BRAND EXPERIENCE — HOW IT RELATES TO BRAND PERSONALITY, CONSUMER... 731

BRAND EXPERIENCE -
HOW IT RELATES TO BRAND PERSONALITY, CONSUMER
SATISFACTION AND CONSUMER LOYALTY.
AN EMPIRICAL ANALYSIS OF THE ADIDAS BRAND.

Thomas Cleff, Ph.D.", Silvia Ddrr, Andrew Vicknair’, Nadine Walter, Ph.D.*

'Pforzheim University and ZEW Centre for European Economic Research, Mannheim,
Federal Republic of Germany, thomas.cleff@hs-pforzheim.de

2Pforzheim University and ZEW Centre for European Economic Research, Mannheim,
Federal Republic of Germany

3Pforzheim University and ZEW Centre for European Economic Research, Mannheim,
Federal Republic of Germany

“Pforzheim University and ZEW Centre for European Economic Research, Mannheim,
Federal Republic of Germany, nadine.walter@hs-pforzheim.de

Abstract

Brand experience has attracted a lot of attention in the Marketing practice.
With consumers seeking not only functional benefits of a brand but also emotional
experiences, brand experience theory attempts to provide answers on how brand
experience can be measured and how it effects consumer behavior. This article ex-
amines the relationship between Brakus et al.’s (2009) four brand experience di-
mensions — sensory, affective, intellectual and behavioral — and customer satisfac-
tion and loyalty for the Adidas brand. The authors conducted empirical research
during December 2012 and January 2013 through an online questionnaire. The
model of Brakus et al. (2009) could be only partially verified: The findings show
that the brand experience items developed by Brakus et al. (2009) may encompass
some short-comings that returns biased results. Severe deviations were discovered
in the factor analysis especially for the behavioral and intellectual dimension of the
brand experience scale. However, the empirical results support the claim that brand
experience has a significant positive correlation with brand personality, consumer
satisfaction, and consumer loyalty. In addition, a significant correlation between
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brand personality with consumer loyalty and consumer satisfaction could have also
been validated.

JEL classification: M31
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1 Introduction

Adidas is one of the highest regarded brands in the sports-and lifestyle indus-
try with tremendous consumer acceptance and admiration. Consumer tests have
shown that people wearing Adidas felt more comfortable and were able to show
a higher performance — even if the products were counterfeit products with the
Adidas logo (so-called placebo-effect) (WDR, 2012). For a company it is essential
to understand the essence of its brand and the experiences consumers have with it.
But is there a way to measure the brand experience of the consumers? And if so, is
it connected to consumer satisfaction and consumer loyalty?

Brakus et al. (2009) aim to explain brand experience and have invented a model
to measure it. They have shown that brand experience positively affects consumer
satisfaction and loyalty. In addition, they have developed an empirically validated
brand experience scale based on the dimensions sensory, affective, intellectual and
behavioral. The scale is meaningful in academic research, but even more important
“as marketers engage in projects to understand and improve the experience their
brand provides for their customers, they can use the scale for assessment, planning,
and tracking purposes” (Brakus et al. 2009). It however leaves the question behind
whether their model can be validated by further studies and whether the model can
still be improved.

This article attempts to examine the relationship between Brakus et al.’s (2009)
four brand experience dimensions and customer satisfaction and loyalty for the
Adidas brand. However, the findings of this research reveal that, when applied to
the Adidas brand, the questions developed by Brakus et al. (2009) encompass some
short-comings and return biased results. In this paper the model will be modified
making it more descriptive. Then the modified model will be tested on a survey
about the brand experience of Adidas, examining its relation to brand personality,
consumer satisfaction and consumer loyalty.
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2 Literature Review

30 years ago Holbrook and Hirschman (1982) published their “iconic paper”
(Tynan and McKechnie, 2009) “The Experiential Aspects of Consumption: Con-
sumer Fantasies, Feelings, and Fun”. The authors identified new consumption be-
haviors “that relate to the multi-sensory, fantasy, and emotive aspects of product
use” (Holbrook and Hirschman, 1982). They claim that the existing theory of the
rational consumer needs to be supplemented by emotional components of buying
behavior. This pioneering article launched an academic debate and encouraged fur-
ther research on this subject. Since then, experience marketing has established itself
within marketing theory and nowadays plays an essential role within consumer
marketing.

The grounds for this growing phenomenon are based on three reasons: Firstly,
overexposure to advertising from traditional media channels forces communica-
tion to focus on new ways to gain consumers attention and reach them with their
messages (Mortimer, 2009). Secondly, globalization and saturation of markets has
led to fierce competition for limited market share and increased level of compe-
tition. This is driven by the fact that functional product benefits are becoming
interchangeable which makes it more difficult for companies to differentiate on
functional product features (Fransen and Lodder, 2010). Pine and Gilmore (1998)
claim that since “goods and services become commoditized, the customer experi-
ences that companies create will matter most”. Thirdly, consumers with more he-
donistic lifestyles are seeking consumption that recognizes their need of new and
exciting experiences (Fransen and Lodder, 2010).

Although experience-based marketing has received continuous attention, there
is no common definition or usage of a dominant term. Several terms have been pro-
posed, such as “experiential consumption” (Addis and Holbrook, 2001; Lofman,
1991), “experience marketing” (Pine and Gilmore, 1998), “experiential marketing”
(Schmitt, 1999) or “brand experience” (Brakus et al. 2009). Brakus et al. (2009)
define brand experience as “subjective, internal consumer responses (sensations,
feelings, and cognitions) and behavioral responses evoked by brand-related stimuli
that are part of a brand’s design and identity, packaging, communications, and
environments .

Various studies have analyzed the effect of experience marketing and tried to
measure its outcomes. Fransen and Lodder (2010) have empirically examined the
effects of experience marketing communication tools on consumer responses, and
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identified a positive influence on brand attitude and brand relation. Tsaur et al.
(20006) confirm in their study on the Taipei Zoo that experiences have positive
effects on emotion and emotion has a positive effect on the behavioral intention —
through the means of satisfaction. Brakus et al. (2009) confirm that “brand experi-
ence affects consumer satisfaction and loyalty directly and indirectly through brand
personality associations”. Sands et al. (2008) found that in-store experiential events
positively influence perceived shopping value and shopping behavior intention.

In addition to analyzing the impact of experience marketing, various efforts have
been made to develop operational typologies for experiences. “These dimensions
provide a frame-work by which companies and brands can engage consumers in an
experiential manner” (Sands et al. 2008). Pine and Gilmore (1998) sort experiences
into four broad categories ac-cording to where they fall along the spectra of the two
dimensions “level of active/passive participation” and “level of immersion versus
absorption”: the entertainment, educational, aesthetic and escapist realm. These are
well suited to analyze to explore retail settings (Sands et al. 2008). Schmitt (1999)
identifies five different types of experiences: sensory experiences (SENSE), affective
experiences (FEEL), creative cognitive experiences (THINK), physical experiences,
behaviors and lifestyles (ACT) and social-identity experiences that result from re-
lating to a reference group or culture (RELATE). These categories are especially
suitable to create brand experiences (Sands et al. 2008). Brakus et al. (2009) con-
structed a brand experience scale with four dimensions: sensory, affective, behav-
ioral and intellectual. In contrast to Pine and Gilmore (1998) and Schmitt (1999),
Brakus et al. (2009) did not derive their four factors from literature, but gathered
them by empirical evidence through explorative and confirmatory factor analysis.
In addition to the factor analysis, six further studies were conducted to prove the

reliability of the scale.

In conceptualizing brand experience, Brakus et al. (2009) concluded that brand
experience is shaped by brand-related stimuli that constitute “subjective, internal
consumer responses’, such as sensations, feelings and cognitions, as well as behav-
ioral responses. They began with five dimensions selected through literature review,
namely, sensory, affective, intellectual, behavioral and social. Through data collec-
tion and analysis the authors reduced their findings to four dimensions — sensory,
affective, behavioral, and intellectual. As Figure 1 depicts, each of the four dimen-
sions are tested by three items, to gauge the intensity of the consumers’ brand
experience. The research findings also led the authors to conclude that “brand ex-
perience seems to be a stronger predictor of actual buying behaviour” compared to
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brand personality, a more effective measure of customer satisfaction (Brakus et al.
2009).

Figure 1: Confirmatory Factor Analysis: The Four-Factor Model
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Brakus et al. (2009) provide a well-defined framework from which more confir-
matory research can be conducted to measure the intensity of consumers’ experi-
ence with brands and its effects on satisfaction and loyalty. Should this framework
prove to be valid and consistent after further testing, the implications for marketing
practitioners could be significant. Not only would it lend credence to brand expe-
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rience as an independent attribute of the brand construct, moreover, the linkage
between brand experience dimensions and loyalty could help marketers improve
customer retention. In addition, the brand scale with the four dimensions would
give significant guidance on how to create and measure brand experience.

This report attempts to validate the relationship between the four brand experi-
ence dimensions — sensory, affective, behavioral, and intellectual — and customer
satisfaction and loyalty.

3 Research Objectives and Hypotheses

Brakus et al. (2009) have created a brand experience scale that includes four
dimensions — sensory, affective, behavioral and intellectual — and is consisting of 12
items. In their research paper they furthermore state that brand experience has an
influence on consumer satisfaction and consumer loyalty — both directly and indi-
rectly (through brand personality associations). Their empirical finding is however,
that brand experience is a stronger predictor of consumer loyalty and brand per-
sonality and in turn is a stronger predictor of consumer satisfaction (see Figure 2).

Figure 2: Discriminant and Predictive Validity of the Brand Experience Scale
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Source: Brakus et al. (2009, p.66)
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However, Walter et al. (2013) used the explained brand experience scale on
brand experience for BMW and found neither an influence of brand experience and
brand personality on consumer satisfaction, nor an influence of consumer satisfac-
tion on consumer loyalty. Furthermore they discovered deviations of the behavioral
dimension during the factor analysis. Against this background, this study aims to
test whether brand experience affects consumer satisfaction, consumer loyalty and
brand personality — looking at a specific brand, namely Adidas. Adidas seems to be
an ideal brand for this study, as it is widely used worldwide and is known to be a
brand with intense consumer experience.

Being able to examine these relationships, the same hypotheses Brakus et al.
(2009) used need to be tested. In this study, they will be used specifically on Adi-
das. The first two hypotheses consider the direct influence of brand experience on
consumer satisfaction and consumer loyalty.

H1: Brand experience positively affects consumer loyalty for Adidas.
H2: Brand experience positively affects consumer satisfaction for Adidas.

For being able to examine the indirect relationship through brand personality, it
is necessary to test the third hypothesis.

H3: Brand experience positively affects brand personality for Adidas.

Furthermore, the direct influence of brand personality on consumer loyalty and
consumer satisfaction needs to be investigated.

H4: Brand personality positively affects consumer loyalty for Adidas.
H5: Brand personality positive affects consumer satisfaction for Adidas.

In addition, it is interesting to test whether consumer satisfaction and consumer
loyalty are correlated.

HG6: Consumer satisfaction positively affects consumer loyalty for Adidas.
If those hypotheses show statistically significant results it would demonstrate the

relationship between brand experience, brand personality, consumer satisfaction
and consumer loyalty.



738 Thomas Cleff e Silvia Dorr @ Andrew Vicknair e Nadine Walter

Another objective of this study is to make the brand experience scale of Brakus
et al. (2009) more expressive and descriptive, since it currently seems to be quite
abstract and general. More tailor-made and individual statements for the specific
brand Adidas are needed to increase clarity and to avoid ambiguity.

Considering the objectives of this study, the method used in this research needs
to be consistent in a way with the model of Brakus et al. (2009).That implies the
four dimensions of brand experience. However, the single statements need a re-
wording to make them more expressive.

4 Data Collection and Measurement

For data collection an online questionnaire had been used (see Appendix 1). The
link of the questionnaire had been sent out via e-mail to personal contacts of the
authors and had been put on a social network (convenience sampling). The goal
was to reach respondents from all around the world with a wide age group. Using
an online survey seemed ideal to achieve this goal, as it is the most eflicient and
most convenient way to reach international respondents. As the circle of acquain-
tances of the researches doesn’t only consist of students, also the second objective
could be achieved this way.

The questionnaire has been distributed in English and German. A total of 114
respondents completed the survey within a time period of 11 days in December
2012 and January 2013. Before the distribution of the online survey, it had been
pre-tested by three people to check the time needed to fill out the questionnaire.
For achieving a low rate of abandonment a time slot of up to five minutes has been
aimed for. Apart from that no more detailed pre-testing could be performed due to
a strict time schedule.

The survey itself consists of four parts. In the first part general information is
queried. The second part comprises statements referring to brand experience. The
third part consists of statements referring to brand personality. And the forth part
comprises of statements regarding consumer loyalty and consumer satisfaction. In
the second, third and fourth part of the survey the respondents have the possibility
to comment the given statements on a 5-point Likert scale (1 = strongly disagree, 2
= disagree, 3 = neutral, 4 = agree, 5 = strongly disagree). To not force respondents
to an answer and thereby possibly distorting the results another option is given to
the respondents: I don’t know/no comment.



BRAND EXPERIENCE — HOW IT RELATES TO BRAND PERSONALITY, CONSUMER... 739

The first part asks about general information of the respondents and consists of
three questions: the age, the nationality and the gender. This gives the researchers
the possibility to differentially analyze the results of the survey (e.g. German vs.
non-German). In the second part the focus is on brand experience. For finding
out about the brand experience people had with Adidas sports products, the four-
factor-model of Brakus et al. (2009) serves as a basis. For each dimension — sensory,
affective, behavioral and intellectual — three statements are formulated. To make
the brand experience scale more vivid and descriptive the 12 statements were re-
worded. Considering the dimension sensory, the statements focus on the visual
(fashionable) and tactile (fit and touch) senses, as those are considered to be the
important ones for Adidas sport products. The dimension affective is represented
by positive feeling towards the Adidas sports products itself, the atmosphere within
the Adidas shops and the attraction to products with the Adidas logo on it. Within
the dimension behavioral it is tested if wearing Adidas sports products and/or the
atmosphere within Adidas shops make people want to work out. Furthermore the
survey checks if the respondents are frequent purchasers of Adidas sports products.
The dimension intellectual tests if Adidas advertisements (and their basic message)
and Adidas’ innovation are in the mind of Adidas customers. The formulated state-
ments about brand experience can be found in Appendix 1. The third part com-
prises statements implying the five brand personality dimensions of Aaker (1997).
However, as the focus of the research is on brand experience, the original 15-item
scale has not been used. It is not the goal of this paper to examine the brand person-
ality scale. Instead one statement for each of the dimensions sincerity, excitement,
competence, sophistication and ruggedness has been formulated. These statements
about the Adidas sports products’ brand personality can be found in Appendix 1.
The fourth part focuses on consumer loyalty and consumer satisfaction. Also in
this case the questionnaire has been shortened and simplified — compared to the
one Brakus et al. (2009) used. The five consumer loyalty questions proposed by
You and Donthu (2001) and the five consumer satisfaction questions proposed by
Oliver (1980) have been compromised to one question. The formulated statements
about the Adidas sports products’ consumer loyalty and consumer satisfaction can
be found in Appendix 1.
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5 Results Figure 3: Rotated Component Matrix
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Component Matrix. Consistent
with Walter et al. (2013) we yielded
the same type of scattered results. Of the 4 dimensions of brand experience, the
sensory and affective dimension provided stable results, cumulating into one factor.
The remaining 2 factors, behavioral and intellectual, had split results into multiple
factors (see Figure 3).

To provide a clearer view of the 4 dimensions of brand experience and to be con-
sistent with the research methods of Brakus et al. (2009) and Walter et al. (2013),
we loaded the first two dimensions, sensory and affective, into one factor, and
loaded behavioral and intellectual dimensions into their own separate factors using
three different factor analyses. Grouping the dimensions into these factors resulted
in each scenario providing a one factor solution for all three. The inherent differ-
ence in the dimensions behavioral and intellectual is similar to the issue represented
in Walter et al. (2013) where the behavioral dimension needed to be independently
loaded into its own Principal Component Analysis (see Figure 4).
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Figure 4: Factor Analysis with sensory-affective as one factor, behavioral as the
second factor and intellectual as the third factor
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An exploratory factor analysis of the 5 brand personality questions was con-
ducted next. The results only loaded onto one factor, a different finding from 2
factor results from Walter et al. (2013). As was the case in Walter et al. (2013)
when comparing the relationship brand experience has on brand personality, only
one factor from brand personality could

be used as the dependent variable in the Figure 5: Component Matrix
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In the case of the first research hypothesis (positive correlation between brand
experience and consumer loyalty) our data analysis confirms the hypothesis of a
statistically significant model, with a p-value for the model at p<0.05. The adjusted
R? was found to be R?=0.472 (see Appendix 2, Figure 7). It is interesting to note
that the p-value of the intellectual dimension was p=0.281 and the p-value of the
coefhcient behavioral was found to be p=0.086.They are higher than p=0.05, the
determinate of whether a coefficient is a predictor of loyalty (see Appendix 2, Fig-
ure 8). This means that the correlation between the intellectual dimension and the
consumer loyalty could not be verified. The same applies to the behavioral dimen-
sion. The model as a whole does represent significance, which suggests that the sen-
sory and affective dimensions play a large role in predicting loyalty in Adidas con-
sumers. This conclusion is also supported by the coefhcients B. The factor sensory /
affective has a coefhicient B of 0.537, whereas the coefhicients B for behavioral and
intellectual are only 0.159 and 0.089 (see Appendix 2, Figure 8). The findings of
the overall model are very comparable to that of Walter et al. (2013) which found
a statistically significant model of R=0.450.

The second research hypothesis was found to have a different outcome than the
first. Here we were able to confirm the findings of Brakus et al. (2009) of rejecting
the null hypothesis that brand experience affects satisfaction positively. Walter et al.
(2013) found not enough statistical evidence to not reject the hypothesis because
the p-value was p=0.387. Our analysis yielded a p-value less than p=0.05 with
an adjusted R? of R?=0.242 (see Appendix 2, Figure 9). This leads us to conclude
that the rejection of the null hypothesis from Brakus et al. (2009) to be correct.
Again we saw issues with the dimensions intellectual and behavioral. Whereas the
overall model yielded a p-value below p=0.05, the coefficients of intellectual and
behavioral were p=0.610 and p=0.431 respectively (see Appendix 2, Figure 10).
Again we must conclude that the positive correlation between brand experience
and satisfaction is coming from the first factor, sensory and affective. This again can
be proved by looking at the coeflicients B, with the factor sensory/affective being
much greater than the other two. In addition we will note that the coefficient B of
behavioral was negative (-0.059) (see Appendix 2, Figure 10). As the significance
is too low we therefore excluded these dimensions. As a result, a regression analy-
sis was conducted removing the factors individually — one analysis with only the
variables sensory-affective and intellectual and another one with only the variables
sensory-affective and behavioral. However, this lead the results to yield only a slight
increase of the adjusted R%.
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The third hypothesis, brand experience positively affects brand personality for
Adidas, yielded a p-value less than p=0.05 and an adjusted R* of R*=0.501 (see
Appendix 2, Figure 11). Therefore, there is enough statistical significance for the
model and it shows that brand experience does positively affect brand personality.
Once again, as seen in the regression analysis for brand experience in consumer
loyalty and consumer satisfaction, the behavioral dimension has a p-value above
p=0.05. The same applies for the intellectual dimension. An examination of the B
coefhicients leads to the conclusion that — also in this case — the positive correlation
between brand experience and brand personality is mainly coming from the factor
sensory/affective (see Appendix 2, Figure 12).

Hypotheses 4 and 5 state how brand personality affects consumer loyalty and
consumer satisfaction. Brand personality has a similar relationship as brand ex-
perience on both consumer loyalty and consumer satisfaction. Brand personality
has enough statistical evidence for both models (p-value below p=0.05 in both
models) to confirm that there is a positive affection between brand personality and
consumer loyalty (adjusted R*=0.390) and to reject the null hypothesis of brand
personality having affection for consumer satisfaction (adjusted R?=0.166) (see Ap-
pendix 2, Figure 13 and 14).

The sixth hypothesis is how consumer satisfaction positively affects consumer
loyalty. As with all the previous analysis, there was enough statistical evidence (p-
value < 0.05) to conclude that there is a correlation between consumer loyalty and
consumer satisfaction. For this analysis the regression showed an adjusted R* of
R?=0.193 (see Appendix 2, Figure 15). This is consistent with the results from the
previous analyses that there is a high correlation between brand experience and
loyalty and high correlation between brand personality and loyalty, but low cor-
relation between brand experience or brand personality and consumer satisfaction.
In conclusion from the six hypotheses analyzed, we can see summary of the results

in Figure 6 provided below.
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Figure 6: Brand Experience Scale of Adidas
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Source: Own research.

A few interesting analysis arose from the data collected. When comparing dif-
ferent scenarios of regression runs, the comparison of German national responses
and Non-German national responses gave a different review on the results, at least
compared to brand experience and satisfaction. The brand experience has a higher
correlation for consumer satisfaction for those who consider themselves German
compared to those who do not. Where the overall correlation was of medium size
(adjusted R?=0.242), the correlation for the German consumers was much higher
(adjusted R?=0.363) than the correlation for the Non-German consumers (adjusted
R?=0.130). This would suggest a fundamental difference in the Adidas consumer
base between Germany and other countries. When comparing the results from the
two data sets (German versus Non-German), the brand experience and consumer
loyalty correlation was almost identical. As both have a regression with a p-value
less than p=0.05, the adjusted R* for Germans was found to be R*=0.458 versus
the adjust R* of Non-Germans was found to be R?=0.447 (see Appendix 2, Figure
17 and 18). Therefore there is a higher correlation for Germans, but the difference
is very little. This is also consistent with an overall correlation for everyone at an

adjusted R?=0.472.
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6 Conclusion and Implications

In conclusion, the brand experience of Adidas in this research paper can be
used to support some of the results reached in Brakus et al. (2009) and Walter et
al. (2013). This model can support the claim that brand experience has a moder-
ately high positive correlation to brand personality as stated in Brakus et al. (2009)
and in Walter et al. (2013). Also this model supports the claims from Walter et al.
(2013) only as to the degree of correlation between brand experience and consumer
loyalty and the correlation between brand personality and consumer loyalty — be-
ing close to r=0.45 in both cases for both correlations. However, the model from
Brakus et al. (2009) found that there was low correlation between brand experience
and consumer loyalty and between brand personality and consumer loyalty.

Although the model of Walter et al. (2013) could not find statistical evidence
to not reject the null hypothesis of brand experience on consumer satisfaction, the
null hypothesis of consumer satisfaction on consumer loyalty, and the null hypoth-
esis of brand personality on consumer satisfaction, our model did have enough sta-
tistical evidence. We were able to verify all three hypotheses. This again is consistent
with what Brakus et al. (2009) found. Our finding that the correlation between
brand experience and consumer satisfaction is low (r<0.25) also matches the one
of Brakus et al. (2009). However, our findings about the amount of correlation
between brand personality and consumer satisfaction and between consumer sat-
isfaction and consumer loyalty differ from those Brakus et al. (2009) made. There
was a high correlation for their study (about r=0.6), whereas in our study on Adidas
there was only a low correlation (r<0.2).

There were similarities in both this research and Walter et al. (2013) from cer-
tain dimensions. Whereas Walter et al. (2013) issues only arose from the behav-
ioral dimension, we saw the same issue with both the behavioral and intellectual
dimension. It was not stated whether this issue arose in the model from Brakus et
al. (2009), but in future studies this problem should be addressed and tested to see
whether the four dimension model of brand experience holds true.

Lastly it is interesting to see the results when using only German national re-
sponses and when only using non-German national responses. As the correlation
between brand experience and consumer loyalty did not yield any interesting facts,
the correlation between brand experience and consumer satisfaction yielded an ex-
traordinary result. The correlation was at 36% for German nationals whereas only
13% for non-Germans. This suggests there could be a higher correlation of brand
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experience on consumer satisfaction than argued earlier in the paper if another
dimension like knowledge of the product (or frequency of brand experience) may
have been introduced. Adidas, a German company, may have a larger reach to
consumer knowledge in Germany than in foreign countries. Additional research
should follow up on this analysis.

7 Limitations and Future Research

The biggest limitation to the validity of this research report is the applied sam-
pling method and the small sample size. Because of convenience sampling, the sur-
vey was directed at a limited pool. The survey was given mostly via email and social
media, which implies that the respondents were acquainted with the surveyors to
some degree. This may or may not have provided bias results. The respondents
may have felt obligated to answer the questions different than if administered by
an independent party. However, this should have played a minor role because the
instructions were given to honest opinions.

The second limitation seen in the research was issues with the dimensions be-
havioral and intellectual. The coefhicients sometimes did not represent enough sig-
nificance. These issues may have come from interpretation of the questions being
answered. Therefore additional research could be conducted to validate the types
of questions that represent the dimensions of behavioral and intellectual. In ad-
dition, some respondents have given feedback that the questions involving their
store experiences were limited or did not exist as they were mainly shopping online
for Adidas. Also, that the advertisements were not well known, and therefore they
could not accurately represent their opinions on the respective questions. The op-
tion for “I do not know/no comment” was available, and used more frequently for
these questions than for the rest of the questions. This could explain some of the
issues we saw involving these dimensions.

A third limitation of this research paper was the wording of the questions. Since
the items of Brakus et al. (2009) were kept fairly vague and general, we rephrased
the items with the goal to be more precise so that people could give more accurate
responses. However, this approach could not guarantee to match the meaning of
the original items fully and it could have skewed the results. Future research should
consider continue to develop a clear understanding of the four dimensions of brand
experience.
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This paper also considers brand experience only as applied to Adidas. Due to the
kind of image that Adidas exudes it may result in biased findings when compared
to consumer experience analysis of other brands. Further research should consider
continuing to test the consistency of the brand experience model of Brakus et al.
(2009) with a wider range of brands.
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Appendix 1

Appendix la: Questionnaire in English

Brand Exparionce

1 itvink: Addidas sports products are very fashonable.
praducts ane and il vory woll
The material used for Adioes spons products teals good 1o the touch.
Wik weaning Adicas spors sriches | leel inapired to start warking out.
Using Adidas sparts products makes me feel good and hip.
| leel aftracted ba products wilh the 3 stripes (Adidas logaj on it
1enjoy the
Vistling Adiias sporis shops makes me want to work cut more ofien.

s | enjoy shopping for Adidas sports products. | am frequently going 1o Adidas sports.
shops or sports shops which sell Adidas products

The Adidas advertisemant “impassible is Nothing” makes me tink sbout not grng up of
abaul fighting for sucors

The Aditas adverlisement “A0Eas is all " shows me plasnly how diverse Agidas products
ane.

| e the fact that Adwdas is camying out a 101 of reseanch b improve thes products and
antroduce now technalogies o the marke!

Beand Parsonaliy

It Adwias says the spons shin off I trust in ihe ol
This statesment

igok forward o new products

1 grafer buyng Adidas praducts because of thesr good guality (denving from good meearch.
thery are daing)

Thie syl of Adidas SpOMS ProGuels makes ma leel soprustcated whie warking o,
Adidas sports products have a good durability

Loyuty

The next sports product | am buying will mos! isely be from Adidas.

Satisfaction

1 am flly satsfied wih my Adidas sports products

English

I don't
s |

strangly srongly o
disagree disagree noultal agree  agree  commeni

| dant

kmow |
strangly sirongly  no
disagree disagree neulrl sges  agree  comment

I dont
row |

srongly srongly: o
disagree disagree neutral agree agres  comment

I dart

strongly ‘stronghy no
disagree disagree neulral sgree  agree  comman
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Appendix 1b: Questionnaire in German

Densch
Alter
Wanonalisn
Geschiech!
‘mannhch
rnbhch
Markenetebnis
el
shmme ich
summe  ahar night |
bemaupt  necht limme slimme  keine
micht 2 ® umenischieden  Eu voll o Anbwort
Wener Meinung nach sind Asdas Sporprodukle sehr modsch.
Addas Sp nind saht Degu
(a8 tir Adidas L wch gut an.
‘Wenn ich Adidas ge. fuhle . it e "
Deginnen
Wenn ich Adidan Sporiprodukte trage bew verwends, fhle ich mich wahl und modisch
Quiseicat
e Adidas L mich ar
In Adelss Gaschiafhen Hinle ich mch wohl
Die Admcsphare im Adidas Geschal funn dazu. dass oh plane in Zukurlt akiver zu sein
it Frehe 2y tainsren.
i0a ich germe Acdas Sporprodukie kaude, tn ich regeimalig n Sporigeschatien, weiche
Addas-Produkie verkauten
Diee Adictis Weerbung “Impossitiie s Nothing™ sparnt mich an richt aufzugeben und fir don
Erfolg au kimpdon,
i Adicdan Wieibung “Adidins & ol in™ lihit mi vr Augen. wie vallitig Adidis Produkte
doch snd.
mmﬂmmmuﬂ‘m_lanHm
il der g
Kinrkenporsonichiest
wedl
stirme eh
simme  ahar ichil |
ibertaupt  recht slimme slimme kisine
night 2u 2 urenischieden  zu  woll oy Adbwon
"Wignr muf dem it dies Adidian T-Shetts besworion
wicd, dunm vedtaue ich disar Aussage
Bch kann es immer kaum erwarten. bis cie neve Kollektion von Adidas auf dem Marki
Arschin
5 Addss 2u kauten, da sie - aulgnind der guten Forschung,
i Adiclas batraibt - esne harvoragende Qualital besitzen
kich frage boim Trainng geme @0 S0 Zum enen wird.
[edoch much edel wirken.
Addas Produkle sind strapagsarfanig und halten sehr langs.
Loyastat
sl
stirma wch
stmme  aher il |
bertaupt  recht slimme simme  kene
micht zu # wnenlschieden  gu wollgu Antwort
Der michute Sportarticel, den wch kaulen wards, wird hichsbwahesctenlich van der Marke
Ackdlas son.
Zubnedenned
well
stimma ch
simma  ohar nichl |
ibehaupt  mcht stimme stimme  kmne
mightzy 2w wnerischieden  2u  wollqu Antwort

Bt tin mil menen Adsdies Sponprogukten hochzfieden
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Appendix 2: Statistical Results

Figure 7: Linear Regression: Model Summary and ANOVA tables from Brand Experience
and Consumer Loyalty

Model Summary®

Adjusted R Std. Error of
Model R R Square Square the Estimate
1 6972 486 472 705

a. Predictors: (Constant), Factor_Intellectual,
Factor_Sensaory_Affective, Factor_Behavioral
b. DependentVariable: Loyalty

ANOVA®
Sum of
Model Squares df Mean Square F Sig.
1 Regression 51,580 3 17,193 34,608 0002
Residual 54,648 110 497
Total 106,229 113

a. Predictors: (Constant), Factor_Intellectual, Factor_Sensory_Affective,
Factor_Behaviol

ral
b. Dependent Variahle: Loyalty

Figure 8: OLS Regression: Coefficient table of Brand Experience vs. Consumer Loyalty

Coefficients™
Standardized
Unstandardized Coefiicients | Coeficients Collinearity Statistics
Model B Std. Error Beta t Sig. Tolerance VIF
1 (Constan) 2,486 JB6 37,654 000
Factor_Sensory_Affective 537 079 551 B,759 aleli] 703 1422
Factor_Behavioral 159 082 61 1,734 086 539 1,856
Factor_Intellectual 089 082 080 1,084 ,281 674 1,484
a. Dependent Variable: Loyalty

Figure 9: OLS Regression: Model Summary and ANOVA tables from Brand Experience and
Consumer Satisfaction

Model Summarny®
Adjusted R Std. Error of
Model R R Square Srjuare the Estimate
1 5122 262 242 4672

a. Predictors: (Constant), Factor_Intellectual,
Factor_Sensory_Aflective, Factor_Behavioral
b. Dependent Variable: Satisfaction

ANOVA®
Sum of
Madel Squares df Mean Square F Sig.
1 Regression 12,802 3 4,267 13049 0002
Residual 35,971 110 327
Total 48,772 112

a. Predictors: (Constant), Factor_Intellectual, Factor_Sensory_Affective,
Factor_Eenavoral

h. DependentVariable: Satisfaction




752 Thomas Cleff e Silvia Dorr @ Andrew Vicknair e Nadine Walter

Figure 10: OLS Regression: Coefficient table of Brand Experience vs. Consumer Satisfaction

Coefficients®
Standardized
Unstardardized Coefficients Coefficients Collinzarity Statistics
Wodel B Sid. Errer Beta t sig. | Tolerance VIF
1 (Constant) 3851 054 71912 000
Factor_Sensory_Affective 355 064 538 5514 000 703 1422
Factor_Behavioral -059 074 088 790 an 538 1,855
Factor_Intellectual 034 066 051 S 610 B74 1484
a. Dependent Variable: Salisfaction

Figure 11: OLS Regression: Model Summary and ANOVA tables from Brand Experience

and Brand Personality

Model Summan®
Adjusted R Std. Error of
Model R R Square Square the Estimate
1 7172 514 501 ,70320807

a. Predictors: (Constant), Factor_Intellectual,
Factor_Sensory_Affective, Faclor_Behavioral
b. DependentVariable: Factor_BrandPersonality

ANOVA®
Sum of
Model Squares df Mean Square F Sig.
1 Regression 57,605 3 19,202 38,830 J0og?
Residual 54,395 110 485
Total 112,000 113

a. Predictors: (Constant), Factor_Intellectual, Factor_Sensory_Affective,
Factor_Behavioral

b. DependentVariable: Factor_BrandPersonality

Figure 12: OLS Regression: Coefficient table of Brand Experience vs. Brand Personality

Coefficients®
Standardized
Unstandardized Coeficients | Coefficients Collinearity Statistios
Wodel B Std. Efror Bea t sig. Tolerance VIF
1 (Constanty -7 T44E-17 066 000 1,000
Factor_Senson_affective 539 078 539 6,809 Jooo 103 1422
Factor_Behavicral 038 091 097 1.070 287 £39 1855
Factar_lntellachial 75 Ay 27 2,755 a7 T4 1484

a. Dependent Variable: Factor BrandPersonality

Figure 13: OLS Regression: Model Summary and ANOVA tables from Brand Personality
and Consumer Loyalty
Model Summan®
Adjusted R Std. Error of
Model R R Square Square the Estimate
1 6207 395 30 757

a. Predictors: (Constant), Factor_BrandPersonality
b. Dependent Variable: Loyalty

ANOVA®
Sum of
Model Squares df Mean Square F Sig.
1 Regression 41,991 1 41,991 73211 0002
Residual 64,238 112 574
Total 106,229 13

a. Prediclors: {Constant), Factor_BrandPersonality
b Dependent Variahle' Loyalty
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Figure 14: OLS Regression: Model Summary and ANOVA tables from Brand Personality
and Consumer Satisfaction

Model Summary®

Adjusted R Std. Error of
Wodel R R Square Square the Estimate
1 4162 173 166 600

a. Predictors: (Constant), Factor_BrandPersonality
b. Dependent Variable: Satisfaction

ANOVA®
Surm of
Wodel Squares df Mean Square F Sig.
1 Regression 8,451 1 9,451 23473 Jag?
Residual 40,322 112 360
Total 48,772 113
a. Predictors: (Constant), Factor_BrandPersonality
h.Dep itVariable. S tion

Figure 15: OLS Regression: Model Summary and ANOVA tables from Consumer Satisfac-
tion and Consumer Loyalty

Model Summarny®

Adjusted R Std. Error of
Madel R R Square Square the Estimate
1 4472 ,200 193 883

a, Predictors: Q?onstam , Satisfaction
b. Dependent Variable: Loyalty

ANOVAP
Sum of
Model Squares df Mean Square F Sig.
1 Regression 21,252 1 21,252 27,261 0002
Residual 84976 109 ,780
Total 106,229 110

a. Predictors: (Constant), Satisfaction
b. Dependent Variable: Loyalty
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Figure 16: The descriptive statistics for all the brand experience, brand personality, consumer
loyalty and consumer satisfaction questions

Descriptive Statistics
Stdd.

Mean Deviation? Analysis M2 | Missing M
Sensoryl 3,69 a04 113 3
Sensor2 396 719 113 13
Sensond 3,89 718 113 11
BEehaviarall 294 989 113 9
Affectivel 333 879 113 g
Affective2 310 1,118 113 3
Affective3 314 683 113 29
Behavioral2 2,61 882 113 23
Behaviroal3 2,25 1,087 113 11
Intellectual 2 66 1,082 113 19
Intellectual2 2,49 932 113 25
Intellecutal3 3498 744 113 7
Personalityl 3,84 881 113 3
Persanality2 2,46 1,245 113 2
Persanality3 3,00 1,082 113 5
Persanalityd 3,04 1,077 113 g
Persanalitys 3,85 B0 113 13
Loyalty 248 74 113 g
Satisfaction 3,88 JBED 113 12

*This is to note that the “Missing N”” includes missing responses and “I do not know/No Comment” responses

Figure 17: OLS Regression: Model Summary and ANOVA tables from Brand Experience
and Consumer Loyalty for German nationals

Model Summan# ©

R
Nationality = Nationality ~= Adjusted R Std. Error of
Model deutsch deutsch R Square Square the Estimate
1 7012 684 492 458 714

a. Predictors: (Constant), Factor_Intellectual, Factor_Sensory_Affective,
Factor_Behavioral

b. Unless noted otherwise, stalistics are based only on cases for which Nationality =
deutsch

c. Dependent Variable: Lovyalty

ANOVA® ©
Sum of
Model Squares df Mean Square F Sig.
1 Regression 22183 3 7,394 14,516 0002
Residual 22923 45 509
Total 45106 43

a. Predictors: (Constant), Factor_Intellectual, Factor_Sensory_Affective,
Factor_Behavioral

h. Dependent Variable: Loyalty

¢ Selecting only cases for which Nationality= deutsch




