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Abstract: This research aims to determine the effect of customer experience dimensions (peace of 
mind, moment of truth, outcome focus, and product experience) on brand love in a private higher 
education institution. Based on the three dimensions of the EXQ model, the study seeks to identify 
how these dimensions create an emotional attachment in customers towards the brand. The study 
used a quantitative approach in which 244 respondents were sampled and surveyed through a 
structured questionnaire. Outcome focus, peace of mind, and moment of truth explain substantial 
variance in brand love, while product experience has a weak and non-significant association. The 
most significant was the outcome focus; we needed to eliminate transaction costs and perform 
services efficiently. Consolation and reality checks also go hand in hand by ensuring emotional 
assurance and managing vital touch points. The research highlights the importance of customer 
experience in creating brand love and stresses the need for institutions to focus more on their 
emotional connections while being functionally efficient. Although product experience had a minor 
impact in this context, it allows us to consider how to develop service delivery further and meet 
expectations in that space. This study contributes to the customer experience and brand love 
literature by offering empirical evidence from the context of higher education. It has implications for 
institutions when finding the right approach to balance customer experience strategies, which can 
lead to emotional attachment and loyalty in the long term. 

Keywords: Peace of mind; moment of truth; outcome focus; product experience; brand love 
 

1. Introduction 

Customer experience is a concept that has evolved remarkably over the past few years. In the 
past five years, customer experience has contributed to organizational profits and growth 
(Hodgkinson et al., 2021). Private and government organizations have started focusing more 
passively on customer experience (Weber and Hofsink, 2018).  As people change from generation to 
generation, the ecosystem within which they operate and respond must seemingly conform to these 
changes to remain competitive (Lemon and Verhoef, 2016). From purely transactional, customer 
experience today focuses more on building relationships, leading to more personalized experiences. 
Relationships are built differently in modern times; with the abundance of communication tools to 
keep in touch with customers, there is no excuse not to keep customers close and informed.  In the 
light of advancements in information technology, Customers expect seamless interactions across 
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multiple channels online, in-store, and via mobile. These experiences must remain consistent and 
convenient for customers. Although the past years have seen increasing research in customer 
experience, few studies have attempted to sample higher education institutions. 

Brands have been known to add value for customers and stakeholders of an organization (Miller, 
2014). Brands play a crucial role in helping companies build and nurture relationships with their 
customers, resulting in positive outcomes such as repeat purchases and customer advocacy or 
support for the brand (Hamouda and Aissaoui, 2024). On the other hand, love is an essential trait of 
the human experience. Love shapes our relationships, adds to more positive well-being and gives us 
a sense of belonging (Wong and Mayer, 2023). When applied to branding, these feelings denote a 
sense of loyalty and satisfaction a customer feels when a brand inspires and motivates them. This 
deep connection between a brand and its customers enriches the company and its clients (Wong and 
Mayer, 2023).  With brand love, companies can enjoy the benefits of emotional connection and 
passion with their satisfied customers. At this point, the attachment to the brand has gone beyond 
mere preference. Affection and loyalty are at play here, influencing consumer behaviour and 
decision-making. Loyalty, when paired with brand love, creates stable and stronger relationships 
between the customer and the brand compared to when there is no love involved (Palusuk et al., 
2019). Although a long list of goodness comes from brand love, drawbacks, such as brand addiction, 
can escalate into an unhealthy attachment (Carroll and Ahuvia, 2006). Research confirms that there 
is not always happiness when it comes to love. Instead, it can also be an experience that guides us 
through life’s challenges and gives us a broader perspective of our environment (Wong & Mayer, 
2023). This study will use the definition of brand love by Caroll and Ahuvia (2006), “brand love is an 
emotional attachment of a satisfied consumer towards a particular brand”.  

This study aims to analyze the impact of customer experience on brand love in an institution of 
higher learning; the relationship between brand and customer experience has been proven in several 
studies (Eklund, 2022; Prentice et al., 2019). The study of brand love is beneficial towards 
understanding consumer-brand relationships better (Bagozzi et al., 2017). Research done with 
smartphone users, retail outlets and e-commerce sites all show that a great experience makes 
customers love a brand (Safeer and He, 2020; Anggara et al., 2022; Mostafa et al., 2024). In a study 
conducted with smartphone users, the experience was measured using sensory, affective, 
behavioural, and intellectual variables that positively affect brand love (Safeer and He, 
2020).  Apparel buyers develop a feeling of attachment to a brand that is difficult to replace and 
reflects a lifestyle supported by social acceptance (Anggara et al., 2022). In an online environment, 
brand love is a product of easy navigation and excellent online customer service. Positive experiences 
with online communication tools like catboats, smooth transaction processes and attractive layouts 
contribute to feelings of brand love (Mostafa et al., 2024). To date, limited literature has studied the 
effect of customer experience on brand love. This research significantly contributes to customer 
experiences using the EXQ (customer experience scale model) towards brand love in an institution of 
higher learning. 

2. Literature Review 

2.1. Brand Love 

The most well-known definition of brand love is “a degree of exciting desirable dependency that 
a satisfied customer has toward a special trade name” (Carroll and Ahuvia, 2006). Based on this 
definition, brand love exists when customers form an attachment to a brand. The source of this 
attachment naturally comes from a positive experience.  The attachment is not a simple satisfaction, 
it is a connection to the product or service that has become essential to the customer. It is a connection 
that brings joy and a sense of thrill. This type of connection will benefit the organization as a 
connection of this level will generally lead to sharing. Positive word of mouth is an obvious outcome 
of this attachment. The result is that the customer will feel a firm reliance on the product or service 
and encourage others to join. 
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Brand love indicates the deep emotional attachment a satisfied consumer feels toward a specific 
brand. Brand love encompasses a strong passion for the brand, a deep attachment to it, favourable 
evaluations, positive emotions triggered by it, and expressions of affection or loyalty toward it 
(Carroll and Ahuvia, 2006). Brand love represents an emotional or experiential dimension of the 
brand relationship that can impact consumers’ purchase intentions (Sarkar et al., 2012). Bergkvist and 
Bech-Larsen (2010) described brand love as “affection towards the brand”. In a further study about 
the emotional role of brand love, Batra et al. (2012) describe brand love as consisting of cognitive, 
affective and behavioural elements. 

The journey into brand love is driven by brand experience, customer personality and brand 
quality (Rauschnabel and Ahuvia, 2014; Joshi and Garg, 2020; Roy et al., 2013). Studies about brand 
love have shown that it is positively related to brand loyalty (Mody and Hanks, 2020) mouth (Carroll 
and Ahuvia, 2006), willingness to pay more (Bairadda et. al., 2029), brand trust (Joshi and Garg, 2021) 
and brand equity (Machado et. al., 2019). Brand love creates an emotional bond that enhances 
customer loyalty and engagement, making consumers more likely to advocate for the brand and 
remain committed over time (Fournier, 1998). When customers view a brand as integral to their 
identity or lifestyle, it enhances their overall experience and connection, further solidifying the 
brand’s position in their minds and hearts. The satisfaction that is compounded over time and 
remains consistent will then evolve into a sense of closeness to the brand and create an attachment 
between the user and the brand (Unal and Aydin, 2013). This emotional bond makes the brand 
exceptional (Palusuk et al., 2019). Therefore, brand love has to be built. It is not a situation or feeling 
that pops out after a single purchase or encounter; instead, it results from long-term relationships 
(Albert and Merunka, 2013; Carroll and Ahuvia, 2006). 

One of the many perks of brand love is that consumers tend to purchase without hesitation when 
they feel a close attachment and are emotionally invested (Kang, 2015). This reflects the level of trust 
consumers have in the brand, where they do not need to do too much investigation or information 
seeking as they assume that the brand will definitely meet all their expectations. This remarkable 
level of high confidence shows the unmatched relationship strength between the brand and its 
consumers (Karjaluoto et al., 2016). When a relationship reaches a certain level of attachment, it 
becomes difficult to leave it, as the level of tolerance is high. Switching intentions become relatively 
low as the consumer is more forgiving (Arantola, 2002). Consumers become more defensive and 
protect the brand when adverse situations occur, as their passion makes them mentally strong 
enough to face criticisms from non-brand users (Amani, 2022). 

2.2. Customer Experience 

An experience is an exchange (Pine and Gillmore, 1999). It is an exchange between an 
organization and its customers. Organizations create value, and customers enjoy those values aided 
by touch points made available by the organization. Organizations use these touchpoints as 
opportunities to create positive, memorable experiences for customers through multiple platforms 
(Koetz, 2019). Customer experience emerges from communications at three levels: touchpoints, 
customer journey and customer networking within the service system (Teixeita et al., 2012). 
Consumers who go through outstanding experiences from their service encounters have increased 
satisfaction and loyalty levels (Meeprom and Silanoi, 2020). It is worth noting, however, that the 
service provider’s efforts may not necessarily produce the results expected from customers. Emotions 
sometimes get in the way of service providers wanting to do their best for their customers. Human 
beings face many levels of emotions daily. Therefore, emotions do get in the way of how a customer 
feels in any situation. A customer angry or upset by a previous encounter and then comes into contact 
with service providers will be more demanding and less tolerant (Becker and Jaakola, 2020). This 
situation is further supported by Heinonen et al. (2019), whose study showed that experiences are 
subjective and are often influenced by personal circumstances. 

Experience does not just happen overnight. It is accumulated through weeks, months, and years 
of communication between the organization and the consumer. This accumulation, when positive, 
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develops into a bond that translates into satisfaction and loyalty (Hirschman and Holbrook (1986). 
Organizations must ensure that efforts related to customer experiences go on constantly and 
efficiently for as long as the company exists. Customers tend to forget their experiences quite rapidly. 
Therefore, their experiences must be frequently fresh (Macdonald et al., 2012). When managing 
customer experience, organizations must constantly redesign customer journey maps to maintain 
their competitive advantage in providing superior customer experience (Ieva and Ziliani, 2018). 
Incorporating many elements that make up customer experience brings another managerial 
challenge for organizations (Wetzels et al., 2023). This challenge also includes the dynamic nature of 
customer experience. Past experiences or exposure determines present and future perceptions of 
customer expectations (Hwang and Seo, 2016). 

Traditionally, experience is thought to be determined by perceptions of service quality, which 
the customer perceives before the service process paints a picture of what they expect to happen 
(Gronroos, 1984). Over time, customer experience has evolved to be more complex and dynamic. Past 
literature has documented customer experience in many ways. Schmitt (1999) documented that 
customer experience is a combination of sensory, affective, cognitive, physical and social identity 
experiences. Verhoef et al. (2009) also mention the cognitive, affective, social and physical responses 
that comprise the experience ecosystem. De Keyser et al. (2015) continue research into the new 
millennium by concluding that customer experiences involve cognitive, emotional, physical, 
sensorial, spiritual and social elements between the consumer and service provider. Other authors 
with similar conclusions include Trevinal and Stenger (2014); Gahler et al. (2019). 

2.3. The EXQ Model 

The EXQ model is used in the study to measure customer experience. Studies have shown that 
the EXQ scale is a good choice when researching service experience (Klaus and Maklan, 2013). EXQ 
is valid across multiple industries (Klaus et al., 2013; Klaus and Maklan, 2012), making it a versatile 
and convenient tool that can be used to measure experience quality. EXQ gives an understanding of 
the worth of a product or service so that organizations can better allocate their resources. This worth 
is reflected in how consumers communicate with service providers (Chen and Chen, 2010). The 
dimensions used in EXQ relate strongly to the social and psychological challenges that consumers go 
through to obtain a product or service (Lemke et al., 2011). In the past, quality management 
researchers have overlooked the cognitive and emotional sensations that customers go through 
during their service experience. Therefore, Maklan and Klaus (2011) addressed this gap by creating 
an EXQ scale that pays attention to the overall experience and not just the product or service 
attributes. The EXQ scale also takes into consideration customer behaviour and intentions, areas 
which were also previously left out in quality management studies. It has been used in studies related 
to financial services (Raina et al., 2019). The study researched experiences with three financial 
services: banking, insurance and investment from both public and private sectors. The outcome of 
this study suggests that all the dimensions of EXQ positively affect customer satisfaction, word of 
mouth, loyalty intentions and service value. Kashif et al. (2016) studied the linkages between 
dimensions of the ECQ model and satisfaction, loyalty and word of mouth. The study disclosed that 
moment-of-truth and peace of mind were the most attractive and valuable dimensions to customers. 
It was also observed that since EXQ dimensions impact vital and profitable marketing outcomes, it is 
a suitable tool that can be used to measure the positive impact of customer experience across various 
organizations. Studies using the EXQ scale have also been done in retailing (Deshwal, 2016), 
manufacturing (Kuppelweiser and Klaus, 2021) and tourism (Milman et al., 2017). 

Customer experience is not a single-dimensional attribute. It is a complex, multi-layered incident 
shaped by several interrelating dimensions (Verheof et al., 2009). These dimensions include cognitive, 
emotional, sensory, behavioural and social dimensions. Cognitive dimensions refer to the processes 
that take part in the human brain. Problem-solving and decision-making are part of this dimension. 
The emotional dimension deals with feelings as they are associated with matters related to the heart. 
Emotions can be positive or negative. It can influence the overall customer experience outcome as 
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emotions easily influence human beings. Sensory dimensions comprise sight, sound, taste, smell and 
touch. These dimensions relate to the ambience where a particular interaction takes place. The 
behavioural dimension is actions taken by customers based on the experience that they have endured. 
It can be channeled through word of mouth, reviews and social media engagements. The social 
dimension refers to all forms of communication with service personnel through various touch points 
of the organization (Verheof et al., 2009). Klaus and Maklan (2012) introduced an EXQ scale consisting 
of four dimensions based on the concept. These dimensions are product experience, outcome focus, 
moments of truth and peace of mind. 

3. Hypotheses Development 

3.1. Peace of Mind 

Peace of mind is a dimension related to the more emotional part of rendering service. It highly 
depends on how a situation is handled and the level of expertise the service provider shows. In 
Psychology, peace of mind is related to the absence of anxiety and discomfort (Lee et al., 2013). Peace 
of mind depicts the customer’s emotional evaluation of all communications they go through with 
service personnel before, during and after purchasing a product (Klaus, 2014). Peace of mind is 
strongly associated with the emotional aspects of a service, and these emotions primarily depend on 
the skill and support provided to customers during their interaction with an organization’s service 
personnel (Maklan and Klaus, 2011). Therefore, we can conclude that two significant parts make up 
peace of mind: emotions and level of expertise. Consumers buy a product for functional purposes 
and emotional satisfaction (Jin et al., 2015). In view of this, ECQ also measures emotions (Maklan and 
Klaus, 2011). A study done in a major private healthcare facility in Malaysia found that peace of mind 
positively impacts customer experience perceptions (Kashif, et al., 2016). It is therefore hypothesized 
that:  
H1: Peace of mind has a positive effect on brand love. 

3.2. Moment-of-Truth 

Moment-of-truth is a dimension that addresses the importance of service recovery. It relates to 
dealing with complications that arise at touch points and how they are handled. Service recovery is 
the task of failures that occur while executing a service procedure. It is a task that aims to solve 
problems, overturn negative situations and turn unhappy customers into more content ones 
(Mir et al., 2023). The term moment-of-truth was first introduced by Carlzon (1987). Moment-of-truth 
was described as an important instance in the communication between consumers and service 
providers. Late literature has also focused on moment-of-truth as part of the customer experience 
(Lemon and Verhoef, 2016). Moments of truth can significantly influence customer responses 
(Voorhees et al., 2017). The interactions during moment-of-truth are vital to the longevity of the 
relationship between the organization and its customers. A moment of truth forms a striking memory 
imprinted on customers’ minds (Lawrence, 2007). Research proves that consumers use much energy 
during moment-of-truth interactions. Expectations and wanting attention contribute to this burst of 
energy (Beaujean et al., 2006). The continuation of organization-consumer relationships is highly 
dependent on the experience consumers go through during a moment-of-truth episode (Roy et al., 
2019). Research by Kashif et al. (2009) discovered that moment-of-truth significantly impacts 
customer experience perceptions. It is therefore hypothesized that:  
H2: Moment-of-truth has a positive effect on brand love. 

3.3. Outcome Focus 

Outcome focus focuses mainly on reducing customers’ transaction costs. The highest costs of 
switching suppliers stem from psychological challenges faced when trying to let go of the familiar 
(Arasil, 2005). It includes costs incurred for switching brands and gathering information. Switching 
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costs are key factors that create barriers or expenses for consumers when changing service providers 
(Colgate and Lang, 2001). 

Transaction costs include all consumers’ costs when purchasing a product or service. They are 
monetary and include time and effort (Hsu and Lin, 2020). Consumers form perceptions of 
transaction costs while processing and evaluating information related to the product or service they 
wish to purchase (Fletcher and Gbadamosi, 2022). Switching costs are not taken lightly by consumers. 
With information at their fingertips, consumers can now easily compare an organization’s product 
and that of competitors (Jones, Mothersbaugh and Beatty, 2002). When organizations impose 
switching costs, it is also a mechanism to safeguard themselves from any failures that may occur 
while providing service to the customer (Jones et al., 2000). It encompasses customers’ costs when 
switching service providers, including monetary costs, such as the loss of financial benefits, and non-
monetary costs, such as time, effort, psychological strain, and convenience (Han, Back, and Kim, 
2011). These costs make it difficult for consumers to change brands, encouraging customer loyalty 
and ensuring they remain long-term patrons. It is therefore hypothesized that:  
H3: Outcome focus has a positive effect on brand love. 

3.4. Product Experience 

Product experience is a multi-faceted phenomenon that involves manifestations such as 
subjective feelings, behavioural reactions, expressive reactions, and physiological reactions (Desmet 
et al., 2007). The experience with a product varies depending on the consumer’s level of contact with 
it (Mooy and Robben, 2002). Product experience is related to the customers’ perception of the choices 
offered and to what extent they can compare these offers with those of the competitors or within the 
same organization. The apparent capabilities of a product influence product preference before use 
and the problems solved by the product after it has been used (Thompson et al., 2005). Research 
suggests that when under pressure, consumers have difficulties processing information (Dhar et al., 
2000). It affects their cognitive and affective abilities, causing them to be in an unstable emotional 
state. Uncomfortable situations also encourage consumers to then look at what competitors are 
offering (Maule and Svenson, 1993). To reduce pressure, organizations can aid consumers by making 
information easily accessible or by offering a variety of communication modes that the consumer can 
use to get assistance. It lowers the complexity of decision-making and makes the experience more 
positive for consumers. Hekkert (2006) identified three parts of product experience. These parts are 
aesthetic pleasure, attribution of meaning and emotional response. Aesthetic pleasure denotes 
product features pleasing to the senses, such as sight, hearing, smell, taste and touch. The attribution 
of meaning plays a more cognitive role. It is related to processing and understanding information 
while making purchase decisions. The emotional response represents an affective role, where the 
feelings of love and hate, fear and desire or pride and misery come into play. Mugge et al. (2004) 
proposed that when an attachment towards a product develops, a person is more likely to be more 
careful handling it and would delay its replacement. It is therefore hypothesized that:  
H4: Product experience has a positive effect on brand love. 

Figure 1 illustrates the study’s conceptual framework, where each variable represents a critical 
dimension of customer experience and its influence on brand love. Below is a description of each 
variable: 
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Figure 1. Conceptual framework. 

Peace of Mind: The emotional security and assurance the customer has when interacting with 
the service provider highlights the impact of expertise and emotional support. This leads to a sense 
of stability and trust, positively reinforcing brand love. 

Moment of Truth: When things go wrong for the customer, service recovery takes place, and 
the emotional connection matters. Finally, this metric highlights the need for good handling of 
customers’ concerns to create memorable events that enhance brand emotional attachment. 

Outcome Focus: It has to do with the efficiency of providing services, reducing transaction costs 
and projects based on solutions the client would be happy with. This dimension emphasizes 
enhancing processes that are easy, pleasant, and delightful to engage with, creating more stickiness 
with the brand. 

Product Experience: It includes the sensory, emotional, and functional facets of customer 
interaction with a product or service. This relates to the packaging and how the product has been 
perceived, fulfilling the true gauntlet of expectations and adding to the customer experience, which 
can make them loyal and passionate about the brand. 

Brand love: Brand love is the dependent variable, which means it is the outcome variable being 
tested. It is an indication of the emotional interest or affection that a customer develops towards a 
brand. Net Promoter Score (NPS): This composite score reflects the sum of good experiences from 
the other variables and the loyalty and advocacy in favors of the brand. 

4. Methodology  

4.1. Sampling and Data Collection 

This quantitative approach is based on research targeting students from Multimedia University 
(MMU), Malaysia. The data was gathered using a structured survey to measure the quality 
dimensions of customer experience and its impact on brand affinity. Lastly, it has been reported that 
MMU is one of the top private institutions in higher education, so it has a diverse student body, which 
makes it a substantial site in which customer experience in academia could be investigated. Data 
were collected via both paper copies and online. The physical surveys were distributed across 
MMU’s campuses in Cyberjaya and Melaka among the students at designated common areas such 
as libraries and cafeterias. Online method: The survey was disseminated on social media pages 
affiliated with the universities, groups on WhatsApp for students, and the university intranet. Non-
probability sampling, specifically convenience sampling, was used as there was no well-defined 
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sampling frame for the student population. The event had a diverse representation of students of all 
levels of study and MMU faculties.  

We applied screening questions to ensure the validity and reliability of the data collected, 
including asking respondents to verify that they were current students and had been enrolled for at 
least six months. This criterion was intended to ensure that participants had enough experience with 
the services of the MMU to answer comprehensively. The survey also included a cover note that 
clarified the study and ensured anonymity. Data were collected over a 2-month study period (target 
November 2024). There were 312 replies, and 267 were determined to be usable after performing 
data cleaning. This sample size surpasses the minimum number of observations required in line with 
a priori power analysis, performed in G*Power 3.1.9.4, which sample size is 244 with a desired power 
of 95% for a medium effect size (0.15) with a significance level of 5% (p < 0.05). Data collected was 
then analyzed with SPSS. 

The questionnaire was preceded with a short note to the respondents for informed consent 
stating that participation in the survey was voluntary and they could withdraw their responses at 
any time. 

4.2. Common Method Bias 

Following Podsakoff et al.’s (2003) recommendations for avoiding common method bias (CMB) 
and its influence, procedural (multiple-wave study and multiple-source data) and statistical 
(Harman’s single factor test and full collinearity test) remedies were implemented (Tehseen et al., 
2017). In terms of procedure, participants were guaranteed the anonymity and confidentiality of their 
responses, assuring them that the data would be used only for academic purposes. This assurance 
was designed to decrease the chances of socially desirable or biased responses. 

To reduce the likelihood of CMB, we designed the current survey using several measures. To 
decrease respondents’ potential to infer relationships between items, items about different constructs 
were placed on separate pages. Instructions were explicit, noting that each statement must be read 
carefully and answered truthfully. To maintain clarity in the items, ambiguity was reduced by 
defining technical terms and using plain language (Tourangeau et al., 2000). Harman’s single-factor 
test was conducted using principal component analysis and included all of the primary constructs in 
the study. Results indicated that one factor explained 34% of the total variance, below the 50% 
threshold reported by Fuller et al. (2016) and Svensson et al. (2018). An implication is that CMB will 
not likely be a significant concern in this work. 

4.3. Measurements 

A questionnaire structured with close-ended questions was prepared to assess the study 
variables and collect demographic details, including gender, age, faculty, and educational level 
(Appendix A). The questionnaire was based on validated scales from previous studies. To facilitate 
understanding, all survey items were written in English because it is the medium of instruction at 
Multimedia University (MMU). The EXQ model (Klaus and Maklan, 2012) measured customer 
experience. Those dimensions were peace of mind, moment of truth, and outcome focus and product 
experience. All dimensions were assessed through a five-point Likert, from “1 = Strongly Disagree” 
to “5 = Strongly Agree.”  

5. Data Analysis and Result  

5.1. Demographic Profile 

Table 1 to study respondents’ demographic profiles showing their age, sex, marital status, 
education, room sharing, and income. Most of the participants were male (57.4%), and females were 
42.6% of the participants. The respondents’ age distribution indicated that most were between 20 and 
35 years old (75.3%), and the largest group was in the 20–25 years age range (26.6%). As this 
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demographic is very much in line with the demographic of higher education institutions, it can be 
concluded that the findings are likely to represent primarily the perceptions and experiences of 
younger customers. Younger consumers are more digitally engaged and value seamless, multi-
channel experiences, which may influence their brand love. 

Table 1. Demographic profile details. 

  Frequency 

 

Percent 

 

Mean Std. 

Deviation 

Gender Female 104 42.6 

 

1.42 0.494 

 Male 140 57.4 

 

Age      

 Between 20-25 

years 

65 26.6 

 

2.64 1.415 

 Between 26-30 

years 

64 26.2 

 

 Between 31-35 

years 

55 22.5 

 

 Between 36-40 

years 

15 6.1 

 

 Between 41-45 

years 

45 18.4 

 

Faculty      

 FAC 4 1.6 3.41 2.221 

 FCM 40 16.4 

 FET 10 4.1 

 FIST 15 6.1 

 FOB 30 12.3 

 FOE 30 12.3 

 FOL 10 4.1 

 FOM 105 43.0 

Study 

Level 

     

 Bachelor’s Degree 59 24.2 3.05 1.011 

 Diploma 10 4.1 

 Master’s Degree 55 22.5 

 PhD/DBA 120 49.2 

 
Most respondents were from the Faculty of Management (43%), whereas few respondents were 

from FCM (16.4%) and FOB (12.3%). This divergence may underscore differences in how academic 
environments impact customer experiences, leading to brand attachment. In terms of level of study, 
the majority of the sample were postgraduate students, and 49.2% were in a PhD/DBA program. A 
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high percentage of advanced degree candidates may indicate that consideration of brand experience 
at its institution and its impact on long-term loyalty is somewhat settled in their minds. 

Table 2 presents descriptive statistics for the study variables of interest: Peace of Mind, Moment 
of Truth, Outcome Focus, Product Experience, and Brand Love. From the mean values in Table 2, it 
can be seen that all variables value above 3.9 on a 5-point scale, which suggests that respondents 
have positive perceptions in general. That means the institution keeps providing customer 
experiences that build brand love. Peace of Mind (4.1780) had the highest mean value, indicating how 
this variable impacts customer perception. This finding is consistent with the literature showing that 
customers are looking for emotional assurance during their interactions. The low standard error 
(0.04396) and high kurtosis (3.388) also provide evidence of a consensus among respondents on their 
emotional satisfaction. The mean value for Moment of Truth was 4.0984, demonstrating how well 
customer touchpoints must be handled in critical situations. A moderately high standard deviation 
(0.79308) and skewness (-1.325) value confirm that although most respondents reported positive 
experiences, some might have disagreed. 

Table 2. Descriptive analysis via normality with skewness and kurtosis. 

 Place of 

Mind 

 

Moment of 

Truth 

 

Outcome 

Focus 

 

Product 

Experience 

 

Brand 

Love 

 

Mean 4.1780 4.0984 4.1127 3.9416 4.2410 

 

Std. Error of 

Mean 

.04396 .05077 .04569 .04758 .05540 

 

Median 4.2857 4.2000 4.2500 4.0000 4.4000 

 

Std. Deviation .68673 .79308 .71370 .74323 .86541 

 

Skewness -1.671 -1.325 -.965 -.700 -1.544 

 

Kurtosis 3.388 1.464 .705 .497 2.660 

 

Outcome Focus attained a mean of 4.1127, suggesting that minimizing transaction costs and 
offering customer-friendly techniques are influential. The distribution of perceptions over this 
dimension is slightly skewed (-0.965) and has a low kurtosis (0.705), indicating that respondents 
might perceive it differently. Product Experience is the lowest (still positive) scoring variable, with a 
mean of 3.9416. It signals an opportunity for improvement, especially in providing consistent and 
engaging product experiences. This relatively more significant standard deviation (0.74323) and 
skewness (-0.700) indicate respondents’ diverse opinions regarding their experiences with the 
product under investigation. Brand Love had the highest mean (4.2410), so the respondents had a 
high emotional attachment to the institution. These findings reaffirm the positive relationship 
between customer experience and brand love. However, its kurtosis (2.660) and skewness (-1.544) 
indicate a slightly higher-end skew, emphasizing most responses’ strong emotional connection. 

5.2. Regression Analysis 

When combined, this relationship is strong in the regression model outlined in Table 3, showing 
that the independent variables (namely Peace of Mind, Moment of Truth, Outcome Focus, and 
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Product Experience) significantly affect Brand Love (the dependent variable). The model’s R-value 
(0.843) shows a strong correlation and reflects that independent variables collectively explain the 
variance in Brand Love. 

Table 3. Model summary. 

Model Summaryb 

Mode

l R 

R 

Squar

e 

Adjuste

d R 

Square 

Std. 

Error of 

the 

Estimat

e 

Change Statistics 

 

 

 

Durbin

-

Watso

n 

R 

Squar

e 

Chang

e 

F 

Chang

e 

df

1 df2 

Sig. F 

Chang

e 

1 .843
a 

.711 .706 .46945 .711 146.69

6 

4 23

9 

.000 1.559 

 
a. Predictors: (Constant), ProductExperience, PlaceOfMind, OutcomeFocus, MomentOfTruth. b. Dependent 
Variable: BrandLove. 

The fact that the R-squared is 0.711 indicates that the independent variables can explain 71.1% 
of the variation in Brand Love. Such R-squared is a considerable explanatory power, confirming that 
the dimensions of customer experience are relevant for the prediction of brand love. With an adjusted 
R-squared value of 0.706, the model is confirmed for robustness, accounting for the number of 
predictors. Yes, the power of the regression lies in the adjusted R-squared value. 

The standard error of the estimate is 0.46945, which indicates the average distance that the 
observed values fall from the regression line. There is some variability, but the standard error is 
relatively low, indicating that the model fits the data well. The F-test (F = 146.696, p < 0.001) affirms 
the overall significance of the regression model. It shows good predictive power of the independent 
variables to predict Brand Love. Our research concludes that all four customer experience dimensions 
play a significant role in developing Brand Love. The elevated R-squared and significant F-test 
confirm the model’s accuracy and highlight the importance of customer experience in generating 
emotional attachment to the brand. 

The results of the ANOVA test are presented in Table 4, which assesses the overall significance 
of the regression model. These results indicate that the model is significant, p < 0.001. Thus, it 
signifies that the combination of predictors (Peace of Mind, Moment of Truth, Outcome Focus, and 
Product Experience) statistically affects the dependent variable (Brand Love). 

Table 4. F-test result. 

ANOVAa 

Model Sum of 

Squares df 

Mean 

Square F 

 

Sig. 

1 Regression 129.318 4 32.330 146.696 .000b 

 

Residual 52.672 239 .220 
 

 

 

Total 181.990 243 
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a. Dependent Variable: BrandLove. b. Predictors: (Constant), ProductExperience, PlaceOfMind, OutcomeFocus, 
MomentOfTruth. 

The F-statistic of the regression model is equal to 146.696, which is also a relatively high value 
and further supports the conclusion that the regression model can account for a significant amount 
of the variance in Brand Love. The high ratio of regression sum of squares (129.318) to residual sum 
of squares (52.672) suggests that the model explains most of the variance in the response variable, 
with slight unexplained variation remaining. These findings confirmed that customer experience 
dimensions are significant predictors of Brand Love. Overall, pairwise comparisons performed on 
the ANOVA results indicate that the model can be reliable in depicting the relationship between 
customer experience and brand love, specifically in private higher education institutions. 

Only then will Table 5 show how the independent variables (Peace of Mind, Moment of Truth, 
Outcome Focus and Product Experience) contribute to the ’Brand Love’ dependent variable. The 
standardized and unstandardized coefficients and significance levels show each predictor’s relative 
importance and statistical influence. 

Table 5. T-test results. 

Coefficientsa 

Model 

Unstandardized 
Coefficients 

Standardized 
Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) -.065 .203  -.322 .748 

PlaceOfMind .207 .077 .165 2.708 .007 

MomentOfTruth .341 .091 .313 3.748 .000 

OutcomeFocus .522 .094 .431 5.534 .000 

ProductExperienc
e 

-.028 .058 -.024 -.474 .636 

The unstandardized (B = 0.207) and standardized coefficients (β = 0.165) show a positive 
significant relationship (p = 0.007) with Brand Love. This discovery highlights how emotional 
assurance encourages customers to become more loyal and affectionate towards a brand, correlating 
with other research showing that emotional comfort contributes to a fulfilling customer experience. 

As shown by the unstandardized coefficient (B = 0.341) and standardized coefficient (β = 0.313), 
Moment of Truth strongly and significantly impacts Brand Love (p < 0.001). How critical service 
encounters are managed particularly in problem resolution drives customer perceptions of and 
emotional connection to the brand. 

With the most excellent unstandardized coefficient (B = 0.522) and standardized coefficient (β = 
0.431), Outcome Focus is revealed as the most powerful predictor. The p-value of < 0.001 indicates 
that lowering transactional costs or pricing products/services to be commensurate with value 
positively contributes to Brand Love. This discovery mirrors the need for efficiency and cost-
effectiveness in developing robust connections between consumers and brands. 

Product Experience has a weak and non-significant relationship with Brand Love (B = -0.028, β 
= -0.024, p = 0.636). This finding implies that product-related touch points are not as vital for brand 
love to develop in this case as they are when dimensions such as emotion-oriented satisfaction. The 
implication is that an institution may have to consider, evaluate, and/or improve its products or 
customer perceptions of them. 

Figure 2 shows the regression model results, presenting the independent variables (Peace of 
Mind, Moment of Truth, Outcome Focus, Product Experience) and their relationship with the 
dependent variable, Brand Love. The figure presents a visual overview of the regression results, 
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showing the different degrees of impact of each of the customer experience components on the 
emotional attachment to the brand. 

 

Figure 2. Regression standardized residual. 

Figure 3, which summarizes the key insights of the regression analysis and the relative 
contributions of each variable to Brand Love. It visually compares the standardized coefficients (β) 
for Peace of Mind, Moment of Truth, Outcome Focus and Product Experience. The chart succinctly 
presents the relative strengths of the relationship between each variable and Brand Love, allowing 
for quick identification of both areas of success and potential for improvement. 

 

Figure 3. Normal P-P Plot of regression standardized residual. 

6. Discussion 

This research contributes to understanding how the various dimensions of customer experience 
are an antecedent to brand love in a private higher education institution. Recent literature is reviewed 
concerning each dimension to outline its impact and implications. The results show that providing 
peace of mind is crucial in building brand love, defining it as an important emotional value of the 
customer experience. This aligns with recent research that shows ways of building customer brand 
relationships with emotional reassurance (Rane et al., 2023). Trust is built on emotional security 
developed through effortless encounters and effective service, which is essential for brand love 
(Husain et al., 2022). It is only natural for institutions to want to focus their initiatives on those that 
provide emotional satisfaction (e.g. mechanisms for personalized support, transparent and clear 
channels of communication, etc.).  

Results of the study show that moments of truth positively and significantly impact brand love. 
There is support for the argument that these moment-of-truth touchpoints particularly those 
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involving service recovery have a longer-term impact on customers (Huang et al., 2023). More recent 
work shows that when issues arise, resolving them effectively in critical interactions not only 
alleviates dissatisfaction but also enhances emotional bonding (Rane et al., 2023). Organizations must 
invest in training their people to deal with these opportunities and create memorable experiences 
that positively affect brand perception. 

Outcome focus stands out as the strongest predictor of brand love, highlighting the need for 
transaction cost reduction and the efficient delivery of services. The source of this finding aligns with 
recent literature underscoring the significance of convenience and value in engendering customer 
loyalty (Hoyos Vallejo and Chinelato, 2025). Cost-effectiveness through simplified processes builds 
customer satisfaction, eventually leading consumers to brand love. It underscores the importance of 
ongoing service efficiency and innovation. 

In this study, product experience did not have a strong and significant relationship with brand 
love as expected. This outcome contrasts previous studies, highlighting the significance of product-
related interactions. However, it is in line with the idea that in sectors dominated by service (such as 
education), the product (for example, academic programs) could matter less than service delivery 
(Indrawati and Kuncoro, 2021). If the customer is evolving, the institutions must review how they are 
offering the offer. 

These outcomes illustrate the complex but crucial relationship between customer experience 
and brand love. Along the same lines as the EXQ framework, the two main components of customer 
experience, emotional and functional, are significant contributors to brand loyalty and attachment 
(Le, et al., 2021). The results also indicate that not all dimensions carry equal weight, meaning the 
need for strategic consideration of the most impactful areas, including focus on the outcomes and 
emotional reassurance. From an academic perspective, this study contributes to the literature on 
customer experience and brand love by providing empirical evidence of their link in the context of 
higher education. It connects with recent calls for sector-specific research. It stresses the key need for 
organizations to cater their customer experience strategies to different consumer groups’ distinct 
needs and expectations. 

7. Conclusion 

Four dimensions of customer experience quality were used in this study, including peace of 
mind, moment of truth, outcome focus, and product experience, to explore customer brand love in a 
private institution of higher learning. This study shows that customer experience is an important 
antecedent of brand love, but these dimensions do not all have the same influence. Outcome focus 
proved to be the elevating factor, clearly validating that the beauty and speed of an organization’s 
process of creating products and services directly influences the quality of emotional attachment. 
Peace of mind and moments of truth also bolstered brand love, illustrating the far-reaching impact 
of emotional assurance and service recovery during critical interactions. Product experience has 
exhibited a weak and non-significant impact, indicating that in the context of higher education, 
service-related factors might be of greater importance than product-related features. 

7.1. Theoretical and Practical Implications 

From a theoretical perspective, this study advances the determinants of customer experience, 
particularly in higher education, where prior research on this domain is scant, albeit known in a 
general context. It also validates the relevance of the EXQ model when testing customer experience 
in this specific context. Implications: The results are also practical and offer institutions 
opportunities to optimize transaction efficiency, emotional engagement, service recovery, and more 
in advancing customer loyalty and brand attachment. 

7.2. Recommendations 
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Higher education institutions should spend time on emotional and functional customer 
experience strategies. It encompasses enhancing service recovery mechanisms, providing 
personalized assistance to address customers’ requirements, and iterating processes to ensure smooth 
and gratifying interactions. Although not a dominant factor in this study, universities should not lose 
sight of aligning their offerings with changing customer expectations around product experience. 

7.3. Future Research Directions 

This study outlines paths for more diversification in general studies in cultural or demographic 
differences in customer experience dimensions and related brand love. Further studies could explore 
other fields or contexts to analyze findings and generalize them on a larger scale. Moreover, using 
longitudinal data may allow research on the evolution of customer experience and brand love. 
Customers expect every touchpoint with their favourite brands and hence, if brands are loving or 
even correct it is natural that brand love’s linkage to customer experience quality comes from its 
emotional and functional dimensions. By prioritizing these, institutes can not only retain customer 
satisfaction. However, they will be able to retain the emotional connection for a longer time with 
them, which implies long-term loyalty and advocacy. 
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Appendix A 

Section 1: Demographic Profile 

N

o 

Questionnair

e 

Scale 

1 What is your 

Gender                

Male Female 

2 What is your 

Age 

Betwee

n 20-25 

years 

Betwee

n 26-30 

years 

Betwee

n 31-35 

years 

Between 

36-40 

years 

Betwee

n 41-45 

years 

Above 45 

years 

3 What is your 

Faculty  

FOM FOB FCM FO

E 

FE

T 

FIST FO

L 

FA

C 

4 What is your 

study level?  

Diploma 

 

Bachelor’s 

Degree 

 

Master’s Degree PhD/DBA 

 

Strongly disagree Disagree Neutral Agree Strongly agree 

1 2 3 4 5 

 

Section 2: Place of Mind 

No Questionnaire 1 2 3 4 5 

PM1 I am confident in the expertise of my 

lecturers. 
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PM2 All the processes related to my studies that 

I have gone through have been smooth. 

     

PM3 MMU makes me feel that my future is 

secured. 

     

PM4 I chose MMU because of its excellent track 

record. 

     

PM5 Experience with my past semesters has 

made it easier for me to get things done. 

     

PM6 When I need any advice related to my 

studies, the faculty is easy to approach. 

     

PM7 I am enjoying my MMU experience.      

 

Section 3: Moment of Truth 

No Questionnaire 1 2 3 4 5 

MT1 MMU is flexible and looks after my needs.      

MT2 MMU keeps me up-to-date with its latest 

developments. 

     

MT3 MMU’s reputation makes me feel secure.      

MT4 MMU employees have good student 

management skills. 

     

MT5 When I have an issue, MMU is quick to deal 

with it. 

     

 

Section 4: Outcome Focus 

No Questionnaire 1 2 3 4 5 

OF1 Studying in this MMU makes it easy for me 

to obtain my academic qualifications. 

     

OF2 Studying in MMU allows me to obtain my 

academic qualifications in a timely manner. 

     

OF3 I prefer MMU over other universities.      
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OF4 MMU employees always understand the 

situation I am in. 

     

 

 

 

Section 4 Product Experience 

No Questionnaire 1 2 3 4 5 

PE1 I can choose between different academic 

subjects offered by MMU. 

     

PE2 I made comparisons with other universities 

before choosing MMU 

     

PE3 Before deciding on my course, I compared 

all the different academic courses offered 

by  MMU. 

     

PE4 I have good experience with most MMU 

employees. 

     

 

Section 5: Brand Love 

No Questionnaire 1 2 3 4 5 

BL1 I love MMU      

BL2 MMU makes me feel good      

BL3 MMU makes me very happy      

BL4 I am passionate about MMU      

BL5 I feel emotionally connected to MMU      
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