HEotetedT, 2016, M273, HM3%, 575-587.
Korean Journal of Sport Science
2016, Vol. 27. No. 3, 575-587.

The Relationships among Purchasing Tendencies, Brand Identification,
Consumer-Brand Relationships, and Brand Loyalty of Sports Club Members

Se-Hyuk Park' & Jung-Hee Jung’*
!Seoul National Univ. of Science and Technology & *Dannkook University

The purpose of this study was to investigate the relationships among purchasing tendencies, brand
identification, consumer-brand relationships, and brand loyalty by analyzing structural equation model. A
survey was conducted by using members(n=220) of 8 sport clubs located in Chungcheong Province. The
data were recorded and analyzed using the SPSSWIN Ver. 21.0 and AMOS 18.0 to analyze the structural
equation model. The findings of this study were as follows: First, brand purchasing had a significantly
negative effect on brand identification. Second, rational purchasing was found to impact significantly on
brand identification. Third, loyal purchasing did not show significant impact on brand identification.
Firth, brand identification was found to significantly influence on brand love, brand interdependence,
and brand loyalty. Fifth, brand love had no positive impact on brand loyalty. Finally, interdependence
was found to impact significantly and positively on brand loyalty.

Key words: purchasing tendencies, consumer-brand relationships, brand identification, brand love, brand
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Fig. 1. The Hypothesized Model
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Table 1. Chracteristics of Respondents

(Table 1)3} Zt}

Attributes Content Number Frequency(%)
Male 180 81.4
Gender
Female 40 18.2
Twenties 38 17.3
Thirties 53 24.1
Age Fourties 65 29.5
Fifties 58 26.4
over Sixties 6 2.7
Average
of Agge 42.2 ages
Below 1 year 25 114
Expetience Below 3 years 28 12.7
of Sport  Below 5 years 46 20.9
Engagement  Below 7 years 72 327
Over 7 years 49 21.3
Employed 113 513
Own Business 48 21.8
Occupation Others 43 19.5
House worker 11 5.0
Not employed 5 23
TANEO FAN Ho| U &F
of AFAM AHEE MFE2 B Bobd 71T AT
oA om NF 29} Bl A5E SHETE A8dd
of A7 FAdl giA FH 5t A&l on, A
*é%i—% & (Table 2)°] AIABATE.
2F2GE PGS Tol U BE, 30, 92
E3Hohe Trlgele] ojd AwAe A5 2 PYES
ojnleitt, ZHPES Koo(2011), Kang et al.(2014),
Hwang et al.(2007)8] AFoA A& =338
o) AF B Wi St} BALTNYF 67,
%aa?-uﬁw T2Y, FYATIYY 58T 5 F 18
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Table 2. Confirmatory Factor Analysis and Reliabilities

Factors Items SC SE t-value @ CR AVE
I try to purchas this prestigious brand. 707 216 -
Brand [ think brand is critical in purchasing a sport product. 727 472 9.592 20 830 551
purchasing T tend to purchase a well-known brand. 769 244 10.094
I think well-known brands are better than not well-known brands. .600 .681 8.056
I tend to tour several stores to save money while purchasing a product. .654 613 -
) I tend to wait for sales promotion days in purchasing a product. 799 361 9.846
Plia;‘l‘;zig [ invest time to buy a reasonable and quality product. 855 263 10299 784 865 572
I tend to buy a product which is really needed. 795 311 9.810
Generally, I compare different brands to buy a reasonable and quality product. .557 429 5.972
I tend to consistently buy a same brand If I am satisfied with it. 847 424 -
Loyal [ generally buy a same brand product. 904 285 17412
Purch}z]lsing In general, I buy a sport product in a habitual manner. .878 407 16.635 o2l 7660
If T am satisfied with a product, I tend to buy the same brand. 832 572 15218
The (OCbrand image is similar with my value. 860 270 -
B@d I can express myself through Tthe (OObrand. 919 .160 19.386
Identifi- ] ] o . ) 941 938 792
cation My image is almost identical with the (OObrand's image. 925 173 19.644
My OCbrand is similar with my personality. 879 241 17.724
I really like to use the (OObrand product. 763 323 -
Brand The OCbrand is emotionally and strongly attached to me. J47 284 10.721 06 84l 576
Love [ may feel disappointed if the (O)Cbrand is not sold anymore in the market.  .854 .182 11.895
Any brand can not be substitutable with the (OCbrand. 525 786 7.423
The centrality of my life is on the (OCbran. 858 320 -
Brand 1oy feel empty if 1 would not use the OCbrand. 924 170 19.563
Interde- 942 931 772
dendency I feel that I have known the (OObrand for a long period of time. 931 .169 19.860
I know the OCbrand very well. 871 288 17.396

If I can't find the OCbrand in a store in shopping, I would not buy

other brand products. 07686 -

Brand Even though the (OObrand is more expensive than other company's
Loyalty brand, I may buy the ()Cbrand product.
I will consistently buy the (OObrand product. 892 278 12.091
I would like to repurchase the (OCbrand. 749 495 10.342
Fit: %%=473.709 (df=353, p=.000), GFI=.878, CFI=.973, TLI=.969, RMR=.046, RMSEA=.040

.890 286 12.065 878 857 .602

Balo g A8t Kim(2015), La(2009)7} A3t SAGES 43
HAS U= AH|Ap7} Aofelu] A & g3l & o 4oz FAGT

g Bz dig 7 dAte g Hosilen, & B SAE 5% Hillzd gig) vk &zt

ofoln| x| ¢} Hel=olnx] o] XNHYEE STt = 7k ol IAE 53 A

= 2be @A of&ta iz ole] o
A3EL Fournier(2008), Tuskej et al.(2013), H 334 Aol Agd B34 74
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Table 3. Correlations among Variables
Factors Brand Rational Loyal Brand Brand Brand Brand
Purchasing Purchasing Purchasing  Identification Love Interdependency ~ Loyalty
Brand Purchasing 1
Rational Purchasing S56%H* 1
Loyal Purchasing A56%H* 252%% 1
Brand Identification A10%* 260%* .041%* 1
Brand Love 7097 .60 1% .048* .091* 1
Brand Interdependency = .450%** 147 d11% 678%F* .099* 1
Brand Loyalty S43%kk .107* .144%* 709%** .105%* 722k 1
M 4.2580 3.7055 3.2477 2.9625 3.8966 2.9841 2.8614
SD 66354 73960 1.16650 .96130 70293 1.01742 97695
= pK.001, **p(.01
Table 4. Testing of the Proposed Hypotheses
Hypotheses Paths SC SE t P Acceptance
H1 Brand Purchasing—Brand Identification -373 183 -2.035 042 Rejected
H2 Rational Purchasing—Brand Identification 214 .108 1.984 047 Accepted
H3 Loyal Purchasing—Brand Identification .075 .063 1.199 231 Rejected
H4 Brand Identification—Brand Love 122 .045 2.734 .006 Accepted
H5 Brand Identification—>Brand Interdependency .876 .069 12.701 .000 Accepted
H6 Brand Identification—>Brand Loyalty 249 .093 2.677 007 Accepted
H7 Brand Love—Brand Loyalty .042 .066 .634 526 Rejected
H8 Brand Interdependency—Brand Loyalty 425 .090 4.710 .000 Accepted
2YAFE: 22=439.029, df=334, p=.000, GFI=.883, CF1=.976, TLI=.973, RMR=.057, RMSEA=.038
“**pC.001, **p.01, *p(.05
nd Aot e ARAF=.075, 1.1992 p).231 nAA et Aol
FEAM fralAQ dFE mIA 1 e Aoz yehd APAFell A BE Bzl g 21744 9743} 2
Z17E . olH g Ade FHEAES A5, B W= AHlA Lol dgiart @k (Shin
ool AAS B O Al 22 A stuat et al., 2006)& 7543} HEBAN O] JAJA LH] 7}
e BASTNYGO BLFE BASTANE Yol HAIE BASSAA 3 (+)9 FFE Pl ATHLee
AN, AES FASH AAAE GO 2 g0l ATE & Lee, 2013)E A4k el Aokl ol A
E O A9 28sn 89 BEYT FAGE  FAE UELISE Pld 245 YERAE
HelH o2 S Aol £24E HASFAAG F 2 FalA A oA AEA A9 HA=S B
AH9 JFE viATke Aot £ AT ohge]  LAHA YA, o] AT AT2FEATY AFx
57 773 SYBACE PYAG FABA= B EF o) Al HAE FAa fHHAE F74
2AFE YN 5 GRACE SYBASE TS A BAsplncke A0 FAE vimsta Al
T A T Ee BAeEdAd 4 dFE  Eede SAee FEA 7lE M EAEEYA
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