Journal of Service Research and Studies http://dx.doi.org/10.18807/jsrs.2018.8.3.097

U BA=AF SUAY BAE BAFY 2

= x
f9F
1 A& 4. 7V AFE
2. |4 WA g 7 41. 2184 9 g3 AF
21 2YAd B Ay 9 42. 7VA%
A" A 5. A&
2.2. YA BARE A 51 dA7A7e] QofF g AARY
3. A7y 52. A9 A 9 FF AL
3L A7=d A
32, We] 223 Ao Abstract
33 AsF3
2of
2 A7E B AT 329 $UA BASAH0] SUAY HUE BABE @ AT AL 98 AzHes
AZs) A8, uAlg 2=l SSG.ukA ol 44 E o] e 210 9] FakxY tigtgal ARl S oz sl ATE
AP3H ek AFRELS vl o 2 SPSS 25,03 LISREL 8308 o]&3te] 7HE& A3 Asl F 12719 7M. F e

s

7HAOHE e Alsta BE 7ol A EIATE ofol TRt 7] A= vt 2

A AA, A BAE AY 5 AAZAY] Wis vt 2o 1A FUAE BRE AdS Bl A0}
D, BAE YA 2), &HIA-EAE FACHE ol BF AHe] Y& mAL o
HAEFIANOME Dol B9 9= mALL AT, LRA-EAE AACHE Hol= %
ety BiE FUAE 2EA-EHAE A0 6o AW %L WAL e AR dEign F WA,
AHIA-BRERA = Ao =M 7), RS0 8), BRESA 840 9ol BT BHe] FFE vAE Zo®
Uebgth miAee s SUAd B Hdle At A gt 2 RA ATifdEs 7R =0HE 1009
Beshd 840 1ol 257 A2l 92 MAL e AR Yepston, 7o s BAES 8240 09
FFe VAL Y= A= Yy

FAof SUAYE, HAE AHF, BAE {F HAE FYA, LHA-HHE 3

AeA(20189 5€ 169), =AY(12k 20183 89 10Y), AAMYL(20183 8¢Y 28Y)
o] =& oligtn wujATH Aol ot AFEHI S

Al 1AAL AEEUER 849 BuF, jwock@cup.ac.kr

#x WAIAZ) FollEgnl AMH| 2~ AR ATA ZW S, young25n@dau.ac.kr

wie BAd TSR k=293 34, tapwing0860@naver.com

97


mailto:jwock@cup.ac.kr

MH|AHT, HgE 3=, 2018. 9

1. ME

AT FEAdAA 7P Z olere A" 7]
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Fig 1. Research Model
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Tab. 1. Demographic Characteristics

il

SHY HEAE AAstL

Zl—— ez
20169 9¢ 199~ 99
F 25097} B5sigich 24
Fz 02 2105
Aseile), BRo| 7

frequency(%) Total
Male 120(57.1) 210
Gender
Female 90(42.9) (100)
20's 150(71.4)
Age 30's 50(23.8) 210
; ' (100)
40's 10(4.8)
undergraduate 130(61.9) 210
Job Employees 75(36.7)
(100
Etc 5(2.4)
Home shopping 7(3.3)
Frequently used Open Market 70(33.4) 210
brands Social commerce 130(61.9) (100)
Etc 3(1.4)
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Tab. 2. Confirmatory Factor Analysis(Brand Experience)

8919

4 4% F 2240900 o ey 2

st 4 Avk= <R D, <G DH %

242 Fa) Al

gl

RS

Varlable 1st 2nd Cronbachs | Construct
aria SE t-vale R SE | tvae | R2 Alpha | reliability | AVE
82 - 67
. 93 16.29 87
Think 6 1471 £ 46 5.78 21 906
77 12.56 .59
59 - .35
A7 4.75 14
Sense 2 305 - .65 6.62 43 0.782
91 9.06 .83
5 — D) 0.800 0.512
. .69 8.53 A48
Emotion 23 10.04 =7 83 8.14 .69 .849
79 9.48 .63
A7 - 22
70 6.10 50
Act 20 6.35 3 85 6.02 72 745
.68 6.02 A7
)(2:329.68(p10.00), df=100, GFI=0.92, CFI=0.87, AGFI=0.87, NFI=0.89, RMR=0.09%
Tab. 3. Confirmatory Factor Analysis(Consumer-Brand Relationship)
Varlable 1st Znd Cronbachs | Construct
SE t—vale R SE | tvae | R2 Alpha | reliability | AVE
87 - 75
Self-Connectio .89 17.52 79
n 90 1780 20 .80 11.54 .64 .940
82 15.16 67
.64 - 41
. .83 10.04 .69
901 .
commitment 01 10.82 29 b6 6.66 31 907 0.90 0.608
.83 10.03 .68
76 - 57
Tntimacy 20 | 1340 | 8l 72 | 913 | =2 923
82 13.19 67
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81 12.00 .65
77 - .59
Interdependence .86 13.42 74 93 11.76 .86 882
91 14.22 .83
91 - 84
_ 95 24.72 .90
Partnership 90 2151 2 78 11.87 .61 .890
81 16.54 .66
74 - 55
Nostalgic 91 13.65 82
Connection 92 13.87 85 84 10.54 7 880
.32 12.25 .68
X=580.47(p=0.00), df=224, GFI=091, CFI=0.93, AGFI=0.82, NFI=0.88, RMR=0.069
2 AT HA 2y tigk A8 g5 A 7L0501 AEAST 2 17k 123 AgE A
5o S 2 821el BRI 89 BAdl BAVE 7} ol sleAel 8 S AE Uen} a7
SeS Tl F A drol ch SN D9} Tl B AMEE Susnts @ - 3
WARSKE HE Lol SIFQ0IRAe Axs T
Sk A2 070V, AR 07013, BUFE

Tab. 4. Confirmatory Factor Analysis(Exogenous Variable)

Cronbachs Construct

Varlable S.E t-vale Alpha reliability AVE
Al 549
) 5l 7.01

Brand Experience - 107 01 0.714 0589
8 11.55
Brand 0 1555

ran

Trust 89 1515 85 0.866 0.687
63 1064
Brand 2 12.24

ran

Identification 155 771 142 0.757 0515

6 11.19
X°=65.18(p=0.01), df=32, CFI=0.95, IFI=0.98, GFI=0.94, AGFI=0.90, NFI=0.91, RMR=0.063
Tab. 5. Confirmatory Factor Analysis(Endogenous Variable)
Cronbachs Construct

Varlable S.E t-vale Alpha reliability AVE

78 13.03
Consumer-Brand Y 8.97 -

Relationship 7 1144 839 0893 0584

33 1561
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77 12.74
3 1427
Reousch 3 1305
purchase
Intention 87 1539 81 0.8%0 0.709
87 1539
Word-of-Mouth 2 181
ora-or—viou
Intention &2 1357 73 0.806 0.593
51 751
Brand Extensi 71 1155
I an NSI0NS
‘Acceptability 91 1649 802 082 0716
9 1626
X>=65.18(p=0.01), df=32, CFI=0.95, IFI=0.98, GFI=0.94, AGFI=0.90, NFI=0.91, RMR=0.063
AHEFA L I EAHAVE) Y AF 32 o g W] Bl F5E R FAY
Z AAdal] Hlas] ®BW, 2= AVE Al #tol At
AEor Ate AL & F oy, o] uet
Tab. 6. Discriminant Analysis
Consumer-Bra ‘Word-of-Mo Brand
Brand Brand Brand R R Repurchase .
Experience Trust Identification = RelStIOnShl Intention In‘rzrtl}gion A]i)cd:;) r;}[;)ﬂlj:y
prand 767
Xperience
Brand 350 .829°
rand, 467 282 718
Consumer-Brand *
Relationship .341 .022 .318 .780
Repurchase .294 .263 .220 402 842"
Word of Mouth 319 074 200 535 460 770°
Brand Btensions 252 125 157 441 655 473 846"
* = AVE Al¥
4.2. 71 HAS oA u, 1z]ar RMRe|] 0.050]3tY wi, AGFI7}
0.80014, NFI7F 09014 o Ht} £& mgo=z
B o) A1mge AAsy] 98 LISREL 830  B7HH £ A7 A7EFe BrietiEm x2f
S o83t ARG ANsIgon, AA Azr  AHTE & 3 Hoh Her, RMRE 5 EE U=
S AR Az P=17.35(d=6,  p=0.0D), g ddshs ghol 7R wEsiaL glo] a7 A
RMSEA=0.098 GFI=0.97, AGFI=0.90, NFI=0.95, JE9] AAIAE Adsirlo] Fe7) gl &
NNFI=0.91, CFI=0.97, RMR=0.041& zi= =3go] e}t T ASEAN A2 U 7H A" RS Ay
WOk GutHow mae) ARw A4¢l GAZE 09 0 HW HKGE D3I A
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Tab. 7. Hypothesis Testing

th
Hypothesis pz,l . t-vale Results
coefficient
H1 Brand Experience — Brand Trust .35 5.39 supported
H2 Brand Experience — Brand Identification 42 6.48 supported
H3 Brand Experience — Consumer-Brand Relationship 22 2.96 supported
H4 Brand Trust — Brand Identification 14 2.09 supported
H5 Brand Trust — Consumer-Brand Relationship .09 1.33 No support
H6 Brand Identification — Consumer-Brand Relationship 19 2.60 supported
H7 Consumer-Brand Relationship — Repurchase Intention 40 6.33 supported
H8 Consumer-Brand RelIatlons.hlp — Word-of-Mouth e 6.83 supported
ntention
Consumer-Brand Relationship — Brand Extensions -
H9 Acceptability 15 2.46 supported
H10 Repurchase Intention — Word-of-Mouth Intention .29 4.81 supported
H11 | Repurchase Intention — Brand Extensions Acceptability 53 9.14 supported
Word-of-Mouth Intention — Brand Extensions
HI12 Acceptability 15 2.44 supported

X*=17.35(df=6, p=0.01), RMSEA=0.098 GFI=0.97, AGFI=0.90, NFI=0.95, NNFI=0.91, CFI=0.97, RMR=0.041
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A Study on the Influence of Omni-Channel Brand Experience on
Omni-Channel Brand Relationship Formation and Achievements

Jungwon Ock*, Daehong Yun**, Yeolwoo Kang***

ABSTRACT

This study was intended to empirically examine the influence that the omni-channel brand experience
would have on omni-channel brand relationship formation and achievements. All hypotheses were
adopted, except for 1 hypothesis(Hypothesis 5), among 12 hypotheses. Specific results were as below:

First, omni-channel brand experience had a positive(+) influence on brand trust(Hypothesis 1), brand
identification(Hypothesis 2), and consumer-brand relationship(Hypothesis 3) as a whole. The brand trust
had a positive(+) influence on brand identification(Hypothesis 4), but did not have statistically significant
influence on consumer-brand relationship(Hypothesis 5). Meanwhile, brand identification had a positive(+)
influence on consumer-brand relationship(Hypothesis 6). Second, consumer-brand relationship had a
positive(+) influence on re-purchase intention(Hypothesis 7), word-of-mouth intention(Hypothesis 8), and
brand extension acceptability(Hypothesis 9) as a whole. Finally, omni-channel brand showed the following
relationship with and achievements. re-purchase intention had a positive(+) influence on both
word-of-mouth  intention(Hypothesis 10) and brand extension acceptability(Hypothesis 11) while
word-of-mouth intention had a positive(+) influence on brand extension acceptability.

The results of this study may provide theoretical and practical implications for marketing managers’
understanding and strategy planning in connection with consumer experience and relationship formation
promoted recently by omni-channel brands of distribution companies.

Keywords: Omni-Channel, Brand Experience, Brand Trust, Brand Identification, Consumer-Brand
Relationship
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