the correlation coefitsi of two interactive terms,(and bs). Considering similar
vitiations with slope parameter , the coefficieate probed by estimating the changes of slope presrwith the
accumulation of consumption experience. The Sldpiegarameter theory by Mittal et al. notes thaignificant
positive coefficient of interactive terms embodi@shigher slope for the consumers owning more restéau
consumption experience. In other words, correspandiariable of the coefficient are more weighted toe
consumers bearing more consumption experiencethigncondition, coefficient, is expected to be positive to
verify H2. Similarly, the negative coefficient afteractive term implies a lower slope for the consts with more
consumption experiences, and its correspondingficeft is less weighted on the consumers with more
consumption experiences than on those with less.dnehis condition, coefficiert, is expected to be negative to
verify H2. In case ob, andbs being zero or insignificant, the importance ofiahle to consumers retains with the
time and consumption times increased. Table 5 shbggstimation results of regression model byniaimum
likelihood method in Mixed Model in SPSS13 software

The result shows that brand loyalty is apparendsitvely correlated with brand trush,£0.784,p<0.001), brand
affect (,=0.364, p<0.001), and consumption experiencds=0.094, p<0.05). It suggests that brand trust is
increasingly influential to brand loyalty with timend consumption experience accumulated. H2a ielife
verified.

Table 6:Theregresson analysisresults of interactive effect

The maximum likelihood function

1778.¢

Measurement of fixed effect

Parameter Estimation value  t P
bg Constant 7.172 104.300 0.000
b, Brand trust 0.784 23.480 0.000
b, Brand affect 0.364 9.590 0.000
b3 Time -0.259 -4.540 0.000
bs Brand trustxtime 0.094 3.060 0.040
bs  Brand affectxtime -0.102 -3.430 0.020

Residual analysis

Parameter Estimation value Wald Z P
Residual (The variance of r) 1.730 16.450 0.000
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Moreover, brand affect is negatively interactedhwabnsumption experiences€-0.102,p <0.05)), namely, brand
affect is decreasingly influential to brand loyaltith time and consumption experiences increasedrdfore, H2b
is provided with evidence. By integrating the tirdfngs above, it is concluded that brand trush@se explanatory
while brand affect is less explanatory with timed amonsumption experience increased in the formatiobrand

loyalty.

H2 is further proved by the replies of the opengfjoas above that has been classified into brafettabr brand
trust. Being consistent with the regression reahbtive, namely, brand trust is more explanatoryamdb loyalty on
the whole, the classification result shows that rdyglies in brand trust exceeds those in brandctafigerall. In
particular, the replies categorized into branddftgadually decrease in the first (34), second(@04 third test(14),
while that categorized into rand trust graduallsré@ase in the first(67), second(71), and third 885t

H3 gives that, inconsistent experiences weakenithiease degree of brand trust’s effect and tleedse degree
of brand affect’s effect in the formation of bralegalty. To verify H3, data are divided into twoogips: in the first
group, data are obtained by providing subjects withsistent brand performances (being constantisfaetory or
unsatisfactory), while in the other one, data akected by offering subjects with inconsistentrimtgperformances
(each two adjacent brand performances are different

Interactive analysis result®,£0.130,p<0.05 bs= -0.116,p<0.05) show that the effect of brand trust obvigusl
grows while that of brand affect apparently redu@@sconsistent consumption experiences. In incossis
consumption experiences, the two interactions lii@sgnificant. In other words, given inconsistexonsumption
experiences, the increase degree of brand truttend the decrease degree of brand affect’ tefiee all
weakened during the formation of brand loyalty. fHfiere, inconsistent consumption experiences insgdit while
supports H3.

In the present study, subject’'s perception to brgedormance is manipulated by the perception égpees in
restaurant consumption scene. The manipulatiortefanspected to certify that the manipulationommsumption
scene arouses the variation of the perception émdmperformance and in turn influences brand lgyaits
aforementioned, tests are ended with a questiomtathe overall perception on test scene, whichaise “you
satisfied with the consumption in the restaurardral”? ”. This question is scored as 5.7 andP<8(01), 6.1and
1.9(P<0.01), 6.8 and 1.4Pk0.01) in the brand experiences with high and l@vfgrmances in the three tests
respectively. T test implies the significant difface of the scores on this question in the thrgs tand thus verified
that the three tests are well manipulated. Furtbegmstatistics reveals that brand tryst(.05) and brand affect
(p<0.01) of subject are more highly scored in theitpas scene than in the negative one in the thestst In
conclusion, the test scene designed in the stutlyaly acted as a manipulator of subjects’ percepto brand
performance.

THEORETICAL AND MANAGEMENT SIGNIFICANCES

The above findings are of great theoretical and agament significances. First of all, the significarof brand
loyalty is displayed from a dynamic perspectivaslfound that the factors inducing brand loyaltg aontinuously
changing. As aforementioned, brand trust and bleyalty are greatly influential to brand loyaltyoldever, with
the accumulation of consumption experience, thiiénice degrees of the two variables are in constamation.
The results show that the effects of differentafales are constantly changing during the formatidlorand loyalty.
Therefore, the brand loyalty at certain time pasnincapable of reflecting the loyalty of a consuraecumulated in
multiple consumption experiences.

Subsequently, brand affect achieves a high scatteeimitial judgment to consumer’s brand loyalbydaa lower one
in the following stages, while for brand trust, siuation is reversed. The result above suggéstshirand affect
plays a particularly important role in case of lbied information or experience to products and sestiln other
words, when consumers encounter a new productnaulaiion (a new product or new service), brand caffe
pivotal during the formation of brand loyalty. Hove, as consumption experience accumulated, brarsd will
play a predominant role.

At last, subjects’ scores to the consistent anarisistent brand experiences imply that, with therdase of
consumption experience, the enhancement of bramt' teffect and the decrease of brand affect’sceftre
impaired given inconsistent brand performance geioes. This finding provides the studies in braoghlty field
with theoretical and empirical supports.

In short, managers are offered with a global andaihgh manner in treating brand loyalty. The efexftbrand trust
and brand loyalty are in constant variation durihg formation of brand loyalty. Due to the unclesssy brand
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loyalty is unstable and random at the initial stafjiee great chances allow the early managers afdblayalty to
improve consumer’s brand loyalty to a larger ext®nincreasing consumer’s positive affect to brangroduct.

Limitationsand future direction

This study presents several limitations. Firstlye tdynamic data of brand loyalty are collected freoene
simulation tests. Although great effort has beemen@® improve the reality of scene, the ecologiedidity of the
study results still needs further verification @al test due to the limitation of simulation tests.

Subsequently, the tests in this study are baseskoiice industry. Chaudhuri and Holbrook have sddestaurant
consumption and pointed out that restaurant consamiis very representative. However, considerihg high

involvement of the products in such scene, they foays more on the detail processing of informatmwshow the
increase of trust in product or brand. Therefaralifferent product involvement situations, thduehce differences
in brand affect and brand trust to brand loyals/ &orthy of further research in the future.
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