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Relationships among sport-products self-congruence, product love,
product trust, and purchase behavior of sports-for-all club members
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Kyung Dong University

[Purpose] The purpose of this study was to analyze the relationships among sport-products

self-congruence, product love, product trust, and purchase behavior of sports-for-all club members
through structural equation model analysis. [Methods] A survey was conducted targetting 227, men &

women in their twenties who are members of MTB, Tennis, Badminton, Golf in at the 8 in Seoul

metropolitan area. For sampling method, convenience sampling method was used, while the
questionnaire was self-administered. In an effort to verify the proposed structural model, this study used
IBM SPSSWIN Ver. 21.0 and AMOS 18.0. [Results] First, actual self-congruence has positive influence

on the product love. Second, ideal self-congruence didn’t have positive influence on the product love.

Third, social self-congruence has positive influence on the product love. Fourth, product love has

positive influence on the product trust. Fifth, product trust has positive influence on the positive

word-of-mouth. Sixth, product trust has positive influence on the repurchase intention. Seventh, product

trust has positive influence on the attitudinal loyalty.

Key words: actual self-congruence, ideal self-congruence, social self-congruence, product love, product
trust, positive word-of-mouth, repurchase intention, attitudinal loyalty
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Figure 1. The Hypothesized Model
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Table 1. Characteristics of respondents

Attributes Content Number Frequency(%)
Male 146 64.3
Gender Female 81 357
Twenties 12 53
Thirties 72 317
Age Forties 87 383
Fifties 51 225
over Sixties 5 2.2

Average of Age 43

Employed 120 52.9
Own business 56 247
Occupation Others 21 9.3
House worker 16 7.0
Not employed 14 2.6
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Table 2. Confirmatory Factor Analysis and Reliabilities

Factors Items SC SE tvalue «a CR AVE
This product expresses my actual image well. 701 421 -
actual self-  This product reflects my actual image well.* - - - 34 759 512
congruence  This product matches my actual image. 667 467 8377
My actual image is similar to those who like this product. 709 482 8.764
This product expresses my ideal image. 693 535 -
ideal self-  This product reflects my ideal image.* - - - sl 8 15
congruence  This product matches my ideal image. .876 171 11.390
My ideal image is similar to those who like this product. .863 202 11319
This product makes my image stand out in social life. 799 291 -
social self-  This product shows my social position. 828 301 14125 915 930 769
congruence  This product has a positive effect on people's view. 911 137 16.087
This product has a good influence on my social evaluation. 894 156 15.690
Love this product. 806 .550 -
product There is a passionate feeling about this product. 723 780  11.634 886 840 570
love This product makes me feel good. 916 295 15213 ° ’
This product makes me happy. 878 472 12413
I can use this product safely.* - - -
product I don't think we'll lose any money if we buy this product 881 176 - 007 95 804
trust This product is reliable. 902 .146 18.722
This product is reliable. .844 239 16.733
[ will recommend this product to many people.* - - -
positive [ will talk about this product to my friends. 764 455 - %69 860 674
word-of-mouth [ will try to say good things about this product. 893 217 13595
I'l let you know positively about this product. 846 344 13.031
I am willing to purchase this product again. 904 181 -
repurchase Will buy this product again. 961 076 24.953 o3 oM 850
Inention [ plan to buy this product continuously. 900 .194 21423
[ will take an active action to purchase this product again.* - - -
[ have a good feeling about this product. 902 128 -
attitudinal 1 have a love for this product. 891 153 18.691 004 01 46
loyalty I have a favorable attitude to this product. 808 256 15754 '
I think the current product is better than the others. 702 398 12431
Fit: ’=493.187, (df=294, p<.001), GFI=.868, CFI=.956, TLI=.948, RMR=.070, RMSEA=.055
*means item deleted in confirmatory factor analysis
MERAS d9n, WAABANE AAE 9 A7Aw
Cronbach’s a7 AFS atiTh. WEEIR/ S H53}7] 9
ol FHAAEA, A4 2w 2 oldste] AT FAINEO MM L EIZM B
2 A sel SRR BEEPIS AFaaT &
3 wEo AT T AN S A=) 98 TR o] APl AMEH SHFEEL 7]|E AFENA] 4
AATHEA S 519 A e T2 FEER sl 4 g
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A3 ddAgA o] ol 8o FAMNEE BF Eg
ste SR gal G4 e8NS AAg 4 &
ARgd gt A3 AFE ¢?=493.187, df=294,

X.001, GFI=.868, CFI=.956, TLI=.948, RMR=.070,
RMSEA=.055% Hair, Black, Babin, Anderson, &
Tatham(2009)°] A|AIg AFe 7S FFAZT
(GFI, CFI, TLI .8~.9°]”, RMR, RMSEA .05~.08
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Table 3. Correlations among Variables

512~ 85002 5 oo™, CRE- 759~ .944= 7
o4e FEa slere 23rdel YT =
AMete AR H7E 4 Jth(Fornell & Larcker,
1981). AHA| g Y-8 (Table 2)9 2t}
o 1:4.1:11\(4).% _ﬁ_ﬂ 0}7] s,qz‘g]] z+ xl;(H Q o]g] A\/Eﬂo]
LA 40 Al ZS A8 o) shaElgAlo] SR e
39 tH(Anderson & Gerbing, 1988). £443} 4
Ag2] AFae .003~.420(.1782~.6482) .= 7}
2 FBAIFe] AlFgke] 42001, /M 22 AVEZ:
S122 FBA AlFwtEe] sh7ide AVE# S 9
ol HHEPY & FH e A o2 FeE Tt AA g
$& (& 3)F Zu w3, nE A AEA S
A7t 712191 .8 Kok WA Yehg e 24 v
12 e A o2 45 AT

o i K 0*

_°,
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o

fo 4 =
N

Oh
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STk AB

AN AFRY T AF7H o g A5 A8 2
2-=% (maximum likelihood method)& 2 -&-ato] 2.3
o Az A2ATE gt AT RE AREE
AZAI}, ($=448.925, df=284, p(.001, GFI=. 874
CFI=.961, TLI=.955, RMR=.068, RMSEA=.051=%
AR 7S FE0I] B2 A Aoz YEyit
utebA 7MaASE s o A polgta s
it MaASARE AT EY, V19 A Hato}
YA A FA O S AL GFE n|A = Aol =

(<]

Factors actual self-  ideal self-  social self-  product product positive repurchase  attitudinal
congruence  congruence —congruence love trust word-of-mouth  intention loyalty
actual self-congruence 1
ideal self-congruence .643%%* 1
social self-congruence .624%* A32%* 1
product love 342%* 178%* 350%* 1
product trust .648%* S17** S81** .520%* 1
positive word-of-mouth 527 A39%* S506%* 345%* .643%* 1
repurchase intention AS5** 397** AT74%* .348%* A89** S568%** 1
attitudinal loyalty 382%* 362%* A31** A12%* S17%* 506** .644%* 1

**p<01, *p<.05
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Table 4. Testing of the Proposed Hypotheses

Hypotheses Paths SC SE t p Acceptance

H1 actual self-congruence—product love .296 111 2.681 .007 Acceptance
H2 ideal self-congruence—product love 132 072 1.837 .066 Rejected
H3 social self-congruence—product love 299 077 3.883 .000 Acceptance
H4 product love—product trust 1.377 208 6.633 .000 Acceptance
HS product trust—positive word-of-mouth .695 073 9.477 .000 Acceptance
H6 product trust—repurchase intention 531 .063 8.475 .000 Acceptance
H7 product trust—attitudinal loyalty .636 074 8.614 .000 Acceptance

Fit: y’=448.925, df =284, p<.001, GFI=.874, CFI=.961, TLI=.955, RMR=.068, RMSEA=051

i< 001, *¥p<01
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