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Elementary School Boys’ Brand Loyalty in the Sportswear Market

Ki-Hyang Han and Myung-Sim Won'

Dept. of Fashion Design, Konkuk University; Chungju, Korea

Abstract : This study examines the effectiveness of brand awareness, brand image and brand identification on brand loy-
alty for the Nike brand. The subjects of this study were 336 elementary school boys. The statistical methods used for
this study were factor analysis, Cronbach’s alpha analysis, confirmatory factor analysis and path analysis with SPSS 19.0
and AMOS 19.0. The results of this study were as follows. First, brand awareness had a direct effect on brand image and
brand loyalty. Brand awareness also had an indirect effect on brand loyalty. Second, brand image directly or indirectly influ-
enced brand lcgazalty as well as directly influenced brand identification. Third, brand identification directly influenced brand
loyalty. The 5 'grade group and 6thgrade group had different paths; however, the most powerful path was the same as
brand awareness to brand image. The results of this study will help fashion companies understand the importance of new
consumer groups in their early teens or elementary school.
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Table 1. Result of confirmatory factor analysis

Factor Item Factor loading Cronbach’s oo AVE CR
I know well about Nike products .898
Brand Awareness I know well about Nike’s symbol and logo. .809 .882 72 .82
I know well about Nike. .834
Nike is familiar to me. 793
Nike’s quality is high. .870
Brand Image Nike is sophisticated. 918 942 .61 92
Nike is unique. .899
Nike is splendid. .904
I think wearing Nike makes my reputation better. 912
I think wearing Nike makes my relationship with friends better. .896
Brand Identification 920 75 .84
When friends wear Nike, it makes me eager to wear it too. .845
When Nike is popular, I think I am popular too. .802
I stop by the Nike store whenever I see one. .802
I will buy a Nike product next time. .854
Brand Loyalty 1 have recommended Nike to my friends before. .834 932 .58 .89
I usually beg to buy a Nike product. .900
I want to go to the Nike store whenever I go shopping. .894

x’=257.107(df=113, p=.000), Normed x°=2.275, GFI=918, AGFI=888, CFI=972, NFI=952, RMSEA=062
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Table 2. Squared multiple correlations and average variance extracted

Brand Brand Brand Brand
Awareness Image Identification Loyalty
Brand Awareness 72
Brand Image 49° 61°
Brand Identification 19° 37 75°
Brand Loyalty 27 41° 56 587

*AVE
bSqua.red multiple correlations
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Table 3. Path coefficients of research model (n=365)

H Standardized Estimates S.E CR Result

H1 Brand Awareness - Brand Image 701 .047 13.487 *** O

H2 Brand Awareness - Brand Loyalty 132 .055 2.204* O

H3 Brand Image - Brand Identification 611 .054 11.874 *** O

H4 Brand Image - Brand Loyalty 204 .068 3.012** O

H5 Brand Identification - Brand Loyalty 567 .055 9.923 *** O

£p<.05, **p<01, ***p<001
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Table 4. Direct and indirect effects-total effects of the research variables

Parameter

Total Effects Direct Effects Indirect Effects

Indirect Effects Path

Brand Awareness — Brand Image 701 701
Brand Awareness — Brand Identification 428 -

Brand Awareness — Brand Loyalty S18 132
Brand Image Brand — Identification 611 611
Brand Identification — Brand Loyalty .567 567
Brand Image — Brand Loyalty .550 204
Brand Awareness — Brand Loyalty 132 132

428 Brand Awareness — Brand Image — Brand Identification
Brand Awareness — Brand Image — Brand Loyalty: .143

386 Brand Awareness — Brand Image — Brand
Identification — Brand Loyalty: .243

346 Brand Image — Brand Identification — Brand Loyalty

Table 5. Comparison 50 grade boys with 6" grade boys

s grade boys 6" grade boys

Standardized Estimates  result  Standardized Estimates result

H1 Brand Awareness - Brand Image 723 HE% adopt 670 *** adopt

H2 Brand Awareness - Brand Loyalty 147 reject 125 reject

H3 Brand Image —  Brand Identification 666 *** adopt 568 *** adopt

H4 Brand Image - Brand Loyalty 255 % adopt .160 reject

HS Brand Identification — Brand Loyalty 524 xx* adopt 588 ** adopt
*p<.05, **p<.01, ***p<.001
S AL Ale] Bl A4S sebd % itk 2 % % otk AAARE BHOR F ANE AR 43 B

HUE BN HAE S50 93 HAE gow A= AAESHAE JRIA(B=701, p<001ye] HE7} The 7
ELB=567, p<001) 714 = A=ILich HYATE(Kim =0t Jel 9% MAL 9 2 & 5 ek Pak
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