ATTACHMENT

Attachment 1 1 Questionnaire Research

e
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() Perempuan

() LakHzki

Tahun Lahir *
() Generasi Miksial (1381-1998)

() Generas| Z (1997-2012)
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Filtering Questian

parianyaan inl digunakan wiuk mendapatkan responden dengan kritena yang sessal

L]
Apaksh anda menggunakan produk Barenbliss dalarm satu tahon terakhi?

() va
() Tidak
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Functional Design

Desain Fungslonal marujuk pada salah satu dimensi penting dan desain produk yang harfokus pada
kegunaan dan fungsionalitas produ.

FETUHJUE FENCISIANIE

survel Inl menggunakan Likert scake dengan ketenbean sebagal berikut ;

5TS :Sangat Tidsk Sefuj

TS :Tidak Setuju

Desain Estetika mensjuk pada aspek dasain p
keselunshan penampllan vissad produk.
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Symbalic Design

Desain Simbodis mensjk pada aspik desain produk yang berfungsl sebagal Smbal stau repr
nilad, identitas, ataw aspiras! pengguna.

Produk Barenbliss rmembantu saya membangun citra yang khas,
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produk 21au lyanan yang mereka gunaian

Redermals menuk pada tindakan di mana pelanggan memberkan reomendas kepada orang lain menganal

saya 2 dasikan produk Barenbiss kepada teman dan saudara saypa.
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Infisemc s mengacy pada fakior-faktor yang P dan

pengalaman, desain produk, rekomendast dan orang kun, dan keterlBatan emosianal.

Ppalanggan,

Saya aktif membahas produl Barenbliss o media sosial *
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Knawledge

ge marufsk pada inf

yang dimiliki pelanggan tentang produek dan marek.

Saya memberikan masukan komentar dan ulasan tentang pengalaman says dengan produk
Barenbliss kepada perusshaan.
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Autanamy

Auonomy marujs pada perasaan kanirol dan kebebasan dalam pengamiian keguiusan.

Saya memniiki kebebasan untuk memilibh dan melakukan hal hal yang says lekukan, *

56



adalzh untuk g dan dRerima cigh orang lain. Inl mencakup aspek
hubungan soslal dan keterliatan dengan orang lak.

Deangarang yang says sayangi peduli terhadag saps.
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campslence

Competence Mengacy pada perasaan percaya dirl dan kKemampuan unuk melakukan tugas dengan balk. Hal
Inl berkaitan dengan peneapalen dam penguasaan ketoramplan.

Saya yakin bahwa saya dapat melskukan berbagai hal dengan baik, *

‘Sangat Thdak Setuju o 9] 9] ] o Sangat Satuju
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Promation Focous

Fromaotion focus adalsh pada . dan 1
pada pencapalan asprasd, wjuan, dan pengalaman posiid,

m
Ketika harus mencapai halhal yang penting bagi says, saya merssa bahwa saya tidak
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Prevention Focus

docus adalah

F pada tanggung jaeak dan | gar dari ko negaii.
‘dangan fodozs Ini lebih memperhatian hal-hal yang dapat mesghindan kegagalan 3tz masalzh.

Termakasih afas partisipas| anda dalam menjawas kueskoner inL Jawaban anda hanya akan digunakan
sehagal peraiitian saya yang berjedul * Besenjangan Antara Desaln Produk Barenidiss dan Beterdibatan

Pelanggan  Peran F

yang Dit Sendir "

Terimaikasih 4
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Attachment 2 1 Identity Respondent and Filtering Question

Apakah anda pernah
membeli produk

Apakah anda menggunakan

Gender Tahun Lahir . produk Barenbliss dalam satu
Barenbliss d'fﬂam satu tahun terakhir?
tahun terakhir?

Perempuan | Generasi Z (1997-2012) Ya Ya

Perempuan | Generasi Z (1997-2012) Ya Ya

Laki-Laki Generasi Z (1997-2012) Ya Ya

Perempuan | Generasi Z (1997-2012) Ya Ya

Perempuan | Generasi Z (1997-2012) Ya Ya

Perempuan | Generasi Z (1997-2012) Ya Ya

Perempuan Generasi Z (1997-2012) Ya Ya

Perempuan | Generasi Z (1997-2012) Ya Ya

Perempuan | Generasi Z (1997-2012) Ya Ya

Perempuan Generasi Z (1997-2012) Ya Ya

Perempuan Generasi Z (1997-2012) Ya Ya

Perempuan Generasi Z (1997-2012) Ya Tidak

Perempuan | Generasi Z (1997-2012) Ya Ya

Perempuan | Generasi Z (1997-2012) Ya Ya

Perempuan | Generasi Z (1997-2012) Ya Ya

Perempuan | Generasi Z (1997-2012) Ya Ya

Perempuan | Generasi Z (1997-2012) Ya Ya

Perempuan | Generasi Z (1997-2012) Ya Ya

Perempuan | Generasi Z (1997-2012) Ya Ya

Laki-Laki Generasi Z (1997-2012) Ya Ya

Perempuan | Generasi Z (1997-2012) Ya Ya

Perempuan | Generasi Milenial (1981-1996) | Ya Ya

Perempuan | Generasi Z (1997-2012) Ya Ya

Perempuan | Generasi Z (1997-2012) Ya Ya

Perempuan Generasi Z (1997-2012) Ya Ya

Perempuan Generasi Z (1997-2012) Ya Ya

Perempuan | Generasi Z (1997-2012) Ya Ya

Perempuan | Generasi Milenial (1981-1996) | Ya Ya

Perempuan Generasi Milenial (1981-1996) | Ya Ya

Perempuan Generasi Z (1997-2012) Ya Ya

Perempuan Generasi Milenial (1981-1996) | Ya Ya

Perempuan | Generasi Z (1997-2012) Ya Ya

Perempuan | Generasi Z (1997-2012) Ya Ya

Perempuan Generasi Milenial (1981-1996) | Ya Ya

Perempuan Generasi Z (1997-2012) Ya Ya

Perempuan Generasi Milenial (1981-1996) | Ya Ya

Perempuan | Generasi Z (1997-2012) Ya Ya

Perempuan | Generasi Milenial (1981-1996) | Ya Ya

Perempuan Generasi Z (1997-2012) Ya Ya

Perempuan Generasi Z (1997-2012) Ya Ya

Perempuan | Generasi Milenial (1981-1996) | Ya Ya

Perempuan | Generasi Z (1997-2012) Ya Ya

Perempuan | Generasi Milenial (1981-1996) | Ya Ya

Perempuan Generasi Milenial (1981-1996) | Ya Ya
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Apakah anda pernah
membeli produk

Apakah anda menggunakan

Gender Tahun Lahir Barenbliss dalam satu produk Barepbliss dalam satu
tahun terakhir? tahun terakhir?
Perempuan | Generasi Milenial (1981-1996) | Ya Ya
Perempuan | Generasi Z (1997-2012) Ya Ya
Perempuan | Generasi Z (1997-2012) Ya Ya
Perempuan | Generasi Milenial (1981-1996) | Ya Ya
Perempuan | Generasi Z (1997-2012) Ya Ya
Perempuan | Generasi Z (1997-2012) Ya Ya
Perempuan | Generasi Milenial (1981-1996) | Ya Ya
Perempuan Generasi Milenial (1981-1996) | Ya Ya
Perempuan | Generasi Milenial (1981-1996) | Ya Ya
Perempuan | Generasi Milenial (1981-1996) | Ya Ya
Perempuan | Generasi Z (1997-2012) Ya Ya
Perempuan | Generasi Milenial (1981-1996) | Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Perempuan | Generasi Milenial (1981-1996) | Ya Ya
Perempuan | Generasi Z (1997-2012) Ya Ya
Perempuan | Generasi Z (1997-2012) Ya Ya
Perempuan | Generasi Milenial (1981-1996) | Ya Ya
Perempuan | Generasi Z (1997-2012) Ya Ya
Perempuan | Generasi Z (1997-2012) Ya Ya
Perempuan | Generasi Milenial (1981-1996) | Ya Ya
Perempuan | Generasi Milenial (1981-1996) | Ya Ya
Perempuan | Generasi Milenial (1981-1996) | Ya Ya
Perempuan | Generasi Milenial (1981-1996) | Ya Ya
Perempuan | Generasi Z (1997-2012) Ya Ya
Perempuan | Generasi Milenial (1981-1996) | Ya Ya
Perempuan | Generasi Z (1997-2012) Ya Ya
Perempuan | Generasi Milenial (1981-1996) | Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Perempuan | Generasi Z (1997-2012) Ya Ya
Perempuan | Generasi Milenial (1981-1996) | Ya Ya
Perempuan | Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Perempuan | Generasi Milenial (1981-1996) | Ya Ya
Perempuan | Generasi Z (1997-2012) Ya Ya
Perempuan | Generasi Milenial (1981-1996) | Ya Ya
Perempuan Generasi Milenial (1981-1996) | Ya Ya
Perempuan Generasi Milenial (1981-1996) | Ya Ya
Perempuan | Generasi Z (1997-2012) Ya Ya
Perempuan | Generasi Milenial (1981-1996) | Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Milenial (1981-1996) | Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Perempuan | Generasi Milenial (1981-1996) | Ya Ya
Perempuan | Generasi Milenial (1981-1996) | Ya Ya
Perempuan Generasi Milenial (1981-1996) | Ya Ya
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Apakah anda pernah
membeli produk

Apakah anda menggunakan

Gender Tahun Lahir . produk Barenbliss dalam satu
Barenbliss dglam satu tahun terakhir?
tahun terakhir?

Perempuan | Generasi Z (1997-2012) Ya Ya

Perempuan | Generasi Z (1997-2012) Ya Ya

Perempuan | Generasi Z (1997-2012) Ya Ya

Perempuan | Generasi Z (1997-2012) Ya Ya

Perempuan | Generasi Z (1997-2012) Ya Ya

Perempuan | Generasi Z (1997-2012) Ya Ya

Perempuan | Generasi Z (1997-2012) Ya Ya

Perempuan | Generasi Z (1997-2012) Ya Ya

Perempuan Generasi Z (1997-2012) Ya Ya

Perempuan | Generasi Milenial (1981-1996) | Ya Ya

Perempuan | Generasi Z (1997-2012) Ya Ya

Perempuan | Generasi Z (1997-2012) Ya Ya

Perempuan Generasi Z (1997-2012) Ya Ya

Perempuan | Generasi Milenial (1981-1996) | Ya Ya

Perempuan | Generasi Z (1997-2012) Ya Ya

Perempuan | Generasi Z (1997-2012) Ya Ya

Perempuan | Generasi Milenial (1981-1996) | Ya Ya

Perempuan | Generasi Milenial (1981-1996) | Ya Ya

Perempuan | Generasi Z (1997-2012) Ya Ya

Perempuan | Generasi Z (1997-2012) Ya Ya

Perempuan | Generasi Z (1997-2012) Ya Ya

Perempuan | Generasi Milenial (1981-1996) | Ya Ya

Perempuan | Generasi Milenial (1981-1996) | Ya Ya

Perempuan | Generasi Z (1997-2012) Ya Ya

Perempuan | Generasi Z (1997-2012) Ya Ya

Perempuan | Generasi Milenial (1981-1996) | Ya Ya

Perempuan Generasi Z (1997-2012) Ya Ya

Perempuan Generasi Milenial (1981-1996) | Ya Ya

Perempuan | Generasi Milenial (1981-1996) | Ya Ya

Perempuan | Generasi Milenial (1981-1996) | Ya Ya

Perempuan | Generasi Milenial (1981-1996) | Ya Ya

Perempuan Generasi Z (1997-2012) Ya Ya

Perempuan Generasi Milenial (1981-1996) | Ya Ya

Perempuan | Generasi Z (1997-2012) Ya Ya

Perempuan | Generasi Milenial (1981-1996) | Ya Ya

Perempuan | Generasi Z (1997-2012) Ya Ya

Perempuan Generasi Z (1997-2012) Ya Ya

Perempuan Generasi Milenial (1981-1996) | Ya Ya

Perempuan | Generasi Z (1997-2012) Ya Ya

Perempuan | Generasi Milenial (1981-1996) | Ya Ya

Perempuan Generasi Milenial (1981-1996) | Ya Ya

Perempuan Generasi Z (1997-2012) Ya Ya

Perempuan Generasi Milenial (1981-1996) | Ya Ya

Perempuan | Generasi Z (1997-2012) Ya Ya

Perempuan | Generasi Milenial (1981-1996) | Ya Ya

Perempuan Generasi Milenial (1981-1996) | Ya Ya
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Apakah anda pernah
membeli produk

Apakah anda menggunakan

Gender Tahun Lahir Barenbliss dalam satu produk Barepbliss dalam satu
tahun terakhir? tahun terakhir?
Perempuan | Generasi Z (1997-2012) Ya Ya
Perempuan | Generasi Milenial (1981-1996) | Ya Ya
Perempuan | Generasi Milenial (1981-1996) | Ya Ya
Perempuan | Generasi Milenial (1981-1996) | Ya Ya
Perempuan | Generasi Z (1997-2012) Ya Ya
Perempuan | Generasi Z (1997-2012) Ya Ya
Perempuan | Generasi Milenial (1981-1996) | Ya Ya
Perempuan Generasi Milenial (1981-1996) | Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Perempuan | Generasi Z (1997-2012) Ya Ya
Perempuan | Generasi Z (1997-2012) Ya Ya
Perempuan | Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Perempuan | Generasi Milenial (1981-1996) | Ya Ya
Perempuan | Generasi Milenial (1981-1996) | Ya Ya
Perempuan | Generasi Milenial (1981-1996) | Ya Ya
Perempuan | Generasi Z (1997-2012) Ya Ya
Perempuan | Generasi Milenial (1981-1996) | Ya Ya
Perempuan | Generasi Milenial (1981-1996) | Ya Ya
Perempuan | Generasi Z (1997-2012) Ya Ya
Perempuan | Generasi Milenial (1981-1996) | Ya Ya
Perempuan | Generasi Milenial (1981-1996) | Ya Ya
Perempuan | Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Milenial (1981-1996) | Ya Ya
Perempuan | Generasi Milenial (1981-1996) | Ya Ya
Perempuan | Generasi Milenial (1981-1996) | Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Milenial (1981-1996) | Ya Ya
Perempuan | Generasi Milenial (1981-1996) | Ya Ya
Perempuan | Generasi Z (1997-2012) Ya Ya
Perempuan | Generasi Milenial (1981-1996) | Ya Ya
Perempuan Generasi Milenial (1981-1996) | Ya Ya
Perempuan Generasi Milenial (1981-1996) | Ya Ya
Perempuan | Generasi Milenial (1981-1996) | Ya Ya
Perempuan | Generasi Z (1997-2012) Ya Ya
Perempuan | Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Milenial (1981-1996) | Ya Ya
Perempuan | Generasi Z (1997-2012) Ya Ya
Perempuan | Generasi Milenial (1981-1996) | Ya Ya
Perempuan Generasi Milenial (1981-1996) | Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Perempuan | Generasi Z (1997-2012) Ya Ya
Perempuan | Generasi Milenial (1981-1996) | Ya Ya
Perempuan Generasi Milenial (1981-1996) | Ya Ya
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Apakah anda pernah
membeli produk

Apakah anda menggunakan

Gender Tahun Lahir Barenbliss dalam satu produk Barepbliss dalam satu
tahun terakhir? tahun terakhir?
Perempuan | Generasi Z (1997-2012) Ya Ya
Perempuan | Generasi Z (1997-2012) Ya Ya
Perempuan | Generasi Milenial (1981-1996) | Ya Ya
Perempuan | Generasi Z (1997-2012) Ya Ya
Perempuan | Generasi Z (1997-2012) Ya Ya
Perempuan | Generasi Z (1997-2012) Ya Ya
Perempuan | Generasi Milenial (1981-1996) | Ya Ya
Perempuan Generasi Milenial (1981-1996) | Ya Ya
Perempuan | Generasi Milenial (1981-1996) | Ya Ya
Perempuan | Generasi Z (1997-2012) Ya Ya
Perempuan | Generasi Z (1997-2012) Ya Ya
Perempuan | Generasi Milenial (1981-1996) | Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Perempuan | Generasi Milenial (1981-1996) | Ya Ya
Perempuan | Generasi Milenial (1981-1996) | Ya Ya
Perempuan | Generasi Milenial (1981-1996) | Ya Ya
Perempuan | Generasi Z (1997-2012) Ya Ya
Perempuan | Generasi Milenial (1981-1996) | Ya Ya
Perempuan | Generasi Z (1997-2012) Ya Ya
Perempuan | Generasi Z (1997-2012) Ya Ya
Perempuan | Generasi Z (1997-2012) Ya Ya
Perempuan | Generasi Z (1997-2012) Ya Ya
Perempuan | Generasi Z (1997-2012) Ya Ya
Perempuan | Generasi Z (1997-2012) Ya Ya
Perempuan | Generasi Milenial (1981-1996) | Ya Ya
Perempuan | Generasi Milenial (1981-1996) | Ya Ya
Perempuan | Generasi Milenial (1981-1996) | Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Perempuan | Generasi Milenial (1981-1996) | Ya Ya
Perempuan | Generasi Milenial (1981-1996) | Ya Ya
Perempuan | Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Milenial (1981-1996) | Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Perempuan | Generasi Z (1997-2012) Ya Ya
Perempuan | Generasi Milenial (1981-1996) | Ya Ya
Perempuan | Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Milenial (1981-1996) | Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Perempuan | Generasi Z (1997-2012) Ya Ya
Perempuan | Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Milenial (1981-1996) | Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Perempuan | Generasi Milenial (1981-1996) | Ya Ya
Perempuan | Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
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Apakah .anda pernah Apakah anda menggunakan
Gender Tahun Lahir membel} produk produk Barenbliss dalam satu
Barenbliss dglam satu tahun terakhir?
tahun terakhir?
Perempuan Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Milenial (1981-1996) | Ya Ya
Perempuan | Generasi Milenial (1981-1996) | Ya Ya
Perempuan | Generasi Milenial (1981-1996) | Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Perempuan Generasi Z (1997-2012) Ya Ya
Perempuan | Generasi Z (1997-2012) Ya Ya
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Attachment 3 1 Indicator Answer (Google Form)

SD3

SD2

SD1

AD2

AD1

FD3

FD2

FD 1

1. Product Design (functional design, aesthetic design, symbolic design)
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SD3

SD2

SD1

AD2

AD1

FD3

FD2

FD 1
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SD3

SD2

SD1

AD2

AD1

FD3

FD2

FD 1
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SD3

SD2

SD1

AD2

AD1

FD3

FD2

FD 1
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SD3

SD2

SD1

AD2

AD1

FD3

FD2

FD 1
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SD3

SD2

SD1

AD2

AD1

FD3

FD2

FD 1

REL4

REL3

REL2

REL1

AU4

AU3

AU2

AU1

2. Self-determined needs satisfaction (autonomy,competence,relatedness)
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REL4

REL3

REL2

REL1

AU4

AU3

AU2

AUl
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REL4

REL3

REL2

REL1

AU4

AU3

AU2

AUl
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REL4

REL3

REL2

REL1

AU4

AU3

AU2

AUl
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REL4

REL3

REL2

REL1

AU4

AU3

AU2

AUl
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REL4

REL3

REL2

REL1

AU4

AU3

AU2

AUl
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REL4

REL3

REL2

COM4

REL1

COM3

AU4

COM2

AU3

COM1

AU2

AUl
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COM4

COM3

COM2

COM1
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COM4

COM3

COM2

COM1
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COM4

COM3

COM2

COM1
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COM4

COM3

COM2

COM1
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COM4

COM3

COM2

COM1

IN4 | KN1 | KN2 | KN3 | KN4

IN3

IN2

IN1

REF1 | REF2 | REF3

CP3

CP2

3. Customer Engagement (customer purchase, referrals,influence,knowledge)

CP1
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KN3 | KN4

IN4 | KN1 | KN2

IN3

IN2

IN1

CP3 | REF1 | REF2 | REF3

CP2

CP1
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KN3 | KN4

IN4 | KN1 | KN2

IN3

IN2

IN1

CP3 | REF1 | REF2 | REF3

CP2

CP1
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KN3 | KN4

IN4 | KN1 | KN2

IN3

IN2

IN1

CP3 | REF1 | REF2 | REF3

CP2

CP1
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KN3 | KN4

IN4 | KN1 | KN2

IN3

IN2

IN1

CP3 | REF1 | REF2 | REF3

CP2

CP1
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KN3 | KN4

IN4 | KN1 | KN2

IN3

IN2

IN1

CP3 | REF1 | REF2 | REF3

CP2

CP1




&9

CP1 | CP2 | CP3 | REF1 | REF2 | REF3 | IN1 | IN2 | IN3 | IN4 | KN1 | KN2 | KN3 | KN4
5 4 4 4 5 4 5 3 3 4 5 4
4 5 5 4 4 4 5 5 3 3 3 4
5 5 5 5 5 5 35 5 35 35
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Attachment 4 1 Research Structure

1. Research structure

e

/
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e
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e aige

2. Research structure before deleted indicator

ik
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3. Research structure after deleted indicator
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4. Research structure after bootstrapping test
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Attachment 5 1 Validity And Reliability Test

. Outer Loading

Matrix Copyto Clipboard: | Eycel Format | | R Format |
Aesthetic Design Aut y C petence  Cust Purc.. Functional Des... Influence Knowledg Referral

AD1 0.848

AUl 0.705

Knowledge Referral *
0722
0.756
s
v

o Clipboard:  gycel Format | R Format

Relatedness Symbolic Design

0.831
0.797
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Matrix Copyto Clipboard: | pxcel Format | | R Format |

Autonomy ~ Competence CustomerPurc.. Functional Des... Influence Knowledge Referrals Relatedness Symbolic Design

0.644
0.736

0510

0.797
0.711

oy to Clipboard: [ Excel Format.| [ R Format ]

Knowledge Referral
0.186 042

0.237 -0.02
0.231 0.07"

0.206 041

0.463 0.320 0.308
0395 0.188 0342,

0413 0.354 0.486
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| -] Fornell-Larcker Criteri... || ] CrossLoadings || ] Heterotrait-MonotraitR... | (i Heterotrait-Monotrait R... Copy to Clipboard:  Excel Format

Aesthetic Design Autonomy Competence Customer Purc... Functional Des... Influence Knowledge Referral
CP3 0.397 0.162 0.327 0.760 0316 0.094 0.157 043
FD1 0.540 0.176 0.380 0.215 0.772 0.344 0.069 0.41:
FD2 0477 0.260 0.293 0.426 0.772 0.376 0.266 035
FD3 0.374 0.143 0.393 0.199 0.698 0.329 0.232 031
IN1 0.195 0.068 0.226 0.162 0.254 0.707 0.446 0.34
IN2 0317 0.052 0.279 0.253 0.403 0.802 0.329 034
IN3 0.442 0.070 0.260 0.255 0.422 0.826 0.372 041
KN1 0.113 0.251 0.119 0.144 0.292 0.379 0.722 0.24
KN2 0.223 0.158 0.179 0.237 0.235 0.537 0.756 0.25¢
KN3 0.211 0.238 0173 0.085 0.199 0438 0.783 0.19
Referrals Relatedness Symbolic Design
0.431 0.357 0.516
0.413 0.131 0.450
0.357 0.405 0.534
0.316 0.181 0.348
0.344 0.142 0.290
0341 0.195 0.429
0418 0.223 0.454
0.243 0.085 0.329
0.259 0.196 0.290
0.192 0.289 0.277
[=] Fornell-Larcker Criteri... ||| CrossLoadings || ] Heterotrait-MonotraitR... | Heterotrait-Monotrait R... | CoPY te Clipboard:  Eycel Format
N i | - 1 .
Aesthetic Design Autonomy Competence  Customer Purc... . Functional Des... Influence Knowledge Referral
REF1 0.548 0.058 0327 0.450 0.295 0.399 0.207 0.67
REF2 0.173 0.163 0353 0.321 0317 0.113 0.191 0.64
REF3 0.336 0.040 0.428 0.283 0.376 0.411 0.120 0.73
REL1 0323 0363 0.235 0317 0.259 0.083 0.189 0.22
REL2 0332 0.361 0.127 0.267 0.235 0.169 0.173 0.1
REL3 0.226 -0.003 0.305 0.088 0.109 0.161 0.039 0.21
REL4 0.164 0.134 0.198 0.327 0.216 0.216 0.159 0.25
SD1 0.599 0.304 0.367 0.424 0.585 0.404 0.253 047
SD2 0.647 0.133 0.282 0.559 0.451 0.447 0.236 0.50

SD3 0.385 0.108 0.282 0.573 0.330 0.350 0.307 0.48!




Referrals Relatedness Symbolic Design
0.671 0.325 0.580
0.644 0.110 0.406
0.736 0.196 0.305
0.221 0.669 0.289
0.113 0.635 0.235
0.217 0.510 0.083
0.254 0.694 0.216
0.470 0.322 0.831
0.509 0.196 0.797
0.438 0.263 0.711

3. R-Square And R-Square Adjusted

=] Matrix | i% R Square
|

1% R Square Adjusted

Autonomy
Competence
Customer Purc...
Influence
Knowledge
Referrals

Relatedness

R Square R Square Adjus..

0.085
0.247
0.231
0.135
0141
0.320
0184

0.073
0.238
0.221
0124
0.130
0.320
0.173
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4. Reliability Test (Cronbach’s Alpha, Composite Reliability) AVE
Construct Reliability and Validity

| Matrix |ii% Cronbach's Alpha [1i% rho A | {ii Composite Reliability |{3§ Awverage Variance Extracted (... Copy te Clip

Cronbach's Alpha rho_A Composite Reliability Average Variance Extracted (AVE)
éAesthetic Design 0.653 0.656 0.852 0.742
Autonomy 0.746 0.761 0.839 0.566
Competence 0.421 0.429 0.774 0.632
Customer Purc... 0.665 0.664 0.815 0.595
Functional Desi.., 0.608 0.611 0.792 0.559
Influence 0.678 0.692 0.823 0.608
Knowledge 0.774 0.798 0.852 0.591
Referrals 0.441 0.442 0.726 0.469
Relatedness 0.501 0.509 0.723 0.398
Symbelic Design 0.689 0.720 0.824 0.610

5. Bootstrapping (Path Coefficient And Specific Indirect Effect)

Path Coefficients

[=| Mean, STDEV, T-Values, P-‘u’a...‘.j Confidence Intervals | [=] Confidence Intervals Bias C... | [5] Samples | CoPyto Clipboard: | pycel Format R Format

Criginal 5ampl... Sample Mean (... Standard Devia... T Statistics (|O... P Walues
 Aesthetic Design -> Autonomy 0.057 0.051 0.093 0.616 0.538 |
Aesthetic Design -> Competence -0.095 -0.096 0.093 1.021 0.308
Aesthetic Design -> Relatedness 0.295 0.290 0.082 3.585 0.000
Autonomy -> Customer Purchase -0.005 -0.001 0.073 0.065 0.948
Autonomy -> Influence -0.089 -0.090 0.081 1.097 0.273
Autonomy -> Knowledge 0.284 0.286 0.103 2.767 0.006
Autonomy -> Referrals -0.135 -0.135 0.072 1.863 0.063
Competence -> Customer Purchase 0.251 0.250 0.068 3.703 0.000
Competence -» Influence 0.301 0.302 0.020 3.761 0.000
Competence -> Knowledge 0.078 0.080 0.084 0.931 0.352

Competence -» Referrals 0.525 0.521 0.060 8.707 0.000

Path Coefficients

=] Mean, STDEV, T-Values, P-Va... | 5] Confidence Intervals | [=] Confidence Intervals Bias C... | ] Samples | COPyto Clipboard:  pycel Format R Format

Original 5ampl...  Sample Mean (... Standard Devia... T Statistics (|O... P Values
Competence -» Referrals 0.525 0.521 0.060 8.707 0.000
Functional Design -» Autonomy 0.158 0.159 0.066 2.396 0.017
Functional Design -» Competence 0.381 0.386 0.075 5112 0.000
Functional Design -> Relatedness 0.112 0.110 0.096 1.166 0.244
Relatedness -> Customer Purchase 0.339 0.342 0.085 3.936 0.000
Relatedness -» Influence 0.178 0.185 0.072 2452 0.015
Relatedness -» Knowledge 0.106 0.112 0.074 1428 0.154
Relatedness -> Referrals 0.193 0.195 0.071 2.728 0.007
Symbolic Design -» Autonomy 0.118 0127 0.107 1.103 0.271
Symbolic Design -»> Competence 0.243 0.244 0.101 2.408 0.016

Symbolic Design -> Relatedness 0.070 0.080 0.086 0.820 0.412
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Abstract

This study aims at explonng the influence of product deston on customer ergagement through self-determined neads
satisfaction. This study used the survey methad im three ways: |1) mall intercept approach, (2) email survey, and |3) survey
thraugh Wechat. The sample was collected from 500 customers of electronic products Living in €i°an, China. The data
analysls |s done through structural equaticn modeling. Findings show that perceived product destgn in terms of functional,
esthetic, and symbolic design ds positively related to self-determingd needs {autonomy, relatedness, competence) satisfaction.
Furthermare, results reveal that self-determined needs satisfaction has a positive influence an custamer engagement. The
moderation results show that prevention focused customers moderate the relationship between functionsl destgn and self-
determined needs satisfaction. Whereas, promation focused customers moderate the relationship between esthetic design
ard self-determined needs satisfaction. This study adds walue to the self-determination theory by examining the link between
preduct desgn dimensions and customer engagement through self -determined reeds satisfaction. Furthermora, this study

adds valwe o the existing literature on regulatory foous theory.

Keyword
prosduct design, functional destqn, esthetic desin, symboolic design, self-determired needs satisfaction, customer engagement

Intraduction

Although considerabde studies have analysed the relation

ship brtwesn product design and several consumer behaviors
such as customer pleasure  (Desmet, 2012; Desmet &
Hekkert, 2007}, costamer loyalty (Hsu ef al., 2008]), cus-
tomner sisfaction, and purchase intention {Moon et al.,
2015; Wang etal, 2018 and consumer preferences|bdargues
da Ros et al., 20149), litle fooms has been green o the cus

toaner engagement in relation o product design, Genemally,
marioeling researchers are looking forward o sdentifyving the
prediciors and ouicomes of cusiomer enpagement and under-
stamuling the mechanism through which prediceors shape ous-
tomer engagement (Abbasi et al, 2020; Barari o al., 2021;
Harmeling et al., 2017; Joshi & Carg, 2021; Khan et al.,
201%; Pansari & Eumar, 20017; Ramod et al., 2020; Sakdr,
Z0200. In this regard, product design can infiiate a wseful
puint in undemstanding the product-oustomer relationship.
Product design plays an important part in improving the ous

tomer experience (Lucks et al, 2016), and bence, it may
effect cusiomer engagement. Therefore, it is essential toana

Iy the: process which clarifies the link between peroeptions
ahout product design dimemsions and customer engagement.
The thearstical framewnrk which may help in bridging the

gap between the marceting environmend and  comsequent
consumer hehaviar is referred o as self- determination theory
[SDT) (Byan & Deci, 2000, 2000b). 30T sates that “inirn
sic mathvations are shaped by the stisfaction of imnate o=1f
determined  nesds  far  relatedness,  competence,  and
autonomy” {Lorox & Bradg, 2005, Reis et ol Z006) and
when these nesds are sdishied, can become the reasn for
inbenge attachments (Ahn & Back, 200%; Balir e al., 2001},
We argue that when a product provides intrinsic rewands and
benefits, it may induee inherent happiness among the cus-
tomers upon making a purchase. However, based on extrin
sic rewands offered by the prodwct, costomers are only
moinvatesd o acquire a product rather than o get inner sis
faction. Consequently, the inirinsic mativation that is sitis
faction of autooomy, competence, amd relaedness needs, cin
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offer a more precise way o link product design with cus
tomer emppgerent. Keeping these rabonales in mind, this
study aims to provide a comprebensive understanding of the
praduct attributes-cusiomer bebervior link by embedding the
principles of 50T in the association between product design
dimensions that &5 functional, esthetic, and symbalic and
cushomer engagemend.

The procuct attribules . cosiomer behavior link cin be
influenced by individoal differences based on the regulatony
forus (Lo ed al, 2020). Therefore, drawing on the frame
wark af regulatary forus theory (Higgins, 199E), we arguoe
that promodion fooused custamers may have a different oo
entation toward prwduct desipn as compared o presention
fooused customers. The promotion - fooused imdividuals ori
ent themselves iowand accomplishments, achievements, amd
develapment. However, prevention- fooneesd imdividuals con
cern more about protection from the negative conequences
and respansibilitdes. These contrasting forces may influsnce
the comsumers” deckion making, psycholagy, and informa-
tiom processing (Florack et al., 2005; Yin & Wang, 20013). In
additian, product design camy bedonsc aml wtilitarian bene-
fix (Lin et al., 20200; hence, it may be expected that indi-

beetizvior in the developed markets, limfting us to undersand
that impact in emerging and developing countries. As such,
tme is ripe to explore the link between prochect design and
customer engagement in an emerging candext. Ouar shody als
has practical contributions. First, practitoners have the
opporiunities to design their prodects in a2 way that can
enhance customers” compelence, subanany, amd relatedoess.
The fulfillment of these nesds may benefit practitioners in
petiing custommer purchase, refermals, positive word of mouth,
and feedhacks. Mare specifically, firms can encourage their
customers io purchase their product, generate positive wond
of mouth over social media, refer their products to their
friemds amd Family, and may als influence them 1o provide
feedback on the productbrand. Secomnd, pracifioners can
calegoriee thedr cusiomers according o regulatary focus in
relation i product design which may help them o meet the
diverse needs of the customes.

The stracture af the paper is as follows. First, the back
praumd, research gaps, and brief contributions are given in
the imtrodwction section. Secand, the Hierture oo the main
wariables of the study and theoreiical framewvork is elabo
rated. Third, the mformation about the sudy participands,

vidual regulatiory focus influences the iy
praduct design dimensions and oustomer engagement. Ta
undersiard the effect of these individhal differences in the
comtext of product aitributescusiomers relationship, we fur-
ther aim at examdndng the moderating «Hect of regulstony
forus an the product design-omstomer cnRpement mexs.
The contributions of the cument stody are theee folds.
First, despiie the increasing importance of product design in
the marketing literature, the limited forus has been given o
the fundamentals of product design in developing psycho-
logical osspciations amang the product and customers”
engagement. More specifically, researchers are straggling to
ine: hovwr the di ions of product design may @npact
comsumer bebaviors [Candi et al., 2017; Rana & Faul, 2017).
Besides, previows studies have given much abtention fo the
outcames of customer engagement (Abbasi et al, 3020;
Islam et al., 2009; Khan =t al., 2019; Rasool ef al., 2020, For
mstance, [slam ef al. (20019 have reporied dhai cusiomer
S tirives ¢ information sharing and per-
ceived oustomer interactional justice, which in turm impeoyves
online service recovery. Hioweser, 1#tle focus bas been given
o the predictors of customes engagement. To contribube o
these ongning effarts, this study adds valee o the comsumer
behavinr literriure by clarifying the influence of product
dessign dimemsions on customer engagemend by embedding
the satisfaction of the self determined needs. Second, this
studly extends the regulaiory fooss theory in explaining the
effect of imdividual characteristics on the product design
custamer engagement relationship. By dodng sa, we examine:
how promation forused and prevention forusesd omtomers
take product desigm bo satsly thedr self determined nesds.
Third and finalby, the majority of previous studies have
mamined the impact of product desipn on consumer

and data collection is given in the methadology
section, That is Ffollowed by the data amalysis in the fourth
setion. In the emd. a discusion abm the main findings
along with contributions and fuhure directions are proveded.

Literature Review and Hypotheses
Formulation

Thearetical Backeround

Self-Determination Theory (S0T) refers o the comsumer
behiavaors which are linked with the sabsfaction of imnabe
sedfdetermined needs (autonomy, relatedness, and compe-
tency needs] which may further fmprove the well being of
the individuals (Deci & Byan, 2000). Amtoncmy refers ta the
deciszanal contral that ane has on s actions. Competenoe
means he lewel of confidenoe that one feels afier completing
mme challenging task. Relvicdoess nemds are abtoched to
mial networking and accepance within society. The SDT is
established on the motivational paradigm and determines
twerr bypes of motivation: indrinsic and extrinsc mobvations
(Byan & Deci, 2000a). This theory indicates that Buman
betiaviors can he shaped becarse of both inrinsic and exirin
¢ motivaticns Intringe motivation refers to the invalee
ment of individuals in activitees in order @ fulfill their imee
sitisfaction or desire, like opting for activities which lead o
wrsory stimulation, fun, amusement, and fantasy. Howewer,
extrimsic mptivalions are attached © extermal rewands lke
mamey. Due 1o intrinsic motivinion, behaviors are directed by
themsehves with an interest, appeal, and enjeyment. However,
befiviors conducted by exiringc mativations bead toward
sitisfaciion as a result of goal achicvement that &5 exiernal o
the bedinior Biself.
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A sirong association presenis among the atisfacion of
pevchological nesds and product sttachmend, through which
oustomers are closely connecied with the procucts which sat
isfy their most salient needs (Deci & Ryan, 2000; Gilal ef al.,
Z018). For instance, the proponems af SDT refer o auion
amy needs sitisfaction as experiences of psychological free
dom [(Ryan & Deci, 2000h). This inirinsic molivation relates
o something personally imporant and inherently imtenesting
far an mdividual. Autonomy needs safisfaction is wsually
apposed to contralled motvation, through which imdidduals
at acconding 1o mbemal and external pressures (Chen ot al.,
20135). The sisfaction of competence need reflects a desine
o rmzster skills and techniques required for aceomplishing
life goals (Ryan & Deci, 2000h). The competence nesds sat
isfaction is typdcally comrasted with compelence frustration
whereby peaple go through feelings of doabes and Failure,
influencing their self efficacy (Chen et al., 2015). Henoe, we
argue that when the product improves customers” feelings of
competence by helping them to achieve desired goals while
avodding umdesired resulis, oustomers develop strong attach-
memis with the products, The satisfaction af relatedness
needs reflects individual desire (o connect with athers and o
take care of others. 1t contrasts with relaledness frostration,
through which individuals experience lanelimss and social
exchmsion (Chen et al, 2015). Therefore, we expect that
when product helps customers feel connecied with sthers n
the: suciety, cusiomers are mone likely 1o be aiached to a par-
ticular product. Overall, based on SDT framework, satisfac:
tion of s=1f-determined nesds can bridge the gap b

send and receive phone calls. While, the esthetic desipn
refers (o the ability of product design o please customers”
senees and i1 is more related o the appearance of the prodce
[Blach, 1995; Desmet & Hekkert, 2007). The symbolic
design has several commumicative properties that fooas on
specific signs of a product design (Bloch, 2010; Hombung
et al., 2015).

Stmlies have indicated that esthetic product design may
hielp brands in breaking the markveting clatter by positively
influencing the customers” perception (Luchs etal., 2006). It
can stimulate one's sensary pleasure (Bloch, 20113, which
can further improve several consumer relabed ouicomes such
as pro‘duct preference (Gilal =t al., 3017), recommendation
[Candi et al., 2017}, willing to buy (Bradu et al., 20014), and
repurchase intention (Homburg et al., 2015).

Esthetic design can shape customers” perceptions in the
folbwing ways. First, the product™s exterior design such as
an eyecatching appraance amd oolor combinations impacts
customers” initial impressions and mmproves their self
expressions  (Belk, 1885 Beskowitz, 1987). Second, the
esthetic properties af the product design may provide sen
sory pleasare and psychological freedam to the cusiomers
{Bloch, 2011} Third, the product’s appearance sirengthens
the comnedtion among the customers and brand, and also sat
isfies the customers” desire to make social contacis (Luchs &
Saan, 2011). When customers. get the esthetic sense of the
products, they are more likely 1o be mvalved in affection
processing which may farther induce feclings of relatsdness

procuct design and customes engagement. Hence, we have
proposed the fllowing relstionships among different types
af product design and s=1f-determined needs siisfsotion, and
amang self-determined  needs  satisfaction and «

EnagrEment.

Product Destgn and Self-Determined Needs
Satisfaction

Frodiset design refers s the set of product’s constitutive ele

ments ihal customers peroeive amd orgamze (Gilal et al.,
2020) The four P's {product, price, place, amd promotion) of
the marketing mix are considered fundamental for the frm
sucress. Amwng thess four P's, the product’s exterior design
plays an important male in revitalizing the product (Bloch,
2011; Gomes e al, 2015). Product design has gained promi

nend recogmifion in marketing inquiry which emphases on
esthetic, functional, and symbaolic information (Lochs et al,
2016). Product design & a multidimensional construct that
oomprises three dimensione esthetic, fundional, amd sym

bolic design (Hombarg =4 al., 2005). The functional design is
the hasic component of product design that refers o the
priduct’s functional usefulmess or how # can Sscilitte the
achievement of a task (Bloch, 2011; Lee & Fobmsan, 2017),
the: hasic function of a cledk & to provide information about
the current Hme, wheress the basic function of a mehile is o

(Wilches-Montera et al., 201E). In the erd, amthars deier
mined that beawtifully desigmed products may stimulaie
favorable emiotions (Blech et al., 2003) and also one ar mome
seneary pleasures (Beber et al., 20d), thai Further spur
deeper relational putcomes (Moble & Komar, 2(008).

Hypothesis 1: ¢ " evaluation of esthetic design
sitisfes customens” need for auonomy, competence, and
relatedness

[t &5 reparied that cusiomers pay mone attentton so funce
tional design while buying prodwcts (Bloch, 2011). Recendly,
several studies have supponied this notion by showing that
the modivaton behind customers’ buying is o satisfy the
functional need [Chitherd o al., 2008; Talke e al, 2017].
Boreover, studies have indicated the positive association of
functional designe with. purchase intemtion [Moon = al.,
HH 5}, and the firm’s funcisonal growth factors like market
share and sales groadh (Homburg etal., 2015; Rubera, 2015).
Shmilarhy, design liveratune demansirabes that a product that
allows oustoamers o achdeve functional and prevention goals
may augment oustomers” confidence (Luchs et al, 2016).
Previously, authors determined that there are two. main
motives hehind customer shopping that s mil®arian motives
arml estheise gratification (Batra & Ahsola, 1991 Lochs &
Saan, 2011}, According to Higgins (1298), when a product
helps custamiers achisve ubilitirian goals, 6 may reduce their
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painful emotions amd doubis about the quality of a product,
bence, improving oustomers’  atiachment with  product
|Kivetr & Simomson, 2002). Similarly, Chithari et al. (2007}
sdentified that utilitirian aspects of the product strengthen
the customers’ confidence while influencing thesr sense of
satisfaction amd product chotces. Therefare, we assome that
funcHomal design may enable customers o perform weell
|competency need satisfaction], allow them o get decisioml
comtral and 1o show their independence: [autionomy need st

wfacton), and makes them feel connectesd (rebdedness meesd
satisfaction). Hence, we hive proposed the following

bryporhesis

Hypothesis 2: Customers” evakuntion of functioral design
satisfirs customers” need for sutonomy, compelence, and
relaiedmss

Studies hive demonstrated that symbolic design allows
custamers o display their elfconcept (Bloch, 1895, and
belps them 1o develop their own identity Dhaker, 1995), and
to infifate amd maintxin their affilistion with a particular
sacizl group (0" Cass & Frost, 2002). Similarly, authars e
revealml that customers have an emational afachment with
the pro<luct’s symbolic design (Fillis et al., 2016) because it
enahles them to highlight their selfdimage and identity
|Brunner et al., 2016). This notion was more supparted by
same shudies which have reporied that those products that
play a critical rale in prodecting and maintaining the costom-
ers’ self image and exiended seli can become the cuse of
self-determined needs stisfaction (Franeak et al, 2004;
Gilal et al., 2018; Tan e al., 203}, Bexides, the authors ee-
ommentded that custiomers 2 emotionally aitached with
symbalic attributes of the product design (Adakan et al.,
2014}, berauses the symbolic value of the product not only
enhances the sense of ry and comnnecied bt al=o
ecnahles cusomers o strengihen their self expression. In
light of the abowve thesaretical suppon, we posit the follmwing

bypothesis.

Hypothesis 3: Customers” evaluabion of symbalse prod-
uct desipn saiisfies customers” need for autonomy, com
petence, and relatedness

Self-Determined Needs Satisfaction and
Customer Engagenent

van Doorn et al. 200 have developed a comprehensive
model af cusiomer engagement. According to them, cus
tomer engagement i a maltidimensional concept and can be
defined as customer behawviors that are influenced by motiva
tiomal drivers, and Bave a firm or brand focus, and go beyond
purchases. This model highlights the predsdors and out-
comes of customer engagement behaviors from the perspec
tive of customer, firm, and ssusdion. In our conbext, the
custamer-hased perspective of this model can be fitted well

as% i can help in examming the influence of product design on
customer mgagement. In line with the costomer perspective,
Pansari and Kumar (2007) proposed that customer engage

ment can be abserved when cusiomers immlve in buying and
recommending a  prodecvbrand, providing  feedback o
improve productbrand, and sharing their experience. They
hawe cancephalized cusiomer engagement in terms af cus

tamer refermls, customers purchase, customer influence, and
customer knowledge. We have incorporated these dimen

gors af custamer engagement (customer referrals, custamer
parchase, and conmumer influence] in cur study o concepio

alize the concept. Crestomer parchase is direcily linked with
the firm value because it enshles the firms o increase reve

nues and profits. Cusfomer referrads are another form af cus

Iomer engagemint in which azstomers attract ather castomers
by referring them to companies and these referals may
imcrease overall ostomer enpagement (Pansar & Kumar,
2017). Customer mfuence refers to the adtivities in which
cusiomers share their experiences an different mesdia like
social media and discussion foroms. It includes hoth onlline
and offline word of mouth. Crestomer koewlegge refiers oo the
aciive invabvement of the mosomer in the improvement of
the company s prodiscis and services by providing Fesdback
and sggestions.

According 1o the comprebensive model of cusiomer
engagement behavior (van Doorn et al., 2010, the cusiomer
based ambecedents reveal that customer satisfaction is an
mgential predicior of custamer engagement. This sabisfac
tom can be either extrinsically doven or imtrinsically driven
Borwden (2009) menticmed in his stedy that level of satisfac-
tiom may lead to several customer-related ootcomes hke oos-
tamer loyalty, purchase indention, recommendabions, amd
word of mouth. It can e inferred from Bowden's infonma-
tiom that satisfaction con be linked with customer engage-
ment in lerms of oastomer purchase, referrals, and infloence.
Similarly, it has been imvestigated that severnl customors”
behaviorl oucomes are linked with s=If determined oesds
satisfactian. For pl fiex have ined the rale of
selfdetermined needs (amonomy and relatedness) dn indlu-
encing the cusiomers” attichmemt with the celebmty amd
Foand that fulfillmend of asionomy and relatedness needs
predicts celebrity aimchment ([licic et al, 2016; Thomson,
20060, Huang et all (M &) demonstrated that towrises” relat
edness and autonomy needs sutisfaction predicts joyful expr
ricnces which can influence thedr imention to a trp. Likeyise,
authors have explored the predictors of brand sttachment and
reparied that compedence nesds satisfaction has a strang con.
nection with brand attachment [Lomoz & Bragg, 2015
Proksch et al, 2015}, Furthermare, authers have determined
that when custamers have a sense of belongingness and when
they have the fresdom to express their opindons they are
mire likedy o engage in hrmd commundties §Chan et al.,
2014]. Recendly, suthors have conducted a cross culbural
examination of the relabenship between self-determined
needs satisfaction, and willingness 1o buy a premdem, amd
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word of mouth. They reported that customers are more will
ing 1o buy a premium if their competence, relatedness, and
ooy needs are fulfilked by prodoct design (Gilal et al.,
2018, [t means self-determined needs satsfacton can allow
oustomers b crete their influence by generating wond of
mauth on different medivms amd may alo influence theic
purchase intenticn. In line with the above theoretical suppart
we expsct that when customers are satisfied with thesr auban
amy, compeience, and relateines needs they can engage in
prihuct purchase, refermals, influence, and  koowledge.
Hence, we posit that,

Hypaothesis 4: Self-determined needs satisfaction is posi
tively Linked with customer sngagement in terms of cus
tomer purchase, referrals, influence, and knowledge.

Moderating Role of Regulatory Fool (Prevention
vs. Promotion Focus)

Acoording to regudatary fooes theony (Higgins, 1598), indi-
viduals fallow two selfregulaton sysiems. Which include
promotion based regulatory foous and prevention based reg-
ulatory foms. Those individuals wha hive more odentation
toward promotion fooms srive for goals achisvement and
advancement. However, people having a prevention focus
try o be more respansible and @void negative consequences
[Avmet & Higging, 2008; Lanaj et al., 2012}, Studies resel
that custpaner regul arienfation can be linked with a
stabe ar il {(Semin et al., 2005). The two states af regulabary
farus can coexist withiin mee g Buman boe it may be ohoereed
an eaiher a temporary basis or permanent basis. Furtbermone,
authors have determim=] 1hat prevention-focused customers
favnr wtilitarian products and promation focussd cusiomers
favoer hedonic producis (Chithoerd ed al, 3008; Das et oal.,
Z018). The fumctinral design is an important component of
ubilitaran producis and esthebic design has a close relation-
ship with the hrdonic aspects of products (Chittari et al.,
2008). Morecver, authors have shown that prevention
farused customers prefer functional gains ax compared o
hedansc aspects (e.g., preferring a more funciional laptop as
compared 1o 2 more esthetimlly designed ane) inoorder 1o get
mare canfidence and competence. In contmst, pramotion
ariemied cusicmers may be focused moare on the esthesic
attributes of produrcts (e.g., choosing an attractive mabdle or
lapanp) in ander i honst self-image amd selfconcept (Dlas
edal, 2018; Zhow et al., 2021). Therefore, we posit the fol-
lowing hypothesis

Hypathesis 5az Prevention forus cusiomers moderabes
the positive relationship between perceived  functional
design and selfd ined needs sidisfaciion
Hypathesis 5h: Promotion foms cusiomers modesatbes
the positive relationship between  proceived  esthetic
design and self.d med needs adisfaction

Hypothesis 5c: Promotion focus customers moderabes
the paxitive relationship between perceived  symbolic
design amd self determined needs satisfaction.

The proposed framework &s presented in Figare 1.

Research Methodology

Particimants and Procedure

Ta achieve our shudy aim, this shudy fooned an the consumer
electromics imdustry of China, The data was callecied fram
the Chinese elecironic product users living o Xi'an.
Consumer” electronics melude a smartphone, tablets, lap

tops, camera, and TV, In 2019, the conmumer elecironics
market of China wornth rupees 126 billion RMBE, and the
Supple brand is the most popular imernational brand in China
(D Consubting, 2020). Besides, according o Wong
(2030, Chima has remained warld’s largest marcet far the
smanphones since 2002, In 2018, approximately 366 mdllion
units af smartphanes were sold in China, acoounting for 27%
of the global sale of smartphanes. During data callecton,
550 questinnnaines wene distributed among the target sam

ple. After the collection of responses, 470 quesHonnaines
were qualified for further analysis from 500 retormed ques

tionmaires. The rest of the 560 responses were excluded
becanes of incomplete answers. We approached our target
samrqle in three wenys. First, respondents were contacied with
the help of “Wechat™ and asked to 6L the glectmonic version
of the questionmaire, fallowed by the rewand of 5 Y uan upon
completion. Second, the mall mtercept approach was wsed by
intrroepting and asking shoppers in shoppding malls to fll the
questionnaires. Afterwand, respondents were awarded gifis.
Finally, questi Bri=s W farmed inko an ondine form
arl the link was emadled to respondents and indicated them
b fill the form by clicking the link given in the email. We
migarly relied an the Wechat survey, Fullowed by the mall-
interoept and email survey. Wechat survey ix the most com-
monly used data collection meibod in China (Haider et al.,
2009}, Srverl previous authars have used this technigque in
thes udies (Liang £ Xu, 2018; Wedl e al., 2020). We dis

tribute] 400 guestionnadres via Wechad, 100 via mall-inter

cepl, and rest S0 via email.

Given the general target audience, we employed a conve
nienee sampling to collect the responses to save iime and
cost. Respondents were first asked to choase a recently pur
chased digital electronic product from the list given in the
questiannaire. Three categaries were given: (1) smartphanes?
tablets, (2) laptops, (3} TV Smart TV, aml others. The majoe
ity of the respondents reveabsd that the last electromic prod
wrt purchased was a smaniphoneishlet (60%), followed by
the smart TV [24%), and lapiops and athers (16%). They
were further asked 1o fill the proceeding questings an the
stucly’s major comstructs by considering ibe  partioular
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Figure 1. Praposed model.

Table 1. Sample Prafile.

Variahles Charactesistics Frequency percemags

Gender Male 61.3%
Female aTx

Age in pears 18-131 TLE6%
24-2% 17.2%
30-35 85Kk
36 and sbowve 1.

Educational Lewel Intermediate 51.9%
B tielors 12 8%
Pastgraduste 15.3%

Prafessian Student 5F.T%
Job ne%
Running business 11.5%

Income bevel Below 2,000 AMB ST
1,000-5,000 RME 15.3%
5,000-2, 000 RME 5T
Above 8,000 RWE 43%

electronic product recently purchased. The detadled informa-
tinn about the sample is given in Table 1.

Memsures

This stucly adapied key constrscts from preveous siudies and
made few adjusimemis before sarting ibe survey, The
adapted measures were irmslated inbo the Chinese language
by two docioral stodemis amd then these W

Chinese students at Xi'an Hap Tong University. To examine
the accuracy of the translation, an English-Chiness language
imstroctar was recrdted fo check both versions of the quess
tinmmaire (original and back-translabed] 1o determine the
relizhility of the construcis. Respondents were asked oo fill
the questicnnadire by pecking the option from the 5 poine
Likert scule.

The measure of product design is taken from the study of
Homhurg et al. (2015). This measure comprises nime fems

translaied back inte onginal form sepamately by ather owo

related o three dimensicos festhetic, Rnctional, and symbolic
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design) of product design. The measure of self determined
needs satisfaction was adapted from the study of Chen et al.
[2015). It comprises 12 ilems. Muoreaver, this stody incomae
ratedd the study of Pansari amd Kumar (2017) o measune ous
tomer engagemend. The scale of cusiomesr  engagement
inchides 15 fiems. Finally, the constroct of regulatary focus
was measured by adaptmg the 10 ilems scale fram Flaws et al.
(2000}, The detail of all measires is given in Table 2. ALl mea
sures are reliable as Cranbach’s Alpha in each case is greater
than .7 {(Nunnally, 1894).

Common Method Bigs

To reduce commuopn method bias (CAMEB), we ermuresd the sim
plicity and conciseress of all diems in the goestionnaire.
Alsn, items memsuring dafferent dimensions of a variable
were spread acnoss the questionnaine, and reverse flems oor
responding to the positive idems were ueed o estahlish cone
sistency. We also used ex-post statistical methods o address
CWIBE. In this regard, Harman's single factor test and partial
carrelatiom medhod were employed |Podsabkoff et al., 300G].
According to Harman's single factor test, all items of the
studly were naded on a single Factor which acocounts for 19%
af the ozl vartance. Which is Far bess than 50% hence, there
is no prodlem with CME. The findings related o pantial cor
relation show that the introduction of the marker wariable in
the maded dil not chamge the hypotbesized paths and their
sigmificance. Moreover, there is noissue of mulboollinearioy
a5 the varance inflation Factor [VIF] is less than the thresh-
ald of 3 (Jehnson & Lebreten, 2004).

Findings

Descriptive and Correlation Analysis

The descriptive safistics ane given in Table 3 which shows that
sample has a posidive perception about the prodoct design
dimensiors with 1 mean value greater than 3 in each case.
Stmilarly, participants bave shown positive aorentation coward
Z0ONS (Self-Determined Needs Satisfaction) and CENC
(C st Engagement) with a mean value gresier than 3. The
finclings of the hivariate correlation analysis are poesented in
Table 3. The carrelatsan analysis reveal thad Fumdtiomal design
(FI, esthetic design (ALY, and symbolic design (SD) are
positively cornelated with SDNS (r= 479, p< 05; r= 256,
P 05; r= 185, p < 05} Furtbermarne, we hive fnd a posa
tive mssaciation hetween SDNS and CENG (r= 32, p< .05).
However, there is no isue of multicollinearity as all comela
tians are bess tham 5 (Fiehd, 2013).

Structural Equation Madeling

Confirmatory factor enalysis. Strciural Egeation. Modeling
[SEM] is done with the help of ABMOS 22 io analyee ibe fac.
tor structure and o test the stody hypotheses. Initially, the
Confirmatory Facior Amalyss (CFA) is employed to ames

the convesgent and disorimi validity of the measuned
constructs. Therefore, the mmsurement mode] is developed
o s the facior losdings and to caleulate the Composiie
Reliabilsty (CR) and the Average Vardance Extracted (AVE).
Product design is a first-onder construct, we examdned three
dimensions of product design [esthetic, functional, and sym

bolic) separately with selfdetermined needs satisfaction.
Harwever, selfdetermined nesd satisFaction i a second- order
constriect, reflecting satisfaction of auonomy nesd, compe

tence need, and relabed peed. Similarly, customer engage

ment is @ secomd order consinect, reflecting customer
purckase, referrals, infleence, and knowledge. The mimdel
assessment shows that model fimess s good with all Ainess
indicatars are in a recommended mnge (YA = 161
|p¥dfe 3], RMSEA = (036 [RMSEA < 0.08], CFI = 0.843
|CF1 > 0.9, MMNFI=04837 [NMFL>0.80]} (Hu & Bentler,
1994y, The findings of comvergent and discriminant validioy
are comypiled in Table 4. It shows that the CR of each con

strnact is greater than 0.7 amd the AVE of each construct is
greater than 0.5, Moreoyer, the factor loadings of each con

stnact are mare than 0.5, Hence, the convergent validity of all
measures is sabisfisd. Furthermose, Table 4 showes dhat the
stjuane rood of AWE on the diagonal is greater than the previ

ous correlabion (Zaif & Berdea, MM 1), Therefore, the dis

criminant validity of 21l constnects is also sabisfed.

Structural madel. The structoral model is developed during
SEM for iesting study hypotheses. Fimdings reveal that
sireciural model  represents beteer fit (VA = 1G],
RMSEA=D036, CF1 ={.942, NNF1=0937). The ouiput of
the structural maded is given in Table 5 amd Figure 2. [t
shows that a standardired beta coefficient from esthetic
deszgn o selfd ined needs saitisfaction is significand
{f = 162, p < A3). Thezefore, it confirms our Hl. Similarly,
the structural path chows that functional desigm hax o pos-
tive and significant impact an self determined needs sais-
factiom {f = 575, p = .05). Hence, this finding supports F2.
Furthermare, 113 determines that symbolic design is pos-
tively Hoked with sedfed ined needs satisfacton. [ is
suppoted [[i = 180, p> 05}, Finally, H4 posits that self
determined meeds satisfaction is pogitively Hnked with cus-
tomer engagement mterms of customer purchase, referrals,
mfluence, aml koowledge and it & supported (ff = 452,
= (5] Afterward, we osed 3 holdout sample of 241 ran

dumly drwm abserdations o assess the robusiness of the
exlimated results. A stroctural made] was estimated using a
hokdout sample. The results ohtained from the Boldoot sam

ple are similar 1o the findings from the full model; hence,
ensuring the robusiness.

Moderation Analysis of Requlatary Facus

The modrerating rode of regulsiory focus (prevention vs. pro
motin) is fested through inieraction moderadion as rescom
mesded by Preacher et al. (2007, The modemtion Fodings

related are presented in Table 6 and Figures 3 and 4. Fla
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Tahle 2. Measures and Source.

Coratracks Dimensiore

Items

Procuct design Functional design FDVL. 6YZ electronic product s Hiely to perf o well.

Esthetic design

Symibaic design

LT Customer

Engmement  Purchase

Referrals

Influence

Sell-determined  Aubonomy

satisfaction

Regulatory Promation foous
foous

orientation

Preesemtion Pocus

FOL. YT slectranic product seams tn e capabie of duing 15 jab.

FO. Y2 ebscbronic product sesms to be functional.

A0 ¥VI elctromic product & viseally striving.

ADZ. ¥¥T ebectronic product is good-looking.

ADA, ¥T electronic product Looks appealing.

501, VI electronic product would help me in establkhisg a dstinctive image.

500, EYT eloctromc prodect wiiild Be belpdul to Sistingalsh me drom the mass.

503, ¥¥T electronic product would acoorately symbolize or expres my achlevements.

0P | will contireee Buying the prodects al XYI elecbonic product comparny in the near
future.

P2 My purchases with XvT electronic product company make me sabistied.

OP3. Jwning the: products of XY electronic prosuct compainy makes me happy.

REF1. | promate X7 electronic product company becaese of the manetany o other rederral
benefits provided by the smart phone company.

REFL. In addition o the value derbved from the product, the monetary or other refemal
Incentivies also ercourage me to reder KVT slectronic product comparry to my fiends and
relatives.

SEF3. | enjoy rederring 372 electronic product company to my friends and relatres becouse
nrﬂ-e?mary;"!ﬂ_m -

FEF. Coven (it | wser ¥E electronk prodect company, | refer my friends and relatives to
this brand because of the monetary refemal incentives.

1. | do ot actieely discuss XY T elscironic product company on any meda.
1H2. | Lowe talking aboet my experience Wit K12 slectrosic product.

M2 | disruss the benefies that | get frem VT eloctromc product with others.

4. I am a part of X7 elecironic product and mestion i Ny CowersTo.

BN | provide fecshack about my experieaces with XZ electromic product to the Lom.

KHZ, | provide suggestions jor improving the performance of X0 electronic product.

BN, | provede sugestions/ feedbarks about the mew product of $7T electromic product.

WM. | prirvide feedback f suggestions for deeeloping rew prodects Sor the clectnolc product.

&11. | heel & serae of chokce and fresdom in the things | undertake.

UL, | feel that my decisions reflect what | really want.

U3 | feel my cholces express who | really am.

AU, | foel | have been coing what really Interests me.

FEL1. | ferd that the prople | care about atsn carne about me.

RELL. | feed conmpcherd with people who cane for me, and for whom | cane.

FELL. | dpel close and conaected with obher peopd ¢ who are importan: o me.

REL4. | experienos a vwanm feching with the peocds | spend time with.

Taw. | feel confideak that | can o things well.

COME. | ferl capadle at what | do.

COwd. | der! competeat o ackiewe my goals.

COW. | el | e !.mdl.lg.lmﬂpkted‘lﬂmlluh

FF1. l'hltmf_.bo that ane impartant bome, Iﬂrl:lﬂ'lll:ldml:p'ﬁlm
Bvdlnlwmumv[hmﬁ

FFL | el tke | have mage progress towand bedng succesiul in my b,

FF1. When | ¢ an cpportunity for somethieg | tke, | it cecited nght anary.

FF4. | frequently imasgine hos | wall achicwe my hopes and aspirations.

PR, | 2z st a5 someone whe s primarity shrtwing o reacs my “sdeal self *-to fulMl my

wishiss, and aspiratinns

FRFY. | usially oheyed rules and regelation: that were established by my parents.

FRFZ. Hot being careful enoug® has patten me into trouble ot times.

PRFI. | woimy abouk making mistakes.

FAF4. | frequently think about baw I can prevens fakunes s my Ule,

FAFS. | sop et 25 somecns who & primarity strving b become the el | “ght” to be
Fullill my deties, responsbitivies, and obligations.

SO

Homburg et al.

12015}

Parair and Kumar
(2097}

chen et al @015}

Harws £t al. (0900

puosils that prevention {oruses on ousiomers moderates e
pusitive relationskip between perceived functional design  ton focus) is significantly associased with self-degermined
and sl determined needs satisfaction and it s supporied. As needs satisfacton (=057, p<< 08}, Furibermare, resalis

results reveal that inberaction [functional design % preven
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Table ¥, Descriptive Statistics, Comelations.

Wariables Mean i o Al in SOHS CEHG
FD E D66 154~ g AT o
AD in 0.7z D61 Il 1B
5D 15 081 .ias~ -pag*
S0HS 17 060 R
CEHG 180 0.53

“Correlation is sigiticant at the (0% breel {two-tailed)

“TCornelation |5 sinaficant at the 01 Lsel (Tmsc-tailed .

Table 4. Comergent and Discriminant Walidity Anabysis.

Variables CR AVE D AR L 505 CEMG Factor lasdirgs
FD 0810 0.588 0.7ék 154 O AT e 0.735-0.798
AD 0827 0.&15 TE4 D1 29 184 0745816
50 0.801 0.574 757 J1EE= i 0.702-817
SOME 0,752 0.502 JTog Jzat 0.680-0.717
CEMG 0.88& OLE&ET 816 0.671-0.814
Mate. Souare root ol AVES (in bt om the diegornal).

“Correlabion is siniticant ab the 08 beeel fiwo- builed)

“*Cornelation is sigraficant ak the 0 Leeel ts-talled |

Table 5. Structural Model Results

Hypotheses Paths Stendardized |5 Results
H1 ADES . SDNS 162 Supported
H2 FDES —« 5005 oL Supported
H3 SYM < SOME 180+ Supported
H4 ESDME .+ CENG A2 Supportad
"pe.0h =pa H

reveal that inberaction (esthetic design ® promodion foous) is
sigmificantly related to selfdetermined needs satisfaction
I} = 064, p== 05). Hence, this fmding cosfimms HSh
Howarver, findings do pat sapport H3c because inberaction
Isymbilic ® promation] is nod sigrificamby linked with self
determined needs sisEaction (i = <0015, p 2> 05}

Discussion and Conclusion

This study aims at exploring the link bebween perceived
product design (functional, ssthetic, amd symbolic) and cus
tomer engapemen. In this regard, we embed self determine:d
needs satisfaction among the link between product design
and cusomer engagemend. Ao, the cumrent analyses the
influence of customers” regulaiory focus on the relationship
betwern produst desipn and self-determined needs satisfac
tion. First, findings suggest ket produc design @ terms of
Functiomal, perceived esthefic, and symebolic design are s1g
nificantly associabed with self deiermined needs satisfaction.
Some previous stodies also support our fndmgs (Gilal et al.,
2018, 2020). Howeves, we hive elaborabed ihat ibe func-
tional design has a mare significant relatonshdp with

self dedermined needs satisfaction as compared to esthetic
design. This means product esthetics in terms of gond and
sirkimg ook can enhance customers’ level of competence,
autonommy, and relabedness. 1t identifies bt Chinese nastom-
ers can become mare confident, have more socal connecs
tions, amd beoome more autanomous in decision making
brrange of product estbieta feaures. This result can be con-
sidererd important for Chinese marketers because it allows
them ta foeos on making their product{s) appearance mare
appealing and striking to satisfy their customers” selfdeter
mined needs, Second, we fmd that =10 determmines pesd sat
wfaction drives through product design belp improving
custamer engagement. [t indicates that the fulfillment of
autonomy, relatedness, and compelence needs drive costoms
ers i purchase the product/brand, refer to the producthands
in their network, provide feedback to the company, amd gene
erate positive ward of mouth over the media. This finding
can be impartamt far markesers in China, where they mesd oo
forus mare an product design in ander &0 gain more cosiomer
engagement.

The moderating rale of regulaiary forus (preveniion vs.
promotion) is tested through the interaction moderation
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Table . Moderation Results.

i t Sig. N [

Moderation of prevention focus

Fusctinnal design 199 1005 0045 622 )

Prevention focus -7 —0.763 0.4d5

Function design = prevention facus 057 L0455 00394

Dependent. variable: S00G
#oderation of promotion foows

Esthetic design 136 L0327 0.0432 1.5 10

Pramotion foous -.113 -1.56 0.0634

Esthetic desizr ¥ prometion focw D67 L004 0.0457

Deperdent varable: SOhE

Symbolic design 139 .37 00181 5.50 032

Pramotion foous 0012 0.3 0988

Symbelic design * promotion focus -.0015 -0.0618 0.950

Dependent variable: SDHS

method. The Andings show that prevention focus oustomers
significantly moderute the relaionship between percedved
funcHomal design and self.d ined meeds isEacixn
This finding is in line with the regulatory fit theory (Higgins,
19%8) & customer prevention orentation is fited well with
the wtilitarian motivations when it comes o chonsing func

tiomal prodducts. Therefore, they prefer the functional design

in ornier o sabisfy  self determined  needs  stisfaction.
Furthermore, interaction moderation shows that promotion
foous custamers significandly moderaies the relabonship
between peroeived esthetic design and ==1F determined necds
smitisfactinn. This shows that promotion focus costomers fend
o be more goal amd achievement oented. Hemsee, ey may
purchase and pursue esthetic products in arder to siisby the
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Figure 4. Moderation results af pramotian Faous.

salnsfacton of thedr self-determined needs. Recendly, authars
have shown that pr o focused . Eavwar utilitar
ian praducts and promedion fooosed custome s favor bedomic
prochucts (Chitturi =4 al., 2008; Das et al., 2008). These find
ingx suppan the muoderating mle of prevention and promo.-
tion forus as wiilitarian aspects can be linked 10 fimctional
design and hedonic aspeois may be associated with esthetic

design.

Thearetical Significance
This study enbances exisimg knowledge on consumer
hehavior and product literature im the fallewing ways. Fima,

o clarify the psycholgical assorciation among the prodoct
amid cusiomer relationship, this study has incorporated the

rale of selfdetermined nesds sisBsciion among the rela
ticmship between product design and customer engagement.
In this regard, SOT posits that individual motivation is
linked with the satisfaction of innate self-determined needs
D & Foyan, 20000 which can funther became the source
of several positive cutcomes ke well-bring (Reis et al.,
NI 8], employees’ creativity (Zhang et al., 2007} amd per
fommance (Ddttmar et al., 19585). This study contributes o
SDT by exiending this theary from the domains of healih,
pychology, and education to husiness comext especially
comsumer  behavior. Secomd, considerable siodies  have
eoamined ibe influcoee of product design on onsumer
brhavipe (Desmet, 2012, Desmet & Hekkert, 2007 Hsu
et al., 2018; Moon et al., 2005; Wang et al., 20 18). However,

the link between product design and customer engagement
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