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Purpose: Strategic implications of brand management were suggested by empirically analyzing the influence of franchise
brand experience on customer satisfaction and brand attachment. Methods: Brand experience was divided into sensory,
emotional, cognitive, and behavioral experience based on previous studies in which the influences on customer satisfaction and
brand attachment were empirically analyzed. A survey was conducted targeting franchise contact lens visitors from March 1 to
March 31, 2019, and data were analyzed with frequency analysis, reliability and validity analysis, and structure equation model
analysis using SPSS 20.0 and AMOS 20.0. Results: First, the sensory, emotional, and behavioral experiences of franchise
brand experience were found to have a positive influence on customer satisfaction, unlike cognitive experience. Second,
emotional and behavioral experiences were found to have a positive influence on brand attachment, whereas sensory and
cognitive experiences did not have a significant influence. Third, customer satisfaction was found to have a positive influence
on brand attachment. Conclusions : Emotional and behavioral experiences have positive influences on customer satisfaction
and brand attachment. To build long-term relationships with customers, it is important for brand management to induce an

emotional approach and physical experience.
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Table 1. Concept and measured items
Concept Items Number of items Reference
Sensory

Sensory experience

Strong impression
Visual interest

Emotional experience
Brand

Emotional
Special feeling
Thoughtfulness
Pleasure

Brakus et al.l'”
Shon YK,
Yoon KG™”

experience

Cognitive experience

Stimulation to curiosity
Learning information
Thought induction

Lee KM, Lee YJ?2!

Behavioral experience

Physical experience induction
Influence on behavior
Visit induction

Customer
satisfaction

Overall service satisfaction
Contact lens use satisfaction
Repurchase intention

Thomson?
Shon YK, Yoon KGP%

Brand attachment

Affection
Passion
Bonding

Thomson et al.'®

Vol. 25, No. 4, December 2020

J Korean Ophthalmic Opt Soc.



366 Yun-Sil Cho

W)

& sjeratr] 9s) A

[o5

el i A7EAE 54
_]

N
r=
u
fn
el
m
on
0z
Ar
1=

SARY Y AF=E AD3H7] 98], RMSEA, GFI,
CFI, RMR, NFI AFES ARS3te] ERIEHATE YRkl
P52 RMSEA 0.1 ©]3}, GFI 0.99)%, CFI 0.9°]%,
RMR 0.05¢]3}, NFI 0.9°]3°]™ 23] Taple 33 2o] B5F
AZTFTE AL Ao SHEYF Y Hd=rt 78§
7V Fo g FIHQ)

Table 2. Demographic characteristics

Classification Frequency Percent (%)
Male 19 10.9
Sex

Female 154 89.1
10-19 34 19.6
Age ( ) 20-29 70 40.5

e (years
gy 30-39 52 30.1
40 and above 17 9.8

Table 3. Factor analysis and reliability analysis
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Factor Critical Composite s
Factor Items loading Ratio reliability AVE Cronbach’s o
Sensory 0.927
Sensory Strong impression 0.825 18.973 0.956 0.835 0.862
experience
Visual interest 0.936 19.652
Emotional 0.861
i Special feelin, 0.913 19.216
Emotional P £ 0.982 0.961 0.965
experience Thoughtfulness 0.879 18.062
Brand Pleasure 0.892 18.574
experience
- Stimulation to curiosity 0.903
Cognitive Learning information 0918 23.429 0.981 0.959 0.962
experience
Thought induction 0.932 24.018
. Physical experience induction 0.895
Behavioral Influence on behavior 0.921 23.072 0.984 0.965 0.971
experience
Visit induction 0.935 24.208
Overall service satisfaction 0.873
Customer Contact lens use satisfaction 0.936 25.783 0.973 0.871 0.884
satisfaction
Repurchase intention 0.917 24.154
Affection 0.921
Brand attachment Passion 0.913 23.273 0.964 0.849 0.853
Bonding 0.938 24.836

y>=731.27 (df=481, p=0.000), RMSEA=0.083, GFI=0.923, CFI=0.928, RMR=0.041, NFI=0.932
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Table 4. Hypothesis verification results

Hypothesis Path Path coeftficient CR. Verification result
Hypothesis 1-1 Sensory experience — Customer satisfaction 0.125 1.984* Accept
Hypothesis 1-2 Emotional experience — Customer satisfaction 0.562 9.013** Accept
Hypothesis 1-3 Cognitive experience — Customer satisfaction 0.023 0.271 Reject
Hypothesis 1-4 Behavioral experience — Customer satisfaction 0.171 2.323* Accept
Hypothesis 2 Customer satisfaction — Brand attachment 0.354 3.176%* Accept
Hypothesis 3-1 Sensory experience — Brand attachment 0.109 1.593 Reject
Hypothesis 3-2 Emotional experience — Brand attachment 0.326 2.862%* Accept
Hypothesis 3-3 Cognitive experience — Brand attachment 0.132 1.628 Reject
Hypothesis 3-4 Behavioral experience — Brand attachment 0.335 2.917** Accept

¥*=856.35 (df=508, p=0.000), RMSEA=0.079, GF1=0.929, CFI=0.933, RMR=0.038, NF1=0.918

£p<0.05, **p<0.01
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