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1. Introduction

Smartphones have become an indispensable digital companion for consumers, and market competition has shifted to
all-round brand experience competition. Consumers make decisions based on overall experience rather than hardware
parameters, prompting companies to re-examine the key role of brand experience. Brand experience is a multi-di-
mensional construct that covers subjective feelings and cognitive evaluations during interactions. It not only affects
immediate purchases, but also has a profound impact on brand loyalty through mechanisms such as emotional con-
nections. Smartphone consumers rely on brand experience to reduce decision uncertainty (Bhupathi & Goh, 2023).

Existing research focuses on the impact of single-dimensional experience, and lacks research on multi-dimensional
synergy. The high-frequency use of smartphones requires personalized experience, and traditional single-dimensional
analysis is difficult to reveal complex mechanisms. This study will build an integrated framework to systematically
examine how functional, emotional, social and cognitive experiences work together in a multi-stage decision-making
process (including demand identification, information search, etc.).

In practice, the smartphone market has undergone dramatic changes: leading brands have enhanced experience
through ecosystems, while emerging brands have broken through barriers with differentiated experiences. Chinese
brands need to improve their experience competitiveness in their transformation to "Made in China". This study,
through model construction and empirical analysis, reveals the impact of multi-dimensional brand experience on
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decision-making, which can enrich consumer behavior theory and provide enterprises with differentiated competitive
ideas in the context of digitalization (Shin & Perdue, 2023).

2. Literature Review

Brand experience is the core link between consumers and brands, forming a multi-level psychological response and
behavioral feedback system, including tangible product function cognition and intangible psychological feelings
(Nguyen et al., 2022). Brand experience is divided into four dimensions: functional experience focuses on the prac-
tical attributes of the product, emotional experience involves subjective emotional response, social experience reflects
the value of the brand as a social symbol, and cognitive experience involves the understanding of the brand connota-
tion (Roy et al., 2022). These four dimensions interact dynamically: functional experience is the foundation, emo-
tional experience gives personalized characteristics, social experience expands the extended value, and cognitive
experience deepens the spiritual connotation. The importance of different dimensions varies depending on product
categories and individual differences. In terms of formation mechanism, functional experience is formed through
product use, emotional experience stems from emotional arousal, social experience relies on group interaction, and
cognitive experience requires long-term brand contact (Sun & Wu, 2024). Consumers integrate multi-dimensional
experiences to influence purchase decisions and brand loyalty. Understanding the multidimensional structure of
brand experience provides a comprehensive perspective for theoretical research and guides companies in designing
brand touchpoints and creating rich experiences in practice (Zhou & Liu, 2024).

The consumer decision-making process includes five dynamic and cyclical stages: demand identification (affected
by internal and external stimuli), information search (active or passive information collection), evaluation and selec-
tion (systematic comparison of alternatives), purchase decision (externalization of behavior, which may be interfered
with), and post-purchase evaluation (feedback mechanism, affecting loyalty) (Xie & Qu, 2024). Brand experience
affects decision-making through multi-dimensional mechanisms: cognitive dimension shapes the understanding
framework; emotional dimension reduces perceived risk; social dimension integrates group norms; sensory dimen-
sion affects intuitive judgment. In the smartphone industry, high cognitive load and social display motivation
strengthen the role of brand experience, and the weights of different dimensions in the decision-making stage are
significantly different, such as functionality dominates evaluation and selection, and emotion is important after pur-
chase. The internal mechanism involves information processing theory (affecting mental models) and emotional eval-
uation theory (integrating emotional responses), which work together and are regulated by product categories and
individual factors. Context dependence is manifested in the online environment relying on virtual experience, new
product adoption relying on innovativeness, and cultural background affecting social experience.

3. Research Methods

This study uses a questionnaire survey method to systematically examine the cognitive characteristics and behavioral
patterns of smartphone consumers' brand experience and decision-making process. The questionnaire survey method
is a mainstream method for consumer behavior research because of its high standardization and high data collection
efficiency. (Nguyen et al., 2022). It can effectively capture the multi-dimensional perception of brand experience and
its impact on purchase decisions. The questionnaire design follows the principles of psychometrics to ensure relia-
bility and validity, and covers the dimensions of brand experience and the consumer decision-making process. Brand
experience is based on a mature scale and includes functional, emotional, social and cognitive experiences; the deci-
sion-making process is based on a five-stage model, measuring demand identification, information search and eval-
uation selection. The scale uses the Likert seven-point scale to avoid measurement bias, and the items are clearly
stated and neutral. Stratified random sampling is used to ensure sample representativeness, taking into account the
balanced distribution of age, income and education level, and requiring answers based on recent purchase experience.
Data collection was completed through an online survey platform, with quality control such as answering time mon-
itoring and logic testing, and anonymous filling to reduce social desirability bias. Data analysis plan used structural
equation modeling (SEM) to conduct path analysis to explore the impact mechanism of brand experience on decision-
making. The limitation of the research is that the questionnaire survey method is difficult to detect subconscious
mechanisms. In the future, it can be combined with experimental methods or neuroscience technology; the conclu-
sions need to be updated regularly to adapt to industry iterations (Wu, 2025).
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This study collects data from Chinese smartphone consumers through an online questionnaire to analyze the impact
of brand experience on decision-making. The questionnaire design is based on the four dimensions of brand experi-
ence and the five stages of decision-making to ensure a comprehensive reflection of consumer behavior. The sample
covers different ages, genders, incomes, and consumption habits to ensure diversity and representativeness. The
online questionnaire has a wide coverage and low cost, and the anonymous processing improves authenticity and
reliability. The data collection is scientific and standardized, and has been revised and tested for reliability and validity,
providing high-quality support for empirical analysis.

4. Empirical analysis

4.1 Descriptive statistical analysis

Descriptive statistical analysis is the basic part of empirical research. By organizing sample data, it can intuitively
present the key characteristics of consumers in brand experience and decision-making. The age distribution of
smartphone consumers is olive-shaped, with the highest proportion of 25-35 years old (42.3%), and the gender dis-
tribution is balanced (male 51.2%, female 48.8%). Among the brand experience dimensions, functional experience
scored the highest (mean 4.32), followed by emotional experience (mean 3.98), and social and cognitive experience
were relatively low (mean 3.65 and 3.52). The standard deviation of each dimension exceeded 0.8, indicating that
there are individual differences in perception. During the decision-making process, consumers consider 3-5 brands
on average, with brand awareness being the primary criterion (67.5%). Information search is mainly done through
online channels, with e-commerce reviews (82.1%) and professional reviews (63.4%) being the main sources. 38.7%
of consumers make their decisions within 3 days, while 25.2% take more than 2 weeks. In terms of consumer behavior,
price sensitivity is negatively correlated with brand loyalty (r=-0.423, p <0.01). 56.3% of consumers change their
mobile phones every 1-2 years, and the acceptance of innovative functions shows an inverted U-shaped curve. There
is a correlation between the dimensions of brand experience: the functional and emotional experience are most
strongly correlated (1=0.587, p<0.01), while the social and cognitive are less correlated (r=0.312, p<0.05). Cluster
analysis shows that consumers can be divided into performance-oriented (43.2%), emotionally dependent (31.5%),
and comprehensive consideration (25.3%).

The results lay the foundation for subsequent research, revealing experience differences, decision differentiation
and the relationship between variables, and provide new empirical evidence for consumer behavior in the digital age.

4.2 Path analysis of the impact of multi-dimensional brand experience on consumer decision-making

Path analysis of the impact of multi-dimensional brand experience on consumer decision-making is the core of this
study. The structural equation model (SEM) is used to examine the direct and indirect impact mechanisms of the four
dimensions of functional experience, emotional experience, social experience, and cognitive experience. SEM can
handle multiple variables and verify complex causal relationships.

Functional experience reflects the perception of the product's practical attributes and directly affects the willingness
to buy. Emotional experience focuses on emotional resonance, strengthens brand preference and promotes decision-
making. Social experience reflects social recognition and is achieved through word of mouth and community inter-
action. Cognitive experience involves brand value recognition and enhances brand loyalty.

Model fitting shows that functional experience has the strongest direct driving effect on decision-making (path
coefficient 0.42). Emotional experience has both direct influence (f=0.31) and indirect influence through brand atti-
tude. Social experience plays a moderating role (interaction term 0.18), amplifying functional value. Cognitive ex-
perience mainly forms brand loyalty (=0.27). The overall fit is good (CFI=0.93, RMSEA=0.06). The correlation
between dimensions is strong, such as the correlation between emotion and cognition is 0.56. Different consumer
groups have different sensitivities: young groups are more influenced by emotional and social experiences, and prac-
tical-oriented groups attach more importance to functional experience.

Path analysis shows that the impact is a complex network that includes direct, indirect and moderating effects. This
provides a basis for companies to formulate differentiated experience strategies, and it is recommended to strengthen
specific dimensions for target groups and focus on synergy. Future research can explore the stability of paths under
different product and cultural backgrounds.
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5. Conclusion and Recommendations

Empirical analysis shows that the functional, emotional, social and cognitive dimensions of brand experience all
affect consumer decision-making. Functional experience directly increases purchase intention, and 67% of consumers
in the smartphone industry prioritize functional performance. Emotional experience reduces price sensitivity and
increases loyalty, and can make up for functional gaps in smartphone selection. Social experience affects decision-
making through group identity, and 58% of young consumers pay attention to the social symbolic meaning of the
brand. Cognitive experience optimizes decision-making efficiency and has a cumulative effect.

There is an interactive effect among the four dimensions: functionality provides a rational basis, emotion increases
preference, sociality strengthens identification, and cognition optimizes efficiency. The structural equation model
shows that the standardized path coefficients are: functionality 0.32, emotion 0.41, sociality 0.28, and cognition 0.35 .
Emotionality has the greatest impact, which is consistent with the phenomenon of emotion-dominated experience
advantage in consumer decision-making. The homogeneity of smartphones has reduced the marginal utility of func-
tionality, and the low contribution of sociality may be due to the fact that it is a personalized product, but the synergy
between dimensions amplifies the dominant position of emotion. Consumer decision-making presents an "emotional
priority, rational supplement" model.

Management implications for smartphone companies:

1. Focus on improving the brand experience in all aspects: continuously optimize product performance (function-
ality), stimulate emotional resonance through brand stories (emotionality), build brand communities to enhance rep-
utation (sociality), and enhance trust through transparent information disclosure (cognitiveness)

2. Strengthen emotional value: Establish emotional connection through emotional marketing and launch products
with cultural connotations to convey social responsibility

3. Play a social role: encourage users to generate content and respond to feedback in a timely manner to build a
good reputation

4. Enhance cognitive experience: build a professional brand image and deepen cognition through activities such as
technology open days

The study found that brand experience is a multi-dimensional synergistic system: functionality affects rational
evaluation, emotion promotes purchase intention, sociality works through group identification, and cognition en-
hances brand trust. There is a nonlinear synergistic effect between dimensions (such as functionality provides a basis
for emotion, and sociality and cognition interact to enhance evaluation). Emotion has the strongest predictive power,
followed by functionality, and sociality and cognition play a role through indirect influence.

The theoretical contribution lies in verifying the applicability of the multidimensional framework in the
smartphone industry and revealing that there are individual differences in consumer perception. In the future, new
directions such as cross-cultural research, the impact of new technologies on experience dimensions, and environ-
mental responsibility experience can be expanded.
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