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Abstract This study examines the impact of consumers' subjective perception on the quality loyalty of
the Internet of things, explores academic innovation schemes, and puts forward business strategies for
on—site optimization of the industry. The research methods use online survey methods for Chinese
consumers who have used or bought Xiaomi IoT products. The results show that the inherent attributes
of Internet of things products have an impact on brand image, and brand image has an impact on
customer loyalty. Brand image shows complete media effect in the relationship between
hyper—connectivity and customer loyalty of Internet of things products. For the enterprises that develop
the Internet of things, obtaining the perceived brand image has a very important strategic significance

in expanding the loyal customer base.
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Fig. 1. Research Model.
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<Table 2>9’]' 7LE]’ Convenience 737
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Table 2. Descriptive Statistics for All Variables Brand image 820
B i .819
Concept Group N % rand image
Brand image 722
Male 61 23.7 - o
Gender - - Brand image .696
Female 196 76.3 Brand image 641
=20 7 2.7 Brand image 622
21-30 158 61.5 Customer loyalty .869
A 31—40 57 22.2 Customer loyalty 867
ge
41-50 18 7.0 Customer loyalty .853
51-60 11 4.3 Customer loyalty .847
61> 6 2.3 Customer loyalty .830
Office works 123 47.9 Customer loyalty 806
, - KMO=.890
Public officer 10 3.9
Student 44 17.1
Occupation . L. .
Self Employment 33 12.8 Table 4. Correlation and Reliability Analysis
Professional Staff 28 10.9
1 2 3 4
Others 19 7.4
thers 1 Hyperconnectivity (.853)
=2000 31 121 2 Convenience 3517 (.897)
— 20005000 81 315 3 Brand image 210" | 338" | (871)
lonthly
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Table 3. Exploratory Cause Analysis

e
1 2 3 4

Hyperconnectivity 822
Hyperconnectivity 796
Hyperconnectivity 796
Hyperconnectivity 773
Hyperconnectivity 641
Hyperconnectivity 603

Convenience .826

Convenience .820

Convenience 776

S SHUSR, BAE onA g FTHYFE A3t
U5 3RS AAEith 1 B4 E 3= <Table 5>
of JehQt). 3lAE 2os Auad Ay &4
Ql A4 0] HAE onu]A||(=.210, p<.01) G(+)<]
= L}E} . o] Aol up} 71

= = A
1-1& A% & Q= 7Hle] k.

oX
o
[z
=
[
E
8
oo
)
&
o
A
o
S
=
Zi
z
lo
o2
od
(o3



66 dAEEETAT A20d A

Table 5. Regression Analysis between Intrinsic Attribute
and Brand Image

Brand image
Sortation Variable
Beta p
Indeplendent Hyperconnectivity 210 .001™
variable
R?=.267, adj R*=..040 F=11.730
Brand image
Sortation Variable
Beta p
Indeplendent Convenience .338 .000™"
variable
R?=.114, adj R*=..111, F=32.949

#p < .05, #x p < .01, =+ p < 001
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Table 6. Regression Analysis between Brand Image
and Customer loyalty

Customer loyalty
Sortation Variable
Beta P
Independent | g .14 fmage 346 000
variable

R2=.120, adj R*=.116, F=34.657

#p < .05, #x p < .01, =+ p < 001
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Table 7. Mediation between the Intrinsic Attribute and
Customer loyalty Effect of Brand Image

Customer loyalty
Sortation Variable Motell Motel2
Beta p Beta p
Independent | 1 connectivity | 180 | 004" | .112 | .062
variable
\gile:é?e Brand image 322 |.000™
Motell: R?=.032, adj R?*=.028, F=8.495
Motel2: R?=.132, adj R*=.125, F=19.241
2z=2.884 p<.01
Customer loyalty
Sortation Variable Motell Motel2
Beta p Beta p
Independent Convenience 310 |.000™| 218 |.000"
variable
Media Brand image 272 |.000™
variable
Motell: R?=.096, adj R*=.093, F=27.149
Motel2: R?=.162, adj R*=.155, F=24.505
2z=3.530 p<.001

#p < .05, #k p < .01, #*#x p < ,001
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