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Abstract 
Taking the Liuzhou snail noodle as reference, the current work seeks to examine 

the moderating effect of service quality and trust, aims to investigate the 
relationship among brand culture, marketing strategy, technical innovation and 
customer engagement behavior toward Liuzhou snail noodle. A mixed research 
method is used to survey the customers over 18 years old who have consumed 
snail noodle in Liuzhou city. In this paper, confirmatory factor analysis is used to 
evaluate the structural dimension, single dimension, validity and composite 
reliability of the theoretical framework. Structural path model analysis is also 
used to test hypotheses in research models. This is the first empirical research 
paper that has constructed a model of relationship among brand culture, marketing 
strategy, technical innovation and customer engagement behavior. At the same 
time, the mediating role of service quality and trust is analyzed.This study can 
provide a theoretical explanation for the nature of Liuzhou snail noodle explosion 
phenomenon, and provide relevant stakeholders of Liuzhou snail noodle industry 
with empirical evidence of the driving factors for the popularity of Liuzhou snail 
noodle and how to enhance marketing strategic influence on strategic decisions 
which were not available to them before. 
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1. Introduction 
The sudden global public health event in 2020 made it impossible for people to 
go out for dinner, and food supply was insufficient. People were very fond of 
instant food. With the development of social media in the new era, Liuzhou Snail 
noodle has been promoted by Internet celebrities, various media publicity and 
other factors, so that consumers can have a more direct and clear understanding 
of the culture and products of Liuzhou Snail noodle. The mysterious veil of 
Liuzhou Snail noodle continues to arouse the public's curiosity and desire for 
exploration. More and more people have shared their experience of Liuzhou snail 
noodle on social media such as Weibo, Douyin, wechat public accounts and 
Wemedia. Official media such as People's Daily, Liuzhou Daily, Economic Daily 
and Nanfang Daily have also competed to publicize and report on the experience, 
and Liuzhou snail noodle has received an instant reputation. At the same time, in 
recent years, Liuzhou City has taken the snail noodle industry as a key 
characteristic industry to promote the development, and has successively 
introduced a series of policies and measures, including the establishment of the 
Liuzhou snail noodle local standard system. 
As a result, Liuzhou snail noodle quickly transformed from a local snack into a 
myth of ten billion Internet celebrities. 
Data show that the total output value of pre-packed Snail noodle in Liuzhou has 
been increasing from 2015 to 2021, which reached 500 million yuan in 2015 and 
18.2 billion yuan in 2022, as shown in Figure 1-1. From 2018 to 2022, the total 
export volume of Snail noodle in Liuzhou kept reaching a new high, as shown in 
Table 1-1. In 2021, the sales revenue of the whole industry chain of Snail noodle 
in Liuzhou was 50.16 billion yuan, up 40% year-on-year. Among them, bagged 
snail noodle was 15.197 billion yuan, up 38.23% year on year; The sales revenue 
of supporting and derivative industries reached 14.283 billion yuan, up 9.87% 
year on year; The turnover of physical stores in China reached 20.68 billion yuan, 
up 75.25 percent. April 2021. 

 

Figure 1: Total output value of Liuzhou snail noodle 2015-2022 (100 million 
Yuan) 
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Source:All the above data are from http://www.liuzhou.gov.cn/

Table 1.1 The total export amount of Liuzhou snail noodle from 2019 to 2022 
Year Total export volume Ten thousand

2019 Approximately 86 
2020 More than 3000
2021 5256 
2022 8300 

Source:All the above data are from http://www.liuzhou.gov.cn/
Customer management research has become an important research direction in
the field of innovation management. (Patterson et al., 2006) first proposed the
concept of customer engagement and defined it as the physiological, cognitive
and emotional levels reflected in the relationship between a customer and a
service organization .And customer engagement can be of great value to
companies. Gallup Consulting, for example, published research showing that in
retail banking, compared to Actively Disengaged customers, Fully Engaged
customers could add 37% to annual profits; In the travel industry, perfectly
matched customers spend 46% more annually than actively alienated customers;
In the fast-food industry, perfectly matched customers visited 28 percent more
often per month than actively alienated customers. The difficulty in forming
customer engagement and the high contribution to the enterprise have aroused
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the research enthusiasm of scholars and quickly become a new hot topic in the 
field of customer management (Zhang, 2017). 
In conclusion, this study introduces the mediating role of service quality and trust 
to explore the relationship between brand culture, marketing strategy, 
technological innovation and customer engagement behavior. Therefore, there 
are four problems to be discussed in this study.The first research question: What 
is the nature of the phenomenon of Liuzhou snail noodle and the driving factors 
behind it?The second research question: In the process of Liuzhou snail noodle 
industry from tens of billions of industries to hundreds of billions of industries, 
can we develop a set of systematic academic theories to support the development 
goal of Liuzhou snail noodle industry?The third research question: Is there a 
theoretical model and scale that can systematically explain the relationship 
between customer engagement behavior and its driving factors of snail noodle in 
Liuzhou?The fourth research question: How do the three factors of customer 
engagement behavior combine to affect customer engagement behavior? 

 
2. Literature Review 
2.1 Liuzhou snail noodle 
There are very few academic research results on Snail noodle. The earliest 
academic research is on the micro-blog marketing of "Snail noodle Mr. (Wang, 
2011) , a snail noodle brick-and-mortar shop in Beijing. In March 2023, China 
National Knowledge Network, the largest database in China, searched the 
literature and newspaper on the theme of "snail noodle", and found only 382 
articles, among which there were only 19 master's theses. The research content 
of management discipline mainly focused on industry, marketing, and culture. 
In terms of industry, From the perspective of food safety, brand protection, 
industrial integration, and other issues, (Li, 2022) studied the construction of 
Liuzhou Snail noodle whole industry chain standard system. (Yao et al., 2022) 
took Liuzhou snail noodle industry as an example to discuss the sustainable 
development of regional characteristic agricultural products industry.(Lai, 
2021)empirically analyzed the reasons why Snail noodle in Liuzhou turned red 
during the COVID-19 pandemic.(Lei, 2020)proposed countermeasures by 
analyzing problems such as brand system construction, industry talents and 
market status in the development process of snail noodle industry. 
In marketing,(Wu, 2016)studied the snail noodle from the packaging design of 
the product and discussed the application and practice of packaging design and 
marketing of innovative specialty food. From the perspective of communication, 
(Mo, 2018) interprets the network marketing communication strategy adopted by 
Liuzhou Snail noodle under the guidance of "Internet +" strategy. They analyzed 
the reasons for the explosion of Snail noodle in Liuzhou, which 
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provided a great reference for the development of national characteristic snacks 
and food industry ((Y.Chen & W.Chen, 2021);(Hai, 2021);(Liu, 2021).Taking 
the American market as an example, (Luo, 2022) analyzed the industry and 
export status of Snail noodle in Liuzhou and proposed specific strategies to 
develop cross-border e-commerce marketing of Snail noodle in the American 
market. 
In terms of culture, From the perspective of cultural communication, (Wei, 2015) 
analyzed the cultural communication of Guangxi rice noodle, mentioned the 
category of Snail noodle in Liuzhou, interpreted the cultural symbols of Guangxi 
rice noodle, and took film and television works as an example to discuss the 
ontological communication of Guangxi rice noodle culture, and then proposed the 
communication strategy of Guangxi rice noodle culture;By analyzing the reasons 
for the popularity of Snail noodle in Liuzhou, (Li & Gao, 2021) proposed the 
cultural brand construction and communication countermeasures for the 
intangible cultural heritage of traditional skills. By analyzing the scene layout, 
costume modeling, acceptance psychology and other aspects of Liuzhou Snail 
noodle e-commerce live streaming, (Liu & Wang, 2022) points out that 
strengthening linguistic symbols and non-linguistic symbols can improve the 
expressive force of Chinese cultural products in cross- border e-commerce 
applications. 

 
 

2.2 Brand culture 
Most scholars generally study brand culture from two aspects. On the one hand, 
the brand itself is a culture with rich economic connotations, representing the 
projection of national culture and expressing cultural meanings (Li, 2006; Xu et 
al., 2018). On the other hand, it is related to consumers. "Culture governs the soul 
of consumers, targeting their high-level needs for personal experiences and 
spiritual values" (Yang, 2013). Brand culture generally satisfies the higher-level 
needs of consumer groups, comforting their spiritual world. At the same time, 
brand culture also reflects consumers' values, tastes, lifestyles, and consumption 
patterns. Sharma et al. (2021), in their study on the interaction between brand 
identity and culture, believe that cultural elements and symbols, such as customs, 
values, and collective norms, are indispensable in driving brand strategies. 
Kushwah et al. (2019) explore how brands can enter new markets and suggest that 
launching new products or modifying existing brands can provide important 
insights, making the brand culturally acceptable, and culture indeed plays a 
significant role in shaping consumers' perception of brand identity. Lu (2021) 
examines the issue of cultural identity in the consumption of Chinese fashion 
brands by the Z generation from four dimensions: cultural symbol identity, 
cultural identity, cultural value identity, and comprehensive concept 
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identity. Sun (2022) combines theories from design and brand studies to propose 
innovative directions for men's fashion product design based on brand culture 
shaping. Luo (2021) conducts empirical analysis on the brand culture attributes, 
consumer perceived value, and purchase intention of related products of the 
Beijing Palace Museum, and the results show that the developmental 
innovativeness in brand culture attributes has a significant positive impact on 
various dimensions of consumer perceived value and purchase intention. (Ji & 
Wang, 2014) conduct empirical analysis on data from listed companies with long-
standing brands, indicating that the dimensions of regional uniqueness, broad 
acceptance, long-term stability, and developmental innovativeness in brand 
culture are closely related to corporate value and growth. Zhu (2016) explores the 
impact of brand culture consistency on consumers' preferences for brand 
combinations based on consumer preferences for brand combinations, using 
clothing brands as an empirical research object. Chen (2018) focuses on young 
Chinese consumers and analyzes the impact mechanism and principles of brand 
cultural uniqueness and country-of-origin effects on consumers' brand attitudes 
using global, foreign, and local cosmetic brands as examples. The value of a brand 
often depends not only on the functionality of its products but also to a large extent 
on its ability to carry and disseminate cultural significance. In the market, cultural 
values provide consumers with standards for comparing alternatives and motivate 
them to make purchases. Based on the existing research by scholars, this paper 
will explore the influence mechanism of brand culture on customer engagement 
behavior from multiple perspectives, combined with the characteristics of the 
Liuzhou snail noodle industry, and provide the latest practical guidance for 
customer engagement. 

 
2.3 Marketing strategy 
Marketing strategy is crucial for the success of a business. Firstly, marketing 
strategy directly influences the quality of service. By conducting market research 
and analyzing customer needs, businesses can develop products and services that 
meet customer expectations, thereby providing a high-quality customer 
experience. Secondly, marketing strategy also affects customer perception and 
trust in the company. By establishing brand image and conveying the right value 
proposition, businesses can shape a positive brand image and enhance customer 
trust. A strong marketing strategy can enhance the company's image and 
reputation in the minds of customers, making them more inclined to choose the 
company's products and services. At the same time, marketing strategy also has a 
radiating effect on customer matching behavior. Through targeted marketing and 
positioning strategies, businesses can attract target customers who are aligned 
with their products and services. The effectiveness of 
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marketing strategy can help businesses establish a strong connection with 
customers, increase purchase intent, and loyalty. 
(Cespedes & Piercy, 1996) provided a comprehensive review of implementation 
issues in marketing strategy development. They examined the implementation 
issues in marketing from the perspective of decision-making processes, drawing 
on extensive literature from strategic management and organizational behavior. 
The initial focus of the research was on the contradiction between marketing 
strategy formulation and implementation, analyzing the root causes of 
implementation issues, and proposing tactical and strategic solutions to address 
marketing implementation. The research summarized the agenda for addressing 
marketing implementation issues at the management level. Marketing strategy is 
the core of marketing practice and is considered the most pressing challenge by 
marketers and chief marketing officers. (Morgan et al., 2019) developed new 
concepts in the field of marketing strategy and its sub-fields, and through an 
evaluation of papers published in six influential marketing journals from 1999 to 
2017, revealed the significant challenges facing marketing strategy research. 
These challenges include increasingly limited research quantity and focus, as well 
as decreasing application of theory and preliminary research design. The study 
proposed a new agenda, providing researchers with opportunities to develop new 
theories, establish clear correlations, and contribute to practical improvements. 
In conclusion, these literature studies provide valuable information and insights 
in the field of marketing strategy, but their evaluation and application should be 
context specific. Future research can further expand the research scope, increase 
empirical research support, and focus on the application effects of marketing 
strategies in different industries and markets. 

 
2.4 Technical innovation 

(Schumpeter, 1912) pioneered the concept of innovation in his book "The 
Theory of Economic Development." He classified innovation into five cases: the 
introduction of a new product, the adoption of a new production method, the 
opening of a new market, the acquisition of new sources of supply for raw 
materials or intermediate goods, and the establishment of a new industrial 
organization. He believed that the essence of technical innovation lies in the 
recombination of production factors. Subsequently, different scholars have 
further enriched the connotation of technical innovation. In this paper, technical 
innovation is defined as the process of identifying and developing new products 
to meet market demands. It involves the reorganization of production conditions 
and factors in practical production activities, as well as the creative application of 
knowledge, experience, and skills accumulated through scientific 
experimentation and production processes. This process encompasses product 
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innovation, process innovation.Considering the focus of this study in the field of 
marketing, the main references would be Chege & Wang (2020), Zhang et al. 
(2010), and Fang (2021), who argue that technical innovation encompasses 
product innovation, process innovation. 
Scholars generally classify the elements of technical innovation into two 
categories: micro and macro factors.Micro factors typically include individual 
managers, company size, product characteristics, and market structure. (Duval- 
Couetil et al., 2021) found that companies with more educated and 
technologically skilled employees are more proactive in pursuing Technical 
innovation. (Carlin et al., 2004) suggested that intensified market competition and 
faster changes in consumer demands contribute to enhancing Technical 
innovation. It can be observed that previous scholars have shown significant 
differences in their research on technical innovation. There is relatively less 
literature exploring technical innovation from a macro-regional or mid-level 
industry perspective. Instead, many scholars tend to utilize micro-level firm data 
to investigate the impacts of different types of innovation, such as process 
innovation and product innovation, on firms, products, and behaviors. (Vogt, 
2013) argues that all perspectives of Technical innovation ultimately need to 
translate into consumer-oriented product innovation, making the study of 
consumer perception of Technical innovation more direct and predictive. 
Therefore, based on the experiences of most scholars, this paper primarily 
examines the influences of product innovation and process innovation on 
customer engagement behavior from a micro-level perspective, considering the 
mediating effects of service quality and trust. This approach not only deepens 
customers' understanding of different innovation modes such as product 
innovation and process innovation, and their current preferences and attribution 
regarding technical innovation in Liuzhou snail noodle, but also provides a more 
profound analysis of the underlying reasons why different Technical innovation 
modes in Liuzhou Snail noodle affect customer engagement behavior. 
Consequently, this research becomes more targeted and focused. 

 
2.5 Service quality 

(Gronroos, 1988) suggests that service quality is a subjective concept that 
depends on the customer's expectations and the perceived comparison of the 
actual service. (Parasuraman et al., 1988) consider service quality as the gap 
between customer expectations of service and their perception of the actual 
service. The multidimensionality of service quality has been recognized in the 
academic community both domestically and internationally. However, there is 
still no unified consensus among scholars regarding the exact number of 
dimensions and the specific characteristics within each dimension. The 
following are different scholars' perspectives on service quality dimensions. 
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Liuzhou snail noodle, being both a tangible product and an intangible brand, can 
be analyzed using the dimensions of tangibles, reliability, responsiveness, 
assurance, and empathy, based on the research context and following the 
perspective of Parasuraman et al.(1988). 
Since the 1970s, service quality has been introduced into the field of service 
marketing by scholars. Based on the classic SERVQUAL scale proposed by PZB 
(1988), numerous scholars have applied theoretical models and empirical 
research in various service sectors such as catering, tourism, healthcare, and 
branding. They believe that improving service quality can effectively enhance 
customer satisfaction, loyalty, and promote repeat purchase behavior. Xiong 
(2022) studied the factors influencing the service quality of rural information 
service platforms in Yicun, Hunan Province, from three dimensions: service 
technology, service content, and service effectiveness. Meesalaa & Paul (2018) 
identified the most critical factors related to service quality in hospitals and 
empirically analyzed the relationships between visibility, reliability, 
responsiveness, assurance, empathy (service quality dimensions), patient 
satisfaction, and loyalty towards hospitals. Karin (2018) developed an integrated 
model to represent the relationships among retail banking service quality, 
customer satisfaction, trust, and loyalty, aiming to help banks formulate effective 
strategies to acquire major banks and high-wealth customers. Pakurár et al. (2019) 
tested the dimensions of service quality using an improved SERVQUAL model, 
which can be used to measure customer satisfaction and the impact of these 
dimensions (tangibles, responsiveness, empathy, assurance, reliability, access, 
financial aspects, and staff competence) on customer satisfaction in Jordanian 
banks. In conclusion, service quality has always been one of the variables studied 
and explored by management scholars. Service quality is an important mediating 
variable and a crucial marketing tool for businesses pursuing differentiation 
strategies. These research findings contribute to guiding relevant stakeholders in 
formulating effective strategies and improving service quality. 

 
2.6 Trust 

Psychology was the discipline that first started researching trust-related topics. 
Psychologists focused on the exploration of interpersonal trust, defining trust as 
the level of confidence an individual (or organization) holds in the viewpoints or 
commitments of other individuals (or organizations). Scholars in psychology, 
represented by Rotter (1967), defined trust as the inner expectation an individual 
holds when observing the verbal activities of others, indicating that the individual 
believes others will act according to their own inner presuppositions. Trust has 
since been extensively studied in the fields of sociology, economics, and 
marketing. Trust is a research topic of common interest in the fields of 
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economics, marketing, and sociology and psychology. Scholars have provided 
various definitions of trust from different perspectives. However, the 
understanding and definition of trust vary among scholars in different fields. In 
this study, from a marketing perspective, trust is defined based on the viewpoints 
of McAllister (1995) and Yao (2020). Trust is seen as the affirmation of an 
individual towards the speech, decisions, and behaviors of others, the willingness 
to develop a special emotional connection based on them, and the willingness to 
act and make decisions, including cognitive trust and emotional trust. 
(Pink et al., 2018) argue that trust is a feeling and part of a pattern of "feeling 
right" in a world filled with uncertainty. It provides a sense of control in uncertain 
spaces. Scholars from different perspectives have conducted empirical research 
on trust, which spans multiple disciplinary domains and demonstrates its broad 
applicability and importance in various fields. (Wang et al., 2022) examined the 
influence mechanism of social trust on individual purchase decisions regarding 
commercial insurance and validated their findings using data from the China 
General Social Survey. (Jiang & Zhang, 2022) constructed a research model on 
the influence mechanism of online trust based on the expectation confirmation 
theory and validated the model's reliability using questionnaire data from 423 
Weibo users. Regarding the research outcomes of scholars on trust, most studies 
treat trust as a mediating variable. Xue and Yu (2023) used a questionnaire survey 
to investigate the impact of retail service rituals on consumers' psychology, 
finding that utilizing ritual elements in service design can attract customers and 
maintain a competitive advantage. (Liu et al., 2020) explored the impact of 
general self-efficacy and interpersonal trust on psychological well-being among 
students in a five-year vocational college, with interpersonal trust as a moderating 
variable. (Rao et al., 2021) constructed a model of the influence of village leader 
reputation as the antecedent variable and farmer trust as the moderating variable 
on charismatic leadership based on transformation leadership theory. They 
selected 16 residents, village committee members, and experts and scholars in 
rural tourism destinations as survey participants to examine the impact 
mechanism of information-sharing leadership on the development of rural tourism 
destinations. Considering the research objectives, the literature review in this 
study focuses on trust as divided into cognitive trust and affective trust, serving 
as a mediating variable between Liuzhou snail noodle brand culture, marketing 
strategies, Technical innovation, and customer engagement behavior. 

 
2.7 Customer Engagement Behavior 
The term "(customer engagement behavior)" first appeared in Van Doorn's 
(2010) research. He studied customer engagement from the perspective of 
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behavior and believed that customer engagement behavior is a series of behaviors 
between customers and enterprises or products. In the same year, another scholar 
(Kumar et al., 2010) proposed that customer engagement included non-purchasing 
behavior and purchasing behavior. (Pansari & Kumar, 2017) believe that the 
engagement between customers and enterprises is based on trust, commitment, 
satisfaction and emotional connection. customer engagement behaviors include 
direct purchasing behaviors such as product purchase and non-purchasing 
behaviors such as word-of-mouth recommendation and information feedback, 
both of which are conducive to the development of enterprises. According to (Wu, 
2019), customer engagement behavior is the sum of a series of non-purchasing 
behaviors spontaneously displayed by customers to enterprises, and these 
behaviors are customer engagement behavior. (Wang & Zhang, 2021) believed 
that customer engagement behaviors can generate word- of-mouth effect, such as 
repeat visits, repeat purchases, relationship enhancement and positive 
suggestions. (Zhang, 2022) believes that customer engagement refers to the 
positive non-purchase behaviors that consumers actively generate after having a 
good experience in brand interaction, such as word-of-mouth communication, 
brand recommendation, participating in activities and helping other customers. 
This paper focuses on the customer engagement behavior of Snail noodle in 
Liuzhou under the macro environment. Therefore, in this paper, customer 
compatibility behavior of Liuzhou Snail noodle is defined as: under specific 
macro circumstances, customers make repeated purchases, interactive sharing, 
word-of-mouth recommendation, joint participation and other purchasing and 
non-purchasing behaviors among members of their social circle for some reason. 
Among them, repeated purchase belongs to purchasing behavior, while interactive 
sharing, word-of-mouth recommendation and joint participation belong to non-
purchasing behavior. 
Based on the study of (Doorn et al., 2010), this study summarized and sorted out 
the three categories of antecedent factors that customers engagement.To sum up, 
In terms of the antecedents of customer engagement behavior, existing studies 
have explored the antecedents of customer engagement behavior from the 
perspectives of individuals, enterprises, and external environment. However, 
most scholars focus on the individual and enterprise level, and few scholars 
discuss the factors of the macro environment, even less analyze the macro 
environment of customer engagement behavior with quantitative methods, and 
few scholars discuss the action path between the driving factors of customer 
engagement behavior. 

 
2.8 Relationship Marketing Theory 
As soon as the theory of relationship marketing comes out, it has attracted the 
focus of academic circles. The theory put customer relationship with the 
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enterprise , is committed to a new field of vision to develop this subject to the 
enterprise or brand loyalty research , and the customer loyalty effect is many 
enterprises pursuit and elusive. 
The theory of relationship Marketing originated from Nordic Services Marketing 
and Industrial Marketing and Purchasing. The study of relationship marketing 
theory in western academia began in the early 1980s. It was first proposed in 1983 
by Berry of Atlanta University in the United States from the perspective of service 
marketing ,Later scholars began to cite ideas that maintaining the relationship 
with old customers, providing services to them and selling new products to them 
are equally important as developing new customers(Berry, 2002). The cost of 
acquiring new customers is higher than the cost of maintaining and developing 
existing customer relationships. Relationship marketing is an important research 
direction in marketing theory. Although there are many different definitions of 
relationship marketing, one generally accepted by the theoretical community is 
that relationship marketing refers to all activities aimed at establishing, developing 
and maintaining successful relationship exchanges((Zhuang, 2002; Morgan & 
Hunt, 1994; Li, 2018; Wu, 2020) . 
Customer relationship marketing is the application of relationship marketing 
theory in a specific market, namely customer market. Customer relationship 
marketing is the core component of relationship marketing. Customer 
engagement management is not the denial of customer relationship management 
and customer experience management, but the optimization and expansion of 
management methods. In view of this, Liuzhou snail noodle industry should focus 
on the mining and application of the relationship marketing theory, and build a 
perfect and scientific relationship marketing strategy based on this, so as to realize 
the customers behavior, continue to maintain the hot economic phenomenon and 
hot tourism phenomenon of Liuzhou snail noodle, and help Liuzhou government 
realize the industrial goal of Liuzhou snail noodle and create greater economic 
benefits. To realize industrial linkage of urban development and become a leader 
in the development of local food industry. 

 
2.9 Trust theory 
There have been research and analysis on trust from multiple disciplines, but due 
to the abstract nature of the concept and the complexity of its structure, there is 
currently no unified definition. (Neves & Caetano, 2006) proposed that trust is 
the cornerstone of establishing stable social relationships. (Weber et al., 1968) 
claimed that commodity exchange becomes possible only on the basis of 
profound personal confidence and mutual trust. In the process of reviewing the 
literature, many scholars from various fields such as economics, psychology, 
management, and marketing continue to conduct research on trust theory, giving 
high recognition to the importance of trust. 
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From a psychological perspective, trust is often interpreted as honesty, belief, 
confidence, commitment, integrity, goodwill, and expectation. Rotter (1967) 
defined trust as the belief that the trusted party will abide by the agreement and 
that things will develop in the direction expected by the trusting party. It is the 
foundation of all cooperative relationships. (Brenkert, 1998) similarly view trust 
as an expectation, believing that the trusted party will act in the anticipated 
manner and rely on the trusted party to be accountable for one's expectations. 
In the field of economics, (Gambetta, 1988) proposed that trust is the likelihood 
of economic actors making decisions and taking actions that are beneficial or not 
harmful to others. (Cole et al., 2019) argued that trust is the belief that in the 
process of transactions, both parties will not exploit each other's weaknesses to 
gain a competitive advantage. In the field of management, research on trust 
mainly focuses on the trust of organizational members in the organization and in 
managers. Creed & Miles (1996) described trust as the primary means of control 
that managers have over the organization and its members. Johnson et al. (2005) 
categorized trust into cognitive trust and affective trust. Cognitive trust is driven 
by user cognition, where the accumulation of knowledge and logical thinking 
gives users a certain level of confidence in the service provider's performance of 
their duties. Affective trust refers to the emotional experience generated through 
information interaction between users and service providers. The combination of 
cognitive trust and affective trust can trigger trust behaviors towards products or 
services (Johnson et al., 2005).In the field of marketing, research on trust 
primarily focuses on transactional activities and is primarily discussed from 
psychological and sociological perspectives, with a focus on the interactive 
behaviors and individual traits of buyers and sellers (Gao, 2022). It is also related 
to the confidence and dependence on the trading partner (Moorman & Deshpandé, 
1993). In the field of sociology, trust is associated with concepts such as 
confidence, risk, power, behavior, and intention. Trust is seen as a soldier of social 
stability and a mutually beneficial interdependence between individuals (Gao, 
2022). In summary, there are differences in understanding the term "trust," and as 
Rousseau et al. (1998) suggested, the broad understanding of trust reveals 
commonalities across various fields. 

 
3. Conclusion 
This research is mixed research between quantitative research and qualitative 
research.The theory of relationship marketing puts the relationship between 
customers and products or companies in a new perspective. It is dedicated to 
studying the cultivation of customer loyalty and fit with products, companies, or 
brands. This loyalty and engagement behavior is a sought-after outcome for many 
businesses. The theory of relationship marketing explains how to effectively 
extend the product life-cycle, maintain its vitality and 



Copyright © 2023 by The 2023 International Conference on Creativity, Management, Education, Technology and Sciences. 
287 | P a g e  

 
competitiveness, and emphasizes that customer relationship management is an 
indispensable part of modern marketing. 
This is the first empirical research paper that has constructed a model of 
relationship among brand culture, marketing strategy, technical innovation and 
customer engagement behavior. At the same time, the mediating role of service 
quality and trust is analyzed.This study can provide a theoretical explanation for 
the nature of Liuzhou snail noodle explosion phenomenon, and provide relevant 
stakeholders of Liuzhou snail noodle industry with empirical evidence of the 
driving factors for the popularity of Liuzhou snail noodle and how to enhance 
marketing strategic influence on strategic decisions which were not available to 
them before. 

 
 

References 
A Parasuraman, Valarie A Zeithaml & L Berry. (1988). Servqual: a Multiple-ite 

m Scale for Measuring Consumer Perceptions of Service Quality. 1988, 64(1), 
pp.12-40. 

Anita Pansari & Vera Kumar. (2017). Customer Engagement: the Construct, Ant 
ecedents, and Consequences. Journal of the Academy of Marketing Science, 4 
5, pp.294-311. 

Christian Gronroos. (1988). Service Quality: the Six Criteria of Good Perceived 
Service. Review of Business, 9(3), p.10. 

D. Lei. (2020). Under the Background of "internet +", Liuzhou Snail Noodle Ind 
ustry Faces Challenges and Countermeasures. Sci-tech & Development of Ente 
rprise, 20(7), pp.23-24, 27. https://kns.cnki.net/kcms/detail/detail.aspx?dbnam 
e=CJFD2020&filename=ZXQK202007011&dbcode=CJFD. 

Dennis Vogt. (2013). Innovation Perception From a Customer Perspective, Univ 
ersity of St. Gallen]. University of St. Gallen. 

Diego Gambetta. (1988). Trust: Making and Breaking Cooperative Relations, N 
ULL. 

Frank V Cespedes & Nigel F Piercy. (1996). Implementing Marketing Strategy. 
Journal of Marketing Management, 12(1), pp.135-160. 

G.J. Zhuang. (2002). Relationship Market and Relationship Marketing Mix: a T 
heoretical Model of Relationship Marketing. Modern Economic Science, 9(3), 
pp.43-48, 94. https://kns.cnki.net/kcms/detail/detail.aspx?dbname=cjfd2002&f 
ilename=DJKX200203006&dbcode=cjfd. 

George G Brenkert. (1998). Trust, Morality and International Business. Business 
Ethics Quarterly, 8(2), pp.293-317. 

H.J. Li. (2022). Discussion on the Construction of the Standards System of Liuz 
hou's snail noodle Industry. China Standardization, 28(13), pp.131-133, 144. h 
ttps://kns.cnki.net/kcms/detail/detail.aspx?dbname=CJFD2022&filename=ZG 



Copyright © 2023 by The 2023 International Conference on Creativity, Management, Education, Technology and Sciences. 
288 | P a g e  

 
BZ202213021&dbcode=CJFD. 

J. Wu. (2016). The Brand Packaging Design of snail noodle in Liuzhou, Guangx 
i. China Food Safety Magazine, 16(36), pp.60-62. https://kns.cnki.net/kcms/det 
ail/detail.aspx?dbname=CJFD2016&filename=SPAQ201636046&dbcode=CJF 
D. 10.16043/j.cnki.cfs.2016.36.043. 

J.H. Zhang. (2017). Research on Customer Engagement Evolution and Outcome 
in Online Brand Community. [Doctor, Harbin Institute of Technology]. Harbin 
Institute of Technology. https://kns.cnki.net/kcms/detail/detail.aspx?dbname= 
CDFD2018&filename=1017862399.nh&dbcode=CDFD. 

J.R. Wei. (2015). Analysis on the Cultural Dissemination of Rice Noodles in Gu 
angx. [Master, Southwest University]. Southwest University. https://kns.cnki.n 
et/kcms/detail/detail.aspx?dbname=CMFD2015&filename=1015336221.nh&d 
bcode=CMFD. 

JB Weber, TM Ward & SB Weed. (1968). Adsorption and Desorption of Diquat, 
Soil Scien 

ce Society of America Journal, 32(2), pp.197-200. 
Jenny van Doorn, Katherine N. Lemon, Vikas Mittal, Stephan Nass, Doreén Pic 

k, Peter Pirner & Peter C. Verhoef. (2010). Customer Engagement Behavior: T 
heoretical Foundations and Research Directions. Journal of Service Research, 
13, pp.1-2. http://dx.doi.org/10.1177/1094670510375599. 10.1177/109467051 
0375599. 

Joseph A Schumpeter. (1912). 1934. The Theory of Economic Development, NU 
LL. 

L.X. Yao, Y.F. Xu & X. Zhang. (2022). Analysis on the Sustainable Developmen 
t Status of Regional Characteristic Agricultural Products Industry -- Taking the 
Snail Noodle Industry of Guangxi as an Example. Shanxi Agricultural Econo 
my, NULL(10), pp.92-94. https://kns.cnki.net/kcms/detail/detail.aspx?dbname= 
CJFD2022&filename=SDNJ202210032&dbcode=CJFD. 10.16675/j.cnki.cn14 
-1065/f.2022.10.028. 

Leonard L Berry. (2002). Relationship Marketing of Services Perspectives From 
1983 and 2000. Journal of Relationship Marketing, 1(1), pp.59-77. 

N. Hai. (2021). snail noodle Popular Secret: Special to Win. China Food Industr 
y, 26(9), pp.98-99. https://kns.cnki.net/kcms/detail/detail.aspx?dbname=CJFD2 
021&filename=SPZG202109043&dbcode=CJFD. 

Nathalie Duval-Couetil, Michael Ladisch & Soohyun Yi. (2021). Addressing Ac 
ademic Researcher Priorities Through Science and Technology Entrepreneursh 
ip Education. The Journal of Technology Transfer, 46(2), pp.288-318. 

Neil A Morgan, Kimberly A Whitler, Hui Feng & Simos Chari. (2019). Research 
in Marketing Strategy. Journal of the Academy of Marketing Science, 47, pp.4 

-29. 
P.Y. Rao, Y.X. Geng & H.M. Yuan. (2021). The Influence Mechanism of Village 



Copyright © 2023 by The 2023 International Conference on Creativity, Management, Education, Technology and Sciences. 
289 | P a g e  

 
r Leadership on Rural Tourism Development: Antecedent Variable of Social Pr 
estige and Moderating Variable of Farmers' Trust. China Soft Science, NULL(1 
2), pp.61-72. https://chn.oversea.cnki.net/kcms/detail/detail.aspx?FileName=Z 
GRK202112007&DbName=CJFQ2021. 

Paul Patterson, Ting Yu & Ko De Ruyter. (2006). Understanding Customer Enga 
gement in Services. (Eds.). Advancing Theory, Maintaining Relevance, Procee 
dings of Anzmac 2006 Conference, Brisbane. 

Pedro Neves & Antonio Caetano. (2006). Social Exchange Processes in Organiz 
ational Change: the Roles of Trust and Control. Journal of Change Manageme 
nt, 6(4), pp.351-364. 

Q. Zhang. (2022). Supply Chain Integration, Brand Experience and Customer In 
teraction. Journal of Commercial Economics, 17(11), pp.55-58. https://kns.cnk 
i.net/kcms/detail/detail.aspx?dbname=CJFD2022&filename=SYJJ202211013 
&dbcode=CJFD. 

Q.K. Li. (2018). Construction Path of Influence of University Newspaper Under 
New Media Environment. Journalism Communication, 13(22), pp.89-90. http 
s://kns.cnki.net/kcms/detail/detail.aspx?dbname=CJFD2018&filename=YWC 
B201822038&dbcode=CJFD. 

R. Liu & D. Wang. (2022). The Promotion of International Communication Path 
of Chinese Cultural Products——taking Liuzhou River Snails Rice Noodle Cr 
oss-border E-commerce Live Broadcast as an Example. Comparative Study of 
Cultural Innovation, 6(4), pp.144-147. https://kns.cnki.net/kcms/detail/detail.a 
spx?dbname=CJFD2022&filename=WCBJ202204032&dbcode=CJFD. 

R.H. Lai. (2021). The Cause of Instant Food Products of Internet Celebrities Bec 
oming Popular During the Novel Coronavirus Epidemic -- Take Snail Noodle a 
s an Example. Journal of Western, 16(19), pp.156-160. https://kns.cnki.net/kc 
ms/detail/detail.aspx?dbname=CJFD2021&filename=XBXK202119047&dbco 
de=CJFD. 10.16721/j.cnki.cn61-1487/c.2021.19.047. 

Robert M Morgan & Shelby D Hunt. (1994). The Commitment-trust Theory of Relationship 
Marketing. Journal of Marketing, 58(3), pp.20-38. 

Rosanna Cole, Mark Stevenson & James Aitken. (2019). Blockchain Technolog 
y: Implications for Operations and Supply Chain Management. Supply Chain 
Management: an International Journal, 24(4), pp.469-483. 

S. Liu. (2021). Snail Noodle "fire Out of the Circle". China's Foreign Trade, 16 
(6), pp.52-53. https://kns.cnki.net/kcms/detail/detail.aspx?dbname=CJFD2021 
&filename=ZKWM202106024&dbcode=CJFD. 

Sarah Pink, Debora Lanzeni & Heather Horst. (2018). Data Anxieties: Finding T 
rust in Everyday Digital Mess. Big Data & Society, 5(1), p.205395171875668 
5. 

T. Jiang & W.F. Zhang. (2022). The Formation and Influencing Factors of Netw 
ork Trust -- Taking Microblog as an Example. Journal of Baoji University of A 



Copyright © 2023 by The 2023 International Conference on Creativity, Management, Education, Technology and Sciences. 
290 | P a g e  

 
rts and Sciences (social Science Edition), 42(2), pp.23-30. https://chn.oversea. 
cnki.net/kcms/detail/detail.aspx?FileName=BJWL202202003&DbName=CJF 
Q2022. 

T. Wang, H. Zhuo & Z. Zhuo. (2022). The Influence of Social Trust on Individua 
l Commercial Insurance Purchasing Decisions: an Empirical Study Based on C 
gss Data. Insurance Study, NULL(8), pp.3-16. https://chn.oversea.cnki.net/kcm 
s/detail/detail.aspx?FileName=BXYJ202208001&DbName=CJFQ2022. 

T. Wu. (2020). Customer Professionalism and Loyalty of China Chemical Indust 
ry Emulsion Product Based on a Company. [Master, Shanghai University of Fi 
nance and Economics]. Shanghai University of Finance and Economics. https:/ 
/kns.cnki.net/kcms/detail/detail.aspx?dbname=CMFD2023&filename=102115 
6962.nh&dbcode=CMFD. 10.27296/d.cnki.gshcu.2020.002704. 

Vita Kumar, Lerzan Aksoy, Bas Donkers, Rajkumar Venkatesan, Thorsten Wiese 
l & Sebastian Tillmanns. (2010). Undervalued Or Overvalued Customers: Capt 
uring Total Customer Engagement Value. Journal of Service Research, 13(3), p 
p.297-310. 

W.H. Liu, W. Jiang, S.F. Li & G.P. Wang. (2020). Study on the Influence of Gen 
eral Self-efficacy on Mental Health of Five-year Vocational College Students - 
- Using Interpersonal Trust as the Moderating Variable. Journal of Taiyuan Cit 
y Vocational and Technical College, NULL(7), pp.155-156. https://chn.oversea. 
cnki.net/kcms/detail/detail.aspx?FileName=CSZY202007059&DbName=CJF 
Q2020. 

Wendy Carlin, Mark Schaffer & Paul Seabright. (2004). A Minimum of Rivalry: 
Evidence From Transition Economies on the Importance of Competition for In 
novation and Growth. Contributions in Economic Analysis & Policy, 3(1), pp.1 
-43. 

X. Wu. (2019). The Influence of Content Marketing of Enterprise Wechat Public 
Account on customer engagement Behavior. [Master, Nanjing Normal Universi 
ty]. Nanjing Normal University. https://kns.cnki.net/kcms/detail/detail.aspx?db 
name=CMFD2020&filename=1019249849.nh&dbcode=CMFD. 10.27245/d.c 
nki.gnjsu.2019.000265. 

X.R. Li & J. Gao. (2021). The Construction and Dissemination of Cultural Bran 
d of Intangible Cultural Heritage of Traditional Skills in the Context of Media 
Convergence——taking Liuzhou River Snails Rice Noodle for Example. Jour 
nal of Yangtze University(social Sciences Edition), 44(2), pp.37-41. https://kns. 
cnki.net/kcms/detail/detail.aspx?dbname=CJFD2021&filename=JZSZ2021020 
08&dbcode=CJFD. 

Y. Wang & M.L. Zhang. (2021). Brand Word of Mouth: a Study on the Influenci 
ng Factors of customer engagement Behavior in Virtual Brand Community. Mo 
dern Business, 21(30), pp.3-5. https://kns.cnki.net/kcms/detail/detail.aspx?dbn 
ame=CJFD2021&filename=XDBY202130001&dbcode=CJFD. 10.14097/j.cn 



Copyright © 2023 by The 2023 International Conference on Creativity, Management, Education, Technology and Sciences. 
291 | P a g e  

 
ki.5392/2021.30.001. 

Y.Q. Luo. (2022). Research on Cross-border E-commerce Marketing Strategy of 
snail noodle in Liuzhou Based on Social Media Platform -- Taking the Americ 
an Market as an Example. Modern Business, 17(5), pp.6-9. https://kns.cnki.net/ 
kcms/detail/detail.aspx?dbname=CJFD2022&filename=XDBY202205002&db 
code=CJFD. 10.14097/j.cnki.5392/2022.05.060. 

Y.Z. Chen & W. Chen. (2021). Why Is "this Bowl of Noodles" so Red -- Explori 
ng the snail noodle Industry in Liuzhou. A Friend of the Farmer, 13(12), pp.2- 
11. https://kns.cnki.net/kcms/detail/detail.aspx?dbname=CJFD2021&filename 
=NJZA202112001&dbcode=CJFD. 

Z.H. Ji & X.Y. Wang. (2014). The Correlation Between Cultural Attributes of Ti 
me-honored Brands and Corporate Value -- Taking 51 Time-honored Listed Co 
mpanies in China as Samples. Shandong Social Sciences, NULL(8), pp.137-14 
1. https://chn.oversea.cnki.net/kcms/detail/detail.aspx?FileName=SDSK20140 
8023&DbName=CJFQ2014. 

Z.J. Wang. (2011). Popular Password for Mr. Snail Noodle. Brilliance, 11(10), p 
p.42-43. https://kns.cnki.net/kcms/detail/detail.aspx?dbname=CJFD2011&filen 
ame=GCXX201110027&dbcode=CJFD. 

Z.Y. Mo. (2018). The Study of Liuzhou River Snails Rice Noodle's Internet 
Marketing and Communication in the "internet Plus" Era. [Master, Guangxi 
University]. Guangxi University. 
https://kns.cnki.net/kcms/detail/detail.aspx?dbname=CMFD2018&filename=1 
018132617.nh&dbcode=CMFD. 


