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Abstract

Due to accelerating industry globalization and intensifying competition, brand
management has become increasing more important. Better brand management can help
create product differentiation, establish customers’ preference and loyalty and win good
reputation. It has become a source of competition advantages. How to make customers
accept enterprise brand, have positive brand attitude and enhance satisfaction and loyalty
are concerns of enterprises. This study discusses customer perception of functional image,
symbolic image and experiential image of enterprises to understand the effect on the
customers’ attitude and post-purchase behavior (satisfaction, loyalty and repurchase
intention) and analyze strength of relationship between the different dimensions to establish
structural relationship. This study selected MOS Burger as the target enterprise for
empirical research. A questionnaire survey was conducted and 547 valid samples were
retrieved. The results showed that: (1) the enterprise functional and experience image have
a significantly positive effect on the customers brand attitude; (2) the customers brand
attitude has a significantly positive effect on the satisfaction, loyalty and repurchase
intention; (3) the customers satisfaction and loyalty have a significantly positive effect on
repurchase intention. Thus, the entrepreneurs should pay more attention to brand functional

image and experiential image.
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