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Abstract The purpose of this study was to analyze the relationship among self-image congruity, affect, brand
attitude and purchase intention toward sports brands. In order to achieve the purpose of this study, totalling 329
students were recruited from several different university. Data were collected by using convenience sampling method.
Research model and hypothesis testing were conducted by using SEM(structural equation modeling) through AMOS
18.0. The result were as follows; First, sports brand ideal self-image positively influenced on brand affect. Second,
brand affect had significantly effect brand attitude and purchase intention. Third, brand attitude positively influenced
purchase intention toward sports brands. The finding s also revealed effect of ideal self-image congruity in there
relationships between self-image and brand affect.
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Fig. 1. Hypothesized research model
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Table 1. Standardized Factor Loading(,), Standard
Error(S.E.), Critical Ratios(t)

Constructs items A, SE t
1 74 - .
2 & 08 1526

Actual self 3 % 9 1551
4 55 08 992

1 70 - -

el <ol 2 70 o7 1444
cal s 3 77 09 1333
4 77 08 1331

1 78 - -

Affect 2 8 o7 15.17
3 78 o7 1441

1 o4 - -

Ai'if‘tj‘ge 2 88 o5 19.79
3 & 05 16.05

1 8 - -

Fl);'ecr:lla;: 2 5% 10 8.94
3 69 09 11.17

Note. Critical Ratios was determined by critical ratios on
unstandardized regression weights.
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Table 2. Correlations, AVE and Construct
reliability (C.S.) of Construct

C.S. AS IS AF BA PI
Actual self(AS)| .908 | .718+
Ideal self(IS) | .884 | .679 656+

Affect(AF) 892 | 564 841 734~
Brand

atindoEy | B! | 3| 411 | 3% | ee
Purchase | eoq | 08 | 370 | 349 | 309 | 613+
Intention(PI)

*Average Variance Extracted (AVE)
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Table 3. Estimated Structural Relations Coefficients

Beta S.E. t
H1: actual self — affect -.06 .05 -1.26
H2: ideal self — affect .88 .07 13,42
H3: affect — attitude A7 .06 7.28%
H4: affect — purchase 15 .06 2.68+*
H5: attitude — purchase 64 .06 10,92+

«+(p<.001), *+(p<.01)
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