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Investigating the relationship between brand
experience, brand authenticity, brand equity, and
customer satisfaction: Evidence from Vietnam

Van- Dat Tran®* and Ngoc Truc Thao Nguyen?

ABSTRACT: The purpose of this research is to investigate the relationship between
brand experience, brand authenticity, brand equity, and how those factors effect on
customer satisfaction. The measurement model and the conceptual model depict-
ing hypothesized relationships were evaluated based on responses from 295 cus-
tomers using confirmatory factor analysis and structural equation modeling,
accordingly. By empirical analysis, the study developed a new model presenting
positive significant relationships among brand experience, brand authenticity, and
brand equity and customer satisfaction. Especially, it is a valuable contribution to
branding subject that brand experience positively affects the authenticity of the
global brand. Drawing from the study’s findings, managerial implications are dis-
cussed. Customers’ experience about the global brand can increase the authenticity
and equity of the brand in the market as well as understandings of what consumers
feel about products/services in order to improve their satisfaction. Besides, this
study experimented with both concepts and found a positive significant relationship
between brand experience and brand authenticity. The more customers use and
feel the products/services, the more authentic values that the brand has.

Subjects: Services Marketing; Brand Management; Consumer Behaviour; Marketing
Management
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1. Introduction

Branding is one of the most fundamental aspects in order to achieve brand success in business. The brand
represents a guarantee, a trustful relation, and a promise towards the consumers. However, for many
recent years, consumers have enjoyed the benefits of convenience and availability of consumption in
a material world where most products are mass-produced in a standardized production process.
Reimann et al. (2010) stated that when customers have begun to understand that their basic needs
are fulfilled, this contentment creates the necessity of fully understanding what affects customers
throughout their purchasing process. With the emerging of experience economy, more and more
scholars start to put more effort in exploring the knowledge of experiential marketing. Nowadays,
consumers seek out authentic brands and experience the “real deal” in all variety of consumption
scenarios, as it contributes to perceptions of quality and brand imagery (Brown et al., 2003; Grayson &
Martinec, 2004; Holt, 2002; Penaloza, 2000; Thompson & Tambyah, 1999). Recognizing the importance of
perceptions of authenticity, brand managers have often responded by imbuing their brands with indica-
tions of authenticity (Beverland et al., 2008; Beverland & Luxton, 2005). Besides, some marketers have
begun to use authenticity as a brand-positioning strategy and a product appeal (Grayson & Martinec,
2004; Penaloza, 2000). Oh et al. (2019) Finding’s brand authenticity was found to influence the self-
reinforcing assets. In turn, the self-reinforcing assets promoted closeness toward the brand, thereby
increasing the behavioral intentions of consumers to buy a product, visit a store/website in the future and
recommend the brand to other people. Akbar and Wymer (2017) The originality dimension reflect
a brand’s uniqueness and ability to differentiate itself from all other brands. Therefore, according to
the report of Geoff Beattie and Louise Fernley, (2014), we have been accessed the time called “The Age of
Authenticity,” so it should be essential to understand deeply about the importance of authenticity on
customers’ behaviors, and considered as the best way for communication between customers and
companies.

Many useful researches and studies have been investigated recently in branding literature, including
brand personality, brand community, brand trust, brand attachment, brand love, and brand experience
(Aaker,1997; Carroll & Ahuvia, 2006; Delgado-Ballester et al., 2003; J.J. Brakus et al., 2009). However,
marketing practitioners have come to realize that understanding how consumers experience brands is
critical for developing marketing strategies for goods and services. Although customers’ experiences
topic has attracted many concerns, there are few investigations about the experience of customers
toward a brand as well as the influences of it on brand equity and brand authenticity to be developed. J.J.
Brakus et al. (2009) studied the influences of brand authenticity and brand personality on satisfaction. In
addition, Chinomona (2013) had research about the influence of brand experience on brand satisfaction,
trust, and attachment in consumers in South Africa. Tran et al. (2020) found that brand authenticity
positively effect to brand equity and customer satisfaction.

In this sophisticated market, consumers have enough knowledge about the products they want
and need. By trying to use new products for the first time or daily-used products, they can have
their own experience and truly authenticity about those products. Moreover, consumers prefer
using products from companies that have strong brands in the market, and customer behaviors
have a positive impact on brand loyalty (Saxena & Mittal, 2014). Notably, brand experience has
attracted a lot of attention in marketing practice. Marketing practitioners have come to realize that
understanding how consumers experience brands is critical for developing marketing strategies for
goods and services. In addition, there is an argument that authenticity is a key component of
current daily life (Grayson & Martinec, 2004). Moreover, authenticity is at the central position of
consumer roles within virtually every subculture and communal consumption context (Belk &
Costa, 1998; Holt, 1997; Kozinets, 2002). From the company perspectives, effective brand position-
ing and communication strategies lead to a higher competitive advantage and even higher
achievements in business. The more a brand performs and be associated in a manner that is
attached to a noticeable consumer identity, the more meaning the consumer comment to the
brand and the more authentic experience consumers have (Gilmore & Pine, 2007; Reed, 2004).
Moreover, the brand is not just a treasure of company anymore, it has been become the property
of consumers. Therefore, it is definitely essential to having a deeper understanding of how
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customers authenticate towards brand, how they feel and react towards to brands they like and do
not like. Therefore, brand managers can measure dimensions that may affect the authenticity of
their brand, and together with brand equity, they evaluate customers’ experience as well as
customers’ behavior towards their brand.

Branding is one of the most concerning businesses in enterprises. There are many common concepts
when branding is discussed, such as brand equity, customer loyalty, brand awareness, brand image, and
so one. However, there are two concepts that marketers and brand managers have been interacted
recently brand experience and brand authenticity. In order to discover new criteria in branding strategies,
the author would like to develop a model including brand equity, brand experience, and brand authen-
ticity. As a result, the purpose was addressed the influences of the experience about the brand on
customer’s brand authenticity and brand equity, as well as the effect of brand authenticity on the equity
of company’s brand in Vietnamese market. Moreover, it also addressed the impacts of brand experience,
brand authenticity, and brand equity on the degree of Viethamese customer satisfaction towards
a brand. Figure 1 is showed research framework. Based on the certain background and problems
discussed above, main objectives defined as following:

+ To investigate the relationship between brand experience and brand authenticity.

» To investigate the relationship between brand experience and brand equity.

» To investigate the relationship between brand authenticity and brand equity.

* To investigate the relationship between brand authenticity and customer satisfaction.
+ To investigate the relationship between brand equity and customer satisfaction.

+ To investigate the relationship between brand experience and customer satisfaction.

* To recommend some strategies to develop the brand throughout customers’ authenticity and
experience.

2. Literature review

2.1. Theoretical framework

Although limitations in evaluating whether positive or negative experience, J.J. Brakus et al. (2009)
has developed a strong empirical scale for further researches about customer experiential brands.
More important, this model displays discriminant validity from some of the most widely used
branding measures and scales, including brand evaluations, brand involvement, brand attachment,
customer delight, and brand personality. He indicated that brand experience can be conceptualized
as “subjective, internal customer responses” and “behavior responses” towards brand-related
criteria, such as image, logo, communication, and environment (J.J. Brakus et al, 2009).
Experience is the key factor in this study, and Brakus’s model recently is the most suitable for
investigating customer experience on a brand. That is the reason why this scale is applied in the
study. Moreover, the brand Authenticity of Tran (2018) is also the other theoretical framework. They
discovered and built a 17-item brand authenticity scale captures in a reliable and stable way six
dimensions of brand authenticity: virtue, connect, real, aesthetic, control, and original. Despite of
availability of other authenticity scale, the researcher decided to adopt Tran’s measurement scale to
construct the conceptual framework for this study. This model gathered all reviews of authenticity in
branding; thus it can represent fully the meaning of “authenticity”, and be easier to recognize which
elements affect brand authenticity most.

The brand equity model of D. Aaker (1991) is the mother of many later researchers’ findings and
results. Nowadays, this model has been become the typical one when other researchers would like to
measure the equity of different kinds of brands. It probably provides the most comprehensive frame-
work for examining brand equity (Anantachart, 1998). This model reflects exactly factors contributed
to the “brand equity” concept, which can be applied to measure the brand equity in this study.
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2.2. Brand experience

Consumer and marketing research has shown that experiences occur when consumers search for
products when they shop for them and receive service, and when they consume them (Arnould et
al.,2002; Holbrook, 2000; J. J Brakus et al., 2008). Another scientist—Schmitt (1999) argued that when
customers have experience on a product or service, they will have their own sense, feel, think, act, and
relate. Specifically, brand experience can be conceptualized as “a set of responses from consumers in the
form of sensations, feelings, responses, cognitive, and behavioral responses that arise as a reaction to
a stimulus of the brand, which can be found in brand identity, packaging, and communication and/or the
environment in which the brand is marketed” (J.J. Brakus et al., 2009; Schmitt, 1999). Besides that, the
customer experience can be considered as an unreal thing. It is invisible to the eye, silent to the ear,
odorless to the nose, incorporeal to the skin. People cannot imagine exactly what experience does look
like. In conclusion, from the above arguments, the concept of brand experience is interpreted as an
intangible value added to the brand, and mainly the attention on consumers’ sense, feeling, thinking, and
behavior towards products and services.

2.3. Brand authenticity

Today, authenticity is one of the major characteristics of products or services that most consumers have
concerned. However, not many consumers as well as brand marketers can understand clearly what
authenticity means in branding. By some researchers defined that authenticity has been connected
strongly to branding (Beverland & Luxton, 2005; Brown et al., 2003) and consumption behavior (Belk &
Costa, 1998; Holt, 1997; Kozinets, 2002). According to Collins English Dictionary, authenticity talks about
when consumers have real experience or genuine product quality, and reflects truly customers’ thoughts
on mentioning brands they have ever used. Still others adopt broader definitions of authenticity, which is
explained as related generally to ideas of truthfulness, accuracy, honesty, reliability, and genuineness
(Beverland, 2006; Grayson & Martinec, 2004). Another study about this concept, by using semiotics
theory, Gapper (2004) presented two different definitions of object authenticity: when objects have
a real and spatiotemporal connection with the world, and when they physically resemble something
that is authentic. Mason (2011) had gathered other definition and then confirmed the concept of
authenticity, how can it be linked to branding, consumer behavior. He also claimed authenticity has
been used for authorized products and adds to the market value of consumer products and cultural
goods. In addition, it is stated that authenticity is the essence of who the entity is originally with
a permanent association to that entity’s actions, decisions, and philosophy of living up to its own and
others’ expectations (Tran, 2018). Thus, what authenticity relates to in terms of branding is this simple
concept: Authenticity means genuine and trustworthy belief, real and original feeling towards a product
or a service.

2.4. Brand equity

Business world has been understood how important of brand equity in development of the firm. It is
simple to state that there have been many and many scientists investigate the definition of brand equity.
Kim et al. (2008) defined brand equity is one of the significant concepts in academic research, which is an
important strategy in brand management as well as in business practice. Started to be explored in 1980s,
the meaning of brand equity has been debated in a number of different ways and for a number of
different purposes (K.L Keller, 2002). The equity of the brand is the differences between overall brand
preference and multi-attributed preference based on objectively measured attribute levels (Park &
Srinivasan, 1994) According to business dictionary, it is a power of a brand derived from the goodwiill
and name recognition of a firm that has earned for a very long time, which can translate into higher sale
volume and higher profit margins against other brand in competitive market.

Some scientists stated that brand equity is a multidimensional concept and a complex phenomenonin
branding subject. K.L Keller (2002) separated it into two components: awareness and association, and
focuses on brand knowledge. In contrast, D. Aaker (1991) grouped it into five categories: brand aware-
ness, brand loyalty, brand association, perceived quality, and other proprietary brand assets, such as
patents, trademarks, and channel relationships. Based on those dimensions, he defines it as “a set of
assets (and liabilities) linked to a brand’s name and symbol that add to (or subtract from) the value
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provided by a product or service to a firm and/or that firm’s customers”. His definition has become one of
the most popular definitions widely accepted in the branding literature. In summary, brand equity can be
defined as an intangible asset that accrues to a company as a result of its successful efforts to establish
a strong brand depends on value associations made by consumers.

2.5. Customer satisfaction

Basically, customer satisfaction can be defined as a marketing term that estimates how products or
services supplied by a company meet or exceed a customer’s expectation (Zeithaml & Bitner, 2000).
Satisfaction has also been interpreted in different ways in the marketing literature. Some researchers
have argued that satisfaction as an overall evaluation relied on the total amount of purchase
consumption and experience (e.g., Anderson et al., 1994). Moreover, according to Oliver (1997)
customer dissatisfaction is defined as “the summary psychological state resulting when the emotion
surrounding disconfirmed expectations is coupled with a consumer’s prior feelings about the con-
sumer experience”. Another scholar, Chi (2007) confirmed that the satisfaction of customers was the
result of the purchases and the use of services they spent on. The better satisfaction with the service
quality customers congregates, the more pleasure the customer feel, and vice versa (Mevhibe &
Erdogan, 2009). In summary, customer satisfaction measures how well the expectations of
a customer concerning a product or service provided by your company have been approached.

2.6. Hypothesis

According to Bergner (2014), every time consumers interact with a brand, it is an opportunity to
distinguish one brand from other competitors and strengthen its relationship with customers.
Normally, great brands have a very clear idea about who they are and what they stand for, and match
that in tone and character in all of their touch points. In fact, it comes naturally to them, because of that,
the foundation of authenticity exists. Moreover, brands have significant impacts on customer buying
behavior. Brand managers often work hard to understand their audiences’ motivations and needs at
each point in the customer journey, and deliver a “just-in- time” experience at that point. They are careful
not to oversell in the awareness and consideration phases when prospects are seeking knowledge. And
they continue to stay engaged and responsive long afterward to drive customer loyalty and, ultimately,
advocacy. In addition, the more a brand performs and be associated in a manner that is attached to
a noticeable consumer identity, the more meaning the consumer ascribes to the brand and the more
authentic the experience becomes (Gilmore & Pine, 2007; Reed, 2004). Thus, consumers have opportu-
nities to be approached products and experience by their own way, and then they can have original
feeling toward those products and stereotype the brand. In conclusion, authentic experiences are
created when an organization consistently and intentionally meets or exceeds its brand promise and
does so in a manner consistent with customer perceptions. From that, we consider the first hypothesis for
this research, which is displayed below:

H1: Brand experience has positive effect on brand authenticity.

According to Mathwick et al. (2001), consumers today are looking for value, choice, and a great
customer experience. Some authors have investigated that customer value is typically built on experi-
ential perception and is the result of direct or indirect interaction during the consumption process
(Holbrook, 2000; Mathwick et al., 2001). Customer experience is not only about an interaction with service
provider but also thinking and feelings towards the brand and the strength of relationship with the brand
(J.J. Brakus et al., 2009). Besides that, the equity of brand now is considered an important determinant in
branding success. It can present the degree of achievement of an enterprise in building trust and
attractiveness on customers. In the competitive market, a brand with high equity means that customers
have high brand-name awareness, maintain a favorable brand image, perceive the high quality that
brand provides, and are loyal to the brand. Furthermore, the higher levels of brand awareness and the
more positive brand image of an enterprise has, the higher the probability of brand choice increase as
well as the greater consumers be loyalty, and also damages to competitive marketing actions would be
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diminished (K. L. Keller, 1993). With a positive experience, consumers should intend to buy a brand again
and recommend it to others and less likely to buy an alternative brand (Mittal & Wagner, 2001; Oliver,
1997). Besides, customer experience is also strongly factored into brand equity. In addition, previous
research has found that retail design experts, coordinating their efforts, would have an impact on their
success in building up the brand experience and brand experience can increase brand loyalty (Gapper,
2004). Brand experience should affect future-directed consumer loyalty. Therefore, with a strong brand in
market, consumers believe that they will have positive experience towards that brand. As a result, the
following hypothesis is proposed below:

H2: Brand experience has a positive effect on brand equity.

Brand equity is considered as the key value of the brand in the marketplace (Lane 2003. The American
Marketing Association has an explanation of “brand equity” in this way: “From a consumer perspective,
brand equity is based on consumer attitudes about positive brand attributes and favorable conse-
quences of brand use.” Moreover, the brand remains consistent position in the customer’s mind and
the connection between customers and brands is patterned. Therefore, based on those definitions, it is
clear that brand equity accrues over time via consumer learning and decision-making processes.

Communications between firm and consumers must be designed to enhance brand equity
by improving consumers’ perceptions of the firm’s credibility to deliver what is promised (Erdem
& Swait, 2015). Consumers rely only on few piece of information with which they feel confident
to help them decide how the brand might perform.” The amount of information that consumers
seek may be determined by various factors, such as time pressure, previous experience, advice
from friends and the level of involvement in the brand purchase (De Chernatony & McDonald,
1998). Therefore, brand equity has significant impacts on customer buying behavior.
Furthermore, higher brand equity generates higher purchase intentions (Chang & Liu, 2009),
and buyers keep purchasing the same products or brand, responding to branding (Aaker, 1996;
K. L. Keller, 1993). Therefore, while people are consuming the product, they get the brand
experience and brand authenticity, and then acknowledge to brand equity, which can build
foundation by their repurchasing behavior. As a result, the third hypothesis proposed to test
relationship among brand authenticity and brand equity in this study.

H3: Brand authenticity has positive effect on brand equity.

Some researchers have concerned more about an authentic brand in customer’s awareness.
A study from Goldman and Kernis (2002) presented general authenticity was positively associated to
life satisfaction. Derbaix and Derbaix (2010) showed that the connection between perceived authenticity
and perceived value to measure the impact of the latter on the amount of satisfaction felt and more
innovatively on the intention to return. Moreover, the satisfaction of a customer depended on the
performance of the goods coordinated to the expectation of the customer after purchasing (Kotler &
Keller, 2006). Joewono and Kubota (2007) found out that customer satisfaction resulted from the
measurement of products and service based on the customer’s previous experiences as well as the
overall evaluation on the consuming experience. And another study from Lin and Hsieh (2007), it is
indicated that a firm providing a good-quality service could really satisfy the diverse needs on customers,
and customer satisfaction was the overall evaluation of the product and the service based on the
customer’s past experiences. Thus, when customers try products and services from different brands,
they can have opportunities to judge those brands and accumulate into their own experience. The more
customers have original experience about products, the higher the level of their satisfaction is. So it is
expected that brand authenticity have positive impacts on customer satisfaction.
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Figure 1. Research framework.

H4: Brand authenticity has a positive effect on customer satisfaction.

Consumer satisfaction has been regarded a fundamental determinant of long-term busi-
ness success. Many of the research on consumer satisfaction investigate its impact on con-
sumers’ post-consumption evaluations, such as behavioral and attitudinal loyalty (Cooil et al,,
2007). It is widely accepted that satisfied consumers are less price sensitive, less influenced by
competitors’ attack and loyal to the firm longer than dissatisfied customers (Dimitriades, 2006).
In brand equity, there are five dimensions constructed as a strong measurement that can
make influences on customer satisfaction. For instance, according to Keller and Swaminathan
(2003), brand awareness has an important role in decision-making of consumers. When con-
sumers want to buy a product, a brand name they think immediately is the product has higher
brand awareness. Obviously, the brand strength depends on the perceptions of customers.
Satisfied and loyal customers demonstrate positive perceptions of the brand (Cheha & Hashim,
2007). In addition, the more loyal customers express to the firm, the less pressure, and risky
that firm is to competitive challenges. So managers can implement successful values and
generate remarkable strategies generating brand equity value in customers mind (Anderson
et al,, 1994). Therefore, the fifth hypothesis is developed as follow:

H5: Brand equity has a positive effect on customer satisfaction.

There have not been had an official scale to measure customer satisfaction. Customer
satisfaction has long been recognized as a process (Oliver, 1997) and is the difference
between consumers’ perceived and expected performance of a product or service. In other
words, when performance of the products/services is higher than expected, customers
express happy and satisfied to it, while dissatisfaction occurs when performance is lower
than expected. The basis for consumer satisfaction or dissatisfaction lies in mankind’s ability
to learn from past experiences. These long-lasting brand experiences, stored in consumer
memory, should affect consumer satisfaction and loyalty (Oliver, 1997; Reichheld et al.,
1996). J.J. Brakus et al. (2009) had investigated the statistically significant relationship
between brand experience and customer satisfaction. Brand experience has positive effects
on brand satisfaction, trust, and loyalty (Sahin et al, 2011). Overall, to gain customer
satisfaction, some argue that organizations need to exceed predictive expectations of custo-
mers, rather than just satisfy expectations (Spreng & Mackoy, 1996). Therefore, the more
customer have experiences on products or services of one brand, the more they feel satisfied
with.

H6: Brand Experience has a positive effect on Customer Satisfaction.

Brand
Hi Authenticity Hq4
Hs
Hs
Brand Customer
Experience Satisfaction
Y - Hs
H: Brand Equity
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3. Methodology

3.1. Research model

The purpose of the research is to examine about the relationship among brand authenticity on
customer experience about brand and the equity of the brand, as well as the influences of brand
equity on customer’s experience. And then, there is an investigation on how those relationships
affect customer satisfaction. From literature review and conceptual hypotheses, the research
model tested in this study is displayed as following:

3.2. Questionnaire design

The purpose of questionnaire is to develop empirical evidence and to match with the research’s
objectives and the research model. This questionnaire is prepared and directly distributed to
people who have had experiences on at least one global brand such as Nike, Apple, and
McDonald’s in order to collect their opinions. The language of the questionnaire is simple, clear,
and easy to understand and answer. The statements in the questionnaire are clear and short,
avoids making the respondents confused. There are two parts of the questionnaire. The first part
consists of questions for measuring brand experience and the relationship with three other factors:
brand equity, brand authenticity, and customer satisfaction. The second part includes demo-
graphic questions to collect personal information (age, gender, education level, job situation,
and monthly income) about respondents.

The questionnaire was designed based on the Likert’s measurement scale. According to Likert
Rensis (1932), it is a kind of question form that respondents rate the level of their agreement on
statements or questions. Likert’s scale has many different types of scales; among those, there are
two scales which are the most common in quantitative analysis that are questions structured with
five-point or seven-point response scale. Likert surveys are quick, efficient, and inexpensive meth-
ods for data collection. Therefore, to be easier for collecting and having more accurate data, the
questionnaire will be designed in the form of Likert 7-point-scale, which is a scale from 1
(Extremely Disagree) to 7 (Extremely Agree).

Before distributing the questionnaires, it is necessary to conduct a pilot testing. It is a small trial,
where a few respondents will take the questionnaire and comment on its structure. Those people
will point out any problems in formatting, unclear questions and other issues in the questionnaire.
Twenty people are chosen to take this trial. It is also better to get recommendation from advisor
and other professors. So through the pilot testing, the questionnaire will be improved in reliability
and validity in order to ensure accurate and consistent understanding among all respondents,
thereby make the data collection more successful. 9 items J.J. Brakus et al. (2009), 13 items Brand
authenticity (Tran, 2018); 6 items Brand Equity (D. Aaker, 1991); 4 items Customer (Oliver, 1997).

3.3. Sample and data collection

3.3.1. Sample

The target sample is the customers, who are living in Vietnam, have experience with one of three
famous world brand, such as Nike, Apple, and McDonald’s. Definitely, Nike, Apple, and McDonald’s
were mentioned. Moreover, these brands are probably well known to Viethamese customers, thus,
these are suitable for choose. Furthermore, for this kind of population, it is too large and unknown
so convenience sampling method was chosen to apply in this study. It is the way that the data can
be collected based on the convenience of the respondent’s approach, where investigators can
meet their target population easily. One important thing is that due to the limit of time, human
resources, and budget, this sampling method is the most feasible.
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3.3.2. Data collection

In order to ensure reliable findings of the research and prevent subjective opinions towards the
research, the study is divided into two sources of data for investigating—primary data and
secondary data. The primary data consists of data collected from questionnaires. Those were all
printed out in paper, delivered directly to the respondents and collected right after respondents
filled in. Although distributing paper questionnaire face to face is costly and time consuming of
interpreting into electronic database later, its advantages are to bring back to researchers almost
completed responses within a short period of time and to ensure the clear understanding of
respondents about the questionnaire. At first, questionnaires were sent to family, friends, etc.,
and then they were distributed to customers in supermarkets, coffees, parks, universities, etc., who
have experienced one of three researched brands—Nike, Apple, and McDonald’s. The questionnaire
collection was conducted about 5 months, with nearly 320 questionnaires delivered out. Secondary
data is simply defined as data gathered through such existing. It includes published books, articles,
web pages, online newspaper, and available database of academic achievements from previous
researchers. These data only used for reflecting the current background and for the theoretical
literature. Thus, the secondary data was mostly compared to the primary data which was collected
in this research to show the results and new findings in this research.

Table 1. Respondent profile

Category Number of respondents Percentage
Gender .

Male 124 42%
Female 171 58%
Age .

Less than 20 years old 44 15%
20-29 years old 200 68%
30-39 years old 36 12%
40-49 years old 6 2%
Over 50 years old ' 9 3%
Education

College/University 233 79%
Vocational Trainning . 41 14%
Master or higher 6 2%
High school or less 15 5%
Job Categories .

Expert 38 13%
Student 132 45%
Officer 95 32%
Other 30 10%
Monthly Income .

Under 3 million VND 138 47%
3-7 million VND 118 40%
8-15 million VND ' 30 10%
Over 15 million VND 9 3%
Brand name

Nike ' 24%
McDonald’s 30%
Apple 46%
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4. Research results

4.1. Sample demographic

Demographic data are the characteristics of human population. In this study, demographic ques-
tions are used to determine gender, age, job, and monthly income of respondents so that we can
find out and compare the differences in experience and opinions between subgroups. There are
320 questionnaires delivered directly to customers in Vietnam. Because some customers did not
complete their questionnaires and had consistent answers for all questions, 25 questionnaires
were deleted from the analysis process. After the process of screening and editing, the total of 295
valid questionnaires were used to analyze in this research.

In conclusion, the summary of Cronbach’s Alpha for each variable is shown in table 4.15.
According to it, the minimum value of Cronbach’s Alpha is of brand experience (0.854), and the
highest one is 0.896 from Brand Equity. Moreover, there are three items deleted from the scale,
which are BEX9, BA4, and BA11 because of the low values of corrected item-total correlation.
Besides, these values do not exceed 0.95, which proves that there is no significant multicollinearity
(Bland & Altman, 1997). Based on the above-mentioned rules of thumb of George and Mallery
(2003), these Cronbach’s alpha values of brand experience, brand authenticity, brand equity, and
customer satisfaction are good, which makes this research worth for further study. Therefore, this
result demonstrates that the measurement scale is well designed and trustworthy.

4.2. Exploratory Factor Analysis—EFA

In all three rounds of the factor analysis process, each KMO is 0.915 (>0.5) with each Total Variance
Explained is 58.886 (>50%) which prove the appropriateness of factor analysis. Likewise, Bartlett’s test of
sphericity was significant with sig. level being 0.000 (p <.001), presenting significant correlation between
the variables to proceed with the analysis. In the first round, initial four components are converted into
five components. Because of low loading and cross-loading factor, there are 10 items deleted out, which
are BA1, BA2, BA7, BE1, BE4, BE9, BE10, BEX3, BEX7, BEX8, and 23 remaining items are kept for the next
step. In the second round, the remained items are clustered into four components. Item BA3, BA6, and
BES8 are removed because of cross-loading factor and there are 20 remaining items. In the third round,
four these components continue to be four major components. There is no items eliminated in this
round, and it does not need to test the analysis again. Finally, the result of last analysis round is described
in the following table. In addition, there are total 16 variables were eliminated from the measurement
scale due to their low loadings and cross-factor loadings. The 20 remained are grouped into four
components. In the component 1, 5 items remained with high loading are BE2, BE3, BE5, BE6, and
BE7; and this component is till named Brand Equity (BE). The six items together stay in component 2
Brand Authenticity (BA) are BA5, BA8, BA9, BA10, BA11, and BA12. For the third component, there are
BEX1, BEX2, BEX4, BEX5, and BEX6. Those items are placed into a group called Brand Experience (BEX).
Lastly, Customer Satisfaction still has its four items in the same group, including CS1, CS2, CS3, and CS4.

4.3. Confirmatory Factor Analysis—CFA

Confirmatory Factory Analysis is a better method to assess the validity and reliability of measures (R.
Bagozzi & Foxall, 1996). The goodness-of-fit of CFA is used to further assess the convergent validity
among the constructs. CFA is applied with following important indexes: Chi-square, Chi-square/df,
Comparative Fit Index (CFI), Tucker & Lewis Index (TLI), Root Mean Square Error Approximation
(RMSEA). The goodness-of-fit for each model was assessed by examining the chi-square statistic, the
comparative fit index (CFI), and the root-mean-square error of approximation (RMSEA), NFI, IFI, and CFI
are greater than 0.90 (Bentler & Bonett, 1980; Hair et al., 1998). GFI and AGFI index exceeds 0.8. Chi-
square/df is equal or lower 2 (Chisquare/df < 3 can be accepted in some cases; Carmines & Mclver, 1981),
and RMSEA is equal or lower 0.08 (RMSEA < 0.05 is excellent; Hair et al., 1998; Steiger, 1990). Those
estimates are the precedents for the reliability of all factors for the next analyzing steps in this research.

CFA results showed that these evidences, which are GFI = 0.911, TLI = 0.95, CFI = 0.957 (>0.9), Chi-
square/df = 1.883 (<2), RMSEA = 0.055 (<0.08) prove the validity and reliability of measurements.

Page 10 of 20



Tran & Nguyen, Cogent Business & Management (2022), 9: 2084968 :&-: Cogent P, b us | Nness & mana gement
https://doi.org/10.1080/23311975.2022.2084968

Table 2. Testing results of reliability and convergent validity of various conceptions

Factor Loading AVE CR
Brand Experience 0.74 0.93

BEX2 This brand induces 0.94
feelings and
sentiments.

BEX3 I do have strong 0.93
emotions for this
brand.

BEX5 This brand 0.83
stimulates my
curiosity and
problem solving.

BEX6 I engage in physical 0.79
actions and
behaviors
when I use this
brand.

BEX7 I engage in a lot of 0.81
thinking when I
encounter this
brand.

Brand Authenticity 0.50 0.86

BAS Authenticity of this 0.70
brand means
reliable.

BA8 The authenticity is 0.71
considered as
prestige of
this brand.

BA9 This brand is 0.71
distinctive image,
good word-

of- mouth and
good quality.
BA10 This brand is 0.75
authentic because
people

should have good
faith and
confidence in their
products.

BA12 I hope everything is 0.67
original enough.
BA13 I'd like consuming 0.71
original products.

Brand Equity 0.55 0.85

BE1 I am familiar with 0.80
this brand.

BE2 Some characteristic 0.74
of this brand comes
to

my mind quickly.
BE4 I like and trust the 0.70
company, which
makes

these products.

BES This brand would be 0.79
my first choice.

(Continued)
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Table2. (Continued)

‘ Factor Loading AVE CR
Brand Experience 0.74 0.93

BE6 I am still willing to 0.67
buy products from
this company even
if its price is a little
higher
than that of its
competitors.

Customer Satisfaction 0.53 0.82

Ccs1 I am satisfied with 0.74
the brand and its
performance.

CS2 I am interested in 0.73
experiencing
products/services of
this brand.

CS3 [ am happy with 0.72
what I did with this
brand.

CS4 I feel good about 0.71
my decision to get
this
brand.

Moreover, as shown in table 4.18, the convergent validity among the constructs, which standardized
regression weights are higher than 0.5 with the significant lower than 0.05 (Gerbing & Anderson, 1988).
Therefore, no item of factors in this model needs to be deleted. In other words, all the items of factors
should be kept in this research for the next step of the data analysis process.

4.4. Reliability and validity

In order to check the reliability and validity of this research model, first of all, correlation testing
was run. The purpose of this test is to investigate the relationships between quantitative variables,
and to measure the strength of the relationship between them. The respondents’ profile is showed
in table 1The result of correlations testing between brand experience (BEX), brand authenticity
(BA), brand equity (BE), and customer satisfaction (CS) is displayed in Table 2.

The above table presents that all the relationships between brand experience and three inde-
pendent variables—brand authenticity, brand equity, and customer satisfaction—are positive. All
these correlations are significant at the level 0.01 level (2-tailed). The strength of the relationships
between variables can be investigated through the coefficient of correlation (r). For instance, brand
experience has a moderate correlation with brand authenticity (r = 0.473), brand equity (r = 0.443),
and customer satisfaction (r = 0.470), respectively. The relationship between brand authenticity
and customer satisfaction are the strongest one (r = 0.563). Following that is the relationship
between brand equity and customer satisfaction with r = 0.543. Finally, brand authenticity and
brand equity have a moderate correlation at r = 0.480. The next step is to check the reliability and
validity of the research model. Reliability was assessed in terms of composite reliability, which
measured the degree to which items are free from random error and therefore yield consistent
results. The local fit of the model was assessed by following local fit criteria: indicator reliability
greater than 0.30; standardized factor loading greater than 0.60 and significant t-value; an
average variance explained (AVE) greater than 0.50; and a composite reliability (CR) greater than
0.60 (R. P. Bagozzi & Yi, 1988).
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Table 3. Correlations testing result

BEX BA BE CS

BEX Pearson 1 L4730 L4 3R 470+

Correlation

Sig. (2-tailed) .000 .000 .000
BA Pearson 1 480 .563*

Correlation

Sig. (2-tailed) .000 .000
BE Pearson 1 543

Correlation

Sig. (2-tailed) .000
CS Pearson 1

Correlation

Sig. (2-tailed)

** Correlation is significant at the 0.01 level (2-tailed).
*. Correlation is significant at the 0.05 level (2-tailed).

Table 4. Discriminant validity and correlations among the constructs

Brand Brand Brand Customer
Experience Authenticity Equity Satisfaction
Brand T4
Experience
Brand L4737 504
Authenticity
Brand Equity 433% 480** .550
Customer 470" 563" 543 523
Satisfaction

** Correlation is significant at the 0.01 level (2-tailed).
*. Correlation is significant at the 0.05 level (2-tailed).

The Table 3 shows the CFA fitting indices. According to Hair et al. (2010), Composite reliabilities
(CR) must be larger than 0.7, which should be more reliable. In this study, ranged from 0.81 to 0.93,
Convergent validity was assessed in terms of factor loadings and average variance extracted.
Definitely, AVE is a strict measure of convergent validity (Malhotra & Dash, 2011). As shown in the
table, all items had significant factor loadings higher than 0.50. Average variances extracted
ranged from 0.504 to 0.742, suggesting adequate convergent validity. Thus, all factors in the
measurement model had adequate reliability. Another important task is to test the Discriminant
validity by comparing the average variance extracted (AVE) with the square correlation between
constructs (Fornell & Larcker, 1981). The AVE were greater than the squared inter-construct
correlation between any pair of constructs, which supports the discriminant validity of the con-
structs. Thus, the measurement model demonstrated discriminate validity, see, in Table 4.

To sum up, there are positive and strong relationship between brand experience, brand authen-
ticity, brand equity, and customer satisfaction. Moreover, this research model has appropriated
reliability, convergent validity, and discriminant validity of the constructs.

4.5. Structural equation modeling—SEM

Structural Equation Modeling is applied to test the hypotheses about the relationships between
brand experience (BEX), brand authenticity (BA), brand equity (BE), and customer satisfaction (CS).
In this analysis, Chi-square, Chi-square/df, Comparative Fit Index (CFI), Tucker & Lewis Index (TLI),
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Figure 2. SEM result Chi-square= 308.862 ; df= 164 ; P= .000
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and Root Mean Square Error Approximation (RMSEA) are used to test the model. A model well fits
the sample data if GFI, TLI, and CFI are equal or above 0.9 (Bentler & Bonett, 1980); Chi-square/df
is equal or lower 2 (Chisquare/df < 3 can be accepted in some cases; Carmines & Mclver, 1981), and
RMSEA is equal or lower 0.08 (RMSEA < 0.05 is excellent; Hair et al., 1998; Steiger, 1990).

According to Figure 2, the research model can be considered as the test of relationship between
one independent variable—brand experience and three dependent variables—brand authenticity,
brand equity, and customer satisfaction. Then, the estimated model fits the data reasonably well,
including x2/DF = 1.883 (<2), CFI = 0.957, GFI = 0.911, and RMSEA = 0.055 (<0.08). The model’s fit as
indicated by these indexes was deemed satisfactory.

The result showed that the relationships between brand experience and brand authenticity,
brand equity, brand authenticity. Brand equity are not only positive but also statistically significant
at the 0.001 level. The relationship among brand authenticity, brand equity, and customer satis-
faction are also positively and statistically significant. Besides, although the relationship between
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brand experience and customer satisfaction have p-value at 0.008, it can indicate that this
relationship is statistically significant at the 0.05 level. Thus, it is also accepted.

Next, it is essential to examine the path coefficients of the structural model. According to
Table 4.22, the relationship brand authenticity—brand equity has the highest Regression Weight
(0.652) which means that brand authenticity has the largest positive impact on brand equity
(B = 0.652 ***, p < 0.001), supporting the hypothesis H3. In other words, the more authentic and
original products/services from that brand are, the more customers feel satisfied and happy.
Besides, brand experience has a high positive impact to brand authenticity (B = 0.500 ***,
p < 0.001) which lead the acceptance of the first hypothesis H1. It also affects brand equity at
the moderate level (B = 0.343 ***, p < 0.001), which can contribute to the support of hypothesis H2.
Additionally, the table also shows that brand experience, brand authenticity, and brand equity
positively influence customer satisfaction. For instance, the effect of brand authenticity on custo-
mer satisfaction is significant (B = 0.344 ***, p < 0.001). So H4 is approved. The effect of brand
equity on customer satisfaction is significant (B = 0.179 ***, p < 0.001), supporting H5. Finally, the
effect of brand experience on customer satisfaction is significant (B = 0.147, p = 0.008), supporting
H6. In summary, it is concluded that all the initial hypotheses, including H1, H2, H3, H4, H5, and H6
are accepted and are statistically significant. In other words, there is positive impact of brand
experience on brand authenticity, brand eqequity,nd customer satisfaction. Brand authenticity has
strong evidences of the positive impacts on brand equity. Furthermore, brand authenticity, brand
equity has a significant relationship with customer satisfaction, respectively.

5. Conclusion and recommendation

5.1. Discussion

Brand experience and brand authenticity are two new concepts that marketers and brand managers
have not concerned much in Vietnamese market. In this research, it is concluded that brand experience
has positive relationships with brand authenticity, brand equity, and customer satisfaction. Although
there are 16 items removed out from 36 items in the initial measurement scale, this scale have adequate
reliability and valuable findings that contribute to a new science model in marketing subject.

Adopting the measurement scale of brand authenticity from a study of Tran (2018) can be
considered as a challenge of this research. Due to the new of the concept and the new scale
constructed, the author had some difficulties in conducting the survey. Moreover, this dimension
has many items eliminated from the research scale. For instance, from 13 items, there are 6 items
remained in the scale, including brand impression on customers’ sense, the effect on customers’
feeling and sentiments, customer’s curiosity, and customers’ reactions to the brand. Although
removed many items, the dimension had kept major measurements that can reflect the definition
of brand authenticity in business and marketing area. All the remained items had high loading
factor and had strong relationships with other investigated dimensions. Besides, academic
research from Tran (2018) developed a model of the investigation of the relationship between
brand authenticity, brand equity, and customer satisfaction. That model concluded that there are
positive correlation between brand authenticity and brand equity. Likewise, the more reliable and
honesty the company express to its customers, the higher degree of satisfaction customers have.
In this study, even though the final research model kept few items in brand authenticity, there are
strong evidence to assert the significant relationship among brand authenticity, and brand equity
as well as brand authenticity and customer satisfaction.

In addition, the study also completely supports to the theory of relationships between brand
equity and customer satisfaction. Many authors investigated the high correlation between how
customers associate and commit to the company and their satisfaction about the quality of
products/services and performance from the company (Aaker (1997), Tong and Hawley (2009),
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and Yoo and Donthu (2001). Therefore, the significant relationship of brand equity and customer
satisfaction make that theory be more reliable and validity.

Brand experience creates and develops trust-based relationship platform between brand and
customer. Brand experiences arise in a variety of settings when consumers search for, shop for,
and consume brands. The acceptance of the sixth hypothesis presenting the relationship between
brand experience and customer satisfaction contribute to the valid of the model construct by J.J.
Brakus et al. (2009). According to his research, brand experience has a direct effect on the satisfaction
of customers, and seems to be a stronger predictor of actual buying behavior of consumers. This
result may be related to the very nature of experience. Through an empirical study of Starbucks in
Taiwan (2014), Walter et al. (2014) confirmed a large positive impact of brand experience on brand
image and a somewhat slighter experience on brand awareness. Thus, by statistical estimates, this
study supported that brand experience has a strong relationship with brand equity.

Last but not least, the important thing in this research is the investigation of the relationship
between brand experience and brand authenticity. Marketing researchers have been beginning to
concern these two concepts. The construct of brand experience and the significant estimates of how
brand experience predicts consumer behavior (J.J. Brakus et al., 2009). Moreover, authenticity is a core
component of successful brands because it forms part of a unique brand identity (Aaker, 1996;
K. L. Keller, 1993). Building authenticity and trust is critical for brands (Anderberg & Morris, 2006).
This study experimented both concepts and found the positive significant relationship among brand
experience, and brand authenticity. The more customers use and feel the products/services, the more
authentic values that brand has. In conclusion, all the findings of this research have validity and
treasure meanings in science, and have practical implications that is presented in the following part.

5.2. Theoretical contributions and managerial implications

This dissertation applied empirical analysis as the key methodology. According to the results in the
previous chapter, the study contributes to the branding literature as well as marketing literature by a new
model investigating the relationships among brand experience, brand authenticity, brand equity, and
customer satisfaction. Moreover, many researchers stated that consumer satisfaction is the major aim of
the marketing concept. If the product performs below the consumers’ expectation, then he/she will
reevaluate satisfaction with the decision, which at its extreme may result in the consumer returning the
product. When the consumer is satisfied with the product’s performance, repeated purchase is more
likely which can improve the equity of the company in the market. Thus, the contribution of development
of a new relationship model between Brand Experience and Customer Satisfaction through the authen-
ticity and equity of the brand is other advance comparing to the previous theory.

First and foremost, that brand must attract all the sense of the customers. If a brand stimulates
the senses, makes the person feel good, and engages the mind and body, a stimulation-seeking
organism may strive to receive such stimulation again. On the contrary, the private nature of
experiences may make them less subject to situational influences than the more social and self-
expressive brand personalities (Aaker, 1999). With colors of the logo or an easy-remembered
name, the products can catch the eyes of customers. When they see those products somewhere
or there is someone mention those products, they can imagine the image of the brand in their
minds. Products of authentic brands usually have higher quality, offer greater values, and be more
likely to be purchased than less authentic brands. Furthermore, those products can be sold at
a significant price premium. This means that managers should work to increase perceptions of
authenticity for their offerings if this is appropriate for the product or service categories.

In addition, it is better for a release of new products that the company wants to test the customers’

behavior towards those products and services. Based on what customers experience, what they feel,
what they think about the product/service in order to make a decision of development of that product/
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service. In other words, approaching to customers like that can convey the authentic image from the
company to them, make them trust and confident in company’s products and services.

The research model in this study can be useful in other further academic research and marketing
business. Many researchers stated that consumer satisfaction is the major aim of the marketing concept.
If the product performs below the consumers’ expectations, then he/she will reevaluate satisfaction with
the decision, which at its extreme may result in the consumer returning the product. When the consumer
is satisfied with the product’s performance, the repeated purchase is more likely which can improve the
equity of the company in the market. Thus, the contribution of development of a new relationship model
between brand experience and customer satisfaction through the authenticity and equity of the brand
can be considered as a theory to make branding strategies for the company. Brand managers should
consider authenticity as the prestige of the company. Moreover, consumers hope everything from the
company can be original. Then, it should carry out appreciated activities from the plan to ensure the
reliability together with distinctive image in order to make the products/services be successful. Besides,
building a new brand name is a difficult task for brand managers. The brand has to transfer specific
characteristics of products/services as well as the company. Brand managers should pay attention to
which value that company and products/services bring to the customers. This means that instead of
attempting to play up the authentic origins of a brand directly, internally in the company, marketing
efforts should take an indirect route, for example, becoming member of the community. Managers
should spend more time with their consumers listening to their needs and interests and how their brand
can meet those needs.

5.3. Limitations and future studies

In this research, respondents were asked about their experience on one of three authentic brands—Nike,
Apple, and McDonald’s. It was a limit because participants could only choose brands that they had used
among three brands. They did not have other options so that the target population was limit. Another
thing is that the research listed three famous authentic brands in globally. They may not be definitely well
known in Vietnam. Therefore, further studies are suggested to investigate more other authentic brands.
However, it is better if there is a survey of the most authentic brands in the researched region as well as
a survey about customers’ experience on brands in order to get various ideas and thoughts to draw
a clearly mind-map of customers. That task will make the research to work easier in choosing brand
names or brand products/services for questionnaires.

The delimitation of this study is in Vietnam because of the limit of time and budget. It means
that all the target customers of three researched brand should be expanded into other regional
global markets in light of significant regional gaps in consumer attitudes and behaviors. Thus, it is
suggested that future researchers should explore potential participants in the whole of Vietnam in
order to have more accurate and more general views of customers’ minds about brand experience
and their satisfaction with authentic brands.

The next limitation is that respondents for this research are almost students and officers who
are in middle-level income group. The author could not interact with ones in high-income class.
They can have other opinions about experiencing many kinds of brands and concerning authentic
products/services. Those opinions can make a contribution to the more objective observations of
customer behaviors about brand experience and brand authenticity.

The other limitation is the research method bias in general. There are certain disadvantages, such as
selection bias, a non-representative sample, and a lack of descriptive or casual research recommenda-
tions. Other methods for future research will be strongly recommended. For example, systematic
sampling could be considered which improves representativeness and is easier to implement than
random sample.

Finally, the author did not investigate the number of times that customer used products/services, and
the antecedents and long-term consequences of brand experiences. For example, regarding
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antecedents, how exactly brand experience dimensions are evoked by brand-related stimuli; how many
times respondents used and were interacted with those brand products. Therefore, future researchers
should focus on those and expand their model. Besides, brand scientists should explore direct and
indirect experience that consumers react to the brands.

Funding
The authors received no direct funding for this research.

Author details

Van- Dat Tran?

E-mail: dattv@buh.edu.vn

E-mail: m.asadullah@iobm.edu.pk

Ngoc Truc Thao Nguyen?

E-mail: nguyenntthaol61@gmail.com

! Head of Marketing Department, Banking University, Ho
Chi Minh City, Vietnam.

2 School of Business, International University, Ho Chi Minh,
Viet Nam.

Disclosure statement
No potential conflict of interest was reported by the author(s).

Citation information

Cite this article as: Investigating the relationship between
brand experience, brand authenticity, brand equity, and
customer satisfaction: Evidence from Vietnam, Van- Dat
Tran & Ngoc Truc Thao Nguyen, Cogent Business &
Management (2022), 9: 2084968.

References

Aaker, D. (1991). Managing brand equity. Free Press.

Aaker, J. L. (1997). Dimension of brand personality.
Journal of Marketing Research, 34(3), 347-356.
https://doi.org/10.1177/002224379703400304

Aaker J L. (1999). The Malleable Self: The Role of Self-
Expression in Persuasion. Journal of Marketing
Research, 36(1), 45-57. https://doi.org/10.1177/
002224379903600104

Akbar, M. M., & Wymer, W. (2017). Refining the concep-
tualization of brand authenticity. Journal of
BrandManagement, 24(1), 14-32 https://doi.org/
10.1057/s41262-016-0023-3.

Anderberg, J., & Morris, J. (2006). Authenticity and
transparency in the advertising industry. Journal
of Management Development, 25(10), 1021-1023.
https://doi.org/10.1108/02621710610708667

Anderson, E. W., Fornell, C., & Lehmann, D. R. (1994).
Customer satisfaction, market share and profitability:
Findings from Sweden. Journal of Marketing, 58(2),
112-122. https://doi.org/10.1177/
002224299405800304

Arnould T. (2002). CREB activation induced by mitochon-
drial dysfunction is a new signaling pathway that
impairs cell proliferation. The EMBO Journal, 21(1),
53-63. http://doi.org/10.1093/emboj/21.1.53

Bagozzi, R. P., & Yi, Y. (1988). On the evaluation of structural
equation models. Journal of the Academy of Marketing
Science, 16(1), 74-94. https://doi.org/10.1007/
BF02723327

Bagozzi, R., & Foxall, G. (1996). Construct validation of
a measure of adaptive-innovative cognitive styles in
consumption. International Journal of Research in
Marketing, 13(3), 201-213. https://doi.org/10.1016/
0167-8116(96)00010-9

Beattie, Geoff, and Louise , Fernley 2014 The Age of
Authenticity Cohn & Wolfe Authentic Brand 2022 https://
communicateonline.me/wp-content/uploads/2015/03/
Authentic-Brands-2014-The-Age-of-Authenticity
FINAL.pdf

Belk, R. W., & Costa, J. A. (1998). The mountain man myth:
A contemporary consuming fantasy. Journal of

Consumer Research, 25(12), 218-240. https://doi.org/
10.1086/209536

Bentler, P. M., & Bonett, D. G. (1980). Significance tests
and goodness of fit in the analysis of covariance
structures. Psychological Bulletin, 88(3), 588-606.
https://doi.org/10.1037/0033-2909.88.3.588

Bergner, D. (2014, April). Is Stop-and-frisk worth it? The
Atlantic

Beverland, M. B., & Luxton, S. (2005). Managing integrated
marketing communication (IMC) through strategic
decoupling: How luxury wine firms retain brand lea-
dership while appearing to be wedded to the past.
Journal of Advertising, 34(4), 103-116. https://doi.
0rg/10.1080/00913367.2005.10639207

Beverland, M. (2006). The ‘real thing: Branding authenti-
city in the luxury wine trade. Journal of Business
Research, 59(2), 251-258. https://doi.org/10.1016/].
jbusres.2005.04.007

Beverland, M. B., Lindgreen, A., & Vink, M. W. (2008). Projecting
authenticity through advertising: Consumer judgments
of advertisers’ claims. Journal of Advertising, 37(1), 5-15.
https://doi.org/10.2753/JOA0091-3367370101

Bland, J. M., & Altman, D. G. (1997). Statistics notes:
Cronbach’s alpha. British Medical Journal 314 7080,
314-572 https://doi.org/10.1136/bmj.314.7080.572

Brakus, J. J., Schmitt, B. H., & Zhang, S. (2008).
Experiential attributes and consumer judgments. In
B. H. Schmitt & D. Rogers (Eds.), Handbook onBrand
and Experience Management. Edward Elgar, 174 .

Brakus, J. J., Schmitt, B. H., & Zarantonello, L. (2009).
Brand experience: What is it? How is it measured?
Does it affect loyalty?. Journal of Marketing, 73(3),
52-68. https://doi.org/10.1509/jmkg.73.3.052

Brown, S., Kozinets, R. V., & Sherry, J., Jr. (2003). Teaching old
brands new tricks: Retro branding and the revival of
brand meaning. Journal of Marketing, 67(3), 19-33.
https://doi.org/10.1509/jmkg.67.3.19.18657

Carmines, E. G., & Mclver, J. P. (1981). Analyzing models
with unobserved variables. In G. W. Bohrnstedt &

E. F. Borgatta (Eds.), Social measurement: Current
issues. Sage, 65-115.

Carroll, B. A., & Ahuvia, A. (2006). Some antecedents and
outcomes of brand love. Marketing Letters, 17(2),
79-89. https://doi.org/10.1007/s11002-006-4219-2

Chang, H. H., &Liu, Y. M. (2009). The impact of brand equity on
brand preference and purchase intention in the service
industries. The Service Industries Journal, 29(12),
1687-1706. https://doi.org/10.1080/
02642060902793557

Che-Ha, Norbani Hashim, Shahrizal Brand equity, customer
satisfaction and loyalty: Malaysian banking sector
International review of business research papers, 3(5),
123-133.

Chi, W. H. (2007). The research of service quality in the
news website, customer satisfaction and loyalty
relation. Quality College Journal, 14(3), 285-299.

Chinomonag, R. (2013). The influences of brand experience on
brand satisfaction, trust and attachment in South Africa.
International Business & Economics Research Journal, 12
(10), 1303-1316 https://doi.org/10.19030/iber.
v12i10.8138.

Cooil B, Keiningham T L, Aksoy L and Hsu M. (2007). A
Longitudinal Analysis of Customer Satisfaction and
Share of Wallet: Investigating the Moderating Effect

Page 18 of 20


https://doi.org/10.1177/002224379703400304
https://doi.org/10.1177/002224379903600104
https://doi.org/10.1177/002224379903600104
https://doi.org/10.1057/s41262-016-0023-3
https://doi.org/10.1057/s41262-016-0023-3
https://doi.org/10.1108/02621710610708667
https://doi.org/10.1177/002224299405800304
https://doi.org/10.1177/002224299405800304
https://doi.org/10.1093/emboj/21.1.53
https://doi.org/10.1007/BF02723327
https://doi.org/10.1007/BF02723327
https://doi.org/10.1016/0167-8116(96)00010-9
https://doi.org/10.1016/0167-8116(96)00010-9
https://communicateonline.me/wp-content/uploads/2015/03/Authentic-Brands-2014-The-Age-of-Authenticity_FINAL.pdf
https://communicateonline.me/wp-content/uploads/2015/03/Authentic-Brands-2014-The-Age-of-Authenticity_FINAL.pdf
https://communicateonline.me/wp-content/uploads/2015/03/Authentic-Brands-2014-The-Age-of-Authenticity_FINAL.pdf
https://communicateonline.me/wp-content/uploads/2015/03/Authentic-Brands-2014-The-Age-of-Authenticity_FINAL.pdf
https://doi.org/10.1086/209536
https://doi.org/10.1086/209536
https://doi.org/10.1037/0033-2909.88.3.588
https://doi.org/10.1080/00913367.2005.10639207
https://doi.org/10.1080/00913367.2005.10639207
https://doi.org/10.1016/j.jbusres.2005.04.007
https://doi.org/10.1016/j.jbusres.2005.04.007
https://doi.org/10.2753/JOA0091-3367370101
https://doi.org/10.1136/bmj.314.7080.572
https://doi.org/10.1509/jmkg.73.3.052
https://doi.org/10.1509/jmkg.67.3.19.18657
https://doi.org/10.1007/s11002-006-4219-2
https://doi.org/10.1080/02642060902793557
https://doi.org/10.1080/02642060902793557
https://doi.org/https://doi.org/10.19030/iber.v12i10.8138
https://doi.org/https://doi.org/10.19030/iber.v12i10.8138

Tran & Nguyen, Cogent Business & Management (2022), 9: 2084968
https://doi.org/10.1080/23311975.2022.2084968

of Customer Characteristics. Journal of Marketing, 71
(1), 67-83. https://doi.org/10.1509/jmkg.71.1.067

De Chernatony, L., & McDonald, M. (1998). Creating
Powerful Brands in Consumer, Services and
IndustrialMarkets (2nd ed.). Butterworth-Heinemann.

Delgado-Ballester, E., Munuera-Aleman, L., & Yague-
Guillen, M. (2003). Development and validation of
a brand trust scale. International Journal of Market
Research, 45(1), 35-53.

Derbaix M and Derbaix C. (2010). Generational Concerts:
In Quest of Authenticity?. Recherche et Applications
en Marketing (English Edition), 25(3), 57-84. https://
doi.org/10.1177/205157071002500303

Dimitriades Z S. (2006). Customer satisfaction, loyalty and
commitment in service organizations. Management
Research News, 29(12), 782-800. https://doi.org/
10.1108/01409170610717817

Fornell C and Larcker D F. (1981). Evaluating Structural
Equation Models with Unobservable Variables and
Measurement Error. Journal of Marketing Research,
18(1), 39-50. 10.1177/002224378101800104

Gapper, J. (2004). The Challenge of turning a brand in to
an object of love. Financial Times, 23(3), 23.

George, D., & Mallery, P. (2003). SPSS for Windows step by
step: A simple guide and reference. 11.0 update (4th
ed.). Allyn & Bacon.

Gerbing, D. W., & Anderson, J. C. (1988). An updated
paradigm for scale development incorporating uni-
dimensionality and its assessment. Journal of
Marketing Research, 25(2), 186-192. https://doi.org/
10.1177/002224378802500207

Gilmore, J. H., & Pine, B. J.II. (2007). Authenticity. Harvard
Business School Press.

Goldman, Brian, and Kernis, Michael. (2002). Role of
Authenticity in Healthy Psychological Functioning
and Subjective Well-being. Annals of the American
Psychotherapy Association, 5(6), 18-20.

Grayson, K., & Martinec, R. (2004). Consumer perceptions
of iconicity and indexicality and their influence on
assessments of authentic market offerings. Journal
of Consumer Research, 31(2), 296-312. https://doi.
0rg/10.1086/422109

Hair, J. F,, Jr., Anderson, E. R., Tatham, L. R., & Black, C. W.
(1998). Multivariate data analysis (5th international
ed.). Prentice-Hall.

Hair, J. F., Black, W. C., Babin, B. J., and Anderson, R. E.
2010 Confirmatory factor analysis. Multivariate data
analysis. Pearson Education, Inc.: Upper Saddle River,
NJ, USA

Holbrook, M. B. (2000). The millennial consumer in the
texts of our times: Experience and entertainment.
Journal of Macromarketing, 20(2), 178-192. https://
doi.org/10.1177/0276146700202008

Holt, D. B. (1997). Poststructuralist lifestyle analysis:
Conceptualizing the social patterning of consumption
in postmodernity?. Journal of Consumer Research, 23
(4), 326-350. https://doi.org/10.1086/209487

Holt, D. B. (2002). Why do brands cause trouble?

A dialectical theory of consumer culture and
branding. Journal of Consumer Research, 29(1),
70-90. https://doi.org/10.1086/339922

Joewono T Basuki and Kubota H. (2007). User satisfaction
with paratransit in competition with motorization in
indonesia: anticipation of future implications.
Transportation, 34(3), 337-354. https://doi.org/
10.1007/s11116-007-9119-7

Keller, K. L. (1993). Conceptualizing, measuring and
managing customer-based brand equity. Journal of
Marketing 57(1) , 1-22. https://doi.org/10.1177/
002224299305700101.

X: cogent.-business & management

Keller, K. L. (2002). Strategic brand management: Building,
measuring, and management brand equity (2nd ed.).
Pearson Education.

Keller K Lane. (2003). Understanding brands, branding
and brand equity. J Direct Data Digit Mark Pract, 57
(1), 1-22. 10.1057/palgrave.im.4340213

Kim, K. H., Kim, K. S., Kim, D. Y., Kim, J. H., & Kang, S. H.
(2008). Brand equity in hospital marketing. Journal of
Business Research, 61(1), 75-82. https://doi.org/10.
1016/j.jbusres.2006.05.010

Kotler, Philip, and Keller, Kevin Lane 2006 New Jersey:
Prentice Hall

Kozinets, R. V. (2002). Can consumers escape the market?
Emancipatory illuminations from burning man.
Journal of Consumer Research, 29(1), 20-38. https://
doi.org/10.1086/339919

Likert, Rensis 1932 A technique for the measurement of
attitudes Archives of psychology

Lin J Chris and Hsieh P. (2007). The influence of technol-
ogy readiness on satisfaction and behavioral inten-
tions toward self-service technologies. Computers in
Human Behavior, 23(3), 1597-1615. 10.1016/j.
chb.2005.07.006

Malhotra, N. K., & Dash, S. (2011). Marketing research: An
applied orientation (6th ed.). New Delhi: Dorling
Kindersley Pvt. Ltd.

Mason, J. (2011). Aesthetic authenticity: Consummatory
experience in the marketplace. Oklahoma State
University. Pub No:3474685.

Mathwick, C., Malhotra, N., & Rigdon, E. (2001).
Experiential value: Conceptualization, measurement
and application in the catalog and Internet shopping
environment. Journal of Retailing, 77(1), 39-56.
https://doi.org/10.1016/50022-4359(00)00045-2

Mevhibe, A., & Erdogan, G. (2009). Implementations of
geographical indications at brand management of
traditional foods in the European Union. African
Journal of Business Management, 4(6), 1059-1068
http://www.academicjournals.org/AJBM.

Mittal, V., & Wagner, A. K. (2001). Satisfaction, repurchase
intent, and repurchase behavior: Investigating the
moderating effect of customer characteristics.
Journal of Marketing Research, 38(1), 131-142.
https://doi.org/10.1509/jmkr.38.1.131.18832

Oh, H., Prado, P., Korelo, J., & Frizzo, F. (2019). The effect of
brand authenticity on consumer-brand relationships.
Journal of Product & Brand Management, 28(2),
231-241. https://doi.org/10.1108/JPBM-09-2017-1567

Oliver, R. L. (1997). Satisfaction: A behavioral perspective
on the consumer. McGraw-Hill/Richard D. Irwin.

Park, C. S., & Srinivasan, V. (1994). A survey-based method
for measuring and understanding brand equity and
its extendibility. Journal of Marketing Research, 31(2),
271-288. https://doi.org/10.1177/
002224379403100210

Penaloza, L. (2000). The commodification of the American
west: Marketers’ production of cultural meanings at
the trade show. Journal of Marketing, 64(4), 82-109.
https://doi.org/10.1509/jmkg.64.4.82.18073

Reed, A.IL. (2004). Activating the self-importance of con-
sumer selves: Exploring identity salience effects on
judgments. Journal of Consumer Research, 2(31),
286-295. https://doi.org/10.1086/422108

Reichheld, Frederick, and Teal, Thomas Smith, Douglas
1996 Boston, MA: Harvard business school press 1 3

Reimann, M., Zaichkowsky, J., Neuhaus, C., Bender, T., &
Weber, B. (2010). Aesthetic package design:

A behavioral, neural, and psychological investigation.
Journal of Consumer Psychology, 20(4), 431-441.
https://doi.org/10.1016/j.jcps.2010.06.009

Page 19 of 20


https://doi.org/https://doi.org/10.1509/jmkg.71.1.067
https://doi.org/https://doi.org/10.1177/205157071002500303
https://doi.org/https://doi.org/10.1177/205157071002500303
https://doi.org/https://doi.org/10.1108/01409170610717817
https://doi.org/https://doi.org/10.1108/01409170610717817
https://doi.org/10.1177/002224378101800104
https://doi.org/10.1177/002224378802500207
https://doi.org/10.1177/002224378802500207
https://doi.org/10.1086/422109
https://doi.org/10.1086/422109
https://doi.org/10.1177/0276146700202008
https://doi.org/10.1177/0276146700202008
https://doi.org/10.1086/209487
https://doi.org/10.1086/339922
https://doi.org/10.1007/s11116-007-9119-7
https://doi.org/10.1007/s11116-007-9119-7
https://doi.org/10.1177/002224299305700101
https://doi.org/10.1177/002224299305700101
https://doi.org/10.1057/palgrave.im.4340213
https://doi.org/10.1016/j.jbusres.2006.05.010
https://doi.org/10.1016/j.jbusres.2006.05.010
https://doi.org/10.1086/339919
https://doi.org/10.1086/339919
https://doi.org/10.1016/j.chb.2005.07.006
https://doi.org/10.1016/j.chb.2005.07.006
https://doi.org/10.1016/S0022-4359(00)00045-2
http://www.academicjournals.org/AJBM
https://doi.org/10.1509/jmkr.38.1.131.18832
https://doi.org/10.1108/JPBM-09-2017-1567
https://doi.org/10.1177/002224379403100210
https://doi.org/10.1177/002224379403100210
https://doi.org/10.1509/jmkg.64.4.82.18073
https://doi.org/10.1086/422108
https://doi.org/10.1016/j.jcps.2010.06.009

Tran & Nguyen, Cogent Business & Management (2022), 9: 2084968
https://doi.org/10.1080/23311975.2022.2084968

cogent--0a

®

Sahin, A., Zehir, C., & Kitapc, H. (2011). The effects of
brand experiences, trust and satisfaction on building
brand loyalty. An empirical research on global
brands. Procedia Social and Behavioral Sciences, 24
(2011), 1288-1301. https://doi.org/10.1016/j.sbspro.
2011.09.143

Saravudh, Anantachart University of Florida A theoretical
study of brand equity: Reconceptualizing and measuring
the construct from an individual consumer perspective
1998

Saxena, M., & Mittal, S. (2014). Literature Review on role
of Brand equity in consumer buying behavior process
in Indian white goods industry. International Journal
of Business and Management, 5(1), 75-84.

Schmitt, B. H. (1999). Experiential marketing: how to get
customers to sense, feel, think, act, relate to your
company and brands. The Free Press.

Spreng, R. A,, & Mackoy, R. D. (1996). An empirical examina-
tion of a model of perceived service quality and
satisfaction. Journal of Retailing, 72(2), 201-214. https://
doi.org/10.1016/50022-4359(96)90014-7

Steiger, J. H. (1990). Structural model evaluation and
modification. Multivariate Behavioral Research, 25
(2), 214. https://doi.org/10.1207/
s15327906mbr2502_4

Thompson, C. J., & Tambyah, K. (1999). Trying to Be
Cosmopolitan. Journal of Consumer Research, 26(12),
214-241. https://doi.org/10.1086/209560

X: cogent.-business & management

Tong, X., & Hawley, J. M. (2009). Measuring
customer-based brand equity: Empirical evidence
from the sportswear market in China. Journal of
Product & Brand Management, 18(4), 262-271.
https://doi.org/10.1108/10610420910972783

Tran, V. D. (2018). The brand authenticity scale:
Development and validation. Contemporary
Management Research, 14(4), 277-291. https://doi.
org/10.7903/cmr.18581

Tran, V. D., Vo, T. N. L., & Dinh, T. Q. (2020). The
Relationship between Brand Authenticity. Brand
Equity and Customer Satisfaction.

Tilin E and Joffre S. (2015). The Information-Economics
Perspective on Brand Equity. FNT in Marketing, 10(1), 1-
59. https://doi.org/10.1561/1700000041

Walter, N., Cleff, T., & Lin, C. (2014). Can you feel it? -
The effect of brand experience on brand equity.
The IUP Journal of Brand Management, 11(2),
7-27.

Yoo, B., & Donthu, N. (2001). Developing and validation
a multidimensional consumer-based brand equity
scale. Journal of Business Research, 52(1), 1-14.
https://doi.org/10.1016/50148-2963(99)00098-3.

Zeithaml, V. A., & Bitner, M. J. (2000). Services marketing:
Integrating customer focus across the firm (2nd ed.).
McGraw-Hill Companies.

© 2022 The Author(s). This open access article is distributed under a Creative Commons Attribution (CC-BY) 4.0 license.

You are free to:

Share — copy and redistribute the material in any medium or format.
Adapt — remix, transform, and build upon the material for any purpose, even commercially.
The licensor cannot revoke these freedoms as long as you follow the license terms.

Under the following terms:

Attribution — You must give appropriate credit, provide a link to the license, and indicate if changes were made.
You may do so in any reasonable manner, but not in any way that suggests the licensor endorses you or your use.

No additional restrictions

You may not apply legal terms or technological measures that legally restrict others from doing anything the license permits.

Cogent Business & Management (ISSN: 2331-1975) is published by Cogent OA, part of Taylor & Francis Group.

Publishing with Cogent OA ensures:

«  Immediate, universal access to your article on publication

»  High visibility and discoverability via the Cogent OA website as well as Taylor & Francis Online

+  Download and citation statistics for your article

*  Rapid online publication

«  Input from, and dialog with, expert editors and editorial boards

+  Retention of full copyright of your article

*  Guaranteed legacy preservation of your article

«  Discounts and waivers for authors in developing regions

Submit your manuscript to a Cogent OA journal at www.CogentOA.com

Page 20 of 20


https://doi.org/10.1016/j.sbspro.2011.09.143
https://doi.org/10.1016/j.sbspro.2011.09.143
https://doi.org/10.1016/S0022-4359(96)90014-7
https://doi.org/10.1016/S0022-4359(96)90014-7
https://doi.org/10.1207/s15327906mbr2502_4
https://doi.org/10.1207/s15327906mbr2502_4
https://doi.org/10.1086/209560
https://doi.org/10.1108/10610420910972783
https://doi.org/10.7903/cmr.18581
https://doi.org/10.7903/cmr.18581
https://doi.org/10.1561/1700000041
https://doi.org/10.1016/S0148-2963(99)00098-3

	1.  Introduction
	2.  Literature review
	2.1.  Theoretical framework
	2.2.  Brand experience
	2.3.  Brand authenticity
	2.4.  Brand equity
	2.5.  Customer satisfaction
	2.6.  Hypothesis

	3.  Methodology
	3.1.  Research model
	3.2.  Questionnaire design
	3.3.  Sample and data collection
	3.3.1.  Sample
	3.3.2.  Data collection


	4.  Research results
	4.1.  Sample demographic
	4.2.  Exploratory Factor Analysis—EFA
	4.3.  Confirmatory Factor Analysis—CFA
	4.4.  Reliability and validity
	4.5.  Structural equation modeling—SEM

	5.  Conclusion and recommendation
	5.1.  Discussion
	5.2.  Theoretical contributions and managerial implications
	5.3.  Limitations and future studies

	Funding
	Author details
	Disclosure statement
	References

