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Abstract	
With	the	rapid	development	of	the	Internet	economy,	more	and	more	Chinese	consumers	
are	choosing	online	shopping.	The	favorable	factors	of	online	shopping	compared	with	
offline	shopping	are	that	online	shopping	is	more	convenient,	faster	spread	of	marketing	
messages,	 broader	 coverage,	 and	 shorter	 decision‐making	 time	 for	 consumers.	 The	
unfavorable	factors	are	that	the	security	issues	of	online	consumption	may	concern	the	
consumers,	more	open	and	transparent	information	in	the	market,	and	faster	spread	of	
negative	information.	Combined	with	the	above	characteristics	of	online	shopping,	how	
to	 improve	 the	 brand	 appeal	 and	 thus	 enhance	 consumer	 purchase	 interest	 and	
consumer	loyalty	is	the	purpose	of	this	research	paper.	In	this	paper,	we	will	analyze	how	
brand	 appeal	 affects	 customer	 purchase	 behavior	 from	 three	 dimensions,	 including	
customer	satisfaction,	customer	dependency,	and	customer‐brand	identification	affect	
customer	purchase	behavior.	The	paper	will	also	propose	suggestions	to	improve	brand	
appeal	based	on	the	characteristics	of	online	shopping.	
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1. Introduction	

Online	shopping	is	taking	a	more	and	more	significant	position	in	China's	economy.	Especially	
during	the	pandemic,	online	purchasing	effectively	stabilized	 its	 impact	on	China's	economy	
and	promoted	its	sustained	and	stable	growth.	According	to	the	48th	China	Statistical	Report	
on	 Internet	Development,	as	of	 June	2021,	 the	number	of	Chinese	 Internet	users	was	1.011	
billion,	an	increase	of	70.9	million	from	last	year.	The	number	of	online	payment	users	reached	
872	million,	 up	 67.21	million	 from	 the	 previous	 year,	 accounting	 for	 86.3%	 of	 the	 overall	
number	of	Internet	users,	of	which	the	number	was	812	million,	up	62.67	million	of	the	prior	
year.	Online	retail	sales	nationwide	reached	611.33	billion	yuan	in	the	first	half	of	2011,	up	23.2%	
from	the	previous	year.	It	is	discernable	that	as	the	number	of	Chinese	Internet	users	gradually	
grows,	 the	 demand	 for	 online	 shopping	 also	 expands.	 Given	 the	 massive	 online	 shopping	
market,	this	paper	discusses	how	businesses	can	stand	out	in	the	fierce	market	competition,	
attracting	 new	 customers	 to	 spend	 on	 the	 one	 hand	 and	 maintaining	 customer	 loyalty.	
Information	flows	more	freely	and	is	more	transparent	through	online	sales,	thus	breaking	the	
information	 asymmetry	model	 of	 traditional	 offline	 sales.	 Consumers	 have	 a	wide	 range	 of	
options	 and	 can	 more	 easily	 compare	 prices	 on	 the	 Internet.	 In	 this	 case,	 brand	 service,	
reputation,	 image	 and	 influence,	 and	 other	 brand	 value‐related	 factors	 substantially	 impact	
customer	purchase	behavior.		
With	 the	 increasing	 popularity	 of	 the	 Internet,	 it	 has	 become	 increasingly	 difficult	 for	 the	
traditional	 one‐way	 business‐user	 marketing	 model	 to	 attract	 the	 attention	 of	 online	
consumers,	 and	 consumers	 are	 increasingly	 involved	 in	marketing	 activities	 in	 the	 Internet	
economy,	turning	it	into	a	two‐way	marketing	model	of	business‐user‐business.	Consumers	are	
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not	 only	 the	 audience	 group	 of	 marketing	 but	 also	 the	 disseminators.	 The	 more	 actively	
participate	in	the	marketing	activities	through	e‐commerce	or	social	media	platforms	by	liking,	
retweeting,	 gifting,	 and	 commenting.	 The	 consumers	 spread	 the	 product	 information,	 user	
experiences,	 brand	 value,	 and	 other	 information,	 enabling	 the	marketing	 coverage	 to	 grow	
exponentially.	Of	course,	the	proliferation	of	information	may	be	positive	or	negative,	and	it	is	
difficult	 for	 businesses	 to	 control	 consumers'	 behaviors.	 Therefore,	 businesses	 need	 to	
establish	 a	 brand	 image,	 build	 and	maintain	 a	 brand	 fan	 base,	 and	 guide	 the	 consumers	 to	
spread	 their	brand's	positive	qualities	 through	word	of	mouth,	 attract	new	consumers,	 and	
spread	information,	and	a	cycle	is	 formed.	This	effect	 is	attributed	to	brand	appeal,	and	it	 is	
crucial	to	study	the	influence	of	brand	appeal	on	customer	spending	for	the	success	of	brand	
marketing.	

2. Relation	between	Brand	Appeal	and	Customer	Purchase	Behavior	

In	a	world	of	the	digital	economy,	the	feelings	consumers	have	toward	a	brand	directly	affect	
customer	purchase	behaviors,	including	customer	repurchasing	and	purchase	refusing.	In	the	
meantime,	the	brand	appeal	will	be	affected	by	customer	satisfaction,	customer	dependency,	
and	 customer‐brand	 identification	 [1].	 Customer	 satisfaction,	 customer	 dependency,	 and	
customer‐brand	 identification	 are	 interdependent	 and	 progressive	 in	 influencing	 customer	
spending.	Consumers	are	satisfied	when	a	brand's	products'	quality,	effectiveness,	and	service	
meet	 their	 needs	 and	 expectations.	 Their	 satisfaction	 turns	 into	 affection,	 and	 affections	
accumulate	 and	 turn	 into	 customer	 dependency.	 Furthermore,	 the	 continuous	 rise	 of	
consumers'	 dependency	 and	 brand	 recognition	 eventually	 generates	 customer	 brand	
identification.	 	 The	 following	 part	 of	 the	 paper	will	 analyze	 the	 impact	 of	 brand	 appeal	 on	
customer	purchase	behavior.	

2.1. Customer	Satisfaction	
Consumer	satisfaction	with	a	brand	mainly	comes	from	the	quality	of	the	products	provided	by	
the	brand,	the	user	experience,	the	service	attitude,	et	Cetra.	Consumers	experience	whether	
the	brand	meets	their	needs	from	multiple	angles	and	meets	their	pre‐purchase	expectations	
for	products	and	services	through	the	act	of	purchasing.	User	experience	post‐purchase	is	the	
first	 feedback	 to	 attest	 to	 the	 success	 of	 the	 brand	 appeal.	 On	 the	 one	 hand,	 if	 the	 user	
experience	 is	 good,	 the	 consumer	 will	 initially	 recognize	 the	 brand	 and	 get	 a	 sense	 of	
satisfaction.	 Then	 the	 consumer	 will	 potentially	 repurchase	 and	 further	 develop	 a	 deeper	
emotional	connection	with	the	brand.	On	the	other	hand,	if	the	consumer	is	not	satisfied	with	
the	user	experience,	it	will	not	be	easy	to	develop	an	emotional	attachment	to	the	brand	and	
thus	become	loyal.	Even	worse,	these	dissatisfied	consumers	may	spread	negative	information	
about	the	brand,	resulting	in	customer	defection.	
According	 to	 previous	 literature,	 product	 quality	 and	 price	 are	 the	main	 factors	 that	 affect	
customer	satisfaction.	However,	the	degree	of	influence	varies	across	industries.	For	example,	
nondurables	are	value	or	price‐driven,	and	durables	and	service	products	are	quality‐driven	
[2].	Therefore,	brands	need	to	develop	different	marketing	strategies	depending	on	the	type	of	
products	they	sell.		
In	the	case	of	nondurables	products,	the	brands	need	to	pay	more	attention	to	the	marketing	
strategy	in	terms	of	price	and	the	competitors'	selling	price.	Because	the	customers	of	these	
products	 are	 price‐driven,	 the	 brand	may	 lose	 customers	 due	 to	 the	 lower	 selling	 price	 of	
competitors.	The	brand	may	utilize	marketing	strategies	such	as	the	discount	model,	buy‐one‐
get‐one‐free	 bundle	 sales	 model,	 or	 reward	 points	 accumulation	 model.	 The	 points	
accumulation	model	may	be	better	suited	for	increasing	consumer	stickiness	to	the	brand	so	
that	customers	will	not	choose	to	buy	from	a	competitor	over	the	occasional	price	differences.	
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This	strategy	is	also	beneficial	to	develop	customer	dependency	and	customer	belongingness	
with	a	brand.		
When	it	comes	to	durables	or	service	products,	the	brand	needs	to	focus	more	on	the	product	
or	service	quality.	It	is	the	main	factor	that	influences	the	brand	stickiness	and	brand	loyalty	of	
the	customer	base.	Take	the	automotive	brand	Lexus	for	instance.	It	offers	free	maintenance	up	
to	 100,000	 kilometers,	 which	 significantly	 enhances	 the	 user	 experience	 and	 brand	
attractiveness.	Even	if	the	price	for	a	Lexus	car	is	higher	than	other	brands	that	cost	less	but	do	
not	 offer	 such	 a	high	 level	 of	 service,	 customers	 are	more	 likely	 to	 choose	Lexus	due	 to	 its	
superior	products	and	service	quality.	
The	degree	of	customer	satisfaction	directly	affects	customer	loyalty	or	customer	complaints.	
A	good	consumer	experience	may	 improve	customer	satisfaction,	 increase	customer	 loyalty,	
create	a	virtuous	circle	of	word‐of‐mouth,	attract	new	customers,	and	increase	brand	appeal.	It	
may	even	turn	customers	who	originally	complain	about	the	brand	into	"fans"	of	the	brand.	Bad	
consumer	 experience	may	 lead	 to	 customer	 complaints	 and	even	dissemination	of	 negative	
product	information.	Therefore,	brands	need	to	improve	the	quality	of	products	and	services	to	
reduce	the	chance	of	customer	complaints	and	the	impact	of	negative	information	on	the	brand	
appeal	while	winning	customer	satisfaction.	

2.2. Customer	Dependence	
Customer	dependence	is	the	result	of	the	further	development	of	customer	satisfaction.	On	the	
one	hand,	consumers	pay	more	attention	and	trust	the	brand	when	they	are	satisfied	with	the	
product	and	the	brand,	thus	developing	brand	dependence.	On	the	other	hand,	reputation	plays	
a	crucial	role	in	developing	brand	dependence.	A	good	brand	reputation	develops	consumer	
dependence	by	strengthening	consumer	trust	and	deepening	their	emotional	perception	[3].	
Once	consumers	become	dependent	on	a	brand,	consumer	loyalty	will	 increase	significantly,	
and	 a	 brand	 "fan	 base"	 will	 gradually	 form.	 The	 brand's	 marketing	messages	 and	 positive	
information	spread	quickly	within	and	extensively	impact	the	fan	base.	At	the	same	time,	the	
internal	 dissemination	 of	 emotions	 within	 the	 fan	 base	 is	 also	 more	 influential,	 and	 the	
communication	within	the	group	is	more	conducive	to	the	development	of	a	sense	of	belonging,	
further	strengthening	the	reliance	on	the	brand.	
Additionally,	when	there	is	negative	news	about	a	brand	or	a	bad	experience,	consumers	who	
have	become	dependent	on	the	brand	are	unlikely	to	choose	to	go	to	other	brands	immediately	
but	are	more	likely	to	continue	to	repurchase.	Once	dependence	is	created,	consumers'	loyalty,	
trust,	and	affection	for	the	brand	are	not	easily	broken	[4].	

2.3. Customer‐Brand	Identification	
Customer‐brand	 identification	 is	 a	 psychological	 state	 generated	 when	 the	 consumer	
recognizes	 the	 brand	 and	 creates	 a	 sense	 of	 belonging.	 It	 develops	 the	 consumer's	 feelings	
towards	 the	 brand	 based	 on	 customer	 satisfaction	 and	 dependence	 and	 the	 intimate	
relationship	inspired	by	long‐term	interaction	and	trust	[5].	These	consumers	are	members	of	
the	brand's	established	 "fan	base"	and	have	a	high	degree	of	 loyalty	and	 identification.	The	
brand	 satisfies	 consumers'	 needs	 in	 terms	 of	 not	 only	 product	 and	 service	 quality	 but	 also	
emotion	and	sense	of	belonging.	At	this	point,	the	brand	is	more	than	a	platform	for	consumers	
to	consume	goods.	It	also	becomes	a	social	and	emotional	attachment	that	brings	the	consumers	
more	resounding	emotional	support	such	as	community	engagement	.	Therefore,	consumers	
are	more	likely	to	resonate	with	the	brand,	have	a	stronger	willingness	to	repurchase	products,	
and	are	more	willing	to	advocate	for	the	brand.	
According	 to	 Lam's	 theory,	 this	 consumer	 behavior	 can	 be	 divided	 into	 two	 types.	 One	 is	
identity	 sustaining,	 which	means	 that	 the	 consumers	maintain	 a	 close	 connection	with	 the	
brand,	 fully	 recognize	 the	 brand	 and	 have	 a	 high	 repurchase	 rate,	 but	 they	 do	 not	 actively	
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recommend	or	promote	 the	brand	 to	others.	Another	 type	 is	 identity	promoting,	where	 the	
consumers	also	maintain	a	high	 level	 of	brand	 loyalty	and	are	more	willing	 to	promote	 the	
benefits	of	the	brand	and	their	good	user	experiences,	for	example,	through	social	media	shares,	
likes,	 and	 testimonies,	 or	 through	 verbal	 communication	 to	 their	 immediate	 social	 group.	
Therefore,	brands	should	reinforce	the	interactions	and	services	with	consumer	communities	
that	 have	 already	 formed	 customer‐brand	 identification,	 as	 these	 consumers	 are	 both	 loyal	
users	of	the	brand	and	marketing	advocates	for	the	brand.	

3. The	Relationship	between	Brand	Appeal	and	Customer	Purchase	
Behavior	in	Internet	Economy	

According	 to	 the	 48th	 China	 Statistical	 Report	 on	 Internet	 Development,	 with	 the	 rapid	
development	 of	 the	 Internet	 economy,	 as	 of	 June	 2021,	 China's	 Internet	 penetration	 rate	
reached	 71.6%,	with	 urban	 Internet	 users	 dominating,	 accounting	 for	 70.6%	 of	 the	 overall	
Internet	users,	but	the	percentage	of	rural	Internet	users	is	also	climbing	rapidly.	Moreover,	the	
number	 of	 Internet	 users	 involved	 in	 online	 shopping	 has	 reached	 812	 million.	 With	 the	
popularization	of	the	Internet	and	the	improvement	of	the	logistics	network,	online	shopping	
has	become	one	of	Chinese	consumers'	favorite	means	of	consumption	with	its	advantages	of	
time‐saving,	convenience,	lower	prices,	and	information	transparency.	Making	a	quality	online	
marketing	 plan	 to	 build	 brand	 appeal	 and	 attract	 consumers	 has	 become	 a	 vital	 factor	 in	
succeeding	in	the	homogeneous	goods	market	competition.	

3.1. Building	up	Online	Trust	Facilitate	Customer	Purchase	
The	carriers	of	online	shopping	are	mostly	brand	websites,	e‐commerce	platforms,	and	apps.	
Compared	with	 the	 traditional	 offline	 shopping	model,	 the	 security	 of	 the	 online	 shopping	
model	is	the	first	issue	that	consumers	consider.	Therefore,	how	to	build	up	consumers'	trust	
online	 is	 the	 first	 problem	 that	 brands	 need	 to	 solve.	 Establishing	 online	 trust	means	 that	
brands'	security	of	goods,	services,	and	trading	platforms	can	meet	consumers'	expectations	
[6].	 Establishing	 online	 trust	 is	 crucial	 to	 customer	 satisfaction	 and	 is	 a	 prerequisite	 for	
customers	to	develop	brand	dependence	and	establish	a	long‐term	relationship	with	the	brand.	
Therefore,	brands	need	to	ensure	that	their	online	sales	channels,	such	as	brand	websites	or	
online	 stores	 on	 third‐party	 platforms,	 can	 adequately	 protect	 the	 security	 of	 consumers'	
privacy	and	payment	transactions	and	provide	a	friendly	user	interface	that's	convenient	to	use,	
consequently	 establishing	 consumer	 trust,	 enhancing	 the	 brand	 appeal	 and	 attracting	
consumers	to	purchase.	

3.2. The	Counteraction	Customer	Brand	Engagement	has	on	Brand	Appeal	
Before	 making	 an	 online	 purchase	 decision,	 consumers	 can	 quickly	 access	 through	 online	
search	engines	a	large	amount	of	information	about	homogeneous	goods	and	services	such	as	
the	price,	product	descriptions,	 reviews,	et	Cetra.	The	 Internet	penetration	has	dramatically	
increased	 the	 transparency	of	 information	 in	 the	marketplace,	 facilitating	 faster	purchasing	
decision‐making	by	consumers	[7].	Moreover,	the	reviews	and	shares	of	other	buyers	on	the	
Internet	have	also	become	an	essential	basis	for	consumers'	purchases.	According	McKinsey’s	
report,	the	customer	purchase	decision	process	is	represented	as	initial	consideration,	active	
evaluation,	 the	 moment	 of	 purchase,	 and	 post‐purchase	 experience	 [8].	 Post‐purchase	
experience	can	influence	brand	appeal	in	two	ways.	Firstly,	a	good	or	bad	shopping	experience	
directly	 affects	 consumers'	 brand	 loyalty.	 Secondly,	 the	 sharing	 of	 post‐purchase	 sharing	
significantly	impacts	brand	word‐of‐mouth	reputation.	Therefore,	in	the	era	of	online	shopping,	
consumers	 are	 not	 only	 the	 target	 of	 brand	 marketing	 but	 also	 the	 participants	 and	
disseminators	of	brand	marketing.	Customer	purchase	behavior	is	influenced	by	brand	appeal,	
but	customer	brand	engagement	counteracts	brand	appeal.	
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4. Conclusion	and	Suggestion	

4.1. Focusing	on	Improvement	of	Brand	Reputation	
In	an	era	of	online	shopping,	on	 the	one	hand,	online	consumption	 is	 characterized	by	high	
information	transparency	and	fast	dissemination.	Therefore,	the	favorable	factors	for	brands	
are	that	online	marketing	plans	can	be	accurately	implemented	on	the	target	group	through	big	
data	 analysis,	 resulting	 in	 a	 more	 rapid	 spread	 and	 more	 significant	 impact.	 However,	
unfavorable	 factors	 also	 exist	 ‐	 once	 negative	 information	 about	 the	 brand	 or	 bad	 user	
experiences	appears,	its	spread	speed	and	coverage	are	also	uncontrollably	large.	On	the	other	
hand,	online	consumers	have	a	short	and	scattered	attention	span	and	are	more	susceptible	to	
the	influence	of	mainstream	opinion.	
Under	this	pretense,	establishing	a	positive	brand	reputation	is	essential	for	brands	to	maintain	
good	brand	appeal.	A	good	brand	reputation,	such	as	sufficient	social	responsibility,	safe	trading	
environment,	 exceptional	 manufacturing	 standards,	 and	 humane	 service	 attitude,	 may	
gradually	 deepen	 consumers'	 trust	 and	 attachment	 towards	 the	 brand,	 thus	 enhancing	 the	
brand	 appeal	 and	 attracting	 more	 consumers.	 Cultivate	 loyal	 users	 of	 the	 brand	 and	 lead	
consumers	to	share,	thus	expanding	the	influence	of	the	brand	marketing	strategy.	For	example,	
in	2021,	the	Chinese	sports	apparel	brand	Erke	donated	a	large	amount	of	money	and	supplies	
(about	50	million	RMB)	to	Henan	Province	to	help	with	the	province's	disaster	relief	despite	its	
financial	predicament.	Such	an	act	sparked	a	buzz	across	the	Internet.	Consumers	nationwide	
were	moved	by	Erke's	social	responsibility	and	patriotism	and	rushed	into	Erke	stores	online	
and	offline,	 sparking	a	buying	 frenzy.	Many	consumers,	 including	 celebrities,	 spontaneously	
and	 vigorously	 promoted	 Erke's	 brand	 value,	 leading	 to	 the	 sellout	 and	 shortage	 of	 Erke	
products	in	the	market.	In	this	case,	Erke's	charitable	donations	greatly	enhanced	the	brand's	
reputation,	 gained	 customer	 recognition,	 and	 established	 the	 emotional	 bond	 between	
consumers	 and	 the	 brand,	 developing	 a	 consumer	 community	 with	 customer‐brand	
identification.	This	type	of	consumer	is	highly	advocative	in	not	only	their	community	but	also	
the	market	 as	 a	whole.	 The	 rapid	 spread	 and	 comprehensive	 coverage	 of	 online	marketing	
resulted	in	the	shortage	of	Erke	products.		

4.2. Establishing	a	Positive	Humanized	Brand	Image	is	Favorable	to	Brand	
Promotion	and	Community	Maintenance	

More	and	more	brands	have	begun	to	create	humanized	brand	images.	A	positive	humanized	
brand	 image	 favors	 increasing	 consumers'	 love	 for	 products	 and	 strengthening	 emotional	
investment	 with	 the	 brand.	 According	 to	 Waytz's	 research,	 consumers'	 preference	 for	
humanized	brand	images	is	explained	from	the	perspective	of	social	psychology	due	to	effect	
motivation.	For	example,	 it	stimulates	consumers'	sense	of	social	belonging	[9].	Therefore,	a	
compelling	humanized	brand	image	strengthens	the	communication	with	consumers	on	online	
platforms,	 reduces	 consumers'	 perceived	 risks,	 boosts	 consumers'	 trust	 in	 the	 brand,	 and	
facilitates	the	development	of	a	long‐term	emotional	bond	between	consumers	and	the	brand.	
In	addition,	an	attractive	humanized	image	can	also	play	a	role	in	attracting	consumers	to	the	
brand	 marketing	 plan.	 A	 personified	 representative	 of	 the	 brand	 can	 communicate	 with	
consumers	to	close	the	distance	and	help	maintain	the	brand	community.	
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