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Abstract 

This research targets two very important objectives. First, it exploits the 

similarity structure of the theory of planned behavior, expectancy confirmation 

theory and the stimulus-organism-response (S-O-R) model, in broadening the 

social-psychological context in the use of the S-O-R model, and which renders 

the model being capable of embracing a broad-based, strategically competitive 

structure of business competition that centralizes on marketing mix strategy, 

customer value proposition and customer attitude. Second, through both 

explorative and explanatory efforts of an action learning and PDCA (Plan, Do, 

Check, Act) approach to business research, a S-O-R model, that is capable of 

explaining of the smartphone consumer behaviors, is corroborated, which 

highlights significant roles played by business model structure of variables, and 

organism variables constituting brand trust, customer satisfaction and brand 

equity, in explaining the variance of customer loyalty. Customer switching cost, 

which is a direct result of perceived customer value, is also shown to influence 

brand trust, significantly. 
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Introduction 
Smartphone is a significant retail sales item, partly driven by an 

accelerating growth of mobile commerce (m-commerce). The eMarketer (2016, 

4 March) estimates, for instance, that the US retail m-commerce sales would 

reach around USD 178 billion in 2018. For retail sales, it is widely recognized 

that customer satisfaction and customer loyalty are two important consumer 

behavioral outcomes that can significantly improve retail performances, such as 

in terms of consumer spending, repurchase intention, and advocacy (Srivastava 

& Kaul, 2016). Theoretical foundations that confirm these consumer behavioral 

phenomena are available in the extant literature, for instance by exploiting the 

expectation confirmation theory (Oliver, 1980), or by exploiting brand 

attachment advantage as the driving force to generate the continuance intention 

to purchase smartphones (Hew et al. 2017). Nevertheless, although many of the 

consumer behavioral theories are valid, but to exploit their advantages, it is 

important the exact structure of the relationships and contents of the types of 

variables that influence smartphone purchase or decision making that matches 

the markets targeted, is outlined and explained. As the Thai smartphone 

consumer behaviors are relatively unknown, this research is thus aimed to 

contribute both theoretically and practically in exploring for a broad-based 

structure of consumer behavioral model. Being a broad-based structure, the 

theoretical model is flexible to embrace operational adjustments and strategic 

focus of different brand marketers and organizations. In addition, by extracting 

the perceptions directly from the consumers of the targeted markets it provides 

the foundations for representative and content validity that fits the demands, 

expectations and realities of the markets. In addition, by focusing on the Thai 

markets, it also allows the construction of theoretical model that best suits the 

consumer behaviors of the markets, and thus better reflects the internal validity 

and construct validity demanded for strategic competitive advantages of the 

brand marketers or organizations. 

 

Problem Statement and Purpose of the Study 

Research problem is the heart of any research project as it enables the 

researchers to get off a strong start in the research effort (Nenty, 2009). In one of 

the recognized Thai broadcasting media, Thai PBS (2016, Dec.), it is reported 

that 81% of Thai own smartphones, which is higher than the global average of 

45%. The per-person average time spent on smartphone usage is 160 minutes a 

day, which is the 2
nd

 highest in Southeast Asia after Malaysia (Bangkok Post, 

2016, 22 Jan.), in which the patterns of usage are categorized into six types 

namely social stars prioritizing on social networks, chat and voice over IP 

(VoIP) apps and browsing, and power users who sent on gaming, chat and VoIP, 

Line and YouTube, and explorers, data guzzlers, conversationalists who focus 
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on making calls and use of Line and Facebook, and dabblers, as shown in Table 

1. 

 

Table 1 

Thai Smartphone User Types 

 
Overall Social Stars Dabblers Power Users Conversationists Data Guzzlers Explorers

Time Spent 160 140 122 208 130 169 191

App & Games 

Installs/Month
9.1 10.5 7.4 10.6 11.3 10.7 8.7

Total Data 

Consumption 

MB/Day

503 508 424 535 505 604 467

 
 

Source: Bangkok Post (2016, 22 Jan.) 

Though Thai society has high demand for smartphones, research is lacked in the 

study of buying behaviors, such as concerning whether Thai consumers are 

brand conscious or not, and if so, which aspect of and how brand role play in 

influencing the buying decisions. In addition, decision-making drivers for 

smartphones in the Thai society are also unknown. As such, there are two-fold 

research objectives: 

First, to contribute to the body of knowledge of consumer behaviors which 

exploits the similarity structure of the theory of planned behavior (TPB), 

expectancy confirmation theory, and the stimulus-organism-response (S-O-R) 

model, in broadening the social-psychological context in the use of the S-O-R 

model, and which renders the model being capable of embracing a broad-based, 

strategically competitive structure of business competition , such as, by 

exploiting the business model concept in the simulation analytics. 

Second, to identify the key variables that constitute the structure of a 

stimulus-organism-response (S-O-R) model, as addressed in the first research 

objective, to explain smartphone consumer behavior, based on an explorative 

research effort of a student group that exploits convenience-based accessibility 

of the student peers. 

 

Literature Review 

The first research objective is addressed by the use of literature review. 

Theory of Stimulus-Organism-Response (S-O-R) in the study of consumer 

behavior is the essential theoretical concept for this research. From the 

marketing viewpoint, S-O-R is a theory of information-processing behavioral 

responses (cf. Smith, 1968). S-O-R is a functionalist orientation or approach to 

psychology in experimental psychology (cf. Woodworth, 1938; Woodworth & 

Schlosberg, 1954), which depicts an extended difference from the behaviorist  
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S-R (Stimulus-Response) approach to psychology (Woodworth, 1918). S-R 

model of consumer behavior can be seen in learning-driven consumer behavioral 

model. For instance, the concept of “reinforcement”, as the basis of operant 

conditioning, advocates that “if someone buys a product and is pleased with the 

outcome of using it, then he or she is likely to buy the product again” (Blythe, 

2008: 116). In other words, the positive reinforcement induces the consumers’ 

continuance of usage or purchase of the products and services. Thus, from the 

learning perspective, the S-R model, being indicative of classical learning and 

operant conditioning theories, advocates that consumer behavior is automatic 

and subjective to the conditioning factors of stimulus (both conditioned and 

unconditioned stimulus), whereas the S-O-R model assumes that “there is a 

conscious process going on” (Blythe, 2008), which is indicative of cognitive 

learning that centralizes on how the consumption phenomenon is learned rather 

than on what is learned (S-R). 

In reality, stimulus can be both external or internal. Tan (2016) provides 

numerous empirical evidences on this aspect, in areas of social entrepreneurship, 

consumer behaviors, human resources, marketing and social media-based 

consumer engagements. In short, internally, consumers are stimulated by their 

own perceptions, affections and mental formations, and attitude, which is a 

social-psychological phenomenon that further induces cue selection, cue 

interpretation, and sense-making. External stimulus could be tangible or 

intangible. While the former is easier to comprehend, such as destination 

landscape that attracts tourists, the latter – intangible – is not so obvious but 

plays significantly important role to induce psychological reactions (organisms) 

of the consumers, i.e. by the use of marketing communication, proxemics (refers 

to the “use of physical space in conveying a perceptual stimulus for instance the 

distance between the shop assistant and the customers”, Blythe, 2008, p. 96), 

kinesics (“about body language, eye contact and gesture” of shop assistant 

reacting to the customers, Blythe, 2008: 97), paralanguage (“the way words are 

used” by the shop assistant to the customers, Blythe, 2008). Specifically, 

organism manifests the perceptions, emotions, judgments, thinking and 

motivation of the consumers as a result of experiential encounters with the 

stimulus. For instance, the consumers “use the input selector to select clues and 

assign values to them. For quality, the cues are typically price, brand name and 

retailer name” (Blythe, 2008). Blythe (2008) also argue from the Weber’s Law 

which states that “the size of the least detectable change”, manifested as 

indication of customers’ organism, “depends on the size of the stimulus” 

Stimulus can be auditory, visual or kinaesthetic (touch) in nature (Blythe, 2008), 

or product’s intrinsic attributes, or attitude as a result of customers’ prior 

knowledge (Rao & Monroe, 1988) about the products, services or certain 

lifestyles pertaining to the use of the products and services. 



      31    Asia Pacific Journal of Religions and Cultures Volume 3 No. 2 2019 

 

Now that the essential background for the S-O-R concept is presented, 

what follows are aimed to address the first research objective. Two important 

theories of consumer behavior are used to strengthen and broaden the 

understanding of the S-O-R concept, by centralizing on the similarity with the 

theory of planned behavior (TPB) and expectancy confirmation or 

disconfirmation theory. The existing literature has not particularly explaining 

their similarities and thus this research makes an incremental effort to help 

expand the generalizability strength. While the former attempts to explain 

consumer behavior from the “as-planned” attitude or preparatory states of 

confidence of the customers, the latter explains consumer behaviors from the 

“as-expected” perspective which connotes “about what the individual thinks the 

object will do” (Blythe, 2008). 

From the argument of cognitive learning perspective, the “O” of the S-O-

R model of consumer behavior indicates the cognitive process that is subjected 

to cognitive effort, cognitive structure, analysis, elaboration (structuring to form 

coherent whole in the cognitive process) and memory of the customers, and is 

thus also very much related to planned behaviors in alignment with expectations. 

Thus, TPB and the theory of confirmation or disconfirmation match well with 

the S-O-R model. The “O” also encompasses customers’ positive or negative 

experiences of the products and services, as a result of the purchase response. In 

this sense, the S-O-R model is not only linear but actually allows feedback-loop 

influence, or in certain familiar occasions, enabling “S” to effect “R” directly, 

bypassing the “O”. 

First, the theory of planned behavior (TPB) is explained, followed by the 

expectancy confirmation or disconfirmation theory. TPB provides a robust 

theoretical base to explain the likely state of consumers to perform behaviors 

that correspond to consumer attitudes, perceptions that the consumers can 

confidently influence the behaviors in favorable manner, and also the views of 

others (Ajzen, 1991). The latter could also include perceived social pressure 

(Fishbein & Ajzen, 1975). It is not necessary that the perceived behavioral 

control is a property solely of the customer control, but it can be a property of 

the supplier’s control in that the suppliers are trusted in the ability to meet the 

expectations of the customers, and thus the customers perceive that they can rely 

on the products and services to deliver to the expectations (Tan, 2016). This 

concept borrows the theme prescribed in the expectancy confirmation or 

disconfirmation theory (Oliver, 1980) which is to tightly related to how 

consumers learn through experiencing the products and services. That is, when 

the consumers form the trust of the products and services, owing to better 

knowledge about the reliability and values provided by the products and 

services, the consumers would perceive lower risks of disconfirming the original 

expectations. In this way, the consumers form the positive perceived behavioral 

control that the trust of the quality and functions of the products and services 
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will lead to the expectation. On the similar count, the consumers can rely on 

more knowledgeable friend to help in elaborating the features of the products 

and services, and thus the subjective norms would also directly influence the 

perceived behavioral control, as it is prescribed in TPB. The key point here, 

however, is that “people understand that they need to know about the products 

they buy, especially when a major commitment is involved” (Blythe, 2008: 125) 

in the purchase of Apple smartphone, which can cost in the range of 20,000-

30,000 Baht per new phone in Thailand (Apple, 2017). 

Second, as to the expectancy confirmation or disconfirmation theory, it 

explains consumer satisfaction or dissatisfaction, which is based on whether 

expectations are met at post-purchase evaluation. That is, when a consumer 

experiences dissonance in that the product actually has different attributes which 

are different from the expected benefits, consumers would be unsatisfied; 

otherwise, when in consonance, consumers would be satisfied. Thus, it is 

important marketers stimulate to the degree that it reduces the perceived post-

purchase dissonance (an aspect of organism). On the other hand, in negative 

stimulus, that is when products and services are not able to satisfy or meet the 

expectations of the consumers, given the cost and effort of obtaining the 

products and services (Woodruff et al. 1983), the perceived dissonance would 

eventually lead to, for instance, unfavorable voice responses (complaining to the 

supplier), private responses (negative word-of-mouth), third-party responses (by 

taking legal actions or complains to a consumer rights organization, Singh, 

1988), or switching to alternative choices. 

The previously addressed similarities between S-O-R, TPB and the 

expectancy confirmation theory can be illustrated in Table 2, which one must 

bear in mind that this configuration is not inclusive of all the possible socio-

psychological phenomena in a typical consumer behavior – only to be treated as 

a structural guide to facilitate the creative and flexible conceptions of the 

relevant constructs or variables that pertain to the research problem or issue at 

hand. 
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Table 2 

Similarity Structure of TPB and Expectancy Confirmation Theory with the S-O-

R Model 

 

 TPB Expectancy Confirmation 

Theory 

R Intention, Behavior (Loyalty) Satisfaction 

O Perceived behavioral control 

(PBC) 

Post-purchase evaluation 

S Attitudes 

Subjective Norms 

Expectations 

Woodworth 

(1938) 

Ajzen (1988, 1991) Oliver (1980) 

 

 

To empirically test the applicability of the S-O-R model in addressing 

the research objective two, the S-O-R model adapted for explaining smartphone 

consumer behaviors, as shown in Figure 1, is proposed, which adapts the value 

co-creation business model concept of Aung and Tan (2016) for tourism 

destination development. In other words, the stimulus underpins on a strategic 

management model that aims to exploit the usefulness of business model 

competency in winning the minds and hearts of the consumers, i.e. through 

brand positioning. The organism aspect, as shown in Figure 1, is represented, in 

the climax, by brand equity, which is made possible through both brand trust 

and customer satisfaction. Both brand trust and customer satisfaction are 

accomplished based on a business-model stimulus established through 

marketing mix strategies, the customer values delivered, and consumer attitude. 

Consumer attitude exploits the concept of TPB and consumer as key stakeholder 

or player in the value co-creation. Customer loyalty is treated as the ultimate 

response anticipated by the retailers, which indicates the repetitive tendency of 

the consumers through attitudinal, behavioral and conative dispositions (Oliver, 

1980). 
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Figure 1 

The Conceptual Model 

 

 
 

Research Methods 

Business research, according to Sekaran (2000), is defined as “an 

organized, systematic, databased, critical, objective, scientific inquiry or 

investigation into a specific problem, undertaken with the purpose of finding 

answers or solutions to it.” In attributable sense, business research is thus 

purposive, rigorous, testable, replicable, precision and confidence oriented, 

objective, generalizable, and parsimonious in nature (Sekaran, 2000). From a 

business operations perspective, business research can be treated as a product or 

service that is intellectuality-or knowledge-based. Thus, a PDCA (Plan, Do, 

Check, Act) approach to business research is adopted, which exploits action 

learning advantage that underpins on the advantages of both systematic 

programmed knowledge and the creative and insightful reflection stages of the 

researchers, to cycle through the empirical data and theoretical constructions 

which also stands on the robust deductive reasoning (works from the more 

general to the more specific) and inductive reasoning system and platform of 

rigorous research processes (which establishes theoretical generalization through 

specific observations of what the consumers do, perceive, feel, and think). 
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Figure 2 

Action Learning Approach to Business Research 

 

 
 

 

Specifically, the PDCA structure of the research design is explained as follows: 

 Plan – Research issue and problem identification, and methodological 

plan. 

 Do – Execute the research plan in order to answer the research objective, 

which involves literature review, focus group discussion and 

brainstorming, interviewing to collect preliminary information about 

consumer attitude and behaviors, clarification through interviews, and 

questionnaire design guided by quality assessment criteria consisted of 

construct validity, content validity and reliability, and actual data 

collection. 

 Check – Data analysis and insightful reflection with particular emphasis 

on multi-actor and multi-method triangulation, including an analytical 

attempt towards theoretical triangulation by reflecting on how the results 

can be interpreted from the themes of other available theories, such as 

the Theory of Planned Behavior (TPB), and expectancy theory of 

confirmation and disconfirmation. 

 Act – A repetitive research process that aims to improve research 

procedures, such as conceptualization of construct, and theoretical 

framework re-designing, including adjustments to research titles and 

writing styles of the reports.  

 

This research is undertaken by 40 groups of students currently pursuing for their 

Bachelor degree majoring in Business Administration (BA), consisting of 4 

students per group. The students in the BA major are roughly around 500 

students, and thus, by the recommendation of Krejcie & Morgan (1970), who 

have greatly simplified the sample size decision by providing a table that 

ensures good decision model, a 200-sample size is  employed. The pilot-testing 
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and the use of interviews seeking first the perceptions of the student consumers 

to assist the development of questionnaires helps ensure larger effect sizes in the 

multiple regression outcomes, which provide a robust base for smaller sample 

size (Cohen, 1992). The effect size is shown to be relatively large, at 

,  = 

0.5404, and  = 0.6839, for respectively the role played by brand 

trust, brand equity, and customer satisfaction in explaining the variance of 

customer loyalty, as given in Table 3.  As a result of the PDCA cycle, the 

questionnaire instrument is developed, which is shown in Table 4. 

 

Table 3 

Multiple Regression for Customer Loyalty 

 

 

 
 

 

 

 

 

 

 

 

 

 

 

 



      37    Asia Pacific Journal of Religions and Cultures Volume 3 No. 2 2019 

 

Table 4 

Questionnaires Design 

 
 INDICATORS FACTOR LOADING CRONBACH ALPHA 

N=20 

Pilot-

Test 

 N=200  N=20 

Pilot-Test 

 N=200 

 Brand Trust: 

Brand trust is defined as the confidence that customers find what is desired (Deutsch, 1973) 

 

 

BT1) My overall confidence in 

iPhone 

BT2) iPhone represents products 

that will offer quality on promises  

BT3) iPhone always offer great 

reliable feature 

BT4) iPhone has high-quality sales 

and supported with excellent after-

sales services. 

 

0.848 

0.784 

 

0.800 

 

0.780 

 

 

 

 

 

 

 

0.927 

0.912 

 

0.909 

 

0.929 

 

 

 

 

 

 

 

 

 

 

0.820 

 

 

 

 

 

 

 

 

 

0.928 

 Consumer Attitude: 

Consumer attitude is a composite of a consumer’s beliefs, feeling and behaviors 

representing the forces that influence how the consumer will react to the product. 

 CA1) I think iPhone offers very 

reliable products 

CA2) iPhone has the highest 

credibility among smartphone 

alternatives. 

CA3) iPhone matches my 

expectations 

CA4) My overall believability of 

the information on iPhone 

CA5) iPhone is the first choice in 

my decision. 

0.823 

 

0.869 

 

0.837 

 

0.850 

0.844 

 

 

 

 

 

 

 

 

 

0.909 

 

0.912 

 

0.907 

 

0.911 

0.917 

 

 

 

 

 

 

 

 

 

 

 

 

 

0.860 

 

 

 

 

 

 

 

 

 

 

0.921 

 Functional Value: 

Functional value measures consumer’s valuation of possession of products or consumptions 

from the aspect of functional utility of the products and the consumptions (cf. Almquist, 

Senior, & Bloch, 2016; Sheth et al. 2011). 

 FV1) iPhone has high 

manufactured performance. 

FV2) iPhone is equipped with 

technology best suited my 

lifestyle. 

FV3) iPhone has variety of 

application functions responding 

to my needs and wants. 

FV4) iPhone design is simplicity 

with touchscreen attractiveness. 

 

 

0.914 

 

0.877 

 

0.910 

 

0.899 

 

 

 

 

 

 

 

0.930 

 

0.929 

 

0.941 

 

0.929 

 

 

 

 

 

 

 

 

 

 

 

0.911 

 

 

 

 

 

 

 

 

 

0.940 
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 Social Value: 

Social value measures consumer’s valuation of possession of products or consumptions 

from the aspect of how the products delivers or manifests the impression of others to the 

consumer by the use of the products (cf. Sheth et al. 2011). 

 SV1) iPhone has high-class image. 

SV2) iPhone can make social gain 

SV3) iPhone adds visually 

appealing value to attract people 

around me. 

SV4) iPhone is representative of 

the up-to-date lifestyle. 

0.890 

0.833 

0.833 

 

0.935 

 

 

 

 

 

0.933 

0.866 

0.866 

 

0.909 

 

 

 

 

 

 

 

 

0.890 

 

 

 

 

 

 

 

 

 

0.907 

 Brand Equity: 

According to Aaker (1996: 7-8), brand equity is a set of assets (and liabilities) linked to a 

brand’s name and symbol that adds to (or subtracts from) the value provided by product or 

service to a firm and/or that firm’s customers.” 

 BE1) iPhone brand has an 

established reputation. 

BE2) iPhone brand logo easily 

recognized and stands up among 

the crowds. 

BE3) Using iPhone brand always 

give me great pleasure – providing 

emotional value to me. 

0.858 

 

0.858 

 

 

 

0.874 

 

 

 

 

 

0.909 

 

0.905 

 

 

 

0.892 

 

 

 

 

 

 

 

0.870 

 

 

 

 

 

0.908 

 Marketing Mix: 

Marketing mix is the marketing strategies that focus on the design of the products and the 

promoting of it as well as the place for distribution and the price tags. 

 MM1) Prices are worth with the 

quality of the phone. 

MM2) The operating system of 

iPhone is an advantage over other 

phones. 

MM3) Distribution channel is 

diverse and beautifully decorated. 

MM4) There is convenience in 

obtaining information on channels 

such as by calls, faxes, e-mail and 

website.  

MM5) The product has advertised 

through the media as is required 

by law. 

0.884 

 

0.884 

 

0.871 

 

0.888 

 

 

0.862 

 0.912 

 

0.913 

 

0.922 

 

0.914 

 

 

0.909 

 

  

 

 

 

0.890 

  

 

 

 

0.923 

 Customer Satisfaction: 

Customer satisfaction measures an emotional reaction or an overall customer attitude 

towards a service provider (Levesque & McDougall, 1996) 

 CS1) I am satisfied with the body 

style of iPhone.   

CS2) I am satisfied with the 

product (iPhone) I chose, 

CA3) I have truly enjoyed this 

Product (iPhone).  

CA4) I’m sure it was the right 

0.885 

 

0.899 

 

0.897 

 

0.905 

 0.931 

 

0.941 

 

0.933 

 

0.925 

  

 

 

 

0.902 

  

 

 

 

0.938 
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thing to buy this Product [iPhone]. 

CA5) iPhone is exactly what I 

need. 

 

0.867 

 

0.920 

 Customer Loyalty: 

Customer loyalty measures the dispositional or attitudinal commitment to maintaining an 

ongoing relationship with the brand, the products and services (Bloemer & Kasper, 1995; 

Oliver, 1980). 

 CL1) I’ll be back to buy a new 

version of iPhone every time new 

version is available. 

CL2) I have commitment to use 

iPhone continuously.  

CL3) I will certainly re-purchase 

iPhone 

0.901 

 

0.834 

 

0.801 

 0.896 

 

0.839 

 

0.883 

  

 

0.859 

  

 

0.880 

 

To activate action learning in the research works, additional action learning 

guidelines provided in Brockband & McGill (2007: 282) are adapted: 

 Students meet together in a group (known as a set). 

 Each student other than the facilitator brings a perspective to the set that 

they wish to be considered for further investigation. 

 The students meet each day to discuss over the progress of the research. 

 The set creates explicit conditions, “ground rules” on which to operate to 

ensure effective working, such as on following the interview protocols 

and prompting questions that align to help enlighten the research 

objective, and to get a good picture of the research instrument design. 

 

Data Analysis and Discussion 

The participants in the surveys are the students who are currently 

studying in the School of Management at Mae Fah Luang University, and they 

major in Business Administration, and who have had used iPhone for more than 

one year. The student demographic profile is shown in Figure 3, which indicates 

29.8% of male and 70.2% of female students. The majority of the students are in 

the third year of their university education at Mae Fah Luang University, sharing 

65.8%, while 11.6% are first-year, 12.1% are second-year, and 10.6% are 

fourth-year students. Age wise, majority of the students fall between 20 and 21 

years of age, while the rest, at 9% for 18-19 years old, and 16.1% for students 

over 21 years old of age. The students also indicate they have 5,000-10,000 Baht 

of monthly allowances, at 56.8%, while 25.6% below 5,000 Baht and 17.6% 

with monthly allowances more than 10,000 Baht. 
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Figure 3 

The Demographic Profile of the Survey Participants 

 

 

  
 

The descriptive means and standard deviation profiles of the concerned 

variables or constructs are presented in Table 5, with the mean most beyond 4 in 

the five Likert Scale continuum – from 1 (Strong Disagree) to 2 (Disagree), to 3 

(Neither Disagree nor Agree), to 4 (Agree) and 5 (Strongly Agree). Thus, most 

students as consumers in the survey participation welcome the positive structural 

influences of the S-O-R mechanisms as explained in the Literature Review 

section. 

Multiple regression result, by the use of AMOS Statistics Package, as 

shown in Figure 4, validates the conceptual model in Figure 1, which illuminates 

the hierarchical layers of variables in the working for influencing consumer 

behaviors. Marketing mix efforts and consumer attitudes are shown to play vital 

role in explaining the variances of perceived functional and social values of the 

smartphone products, at 68% and 62%, repsectively. While the functional value 

describes the manufactured performances, with technology best suited the 

lifestyles of the consumers, being suported with a variety of application 

functions that correspond to the needs and wants of the consumers, and with 
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attractive features, social value reflects the pereived high-class image, social 

gain, adding social applealing values and being representative of up-to-date 

lifestyle. The stimuli, consisting of both marketing mix and consumer attitude,  

also have direct impact on both the brand trust and customer satisfaction aspects 

of organism. 

 

Figure 4 

The Multiple Regression Results Confirming the S-O-R Model of Smartphone 

Consumer Behavior 

 

 
 

The SEM (Structural Equation Modeling) model fit indexes are shown in 

Table 6. Specifically, the Normed Fit Index (NFI), which is a ratio of the 

difference in the Chi-Square value for the fitted model and a nill model divided 

by the Chi-Square value for the null model, is near a perfect fit at 0.941. 

Similarly, when the observed fit is measured against a specified model to that of 

a null model, it yields a Relative Noncentrality Index (RNI), near 0.90, which 

indicates a measure of good fit. In addition, the Comparative Fit Index (CFI), 

which is an incremental fit index that is an improved version of the Normed Fit 

Index (NFI), is more than 0.90, that is usually associated with a model that fits 

well (Hair et al., 2006). 
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Table 5 

Model Fit Index 

 

 
Clearly, marketers should not only attempt to create positive customer 

experiences that aim to conform to positive expectations, but equally need to 

establish brand asset value, in terms of brand trust, which, together, essentially 

lead to explain brand equity, at 53% of variability, and 90% of customer 

loyalty’s variance. The visual structures, presented in the 3D Density Plots, that 

show the positive correlations of different variables of the S-O-R model of the 

smartphone consumer behaviors, are given in Figure 5. 

Figure 5 
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The 3D Density Plots of The S-O-R Structure of Relationships 
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Conclusion and Recommendation 

A flexible S-O-R model that exploits the theory of planned behavior and 

the theory of customer expectancy confirmation, as well as the business model 

structure that aims in value co-creation, is both theoretically deduced and 

empirically corroborated. Specifically, the empirical findings are three-fold.  

First, the overall S-O-R model fit provides a structure that explains the 

predictors and effects of brand equity, and in particular, by leveraging the 

resources of the brand marketers and the consumers themselves.  

Second, brand trust and customer satisfaction are two important 

evidences of brand health which highlights that organizations need to focus on 

two primary intangible assets namely customers and brands (Gupta & Lehmann, 

2003), and as such, brand equity is asset-based in nature. Thus, to succeed to 

build the deeply held commitment by the customers (i.e. to continue to buy new 

version, Oliver, 1999) as repetitive same-brand purchase, organizations would 

need to build brand asset as well as be able to earn the satisfaction of the 

customers. While the former, brand trust, indicates the confidence of consumers 

on the integrity and reliability of the products, which is particularly useful for 

convincing new customers (Zboja & Voorhees, 2006), the later presents the 

customer feeling of pleasure of the products or services in relation to 

expectations (Kotler, 1994), which is effective in keeping current customers of 

the smartphone brand.  

Third, both marketing mix initiatives and consumer attitude can signify 

to marketers to tap on not only their own controllable resources, in terms of 

marketing mix, but also to attempt to influence consumer attitude. The inclusion 

of consumer attitude towards a particular smartphone brand that positively 

motivates brand trust, positive perceptions of the values, and customer 

satisfaction, is a significant contribution, which shares the theme of the Theory 

of Planned Behavior (TPB) introduced by Ajzen (1988) and Ajzen (1991). In 

particular, by the way consumer attitude is operationalized in this research, the 

brand marketers need to exert quality compliance efforts to bring the 

expectations of the customers into confirmation level, such as in terms of 

product reliability that is capable to win the credibility and preference over 

alternatives. In this way, the role of consumer attitude reflects the outcome of 

expectation confirmation theory (Hew et al. 2017) which also is associated with 

preference over alternatives. Fourth, embedded in the S-O-R model is an 

implied path of positioning in the market (brand equity) through proposition 

(value) and perceptions of quality experiences with the marketing actions and 

the attitude. 

This research thus illustrates and illuminates the 1) effectiveness of a 

PDCA research process, and 2) the validity of the S-O-R framework in the study 

of smartphone’s consumer behaviors. For presentation purpose, this research 

presents only the result of one group of the student works, and in fact, different 
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groups produce different manifestations or varieties of the S-O-R models, 

rendering the S-O-R framework as a feasible broad-based approach to study 

consumer behavior and purchase decision, as shown, for instance, in Figure 6. 

Figure 6 highlights the important role of not only perceived value, which is a 

direct influence of product quality and customer service, but most importantly, 

of the mediating role of switching cost, in influencing brand trust. Switching 

cost is operationalized as, for example: “If I change to use other brand of 

smartphone, I will lose the beneficial applications and experiences which I really 

treasured with the current brand, and it may waste time to learn to use new brand 

of smartphone.” Switching cost, which measures, for instance, the mental costs 

incurred due to switching, as well as the loss of value of the consumer 

investments (Ningsih & Segoro, 2014) in the smartphone, is indeed a key 

contributing factor in sustaining consumer relationship with the brand, and 

marketers should not ignore. In this way, the consumers build a stronger brand 

attachment rather than merely at the perceptions level. 

 

Figure 6 

Mediating Role of Switching Cost in the Relationship between Perceived Value 

and Brand Trust 

 

 
 

Further research should study how consumer attitude is formed, by 

exploiting the Theory of Planned Behavior in the S-O-R model, for instance, 

through using “advertising, views and opinions of relevant others, and media 

views,” in influencing consumer attitude. Future research can also extend the S-

O-R model with feedforward and feedback concepts, in order to depict how 

consumer response with the purchase and the use of the product to further 

influence the evaluative and perceptual nature of organism “O”, which is 

particularly suitable for promoting fast-moving consumer goods (FMCG) 

(Blythe, 2008:149), as illuminated in Figure 7.  

Figure 7 

A Feed forward-Feedback Extended S-O-R Model of Consumer Behavior 
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In sum, while the feedforward direction serves to ensure consumers behave as 

the designers and operators intend (Boland & Fowler, 2000), the feedback 

direction serves to reinforce the accumulative and gradual effects of consumer 

experiences, perceptions, feelings, attitudes and loyalty. 
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