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Purpose: This study investigates how the relationship benefits perceived by customers with refractive errors across
different types of optical shops influence customer value and repurchase intention. Methods: A survey was conducted
among 299 customers who purchased frames, lenses, or contact lenses from optical shops. The data collected were analyzed
using factor analysis and path analysis with AMOS 19.0 to test the hypothesized relationships among relationship benefits,
customer value, and repurchase intention. Results: The findings indicate that the four dimensions of relationship benefits—
psychological, social, economic, and customization benefits—significantly influenced customer value and repurchase
intention, although the magnitude of their effects varied across dimensions. Conclusions: Highlighting the critical role of
long-term relationship building in an increasingly competitive market, this study suggests that optical shops must
strategically manage these relationship benefits to enhance customer value and foster long-term repurchase intentions.
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Table 1. Demographic characteristics of the sample

Person Rate (%)

Gender M 129 43.1

F 170 56.9

0~1,500,000 56 18.7

1,510,000~2,000,000 38 12.7

2,010,000~3,000,000 59 19.7

Incozzgfn)/ 3,010,000~4,000,000 43 14.4

4,010,000~5,000,000 57 19.1

5,010,000~6,000,000 25 8.4

6,010,000~0 21 7.0

Mass optical shop 31 10.4

Form of Mass franchise optical shop 82 27.4

optical shop Small optical shop 132 44.1

Small franchise optical shop 54 18.1

Imported luxury frame 19 6.4

Imported house frame 34 114

Frame Domestic luxury frame 109 36.5

Domestic house frame 37 12.4

Cheap frame 100 334

Imported single vision lens 62 20.7

Lens Domestic single vision lens 209 69.9

Imported multi vision lens 7 2.3

Domestic multi vision lens 19 6.4

1/2year 59 19.7

Frequency of 1/1year 83 27.8

visit 1/6month 110 36.8

1/3month 47 15.7
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Factor loading

Factor & Question Eigen value Variance Reliability
amount
Psychological benefit
- Comfortable fleeing 0.796
- Precise, comfort glasses & C/L 0.851 2.863 20451 0.844
- Close & trust relationship 0.710
Social benefit
- Kindness of optometrist 0.666
- Familiarity of optometrist 0.639 1.893 13.518 0.778
- Information offering relationship 0.707
Economic benefit
- Low-cost spending 0.553
- Additional discount & free sample 0.798 2.605 18.608 0.807
- Price discount & accumulated mileage 0.785
- Free sample & accessory for revisit 0.683
Customization benefit
- Customized vision test 0.683
- Precise, detailed vision test & fitting 0.763 2.676 19.113 0.851
- Firstly introduce of New goods 0.701
- Customized sale for preferred goods 0.799
Table 3. Exploratory factor analysis of customer value
Factor & Question Factor loading amount Eigen value Variance Reliability
More than price vision test value 0.874
More than effort vision test value 0.883
- — 3.101 77.530 0.902
More than time vision test value 0.901
Comparative advantage vision test value 0.864
Table 4. Exploratory factor analysis of repurchase intention
Factor & Question Factor loading amount Eigen value Variance Reliability
Continued use intention 0.877
Use intention for additional cost 0.765
Introduce to friends and acquaintance 0.885 3.743 74.857 0.916
Favorite recommending for others 0.898
High revisit possibility 0.894
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Table 5. Confirmatory factor analysis results
First Final ) RM
Scale question  question X P CMIM/DF RMR GFI AGFI NFI SEA
Psychological benefit 3 3 - - 0.000 0.000 1 - 1 -
Social benefit 3 3 - - 0.000 0.000 1 - 1 -
Economic benefit 4 4 2.781 0.249 1.391 0.010 0.998 0.996 0.994 0.036
Customization benefit 4 4 5.839 0.000 2.919 0.017 0.912 0.558 0.881 0.285
Customer value 4 4 3.627 0.163 1.813 0.015 0.974 0.871 0.976 0.049
Repurchase intention 5 5 2.084 0.000 5.719 0.021 0.963 0.888 0.973 0.096

CMIM/DF:

chi-square minimum/degree of freedom, RMR: root mean square residual, GFI: goodness-of-fit index, AGFI: adjusted

goodness-of-fit index, NFI: normed fit index, RMSEA: root mean square error of approximation
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Psychological benefit

Social benefit

Economic benefit Customization benefit

Psychological benefit 1

Social benefit 0.608" 1
Economic benefit 0.441" 0.626™ 1
Customization benefit 0.249" 0.276" 0.300™ 1
Construct reliability 0.860 0.711 0.801 0.827
AVE! 0.671 0.451 0.506 0.545
Table 7. Model fit indices
Study P df CMIM/DF  RMR GFI AGFI NFI CFI RM SEA
model 510.989 216 2.366 0.045 0.873 0.837 0.870 0.919 0.068
CMIM/DEF: chi-square minimum/degree of freedom, RMR: root mean square residual, GFI: goodness-of-fit index, AGFI: adjusted

goodness-of-fit index, NFI: normed fit index, RMSEA: root mean square error of approximation
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Hypothesis Hypothesis path Path coefficient S.E. CR. Acceptance or rejection
H1 Psychological benefit — customer value 0.297 0.082 3.620 Acceptance
H?2 Social benefit — customer value 0.034 0.075 0.454 Rejection
H3 Economic benefit — customer value 0.140 0.071 1.961 Acceptance
H 4 Customization benefit — customer value 0.126 0.093 1.354 Rejection
HS Psychological benefit — repurchase intention 0.433 0.118 3.655 Acceptance
H6 Social benefit — repurchase intention -0.421 0.114 -3.689 Rejection
H7 Economic benefit — repurchase intention 0.341 0.105 3.246 Acceptance
HS Customization benefit — repurchase intention 0.444 0.137 3.241 Acceptance

S.E.: standard error, C.R.:

critical ratio

Psychological
benefit

0.297(3.620)

Customer
value

Social
benefit

Economic

Repurchase
benefit P

intention

03AT(3.226)

0.126(1:354)

0.444(3.241) Acceptance ——>

Rejection ------>

Customization
benefit

Fig. 1. Results of hypothesis testing.
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