Appendix 
Table 1A. Key Takeaways for Researchers and Practitioners
	Key Takeaway
	Broad Description
	Examples

	1. Connecting Abstract Constructs with Practical Insights
	Phenomenology connects theoretical constructs, such as intentionality and embodiment, with actionable frameworks, thereby enriching consumer research.
	1. Exploring how consumers associate ethical branding with personal values.
2. Designing wearable technology to align with users’ lifestyles.
3. Using temporality to study nostalgia in loyalty to legacy brands like Levi’s.

	2. Deepening Understanding of Consumer Lived Experiences
	By focusing on consumers’ subjective experiences, phenomenology uncovers deeper motivations, emotional connections, and contextual perceptions.
	1. Analyzing how luxury hotel ambiance creates lasting emotional impressions.
2. Investigating the community-building aspects of coffee shops.
3. Understanding how personal milestones influence brand loyalty.

	3. Advancing Experiential Marketing Strategies
	Highlights how sensory and emotional cues can drive consumer engagement and loyalty, leading to impactful marketing strategies.
	1. Creating immersive retail spaces using curated lighting and music.
2. Crafting travel packages tailored to aspirations like adventure or relaxation.
3. Designing pop-up brand experiences for deep engagement.

	4. Challenging Conventional Loyalty Models
	Shifts loyalty understanding from transactional metrics to emotional and relational connections.
	1. Leveraging nostalgia in Coca-Cola’s heritage campaigns.
2. Enhancing hospitality loyalty through personalized greetings and gestures.
3. Using exclusivity in product launches, like Nike collaborations, to drive attachment.

	5. Providing Methodological Rigor
	Offers structured guidance, emphasizing reflexivity, bracketing, and thematic analysis for nuanced research.
	1. Exploring trust in e-commerce by bracketing researcher biases.
2. Thematically analyzing narratives on sustainable fashion.
3. Using reflexivity to study Michelin-starred dining experiences.

	6. Broadening Contextual Applications
	Demonstrates phenomenology’s adaptability across diverse industries beyond hospitality, like e-commerce, automotive, and technology.
	1. Automotive brands like Rolls-Royce use tactile interiors to convey luxury.
2. E-commerce platforms are enhancing trust with user-friendly designs.
3. Tech companies are designing ecosystems to fit into lives seamlessly.

	7. Illuminating Sensory and Emotional Triggers
	Highlights how sensory elements shape perceptions, helping businesses create memorable, loyalty-building experiences.
	1. Hotels use lavender scents to evoke relaxation.
2. Restaurants leveraging music and plating to enhance the dining experience.
3. Retail stores incorporating dynamic lighting to engage shoppers.

	8. Highlighting Temporal Dynamics
	Explores how past experiences and future expectations shape present decisions, offering a dynamic view of behavior.
	1. Analyzing the impact of holiday traditions on recurring purchases.
2. Studying how anticipated exclusivity influences luxury buying decisions.
3. Understanding how negative past experiences alter expectations.

	9. Fostering Empathy in Consumer Engagement
	Advocates for creating authentic, trust-building relationships by focusing on consumers’ emotional needs.
	1. Banks offering financial plans tailored to life milestones.
2. Healthcare facilities prioritizing emotional comfort in patient experiences.
3. Nonprofits aligning donor narratives with beneficiary stories for connection.

	10. Theoretical Implications
	Challenging existing frameworks by integrating experiential and emotional dimensions, encouraging broader models of consumer behavior.
	1. Refining loyalty theories to include emotional narratives.
2. Introducing sensory experiences in value perception models.
3. Expanding decision-making theories with temporal factors.

	11. Practical Implications
	Offers actionable insights for practitioners to design consumer-centric strategies that foster long-term loyalty and engagement.
	1. Personalized vacation packages reflecting consumer aspirations.
2. Luxury boutiques enhancing exclusivity with ambient elements.
3. Storytelling campaigns highlighting brand heritage.

	12. Encouraging a Paradigm Shift in Consumer Research
	Promotes moving from transactional approaches to experience-driven strategies, emphasizing emotional, sensory, and psychological connections.
	1. Sustainability-focused brands like Patagonia are leveraging ethical sourcing narratives to align with consumer values.
2. Apple is fostering engagement through seamless product ecosystems.
3. Fast fashion brands are creating experiential campaigns for Gen Z consumers.

	13. Limitations and Future Research Directions
	Acknowledges context-specific findings and the subjectivity of phenomenology, suggesting mixed-method approaches and longitudinal studies to enhance insights.
	1. Exploring AI-driven personalization using phenomenology.
2. Integrating qualitative insights with survey data for broader applicability.
3. Tracking evolving consumer behaviors in dynamic markets.
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Table 2 A.  Phenomenological Research Steps on Consumer Behavior

	Step
	Phase
	Description
	Examples of Actions

	1
	Define Research Question
	Formulate a straightforward, phenomenologically aligned question focusing on lived experiences.
	· "What is the experience of using wearable technology for health tracking?"
· "How do consumers experience virtual reality shopping?"
· "What are the emotional impacts of brand storytelling on consumer loyalty?"
· "How does the sense of community within brand fandoms affect consumer identity?"



	2
	Literature Review
	Survey existing literature to identify gaps and theoretical frameworks.
	· Review articles on emotional branding and consumer engagement.
· Analyzing research on consumer reactions to technology in shopping.
· Studying theories of social identity in brand communities.
· Exploring previous findings on narrative marketing and its effects on consumer perception.



	3
	Participant Selection
	Use purposive sampling to choose individuals with relevant experiences.
	· Selecting individuals who frequently use fitness trackers.
· Choosing consumers who have experienced VR shopping in the last six months.
· Interviewing loyal customers of a brand known for its storytelling.
· Engaging with active members of online brand fandom forums.



	4
	Data Collection Methodology
	Select qualitative methods, such as interviews and observations, tailored to capture lived experiences.
	· Preparing open-ended interview questions about daily experiences with wearable tech.
· Planning virtual observations of shopping behaviors in VR platforms.
· Creating a narrative inquiry framework for understanding brand storytelling impacts.
· Organizing focus groups within brand communities to discuss identity.



	5
	Conduct Interviews/Observations
	Collect rich, qualitative data in conducive settings.
	· Conducting in-depth interviews in participants' homes to observe tech usage.
· Virtual walkthroughs with consumers in VR shopping environments.
· Story-sharing sessions about brand interactions.
· Community meetups for immersive observation of fandom dynamics.



	6
	Data Analysis
	Employ open coding, axial coding, and thematic analysis to identify and relate themes.
	· Identifying patterns of health consciousness in wearable tech usage.
· Axial coding for themes of immersion and engagement in VR.
· Thematic analysis of emotional connections with brands.
· Coding discussions on community belonging and identity formation.


	7
	Reflexivity and Validation
	Reflect on researcher biases; validate findings with participants or through triangulation.
	· Journaling personal biases towards technology and its impact on analysis.
· Feedback sessions with participants on preliminary VR shopping findings. Triangulating interview and focus group data on storytelling.
· Member checking with community leaders on findings about fandom identity.



	8
	Synthesis of Findings
	Integrate themes into a cohesive narrative that reflects consumer experiences and insights.
	· Developing a comprehensive narrative on the holistic impact of health tracking.
· Synthesizing insights on the sensory and psychological aspects of VR shopping.
· Crafting stories that depict the deep emotional ties with storytelling brands.
· Compiling a narrative on the role of brand communities in shaping consumer self.



	9
	Theoretical Implications
	Discuss how findings contribute to or challenge existing theories in consumer behavior.
	· Proposing a model of tech-mediated health behavior change.
· Challenging existing theories on digital shopping with VR insights.
· Enhancing emotional branding theories with narrative impact evidence.
· Expanding social identity theory in the context of brand fandoms.



	10
	Practical Implications
	Translate findings into actionable insights for marketing practices and consumer engagement.
	· Recommendations for wearable tech companies on enhancing user engagement.
· Strategies for retailers to optimize VR shopping experiences.
· Guidelines for brands on crafting impactful stories.
· Advice for cultivating and leveraging brand communities for identity reinforcement.



	11
	Limitations and Future Research
	Acknowledge the study’s limitations and propose directions for future phenomenological research.
	· Discussing the limited scope of tech users in the study.
· Suggest further research on VR shopping across retail sectors.
· Proposing studies on the long-term effects of storytelling on loyalty.
· Recommending research on the evolution of brand fandoms over time.



	12
	Conclusion and Discussion
	Conclude by summarizing key insights and discussing their broader implications and relevance.
	· Summarizing the integrative role of technology in health and consumer behavior.
· Highlighting the potential of VR to transform retail experiences.
· Emphasizing the power of storytelling in building emotional brand connections.
· Underlining the importance of community in consumer identity construction.
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