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Abstract: More and more companies are developing customer service by building Smart Community
Service Brand Platforms (SCSBP). However, the impact of digital platform functions on sustainable
brand relationships, and the mediating mechanism of customer’s emotional cognition are still unclear.
The functional value of digital services in the property service industry focuses on three dimensions,
including service efficiency, personalization, and social interaction. Regarding consumers’ emotional
cognition aspect, we investigate value consistency and brand image. The empirical analysis findings
suggest: (1) the functional value of smart community service has a significant positive impact on
consumers’ emotional cognition and is positively related to the construction of sustainable brand
relationships; (2) consumers’ emotional cognition of smart community service is positively related to
the sustainable brand relationship; (3) consumers’ emotional cognition plays a complete mediating
role between service efficiency and sustainable brand relationship, demonstrating a partial mediating
role between personalization and social interaction aspects of functional value and sustainable brand
relationship. This study contributes to the customer-based sustainable brand relationship theory in
the digital service environment and provides a reference for companies to continuously improve the
SCSBP and customer-based brand construction.

Keywords: smart community; digital service; personalization; social interaction; emotional cognition;
sustainable brand relationship

1. Introduction

With the digitalization of business environment, the brand strategy in service mar-
keting has undergone great changes. Brand communities have become a common way
of brand construction, and the interactions between customers–enterprises, customers–
brands, and customers–customers are gaining more and more attention. Brand equity is
the result of developing brand relationships [1]. The CBBE (Customer-based brand equity)
pyramid model proposed by Keller [2] argues that the ultimate goal of brand development
is to build a positive relationship based on customer loyalty [3]. Relationship value is the
highest level of value construction. It is a key ability for service providers to establish,
develop, and maintain long-lasting relationships with their customers [4]. Smart-City
construction and a market-oriented development environment urge property companies to
seek competitive advantage through smart community service brands (SCSB). More and
more property companies have launched digital brand platforms based on smart communi-
ties to provide more dynamic and personalized services for community residents through
technologies such as the Internet of Things, sensor network and big data integration. A
Smart Community Service Brand Platform (SCSBP), in essence, emphasizes the person-
oriented approach and promotes the interconnection between online service platforms and
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offline entity operations by providing personalized services based on the characteristics
of community residents’ life needs. To be specific, it provides more conveniently and
personalized life services for residents and improves service efficiency and customers’ com-
munity living experience. It establishes sustainable brand relationships with consumers
and makes them generate a sense of belonging and identity to strengthen their brand image
and consolidate customer trust. These advantages are helpful to open up a wider market
space and get access to growth opportunities. This sustainable brand relationship can be
understood as a strong and positive loyalty relationship between customers and brands [2].

Leek and Christodoulides [5] find that the brand functional elements can obtain long-
term customer loyalty through high-quality customer service and innovative technologies.
The functional design in the digital platform plays an important role in value creation [6].
Consumers’ emotions towards brands are a source of added-value and work as an im-
portant component of the brand value chain. Hence, emotional branding has become the
current influential brand management paradigm [7]. Leek and Christodoulides [5] argue
that both functional value and emotional characteristics can promote brand relationship
development, and there is a mutual relationship exists between functional and emotional
value. If an enterprise would be able to provide functional value to customers, it could help
to develop emotional cognition and encourage the development of brand relationships.

Past studies have mostly focused on the construction of brand equity based on brand
relationships from the perspectives of brand emotion and brand image [3,8], and few
researches explore the impact of functional and experience aspects on sustainable brand re-
lationships [9]. However, the way to build sustainable brand relationships with community
residents through the functional value of the SCSBP has become particularly important.
Therefore, this research takes the functional value of the smart community service (e.g.,
service efficiency, personalization, social interaction) as the research object and aims to find
the impact of the functional value of the smart community service on the value consistency
and brand image of community residents. This research aims to explore whether com-
munity residents’ emotional cognition based on service value consistency and corporate
brand image is conducive to establish sustainable brand relationships. We also check the
mediating role of emotional cognition in the relationship between the brand functional
value and the sustainable brand relationship of smart community service brands (Figure 1).
The empirical findings of the study provide theoretical contributions to branding literature
and managerial insights for community service providers.
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2. Literature Review and Research Hypothesis
2.1. Function Value of Smart Community Service Brand and Sustainable Brand Relationship

The brand functional elements are essential to delivering value to consumers [5],
brand equity owns both functional and experience components [10,11], the functional
components reflect the internal, objective, utilitarian and tangible aspects of the brand, and
the experience components reflect the external, intangible, emotional, and subjective aspects
of the brand [8]. Holt et al. [12] believe that the functional value of a brand is a powerful
signal to consumers, which is related to a brand’s ability to meet consumers’ needs [13].
Through the experience of brand function, the quality of the relationship is developed
and could be transformed into a positive relationship between consumers, products, and
brands [8]. Although these functional values provide opportunities for retaining regular
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customers, strengthening the service base, and acquiring new customers [14], they cannot
fully explain the relationship attributes that contain consumers and brands together [15].

2.1.1. Service Efficiency and Sustainable Brand Relationship

Boyd et al. [6] find that the launch of mobile Apps increased company value, and
the functions emphasized in App design played an important role in the value creation
processes. The SCSBP is based on new technologies such as the Internet, APP, cloud com-
puting, and it integrates property management facilities, users, basic services, value-added
services, data information, and so on. It is an intelligent, visual, and highly collaborative
composite CRM interactive operation system platform. Customers have the opportunities
to get assess to various “contact points zone” in the process of applying the smart com-
munity service platform. Using this application can enable users to obtain the required
information and to perform tasks more effectively [6]. Community residents can enjoy
basic property services through the smart community service platform through calling
housekeepers, reporting for repairs, online trading, service evaluation, and so on. These
different functions can not only improve the quality and efficiency of corporate services
but also increase residents’ satisfaction. Scientific and technological innovations applied to
deploy systems such as smart security, smart access control, and green technology in com-
munities would do good to improve the sense of security and convenience of community
residents. While improving the efficiency of basic services, the SCSBP will restructure an
ecosystem of value-added services around community life. The logistics and consumer
services provided by community platform service providers can ensure the timeliness of
commodity transactions [16].

2.1.2. Service Personalization and Sustainable Brand Relationship

Huang and Dev [17] propose the concept of “service brand trinity”. This research
confirmed that quality, personalization, and relationship are the three important driving
factors for the growth of service brands. Moreover, this research recommended building
a relationship-based personalization service, and maintain a consistent service quality
throughout the whole relationship. The “people-oriented” concept of community service
pays more attention to providing personalized services based on the characteristics of com-
munity residents’ life service needs [3]. Prahalad and Ramaswamy [18], advocate to embed
the value creation concept in personalized experience and to integrate resources as well
as create value through activities such as build relationships, communicate and improve
customer awareness [19]. The value-added services provided by smart communities are
mainly based on customized services in household services, housing economy, e-commerce
services, housekeeping services, community education, and community pension program
that closely related to the lives of community residents. The life problems of residents in
different communities are expected to be solved. The smart community service platform
integrates with humanistic care and public choice to achieve transparent services in whole
processes. Moreover, the platform can also improve the residents’ information collection,
solve problems timely and facilitate residents to live a better life [16]. A higher level of
customization means better functions and brand experience, which helps enterprises to
acquire the opportunity to obtain a higher level of relationship value [20].

2.1.3. Social Interaction and Sustainable Brand Relationship

There is a high degree of interaction and social network characteristics between com-
munities on the same platform [21,22]. Consumers can communicate with each other to
seek “link value”, which in turn encourages customers to interact with other customers to
obtain the functional value (such as problem-solving, specific queries, search for brand-
related information, etc.) [23]. Luo et al. [24] believe that on social media, consumers can
continue to interact with other consumers and gain an in-depth understanding of the
brand, thereby it is convenient to enhance the connection between consumers–brands and
consumers–consumers. Brand behaviors and user actions in social interactions help spread
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word of mouth, which leads to a higher brand relationship value [25]. Court et al. [26]
point out that the social-oriented features on the brand platform enable customers to use
social media to post comments or read other people’s comments at any time to increase
participation in the entire process. Customers can manage their identities through social in-
teraction in Apps and establish a stronger connection with the brand [6]. Carlson et al. [20]
point out that customer engagement and the process of creating brand value can be di-
rectly transformed into a customer–brand relationship, and companies can design brand
applications with multiple functions to enhance value as well as customer engagement.
Community residents can register and evaluate community interaction-related activities
on the community brand platform. Besides, residents can publish useful life experiences,
interesting insights, etc. At the same time, they can also publish information such as idle
items or second-hand goods and integrate surrounding commercial resources and city
resources. On the community platform, it drives the residents’ enthusiasm, forming a har-
monious and pleasant living atmosphere. The system provides a platform for information
dissemination and acquisition, that is, residents’ resources can be shared on the system
platform, thereby increasing the residents’ sense of living value in the community and
activating the interaction between residents. Furthermore, this interaction and participation
may be helpful to retain existing customers [27].

The SCSBP will provide a visual, intelligent, and information-based community
ecosystem, which is mainly reflected in three aspects: circle-level interaction, neighborhood
mutual assistance, and shared mutual benefit, and it will show better growth, better
home living, and better neighborhood relationship. In the virtual brand community, the
willingness of customers to participate in the collaborative value creation will be affected
by subject factors, environmental factors, brand factors, and perceived value factors [28].
Consumer engagement and comment reading will affect brand equity [29]. Previous
research found consumer engagement of brand WeChat account affects relationship quality
and consumers’ overall purchase intention, and it also mediates the impact of perceived
value on the two factors [30]. The research findings of Zhang and Jiang [31] show enterprise-
employee interaction can promote the formation of internal brand equity. Moreover,
employee-customer interaction can enhance brand association, promote brand response
and cultivate brand relationship assets. Boyd et al. [6] find that functional values such as
customer interactions between various “touchpoints” of mobile applications and brands
play an important role in the value creation processes of a company. For service-oriented
companies, company value is based on the value of brand relationships. Based on this,
it is necessary to explore and demonstrate the impact of smart community service brand
function value on sustainable relationship value, and here we propose the following
hypotheses:

Hypothesis 1a (H1a). The service efficiency of the SCSBP’s function is positively related to
sustainable brand relationships.

Hypothesis 1b (H1b). The service personalization of the SCSBP’s function is positively related to
sustainable brand relationships.

Hypothesis 1c (H1c). Social interaction on the SCSBP is positively related to sustainable brand
relationships.

2.2. Functional Value of Smart Community Service Brand and Brand Emotional Cognition

There is a correlation between brand functional and emotional quality. Enterprise’s
choice to provide functional value obviously can help to develop emotional value and may
make some consumers more likely to accept products or services [5]. Delgado-Ballester
et al. [9], support that experience and functional elements have different influences on
consumers’ responses to brands. Functional value cannot fully explain the versatility of the
relationship between consumers and brands [15]. The experience component reflects the
external, intangible, emotional, and subjective aspects of the brand, such as the perceived
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image [10,32]. Chen’s research finds that through functional experience, relationship quality
is developed and transformed into the relationship between consumers, products, and
brands [8]. The functional and emotional qualities contained in the brand could encourage
the development of this relationship, and trust can be conveyed through brand functional
elements [5], Jensen and Klastrup [33] assert that brand value promotes the transition from
the value of goods and services to the value of relationships. The smart community provides
residents with an information exchange platform, helps to establish online and offline
resource sharing mechanisms for community residents and collects residents’ suggestions
and encourages them to participate in online discussions and resource usage. Community-
themed activities can promote related community members to participate in social activities
and strengthen interpersonal communication, which also helps to promote community
unity and make residents generate a stronger sense of identity and greater engagement
willingness [16].

Consumers’ transaction behavior is not only affected by the functional (or utilitarian)
attributes of the physical object or service but also by the symbolic meaning of value [34,35].
Value perceptions are very useful for measuring product choices because they play a
central role in the cognitive structure of consumers [36]. Consumer brand value consistency
describes the similarity between consumers’ values and service brand values. Zhang
et al. [37] find that the development of brand functions that conform to consumer values
may have an important impact on the relationship between consumers and service brands.
Based on this, it is essential to explore the impact of the functional value of the smart
community service brand on the emotional perception of value consistency, we propose
the following hypotheses:

Hypothesis 2a (H2a). The service efficiency of the SCSBP’s function positively affects the con-
sumers’ perception of value consistency.

Hypothesis 2b (H2b). The service personalization of the SCSBP’s function positively affects the
consumers’ perception of value consistency.

Hypothesis 2c (H2c). Social interaction on the SCSBP positively affects the consumers’ perception
of value consistency.

Park et al. [38] demonstrate that brand image is a subjective perception, which is a
kind of understanding of consumers resulting from brand-related activities, to be specific,
it is a collection of functional and non-functional related information that connected with
products or services in consumers’ memories [13,39]. When the service attributes are
difficult to evaluate, the brand image will affect the customer’s purchase choice, and
it will also affect the customer’s perception of the goods and services provided by the
company [40]. The establishment of a strong brand image will lead to consumer preference
and loyalty, thereby generating credibility and ultimately enabling the company to obtain
a sustainable competitive advantage [8]. Brand image is a prerequisite for value and
loyalty [41]. Kumar et al. [42] agree that different dimensions of brand experience have
various effects on consumer–brand relationships, and these dimensions are important
tools for the development of long-term consumer–brand relationships. Based on this, it is
necessary to verify the impact of the functional value of the smart community service brand
on the emotional perception of brand image, and we propose the following hypotheses:

Hypothesis 3a (H3a). The service efficiency of the SCSBP’s function positively affects consumers’
brand image perception.

Hypothesis 3b (H3b). The service personalization of the SCSBP’s function positively affects
consumers’ brand image perception.
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Hypothesis 3c (H3c). Social interaction on the SCSBP’s positively affects consumers’ brand image
perception.

2.3. Emotional Cognition of Smart Community Service Brand and Sustainable Brand Relationship

The concept of relationship value is rooted in business and service marketing, and the
measurement of relationship value is crucial to the development of organizations in the
service environment [8], Jensen and Klastrup [33] support that product quality, difference,
and trust are the determinants of consumer–brand relationships through rational and
emotional evaluation of brands. The research of Leek et al. [5], agrees that brand value and
relationship value are conceptually different, and relationship value is closely related to
consumers’ emotional needs.

In terms of value consistency, due to the unique nature of the service industry, value
consistency is particularly important for service providers to establish and maintain strong
relationships with consumers. Value consistency helps to ensure the quality and outcomes
of long-term relationships between consumers and service brands, including trust, emo-
tional commitment, and loyalty [37]. Thorbjørnsen et al. [43] find that attitudes towards
core values and role models are important determinants of core value behaviors, quality
commitment, tradition and authenticity have different effects on the sustainability of the
product [44]. Values are conveyed through tangible elements such as consumers’ overall
experience of the brand, the interaction with employees, external brand communication
and service provision [45]. The consistency of values, organizational identity, and positive
word-of-mouth have had a theoretical and management impact on the brand [46]. When a
company and brand community members similarly implement cooperative practices, the
value co-creation would be successful, and vice versa [24].

Brand image is considered by Smith et al. [47] as an intangible asset related to value.
Brand association affects the image, and establishing a good brand image is usually re-
garded as part of the company’s overall marketing strategy. The image, trust, and rep-
utation delivered through the company’s website could have a positive impact on the
stakeholder’s perception of the brand and the company [48]. Brand image is a prerequisite
for value and loyalty [41], proper management of the brand image through social media
can create opportunities to improve corporate reputation, brand awareness, and ultimately
affect consumer brand loyalty [25].

Based on these concepts, we try to figure out the impact of smart community service
brand emotional cognition on sustainable brand relationships, and further we want to ex-
plore its mediating effect on the brand functional value and sustainable brand relationships,
and we put forward the following hypotheses:

Hypothesis 4a (H4a). The perception of value consistency of smart community services has a
positive impact on sustainable brand relationships.

Hypothesis 4b (H4b). Brand image perception of smart community services has a positive impact
on sustainable brand relationships.

Hypothesis 5a (H5a). The consumers’ cognition of the value consistency of smart community
services plays an intermediary role between the functional value and the sustainable brand relationship.

Hypothesis 5b (H5b). The consumers’ recognition of the brand image of smart community service
plays an intermediary role between the functional value and the sustainable brand relationship.

Table 1 provides a summary of the key variables, their definitions, and the sources.
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Table 1. Variables and definitions.

Variable Definition Author (s)

Sustainable brand
relationship

A strong and loyal relationship between customers
and brands. Keller, 2009 [2]

Service efficiency
SCSBP enables customers to obtain information and

perform tasks more effectively, which improves
service timeliness.

Chen and C.W, 2011 [16]

Service personalization
SCSBP provides customers with personalized service

functions based on the relationship, which further
improves consumers’ brand experience.

Huang and Dev, 2020 [17]

Social interaction Customers can interact with each other on SCSBP and seek
“value of links” to obtain the required functional value. De Vries and Carlson, 2014 [23]

Value consistency Brand value consistency is the similarity between
consumers’ personal value and service brand value. Brangule-Vlagsma et al., 2002 [36]

Brand image
Brand image is a subjective perception, which refers to the

understanding of functional and non-functional
information resulting from brand-related activities.

Park et al., 1986 [38]; Aaker, 2009 [39]

Based on the above literature review and hypotheses development, a conceptual
model is proposed (Figure 2):
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3. Research Method
3.1. Sample Description

The survey samples in this study covered community residents in first-, second-and
third-tier cities in China. The “Wenjuanxing” platform was used to distribute the question-
naire link to respondents. We received 617 pieces of feedbacks in total, in order to ensure
the validity of the data, we deleted the data with consistent answers, and 474 valid ques-
tionnaires were finally obtained, the questionnaire validity rate was 76.8%. According to
the IP address information of the actual questionnaire respondents, the effective feedbacks
came from the first-tier cities account for 61.6%, and the other feedbacks from second or
third-tier cities account for 38.4%. Table 2 provides statistics and descriptions from five
aspects: resident status, gender, age, education, and annual family income.
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Table 2. Description of demographic variables.

Variable Attribute
Value Frequency % Variable Attribute Value Frequency %

Resident
Status

Owner 325 68.6

Education

PhD 8 1.7
Tenant 75 15.8 Master’s 36 7.6
Other 74 15.6 Undergraduate 227 47.9

Gender
Male 247 52.1 Junior College 101 21.3

Female 227 47.9 Technical Secondary School 102 21.5

Age

≤20 1 0.2

Household
Income

Rich 7 1.5
21–30 86 18.1 Well off 70 14.8
31–40 179 37.8 Medium 164 34.6
41–50 114 24.1 General 192 40.5
51–60 66 13.9 Lower 41 8.6

≥61 28 5.9 Sample 474 100

3.2. Variable Measurement

The functional value of the smart community service brand is measured in the form
of a Likert 5-point scale. The questionnaire used in this research is formed based on the
mature scale design of relevant literature in the past, including 23 question items, involving
brand relationship, functional value, and emotional recognition. There are 3 measurement
dimensions in total.

The brand relationship measurement refers to the relevant measurement indexes pro-
posed by Carlson et al. [20] and Zhang et al. [31]; there are 4 measurement items. The mea-
surement of functional value refers to the relevant measurement indicators proposed by Boyd
et al. [6] and Carlson et al. [20], which are respectively measured from three sub-dimensions
of service efficiency, personalization, and social interaction; there are 14 measurement ques-
tions. The measurement of affective cognition refers to the relevant measurement indexes
proposed by Wei et al. [49] and Liu et al. [41] and were measured from the dimensions of
value consistency and brand image, 5 measurement questions in total. (Table 3).

Table 3. Measurement problems.

Variable Measurement Problem Source

Brand
Relationship

Brand
Relationship

1 SCSBP developed my good relationship with the brand. Carlson et al. [30]2 SCSBP helps to establish a long-term and stable relationship with me
3 SCSBP enhances my sense of belonging and makes me more loyal. Zhang et al. [31]4 I will recommend SCSBP service to my neighbors and friends.

Functional Value

Efficiency

5 SCSBP’s online repair report and payment have improved my life efficiency.

Boyd et al. [6]

6 Purchasing goods on SCSBP improved the efficiency of my life.

7 Choosing and using services such as housekeeping and logistics on SCSBP improved the
efficiency of my life.

8 Selecting and using services such as community pension program, community education,
housing rental, and sale on SCSBP improved the efficiency in my life.

9 Completing the payment of water, electricity, gas, heating, and other expenses on SCSBP
improved my life efficiency.

10 SCSBP is easy to operate, I can quickly search for the information I need.

Personalization

11 I can set my common function interface on SCSBP.
12 SCSBP will make personalized recommendations for me based on my platform information.

13 SCSBP can provide individual services according to my special needs, allowing me to
enhance my sense of dignity.

Social Interaction

14 I can meet like-minded people on SCSBP.

Carlson et al. [20]
15 I can learn about and participate in community-organized activities through SCSBP.

16 I can interact with neighbors, property service personnel, and community commercial
tenants on SCSBP.

17 I can express my needs and share my suggestions in SCSBP.
18 I am happy to provide constructive advice on SCSBP to improve the brand.

Emotional
Cognition

Value Consistency 19 When participating in the SCSBP service, it will remind me of the service concept
they promote. Wei et al. [49]

20 The services provided by SCSBP are in line with their promises.

Brand Image
21 The more well-known the company, the more I trust the smart services they provide.

Liu et al. [41]22 The higher the reputation of the company, the more I trust the smart services they provide.
23 When there is a need in my life, I will realize the SCSBP platform firstly.
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We used SPSS21.0 and AMOS21.0 for data analysis, the results show that the measure-
ment questionnaire has good reliability and structural validity. The structural validity of
the variables is shown in Table 4.

Table 4. Structural validity fitting index of variables.

x2 df x2/df RMSEA NFI RFI IFI TLI CFI

673.98 178 3.79 0.077 0.931 0.902 0.948 0.926 0.948

Simultaneously, we conducted descriptive statistics and correlation analysis of each
variable, that is, internal consistency analysis. The results are shown in Table 5. Due to the
relatively high correlation between some variables, we validated the hypothetical results
and analyzes the multicollinearity with the VIF test; the VIF value results are all below 4.0,
so the hypothetical results do not have a multicollinearity problem.

Table 5. The mean value, standard deviation, internal consistency coefficient, and correlation analysis of variables.

M SD 1 2 3 4 5 6

1. Service Efficiency 4.165 0.662 0.909
2. Personalization 4.091 0.699 0.979 ** 0.776
3. Social Interaction 4.011 0.703 0.788 ** 0.801 ** 0.909
4. Value Consistency 4.211 0.672 0.675 ** 0.675 ** 0.652 ** 0.817
5. Brand Image 4.110 0.711 0.721 ** 0.709 ** 0.776 ** 0.694 ** 0.898
6. Brand Relationship 4.000 0.719 0.754 ** 0.776 ** 0.860 ** 0.704 ** 0.812 ** 0.893

Note: ** p < 0.01.

This study uses AMOS21.0 and SPSS 25.0 to test Hypotheses 1–4, and the fitting
coefficients of the basic model are shown in Figure 3. It can be seen from Figure 3 that
in the measurement dimensions of the value of the smart community service function,
service efficiency (β = 0.124, p < 0.001), personalization (β = 0.200, p < 0.001), and social
interaction (β = 0.682, p < 0.001) (these numbers indicate the direct effect of “X to Y” from
regression step 2 to show the hypothesis verification results clearly, using dotted lines
in Figure 3) all significantly positively related to sustainable brand relationships; service
efficiency (β = 0.299/0.246, p < 0.001), personalization (β = 0.272/0.144, p < 0.001), social
interaction (β = 0.187/0.489, p < 0.001) functions have significant positive impacts on
the value consistency and brand image in brand emotional cognition aspect; the value
consistency (β = 0.133, p < 0.001) and brand image (β = 0.274, p < 0.001) have a significant
positive impact on sustainable brand relationship, that is, H1a–1c, H2a–2c, H3a–3c, and
H4a–4b have all been verified.
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To verify Hypothesis 5, we put the resident status, gender, education background,
and annual family income of the valid sample as control variables and used SPSS25.0
to perform a stepwise regression on the variables and to analyze the mediating effect of
brand emotional cognition, that is, we aimed to test whether the functional value of the
smart community service brand will affect the sustainable brand relationship through the
value consistency and brand image. The results are shown in Table 6. After adding the
mediate variables of brand emotional cognition, the regression coefficient β corresponding
to service efficiency changes from 0.124 (p < 0.001) to 0.017 (p > 0.05), which indicates the
value consistency of brand emotional cognition and brand image exert complete mediating
effects in the construction of sustainable brand relationship based on the efficiency of
smart community service, in other words, the efficiency of smart community service can
affect sustainable brand relationship through the value consistency and brand image. It is
the same for personalization and social interaction dimensions after adding the mediate
variables, the regression coefficient β changed from 0.200 (p < 0.001) to 0.125 (p < 0.001),
and the regression coefficient β for social interaction was changed from 0.628 (p < 0.001)
to 0.469 (p < 0.001), indicating that the value consistency and brand image in brand
emotional cognition aspect play partial mediating effect in building sustainable brand
relationships based on the functional value of personalization and social interaction, that
is, smart community services can affect the sustainable brand relationship to a certain
extent through the value consistency and brand image. Therefore, H5a and H5b have been
verified.

Table 6. Analysis of mediation effect.

Independent
Variable Sustainable Brand Relationship

Step 1 Step 2 Step 3

Resident Status −0.001 0.032 −0.150
Gender 0.019 −0.007 0.018

Age −0.029 −0.017 −0.018
Education 0.065 0.026 −0.014

Household Income −0.071 * −0.010 0.028

Service Efficiency 0.124 *** 0.017
Personalization 0.200 *** 0.125 ***

Social Interaction 0.628 *** 0.469 ***

Value Consistency 0.133 ***
Brand Image 0.274 ***

F 0.935 506.955 *** 51.917 ***
Adjust R2 −0.001 0.764 0.807

∆R2 0.010 0.758 *** 0.042 ***
Note: * p < 0.05, *** p < 0.001; n = 474.

The research results of variable measurement show that the functional value of smart
community service brand (including service efficiency, personalization, and social interac-
tion) has a significant positive effect on the value consistency and brand image in brand
emotional cognition aspect and the sustainable brand relationship. The value consistency
and brand image are significantly related to the sustainable brand relationships. In terms
of service efficiency dimension, mediate variables play a fully mediating role between
brand functional value and sustainable brand relationship, and the two variables play
a partial mediating role between personalization and social interaction and sustainable
brand relationship.

4. Discussion and Future Research

Previous studies have pointed out the interaction between brand function and con-
sumers’ emotional cognition [9], such as the functions of mobile applications are vital for
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value creation [6]. Functional experience can develop the quality of the relationship and
transform it into the relationship between consumers and products as well as brands [14].
The research further explores that the functional value of smart community service brands
acts on sustainable brand relationships through value consistency and brand image in
consumers’ brand emotional cognition.

In the theoretical dimension, on the one hand, our research found that the service
efficiency, personalized service, and social interaction of SCSBP not only help to strengthen
the value consistency and brand image of the smart community service brand but also
contribute to establishing sustainable brand relationships with customers; on the other
hand, for the brand owners, customer’s value consistency and brand image of the smart
community service brand facilitate to build a sustainable brand relationship with the
customer. Moreover, consumers’ emotional cognition plays an active role in promoting
sustainable brand relationships based on the functional value of digital platforms.

In the practical dimension, based on the research conclusions, we suggest that man-
agers should attach great importance to the establishment of sustainable brand relationships
in the digital transformation of corporate brands. Firstly, when it refers to the functional
design of the brand platform, the company’s service concept, service commitment, and
brand image information should be reasonably penetrated. Customers will form an indi-
vidual’s perception of value consistency and brand image based on the service efficiency,
personalized service, and social interaction of the SCSBP. Functional value and consumers’
perceptions will further affect the establishment of sustainable brand relationship; secondly,
it is necessary to pay close attention to the interactive impact of the functional value in-
cluding service efficiency, personalized service, social interaction, and consumers’ brand
emotional cognition in the digital service brand platform, such as optimizing the service
concept based on the customer’s perception or evaluation of the functional value, promot-
ing the brand promise or updating the brand image, and so on. Furthermore, enterprises
could choose to make innovative and personalized settings for the service functions of the
SCSBP according to the service concepts that are highly recognized by customers in the
context of digital service, to promote the establishment of sustainable brand relationships
with customers.

Limited by the characteristics of sample industries, this study has certain limitations,
but it still presents great potential for research focus on the relations between digital
platform services and sustainable brand relationships in different industries. In terms
of the functional value of smart community service brands, this article combines the
characteristics of the sample industry and selects service efficiency, personalization, and
social interaction as the research variables. However, it has not considered the functional
variables related to the digital service brand platform such as entertainment, rewards,
discounts, and search. As for the consumers’ brand emotional cognition, this research
considers value consistency and brand image in the digitalization process of industry
transformation as mediating variables. But we have not referred to hedonic, belonging and
some other important consumers’ brand emotional cognition variables and their effects on
functional value and the sustainable brand relationship of smart community service. Based
on the characteristics of different digital service platforms, these variables and various
contexts will be interesting and expandable research fields.
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