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Abstract

The purpose of this study was to investigate the relationships between sports commitment, sportswear brand
satisfaction, and brand loyalty of female university students in their 20s. Two hundred surveys were distributed to
female university students, and 185 responses were used for the final analysis. The SPSS program was used with
a reliability test and factor, frequency, path analysis. Based on the literature review, the following five hypotheses
were suggested. H1: Cognitive commitment will have a positive effect on the behavioral commitment of sports
commitment factors. H2: The behavioral commitment of female university students will have a positive effect on
brand satisfaction. H3: Sportswear brand satisfaction will have a positive effect on continuous brand loyalty. H4:
Cognitive commitment will have a positive effect on habitual brand loyalty. H5: Continuous brand loyalty will have
a positive effect on habitual brand loyalty. The results of this study showed that first, after the factor analysis,
there were two factors of sports commitment (behavioral commitment and cognitive commitment). Second, the path
analysis results revealed that there were significant relationships between sports commitment factors (cognitive
commitment and behavioral commitment), sportswear brand satisfaction, and brand loyalty factors (continuous brand
loyalty and habitual brand loyalty). The results revealed that cognitive commitment had a positive relationship with
behavioral commitment, which had a positive relationship with sportswear brand satisfaction. Sportswear brand
satisfaction had a positive relationship with continuous brand loyalty, which had a positive relationship with habitual
brand loyalty. Cognitive commitment also had a positive relationship with habitual brand loyalty.

Keywords: sportswear(Z=ZZ5)9]), sports commitment(>&Z %)), brand satisfaction(2#E TFHEE), brand
loyalty(EHE FH5)
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I1l. Methods

1. Hypothesized model
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{Fig. 1) Hypothesized model

Sportswear
Brand
satisfaction
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2. Research subjects and data collection
£ AT ZA S 200 Ao R Mg

ok HEA S ZAAOR AR ol f B o
o] BUA, BB SO o8| 2nxdolE
27 A g, vas sbgx Jg7el Fob et

AEC] F5EI JE5S AslA '% 9l7] uj
Fo|thKang & Lee, 2003). ol H]ZA= z
H HE YO Z AFZg o] HAE 9

= _Z_Xé 3}7

E
)
i)
rsL‘
M
o
mlo
o |
e
ol
ol
N
$o Ho 1
> S

é _>'4 O_L,
L)
2
L
12
Fl
r
&
iy
o
oft
oy
)
=
of
Lo
Ee)

Al *é%

[ ol 01)1'

17(9.4%), 5~10% ¢ mako] 62“2(34.4%), 10~20
ok 9 w|nho] 68%(37.8%), 20~305+ ¢ ©lgto] 151
(8.3%), 302+ & o]Afo] 18‘:8‘(10%)2i 10~209+ 4
ujgto] 7b4 B2 A0 Uehyith A% EEE 20
A7} 5378(28.6%), 21417} 4198(22.2%), 22417} 31
(16.8%), 23417} 297(15.7%), 24417} 13%(7.0%),
25A17F 1678(8.6%), 26417F 2H(1.1%) 22 e
1:}- _Zr.i :rL%]g]_k: /\E_y‘igﬂq EEEOEL: i/‘_OJ:L
o2 AYdolF, =R d/FHEH, A=xF
S Yt

@ =

3. Measurement instrument
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4. Data analysis

IV. Results and Discussion

1. Exploratory factor analysis of sports commit-
ment

2 =4 veytth ol A% ke g 1% EEY d ol FFE 2A2A T AAe
tholl 54, <dd 2¥A grbel 13 Fol 53 2 (Table 1>°ﬂ Hol&= A3t 2ol 2719] 2Rlo] =&
AE HEZ ZYaQch B A7) BHQ Ax2 glom, F wiwe 82.14%S AYs Ao e
Aol Pl F7gat7] st SEANA 7HE Wk 221 12 eyl vigt 144%2_% 2ol 2
ol A7k Fefste AxE FEI o) mE X~ St Qe 2wl ek Jue} Fga geld e
Ex9)o] BACE AYREE shol To] e & P B9 FFe) AEES Jnlste] IKHS 625,
FEY, 2E20] HUS VEE Y JEFYES  AHEE J12 Uegeh 29 25 AAEY o
stk A HE iAol FA s Ax = o Bgow Aol Pl e AEH TTHEA
dol HASE vol7] 29(33.5%), T2 379 259 AEAEG $ES Sy A4S &7 L $Fo
(20.0%), HIAE 27%(14.6%), F1F 17%(9.2%), ©] 3k ol o] ALE on|sl= Ao R T3k 375 Al
A2 1195(5.9%), oFEIth2 978(4.9%), EAXLTL X = 8022 YETE o= Kim, C. H.(2011), Jang
(Table 1) Factor analysis of sports commitment
. 4 Total 1y fiability
Factor | Eigen | Variance| variance
Factor Item . . (Cron-
loading | value | (%) |explained )
bach's a)
(")
I often imagine myself exercising fabulously. .84
I feel very happy when I do sports that I do at present. .82
. I would like to exercise what I do now most if I have spare
Behavioral | . 801 625 | 2047 | 2715 | m1
commitment
I feel happy when I think about the sports activity that I 75
do at present. ’
I will keep doing the sports that I do at present. .70
I am proud of the sports activity that I do at present. .81
I think I and committed to the sports I do at present. .76
Cogn.itive I try to gather information about. t.he skills and exercise o 375 | 1475 814 80
commitment | methods of my present sports activity.
I watch any newspaper or TV broadcasting of the sports ©
that 1 do at present preferentially. '
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2. Confirmatory factor analysis
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3. Results of path analysis

AR AYE AFE (Table 3)o vepd vt
of o] ¥ A7 By Rwg A A7, =
97.18(df=184, p<.001), GFI=0.92, AGFI=0.90, NFI=0.97,
RMR=0.042 GFIS} AGFI7} 25 .90 o4} C 2 e}
U A7yl B3 2gel e Fgws} AgH Ak

200 of iAo SEES 59120191 BB
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(Table 2) Fit statistics for measures
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LxZgo} HAE Wrt goAls o= yet
ok Egh Ay xgle] BAE NEET) Foldy
5 mxzso] Bl e A& ST} ¥
ol Ao 2 Jehyth o] ok AR EYF A2
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Atk TG 2 AelA 5299 sheesd
Z 9 Egvto] BHAE wE7te g n)z A
= g, A8 AT (Kim, 2011a; Lee, 2010; Doh,
2010)90 M= ALNEY & AAEY BF AT

Continuous
brand
loyalty

Behavioral 3ge 54
commitment  / Sportswear —
Brand

satisfaction

T [

Cognitive
commitment pres

{Fig. 2) Path coefficient in the model

Habitual
brand
loyalty

Measures X RMR GFI AGFI TLI CFI P

Sports commitment 27.74 .04 93 .96 .98 97 .04
Sportswear brand satisfaction 16.85 .03 95 .95 .94 .98 .02
Brand loyalty 5.14 .04 94 97 .96 94 .04

(Table 3) Results of path analysis
Dependent variable Independent variable B Adjusted R F value
Behavioral commitment Cognitive commitment 707 39 171.74™
Sportswear brand satisfaction Behavioral commitment 38" 29 94.74”
Continuous brand loyalty Sportswear brand satisfaction 547 33 12717
Habitual brand loyalty Cognitive commitment ’23*** L 107.75™
Continuous brand loyalty A6

x?=97.18, RMR=.04, RMSEA=03, GFI=92, AGFI=90, NFI=97, CFI=.94

ok

<01,

ook

<001

- 680 —



Vol. 23, No. 4 o]

Kim, Kim, & Kim(2009), Lee(2012) 2 Kim et al.
(2008)9] A7-AFet FALSHY, & AFolAMs B
HE BELr A&H FAE JFS WAL, o
= £33 407 AAd"EYgE Ho Aol7})
ATt

V. Conclusion

A LER

sk

& Wgol

i

ko

1o o

gl

Uebsth &4, 20t A e
A FAEURJMA=Y, 2x24 o] B

SEEEIDIE R

ko |o
o

=
o
ki

¢

FHEe

A E

oX
2=
oy
2

rd

i
=
e
N
do
:O.L_',
o
fitl
e
1%
o
ot
iy,
o

oy 2 I
o
1o
Q{J
3
" E
-
a
rn

N
Ho
ofl

o ml.u
jines
>,
Ho
of
=2

HE o
ot

2 O T ok R

oft mu <y

Db oto o mX 32 fd of |

Mo

|o

u

i

po

2

do o

wgo|p

LN

[o K

oo

L

T o

l%i it

o o

= 0

o Mo m
X

L =2

o

T

& o oo
oo 2 ol

Mo
offl
o
o d
o
ox
I
i |o
s
o
n
)
ob
kd

o 2
w |
2
E o
off mg £ o

k=)

<

[y o
=)
L2
E |z
=

[

[N
s
2
o
r
I
b
Mo [z
Hir
o

%3

._.
~
vy

=
s

[

)
Bzt

o 297
ol o)
sfel

& o
gt F5ES

o
. o
[y
|

o, &
of

0 ==
o e
jus)

-

2 Foge b
to

» 8

g
rg
b
o
S

rir

kv

B
X0,
tjo
=
o
T

N2
9,
[}
>
ol

o
(N
o dlo

ox. o
b1 ot

e, ofy
ko
~
zo M0

o
2
e
=

o
fr
2L
£

ot
fd
Mo ol

015 Folsh 200 ofoh4
%'_]

o
rir

&
X

o

2 g o

o %
e

o
oX
ol
fitl
re
X
>,
N

o

=3

I

£ oo

=

tlo nﬂ?l
Do e

£ o

o S

e =

o
e
1o

B
[N
Iy
©

= I
R
. i

£ o

o iy

>,
oY
|o

o, fil

rO
:og
B
4P
2

-

fe ©
= g
-
o
R
rir
e
|
[N
:‘(—24‘
2
(o8
=
_>|“1_,
PR
1o

1 ok
o
of T
oX,
ki
o)

N

I
r
)

ok
d
Y
QL
38
uj
d
[o Fo My g
;;l,
[
el
[\
o
2
g
>

12 ofy
1o ox

tlo 1o

e N

L fo

L=

b 2
=
e
[l
rﬂ
IR o
o o
oy
ox
X
o,

2
>
grL
K
by
o
2

L)
>
X

¥ fo 4 & K 2

o &2

2N

£

N
o
B>
=
>
Lo
o,
kit
i

o xR oot 19 i rot
ofj

D)
2
o
fu
=2
o
rir
=
X
il
o
[
il
1o,

°
=

.
o

o X,

o,

I
=
o2
_0|L

>

= ol
2
i 2 4
rH

31_'4
iy o
u
=2

e W op
(2%

o
|o
fitl

T; 2
-
% o
Lo

o

g

0N

[
2

o[l
ox

4

Bl 2A% A
A5 e fEe

s

AEE A7 Ho]

-

[
yo 2

i
N
I
)
of

>
o
=
ified

N
of
oX,
il
N
oy
7 4

B
o

ol o
2
L1
Jr

N
=2
1o
®u

o |
£
ok
o
:?L_‘,

ol
o

o poh
oX 091-‘
rr S

e r

o
P
o
k)
o
X

HtoBF

[N 1% oy K 2 o T
=2

0 o

ofy

U ot
‘e

oy 4

I

>

et

o,

3

b
iy

g
)
L
R
&N

o]
o ™ P fo
>
ot
H
o
Xk
=)

et

&
ro

.Ezimﬂ
E. <R >

Prl',
2
)
B
2 gy

N,
w2 oe 2o

ko ofv MY 4 ox

4 o
_\|L

r
ooy &
g Mo 4y

=

2 o

fitl

b &
m\u
ot 4
o

> 2 ofy

o
=

o M [o rlr o HU
-4
=2
oM,
o
o

o

o

rle

o
oL N
2
z 1o
i

Y

I
rJ
n
(e}
>
offl
2
o
i 4 £ o ox

N
)
2
1o
b
Y
o b
i

=2
(Kl
ftt
>
[
t
o R
olje |
oX,
|o
ftt
oy
et

v}
riu
oY,
o
T
re
M o
fu
ot
o
ol
rr
o
s
>

oM,
:|o
o
X

|
(=
s
—
|



146 20 o] AZX 2T B9 HaT

Og{ﬁ—"
off
o o

re
[e]
W L o

o
AU
o Ir
T oX
i
(oo
oyl
[
>,
Iy
ox o
e
R
N ©
N

=
Rl
ol
Rl

N
i
(r o
1«
ol
rir
xo b
=
P
1o o

o
(g2
[

d

a
N
%0, r[l[o ﬂllﬂl

ofj
e

O ox

flo

sz e
flo

k)
2
o,
R
oo
1o,
> L
an
o
N
o 1l

o
I
o
Ho
rlr
[
|
[N
-\_“21
2
tlo o}
o
o

™
hircd
o

o o2
N
Y .
kd
i
tjo
B
D)
o
4 =
kd
i

o (¥ o fr N oo ol o {u Lo
ol P % 2 o,
Kt}

F >
ofy
o

2

1

tjo

o

e

QL

rr

2
z
=
[

N
-

(o3
Z oo g rz

39,

pay
o
=
it
2
vl\)
[}
2
2
2
ox
o
[>
&
[\
o,
2
N o yd e 1o

o 12 I

= .
o3

I

2

et
-\‘IH&_%—\YWWJI'N—U
- %o,
el ol

References

Aaker, D. A. (1991). Managing brand equity: Capitalizing
on the value of a name. New York: Free Press.

Ahn, C. K. (2007). The casual relationships among
customer satisfaction, loyalty and behavioral reactions
of loyalty. Korean Journal of Sport Management,
12(2), 47-56.

Anderson, E, W., Fornell, C., & Lehmann, D. R. (1994).
Customer satisfaction, market share, and profita-
bility: Findings from Sweden. Journal of Marketing,
58(3), 53-66.

Assael, H. (2004). Consumer behavior: A strategic
approach. Boston, MA: Houghton Mifflin.

Chang, M. S. (2004). 4 study on consumer satisfacion/

dissatisfaction of designer brand clothing on

B SR B AT BARSAT

cable TV home shopping. Unpublished master’s
thesis, Dongduk Women’s University, Seoul, Korea.

Choe, M. S. (2009). Research about factors to buy
climbing equipment by the consumer behavior
characteristics. Unpublished master’s thesis, Kookmin
University, Seoul, Korea.

Choi, D. H. (2001). 4 study on the perceived sport
brand characteristics of sport product consumer
with brand loyalty. Unpublished doctoral dissertation,
Hanyang University, Seoul, Korea.

Csikszentmihalyi, M. (1975). Beyond boredom and
anxiety. San Fransisco: Jossey-Bass.

Doh, E. J. (2010). A research on the relationship
motive of participation and leisure satisfaction
from sports commitment at yacht participants.
Unpublished master’s thesis, Sookmyung Women’s
University, Seoul, Korea.

Enis, B. M., & Paul, G. W. (1970). "Store loyalty"
as basis for market segmentation. Journal of
Retailing, 46(3), 42-56.

Han, K. H,. & Won, M. S. (2013). Elementary school
boys’ brand loyalty in the sportswear market.
Fashion & Textiles Research Journal, 15(1), 12-21.
doi:10.5805/SFT1.2013.15.1.012

Hwang, H. H. (2014). 4 study of the effect of brand
image of airlines on trust, commitment and
loyalty. Unpublished master’s thesis, Kyonggi
University, Gyeonggi-do, Korea.

Hwang, J. S., & Yang, J. H. (2004). The relationship
between benefit seeking and brand loyalty of
fashion luxury goods. Journal of the Korean
Society of Clothing and Textile, 28(6), 862-871.

Jackson, S. A., & Marsh, H. W. (1996). Development
and validation of a scale to measure optimal
experience: The flow state scale. Journal of Sport
& Exercise Psychology, 18(1), 17-35.

Jacoby, J. (1971). A model of multi-brand loyalty.
Journal of Advertising Research, 11(3), 25-31.

Jang, Y. K. (2015). 4 study on influence of exercise
stress of dance sports persons on sport flow and

performance. Unpublished master’s thesis, Yong-in

- 682 —



Vol. 23, No. 4 o]

University, Gyeonggi-do, Korea.

Jeong, E. Y. (2013). The impact of appearance-mana-
gement behavior of female professional athletes
on sports confidence and sports commitment.
Unpublished master’s thesis, Kangwon National
University, Gangwon-do, Korea.

Jun, D. G., Choo, H. J., & Kim, H. S. (2010). A study
on the clothing involvement, fashion innovativeness,
impulsive buying, and brand loyalty of male
university students. Journal of the Korean Society
of Clothing and Textiles, 34(3), 424-436. doi:10.
5850/JKSCT.2010.34.3.424

Jung, Y. G. (1997). The influence of sport partici-
pation motivation, arousal seeking and affects on
the behavior of sport commitment. Unpublished
doctoral dissertation, Pusan National University,
Busan, Korea.

Jung, Y. G. (2004). Validity verification of sport
commitment behavior scale. Korean Journal of
Sport Psychology, 15(1), 1-22.

Kang, H. J., & Lee, J. Y. (2003). Sports management.
Seoul: Hakhyunsa.

Kim, C. H. (2011). The effect of the leisure sports
motivation, self-efficacy and sport commitment
on the satisfaction with function and repurchase
intention of the leisure sports wear. Unpublished
doctoral dissertation, Chungang University, Seoul,
Korea.

Kim, H. S. (2012). 4 study on the influence youth
purchasing behavior by sports clothing brand
image. Unpublished master’s thesis, Kyunghee
University, Gyeonggi-do, Korea.

Kim, 1. K. (2014). 4 study on the effect of brand
attributes of outdoor wear on brand equity and
brand loyalty: Focusing on the Korean & Chinese
consumers and fashion, sports lifestyle. Unpublished
master’s thesis, Yonsei University, Seoul, Korea.

Kim, J. A. (2014). Verifying the cause and effect
relationship between brand equity and customers’
brand trust, satisfaction, commitment and purchasing
behaviors on sporting products. Unpublished doctoral

of
Rl

147

dissertation, Chonnam National University, Gwangju,
Korea.

Kim, K. H. (2011). 4 study on the effects of mobile
application market characteristics on continuous
usage intention. Unpublished master’s thesis, Hoseo
University, Chungcheongnam-do, Korea.

Kim, M. J. (2012). Perceived ease of store use and store
salience and habitual store loyalty. Unpublished
master’s thesis, Chonbuk National University,
Jeollabuk-do, Korea.

Kim, S. A, & Rhee, Y. S. (1995). Consumer’s clothing
brand loyalty and clothing buying behavior.
Journal of the Korean Society of Clothing and
Textiles, 19(4), 602-614.

Kim, T. W. (2000). 4 study on the formation process
of the brand equity. Unpublished doctoral disser-
tation, Donga University, Busan, Korea.

Kim, Y. I, & Na. Y. J. (2008). Climbing sportswear
purchase and satisfaction according to silver
consumer age. Korean Journal of the Science of
Emotion & Sensibility, 11(2), 181-191.

Kim, Y. J. (2009). Study of sports wear purchasing
character and re-purchase on students in university
life style. Unpublished master’s thesis, Sookmyung
Women’s University, Seoul, Korea.

Kim, Y. M., Kim, K. C., & Kim, W. S. (2009). The
effect of the brand personality of sporting goods
on brand satisfaction, brand identification, and
brand loyalty. Korean Journal of Sport Management,
14(3), 233-246.

Kim, Y. M., Kim, W. S., & Jung, J. H. (2008). The
effects of attributes of sportswear brand on the
brand value, brand satisfaction and brand loyalty.
The Korean Journal of Physical Education, 47(6),
435-444.

Kim, Y. M., Kim, W. S., & Lee, K. S. (2009). The
effect of service quality of sport event on service
quality of sport brand, brand satisfaction, quality
of relationship, and attitude toward brand. The
Korean Journal of Physical Education, 48(2),
233-244.

- 683 —



148 20t AhAS] AXE EEY,

Ko, E. S. (2004). 4 study on brand loyalty on sports
clothes. Unpublished master’s thesis, Inje University,
Gyeongsangnam-do, Korea.

Koh, J. H. (2015). The structural relationship among
outdoor sports clothing benefit sought, brand iden-
tification and brand loyalty of youth. Unpublished
master’s thesis, Yonsei University, Seoul, Korea.

Kwon, S. H. (2008). The conceptualization of sport
flow and the development of its measurement
scale. Unpublished doctoral dissertation, Seoul
National University, Seoul, Korea.

Lee, A. L., Jeong, J. R, & Kim, H. E. (2009).
Research on the wearing condition of functional
mountaineering garments. Journal of the Korean
Society of Clothing and Textiles, 33(12), 1935-
1940.

Lee, H. J. (2014). An effect on the recognition in
brand supplies and decision making about purchase
of badminton affinity members’ immersion in
sports. Unpublished master’s thesis, Chonnam
National University, Gwangju, Korea.

Lee, J. H. (2004). The effects of sport goods brand
characteristics on brand loyalty. Unpublished
master’s thesis, Yongin University, Gyeonggi-do,
Korea.

Lee, K. S. (2006). The effects of the sportswear brand
property on the teenager satisfaction and repurchase
intention. Unpublished master’s thesis, Sookmyung
Women’s University, Seoul, Korea.

Lee, S. H. (2010). The influence of participant motivation
of leisure sports on exercise immersion and life
satisfaction. Unpublished master’s thesis, Kyungwon
University, Gyeonggi-do, Korea.

Lee, S. K. (2006). The effects of consumers’ lifestyle,
customer satisfaction, and commitment in the
public sports center on customer loyalty. Unpublished
doctoral dissertation, Chung-Ang University, Seoul,
Korea.

Lee, S. W. (2007). Study on relationship between well-
being lifestyle and benefit to pursue sportswear:

Focused on consumers in 20s-30s. Unpublished

2R

master’s thesis, Sookmyung Women’s University,
Seoul, Korea.

Lee, Y. M. (2012). The effect of brand affect and
brand trust on the customer satisfaction and brand
loyalty by brand commitment: Focused on corporate
brand. Unpublished master’s thesis, Chonbuk Na-
tional University, Jeollabuk-do, Korea.

Ministry of Culture, Sports and Tourism. (2010).
2010 Research on lifestyle leisure activities of
Korean citizens. Retrieved from Ministry of
Culture, Sports and Trourism website: http://
ebook.culturestat.mcst.go.kr/src/viewer/download
.php?host=main&stie=20110509 132621&no=1

Oliver, R. L. (1980). A cognitive model of the ante-
cedents and consequences of satisfaction decisions.
Journal of Marketing Research, 17(4), 460-469.
doi:10.2307/3150499

Park, D. J. (2007). 4 study on the differences of
marathoners’ buying behaviors for sporting goods
depending on their commitment to sports. Unpub-
lished master’s thesis, Dongguk University, Seoul,
Korea.

Park, H. L. (2013). A4 study on the relationship between
the benefits sought of snowboard wear and the
brand image and the brand loyalty. Unpublished
master’s thesis, Kyunghee University, Gyeonggi-do,
Korea.

Park, K. Y., & Yoo, T. S. (2000). A relationship with
sports casualwear consumer’s fashion life style
and information source. Journal of the Korean
Society of Costume, 50(4), 103-115.

Park, M. J., & Lee, Y. R. (2005). Explanatory variables
of customer’s brand loyalty to fashion luxury
goods. Journal of the Korean Society of Clothing
and Textiles, 29(11), 1485-1497.

Park, S. Y., & Lee, Y. K. (2006). Effect of the
congruence between brand personality and self-
image on consumer satisfaction, consumer-brand
relationship and brand loyalty in Korean culture.
The Korean Journal of Advertising, 17(1), 7-24.

Reichheld, F. F. (1993). Loyalty-based management.

- 684 —



Vol. 23, No. 4 o]

Harvard Business Review, 71(2), 64-73.

Scanlan, T. K., Simons. J. P., Carpenter P. J., &
Schmidt, G. W. (1993). The sport commitment
model: Measurement development for the youth-
sport domain. Journal of Sports & Exercise Psy-
chology, 15(1), 16-38.

Shin, S. H. (2004). 4 study on the influence of CRM
on customer satisfaction and brand loyalty in
sports wear market. Unpublished master’s thesis,
Kookmin University, Seoul, Korea.

Son, S. B., & Hong, S. P. (2006). The relationships
among perceived ability, flow experience and
consumer purchasing tendency of winter extreme
sports participants. The Korean Journal of Phy-
sical Education, 45(6), 399-408.

Son, S. B., & Hong, S. P. (2008). The relationships
among perceived ability, flow experience and
post-purchasing behavior of sports club members.
The Korean Journal of Physical Education, 47(3),
217-226.

Suh, H. S. (2012). 4 study on purchase behaviors
and brand loyalty according to sprotswear con-
sumers’ lifestyles: Focused on 20' single women.
Unpublished master’s thesis, Seoul Women’s

University, Seoul, Korea.

3

== 149

Swan, J. E., & Combs, L. J. (1976). Product per-
formance and consumer satisfaction: A new
concept. Journal of Marketing, 40(2), 25-33.
doi:10.2307/1251003

Triandis, H. C. (1980). Values, attitudes and inter-
personal behavior, In H. E. Howe, & M. M.
Page (Eds.), Nebraska symposium on motivation:
Beliefs, attitudes and values (Vol. 27, pp. 195-
259). Lincoln: University of Nebraska Press.

Westbrook, R. A., & Newman, J. W. (1978). An
analysis of shopper dissatisfaction for major
household appliances. Journal of Marketing Re-
search, 15(3), 456-466. doi:10.2307/3150594

Yang, J. Y., & Kim, T. H. (2013). Customer loyalty
and habitual purchase in coffee shops. Inter-
national Journal of Tourism and Hospitality
Research, 27(6), 487-506.

Yi, Y. J. (2000). A theoretical examination of customer
satisfaction research: Findings and outlook. Journal
of Consumer Studies, 11(2), 139-166.

Yoon, N. H.,, & Rhee, E. Y. (2007). Relationship
between brand attitude and brand loyalty in fashion
products. Journal of the Korean Society of Clothing
and Textiles, 31(7), 1030-1041.

- 685 —



