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Abstract The purpose of this study is to investigate the effect of brand experience on brand
engagement and customer delight on sports brands belonging to experiential products. In addition,
we examined how brand engagement influences consumers’ perceptions, emotions, and behavioral
responses to brands. As a result, it was confirmed that the brand experience has a positive
influence on the brand engagement, customer delight, and brand satisfaction. In particular, it has
been confirmed that brand engagement has a positive influence on brand loyalty, so that
customers with high brand engagement tend to establish a long-term relationship with the brand.
In addition, brand satisfaction has a positive effect on customer delight. Therefore, it is necessary
for the brand manager to utilize the brand experience elements and brand engagement to enhance
the value of the long-term relationship between the customers and the brand.
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Table 1 Confirmatory Factor Analysis
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Table 3 Path Analysis Result

. Brand Experience — Brand Engagement

Hl

H2 : Brand Experience — Brand satisfaction

H3 : Brand Experience — Customer Delight

H4 : Brand Engagement — Brand satisfaction

H5 : Brand Engagement — Customer Delight
H6 : Brand Engagement — Brand Loyalty
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