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Abstract 

Brand avoidance is a new topic in consumer behavior research. The purpose of the study was 
to find the main driver(s) of the brand avoidance behavior among the Chinese mobile 
consumers. The study was based on the core framework of Lee, et al. (2009) and Knittel et al 
(2016). The study also applied Ma’s research (2012) to segment the Chinese mobile 
consumers. A survey was conducted based on the literatures. The findings show that Chinese 
mobile consumers do not share the same driver for the brand avoidance behavior, the main 
driver for fashion-taste consumers, trendy but cost-efficient consumers and conservative 
consumers is moral and identity avoidance. Rational and price-sensitive consumers avoid the 
brand because of the moral and identity avoidance, and the experiential avoidance for 
product. Business communication consumers avoid the brand because of the moral and 
identity avoidance and advertising avoidance. Organizations can use these findings to adjust 
their marketing strategies and content accordingly.  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1. Introduction  

In this chapter, the authors will present the reader with the background information of brand 
avoidance in order to have a general view of the main concept of this study. The motivation 
and the purpose will be explained. Furthermore, the delimitation and the key words will be 
outlined to ensure a deeper understanding of the subject 

1.1.Problem discussion  

It is generally accepted by the companies that the positive relationship between the brands and 

the customers is the most powerful tool for organizations to increase reputation and become 

profitable (Fournier, Breazeale & Fetscherin, 2012; Knittel et al., 2016). A good brand and 

customer relationship is often developed by a positive experience and finally leads to the 

brand satisfaction and potentially brand loyalty. (Ha & Perks, 2005; Berry, 2000; Chaudhuri 

& Holbrook, 2001; Lau & Lee, 1999). Traditionally, the majority of customer and branding 

researches focus on exploring the positive aspects of why brands are consumed(Lee et al., 

2009a), for instance, brand awareness (Barreda, Bilgihan, Nusair & Okumus, 2015; Rossiter, 

2014), brand loyalty (Fournier et al., 2012; He, Li & Harris, 2012; Huang, Lin, & Phau, 2015; 

Khraim, 2011; Merisavo & Raulas, 2004; Nam, Ekinci & Whyatt, 2011; Nezakati, Yen & 

Akhoundi, 2013), brand love (Batra, Ahuvia & Bagozzi, 2012; Maxian, Bradley, Wise & 

Toulouse, 2013), and brand affection (Tse & Chan, 2008). Consumer express themselves, and 

build their identities or self-images through the brand they use (Aaker, 1999; Belk, 1988; 

Hogg, Cox, and Keeling, 2000; McCracken, 1989). In contrast, the negative perspective is 

rarely researched, these are for example, anti-consumption, brand hate and brand avoidance 

(Khan & Lee, 2014; Lee et al., 2009; Lee et al., 2009a; Lee et al., 2009b). Recently, the 

interests in the topic of anti-consumption is raising, in more specific, brand avoidance 

(Cherrier, 2009; Lee et al., 2009a). Some researcher argued that, it is equally essential as 

positive aspects for the company to understand why consumer do not want certain brands or 

products (Banister and Hogg, 2004; Patrick, MacInnis, and Folkes, 2002; Wilk, 1997).  

For the organizations, it is important to have a deep understanding of brand avoidance in 

order to provide the marketers insights into the reasons why do people terminate the 

relationship with the company or the brand (McColl-Kennedy, Patterson, Smith & Brady, 

2009). Lee et al (2009) developed four types of brand avoidance: experiential avoidance, 
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identity avoidance, moral avoidance, and deficit-value avoidance, which based on the 

concepts of undelivered, inadequate promises, unappealing and detrimental. Later, this 

framework developed by Knittel et al (2016) by introducing a new category, which is termed 

as advertising avoidance. Since today, the concept of brand avoidance has only been 

investigated in a general perspective, it is highly unspecified regarding to different industries, 

the categories of the products (Khan & Lee, 2014; Lee et al., 2009; Lee et al., 2009a; Lee et 

al., 2009b; Knittel et al., 2016). Therefore, it is important for the future study increasingly 

emphasize on this knowledge gap.  

In this study, the author will conduct the research on Chinese market and focus on the smart 

phone industry. According to Hofstede’s study of culture dimensions in China, Chinese 

consumers shows far more different behaviors comparing with people in other countries (Kim 

et al., 2002). The majorities of the existing consumer literatures which focus on Chinese 

market are regarding to the concepts of decision-making process, consumer value, need and 

purchasing behavior, brand trust, brand affect, and brand loyalty (Kim et al., 2002; Schmitt, 

1997; Zhou et al., 2010; Kim & Monica, 2014). Still, there are different subjects need to be 

studied, for instance the negative notion, more specifically, for instance, brand avoidance. It is 

apparent to show that, there is no researches focusing on investigating brand avoidance 

among Chinese mobile phone consumers.  

China is currently second largest economic entity (The World Bank, 2017). By the year of 

2012, China had already become the country with the most mobile phone users in all over the 

world, as the statistics shows that, more than 1.23 billion mobile phone users in China in April 

2014, and the number is continually raising (Statista, 2017). In the mobile phone market in 

China, there is a wide variety of phone brands that consumers can choose and the mobile 

phone are becoming more similar in both function and the appearance (Li, 2013). By these 

factors, it is of a great interest for companies and markers to study and understand what are 

the factors motivating the consumers not to choose a certain brand, in the other words, the 

drivers of brand avoidance. From the author’s point of view, this study will contribute to 

broaden the knowledge of brand avoidance concept, ensuring the brands to prevent the 

causes, and eventually result in business success. 
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1.2.Research Purpose 

The purpose of this study is to find out the main driver(s) of the reasons why people engage in 

brand avoidance behavior among the Chinese mobile consumers. 

Therefore, the research question of this study is: what is the main driver(s) for the brand 

avoidance behavior among the Chinese mobile consumers? 

1.3.Delimitation 

In this research, the mobile phone is considered as a smartphone. The current literature 

defined the smartphone as a type of mobile phone which works like a small networked 

computer (Zheng & Ni, 2006). The other type of the mobile phone is excluded. There are 16 

brands takes the 90% of smartphone industry in China, among which the first three takes 47% 

of the total market (CDC, 2016).  In this study, the authors will make the research on these 16 

brands. The number of the brands is appropriate, as it allows the people to take the brand 

avoidance actions, and the result will not be distracted. Also, this research only focus on the 

physical products do not contain the service part. 

  

The other delimitation worth mentioning is the people to investigate. In this study, the 

participants are considered as the people living in the developed cities, which are Beijing, 

Shanghai, Tianjing, Zhejiang, Jiangsu, Inner Mongolia, Guangdong, Fujian, Liaoning and 

Shandong (Observer,2016). The major focus will be put along the coast line in China since 8 

cities in the list are located there. The other part of China is not included in the research. As 

mentioned above in the background, the consumer patterns can be very different from the 

developed areas and less developed areas. The advantage of investigating the developed areas 

is less cost, easy access from the internet, and also since the economy and society is more 

modern style there, the difference can be more likely caused by the culture factors. 

1.4.Key Terms 

Anti-consumption “can be literally defined as “against” or “opposed to” 

consumption.”  (Agarwal, 2013). 
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Brand avoidance  

“a phenomenon whereby consumers deliberately choose to keep away from or reject a 

brand.” (Lee et al. 2009, p. 170). 

Smart phone  

“Is a type of mobile phone which works like a small networked computer.” (Zheng & Ni, 

2006). 

Chinese consumers 

In this study, Chinese consumers were defined as people live in the developed cities along the 

coast line in China, which are Beijing, Shanghai, Tianjing, Zhejiang, Jiangsu, Inner 

Mongolia, Guangdong, Fujian, Liaoning, and Shandong. 

Chinese Mobile Phone Industry 

In the recent year, Chinese mobile phone industry has raising the share on the global mobile 

phone market. It is the largest market regarding to mobile phone subscribers. 
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2. Literature Review  

This chapter is looking into the theoretical framework of this study. Firstly, a broader review 

of anti-consumption literature ensures a deep understanding of brand avoidance and what is 

the relation to previous researches. Flowed by brand avoidance framework, which is the 

central topic of the study. Lastly, the Chinese mobile consumer and a segmentation model will 

be introduced. 

It is generally accepted that consumer often purchase the brands or products that provides 

positive benefits to them, for instance, the brands or products reflecting themselves, and 

structure their identities, etc. (Lee et al., 2009). In contrast, the brands or products construct 

undesired meaning to the consumer might lead to avoidance behavior of the customers, which 

in the way prevent the unwanted value added (Holt, 2002; Kozinets & Handelman, 2004; 

Muniz & Hamer, 2001; Thompson, Rindfleisch, & Arsel, 2006). Regard consumer research, 

although the positive consumption of brands or products has been widely studied by many 

researchers, the study of the negative side “anti-consumption” is increasing (Banister & Hogg, 

2004). Numerous researchers considered that knowing what consumers do not like is as 

essential as knowing what they like (Patrick, MacInnis, & Folkes, 2002; Wilk, 1997). 

2.1.Anti-consumption  

Anti-consumption can be literally defined as “against” or “opposed to” consumption 

(Agarwal, 2013). It is both an attitude, when consumer refuses material growth, also an 

activity, when the behavior of rejection of consumption occur (Cherrier, 2009). In this thesis, 

authors will focus on brand avoidance. Because of the limited existing research of brand 

avoidance, the reviews of anti-consumption literatures can be an arching construct and 

helping to find the possible reason for brand avoidance (Lee et al., 2009). Through reviewing 

the existing literatures, dissatisfaction, undesired self and self-concept incongruity, 

organizational disidentification, boycotting, and consumer resistance are the main subjects 

that explain anti-consumption, as well as brand avoidance (Lee et al., 2009).  
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Anti-consumption, as the act of the consumer to resist a specific brand or product, its 

marketing activity, or the marketplace in general. Sandikci and Ekici (2009) proposed three 

major areas which are researched and gives the reason why people reject a product or brand, 

there are political consumerism, undesired self and image congruence, and Organizational 

disidentification. 

Political consumerism 

Political consumerism refers to customers make decision based on their attitude regarding 

values and the justice in the society (Sandikci & Ekici, 2009). As an example, people might 

reject a product or brand since they perceived the political philosophy of the product or brand 

that he or she is opposes. This can be result in boycotting. Boycotting is an act that consumer 

decreases the consumption, it is a form of consumer resistance and anti-consumption 

(Fournier, 1998b; Izberk-Bilgin, 2010). It was defined by Friedman (1985, p.97), “an attempt 

by one or more parties to achieve certain objectives by urging individual consumers to refrain 

from making selected purchases in the marketplace”. There are two types of boycott, one is 

because of economic factor, it occurs when people reject to consume a product or brand since 

the discriminatory marketing practices of the company, for instance unreasonably increased 

the price; the other boycott is social and ethical factor, this happens when consumer resist a 

product or brand since the social irresponsible or unethical behavior of the company, for 

instance hiring juvenile employees (Sen, Gürhan-Canli & Morwitz, 2001).  

Undesired self and image congruence 

Undesired self and image congruence or undesired self and self-concept is a psychological 

construct of brand avoidance (Lee et al., 2009b; Sandikci & Ekici, 2009). Consumers 

purchase products which could enhance or maintain their self-concept in order to keep image 

congruity of themselves; meanwhile preventing the product that they believe it would provide 

undesired value to them, or they perceive the product or brand has certain concepts which 

they avoid to be connected with, this might cause the inconsistency of their self-concept or 

damage their image congruity (Lee et al., 2009).  

Organizational disidentification 

!6



A brand represents certain kinds of values, therefore, when the values of the brand or the 

company were perceived to be an undesired value, or it is incongruity with the own value of 

the consumer, he or she would spur to avoid this brand or company in the future (Lee et al., 

2009b). It is similar with undesired self and self-concept, organizational disidentification 

means that consumers refrain themselves from companies and boycott their products and 

services which they believe they are inconsistency with their own values (Lee et al., 2009).   

Based on the purpose and object, Iyer and Muncy (2009) analyzed the different types of 

behavior regarding to anti-consumption. The vertical dimension discriminates the consumers 

who reject the overall level of consumption and who reject the consumption of a specific 

brand or product. Where the horizontal dimension discriminates the purpose of anti-

consumption of people. It can be separate into two parts, which are societal factors, for 

instance, environment, and personal factors, for instance, quality of life. Based on the study, 

often consumer reduce their consumption on account of more than one of these categories, in 

the other word, these categories are not existing independently (Agarwal, 2013).  

Figure 1: Four types of anti-consumers 

!  

Source: Iyer and Muncy, (2009, p.161) 

Global impact consumers 

The consumers in this category intent to resist the general consumption, since they believe 

that, this consumption may cause a negative effect of the society and the planet (Iyer & 

Muncy, 2009). They concern about the environmental issues and sustainability, and they 

object to capitalism and the general ideology of consumerism (Iyer & Muncy, 2009; Black & 

Cherrier, 2010; Cherrier, Black & Lee, 2011).  
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Simplifiers 

In the group of Simplifiers, people sharing a belief which is “put into practice by minimizing 

consumption of material goods, exercising self-reliance, developing one's intellect, and other 

nonmaterial facets of human existence” (Zavestoski, 2002b). Consumer in this category are 

purchasing less or efficiently using resources, not because of the financial reasons, but in the 

way improving individual’s lifestyle and quality (Lee, Fernandez & Hyman, 2009; Agarwal, 

2013). Since they believe minimizing the consumption can result in decreasing of stress, 

fatigue, and disillusionment, and they feel happier than before they made the change 

(Zavestoski, 2002b; Jenkins, 2006).  

Market activists  

As Agarwal (2013) argued, consumers in the Market Activists category “believe in simpler 

lives through less consumption or have environmental or moral concerns about 

consumerism”. In this group, consumers resist a certain brand or product because of the 

societal concern, they perceived it will lead to societal problems, for instance damage of the 

environment (Agarwal, 2013). 

Anti-loyal consumers 

Because of the negative actual experience of certain products or brands or perceived 

inferiority, anti-loyal consumers are motivated to resist purchasing those products or brands 

(Lee et al., 2009a). In Agarwal’s article, he explored three categories of reasons why 

consumers avoid certain products, these are unmet expectations which is experiential 

avoidance, symbolic incongruence, it is in other words identity avoidance, and ideological 

incompatibility which also can be named moral avoidance (Agarwal, 2013). 

2.2.Brand Avoidance  

As defined by Lee et al (2009a, p. 422), brand avoidance is the “a phenomenon whereby 

consumers deliberately choose to keep away from or reject a brand” even though they “have 

the finance and ability to purchase and access the brand” (Lee et al. 2009, p. 170). By 

exploring different reasons of the avoidance phenomenon, Lee et al. (2009a) identified four 

!8



categories of brand avoidance, which are experiential, identity, moral and deficit-value. This 

structure was further developed by Knittel et al. (2016), therefore, an additional category was 

established into the original model, which is advertising. 

Figure 2  Five categories of brand avoidance 

!  

Source: Knittel et al., (2016, p.37) 

2.2.1 Experience Avoidance  

Experiential avoidance involves three main reasons: poor performance, hassle or 

inconvenience when acquiring the product and negative store environment (Lee et al., 2009b). 

The factors lead to the category of experiential avoidance is from a negative first-hand 

experience (Lee et al., 2009a). Branding involves making promises and add value to their 

customers, thus, brand promises lead to customer’s expectations (Berry, 2000; Balmer & 

Gray, 2003). When the promise match the expectations, the customers will be satisfied, and 

repurchase will be performed. Conversely, the dissatisfaction occurs if the customers’ 

expectations are not consistent with the promises, the negative experiences will finally result 

in the avoidance of the brand. If the perceptions of the product, in the other words, the actual 

experience do not fit the expectation of the customer, it can be perceived as poor performance 

of the brand. When consumer experience product failure, for example, contacting service 

center to resolve the problem which took too much effort, and it was not worth of time, the 

hassle during the process might results in avoidance (Knittel et al. 2016).  After they 
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experience the disappointment, consequently, individuals might avoid this brand in the future. 

There are numbers of critical circumstances in service encounters which will lead to customer 

switching behavior, these are: inconvenience, pricing, core service failures, service encounter 

failures, employee responses to service failures, ethical problems and attraction by 

competitors (Keaveney, 1995). These reasons can be considered as the drivers of switching 

behavior of customers, it can also be defined as the factors leading to brand avoidance (Lee et 

al., 2009a). The last factor causes of experiential avoidance is the unpleasant store 

environment of the brand, referring to non-interpersonal factors during the shopping 

experience (Lee et al., 2009b; Arnold, Reynolds, Ponder & Lueg, 2005). For example, stimuli, 

ambience, and social factors can possibly cause avoidance of a store or a brand by customers 

(Lee et al., 2009b; Arnold, Reynolds, Ponder & Lueg, 2005). A dirty and noisy environment 

might result in avoidance of the store. 

2.2.2 Identity avoidance 

Identity avoidance refers to inability of a certain brand represent or congruent with customers’ 

self-concept, the reasons includes negative reference group, inauthenticity, and 

deindividuation (Lee et al., 2009b). Customers purchase a product not only for desire, but also 

for persona identity requirement. Individuals buy products that fit the self and maintain their 

self-concept, hence, those products which incongruent with customers’ desire and self-

concept might lead to identity avoidance (Belk, 1988; Lee et al., 2009a).  

The customers may avoid a brand because of the negative reference group. Individuals avoid 

a brand which connect to negative reference group are symbolically incompatible with his or 

her sense of self (Lee et al., 2009a). For instance, the user of a car brand is perceived to be 

status-oriented, thus, the brand will be avoided by the consumer who does not want to be 

associate with this group’s image. People might avoid a brand because of the lack of 

authenticity, culture distinctiveness, or too commercial, brands may lose the authenticity by 

over-commercialization or production when being too popular (Lee et al., 2009a). When 

individuals perceive it is an undesirable characteristic which doesn’t fit their sense of concept, 

consequently they avoid the brand (Holt, 2002; Beverland, 2006). Deindividuation occurs 

when individuals avoid the mainstream brands to avert a loss of individuality and self-identity 
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(Lee et al., 2009a). Instead of adding meaning to the consumption of brand, some of them are 

inability of determine individuality, for instance, “too popular”, and purchase of these brand 

might cause damage of identity (Lee et al., 2009a). 

2.2.3 Moral avoidance 

Moral avoidance is associated with ideological incompatibility between the individuals and 

the brand, thus referring to political and socioeconomic beliefs (Lee et al., 2009a).  According 

to Lee et al. (2009), the category of moral avoidance incorporates two sub-theme, which are 

anti-hegemony and country effects.  

According to Lee et al. (2009b), monopoly resistance, personalization, and corporate 

irresponsibility are the reasons lead to anti-hegemony in moral avoidance. Consumer may 

reject a dominant brand to avert monopoly, or because the brand behaved irresponsibly which 

perceived by the consumer, for instance, squeeze the workers (Kozinets and Handelman, 

2004). Impersonalization refers to, when consumer perceive that the company is difficult to 

make personal customer-brand relationship due to the big number of customers, this customer 

might be motivated to avoid the brand (Lee et al., 2009b). It is more critical for multinational 

corporations since the visibility of them makes more watching eyes on them and receiving 

more criticism (Holt, 2002; Kozinets & Handelman, 2004; Cromie & Ewing, 2009).  

The moral avoidance regarding to country effects occur when individuals have a feeling of 

animosity towards specific countries that refuse to purchase products which import from these 

countries (Lee et al., 2009a). For instance, if a person hates Sweden, he or she would avoid 

Swedish brand, such as Volvo. It consists also the sense of patriotism that consumers purchase 

domestic brand, in the way prevent capital outflow to foreign countries (Shimp & Sharma, 

1987). For example, a consumer purchase Volvo in the way preserve the monetary value 

would maintain in Sweden, and thus avoid foreign car brands.  Another aspect of moral 

avoidance is associated with political factors. Customers refuse to use a brand since the brand 

is associated with a political ideology which the customer opposes and he or she do not want 

to have connection with the political ideology (Sandikci & Ekici, 2009). 
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2.2.4 Deficit-value avoidance 

When it comes to deficit-value avoidance, Lee et al. (2009a) implies it refers to a situation 

when consumers regard certain brand may not worth that amount to benefit trade-off, which is 

unequal value exchange (Lee et al., 2009b). Generally, consumer’s perception of value, 

purchasing intentions and decisions influenced by the perceived price and quality relationship 

(Dodds et al., 1991). In most case, if customers regard some brands as low quality, to a large 

extent they will avoid purchasing these brands (Lee et al., 2009a). 

Basically, there are three sub-themes under deficit-value avoidance, including unfamiliarity, 

aesthetic insufficiency and food favoritism. In this case, unfamiliarity indicates that customers 

tend to avoid purchasing certain brands which they are not familiar, since it raises the risk for 

low quality (Knittel et al., 2016). As for aesthetic insufficiency, it indicates that consumers’ 

evaluation of a brand’ functional value depends on the appearance of the brand, if the brand 

fails to express its aesthetical characteristics, such as packaging or colors, then it leads to 

brand avoidance. (Lee et al., 2009b). In terms of food favoritism, it implies that customers 

will selectively refrain from food that have deficit value. While they will consider continuing 

purchasing other products under the same brand, thus, the food favoritism of brand avoidance 

is only regards one product category (Lee et al., 2009b). as an example, customer might avoid 

purchasing the food from Coop supermarket, but they will not avoid the non-edible product in 

Coop.  

2.2.5 Advertising avoidance 

Advertising avoidance which developed by Knittel et al. (2016) is an additional type of 

avoidance for the original structure of brand avoidance categories. According to Rosenbaum-

Elliott et al. (2015, p.123), advertising literally means “any message where the primary 

communication objective is brand awareness and brand attitude, regardless of the media 

used”. To some extent, customers avoid brand since they generated negative feeling on the 

TV or radio commercials. In Knittel et al.’s study (2016), it indicates that the current 

advertising evoke animosity, as well as the pass commercials. Four specific reasons associated 

with the category of advertising avoidance were identified: content, celebrity endorser, music, 

and response to the advertisement. Content of advertisement, such as messages and storyline, 

is an initial driver which cause dislike of the advertisement, and eventually leads to avoidance 
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of the specific brand (Knittel et al., 2016). This could be explained if consumers do not 

understand the idea of the advertisement. Another aspect of the content of advertisement is 

that the advertisement is adapting provocative taboo theme, for instance use of violence, 

nudity, and sex (Knittel et al., 2016). This may attract customers’ attention, however, it might 

lead to animosity of the audience, they generate a negative effect on brand attitudes, it might 

result in avoidance of the brand or the product. The endorsers of brand can be viewed as an 

evaluation target of an advertisement (Knittel et al., 2016). Using celebrity endorses is an 

efficient marketing too, which raises the recognition, effectiveness of advertising and buying 

intention (MarketWatch, 2006; Till, Stanley & Priluck, 2008). There are also disadvantage. 

They are closely associated with the advertised brand, and he or she will transfer the personal 

image to the brand (Apéria & Back, 2004). Therefore, dislike of the celebrity can be 

transferred to disliking the brand, thus, lead to avoidance of the brand (Knittel et al., 2016). 

As an example, an interviewee stated in Knittel et al.’s (2016) research, “I have one brand of 

toothpaste that I would never get because of the actor that actually played in the 

commercial”. As same as endorsers, music in the advertisement can elicit both positive and 

negative emotional feedback from people, which can result in brand avoidance (Apaolaza-

Ibáñez, Zander, and Hartmann, 2010). The response to the advertisement can be regarded as 

subjective reaction of audience, one advert constitutes different response among different 

individuals (Kotler, 2009; Percy, 2008). These subjective evaluation and emotional reaction 

might not be described in detail, for instance, individuals state their avoidance with 

description of “stupid”, “annoying” or “senseless” (Knittel et al., 2016). 

2.3.Chinese Mobile Consumer  

The second part of the literature review introduce the research concerning the Chinese mobile 

consumers. In this part, the authors are interested in how Chinese consumers think of mobile 

phones, which according to the other researchers (Jing & Chuang-tai, 2012) are not always 

the same, due to the evolution of the mobile as a product. The authors are also interested in 

the current research concerning the current consumer preferences in the mobile phone 

markets. 

According to Jing and Chung-tai (2012), mobile phones have experienced four stages in 

China from the top users to the common people. In 1987, the first mobile phone was 
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introduced into Chinese markets through the China Mobile Communications Corporation and 

started the first stage of the mobile phone as the luxury products (Jing & Chuang-tai, 2012; 

Lee, 2012). It is luxury product because the single phone costs around 30,000 RMB at the 

time with the additional network access fee for another 10,000 RMB, and still have the 

expensive service charges. At that time, the annual average wage in China is 1,459 RMB. It 

costs almost 30 years for the common people to afford a mobile phone (Jing & Chuang-tai, 

2012). In the end of 1987, there are only 300 mobile phone users (Jing & Chuang-tai, 2012). 

From 1994 to 1998, the mobile phone market move into the second stage as the high-price 

product. Comparing with the luxury product stage, more people from the high-income earners 

are affordable to the mobile and the number of the mobile phone consumers has reached 1.5 

million (Jing & Chuang-tai, 2012). The products were popularized with the increasing 

household income and the competing forces in the market (Jing & Chuang-tai, 2012). Since 

1998, more and more people are getting used to having a mobile phone, and the mobile phone 

market was becoming larger. The stage entered the third period, where mobile phones are 

supposed to serve the common people (Jing & Chuang-tai, 2012). Till the end of 2004, the 

mobile phone consumers have reached 329 million (Ju & John, 2006). The fourth stage came 

in 2005, the mobile phone has the high usage among the people, and the market has shown 

the diversity among the brands and prices (Jing & Chuang-tai, 2012). The mobile phones are 

considered as the consumer electrics products (Wang & Wang, 2008). During the fourth stage, 

in October 2009, the Apple hinted on the Chinese mobile market with the iPhone 3G and 

comes the era of the smartphone (Akdeniz, 2014).  

During the early stage of the mobile phone, because of the high price and few consumers, 

there is no marketing strategy at all (Jing & Chuang-tai, 2012), few researchers paid attention 

to the mobile phone in the business field. However, with the growing number of the 

consumers, and larger markets, more researchers have focusing on the Chinese mobile phone 

consumers (Wang & Song, 2006; Hong et al., 2012; Shu, 2016 etc.).  

Based on the statistics with the mobile users in the young white-collar group, some 

researchers find the Chinese mobile consumers are more sensitive to the price, country of 

origin, and mobile phone performance, especially the standby time and conversation quality 
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(Wang & Song, 2006). While other research also involving the survey and statistical analysis, 

shows the Chinese mobile consumers care about the following items listed in the order of its 

importance for the Chinese mobile consumers: price, outlook, brand or the past using 

experience, design style, the extension of easy to use, weight, camera, battery service life, 

storage capacity or the RAM, the size of the screen, and wifi connection (Hong et al., 2012). 

Some researchers chose the different view to analyze the problem and put the emphasizes on 

the hardware of the mobile phone, advocating the operating attributes like ROM and CPU are 

most important part for the mobile consumer, following with the camera clarity, screen 

material, and the screen size (Shu, 2016).  

The researches mentioned above all followed the scientific research methods, while it is still 

hard to come to one universal conclusion to determine the Chinese mobile consumer 

preferences. The possible explanation is the researchers have different views in accessing the 

problem, while the relatively small, and various samples can also be an important reason. As 

mentioned by the Fernandez and Underwood (2006), China as one country should be thought 

as many markets, including all the underdeveloped, developing, and developed areas. People 

in different areas may have the different spending habits, different taste (Fernandez & 

Underwood, 2006). In that case. It is necessary to make the segmentation for the Chinese 

mobile consumers. The following part discussed the possible way for the segmentation. 

2.4.Segmentation  

Segmentation is part of the marketing activities to help the business and make the suitable 

marketing strategy accordingly (Weinstein, 2004). Here, the research segment the Chinese 

mobile consumers to help knowing the consumers and build the hypothesis accordingly. 

Weinstein (2004) listed the segmentations based on the geography, demography, usage, 

benefit, behavior, and business psychographics. Chinese researchers have argued the 

segmentations can be divided into two groups as the consumer-oriented and product-oriented 

(Luo, 2003). As focusing on segmenting the Chinese mobile consumers, the research put 

emphasize on the consumer-oriented segmentation methods. 

!15



2.4.1 The Nature of Segmentation 

In the early stage, the common used segmentation methods from the consumer-oriented side 

is through the geographic or demographic data (Luo, 2003). Geographic segmentation as the 

eldest segmentation method, is based on the consumers’ geographic location (Strydom, 2004). 

The demographic segmentation can be based on the variables like age, gender, family size, 

educational background, religion, race, and nationality (Strydom, 2004). The geographic or 

demographic segmentation assume the consumer from the same region or in the same age 

should share the same interests, needs or wants for the marketing actives (Strydom, 2004). 

However, during the practical applications, it is found that people in the same geographic or 

demographic group shows the different responses to the marketing activities, which shows the 

geographic or demographic segmentation is not efficient and researchers turned to the other 

segmentation methods (Luo, 2003). In the former researches regarding the mobile phone 

consumers, the segmentation based on the Value and Lifestyle (Zhang, 2006) and Key 

purchasing factors are discussed, which can be interesting in this research as well. 

Segmentation based on the Value and Lifestyle has been broadly applied in the marketing 

activities as the reference or segmentation methods in areas like Finance corporations, 

traveling agencies, automobile manufactures etc. (Luo, 2007). Knowing as VALS, the 

segmentation method is established by Arnold Mitchell and his colleague in Stanford 

Research Institution in 1978 (Berger, 2012; Luo, 2007). The segmentation is built based on 

the questions regarding the consumer media preferences and purchasing behavior and around 

2,500 consumers from the United States are invited to participate in the survey (Berger, 

2012). The VALS segmentation catalogued the American people into nine groups based on 

their values and attitudes as the Survivors, Sustainers, Belongers, Emulators, Achievers, I-am-

Me’s, Experientals, Societally Conscious Individuals, and Integrateds (Berger, 2012). 

However, the researchers argued the VALS segmentation still depends on the demographic 

data and it’s limited in validity and applicability in the other part of the world as it’s 

concentrate on the U.S. (Su & Gu, 2007). In that case, the VALS II is developed, additionally 

taking people's resource availability and degree of innovation during the consumption into 

account and divided the consumers into eight catalogues as the Actualisers, Fufilleds, 

Believers, Achievers, Strivers, Experiencers, Makers, and Strugglers. (Kazmi, 2008). During 
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the application of VALS and VALS II into the Eastern Cultures such as China and Japan, 

researchers find the culture difference still makes the gap for the application and local version 

of VALS is considered as necessary (Wu, 2004). Wu’s research is considered as representative 

(Su & Gu, 2007). Wu (2004) developed the China-VALS based on the similar principles of 

VALS. Around 70,000 samples are collected for the opinion of vales and lifestyles, and 

catalogued into 14 groups with 3 types and 5 levels. In the researches regarding the mobile 

consumer segmentation, Zhang (2006) advocates the market can be segmented as three type 

of the consumers. The segmentation catalogued the low-end consumers, who are sensitive to 

the price and only need the basic function of the mobile phones as calling and SMS, high-end 

consumers like business person, who need smartphones with the calculation and storage 

capacity like a computer, and the consumer groups aiming for the certain functions like MP3 

and Java etc (Zhang, 2006). While Zhang’s research is interesting, but it is relatively old as 

the update of the mobile phones.    

People may be influenced by the various factors during the purchasing process, while some 

factors is more important for the consumers for the certain products, which is known as key 

buying factors, or the key buying criteria (Garside, 1999). The key buying factors for each 

business field is different, and the should down to the local to have a detailed discussion 

(Garside, 1999). In the former researches regarding the mobile phones, Bodker et al. (2009) 

have made the discussion around the consumers' usage of the mobile phone functions, like the 

email, SMS, camera, and MP3. People are buying the mobile phones for the functions and in 

that case the mobile phones are possibly can be replaced by the other single function products 

(Bodker et al.,2009). Other researchers have discussed the ways to catalogue the key buying 

factors. Yieh (2010) advocates consumers’ purchasing mobile phone are aiming to fulfill three 

types of needs as functional needs, symbolic needs, and experiential needs.  

Based on the understanding of the values and lifestyle segmentation and segmentation based 

on the key buying factors, both sides can be considered as an important dimension for the 

mobile phone purchasing. Because people are more likely to avoid the brand if the brand 

makes the mistakes on meeting their needs (Lee, 2009a), and the values and lifestyle and the 

key buying factors shows the consumer’s need. In this case, segmentation based on the VALS 
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and Key buying factors are also relative to this research. One researcher has done the Chinese 

mobile consumer segmentation based on both VALS and Key buying factors and it is found 

the Chinese mobile consumers can be catalogued into 5 types (Ma, 2012).   

2.4.2 The type of Chinese mobile consumers 

Ma (2012) advocates that mobile manufactures need to meet the individualized need for the 

Chinese mobile consumers, and need to segment and know about the Chinese mobile 

consumers first. Ma (2012) chose the VALS and Key buying factors in segmenting and 

describing the Chinese mobile consumer as they are good tools to make the prediction of the 

mobile purchasing behavior. The advance of using the tools including easy recognition to the 

core needs of the consumer, well-established academic background, and mass applications in 

long-terms and global wide (Ma, 2012). 

In the research, Ma (2012) chose 15 questions from the VALS questions’ list, based on the 

result of focus group, and catalogued the Key buying factors for smartphone consumers for 

five types as the functional needs, social needs, emotional needs, informational needs and 

situational needs. 

Through the factor analysis, cluster analysis, and correspondence analysis for 4,608 valid 

samples data. Ma (2012) catalogued the Chinese mobile consumer into 5 types, which he 

called as Fashion-taste consumers, rational and price-sensitive consumers, Business 

communication consumers, Trendy but cost-efficient consumers, and Conservative 

consumers. Table 1 listed the features of the consumers. 

Table 1: The five type of Chinese mobile consumers. 

Consumers type Detailed features about the consumers’s needs on the smartphones

Fashion-taste 
consumers

Fashion-taste consumers like playing the phones and other consumer electrical 
products, agree the phone can represent their identity, and believe in the 
experts and brands.

Rational and price-
sensitive consumers

Rational and price-sensitive consumers don’t like playing the phones, and do 
not agree the phone can represent people’s identity, they tend to be frugal, but 
still interested in the electrical products.
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Source: Ma, (2012) 

2.5.Hypothesis  

Based on the literature mentioned above, it can be concluded the Chinese mobile market 

should be considered as multiple markets, and mobile consumers may show the different 

reasons for avoiding the brand. In that case, the first hypothesis can be conducted as: 

H1: Chinese mobile consumers have different reasons for brand avoidance. 

The research segment the Chinese consumers for five types, based on the features of 

consumers’ needs, each type of the consumers can be discussed. The principle idea in 

conducting the following hypotheses is the driver(s) linked with their features is most likely to 

predict the brand avoidance behavior. 

As Fashion-taste consumers agree the phone can represent their identity, it is highly possible 

that Fashion-taste consumers will avoid the brand because of the identity avoidance, which 

may happen with the negative reference group, inauthenticity, or the deindividuation. As they 

also believe in the experts, the experts can be considered as the celebrity in the mobile phone 

markets, in that case the advertising avoidance may also happen.  

H2: Fashion-taste consumers will avoid the mobile brand because of identity avoidance and 

advertising avoidance. 

Business 
communication 

consumers

The business communication consumers pay attention to the business 
functions like reading or editing on the phones, they are willing to purchase 
the high-price phones. 

Trendy but cost-
efficient consumers

Trendy but cost-efficient consumers like playing the phones, but don’t agree 
the phone can represent people’s identity. They prefer the cheaper phones. 
They are outgoing and have high preference to the new products.

Conservative 
consumers

Conservative consumers don’t pay attention to the business function of the 
phones, they don’t like the new products and avoid the changing.

Consumers type Detailed features about the consumers’s needs on the smartphones
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Rational and price-sensitive consumers tend to be frugal, it can be understood through two 

parts as they may care about the price of the products, and they may care about the 

maintenance during the use. In that case, the Rational and price-sensitive consumers may 

avoid the brand because of the experience avoidance and deficit-value avoidance. 

H3: Rational and price-sensitive consumers will avoid the mobile brand because of 

experience avoidance and deficit-value avoidance. 

Business communication consumers are willing to pay for the high-price products, and they 

pay attention to the business functions of the phones, it may be work-related, and the bad 

experience can make business communication consumers avoid the brand. 

H4: Business communication consumers will avoid the mobile brand because of experiential 

avoidance. 

Trendy but cost-efficient consumers prefer the cheaper phones, they are sensitive to the price, 

in that case the deficit-value avoidance can be one of the reason, while, from the other part, 

the Trendy but cost-efficient consumers are outgoing and having high-preference to the new 

products, the dull and tradition advertising may also lead to the brand avoidance. 

  

H5: Trendy but cost-efficient consumers will avoid the mobile brand because of deficit-value 

and advertising avoidance. 

The conservation consumers seem have no preference to the mobile phones. They are 

satisfied and try to maintain the current situation. They avoid the changing of the products. In 

some terms, they are very loyal to the old brand, and old pattern. The possible situation that 

will makes them avoid the brand may be the bad experience occurs.  

  

H6: Conservative consumers will avoid the mobile brand because of experience avoidance. 
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3. Methodology 

In this chapter, how the research is designed and conducted are discussed. The detailed 
survey is based on the former research regarding the brand avoidance behavior and mobile 
consumer segmentation. Judgmental sampling is selected as the sampling method. Coefficient 
of variables, Factor analysis and multi-regression analysis are suppose to help to make the 
analysis. KMO tests are run to check if the research suits the factor analysis and Cronbach's 
alpha tests are applied to check the validity of the research.  

3.1.Research Philosophy 

Philosophy is about how we see the world, and how we do with it (Saunders et al, 2012). 

During the research, the research philosophy is going to guide the research in how to analysis 

the problem, which approach to go, which methods to take and how to get the data to explain 

(Saunders et al, 2012). In the business research field, there are four perspectives of 

philosophy, they are pragmatism, positivism, realism and interpretivism (Saunders et al, 

2012). 

The pragmatic research philosophy accept only the concepts that support the research action. 

Research questions are the most important factor to determine the philosophy, and it can 

contain both positivism and interpretivism at the same time. For the research approach, it can 

also both go with deductive, inductive, or a mix of both based on the need of the research 

(Saunders et al, 2012). 

The positivistic research philosophy suggest the knowledge should be learnt based on the 

observation or the measurements of the facts. Researchers are supposed to collect the data and 

make the analysis based on the data, which is believed as reliable. Usually the positivistic 

research conducted with the deductive research approach with the quantitive research method 

and statistic analysis (Saunders et al, 2012). 

The realistic research philosophy holds to the idea the world exist independently from the 

human beings, human can know about the world based on the sensations and experiences. The 

realism are divided into two groups as the direct realism and critical realism. The direct 

realism advocates through the sensations and experience, human can tell what the world looks 
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like, while the critical realism argues the sensations and experience can be deceptive and 

usually do not portray the world (Saunders et al, 2012). 

Interpretivism research philosophy require the participation of the research to interpret the 

elements of the research, because the interpretivism believe the world is different based on the 

view of the people. Usually, the interpretivism research focusing on understanding the 

meanings and can be conducted thorough the multiple research methods (Saunders et al, 

2012). 

Based on the understanding of the research philosophies, this research holds the positivistic 

perspective for the research philosophy. As mentioned in the Introduction, this research is 

interested in finding the main driver(s) for the Chinese mobile consumers’ brand avoidance 

behavior and literatures have helped to build a testable hypotheses. The research thus need to 

fact to test and prove the hypotheses. Researchers need to collect amount of the data regarding 

the Chinese mobile consumers’ brand avoidance behavior to figure out the driver(s) behind 

people’s behavior. The research needs amount of the fact instead of interpreting few 

consumers’ opinion because few people’s opinions may have strong bias and can’t represent 

Chinese mobile consumers. Based on the former research from Lee et al. (2009) and Knittel et 

al. (2016), the authors’ perspective is to obtain the factual knowledge through following the 

instructions as the data collector and make the analysis based on the data. During the process, 

the authors will try to avoid  personal understanding that may cause the bias in understanding 

the reason for people’ brand avoidance behavior. 

3.2.Research Approach 

The research approach is how how the researchers viewing the data and theories (Saunders et 

al, 2012). There are three types of the research approaches, the inductive approach, deductive 

approach, and abductive approach (Saunders et al, 2012; Bryman & Bell, 2011). The 

inductive research starts with the data, based on the collected data, the researchers conclude 

the general understanding, and further theories and frameworks are built (Bryman & Bell, 

2011). The deductive research goes from the opposite direction, the research start with the 

existing theories, using the theories to answer the research questions. Based on the existing 
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theories, researchers can learn about the knowledge regarding the research problem, and 

develop possible hypothesis accordingly. The data are collected to analysis and test the 

hypothesis to tell if the theories are accepted to not in the given cases (Bryman & Bell, 2011). 

The abductive research is used in the case where the current theory need to modify or do not 

cover the field, the new theories are required to answer the research questions. For the 

abductive research, the researchers collect the data to build the new theory and deductive the 

theory again, and collect the data to prove the theory (Bryman & Bell, 2011). 

In this research, as a positivism research, a deductive research approach is applied. The 

relevant literatures were collected in the literature review part to understand the research 

problem and develop the hypothesis to answer the research question. The current literature 

provided a clear framework and possible factors to explain the occurrence of the brand 

avoidance and how to understand the Chinese mobile market and Chinese mobile consumers. 

The data is supposed to collected to test the hypothesis to tell if the result goes as expected. 

3.3.Research Design 

The research design is the road map for the researchers. For the different purpose, the 

researchers use the different research designs. The research design can be catalogued into 

three types, exploratory research, descriptive research and causal research (Saunders et al., 

2012). The exploratory research design is using for finding the unknown areas, usually when 

the research filed is not well developed or lacks a framework. In that case, the existing 

literature can not really answer the research questions and the exploratory research design is 

applied to built the theory to explain. The descriptive research is used when the possible 

reasons and facts are already existed in the literatures, but the data are not collected yet to 

prove the literature. The descriptive research design is used to collect the facts or data in 

applying the existing literature. The casual research is used to explore the cause-effect 

relationship between the independent variables and dependent variables. The casual research 

is usually used to answer the Why research questions (Saunders et al., 2012). 

This research is trying to collect the data to tell the fact about the reasons for  Chinese 

customer’s brand avoidance in the mobile phone industry. Based on the understanding of the 
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research design, this research should be catalogued as a descriptive research design. The 

descriptive research can be further catalogued as the cross-sectional research and the 

longitudinal research (Saunders et al., 2012). The cross-sectional research involve the data 

collected from the sample group only once. The cross-sectional research can be either single 

cross-sectional design, only one sample are selected and data from the sample only obtained 

once, and multiple cross-sectional design, two or more sample from the participants are 

selected and the data from the samples are obtain once (Moutinho & Hutcheson, 2011). The 

longitudinal research involve the data collected from the sample group for two or more times. 

The longitudinal research is describing the faces based on the timeline (Saunders et al., 2012). 

This research is trying to study Chinese consumer brand avoidance and its driver(s) at the 

present time. The research should be considered as the cross-sectional research. For the 

sampling drawing, this research only draw the sample from the population for once. Thus, the 

research should follow the single cross-sectional design. 

3.4.Data Collection Method 

To conduct the deductive single cross-sectional design research, the recommended research 

method is a quantitive research, namely a survey (Moutinho & Hutcheson, 2011). The other 

quantitative research method, structured observation (Saunders et al., 2012) has been 

considered. However, the observation method can help to tell the behavior but can not tell the 

reason behind the behavior (Bryman & Bell, 2011), and can not really answer the research 

question. 

A survey is able to obtain the data from larger quantity of participants with less interruption 

(Bryman & Bell, 2011). A survey provides the qualitative data to the researcher to analysis 

and answer the research questions. From the qualitative data, researchers can have a detailed 

the look for the problem (Bryman & Bell, 2011). In this research, the larger quantity sample 

from the participants are required to be represent for the Chinese people. Thus, the survey is 

the good method to conduct the research. 
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There are several collection methods of survey based on the communication type with the 

participants, including online survey, telephone survey, face-to-face survey, and postal survey 

(Saunders et al., 2012). Choosing the type of the survey should based on the habits of samples 

selected. For this research, the participants should come from the people living in the 

developed cities in China. In that case, the online survey is better than the other methods for 

the distance and range consideration. The online survey can be conducted through the email, 

mobile device, and computer. The participants can do the survey at home or the workplace 

(Saunders et al., 2012). 

The report from CNNIC (2016), suggested the social media can be a good approach to make 

contact with the mobile phone users. More than 89% of the mobile phone users visit the social 

media websites. The top three social media websites and applications used are Wechat, Weibo, 

and Momo. Among three, WeChat and Momo share the similar point as the app is built on the 

people’s relationship. Weibo, on the other hand, is the open platform while the unknown 

people can also get social and access to the information. Considering the research should 

cover as much participants as possible, Weibo is selected as the approach to access the 

participants. 

3.5. Survey design 

As the research method has been decided as online survey with the social media, the next step 

is deciding the content of the survey. As the literature part suggested, the research is 

considered to contain two parts as the brand avoidance part and Chinese consumer’s part. For 

the brand avoidance part, the current theories have listed the five types of the brand avoidance 

as the experiential avoidance, identity avoidance, moral avoidance, deficit-value avoidance, 

and  advertising avoidance. The current literature has offered the research with a systematical 

core framework (Lee et al., 2009), and the brand avoidance has been explored in different 

industry and the cases in the qualitative research method. For the Chinese consumer’s part, 

the former research has suggested the Chinese mobile consumers can be catalogued into five 

type based on people’s vale and lifestyle and the key buying factors and listed their features 

accordingly.  
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In that case, the survey is designed with eight parts based on the literature, including the 

participants’ demographic information, segmentation standards, brand avoidance behavior, 

possible reasons in experience avoidance, identity avoidance, moral avoidance, deficit-value 

avoidance, and  advertising avoidance. 

For segmentation standards, the standards are made on the feature of the consumers described 

in the literature (Ma, 2012). As mentioned in the literature part, Ma (2012) chose the 15 

questions from the value and lifestyle scale and adjust to the mobile industry in his research. 

As the purpose of applying the scale is to segment the Chinese mobile consumers, the same 

scale can help the researchers to use Ma’s result with the same process. In that case, the 

original scale from Ma is applied. 

For the brand avoidance part, it consist two part the brand avoidance behavior and the brand 

avoidance types. Lee et al. (2009) and Knittel et al. (2016) offers a core framework to 

understand the brand avoidance behavior, but it is not enough to build up the scale, Petrou and 

Naude (n.d.) has first applied the quantitative method in the brand avoidance study, and offers 

the scale build on the core framework from Lee et al. (2009) and Knittel et al. (2016), which 

can also help this research. While, the questions from Petrou and Naude still need to be 

modified to adjust the case of mobile phone as their study in focusing on the service brand 

avoidance. To adjust the questions into the mobile phone’s case, the researchers collect the 

opinions regarding people’s complain and avoidance behavior from the blog, websites and 

compare with Petrou and Naude’s scale. 

The demographic information also keep track with Petrou and Naude’s scale to offer the same 

information, this part also include the investigation on people’s current using phone, and the 

mobile they have used in the past and avoid now, the usage time for the phone and the 

participation situation when people purchase their phone, as the brand avoidance won’t occur 

if people do not participate in the purchasing process. The demographic part is split into two 

parts as the background part and the demographic part in the survey. The background part are 

put in the beginning in convince for the researchers to remove the answers from the 

unqualified participants. 
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The further consideration is about the way to ask the questions and how much questions can 

be asked to the participants. The chosen way to ask the major questions, questions regarding 

the brand avoidance attitude, experience avoidance, identity avoidance, moral avoidance, 

deficit-value avoidance, and  advertising avoidance, using a Likert scale. 

A Likert scale is chosen because it is mature, easy to execute and common used method in the 

business areas (Tu, 2012). Likert scale is a summated rating scale. The scale need to follow 

the rules as the scale must contain the multiple questions and the for each question, the 

answer should be quantified to be measured, there is no right answer in the scale, and the 

participants should pay the equal attention to all the questions presenting in the declarative 

sentence (Spector, 1992). The scale can be either in odd number or the even number (Tu, 

2012). The odd number is the common used scale, where the choice can be three, five, nine 

points for the participants. the scale with more than nine points can be confusing for the 

participants to choose (Tu, 2012). The recommended points numbers are from five to nine 

(Spector, 1992). The difference between odd number scale and the even number scale is the 

central point “neutral” for the participants. If the researcher need the participants to make a 

choice for the preference, then the even number scale will be applied (Tu, 2012). Using 5-

point or the 7-point scale will not cause a significant difference for the result (Dawes, 2008). 

This research is gong to apply the 5-point Likert scale. 

Regarding the number of the questions should be asked, because the survey contains the eight 

parts, participants may lose the interest to answer the question if too many questions are 

asked. The recommended the number for the multiple dimension survey with more than 5 

dimensions are 8 questions for each part in the draft and select 4-6 questions for the final 

survey (Tu, 2012). The research is designed accordingly. In total, The research contains 54 

items, including 10 items regarding the demographic information, 15 items for value and 

lifestyle, 31 items are selected from Petrou and Naude’s scale and slightly adjusted with the 

content into the mobile phone’s case. Following listed the scale for each part. 
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Table 2:  Scale of the survey 

Background

Which mobile phone brand do you currently use? [16 Mobile brand list]

Did you personally select or have any involvement in selecting the brand you use [Yes/ No] (if people 
choose no, then the survey comes to the end)

How long have you used current phone? [less than 1 year/ 1-2 years/ 2-3 years/ more than 3 years]

Which mobile phone brand did you use in past and avoid now(Brand X)?  [16 Mobile brand list]

To what extend do you agree with the following statements?

(Note, Brand X mentioned in the following statements refers to the brand you used in the past and avoid 
now)

Experience (1: strongly disagree, 5: strongly agree)

The performance of phone from Brand X was poor

My overall experience with phone from Brand X was unpleasant

Phone from Brand X could not meet my expectations   

It was a hassle interacting with Brand X sales people  

It was a hassle to get after sale service from Brand X  

Overall the environment of Brand X's outlets (including online shop) were unpleasant 

Identity (1: strongly disagree, 5: strongly agree)

Brand X does not fit my personality 

I do not want others to associate me with people who use phone from Brand X 

Brand X lacks uniqueness from its competitors 

Brand B has a bad reputation 

Brand X 's brand image does not match my image 

I would avoid a brand due to advice from family members

Moral (1: strongly disagree, 5: strongly agree)

In my opinion, Brand X acts irresponsibly 

In my opinion, Brand X violates moral standards

I don’t want Brand X domain the market

I don’t like the country Brand X comes from

I prefer to use a domestic brand mobile phone brand

Deficit Value (1: strongly disagree, 5: strongly agree)

I did not get value for the price I paid for phone from Brand X 

I am not familiar with Brand X
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I didn’t know Brand X also produced a mobile phone.

I don’t like the appearance of the phone

I think the packaging is unattractive

Communication (1: strongly disagree, 5: strongly agree)

I don't like the content of Brand X's advertisements 

I am not use Brand X due to the celebrities and actors used in the advertisements 

I don't like the music used in Brand X's advertisements 

Social media can influence me to avoid Brand X 

If Brand X advertises too often, it would lead me to avoid the brand 

Word-of-mouth influences my brand choices 

Brand avoidance behavior (1: strongly disagree, 5: strongly agree)

I will not use Brand X again  

I spread negative word-of-mouth about Brand X   

I talk badly about Brand X to my friends   

How would you describe your value and lifestyle? (1: strongly disagree, 5: strongly agree)

I am very keen on friends meeting and often organize the collective activities between friends

I am basically a careful consumer

I usually only buy simple, practical merchandise

I like to buy goods with a high taste of design and art

I always want to find the cheapest items

I have studied many kinds of electronic products

I have a good understanding for the latest technology trends

I am very curious about fresh things

I like to buy high-end brand-name goods

In the free time I like "house" at home and feel more comfortable at home

I dare to try something that I have never tried

I like shopping and pursuing the fashion

I am happy to participate in various forms of activity and discussion in real life and on the Internet

I am confident in my future career and career development

I am very trusting the views of experts or authorities

Demographics

What is your gender: [male/female]
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As the language written in survey is Mandarin, the research needs to do the back translation to 

avoid the error made by the language barrier (Bryman and Bell, 2011), usually it is mentioned 

in the interview methods but this research also has the need as the research is interested in the 

Chinese mobile consumers. The original survey both in Mandarin and English can be found in 

the Appendix. 

3.6. Sampling Selection and Pre-test 

After deciding the content of the survey, the selection of the participants should be 

considered. There are lots of ways for the selection process, according to Bryman and Bell 

(2011), the sampling techniques can be catalogued as two groups, the probability sampling 

techniques and non-probability sampling techniques. The probability sampling techniques 

includes the simple random sampling, systematic sampling, stratified sampling, cluster 

sampling (Bryman & Bell, 2011).The non-probability sampling techniques includes the 

convenience sampling, judgmental sampling, quota sampling, and snowball sampling 

(Bryman & Bell, 2011).  The difference between the probability sampling and non-probability 

sampling lies on the condition if the every sample unit receives the same possibility to be 

selected. With the probability sampling, the research is trying to get close to the total target 

population and result can be more representative, While using the non-probability sampling 

techniques means some sample units have larger chance to be selected, and there can be the 

sampling error during the process (Bryman & Bell, 2011). 

In this research, the total population is defined as the Chinese mobile consumer, to be exact 

this research has focused on the areas along the coast as delimited in the Introduction. The 

total population of the Chinese mobile consumers are unknown in that area. In that case, the 

sampling will followed the non-probability sampling. As mentioned, the data is planned to 

In which year where you born:[blanket]

What is your budget for purchasing the phone: [1000-8000]

What is your marital status? [Single/ Married/ Divorced/ Other]

What is your highest level of eduction? [Primary school/ Junior High school/ Senior High School/ 
Associate degree / Undergraduate/ Graduated/ Post-graduate]
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collected through the social media Weibo in order to cover the wide areas, while the 

participants who do not participate in the mobile phone purchasing and using the same brand 

as past will be removed in the research. In that case, the sampling technique is considered as 

the judgmental sampling. Every users on the Weibo that is available to the researchers will be 

asked and sent the survey, mainly they will be the people making the complain on Weibo and 

the unqualified participants will be remove to ensure the validity of the answers. The main 

problem to use the non-probability sampling is to generalize the results to the total population 

(Brymand & Bell, 2011). To avoid the problem, the Chinese consumers are segmented based 

on Ma’s research (2012), the samples can be catalogued into five groups and result can be 

generalized based on the segmentation.   

Before the data collection process begins, a pre-test needs to be done to check if the survey 

can answer the research questions (Tu, 2012). According to Tu (2012), the pre-test should 

choose the participants share the same characteristics. For this research, the pre-test will also 

select the Chinese mobile consumers based on the convince sampling. The suggested number 

of the pre-test is triple to five times of the maximum number of the questions in each part in 

Likert scales (Tu, 2012), in this research is around 20 to 35. After the check of the survey, the 

formal survey can be conducted. The pre-test, as the result, helps the researchers to adjust the 

questions expression. 

3.7.Data Analysis Process 

This research is going to apply the data analysis with the SPSS statistics 23. To answer the 

research question and test the hypotheses, the research is going to conduct the test for 

Coefficient of variation, Factor analysis, Cluster analysis and Multiple dimensional linear 

regression, the descriptive data will be listed to check if the data have any violation to the 

research questions. 

First, the research is going to test the Coefficient of variation. The purpose of the testing 

Coefficient of variation is to answer the hypothesis 1, if the Chinese mobile consumers need 

to be segmented. If the people are taking the behavior differently, or the reasons behind the 
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behavior can’t be unified, the research will need to segment the consumers into the different 

groups and run the Coefficient of variation test again to check if the difference get smaller. 

Considering the ways to test the difference, there are several methods available. The common 

used methods are t-tests, ANOVA(Pallant, 2011). Both t-tests and ANOVA assumes that there 

is no difference between the groups for the certain variables researchers wants to check. The 

result of the t-tests and ANOVA provide the possibility of the assumption. When the 

possibility value (Sig.) is lower than 0.05, the researchers should reject the assumption, it is 

only a small chance there is no difference between the groups for the given variables. The 

difference between the t-test and ANOVA is the t-tests only check the variable with two 

groups and ANOVA checks the variable with more than two groups (Pallant, 2011). In this 

research, the participants are supposed to segmented into 5 types and ANOVA is applied 

accordingly. 

The second analysis is going to conduct is the factor analysis. The principle idea of the using 

factor analysis is the find the common factors share between the variables. It helps the 

researchers to reduce the number of the variables need to deal and use the new factors to tell 

how the variables are linked and worked (Bryman & Bell, 2011). In this research, the factor 

analysis will be applied in both brand avoidance section and value and lifestyle section. For 

the brand avoidance section, as the main reason types for people’s brand avoidance behavior 

has been discussed in the former research, the main idea for applying the factor analysis to 

determine the content of each drivers. The questions offering the variables without influence 

will be removed or adjusted. For the value and lifestyle section, the factor analysis is going to 

help the researcher to reduce the variables and extract the components described in Ma’s 

research (2012). 

The third analysis is the cluster analysis. It also works for the value and lifestyle section, to 

help the researchers to catalogue the participants into 5 types of the Chinese mobile 

consumers based on the components extracted from the factor analysis. Comparing the result 

of the cluster analysis with the result from Ma’s research (2012). The researchers can name 
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the clusters and describe the features of each cluster, which can help to understand the brand 

avoidance behavior among the different types of Chinese mobile consumers.   

The fourth analysis is the Multiple dimensional linear regression. The Multiple dimensional 

linear regression assumes the dependent variables and independent variables has the linear 

relationship. It can be understood as when the variable “I think I have bad experience in the 

store” grows, the independent variable “I will try to avoid the brand” grow as well, and the 

growth is based on the fixed rate. The Multiple dimensional linear regression can help to 

make the prediction for the occurrence of the brand avoidance behavior, it shares the similar 

formula expression as Principle components as: 

  !  

Where the additional variable e represents the error, and usually it is assumed distributed 

followed the normal distribution ! . 

3.8.Validity and Reliability  

To get to understand if the data collected really answer the research question and test the 

hypotheses, the research need to apply two tests, the Cronbach's alpha test and KMO and 

Bartlett test. Cronbach's alpha goes first to test the validity of the result, the survey result will 

not be reliable when the Cronbach's alpha value is lower than 0.7 (Pallant, 2011). On the other 

hand, the research need to go through the factor analysis, which needs to check with the KMO 

(Kaiser-Meyer-Olkin) and Bartlett test, to test if the research is suitable for the factor analysis. 

The value of the KMO test is acceptable at the level of 0.6, and the higher value means the 

scale is better for the factor analysis, the Bartlett test is also working with the factor analysis, 

the value lower than 0.5 are considered as good to do the factor analysis (Pallant, 2011). 

y = a0 + a1x1 + a2x2 + a3x3 + a4x4 + a5x5

N(0,sd2)
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4. Finding  

The detailed data of the survey are shown in this chapter. The chapter started with the 
background information, including the responses, reliability tests, participants profile. 
Continued with the descriptive information as means, standard deviation, and range. The 
chapter put focus on the statistic information for finding the main driver(s) with the factor 
analysis and multiple regression analysis. During the process, the content validity is checked 
and data are adjusted. Finally, the participants are split according to Ma’s research (2012), 
and the research shows the data to figure out the main driver(s) for each type of the 
consumers. 

4.1.Responses and reliability test 

The survey collection process took 10 days, the research received 698 responses, and a total 

of 304 responses are considered as the valid answers. Participants not reflecting brand 

avoidance behavior, non participating in choosing the phone and participants' unclear attitude 

in the vale and lifestyle section are the reasons for excluding the answers. Not reflecting brand 

avoidance behavior results in the using the same brand in the current using phone and phone 

used in the past and want to avoided. The unclear attitude in the vale and lifestyle section 

shows with the high consistency, more than 11, in the answers in the value and lifestyle 

sections. 

Overall, the reliability test with the Cronbach’s alpha for all the 54 items was 0.827. 

According to Pallant (2011), the minimum recommended Cronbach’s alpha value should over 

the o.7. In that case, the responses of this survey can be considered as reliable. The reliability 

tests were also run for both brand avoidance section and value and lifestyle section. The 

reliability test with the Cronbach’s alpha for 31 items of the brand avoidance section was 

0.934 and the for 15 items of the value and lifestyle section was 0.782. The result of the 

reliability test for both sections shows the answers are reliable. 

4.2.Participants profile 

From the demographic data’s view, the survey shows participants’ gender, the year of birth, 

marriage situation, and education background and offers a brief description of the 

participants. Male participants were 127, and female participants took slightly more as 177. 

The major participants were born in 1980s and 1990s, each takes 27% and 61% of the 

participants.  
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For the marriage situation, the participants who are single take the half of number, which 

around 52%, and the married participants are 42.1%. For the highest educational background, 

the majority have higher education past the senior high school. Participants who have the 

bachelor eduction, senior high school education, and the associate degree education take 

28.3%, 27.6%, and 25%. 4.9% of the participants have the master education. 41 participants 

report their have the junior high school education and 2 participants have the elementary 

education. 

Figure 3:  Participant profile  

Specific to mobile phones, the survey report the purchasing budget above, current using 

phone, the using time and the phone the participants have used in the past and may avoid now. 

46.4% of the participants limited their purchasing from 1000 RMB (146 USD) to 2000 RMB 

(293 USD), and 30.6% of the participants have the budget for 2000 RMB (293 USD) to 3000 

RMB (437 USD). 9.2% of the participants taking the phone from 3000 RMB (437 USD) to 

4000 RMB (587 USD) and 5.3% of the participants takes the phone costs more than 4000 

RMB (587 USD). 
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Considering the purchasing budget and the segmentation from IDC(2016) , 77% of the 

participants aim for the middle-end mobile phones, 14.5% of the participants aim for the high-

end and the ultra high-end mobile phones. The other 8.6% of the participants report limited 

their budget within 1000 RMB (146 USD), and aim at the low-end mobile phones 

Figure 4:  Phone budget  

The current mobile phone brand used by the participants agree with the purchasing budget, 

the top 4 most popular mobile phone brand among the participants are Oppo, Xiaomi, 

Huawwei, and Vivo, which are the domestic brand made in China. Their main mobile 

products aim at the middle-end consumers. Those four brand take 23.36%, 18.75%, 17.11%, 

and 12.5% of the market. The other domestic brand Meizu was ranking in 6, taking another 

7.24%. The five main brands take the total amount as 78.95%. Apple and Samsung are still 

important brands, taking the percentage of 7.89% and 4.93%, the other brands have the 

sample less than 10 in this research.  

Considering the usage time for the current phone, 45.4% of the participants report they got the 

current using phone within one year, another 41.8% of the participants report they used the 

current for 1 to 2 years, 10.5% of the participants report they have used the phone for 2 to 3 

years, and only 2.3% of the participants report they have used their phone for more than 3 

years. From the data, it can be found, the mobile phone has the very limited using life, around 

98% of the participants changed the phone within 3 years. 

For the brand used in the past and may be avoided now, a rank was given based on the 

responses. The table below listed the detailed data. The brand used to have the most user and 
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now being replace No.1 is the Samsung with 22.7%, following with the Xiaomi with16.12%, 

and Huawei takes the third place, with 9.54%, Apple ranks in 4 in the list with 7.57% of the 

participants report the brand changing. Other brands like Coolpad, Oppo, Vivo, Lenovo etc 

was reported with less than 20 participants. 

Table 3: The brand I used in the past and may avoid now 

4.3.Descriptive information 

After knowing the background information of the participants, the research moves the focus 

on the main part of the survey, the brand avoidance behavior section and the value and 

lifestyle section. Findings for this part start with an overall look at the means, standard 

deviation and the range for each questions (variables) in both sections. 

Brand Number of participants Percentage 

Samsung 69 22.70

Xiaomi 49 16.12

Huawei 29 9.54

Apple 23 7.57

Coolpad 20 6.58

Oppo 18 5.92

Vivo 18 5.92

Lenovo 14 4.61

ZTE 11 3.62

Meizu 9 2.96

Gionee 8 2.63

HTC 6 1.97

Sony 4 1.32

Letv 3 0.99

Nubia 2 0.66

other brands 21 6.91
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Table 4:  Descriptive information for the brand avoidance section 

N Range Mean Std. 
Deviation

poor performance 304 4 3.21 1.140

unpleasant experience 304 4 3.16 1.159

unmeet expectation 304 4 3.33 1.190

hassle sales 304 4 2.48 1.140

hassle 304 4 2.87 1.213

unpleasant environment 304 4 2.51 1.172

unfit personality 304 4 2.77 1.123

negative group 304 4 2.57 1.109

lack uniqueness 304 4 2.59 1.122

bad reputation 304 4 2.66 1.213

bad brand image 304 4 2.73 1.151

avoid from family advice 304 4 2.67 1.226

act irresponsibly 304 4 2.50 1.172

immoral 304 4 2.40 1.170

against the monoploy 304 4 2.84 1.241

unlike the COO 304 4 2.58 1.272

perfer domestic product 304 4 3.52 1.284
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Scale: 1=strongly disagree; 5=strongly agree 

Table 5: Descriptive information for the VALS section 

deficit value 304 4 3.06 1.096

unfamiliar brand 304 4 2.71 1.084

don' know brand in phone area 304 4 2.45 1.168

unlike appearance of phone 304 4 2.85 1.210

unlike packaging 304 4 2.75 1.173

unlike advertisement 304 4 2.68 1.066

unlike endorsement 304 4 2.57 1.094

unlike music 304 4 2.61 1.088

avoid from SM influence 304 4 2.76 1.191

too much advertisements 304 4 2.92 1.165

Word-of-Mouth 304 4 3.09 1.122

not using again 304 4 2.98 1.127

negative Word-of-Mouth 304 4 2.34 1.093

Complain to friends 304 4 2.61 1.149

N Range Mean Std. 
Deviation

keen on meetings 304 4 3.15 1.049
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Scale: 1=strongly disagree; 5=strongly agree 

From the data, it can be found that, most means of the variables are around 3, which in the 5-

point Likert scale means, participants shows the neutral attitude to most questions, and do not 

careful consumer 304 4 3.38 1.056

only for simple practical products 304 4 3.39 1.044

high taste of design and art 304 4 3.23 1.060

looking for cheapest 304 4 3.28 1.039

know electronic products 304 4 2.89 1.038

know lastest technology trends 304 4 2.84 1.024

curious 304 4 3.47 1.008

high-end goods perfer 304 4 2.61 1.069

comfortable at hone 304 4 3.36 1.099

tery new things 304 4 3.30 0.992

pursue fashion 304 4 3.13 1.056

happy to discuss 304 4 3.07 1.057

confident in career 304 4 3.46 0.961

superstition in experts 304 4 3.29 0.979
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bring much information to the research. While, two fact that most standard deviations for the 

variables are above the 1, and all the ranges shows the answers cover the 4 kind of choice 

among the 5-point Likert scale, advocates that the participants do have the difference in 

answering the questions and the answers are dispersed. 

4.4.Brand avoidance among the consumers 

Still, first the research starts with all the participants to find the overall main driver(s) for the 

brand avoidance behavior of the Chinese mobile consumers. The process goes with the factor 

analysis to reduce the variables and calculate the meaningful coefficients as the new variables 

and later use the multiple regression analysis to figure out the main driver(s).  

4.4.1 Extract the factors 

The brand avoidance section contains 31 items (variables) for the five types of the brand 

avoidance and the brand avoidance behavior. Data for this part should go through the factor 

analysis to reduce the variables. To have a clearer result, the questions regarding the type of 

the avoidance and the brand avoidance behavior were split and independently run the factor 

analysis. Before extracting the factors, the analysis goes through the KMO test and Bartlett 

test. Both factor analysis were run based on the main component analysis with the feature 

score more than 1. The coefficient lower than 0.45 are delimited because the lower than that 

value, the component explains the variable at the level lower than 20%, and is considered as 

not fair enough (Marjorie et al., 2003). 

Table 6: KMO test and Bartlett test result for types of the brand avoidance 

Kaiser-Meyer-Olkin Measure 
of Sampling Adequacy. 0.928

Bartlett's Test of Sphericity Approx. Chi-Square 3740.471

df 378

Sig. 0.000
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As result shows, the value of KMO tests is 0.928, and the value of Bartlett test is 0.000. As 

Pallant (2011) suggested, the results strongly support that the variables are adequate for the 

factor analysis. 

Table 7: Rotated Component Matrix for types of the brand avoidance, 1st 

1 2 3 4 5 6

poor performance 0.683

unpleasant 
experience

0.726

unmeet expectation 0.747

hassle sales 0.766

hassle 0.659

unpleasant 
environment

0.708

unfit personality

negative group 0.469 0.549

lack uniqueness 0.461

bad reputation 0.505

bad brand image

avoid from family 
advice

0.571

act irresponsibly 0.757

immoral 0.763

against the 
monoploy

0.635

unlike the COO 0.694
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From table 7, it can be observed that 6 components are extracted and explained 60.449% of 

the total variance. From the first overall rotated component matrix, several variables are 

interesting to discuss and need to be adjusted. Two variables “prefer domestic products“ and 

“deficit value” are explained by the 6th component. This component is hard to draw the 

conclusion as the component only contains those two variables. In this research, the variables 

will be removed to have the further analysis. Variables “unfit personality”, “bad brand image" 

can not explained by any of the components, and variable “negative group” can be explained 

both by first and second components, according to Marjorie et al. (2003), a possible solution 

is to remove the variables. 

perfer domestic 
product

0.827

deficit value 0.525

unfamiliar brand 0.631

don' know brand in 
phone area

0.553

unlike appearance 
of phone

0.728

unlike packaging 0.755

unlike 
advertisement

0.548

unlike endorsement 0.478

unlike music 0.505

avoid from social 
media influence

0.573

too much 
advertisements

0.720

Word-of-Mouth 0.629
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After removing the “prefer domestic products“, “deficit value”, “unfit personality”, “bad 

brand image” and the “negative group” variables, the factor analysis was runs again. The 

value of the KMO test declined to 0.918, the value of the Bartlett test remain the 0.000, which 

still indicates the variables are adequate for the factor analysis. Five components were 

extracted and explain 61.155% of the total variance the adjusted rotated component matrix is 

listed below. The factor are saved with regression method for the further analysis. 

Table 8: Adjusted Rotated Component Matrix 

Component

1 2 3 4 5

Moral and 
identity 

avoidance

Experiential 
avoidance 
(service)

Deficit-value 
avoidance

 advertising 
avoidance

Experiential 
avoidance 
(product)

poor performance 0.707

unpleasant 
experience

0.739

unmeet 
expectation

0.750

hassle sales 0.748

hassle 0.676

unpleasant 
environment

0.729

lack uniqueness 0.460

bad reputation 0.525

avoid from family 
advice

0.561

act irresponsibly 0.767

immoral 0.766

against the 
monoploy

0.676

unlike the COO 0.715
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The extracted factors can be named based on the types name of the brand avoidance as the 

moral and identity avoidance, experiential avoidance (service), deficit value avoidance, 

experiential avoidance (product), and  advertising avoidance. 

The factor analysis continues with the brand avoidance behavior variables. The brand 

avoidance behavior part only contains three variables "not using again”, "negative Word-of-

Mouth”, and “Complain to friends”. The purpose of the doing the factor analysis is to 

conclude the three variables with one component, and can use the component as the 

dependent variable in the further multiple regression analysis. the KMO test and Bartlett test 

are checked. The value of the KMO test is 0.620, and value of the Bartlett test is 0.000. 

Pallant (2011) suggested the KMO value above 0.6 is acceptable. The extracted component is 

saved for the regression analysis.  

unfamiliar brand 0.623

don' know brand 
in phone area

0.520

unlike appearance 
of phone

0.750

unlike packaging 0.774

unlike 
advertisement

0.602

unlike 
endorsement

0.485

unlike music 0.501

avoid from social 
media influence

0.554

too much 
advertisements

0.746

Word-of-Mouth 0.619
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Table 9: Component Matrix 

From the table 9, it can be known that the extracted component “brand avoidance behavior” 

explained all the three variables well at 71.8%, 80.3%, and 87.2%. In that case, the extracted 

component can contains all three brand avoidance behavior variables. 

4.4.2. Main drivers with the multiple regression analysis 

Multiple regression analysis is suitable for analysis the dependent variable with a set of the 

independent variables and find the relationship between the dependent variables and 

independent variables (Pallant, 2011). In this research, as the research purpose is to find the 

main drivers for the Chinese mobile consumers’ brand avoidance behavior, the multiple 

regression analysis can help to explain the relationship between the dependent variable “brand 

avoidance behavior”  and independent variables “"moral avoidance”, “identity avoidance”, 

“deficit-value avoidance”, “experiential avoidance” and “ advertising avoidance”. As the 

method part mentioned, the formula expression is listed as: 

  !  

The multiple regression analysis will help to calculate the !  in the formula. The !  shows the 

change of the dependent variable for each unit change of the independent variables, hence 

shows the importance of the independent variables to the dependent variable (Pallant, 2011). 

Following is the result for all the participants. 

Component

1

brand avoidance behavior

not using again 0.718

negative Word-of-Mouth 0.803

Complain to friends 0.872

y = a0 + a1x1 + a2x2 + a3x3 + a4x4 + a5x5

ai ai
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Table 10: Result for multiple regression analysis for All the participants (1) 

The model summary helps to describe how well of the regression maintain the original 

information from the data (Pallent, 2011). With 304 participants, the research takes the look 

on the R square, which is 0.512, means the regression maintain 51.2% of the original 

information.  

Table 11: Result for multiple regression analysis for All the participants (2) 

Based on the result, the formula can be rewrite as: 

!  

Here, ! , equals 9.930 times 10 to the power of minus 17, states that participants are 

originally likely to have the brand avoidance behavior as the number is above zero. While, the 

Model Summary

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

1 0.716 0.512 0.504 0.70414914

Coefficients

Unstandardized Coefficients Sig. 95.0% Confidence Interval for 
B

B Std. Error Lower Bound Upper Bound

(Constant) 9.930E-17 0.040 1.000 -0.079 0.079

moral and 
identity

0.603 0.040 0.000 0.523 0.682

experiential 
(service)

0.131 0.040 0.001 0.051 0.210

deficit value 0.180 0.040 0.000 0.100 0.259

advertising 0.183 0.040 0.000 0.104 0.263

experiential 
product

0.257 0.040 0.000 0.177 0.336

y = 9.930E − 17 + 0.603x1 + 0.131x2 + 0.180x3 + 0.183x4 + 0.257x5

a0
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moral and identity avoidance takes the most important influence at 0.603 to the brand 

avoidance behavior, the experiential avoidance (product) takes the second most important 

influence at 0.257, deficit-value avoidance and the  advertising avoidance are similar in the 

influence at the level of 0.180 and 0.183, and experiential avoidance (service) takes the lowest 

influence at 0.131. 

The residual errors were checked in the multiple regression analysis to avoid the errors made 

by the researchers or the accidental error. The direct and visual way to check the result is the 

figure Normal P-P plot of residual below. From the figure it can be found the points are 

distributed around the ! , which indicate the error obey the Normal distribution and model 

and samples can be accepted in this research. 

Figure 5: Normal P-P Plot of Residual 

4.5.Brand avoidance among each types of consumers 

In this chapter, the author will explian the brand avoidance among each types of Chinese 

mobile phone counsumers.   

4.5.1. Segment the participants 

As the literature part suggested, Chinese market should be considered as the multiple markets, 

and the research consider to segment the Chinese mobile consumers. The segmentation 

method and standard is following the process done by Ma (2012). Based on the research done 

by Ma (2012), the segment process goes from the factor analysis to cluster analysis. The 

following table listed result of the segmentation. 

y = x
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Table 12: Number of participants in each type of consumers. 

Now, the segmentation process is presented. First, the process starts with the factor analysis, 

the research will start the look at the sampling adequacy of doing the factor analysis for the 

VALS section. 

Table 13: KMO test and Bartlett test result 

The result of the KMO test and Bartlett test shows value of the KMO test was 0.801, and 

value of Bartlett test was 0.000. Both test shows the VALS section is adequate to do the factor 

analysis. 

The factor analysis goes with extracting the factors, the extract method is selected as the 

principle components. Usually for the exploratory factor analysis, the extra objectives are 

settled as the factors show the features over 1. In this research,  the extra objectives are 

appointed for 5 factors, as the former research already suggested 6 factors will influence the 

participants’ answer and are named. The factors were saved as the new variables for the 

further cluster purpose. To have a clearer view for the factors and the variables they 

Rational and price-sensitive consumers 73

Business communication consumers 48

Fashion-taste consumers 63

Conservative consumers 86

Trendy but cost-efficient consumers 34

total 304

Kaiser-Meyer-Olkin 
Measure of Sampling 
Adequacy.

0.801

Bartlett's Test of 
Sphericity

Approx. Chi-Square 926.392

df 105

Sig. 0.000
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influences, the rotation is done with the varimax and the variables are listed in the order of the 

its coefficient. The coefficient lower than 0.45 are delimited. Following table shows the result 

of the rotated factor matrix. 

Table 14: Rotated Component Matrix 

1 2 3 4 5

Name of the factor purchasing 
conservative 
factor

outgoing 
factor

electronic 
product 
preference 
factor

innovative 
preference 
factor

expert, 
fashion, 
brand 
superstition 
factor

only for 
simple 
practical 
products

0.785

careful 
consumer 0.741

looking for 
cheapest 0.729

keen on 
meetings 0.681

pursue fashion 0.661

happy to 
discuss 0.626

know 
electronic 
products

0.833

know lastest 
technology 
trends

0.824

high-end 
goods perfer 0.483

high taste of 
design and art 0.729

tery new 
things 0.625

curious 0.544

superstition in 
experts 0.778

confident in 
career 0.608

comfortable at 
home 0.513
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Compare the table with Ma(2012)’s research, the factors can be found and named. In this 

research, factor 1 is the purchasing conservative factor, factor 2 is the outgoing factor, factor 3 

is the electronic product preference factor, factor 4 innovative preference factor, and factor 5 

is the expert, fashion, brand superstition factor. Knowing the name of the factor can help the 

research in the next step to cluster the participants and name the cluster. 

  

Ma (2012) found the Chinese mobile consumers can be clustered into 6 types based on the 

extracted factors and later catalogued into 5 types with the correspondence analysis. In this 

research, the participants will be clustered in 6 types and catalogued into 5 types with Ma 

(2012)’s findings. The cluster analysis goes with the K-means methods. 

Table 15: Cluster analysis result 

As the table shows, comparing the cluster analysis result with the research result from Ma 

(2012), cluster 1, 2, 3, 4, 5, and 6 correspond to the cluster a, d, b, c, f, and e in Ma’s work. 

Slight difference are found and marked in the result in innovative, superstition, and outgoing 

factors. The research maintained the difference, and continued the process. According to Ma 

(2012), clusters a and f are similar in the correspondence analysis, in that case, this research 

also catalogue the cluster 1 and 5 into one type, and produce the 5 types of the Chinese 

mobile consumers as the Fashion-taste consumers (cluster 3), rational and price-sensitive 

Cluster electronic 
products

purchasing 
conservative

innovative superstition outgoing Cluster result 
from Ma’s work 

(2012)

1 0.88241 -0.13065 0.62749 0.38088 -1.47061 a

2 -0.36187 -0.85615 -0.97162 0.46318 -0.20054 d

3 0.33825 0.75466 0.20893 0.66337 0.77591 b

4 0.51856 -0.27372 -0.13395 -0.68364 0.22717 c

5 -0.79028 0.96807 -0.29836 -0.34912 -0.84760 f

6 -1.15748 -0.63865 1.17429 -0.02695 0.62204 e
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consumers (cluster 1 and 5), business communication consumers (cluster 2), trendy but cost-

efficient consumers (cluster 6) and conservative consumers (cluster 4). 

4.5.2. ANOVA 

Consequently, it is possible to determine if the driver(s) of Chinese mobile consumers’ brand 

avoidance behavior can be explained with the result from the multiple regression analysis 

above, or the it is necessary to segment Chinese mobile consumers. As mentioned in the 

method part, ANOVA is applied to have the check, following listed the result of ANOVA. 

Table 16: Results of ANOVA 

Sum of 
Squares

df Mean 
Square

F Sig.

moral and 
identity 

avoidance

Between 
Groups

23.908 4 5.977 6.403 0.000

Within 
Groups

279.092 299 0.933

Total 303.000 303

experiential 
avoidance 
(service)

Between 
Groups

14.724 4 3.681 3.818 0.005

Within 
Groups

288.276 299 0.964

Total 303.000 303

deficit-value 
avoidance

Between 
Groups

4.706 4 1.176 1.179 0.320

Within 
Groups

298.294 299 0.998

Total 303.000 303

 advertising 
avoidance

Between 
Groups

13.079 4 3.270 3.372 0.010

Within 
Groups

289.921 299 0.970

Total 303.000 303

experiential 
avoidance 
(product)

Between 
Groups

8.424 4 2.106 2.138 0.076
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From the table 16, it can be found that, the possibility values (Sig.) for the, moral and identity 

avoidance, experiential avoidance (service),  advertising avoidance, are below 0.05, which 

suggests participants from different types take the different behavior. The possibility values 

for deficit-value avoidance and experiential avoidance (product) are above 0.05, indicates 

participants shows no difference between the groups. Considering the moral and identity 

avoidance takes the most important influence on brand avoidance behavior, from the general 

multiple regression analysis for all participants, it is not surprise to see that brand avoidance 

behavior are different between the groups. The result of the ANOVA suggests it is necessary 

to segment the Chinese mobile consumers and figure out the main drivers for each types. 

4.5.3. Main drivers among the types 

As the participants are segmented, it is now interesting to know the driver(s) for brand 

avoidance behavior for each types of the participants. The analysis process goes the same as 

the multiple regression process as mentioned above. 

Table 17: Result for multiple regression analysis for segmented participants 

Within 
Groups

294.576 299 0.985

Total 303.000 303

brand 
avoidance 
behavior

Between 
Groups

22.919 4 5.730 6.117 0.000

Within 
Groups

280.081 299 0.937

Total 303.000 303

1 2 3 4 5

Rational and 
price-sensitive 

consumers

-0.165 0.552 -0.83 0.179 0.141 0.404

Business 
communication 

consumers

-0.73 0.460 0.245 0.145 0.327 0.204

!a0
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1: Moral and identity avoidance; 2: Experiential avoidance (service); 3: Deficit-value 

avoidance; 4: Advertising avoidance: 5 Experiential avoidance (product) 

  

From the result above, it can be known that each type of the mobile consumers do share the 

different main driver for the brand avoidance behavior as the moral and identity avoidance. 

However, the importance of the drivers are different, and some do not predict the brand 

avoidance behavior at all, in that case, the participants should be considered differently.  

For the rational and price-sensitive consumers, the original !  is below zero, which indicates 

this type of the consumer is not likely to avoid a brand without an outside influence. The most 

influential drivers for rational and price-sensitive consumers are moral and identity avoidance 

and experiential avoidance (product), each pointed at 0.552 and 0.404. Deficit-value 

avoidance and  advertising avoidance do have the influence but in the lower level, pointed at 

0.179 and 0.141.Experiential avoidance (service) shows the coefficient below the zero, means 

this type of the consumers will not avoid the brand because of the bad service, hassles or the 

uncomfortable environment. 

For the business communication consumers,  !  is also below zero, so they are not likely to 

avoid the brand at first. While, all the avoidance drivers shows the positive coefficients in the 

table, which means all avoidance drivers will lead to the brand avoidance behavior for 

business communication consumers. The most important driver is the moral and identity 

avoidance, followed with the  advertising avoidance. The different importance between two 

drivers are not huge, pointed at 0.460 and 0.327. Experiential avoidance (service), deficit 

value avoidance, and experiential avoidance (product) here means something but in the lower 

Fashion-taste 
consumers

0.110 0.874 0.104 0.197 0.076 0.234

Conservative 
consumers

0.23 0.513 0.373 0.082 0.308 0.31

Trendy but cost-
efficient 

consumers

-0.262 0.467 -0.135 0.045 0.084 0.265

a0

a0
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importance. In general, all drivers contribute to the brand avoidance behavior in relatively 

equal importance for the business communication consumers.  

For the fashion-taste consumer, !  is also above zero, which means people from this group are 

likely to take the brand avoidance behavior. The most important driver is the moral and 

identity avoidance, pointed at the 0.874. Deficit-value and experiential avoidance (product) 

means something with lower weight. While the fashion-taste consumers show slight interest 

in the experiential avoidance (service) and  advertising avoidance. 

The conservative consumers also likely to take the brand avoidance behavior as the !  is also 

above zero. The conservative consumers mainly cares about the moral and identity avoidance. 

Experiential avoidance (product),  experiential avoidance (service) and  advertising avoidance 

are in the lower level in importance. The three drivers are at the similar weight in influencing 

the brand avoidance behavior. Surprisingly the deficit value only slightly predict the brand 

avoidance behavior for conservative consumers. 

For the trendy but cost-efficient consumers, the overall importance of the drivers are not high 

and the trendy but cost-efficient consumers are not likely to take the brand avoidance 

behavior at first. The most important driver for the brand avoidance behavior is the moral and 

identity avoidance point at 0.467, and experiential avoidance (product) is the second driver 

for the trendy but cost-efficient consumers. Deficit-value avoidance and  advertising 

avoidance provide slight influence to the brand avoidance behavior, while the experiential 

avoidance (service) weights below the zero means this driver do not predict the brand 

avoidance behavior.   

a0

a0
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5. Discussion  

In this chapter, the result of the finding are linked with the literature to answer the research 

question. First part, the discussion starts with the main drivers of brand avoidance behavior 

among the Chinese mobile consumers. Second part, the discussion considers the content of 

the drivers of brand avoidance behavior and explains several difference between the result 

and literature. 

5.1.Main driver among Chinese mobile consumers 

From the first multiple regression analysis, the researchers found the moral and identity 

avoidance are considered as the main driver for the brand avoidance behavior among Chinese 

mobile consumers, as this drivers takes the most large weight. However, the ANOVA shows 

the main driver for Chinese mobile consumers’s brand avoidance behavior can not be simply 

concluded like that. Each types of the Chinese mobile consumers takes the different behavior 

and has the different main drivers, in that case, the hypothesis  Chinese mobile consumers 

don’t share the same reason(s) for the brand avoidance behavior is accepted. The 

segmentation is necessary and main driver(s) should be discussed with the segmented Chinese 

mobile consumers. Following in Table 5.1 listed the main drivers and features of each types of 

Chinese mobile consumers. 

Table 18: Main driver(s) for each types of Chinese mobile consumers 

Consumers type Detailed features about the consumers’s needs on the 
smartphones

main driver(s)

Fashion-taste 
consumers

Fashion-taste consumers like playing the phones and other 
consumer electrical products, agree the phone can represent 
their identity, and believe in the experts and brands.

moral and identity 
avoidance

Rational and 
price-sensitive 

consumers

Rational and price-sensitive consumers don’t like playing 
the phones, and do not agree the phone can represent 
people’s identity, they tend to be frugal, but still interested 
in the electrical products.

moral and identity 
avoidance, 
experiential 
avoidance 
(product)

Business 
communication 

consumers

The business communication consumers pay attention to 
the business functions like reading or editing on the 
phones, they are willing to purchase the high-price phones. 

moral and identity 
avoidance,  
advertising 
avoidance
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From the table 18, it can be concluded as the hypotheses 2-6 made on the assumption Chinese 

mobile consumer will avoid the brand mainly because of their features should be rejected. The 

moral and identity avoidance occurs for every types of the Chinese mobile consumers, even 

though the driver takes the different weight in predicting the brand avoidance behavior. 

Rational and price-sensitive consumers takes experiential avoidance (product) as the 

additional driver, and business communication consumers takes the  advertising avoidance as 

the additional driver. 

5.2.Content of the drivers 

The drivers is meaningless without the content, so the second discussion is around what do 

those drivers contain. In this research, the content of the drivers are selected from the previous 

work based on the core framework from Lee, et al. (2009) and Knittel, et al (2016) (Petrou 

and Naude, n.d.) and adjusted into the case of Chinese mobile consumers. However, the result 

from the factor analysis is different from the literature. Following table shows the content 

from the factor analysis. 

Table 19: Content of the drivers 

Trendy but cost-
efficient 

consumers

Trendy but cost-efficient consumers like playing the 
phones, but don’t agree the phone can represent people’s 
identity. They prefer the cheaper phones. They are outgoing 
and have high preference to the new products.

moral and identity 
avoidance

Conservative 
consumers

Conservative consumers don’t pay attention to the business 
function of the phones, They don’t like the new products 
and avoid the changing.

moral and identity 
avoidance

Moral and identity 
avoidance

Experiential 
avoidance (service)

Deficit-value 
avoidance

 advertising 
avoidance

Experiential 
avoidance (product)

lack uniqueness hassle sales unfamiliar brand unlike 
advertisement

poor performance

bad reputation hassle don' know brand in 
phone area

unlike endorsement unpleasant 
experience

avoid from family 
advice

unpleasant 
environment

unlike appearance 
of phone

unlike music unmeet expectation

act irresponsibly unlike packaging too much 
advertisements
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Comparing with the core framework from Lee, et al. (2009) and Knittel, et al (2016), the table 

shows mainly two differences. The first difference is experiential avoidance are split as 

experiential avoidance for product and  experiential avoidance for service. The second 

difference is the moral avoidance and identity avoidance. The two drivers are mixed as one 

from the factor analysis. 

From the literature, the experiential avoidance means negative first-hand experience which 

leadvertisements to the brand avoidance behavior (Lee et al., 2009a). The first-hand 

experience contains both service experience and product using experience. The split 

experiential avoidance means for Chinese mobile consumers, the service and product are two 

different things. This finding can help to understand why marketing strategy, such as hungry 

marketing, making the negative feeling for mobile consumers from the service point of view, 

can works for certain brands, like Xiaomi (Gupta & Dhillon, 2014).  

The moral and identity avoidance are mixed in the table. From the literature, the moral 

avoidance linked with the ideological incompatibility between the brand and consumers (Lee 

et al., 2009a) and identity avoidance is the congruent with the consumer’s self-concept (Lee et 

al., 2009b). Usually, identity and morality are considered as two separate things, in the core 

framework from Lee, et al. (2009) and Knittel, et al (2016) the drivers are also separated. But, 

why in this research, the result shows two drivers are mixed as one? The recent research 

regarding the morality and identity (Splitter, 2017) advocates, for the collectivism culture, like 

China, people’s identity is strongly linked with the morality (Splitter, 2017). The ideological 

part also makes part of people’s self-concept. The mixed of the two drivers can probably 

related with the Chinese consumers. 

immoral Word-of-mouth

against the 
monoploy

unlike the COO

avoid from social 
media influence
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6. Conclusion 

This chapter presents the research result, research limitations, contributions and based on 

what has been found, the authors made future research suggestions. 

6.1 Research result 

The authors described the main drivers of the brand avoidance behavior among Chinese 

mobile consumers. The core framework for brand avoidance and its drivers are based on the 

work of Lee, et al. (2009) and Knittel, et al (2016). According, in this research,  the brand 

avoidance behavior was understood as experiential avoidance, identity avoidance, moral 

avoidance, deficit-value avoidance, and advertising avoidance. The scale from the former 

quantitive research for brand avoidance was applied in this research. The result shows 

Chinese mobile consumers recognized the brand avoidance as experiential avoidance for 

product, experiential avoidance for service, deficit-value avoidance, advertising avoidance, 

and moral and identity avoidance. 

The research found Chinese mobile consumers do not share the same main drivers for the 

brand avoidance behavior and need to be segmented as literature suggested. In this research, 

Chinese mobile consumers are segmented into five types based on the former study with the 

value and lifestyle scale as fashion-taste consumers,  rational and price-sensitive consumers, 

business communication consumers,  trendy but cost-efficient consumers and conservative 

consumers.  

Among the five types consumers, fashion-taste consumers, trendy but cost-efficient 

consumers and conservative consumers are mainly avoid the mobile phone brand because of 

the moral and identity reasons. Rational and price-sensitive consumers also mainly driven by 

the moral and identity avoidance, but the experiential avoidance for product are also the 

important driver. For the business communication consumers, moral and identity avoidance 

and advertising avoidance are the main drivers. 
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6.2 Limitations 

Due to the time and resources reasons, this research only contained the deductive research 

approach to get the data based on the literature framework. The drivers outside of the 

framework can not be tested in this research. During the research, participants who have the 

brand avoidance behavior but do not have the using experience are excluded for the reliability 

reason, the research can not represent the opinion from this kind of Chinese mobile 

consumers. Furthermore, the research only described the drivers of the brand avoidance 

behavior, and can not offer a deeper understanding of the topic. 

6.3 Contributions 

This research contributes academically to the brand avoidance knowledge in Chinese market 

since this market have not yet been studied before. It also highlighted the issues of study the 

negative perspectives of brand and consumer relationship in Chinese market, rather than only 

focus on positive side. The research presented a broaden understanding of the main drivers of 

brand avoidance behavior, especially to the mobile phone providers in Chinese market. For 

the companies in the relative industries, in managerial aspect, the companies need to 

understand Chinese mobile consumers are not in one kind and having different behaviors, the 

companies need to segment the market and pay attention to the target group. Overall, the 

issues of moral and identity of consumers should bear in mind for adjusting the companies' 

marketing strategies based on the concepts and ensuring the consumers to increase the value 

for what they paid for.  Moreover, this study provides a measurement scale of the mobile 

phone brand avoidance among Chinese consumers, which can be further investigated and rich 

the knowledge of the concept.  

6.4 Future research 

Since previous studies of brand avoidance were conducted in qualitative approaches (Lee, 

2008; Lee et al., 2009a; Lee et al., 2009c; Knittel et al., 2016), this quantitative study present 

a broader view of brand avoidance specifically within mobile phone industry in Chinese 

market. Based on the findings of this study, the most influential drivers which prompting 

brand avoidance of Chinese mobile consumers are moral and identity avoidance. The further 

researches can be suggested to investigate and understand in deeply of the reason why people 
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are motivated by these factors in an inductive way, the approaches can be recommended, for 

instance, interview and focus group. This research is only focused on the mobile consumers 

who come from developed regions of China, since China is a huge market, the rest of the 

region should be study in the future. Also, to investigate the drivers of mobile phone brand 

avoidance in other countries to make the cultural comparsion, the future research could be 

conduct in different countries other than China.  

Based on authors knowledge, there is no existing study with respect to brand avoidance in 

Chinese market. The research gap needs to be extended by investigate in both qualitative and 

quantitative ways. Not only in mobile phone industries, but also in different fields as well. As 

brand avoidance is a new developed concept, it needs to be further investigated for broaden 

and in depth, in order to rich the knowledge of the concept, in the mean while benefit the 

companies to reduce the risk of losing customers.   
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Appendix 1 

A survey on the mobile phone brand 
Mobile phone is now one of the highest frequent products we use in the daily life. Do you 
have anything to tell regarding the mobile phone brands? We are two students from Jonkoping 
University, Sweden studying mobile phone brand avoidance. Your participation will help us to 
know more about Chinese mobile consumers. The survey contain 55 questions in total, 
including 4 background questions, 31 brand avoidance related questions, 15 mobile consumer 
type related questions and 5 demographic questions. It will take about 15 minutes to answer 
the survey. Thank you for your participation.  
(Note: the mobile phone mentioned in this survey is the actual phone, not the service 
provider) 

Background 
Which mobile phone brand do you currently use? [16 Mobile brand list] 
Did you personally select or have any involvement in selecting the brand you use [Yes/ No] 
(if people choose no, then the survey comes to the end) 
How long have you used current phone? [less than a year/ 1-2 years/ 2-3 years/ more than 3 
years] 
Which mobile phone brand did you use in past and avoid now(Brand X)?  [16 Mobile brand 
list] 
To what extend do you agree with the following statements? 1 states you strongly disagree 
with the statement, and 5 states you strongly agree with it. 
(Note, Brand X mentioned in the following statements refers to the brand you used in the past 
and avoid now) 

Experience (1: strongly disagree, 5: strongly agree) 
1. The performance of phone from Brand X was poor 
2. My overall experience with phone from Brand X was unpleasant 
3. Phone from Brand X could not meet my expectations    
4. It was a hassle interacting with Brand X sales people   
5. It was a hassle to get after sale service from Brand X   
6. Overall the environment of Brand X's outlets (including online shop) were unpleasant  

Identity (1: strongly disagree, 5: strongly agree) 
1. Brand X does not fit my personality  
2. I do not want others to associate me with people who use phone from Brand X  
3. Brand X lacks uniqueness from its competitors  
4. Brand B has a bad reputation  
5. Brand X 's brand image does not match my image  
6. I would avoid a brand due to advice from family members 

Moral (1: strongly disagree, 5: strongly agree) 
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1. In my opinion, Brand X acts irresponsibly  
2. In my opinion, Brand X violates moral standards 
3. I don’t want Brand X domain the market 
4. I don’t like the country Brand X comes from 
5. I prefer to use a domestic brand mobile phone brand 

Deficit Value (1: strongly disagree, 5: strongly agree) 
1. I did not get value for the price I paid for phone from Brand X  
2. I am not familiar with Brand X 
3. I didn’t know Brand X also produced a mobile phone. 
4. I don’t like the appearance of the phone 
5. I think the packaging is unattractive 

Communication (1: strongly disagree, 5: strongly agree) 
1. I don't like the content of Brand X's advertisements  
2. I am not use Brand X due to the celebrities and actors used in the advertisements  
3. I don't like the music used in Brand X's advertisements  
4. Social media can influence me to avoid Brand X  
5. If Brand X advertises too often, it would lead me to avoid the brand  
6. Word-of-mouth influences my brand choices  

Brand avoidance behavior (1: strongly disagree, 5: strongly agree) 
1. I will not use Brand X again   
2. I spread negative word-of-mouth about Brand X    
3. I talk badly about Brand X to my friends    

How would you describe your value and lifestyle? (1: strongly disagree, 5: strongly 
agree) 
1. I am very keen on friends meeting and often organize the collective activities between 

friends 
2. I am basically a careful consumer 
3. I usually only buy simple, practical merchandise 
4. I like to buy goods with a high taste of design and art 
5. I always want to find the cheapest items 
6. I have studied many kinds of electronic products 
7. I have a good understanding for the latest technology trends 
8. I am very curious about fresh things 
9. I like to buy high-end brand-name goods 
10. In the free time I like "house" at home and feel more comfortable at home 
11. I dare to try something that I have never tried 
12. I like shopping and pursuing the fashion 
13. I am happy to participate in various forms of activity and discussion in real life and on 

the Internet 
14. I am confident in my future career and career development 
15. I am very trusting the views of experts or authorities 
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Demographics 
What is your gender: [male/female] 
In which year where you born:[blanket] 
What is your budget for purchasing the phone: [1000-8000] 
What is your marital status? [Single/ Married/ Divorced/ Other] 
What is your highest level of eduction? [Primary school/ Junior High school/ Senior High 
School/ Associate degree / Undergraduate/ Graduated/ Post-graduate] 

That’s the end of the survey, thanks again for the participation! 
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Appendix 2

⼿机品牌的相关调查 

 ⼿机已然是我们⽇常⽣活中使⽤最为频繁的事物之⼀，对于⼿机品牌你是否有

话要说呢？我们是两名瑞典延雪平⼤学（Jonkoping University）的研究⽣，⽬前正在研

究⼿机品牌回避的相关课题。您的参与能够帮助我们更好的了解中国⼿机消费者。本

次调查共包括55题，其中背景相关4题，与⼿机品牌回避相关的31题，与消费者类型相

关的15题以及基础信息5题。填写本次调查需15分钟左右，感谢您的参与！ 

（声明：本次调查所提⼿机指实物⼿机⽽⾮⼿机运营商） 

背景问题 

您⽬前使⽤的⼿机是哪个品牌的？【16个⼿机品牌列表】 

您是⾃⼰挑选的⼿机吗？（包括参与到挑选过程的⽤户）【是／否】 

您当前的⼿机使⽤了多久了？【1年内／1-2年／2-3年／3年以上】 

您之前使⽤的⼿机是哪个品牌的？【16个⼿机品牌列表】 ( 提⽰：以下问卷所提品牌

均指该品牌) 

关于您换品牌的原因，您对下列陈述的赞同程度是？ 

经验型 (1代表最不认同，5代表最认同) 

该品牌⼿机的性能我不满意 

我的使⽤经历不好 

该品牌⼿机达不到我的期待值 

与该品牌⼿机销售⼈员的交流很不愉快 

要获得该品牌的售后服务很困难（不便) 

该品牌的零售店（或⽹店）环境很糟糕 

⾝份型 (1代表最不认同，5代表最认同) 
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该品牌不符合我的个性 

我不想被⼈联想到是使⽤该品牌的⼈ 

该品牌没有个性 

该品牌名声很差 

该品牌的品牌形象不符合我的想象 

我的家⼈建议我不要购买该品牌 

道德型 (1代表最不认同，5代表最认同) 

在我看来，该品牌不负社会责任 

在我看来，该品牌有违反道德标准的⾏为 

我不想要该品牌垄断市场 

我不喜欢该品牌的所属国 

我更喜欢使⽤国产品牌 

价值型 (1代表最不认同，5代表最认同) 

该⼿机的性价⽐很低 

我不熟悉该品牌 

我不知道该品牌还制造⼿机 

我不喜欢该⼿机的外观 

该⼿机的包装很不吸引我 

沟通型 (1代表最不认同，5代表最认同) 

我不喜欢该品牌⼿机⼴告的内容 

我不喜欢该品牌⼿机的代⾔⼈ 

我不喜欢该品牌⼿机⼴告⾥的⾳乐 

社交媒体的影响会造成了我对该品牌的回避 

如果该品牌⼿机的⼴告太频繁会造成我对该品牌的厌恶和回避 

该品牌的⼜碑会影响我的选择 
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品牌回避⾏为 (1代表最不认同，5代表最认同) 

我不会再使⽤该品牌⼿机 

我会散布该品牌⼿机的负⾯评价 

我会向家⼈和朋友抱怨该品牌⼿机 

您在⽣活价值上对下列陈述的赞同程度是？ (1代表最不认同，5代表最认同) 

我⾮常热衷于朋友聚会，经常组织朋友间的集体活动 

我基本上是精打细算的消费者 

我通常只购买简单、实⽤的商品 

我喜欢购买具有较⾼设计品味和艺术⽔平的商品 

我总是希望能寻找到最便宜的商品 

我对多种电⼦产品都⽐较有研究 

我对最新的技术发展趋势很了解 

我对新鲜事务⾮常好奇 

我喜欢购买⾼档的名牌商品 

在空闲时间我喜欢“宅”在家⾥，觉得在家呆着更⾃在 

我敢于尝试⾃⼰从未尝试过的事情 

我喜欢逛街，喜欢追求时尚 

我在现实⽣活中和互联⽹上都乐于参加各种形式的活动和讨论 

我对未来的事业和职业发展充满信⼼ 

我⾮常信任专家或权威⼈⼠者的观点 

基本信息 

您的性别是： 

您的出⽣年份是： 

您的购机预算⼤约是： 

您的婚姻状况是： 
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您获得的最⾼的学历是： 

本次调研到此结束，再次感谢您的参与
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