
ABSTRACT 

LU, JINZHAO. The Role of Self-congruity on Chinese Young Consumers’ Brand Evaluation 
and Brand Loyalty toward Sportswear Brands. (Under the direction of Dr. Yingjiao Xu). 
 
            Chinese market for sportswear is by far the second largest market in the world just 

after United States. However, while international sportswear brands are enjoying the Chinese 

market, Chinese domestic brands are experiencing collective plummeting in terms of sales 

and market share. The purposes for this study are twofold: 1) to compare Chinese young 

consumers’ brand evaluation and brand loyalty toward the domestic and global sportswear 

brands; and, 2) to investigate the role of self-congruity on Chinese young consumers’ brand 

evaluation and brand loyalty toward sportswear brands.  

            A survey through street intercept interviews was employed to collect data for this 

study. The following measurements were included in the survey: consumers’ brand 

evaluation (perceived quality and brand association), brand loyalty (attitudinal and 

behavioral loyalty), self-congruity measurement (brand personality congruity and user image 

congruity), public self-consciousness, and demographics.  The survey was conducted in 

Shanghai, China in summer, 2013. A total of 398 surveys were collected. The surveys were 

checked for completeness and validity. After data screening and cleaning, 333 surveys were 

retained for further data analysis. The data were entered into SPSS. Descriptive analyses 

were conducted for demographic statistics. Multiple independent T-tests were conducted to 

compare consumers’ behavior toward global and domestic Chinese sportswear brands. 

Confirmatory Factor Analysis (CFA) and Structural Equation Modeling (SEM) Analysis 

were conducted to test the proposed hypotheses. 

             The multiple independent T-test results suggested a significant difference between 

Chinese and global brands in consumers’ brand association and attitudinal brand loyalty. 



Chinese young consumers displayed a higher level of attitudinal brand loyalty and a more 

positive brand association toward global brands. What’s more, the descriptive analysis results 

indicated that comfort was the most important factors Chinese young consumes would 

consider during the purchasing behavior, followed by quality, style and price. The multiple 

independent T-test confirmed that there was no significant difference for perceived quality 

between domestic sportswear brands and international sportswear brands. Thus, the style and 

price sparkled out as the possible explanatory factors for the different marketing performance 

between Chinese and global sportswear brands.   

            The SEM results indicated a significant influence of user image self-congruity on 

Chinese young consumers’ brand evaluation including brand association and perceived 

quality, which in turn had a significant influence on consumers’ attitudinal loyalty. The 

influence of attitudinal loyalty on behavioral loyalty was also confirmed in this study. 

However, no significant influence of brand personality self-congruity was found on Chinese 

young consumers’ brand evaluation. That is, the self-congruity had a significant influence on 

Chinese consumers’ brand loyalty through influencing their brand evaluation. But, the 

influence of self-congruity was mainly based on the image congruity, not the personality 

congruity. Therefore, in order to appeal to the Chinese young consumers, brands need to 

focus on developing and communicating a consistent desirable image to their target market. 

A descriptive analysis indicated that the sample in general had a very high public self-

consciousness. This may contribute to the identified importance of image congruity, instead 

of personality congruity, on consumers’ behavior toward consumer brands. Therefore, the 

generalization of the results of this study may be limited due to the high public self-conscious 

sample employed in this study.     
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CHAPTER 1 

Introduction 

1.1 Statement of Problems 

The global sportswear market was worth US$244 billion in 2012 with a growth rate 

of more than 7.5 percent and was expected to grow at a rate of four percent during the next 

few years (Euromonitor International, 2013). The top four sportswear markets include the US, 

China, Japan, and Brazil (De, 2013). Valued at an estimated US$25 billion, the Chinese 

market for sportswear is by far the second largest globally (Euromonitor International, 2013). 

Growing economic prosperity, rising fitness consciousness and new trend toward the outdoor 

and stylish sportswear have become important catalysts for market growth in Asia Pacific 

area (Trefis Team, 2013). In the Chinese sportswear market, international brands include 

Nike, Adidas, Kappa and Puma, FILA, which dominated the high-end market. Domestic 

brands like Li-Ning, Anta and Peak occupied the medium-end and low-end sportswear 

market (Research and Market, 2012). It was indisputable that the sportswear market in China 

reached its “golden age” with the holding of Beijing Olympic Games in 2008. The 

sportswear industry enjoyed a two-digit growth every year, when domestic sportswear brands 

were competing with international sportswear brands intensely (Bao, 2013). International 

sportswear brand Adidas, which now holds an 11.2 percent share of Chinese sportswear 

market, reported a 15 percent rise in China sales last year (Euromonitor, 2013). Another 

major global brand Nike, with 12.1 percent market share, also has long dominated the 

Chinese sportswear market (Appendix A).   
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            However, affected by the sluggish performance of Chinese domestic sportswear 

brands, sportswear in China showed a slower value growth from 9% in 2011 to 5% in 2012 

(Euromonitor International, 2013). The years 2011 and 2012 have seen undesirable market 

performance for Chinese domestic sportswear brands, which were having difficulties to 

maintain their prosperity. For example, one of the top domestic sportswear brands Li-Ning, 

with hundreds of shops shutting down, profited 85 percent lower in the first half year of 2012 

compared to the same period of 2011 (Textile Updates, 2013). Even in 2011, the annual sales 

revenue decreased 5.8 percent compared with the previous year. Sales revenue of Li-Ning is 

showing a continuous downward trend. Similarly to Li-Ning’s situation, other major Chinese 

domestic sportswear brands, such as Anta, Xtep’s and Peak, also have their orders slipped by 

15 to 30 percent. Chinese domestic sportswear brands are experiencing collective 

plummeting.  

            From the company’s perspective, the sale slippery for domestic sportswear brands 

was mainly due to the following two reasons. The first reason was the high inventory level of 

domestic sportswear products in the market. Chinese domestic companies have been over 

expanded aggressively since the 2008 Beijing Olympic Games, but the consumers’ needs 

didn’t match the over supply. HSBC (Ranasinghe, 2012) estimated that Li Ning had an 

excessive inventory amount of about US$259 million that would take the retailers 11 months 

to clear. The lack of innovation was another reason that causes the downfall of domestic 

brands (King, 2013). Almost all of the domestic brands had developed similar products for 

basketball, jogging, and casual sports. The similarities in their product design and their 
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celebrity endorsement advertising strategies have made domestic sportswear companies lack 

of differentiation from each other. This lack of differentiation in product and marketing also 

reflected the insufficient understanding of their target market and a failure in their brand 

positioning.  

On top of the above two reasons, an external factor was the intense competition in the 

market, not only from global sportswear brands, but also from other industries, such as the 

fast fashion industry. Nowadays, rapid distribution and rapid consumption are prevailing in 

the market. Young consumers, the major market segment for sportswear (Staff, 2013), are 

easily attracted to the fast fashion created by the international fashion brands like Uniqlo and 

ZARA. 

With a population of 250 million, young consumers age 15-29 years (China Statistical 

Yearbook, 2007) represent a huge market for the sportswear industry. Chinese young 

consumers have a very strong purchasing power. Due to China’s One Child Policy 

(Rosenberg, 2012), most of young consumers at this age range are the only children in their 

family. They are financially supported by their two parents and four grandparents in their life 

(Chen, 2009). Unlike other age groups, Chinese young consumers have their own 

perspectives in terms of habits, lifestyles and quality. For example, a study about Chinese 

young consumers reveals that half of the Chinese young consumers agreed that foreign 

brands have a higher quality than domestic brands (McKinsey & Company, 2007). Compared 

to an average of 13 percent for other age groups, 36 percent of China’s young adults stated 

that they often try on foreign products and brands. As a matter of fact, modern fashion as 
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well as Chinese traditional cultures has shaped Chinese young consumers’ purchasing 

preferences and patterns in a very unique way (Chen, 2009).  

With its size, spending power, and growing interest in sportswear (Tong & Hawley, 

2009), young consumers in China are strategically important to the sportswear industry. For 

the underperforming domestic Chinese sportswear brands, as well as those successful global 

brands, it will be rewarding to gain an insight of the consumption behaviors of this market 

segment in terms of their preferred product attributes, purchase decision factors, and their 

attachment and loyalty to brands. 

1.2 Importance of Study 

The competition in the sportswear market is getting more and more intense. 

Consumers are facing so many brands to choose for consumption. Lunn (2011) pointed out 

that it was relatively cheaper to maintain the current customers than to identify and develop 

the relationship with new customers for a company. Loyal customers would help the brand 

maintaining market share, improving bottom line and eliminating the cost for acquiring an 

initial customer. Brand loyalty was defined as a deeply held commitment to re-buy or re-

patronize a preferred product/service consistently in the future, thereby causing repetitive 

same-brand or same brand-set purchasing, despite situational influences and marketing 

efforts having the potential to cause switching behavior (Oliver, 1999). This thesis will focus 

on the brand loyalty to measure Chinese young consumers’ consumption behavior for 

sportswear. Previous research has been conducted to investigate the factors that may 

influence consumers’ level of brand loyalty (Nguyen et al., 2011; Atilgan et al., 2005). 
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Nguyen et al. (2011) posited that perceived quality had a significant influence on brand 

loyalty. Perceived quality was defined as the consumers’ overall perception of the quality of 

products or services in comparing with products or services offered by the competitors 

(Aaker, 1991).  

Brand association is another factor discovered to have positive association with brand 

loyalty (Atilgan et al., 2005). Brand association was defined as anything “linked” to a brand 

in a consumer’s memory (Aaker, 1991). In her study of brand equity, Aaker (1991) suggested 

that brand associations could bring value to the consumer by providing a reason for 

consumers to buy the brand, and by creating positive attitudes/feelings among consumers. 

Consumers buy products for functional meaning as well as symbolic meaning of the 

brands (Sirgy, 1982), when consumers purchase goods to express their own personality 

(Aaker, 1996). When purchasing consumer products, which have social and symbolic 

meanings, consumers attempt to evaluate the product/brand by matching the brand-user 

image with their own self-image concept. This process is referred to as self-congruity (Sirgy, 

1982, 1986). Sirgy (1986) defines self-image congruity as the match between a consumer’s 

self-image and a brand’s users image. According to the self-congruity theory (Sirgy, 1986), 

consumptions are more likely to happen, when a brand’s typical users’ image is consistent 

with the consumer’s own self image. Studies have proved that self-congruity plays a positive 

role in brand loyalty (Sirgy, 1982; Aaker, 1997; Kressmann et al., 2006; Sirgy and Lee, 

2008). 
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Aaker suggested that self-congruity positively influenced consumer behavior in terms 

of brand attitude, purchase intention, and brand loyalty. Most of the recent studies on the 

influence of self-congruity on consumer behavior (Aaker, 1996; Hogg et al., 2000) employed 

brand user image to measure brand image self-congruity. However, Parker (2009) believed 

that brand image consists of two sub-dimensions: brand personality and brand user image. He 

argued that brand personality is different from brand user image. Specifically, user image 

simply represented a prototypical person’s image while brand personality was a more 

encompassing perception of a brand’s image, which could be derived from multiple 

composites such as advertisements, celebrity spokesperson, and brand sponsorship activities 

(Parker, 2009). Parker (2009) suggested that brand personality based congruity was more 

influential for private brands while user imagery based congruity provided better predictor 

for public brands, Parker’s (2009) finding indicated that brand personality and brand user 

imagery should not be used interchangeably.   

In addition, previous study indicated that “face”, influenced by Chinese collectivistic 

culture, played a significant role in Chinese consumers’ behavior. Podoshen et al (2011) 

argued that mien-tsu (face) was often represented by symbols of prestige gained through the 

impression on others. Wong and Ahuvia (1998) also found that compared with Western 

consumers, Asian consumers will place more emphasis the public meanings of their 

possessions. Public self-consciousness (PSC), defined by Fenigstein (1993) as “ the degree to 

which persons recognize and are concerned about the way they are perceived by others”, was 

highly related to Mien-tsu. Chinese consumers displayed a high level of public self-
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consciousness due to the influence of Chinese traditional collectivism culture, which means 

they care a lot about what others perceive them (Yang, 2012). Previous research has revealed 

that public self-consciousness has an impact on several consumption behaviors (Gould& 

Barak, 1988). 

What’s more, the different market performance between the Chinese domestic brands 

and international brands raised a question regarding the impact of country of origin (COO) 

on Chinese young consumers’ behavior toward sportswear. COO was defined as the country 

where a manufacturer’s product or brand is associated (Saeed, 1994). COO has been found to 

have affects on consumers’ perceived quality, brand feeling and brand loyalty (Chao, 1998; 

Han, 1989).  

1.3 Research Objectives 

The past few years have seen different performance between international and 

domestic sportswear brands in Chinese market. Chinese young consumers’ attitude and 

behavior are influenced by both international culture and Chinese traditional culture. With 

their tremendous purchasing power, the importance of understanding Chinese young 

consumers’ attitude and behavior towards sportswear brands in Chinese market and its 

underlying influencing factors can never be too emphasized.  

The main purpose of this study is to investigate Chinese young consumers’ brand 

loyalty toward sportswear brands in the Chines market. First, this study will examine the 

influence of self-congruity on Chinese young consumers’ brand loyalty toward sportswear 

brands. Two dimensions of brand image will be studied in this study: brand-usage image and 



 

8 

brand personality. Adopting the Customer Based Brand Equity model (CBBE) (Keller, 1993), 

this study will investigate the influence of brand image congruity on brand loyalty through its 

influence on the perceived quality and brand associations. Secondly, with the different 

performance of domestic and international brands in the Chinese market, this study will 

investigate the influence of country of origin on consumers’ perception, evaluation and brand 

loyalty toward domestic and international sportswear brands. Last, as Chinese culture is 

collectivism oriented, consumers, in general, held high consciousness on the public self. The 

young consumers in China have been exposed to western cultures but also have traditional 

Chinese culture in their blood. This study, therefore, will also investigate the effect of public 

self-consciousness on the influence of brand personality congruity vs. brand user image 

congruity on Chinese young consumers’ perception, evaluation and brand loyalty toward 

domestic and international sportswear brands.  

1.4 Thesis Organizations 

            There are four major parts of the thesis. Chapter Two presents a review of previous 

studies on the impact of self-congruity on brand loyalty. Also different constructs and their 

impacts are explained in the literature review. And then the major hypotheses are developed 

and stated. From the methodological perspective, the conceptual model and measurements 

for each construct are discussed in Chapter Three. Chapter Four presents the data collection, 

data analysis procedure and discussion of the analysis. At the end, the conclusion, limitation, 

and future research recommendations are discussed in Chapter Five.  
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CHAPTER 2 

Literature Review 

            This chapter provides an overview of brand loyalty and its importance to brands. 

Adopting the CBBE model, this chapter also provides a good discussion of the influencing 

factors for brand loyalty. The Self-Congruity Theory is reviewed and discussed in the context 

of brand equity. Different measurements of brand-self congruity are also reviewed and 

discussed. Based on the above literature reviewed, hypotheses are developed for this study. 

2.1 Brand Loyalty 

Cultivating and maintaining loyal customers has proven to be of strategic importance 

to companies. The importance of loyal customers to companies has been manifested in 

several aspects. First of all, the initial customer acquisition cost could be very expensive 

depending on the market (Lunn, 2011). Brand loyalty can help the company retaining 

customers and reducing the cost to attract new customer. Second, brand loyalty will provide 

substantial entry barriers to competitors. The companies who have a certain number of loyal 

consumers can prevent new companies attracting customers, which can increase the firm’s 

ability to fend against the competitors’ threats (Rose, 2009). Last, brand loyalty can improve 

the companies’ bottom-line by increasing sales and market share. Brand loyalty will help 

building goodwill in consumer’s minds so that the consumers are less sensitive to price and 

willing to continue buying the products regardless of price changes or the company’s 

operations alterations (Vitez, 2013). Customers who are loyal to a brand are also more likely 

to share their experience with their friends and family (Lunn, 2011). Through the loyal 
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customers’ word-of-mouth, a company could attract more customers and increase market 

share with relatively low investment.  

Brand loyalty, as the key component of brand equity, reflects how likely a customer 

will switch to other brands or service when that brand makes a change such as price, product 

features (Aaker, 1991). A loyal customer usually makes repeatedly purchases of certain 

brand. This repeated purchase behavior was defined as behavioral loyalty (Pappu et al., 2005). 

Buying frequency and share of products within the same category are the two components 

commonly used to measure behavioral brand loyalty (Dick & Basu, 1994; Jacoby & Chestnut, 

1978). Behavioral loyal consumers buy a certain brand more frequently than other consumers 

and possess a larger proportion of the brand than other brands in the same category (East, etc., 

2005). Behavioral loyalty was found to be a strong indicator of consumers’ behavior 

tendency (Ehrenberg, 1991; Guadagni & Little, 1983). 

However, Dick and Basu (1994) argued that it was inadequate to measure brand 

loyalty behavior, which overlooked the customer’s decision-making process before the actual 

behavior. In their study, consumers’ attitudinal loyalty, defined as the strength of the 

relationship between an individual’s attitude and their repeat patronage, was also measured 

as a component of brand loyalty (Dick and Basu, 1994). Similarly, Amine (1998) examined 

brand loyalty with two different approaches. The first one was downstream, which focused 

on the observation of repeat purchases of a certain brand. The other approach was upstream, 

which was based on the crucial role of the consumer’s commitment to the brand behind the 
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consistent purchasing behavior. Amine’s study (1998) suggested that a consumer’s 

continuous behavior was driven by his/her positive attitude toward the brand.  

From an attitudinal perspective, brand loyalty describes a consumer’s commitment to 

a brand and the repurchase intentions toward the brand (Atilgan et al., 2005; Russell-Bennett, 

McColl-Kennedy, & Coote, 2007). Oliver (1997) postulates that attitudinal brand loyalty 

contains three sequential stages—cognitive stage, affect stage and conative stage. In 

cognitive stage, the consumer evaluates the brand based on the basic attributes of the brand. 

In affect stage, the consumer develops an emotional response to the brand based on the 

consumption experience of the brand. The emotional experience can be either positive or 

negative. With cognitive evaluation of the brand and affective response to the brand, in 

conative stage, the consumer develops a behavioral intention to purchase products from the 

brand. Similarly, Back & Parks (2003) found that cognitive brand loyalty had a positive 

effect on affective brand loyalty, which, in turn, had a positive effect on conative brand 

loyalty. Back and Parks (2003) also argued that conative brand loyalty had a positive effect 

on behavioral brand loyalty. That was, consumers’ behavioral loyalty was formed and shaped 

by their attitudinal loyalty, which was developed in steps from cognitive evaluation, affective 

response, to conative commitment.   

In addition to behavioral and attitudinal loyalty, Rundle-Thiele (2005) suggested 

include other dimensions, including complaining behavior, propensity to be loyal, resistance 

to competing, and situational loyalty. Rundle-Thiele (2005) also suggested different loyalty 

dimensions be used for different product classifications. For example, he suggested using 
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behavioral loyalty to measure consumers’ loyalty to consumer goods, for which the market 

was stable and low risk was involved.  

Aaker (1991) proposed that brand loyalty was a significant component and source of 

brand equity. Based on Aaker’s (1991) well-known conceptual framework of brand equity, 

Tong & Hawley (2009) investigated the causal relationships between brand loyalty and brand 

equity in the sportswear industry. Analysis of the data collected from consumers from 

China’s two largest cities, Beijing and Shanghai, they found that brand loyalty had a 

significant positive direct effect on brand equity. 

2.2 Brand Equity 

Aaker (1991) defined brand equity as “a set of brand assets (or liabilities) linked to a 

brand, that add to (or subtract from) the brand value provided by a firm’s product or service”. 

Compared to this definition of brand equity from the perspective of the total value of the 

brand, customer-based brand equity was defined by Keller（1993）from the perspective of 

the customer. According to Keller (1993), Customer Based Brand Equity (CBBE) was 

defined as “differential effect of brand knowledge on consumer’s reactions to an element of 

marketing mix, in comparison with reaction to the same marketing mix element attributed to 

the fictitiously named or unnamed version of product or service”. Keller (1993) considered 

brand equity occurring when a brand was well known among the consumers and had some 

unique associations in consumers’ mind.  
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Through gaining favorable and unique associations among target customers, brand 

equity is the key marketing asset (Davis. 2000; Ambler. 2003) that helps the company 

establishing a long-term relationship with the customers. Generally, brand equity has been 

studied for two objectives. The first objective is based on financial purposes. Measuring the 

brand equity helps the company interpreting past performance by examining the return of 

investment for marketing activities. Also the brand equity is an estimation of the value of a 

brand that provide guide for business arrangements such as budget and determination, 

allocation and acquisitions (Keller, 1993). The second objective of studying brand equity is 

strategy based. It will help the brand to be able to improve marketing productivities by 

developing appropriate brand strategies to ensure that the consumers have the right types of 

experience to create the right brand knowledge in their mind (Keller, 1993).  

Researchers have proposed several different frameworks to conceptualize, measure 

and manage brand equity (Aaker, 1991, 1996; Keller, 1993, 1998; Yoo and Donthu, 2001). 

Among these researches, the frameworks proposed by Keller (1993) and Aaker (1991, 1996) 

are the two most influential ones.  

According to Aaker (1991,1996), brand equity has four dimensions: brand awareness, 

perceived quality, brand associations, and brand loyalty. Brand awareness is essential to a 

brand because it is the first step to develop and maintain brand equity (Gartner & Konecnik 

Ruzzier, 2011). Previous studies have revealed that brand awareness was established in 

consumer’s mind before the development of brand association (Pappu, 2005; Pitta and 

Katsanis, 1995).  Aaker (1996) defined brand awareness as the strength of a brand’s presence 
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in the consumer’s mind and the ability of the potential buyer to recognize that the brand 

belongs to a certain product category. Thus, brand awareness could be created by ongoing 

visibility, enhancing familiarity and associations with the brand’s related offerings and the 

customer’s buying experiences (Keller, 1998). Brand awareness is further described as the 

presence of the brand features in consumer’s long-term memory and the ability of consumers 

to bring them to consciousness (Franzen and Moriarty, 2009).   

Aaker’s theory initially accepted by Keller (1993), and then Keller (2001) optimized 

the framework by proposing a customer-based brand equity pyramid (Figure 1). According to 

Keller (2001), building a strong brand involved a series of steps that together forming a 

“brand ladder”. Though this “brand ladder”, a strong brand was built by a logically 

constructed set of brand “building block”. Totally Six brand building blocks were employed 

during these steps– salience, performance, imagery, judgment, feelings and resonance.  

Salience measures various aspects of brand awareness and how easily and often the 

brand is evoked under various situations. Brand performance describes the extent to which 

the product or service meets the customer’s needs, which may include utilitarian, aesthetic 

and economic customer needs. Brand imagery depends on the extrinsic properties of a brand, 

including the ways, which the brand used to meet customers’ psychological or social needs. 

It is the way when customers think about a brand more toward the intangible aspects rather 

than what the brand actually does. For example, user profiles, purchase and usage situations, 

personality and values, history, heritage, and experience are the main intangibles that linked 

to a brand. Brand judgments are the customer’s evaluation of the brand based on the brand 
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performance and imagery associations. Brand feelings are customer’s emotional response to 

the brand such as warmth and fun feelings. Brand resonance describes the nature of the 

relationship between customers and brands and the extent to which the customers feel about 

the relationship. Behavioral loyalty, attitudinal attachment, sense of community and active 

engagement are the four dimensions of brand resonance (Keller, 2013). 

Keller (1993), who focused on brand knowledge as a key to consumer-based brand 

equity, conceptualized brand knowledge as having two components: brand awareness 

(recognition and recall) and brand image (associations related to attributes, benefits and 

attitudes). In order to develop customer-based brand equity, the brand should be well known 

to the consumers and represent a favorable and unique brand association in the consumers’ 

minds.   

Keller (2013) defined brand awareness as customers’ ability to recognize and recall 

the brand under different conditions so as to link the brand name, logo, and symbol, to 

certain association. Although different researchers gave different definition of brand 

awareness, these definitions regress into a core meaning, which was the consumer’s ability to 

recognize and recall a brand. Researchers have found that brand awareness influences brand 

loyalty formation through influencing perceived brand image and perceived quality (Hyun & 

Kim, 2011). Keller (1993, 1998) also argued that brand awareness could have an influence 

on customer’s decision during buying or consumption behaviors.     

There are great similarities between the two theories proposed by Aaker (1991, 1996) 

and Keller (1993, 2001). Both models measure brand equity based on cognitive, emotional 
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and behavioral act perspectives (Roy and Chau, 2010).  Brand loyalty was treated as a key 

measurement of the long-term relationship between the brand and its target consumers.  

Other researchers also contributed to the conceptualization and measurement of brand 

equity. For example, Yoo et al. (2000) proposed that the formation of brand equity consists 

of three steps: marketing mix elements (i.e. price, store image, distribution intensity, 

advertising expenditures, and price promotion), brand equity components (i.e. brand 

awareness, brand associations, perceived quality, and brand loyalty), and final brand equity. 

The results showed that frequent price promotions were related to low brand equity, whereas 

high advertising spending, high price, good store image and high distribution intensity will 

lead to high brand equity.  

This current study will employ brand awareness, brand association, perceived quality 

and brand loyalty as components of brand equity to study young consumer’s attitude and 

behavior toward sportswear brands in Chinese market. Particularly, this study will study the 

influence of brand image on consumers’ brand loyalty through its influence on brand 

association and perceived quality.  

2.3 Brand association 

It is well recognized that brand association plays an important role in brand equity 

(Aaker, 1991; Keller, 1993). Aaker (1991) defines brand association as anything in 

consumer’s memory related to the association of a brand or its image. According to Keller 

(1993), brand association is ‘the other informational nodes linked to the brand node in 

memory and contain the meaning of the brand for consumers’. Brand association can be 
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created from different perspectives through attitudes, attributes and benefits respectively 

(Keller, 1998).  

From an information-processing perspective, brand associations helps consumers 

retrieving and processing information, differentiating brand, and forming positive brand 

feeling, which will provide a reason for the consumer to buy (Aaker, 1991). On one hand 

brand association makes values for the companies by influencing consumer’s choice, 

purchase intention and brand loyalty. One the other hand, brand association improves brand 

equity by creating a favorable brand image that differentiates the brand from competitors. 

Therefore, companies and markers are trying to make sure the consumers have right, strong 

and favorable associations with the brand to keep old customers and attract new customers 

(Keller, 1993). 

Existing research provides great evidence that brand association influence brand 

loyalty and brand equity (James, 2005; Hyunjung Im et al., 2012). For example, in their study 

of the beverage market in Turkey, Atilgan et al. (2005) found that brand association has a 

significant direct effect on brand equity. Yoo et al. (2000) also found that high price, good 

store image, and high distribution intensity will lead to positive brand associations, which 

will increase a consumer' satisfaction with the product and in turn increase brand equity. 

Different methods have been found in the previous studies to measure brand 

association such as attributes, benefits, attitudes, image, perceived quality and personality 

(Atilgan et al., 2005; Keller, 1993; Pappu et al., 2005). Aaker (1991, 1996) perceived brand 

personality and organizational associations as the two most important types of brand 
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associations. Aaker defined brand personality as “the set of human characteristics associated 

with a brand” (Aaker, 1997). Organizational association refer to consumer’s attitude towards 

the company’s products as well as the company’s other social roles such as community 

contributions and financial performance (Brown 1997).  

However, Romaniuk and Nenycz-Thiel (2013) casts doubt on the role of brand 

association and claims that there is not enough empirical evidence existing to prove the 

influence of brand associations on a consumer's future buying behavior. First of all, the 

methodology used by researchers to measure the relationship between brand association and 

brand equity component is not convincing. For instance, much of the research measure brand 

association and brand loyalty in the same survey, which makes it vague to define whether the 

brand association is a dependent variable or independent variable. Second, past research 

neglects consumer’s past experience such as the direct experience of burying and 

consumption, which would significantly influence the formation of brand association. So the 

clarity of direction of measurement from different studies as well as the consideration of 

consumer’s past experience will help disentangle relationships between brand association and 

other components of brand equity.  

2.4 Perceived quality 

Perceived quality is another core element of brand equity (Aaker, 1996; Farquhar, 

1989). Aaker (1991) defined perceived quality as consumer’s overall perception of the 

quality or superiority of a product or service compared with its competitors. Perceived 

quality is not the real quality or actual performance of a product or service. Instead, it is the 
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customer’s overall subjective appraisal of the product (Zeithaml, 1988; Erenkol & Duygun, 

2010).  

Perceived quality can benefit a brand in different ways. First of all, perceived quality 

is a very important factor influencing consumers’ choice during consumption (Yoo & Donthe, 

2000). Also, according to Aaker (1991), perceived quality will help the brand differentiate 

from its competitors so that the brand may provide a good reason to buy and charge a 

premium price. Yaseen etc. (2011) aim to investigate the impact of perceived quality and 

customer loyalty on brand profitability and purchase intention in a reselling context. Their 

results suggested a significant impact of perceived quality on purchase intention.  

There is an increase in the number of studies on the impact of perceived quality and on 

strategies to enhance perceived quality in consumers’ mind (Jacoby & Olson, 1985; Yee et 

al., 2011). Kirmani and Rao (2000) argued that there is an uncertainty in consumers’ minds 

toward the quality of the brand, which is caused by information asymmetry between the 

sellers and the buyers. So quality sensitive consumers are unsure about the true quality of the 

seller’s product. In this situation brand name, product design, packaging, advertisements and 

other brand identities are the types of information that communicate the unobservable quality, 

which can help a brand building desirable perceived quality.  

Aurier and Lanauze (2010) brought a new term perceived brand relationship 

orientation and defined it as the consumer’s perception of the brand’s ability to built and 

maintain a relationship with its consumers. They argued that consumers value the quality and 

future relationship rather than just on past evaluations of perceived quality. The results show 
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that perceived quality has only an indirect impact on attitudinal loyalty and the perceived 

brand relationship orientation, mediated by trust and affective commitment, has a stronger 

impact on attitudinal loyalty.  

Other researchers try to study how to enhance consumers’ perceived quality in service 

areas such as hotel. Yoo and Park (2007) proposed perceived service quality as one of four 

factors critical to the brand equity of service companies. Their study showed that perceived 

quality had an impact on the hotels’ financial performance. Nowadays, companies and 

marketers from different product or service categories have put more emphasis on perceived 

quality and use it as a strategic weapon to improve brand equity and finally gain profit 

(Atligan, 2005).  

With an objective to identify the role of perceived quality in creating brand loyalty in 

the ready-to-wear sector from the perspective of Generation Y consumers, Erdoğmuş & 

Büdeyri-Turan (2012) found that self-image congruity has an indirect positive effect on 

brand loyalty with the mediation of perceived quality. Self-image congruity was also found 

of paramount importance in predicting brand attitude and brand loyalty (Kressmann etc., 

2006; Liu etc., 2012).  

2.5 Self-congruity 

Previous study found that customers tended to buy products with certain attributes or 

characteristics that correspond to their self-concept and to reject those that are incongruous 

with their self-perceptions. Sirgy et al. (1986) introduced the concept of self-congruency and 

defined it as consistency between a consumer’s self-image and a brand’s users image. 
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Consumer behavior literature revealed that self-congruity played an important role in brand 

preferences, attitude, satisfaction, and loyalty (Mehta, 1999; Sirgy and Samli 1985; Sirgy et 

al. 1991). 

Two types of brand image congruity, namely, functional image congruity and 

symbolic image congruity were generated on the basis of two dimensions of brand image: 

functional and symbolic (Hu et al., 2012). Functional image congruity happened when a 

brand matches the utilitarian set of criteria, which was a brand’s tangible attributes (Hu et al., 

2012). Symbolic self-image congruity takes place when a brand’s image consistent with the 

symbols of the consumer’s self-concept (Han, 2006). Sirgy and Samli (1985) developed a 

path analytic model to examine the influence of symbolic self-image/store-image congruity 

and functional congruity on store loyalty. The results indicated that store loyalty was directly 

influenced by functional congruity and indirectly influence by symbolic self-image/store-

image congruity through functional congruity (Han, 2006). Later, Sirgy et al. (1991) 

developed a different model that depicted both direct and indirect impact of self-congruity on 

consumer behavior through functional congruity. The results indicated that self-congruity 

had a biasing effect on functional effect, which means that customer’s evaluation of 

functional attributes will be positively biased when they had high level of self-congruity.  

2.5.1 Self-concept 

Self-concept was defined as “the totality of individual’s thoughts and feelings having 

reference to him as an object” (Rosenberg, 1979). Similarly, Sirgy (1982) defined self-

concept as an individual’s perception of his or her characteristics such as appearance, social 
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status, gender role and so on. That is to say, self-concept refers to an individual’s knowledge 

and belief of himself/herself in their own mind.  

Generally, self-concept is a multidimensional construct having four major 

components: actual self-concept, ideal self-concept, social self-concept and ideal social self-

concept (Sirgy, 1982). Consumer’s self-concepts are driven by two self-related motivations, 

namely, self-consistency and self-esteem (Kressmann et al., 2006). Self-consistency motive 

is the motivation that drives consumers to behavior in a manner consistent with their actual 

self-images. Actual self-image and social self-image are related to self-consistency 

motivations. Actual self-image refers to how consumers see the personal identities of 

themselves. Social self-image is linked to how consumers believe others think of them. With 

self-consistency motivations, consumers try to behavior to maintain an image of themselves 

or an image of themselves that they would like others to have. Self-esteem motivation is 

another psychological factor where the ideal self-image and ideal social self-image based on. 

Self-esteem motivation describes the motivational tendency that drives people to act in a way 

matched with their ideal self-images. Ideal self-image reflects how consumers would like 

themselves to be. Whereas, ideal social self-image is how consumers would like others to see 

them. With self-esteem motivation, consumers acquire products that are associated with 

certain kind of ideal image to boost their self-esteem (Lindquist, J. D., 2009).  

Corresponding with four perspectives of self-concept, there are also four perspectives 

of self-image congruity: actual self-congruity, ideal self-congruity, social self-congruity, and 

ideal social self-congruity (Sirgy & Su, 2000). In this study, actual self-congruity is used to 



 

23 

measure Chinese young consumers’ self-congruity with international and domestic 

sportswear brand. Particularly, actual self-congruity refers to the degree of match between 

the consumer’s actual self-image and the brand-user image (Lindquist, J. D., 2009). 

2.5.2 User image self-congruity, brand personality self-congruity 

Among the previous research about the self-congruity, there is an ambiguity about the 

conceptualization and measurement. Some research on self-brand congruity is to compare 

consumer’s self-image with the brand user image, which refers to the image of the typical 

brand user (Sirgy, 1986). Recently, there have been studies that use brand personality, rather 

than brand user image, to measure the congruity between the self and the brand (Aaker, 1996; 

Hogg et al., 2000) to reflect the private self-concept. Aaker (1997) defined brand personality 

as the set of human characteristics associated with a brand and proposed a five-dimension 

model for brand personality, which includes: sincerity, excitement, competence, 

sophistication and ruggedness. 

Parker (2005) referred to the congruity with brand user image as “user image self-

congruity” (UIC) and called the congruity with brand personality as “brand personality self-

congruity” (BPC).  Researchers have agreed that brand user image is theoretically 

transposable with brand personality.  In his study of various products including both public 

like Nike and private brands like Charmin, Parker (2009) found that user image congruity 

provided better prediction for attitude toward public brands while brand personality 

congruity provided better prediction for attitude toward private brands. In this current study, 



 

24 

the influence of both user image congruity (UIC) and brand personality congruity (BPC) on 

consumer behavior toward sportswear brand will be examined.  

With the above relevant literature on brand equity and the influence of self-congruity 

on consumer behavior, the following hypotheses were developed for this current study:  

H1: User image self-congruity will have a positive influence on Chinese young consumers’ 

brand evaluation. The brand evaluation was measured in two terms: brand association and 

perceived quality.  Therefore two sub-hypotheses were developed:  

H1a: User image self-congruity will have a positive influence on Chinese young 

consumers’ brand association.  

H1b: User image self-congruity will have a positive influence on Chinese young 

consumers’ perceived quality. 

H2: Brand personality self-congruity will have a positive influence on Chinese young 

consumers’ brand evaluation. The brand evaluation was measured in two terms: brand 

association and perceived quality.  Therefore two sub-hypotheses were developed:  

H2a: Brand personality self-congruity will have a positive influence on Chinese 

young consumers’ brand association.  

H2b: Brand personality self-congruity will have a positive influence on Chinese 

young consumers’ perceived quality. 
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H3: Brand association will have a positive influence on Chinese young consumers’ brand 

loyalty toward sportswear brands. Brand loyalty was measured in terms of attitudinal brand 

loyalty and behavioral brand loyalty. Therefore, two sub-hypotheses were developed:  

H3a: Brand association will have a positive influence on Chinese young consumers’ 

attitudinal brand loyalty.  

H3b: Brand association will have a positive influence on Chinese young consumers’ 

behavioral brand loyalty. 

H4: Perceived quality will have a positive influence on Chinese young consumers’ brand 

loyalty toward sportswear brands. Brand loyalty was measured in terms of attitudinal brand 

loyalty and behavioral brand loyalty. Therefore, two sub-hypotheses were developed:  

H4a: Perceived quality will have a positive influence on Chinese young consumers’ 

attitudinal brand loyalty.  

H4b: Perceived quality will have a positive influence on Chinese young consumers’ 

behavioral brand loyalty. 

2.6 County of origin (COO) 

According to Roth and Romeo (1992), country of origin was “the overall feeling or 

perceptions consumers form of products from a particular country, based on their prior 

perceptions of the country’s production and marketing strengths and weaknesses”. Saeed 

(1994) defined country of origin as the country with which a manufacturer’s product or brand 
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was associated. Previous research has found that COO has strong impacts on consumers’ 

perception of a product’s quality, purchase intention, or their evaluation of a brand (Chinen 

& Sun, 1998; Zhang, 1997; Hu et al., 2008). 

Jap (2010) conducted a study to compare Chinese consumers’ different consumption 

values and attitudes between global brands and Chinese local brands. The results revealed 

strong difference in Chinese consumers’ evaluation and behavior intention toward global 

brands and Chinese domestic brands. First, Chinese consumers perceived a higher level of 

product quality and performance for global brands. Second, Chinese consumers indicated an 

intention to purchase global brand as a tool to enhance their personality, social status and 

face. Third, global brands were perceived as being more innovative, more customer-oriented. 

Also, Chinese consumers perceived better service from global brands.  

Based on the above discussion, it was proposed in this study that Chinese young 

consumers would have a different response to global and domestic sportswear brands. 

Specially, the following hypothesis was proposed: 

H5: Country of origin (COO) has a significant influence on Chinese young consumers’ self-

congruity assessment, brand evaluation, and brand loyalty.  

2.7 Public self-consciousness (PSC) 

Public self-consciousness refers to people’s tendency to think about the self-aspects 

that are concerned with public display, from which other people’s impression formed 

(Scheier & Carver, 1985). Research suggested that consumers with high public self-
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consciousness are more likely to compare the behaviors between themselves and others 

(Fenigstein, 1979, Gould, S., & Barak, B., 1988). Public self-consciousness can be 

characterized as “a general awareness of the self as a social object (Fenigstein, et al., 1975)” 

and “with the recognition or regard received from others” (Fenigstein, 1987). This means that 

individuals who score high in public self-consciousness tend to care more about the way they 

present themselves and be concerned about how other people perceive themselves and their 

behavior. Also, Burnkrant and Page (1981) claimed that people who have high public self-

consciousness are more likely to buy products to create impressions that could express 

something about them than people with low public self-consciousness. Similarly, Xu (2008) 

suggested that public self-consciousness, together with materialism, had a significant 

influence on young consumers’ compulsive buying tendency. Yang (2012) also proposed a 

significant influence of public self-consciousness on Chinese young consumers intention to 

purchase luxury fashion products as a way to gain social respect and to maintain a desirable 

social image.  

Chinese society is a collective-oriented society where collectivism rooted deeply into 

Chinese culture. Influenced by this culture, “face”, plays an important role in Chinese 

people’s behavior (Yang, 2012). “Face” in Chinese culture means the self that presented to or 

reveled to others. Chinese people are very sensitive to preserve and not humiliate the “face” 

of self and others (Peter, 2011). This “face” may significantly influence Chinese young 

consumers’ perception toward other people’s view. In other words, Chinese consumers may 
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care more about brand user image rather than brand personality. Based on this discussion, the 

following hypothesis was proposed:    

H6: Public self-consciousness (PSC) has a significant influence on Chinese young consumers’ 

self-congruity assessment, brand evaluation, and brand loyalty. 

2.8 Theoretical Framework 

Based on the above literature review and hypotheses, a theoretical framework was developed 

as following: 

 

 

Figure 2.1: Theoretical framework for hypotheses 1, 2, 3 and 4. 

* “UIC” stands for user image self-congruity, “BPC” stands for brand personality self-

congruity. 
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Figure 2.2: Theoretical framework for hypotheses 5 and 6. 

* “COO” stands for country of origin, “PSC” stands for public self-consciousness. 
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CHAPTER 3 

Research Methodology 
 
            This chapter presents the methodological procedure utilized to collect data and the 

instruments used to measure different constructs. Also, the methods employed to analyze the 

data are discussed at the end of the chapter.  

3.1 Data Collection 

This study used a survey to collect data to investigate the impact of self-congruity on 

Chinese young consumers’ brand evaluation and brand loyalty toward sportswear brands. 

Before the survey was administered, an IRB approval was obtained through North Carolina 

State University. A street-intercept interview method was employed for data collection in 

July 2013. Four Chinese college students were hired and trained as interviewers. The subjects 

were intercepted in the major streets in SongJiang University Town in Shanghai. Shanghai 

was chosen for this study as it is one of the major metropolitan cities in China and seven 

Universities are located in the SongJiang University Town. The interviewer handed out the 

questionnaires to the subjects to ask if he/she was willing to participate in the survey. If they 

were willing to participate, they would fill a questionnaire, which was first developed in 

English, and then translated into Chinese (Appendix B, C). The survey was then back 

translated into English to ensure the validity of the survey translation.   

The risks of participating in this study are no greater than those encountered in daily 

life. All the participants were kept anonymous. The target respondents were people between 
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18 to 30 years old and the ratio of male and female respondents were controlled to be close to 

1:1. A total of 398 questionnaires were collected. 

3.2 Instruments 

            There were three sections in the questionnaire. The first section measured the 

consumers’ most familiar brand and the consumers’ behavioral brand loyalty. The second 

section measured the consumers’ attitudinal brand loyalty, self-congruity, brand association, 

perceived quality and public self-consciousness. Existing scales were adopted or modified to 

measure the constructs. The last section included the demographics information such as 

gender, age, education, discretionary income, below is the detailed information of the 

measurement of the key constructs in this study.  

Behavioral brand loyalty:  

            According to Ehrenherg (2000), behavioral brand loyalty was measured in two 

perspectives: purchase frequency and share of closet. In this study, purchase frequency was 

measured by the question “What is the frequency that you buy the products from brand X?” 

Share of closet was measured by the following question “What is the approximate proportion 

of the products from brand X in your whole sportswear products?” For convenience, brand X 

stand for the respondents most purchased brand in the following text.  

Attitudinal brand loyalty:  

            The five-item scale from Tong & Hawley’s (2009) study was used to measure 

attitudinal brand loyalty. A sample question was “I am still willing to buy brand X even if its 
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price is a little higher than X’s competitors”, where X mean the sportswear brand that the 

subject purchase most. The items were measured on a 5-point Likert scale.  

Perceived quality:  

            Perceived quality, indicating consumers’ subjective judgments about a brand’s overall 

excellence or superiority, was measured by using five items adopted from Tong & Hawley 

(2009) and Pappu et al. (2005). A sample question was “Products from X would be always of 

very good quality”. The items were measured on a 5-point Likert scale. 

Brand association: 

            Five items used in Pappu et al. (2005) and Tong & Hawley’s (2009) study were 

modified to measure brand association. A sample question was “ Brand X has very unique 

brand image, compared to competing brands.” The items were measured on a 5-point Likert 

scale. 

User image self-congruity (UIC): 

In the current study, the user image self-congruity was measured as the match 

between the consumers’ actual perception of themselves and the brand’s typical user image. 

Particularly, five items adopted from Hohenstein et al. (2007) and Abdallat’s (2012) studies 

were used to assess user image self-congruity. A sample question was “The typical user of 

Brand X reflects the type of person who I am”. The items were measured on a 5-point Likert 

scale. 

 



 

33 

Brand personality self-congruity (BPC): 

            Brand personality was measured based on Aaker’s (1997) brand personality scales 

(BPS). Fifteen items from Aaker’s theory were employed to measure brand personality (see 

Table 3.1). A sample question was “If this sportswear brand was a person, I perceive X as 

being honest”. Correspondingly, self-perception was measured the same 15 items. A sample 

question was “I perceive myself as being honest”.  

 

Table 3.1 Brand Personality Scale (BPS) fifteen dimensions

 

 

Adopted from Parker’s (2009) methods, Brand personality self-congruity (BPC) was 

calculated as the squared difference between consumer’s self-personality score and the brand 

personality score across the 15 (i) personality items (see Table 3.2). The larger the score, the 

less degree of congruity between the consumers’ personality and the perceived brand 

personality.   

 

 

Brand selection procedure
Preliminary research identified a set of brands:
. judged relevant and meaningful to a sample of target

respondents;
. that had unique described images; and
. were readily available and consumable by either female or

male respondents.

Given verbal instructions, participants listed and
characterized the image of three brands that they use
primarily in a public situation and three used primarily in
private situations. Participants used two adjectives to describe
each brand based on free associations. Frequency of free
association was determined to be a good preliminary
assessment of each brand’s image (Malhotra, 1981).
This procedure generated a list of over 200 brands. From

this list, the researcher selected four public and four private
brands to serve as the units of analysis. Four brands of each
type were sufficient to achieve the research objectives and not
overly cumbersome to respondents, allowing enough time to
complete the questionnaire. The criteria utilized to select the
brands were: frequency of mention, relative homogeneity of
the product categories, and distinctiveness of image.
The “public brands” selected for the study were all clothing

apparel brands (Banana Republic, Abercrombie & Fitch, Nike
and Birkenstock) each mentioned frequently and had distinct
free association image descriptions from each other. The
brand Birkenstock was not mentioned as frequently as the
other three brands, however, it was selected for the study
because its free association image was very distinct. The
“private brands” selected that were mentioned frequently and
had distinct free image associations were Nabisco, Charmin,
Sony, and Tropicana.

Survey instrument
The questionnaire collected basic demographic data including
gender, ethnicity, and age. Familiarity ratings for each brand
were cataloged to allow for the exclusion of subjects not
familiar with any of the brands. Brand attitude was measured
utilizing a three-item, seven-point attitude scale (favorable/
unfavorable, good/bad, and likeable/unlikable), commonly
used to measure brand attitude and operationalized as an
index of three semantic differential scales (MacKenzie et al.,
1989).

User-image self-congruity (UIC) measurement
The researcher employed Sirgy et al.’s (1997) user-image
based “global” self-congruity scales to measure UIC. For each
brand analyzed, respondents were instructed to first describe
the brand’s “typical user” and then characterize congruence
with their self-image, repeating the following procedure for
each brand:

Take a moment to think about [Brand x]. Think about the kind of person
who typically uses [Brand x]. Imagine this person in your mind and then
describe this person using one or more personal adjectives such as stylish,
classy, masculine, sexy, old, athletic, or whatever personal adjective you can
use to describe the typical user of [Brand x].

Once you have done this, indicate your agreement or disagreement to the
following statement: [Brand x] is consistent with how I see myself” (actual
self-congruity).

After characterizing the brand user image, participants
marked their responses on five point Likert scales (e.g.,
1 ! strongly agree to 5 ! strongly disagree) in regards to the
self-image statements above for their actual self-image. This

technique attempts to capture the congruity experience
directly and does not require calculating distance scores.
Rather, UIC is operationalized as the average on each scale
for each brand; the lower the average, the more congruence
experienced between brand and self.

Brand personality self-congruity (BPC) measurement
Presently, researchers have not developed a global measure
similar to the user image congruity scales that incorporates
the brand personality construct. To overcome the
methodological flaw of using different scales to measure
consumer and brand personality (Bellenger et al., 1976), BPC
was operationalized by employing Aaker’s (1997) 15 item
BPS descriptors and traditional self-brand congruity
techniques by measuring brand personality and respondent
self-image with the same set of personality descriptors. BPS
image scores provided the base for calculating BPC self-brand
congruity indicator scores for each brand. The BPS measures
five facets of brand personality, employing indicators of each
dimension displayed in Table I.
There are two primary reasons to use the BPS personality

descriptors in self-brand congruity research. First, the BPS
was derived in research employing techniques outlined by
Malhotra (1981), who developed a process of scale
development for measuring self, person, and product
concepts, which is commonly applied in congruity research.
Second, the BPS scales have been used in self-brand
congruity research (Aaker, 1999).
Brand personality and self-image were characterized with

five-point Likert scales (1 ! not at all descriptive to
5 ! extremely descriptive) by indicating the number that
best described the brand as a person. After characterizing
each brand’s personality, the respondents used the same
scales to characterize their own self-image.
BPC self-congruity was operationalized as the distance

between respondents’ self-image scores and brand personality
score calculated with the distance-squared model, depicted in
Equation 1. With this approach, congruity varies by distance:
the larger the d-score (distance) between brand and the
respondent’s personality, the less congruity, and the lower the
d-score between the brand and the respondent’s personality,
the higher the congruity:

Xn

i!1

! Pij 2 Sij

! "2 "1#

where:

Pij ! brand image perception (i) of individual.
Sij ! self-image (i) of individual (j)

Table I Brand personality scale (BPS) dimensions and indicators
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Table 3.2: BPC Calculation 

 

 

Public self-consciousness: 

            Public self-consciousness, which referred to the awareness of the self as a social and 

public object, was measured using the seven items from self-consciousness scale (Fenigstein 

et al, 1975). A sample question was “I’m concerned about what other people think of me”. 

The items were measured on a 5-point Likert scale. 

3.3 Data analysis 

            The data was transferred from the questionnaire to the SPSS (Statistical Package for 

the Social Science). Descriptive analyses were conducted to compile the sample profile.  

Descriptive analyses were also conducted for the key constructs to gain an insight on Chinese 

young consumers’ general behavior toward sportswear brands, in terms of self-congruity 

assessment, brand evaluation, brand loyalty and most important brand attributes.  

Brand selection procedure
Preliminary research identified a set of brands:
. judged relevant and meaningful to a sample of target

respondents;
. that had unique described images; and
. were readily available and consumable by either female or

male respondents.

Given verbal instructions, participants listed and
characterized the image of three brands that they use
primarily in a public situation and three used primarily in
private situations. Participants used two adjectives to describe
each brand based on free associations. Frequency of free
association was determined to be a good preliminary
assessment of each brand’s image (Malhotra, 1981).
This procedure generated a list of over 200 brands. From

this list, the researcher selected four public and four private
brands to serve as the units of analysis. Four brands of each
type were sufficient to achieve the research objectives and not
overly cumbersome to respondents, allowing enough time to
complete the questionnaire. The criteria utilized to select the
brands were: frequency of mention, relative homogeneity of
the product categories, and distinctiveness of image.
The “public brands” selected for the study were all clothing

apparel brands (Banana Republic, Abercrombie & Fitch, Nike
and Birkenstock) each mentioned frequently and had distinct
free association image descriptions from each other. The
brand Birkenstock was not mentioned as frequently as the
other three brands, however, it was selected for the study
because its free association image was very distinct. The
“private brands” selected that were mentioned frequently and
had distinct free image associations were Nabisco, Charmin,
Sony, and Tropicana.

Survey instrument
The questionnaire collected basic demographic data including
gender, ethnicity, and age. Familiarity ratings for each brand
were cataloged to allow for the exclusion of subjects not
familiar with any of the brands. Brand attitude was measured
utilizing a three-item, seven-point attitude scale (favorable/
unfavorable, good/bad, and likeable/unlikable), commonly
used to measure brand attitude and operationalized as an
index of three semantic differential scales (MacKenzie et al.,
1989).

User-image self-congruity (UIC) measurement
The researcher employed Sirgy et al.’s (1997) user-image
based “global” self-congruity scales to measure UIC. For each
brand analyzed, respondents were instructed to first describe
the brand’s “typical user” and then characterize congruence
with their self-image, repeating the following procedure for
each brand:

Take a moment to think about [Brand x]. Think about the kind of person
who typically uses [Brand x]. Imagine this person in your mind and then
describe this person using one or more personal adjectives such as stylish,
classy, masculine, sexy, old, athletic, or whatever personal adjective you can
use to describe the typical user of [Brand x].

Once you have done this, indicate your agreement or disagreement to the
following statement: [Brand x] is consistent with how I see myself” (actual
self-congruity).

After characterizing the brand user image, participants
marked their responses on five point Likert scales (e.g.,
1 ! strongly agree to 5 ! strongly disagree) in regards to the
self-image statements above for their actual self-image. This

technique attempts to capture the congruity experience
directly and does not require calculating distance scores.
Rather, UIC is operationalized as the average on each scale
for each brand; the lower the average, the more congruence
experienced between brand and self.

Brand personality self-congruity (BPC) measurement
Presently, researchers have not developed a global measure
similar to the user image congruity scales that incorporates
the brand personality construct. To overcome the
methodological flaw of using different scales to measure
consumer and brand personality (Bellenger et al., 1976), BPC
was operationalized by employing Aaker’s (1997) 15 item
BPS descriptors and traditional self-brand congruity
techniques by measuring brand personality and respondent
self-image with the same set of personality descriptors. BPS
image scores provided the base for calculating BPC self-brand
congruity indicator scores for each brand. The BPS measures
five facets of brand personality, employing indicators of each
dimension displayed in Table I.
There are two primary reasons to use the BPS personality

descriptors in self-brand congruity research. First, the BPS
was derived in research employing techniques outlined by
Malhotra (1981), who developed a process of scale
development for measuring self, person, and product
concepts, which is commonly applied in congruity research.
Second, the BPS scales have been used in self-brand
congruity research (Aaker, 1999).
Brand personality and self-image were characterized with

five-point Likert scales (1 ! not at all descriptive to
5 ! extremely descriptive) by indicating the number that
best described the brand as a person. After characterizing
each brand’s personality, the respondents used the same
scales to characterize their own self-image.
BPC self-congruity was operationalized as the distance

between respondents’ self-image scores and brand personality
score calculated with the distance-squared model, depicted in
Equation 1. With this approach, congruity varies by distance:
the larger the d-score (distance) between brand and the
respondent’s personality, the less congruity, and the lower the
d-score between the brand and the respondent’s personality,
the higher the congruity:
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where:

Pij ! brand image perception (i) of individual.
Sij ! self-image (i) of individual (j)

Table I Brand personality scale (BPS) dimensions and indicators
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To test the hypothesis regarding the influence of country of origin, multiple independent-

sample T-Tests were conducted between Chinese domestic brands and international brands. 

            To test the hypotheses on the relationship between self-congruity, brand evaluation, 

and brand loyalty, Structural Equation Modeling (SEM) Analysis was conducted. Consistent 

with the two-step approach advocated by Anderson and Gerbing (1988), Confirmatory Factor 

Analysis (CFA) was first conducted in order to examine the adequacy of the hypothesized 

measurement relationship of the proposed model, and to ensure sufficient reliability and 

validity of the constructs. Three types of fitness indices – absolute, comparative and 

parsimonious fit index, based on Kelloway’s recommendations (1998), were used in the 

study to assess the measurement model fitness. The absolute fit was measured by the root 

mean square error of approximation (RMSEA) and χ2 statistics; the comparative fit was 

measured by comparative fit index (CFI); and parsimonious fit was indicated by the results of 

parsimonious normed fit index (PNFI). According to Hu and Bentler (1999), (χ2)/df ≤ 3, 

adjusted goodness of fit (AGFI) ≥ 0.80, root mean square residual (RMR) ≤ 0.1, root mean 

square error of approximation (RMSEA) ≤ 0.08, and comparative fit index (CFI) ≥ 0.90 and 

goodness of fit (GFI) ≥ 0.90, and parsimonious normed fit index (PNFI) ≥ 0.60 were used as 

indications of close model fit in this study. After conducting confirmatory factor analyses for 

the proposed measurement models, a structural equation model was employed to test the 

relationships between constructs. 
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CHAPTER 4 

Results 
 

            This chapter reports the data screening and cleaning process, sample profile, 

descriptive analyses of key constructs, and hypotheses testing results.  Hypotheses 1-4 are 

tested by the SEM analysis. Hypotheses 5-6 are tested by multiple T-tests. Brief discussion is 

also provided for each analysis.  

4.1 Data screening and cleaning process 

            During the street intercept interview, a total of three hundred and nighty eight (398) 

surveys were collected. Out of the 398 surveys collected, 65 questionnaires were excluded 

from the data pool because they were either incomplete or invalid. The following two criteria 

were used to delete questionnaires: (1) questions for the key constructs were not answered 

(10 questionnaires were deleted); (2) respondents randomly filled out the questionnaire, for 

example, straight- lining answers or similar questions with completely different answers (55 

questionnaires were deleted). After this data screening and cleaning process, 83.7% of total 

questionnaires (333) were considered valid and used for further data analysis.  

4.2 Descriptive analyses  

4.2.1 Sample profile 

Frequencies analyses were conducted to compile the sample profile. According to the   

frequency analysis results (Table 4.1), among all the respondents (N=333), over half of the 

respondents were male (61.9%). Majority of the respondents (95.5%) aged from 18 to 23. In 

terms of education, nearly half (48.3%) of the respondents were freshmen. Few (3.3%) 
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graduate students were also included in the interview. Most (87.7%) of the respondents’ 

discretionary monthly income was less than 2000 Chinese Yuan (CNY) (approximately 333 

USD). 

 

Table 4.1: Sample Profile 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Demographics Frequency            Valid Percent 

GENDER 

Female 

 

127 

 

38.1 

Male 206 61.9 

AGE 

18-20 Years old 167 50.2 

21-23 Years old 151 45.3 

24-26 Years old 9 2.7 

27-29 Years old 2 .6 

>30    Years old 3 .9 

EDUCATION   

High school 4 1.2 

Freshman 161 48.3 

Sophomore 59 17.7 

Junior 41 12.3 

Senior 56 16.8 

Graduate 11 3.3 

DISCRETIONARY MONTHLY  

INCOME  

  

<1000         RMB 111 33.3 

1000-2000  RMB 181 54.4 

2000-3000  RMB 30 9.0 
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Table 4.1 continued 

 

 

 

 

 

4.2.2 Descriptive analysis of the key Variables  

Self-congruity assessment  

            Table 4.2 presents the respondents’ self-congruity assessment. The respondents had 

medium scores for their self-congruity assessment toward sportswear brands. The mean score 

was 3.23 for user image self-congruity. Brand personality self-congruity (BPC) was 

measured as the squared difference between consumer’s self-personality scores and the brand 

personality scores for total fifteen items. There are fifteen items in the scale.  The results 

showed the mean score for brand personality self-congruity was 16.47. The smaller the 

squared difference between brand personality scores and the consumer’s self-personality 

scores, the higher BPC was.  

 

Table 4.2: Self-congruity assessment 

 N Mean Std. Deviation 
Brand Personality Self-congruity 333 16.4775 13.46314 
User image Self-congruity 333 3.2396 .67671 

 
*All the items were measured on a 5-point Likert Scale with 1 being strongly disagreed and 5 
being strongly agreed. 

3000-4000  RMB 3 .9 

4000-5000  RMB 2 .6 

5000-10000 RMB	   2	   .6	  

>10000     RMB	   4	   1.2	  
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Brand evaluation  

            Brand evaluation was measured in terms of perceived quality and brand association. 

Perceived quality was measured in 5 items and brand association was measured in 5 items.  

A mean score was calculated for each construct. Results as presented in Table 4.3 showed 

that Chinese young consumers had relatively high brand perceived quality scores (3.83). The 

brand association had a medium score of 3.38. 

 

Table 4.3: Descriptive statistic of evaluation  
 

 N Mean Std. Deviation 
Perceived Quality 333 3.8282 .88293 
Brand Association 333 3.3790 .61872 

 
*All the items were measured on a 5-point Likert Scale with 1 being strongly disagreed and 5 
being strongly agreed. 
 
 

Brand loyalty 

            Brand loyalty was measured in terms of attitudinal brand loyalty and behavioral brand 

loyalty. Attitudinal loyalty was measured by asking the respondents to indicate their intention 

to keep purchasing the products from the brand and recommend the brand to others. There 

were 5 items on the attitudinal brand loyalty.  Results indicated that respondents 

demonstrated medium scores (Table 4.4) for attitudinal brand loyalty. 

            Behavior brand loyalty toward a brand was measured in two terms: shopping 

frequency for the brand’s products and proportion of the brand’s products in their whole 

closet of sportswear products. The results (table 4.5) showed that most respondents shopped 
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brand X about one to two times a year. And for most respondents (67.5%), the products that 

the customer familiar with and purchased most accounted for less than fifty percent (table 4.6) 

of their total sportswear products.  

 

Table 4.4: Descriptive statistic of attitudinal brand loyalty 
 

 N Mean Std. Deviation 
Attitudinal Brand Loyalty 333 3.3357 .68307 

 
 
 

Table 4.5: Purchase frequency for Brand X 
 

 Frequency Valid Percent 

Valid 

Every other year 19 5.7 
Once a year 111 33.3 
Two times a year 107 32.1 
Three times a year 33 9.9 
Several times a year                  50 15.0 
Others 13 3.9 
Total 333 100.0 

 
 
 

Table 4.6: Proportion of brand X in their whole closest of sportswear products 
 

 Frequency Valid Percent 

Valid 

<30% 82 24.6 

30%-50% 143 42.9 
50%-70% 77 23.1 
70%-90% 23 6.9 
90%-100% 8 2.4 
Total 333 100.0 
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Public self-consciousness 

            Public self-consciousness was measured by a scale of seven items. Results in Table 

4.7 indicated that Chinese young consumer had a high level of public self-consciousness with 

average score of 3.73.  

 

                          Table 4.7: Descriptive statistic of public self-consciousness 

 N Mean Std. Deviation 
Public Self-consciousness 333 3.7259 .74449 

 
*All the items were measured on a 5-point Likert Scale with 1 being strongly disagreed and 5  
being strongly agreed. 
 
 
 
4.2.3 Consumers’ preferred brand attributes  

            Consumers’ preferred brand attributes were also measured in the study, respondents 

were asked to indicate the attributes they cared most when they purchase sportswear products. 

A sample question is “When I buy sportswear products, quality is a very important attribute 

to consider.” The following seven attributes were evaluated: quality, price, style, brand name, 

country of origin, popularity, comfort and celebrity endorsers. The results (Table 4.8) showed 

that comfort (4.16) was the most important factor when purchasing sportswear products.  

Come after comfort are the following: quality (4.15), style (4.01), price (3.95), brand name 

(3.52), popularity (3.39) and country of origin (3.03). Brand sponsor (2.61) was the least 

important consideration in their sportswear products purchase. 
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Table 4.8: Descriptive statistic of brand attributes 
 

 N Mean Std. Deviation 
Comfort 333 4.1622 .83818 
Quality 333 4.1471 .81734 
Style 333 4.0060 .69851 
Price 333 3.9489 .72422 
Brand name 333 3.5165 .84518 
Popularity 333 3.3904 .95572 
Celebrity endorsers 333 2.6156 1.02792 
Valid N 333   

 
* The items were measured on a 5-point Likert Scale with 1 being strongly disagree and 5 
being strongly agree. 
 
 
 
4.3 Measurement model - Confirmatory Factor Analysis (CFA) 

Confirmatory Factor Analysis was conducted to examine the adequacy of the 

proposed measurement model fit. As mentioned in the methodology (chapter 3), three types 

of model fit indices were examined (Table 4.9). For absolute model fit, the results showed 

satisfactory model fit in terms of the following indices: goodness of fit index (GFI=0.093)), 

adjusted goodness of fit index (AGFI=0.086), the root mean square error of approximation 

(RMSEA=0.056) and CMIN/DF (2.03). For comparative measurement fit indices, the 

comparative fit index (CFI) was 0.95 and the normed fit index (NFI) was 0.902. For the 

parsimonious fit index, the results showed that the Parsimonious Normed Fit Index (PNFI) 

was 0.7. So the measurement model provided a good fit to the data, which permitted 

confidence in moving to the next step for structural model test.  

 



 

43 

Table 4.9: CFA model fit results 

Fit Indices Type of Fit Index  Recommendation Output Fitness 

CMIN/DF  

 

Absolute  

≤ 3 2.03 Good 

GFI ≥ 0.90 0.903 Good 

AGFI ≥ 0.80 0.86 Good 

RMSEA ≤ 0.08 0.056 Good 

CFI  

Comparative 

≥ 0.90 0.95 Good 

NFI ≥ 0.90 0.902 Good 

PNFI Parsimonious ≥ 0.60 0.70 Good 

 

    

         For constructs measured by multiple items, CFA also analyzed the item-factor loadings 

for each item. Table 4.10 presents the item-factor loadings for all the items measuring each 

construct in the study. Hair et al. (1998) suggested remove items whose item-factor loading 

was less than 0.50 from the construct measurement. The factor loadings range from 0.630 to 

0.847. Therefore, no item was deleted from the measurement pool.  

 

Table 4.10: Factor loading 
 

Items      Estimate 
BUI1 <--- User Image Self-congruity .774 
BUI2 <--- User Image Self-congruity .847 
BUI3 
BUI4 

<--- 
<--- 

User Image Self-congruity 
User Image Self-congruity 

.790 

.715 
BUI5 <--- User Image Self-congruity .659 
PQ1 <--- Perceived Quality .824 
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Table 4.10 continued 
 

PQ2 <--- Perceived Quality .830 
PQ3 <--- Perceived Quality .825 
PQ4 <--- Perceived Quality .791 
PQ5 <--- Perceived Quality .651 
ABL1 <--- Attitudinal Brand Loyalty .809 
ABL2 <--- Attitudinal Brand Loyalty .823 
ABL3 <--- Attitudinal Brand Loyalty .773 
ABL4 <--- Attitudinal Brand Loyalty .660 
ABL5 <--- Attitudinal Brand Loyalty .608 
BA1 <--- Brand Association .712 
BA2 <--- Brand Association .630 
BA3 <--- Brand Association .736 
BA4 <--- Brand Association .663 
BA5 <--- Brand Association .679 

 
 
 

The coefficient alpha was calculated to measure the reliability of each construct. 

According to Nunnally & Bernstein (1994), a coefficient alpha score exceeding 0.70 would 

be considered as an acceptable level of reliability. Results in Table 4.11 showed that the 

coefficient alpha for each construct was above 0.7, which indicated a high initial evidence of 

reliability. 

 

Table 4.11: Reliability of the scales 

Items Cronbach’s Alpha 

Brand Personality Self-congruity  0.926 

User Image Self-congruity 0.871 

Brand Association 0.818 
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Table 4.11 continued 

Perceived Quality 0.891 

Attitudinal Brand Loyalty 0.853 

Public Self-consciousness 0.842 

 
 
 
 
4.4 Structural model - structural equation modeling analysis (SEM) 

            A structural equation model was used to test the relationship in the proposed 

framework. The initial model didn’t provide good fit. According to the model modification 

recommendation, the frequency measuring behavioral brand loyalty was removed from the 

model to get better model fit. After modification, the model fit output (Table 4.12) showed 

that most model fit indices met the recommended model fit level (CMIN/DF = 2.27; AGFI = 

0.86; RMSEA = 0.06; CFI = 0.94; PNFI = 0.75). GFI and NFI were both 0.89, which is 

slightly lower than recommendation level (≥ 0.90). Overall, the results indicated that the 

hypothesized model produced an acceptable fit to the sample data. 

 

Table 4.12: SEM model fit result 

Fit Indices Type of Fit Index  Recommendation Output Fitness 

CMIN/DF  

Absolute  

≤ 3 2.27 Good 

GFI ≥ 0.90 0.89 Acceptable 
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Table 4.12 continued 

AGFI  

Absolute 

≥ 0.80 0.86 Good 

RMSEA ≤ 0.08 0.06 Good 

CFI  

Comparative 

≥ 0.90 0.94 Good 

NFI ≥ 0.90 0.89 Acceptable 

PNFI Parsimonious ≥ 0.60 0.75 Good 

 
 
 

            The SEM results (Table 4.13) indicated a significant influence of user image self-

congruity on Chinese young consumers’ brand evaluation including brand association and 

perceived quality. Therefore Hypothesis 1 was supported. However, unlike hypothesized, 

there was no significant influence of brand personality self-congruity on Chinese young 

consumers’ brand evaluation. Therefore, Hypothesis 2 was not supported. Also, as 

hypothesized, significant influence was found from brand association on consumers’ brand 

loyalty. Therefore, H3 was supported. Perceived quality was found to have a positive 

influence on attitudinal brand loyalty but no significant influence on behavioral brand loyalty. 

Therefore, Hypothesis 4 was partially supported.  

 

Table 4.13: SEM results 

Paths Estimate S.E. C.R. P Significance 

Brand Association <--- UIC .824 .077 10.730 *** * 

Perceived Quality <--- UIC .462 .063 7.388 *** * 
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Table 4.13 continued 

 

Note: *** indicates that the value is smaller than 0.05. 

*  indicates the influence is significant at 0.05. 
 
 
 
4.5 Independent-Sample T-test  

            Multiple independent sample t-tests were employed to test whether there is a 

significant difference in Chinese young consumers’ perception, evaluation and brand loyalty 

between domestic sportswear brands and international sportswear brands. The results showed 

(Table 4.15) that there was a statistically significant difference in Chinese young consumers’ 

attitudinal brand loyalty (p = 0.015 < 0.005) and brand association (p = 0.005 < 0.005) 

between domestic sportswear brands and international sportswear brands. The group 

statistics (Table 4.14) indicated that Chinese young consumers showed more positive brand 

association and stronger attitudinal brand loyalty toward international brands than domestic 

Perceived Quality <--- BPC1 -.002 .002 -1.006 .314  

Brand Association <--- BPC1 .001 .002 .800 .424  

Attitudinal Brand Loyalty <--- Brand 
Association .736 .081 9.030 *** * 

Attitudinal Brand Loyalty <--- Perceived 
Quality .477 .066 7.234 *** * 

Proportion <--- Perceived Quality -.031 .126 -.246 .806  

Proportion <--- Brand Association -.459 .166 -2.764 .006 * 

Proportion <--- Attitudinal Brand 
Loyalty .794 .152 5.212 *** * 
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brands. Out of expectation, no significant difference was found between international brands 

and domestic brands in terms of consumers’ self-congruity assessment, perceived quality, 

and behavioral brand loyalty.  

 

Table 4.14: Group Statistics 
 

 Brand Origin * N Mean Std. 
Deviation 

Std. Error 
Mean 

Frequency 
1 203 2.97 1.254 .088 
0 130 3.22 1.284 .113 

Proportion 
1 203 2.13 .881 .062 
0 130 2.30 1.083 .095 

Perceived Quality 
1 203 3.7961 .97878 .06870 
0 130 3.8785 .70853 .06214 

Attitudinal Brand Loyalty 
1 203 3.2631 .63742 .04474 
0 130 3.4492 .73708 .06465 

User Image Self-
congruity 

1 203 3.2118 .64413 .04521 
0 130 3.2831 .72509 .06359 

Brand Association 
1 203 3.3025 .59648 .04186 
0 130 3.4985 .63600 .05578 

Brand Personality Self-
congruity 

1 203 15.6404 12.53604 .87986 
0 130 17.7846 14.75063 1.29372 

 

* “1” in Brand Origin column stands for domestic brands, while “0” stands for international 

brands.  
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Table 4.15: Independent Samples Test 
 

 Levene's Test 
for Equality of 

Variances 

t-test for Equality of Means 

F Sig. t df Sig.  

Frequency 
Equal variances assumed 1.502 .221 -1.777 331 .077 
 Not assumed   -1.768 270.439 .078 

Proportion 
Equal variances assumed 6.584 .011 -1.587 331 .114 
 Not assumed   -1.517 234.532 .131 

Perceived Quality 
Equal variances assumed .407 .524 -.830 331 .407 
 Not assumed   -.890 326.016 .374 

Attitudinal Brand 
Loyalty 

Equal variances assumed 2.423 .121 -2.444 331 .015 
 Not assumed   -2.368 246.101 .019 

User Image Self-
congruity 

Equal variances assumed .318 .573 -.937 331 .349 

 Not assumed   -.913 251.339 .362 

Brand Association Equal variances assumed .532 .466 -2.850 331 .005 

 Not assumed   -2.810 262.140 .005 

Brand Personality 
Self-congruity 

Equal variances assumed 3.045 .082 -1.420 331 .157 
 Not assumed   -1.370 242.765 .172 

 

 

 
            The results of descriptive analysis indicated that the sample in general had a high 

level of public self-consciousness. Due to the small number of respondents who had low 

level of public self-consciousness, T-tests could not be conducted between the high and low 

public self-conscious consumers. Therefore, the hypothesis could not be tested in this study.   
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4.6 Summary of hypotheses testing 
 
            In summary, the multiple tests were conducted to test the hypotheses. Table 4.16 

illustrated the summary of hypotheses testing results.    

 

Table 4.16: Summary of hypotheses testing 

Hypothesis 
number 

Statement of hypothesis Results 

H1 User image self-congruity assessment will have a 
positive influence on brand evaluation (brand 
association and perceived quality). 

Supported 

H1a User image self-congruity will have a positive 
influence on brand association. 

Accepted 

H1b User image self-congruity will have a positive 
influence on perceived quality. 

Accepted 

H2	   Brand personality self-congruity will have a positive 
influence on brand evaluation (brand association and 
perceived quality).	  

Unsupported	  

H2a	   Brand personality self-congruity will have a positive 
influence on brand association.	  

Rejected	  

H2b	   Brand personality self-congruity will have a positive 
influence on perceived quality.	  

Rejected	  

H3	   Brand association will have a positive influence on 
brand loyalty.	  

Supported	  

H3a	   Brand association will have a positive influence on 
attitudinal brand loyalty.	  

Accepted	  

H3b	   Brand association will have a positive influence on 
behavioral brand loyalty.	  

Accepted	  
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Table 4.16 continued 

H4 Perceived quality will have a positive influence on 
brand loyalty. 

Partially 
supported 

H4a Perceived quality will have a positive influence on 
attitudinal brand loyalty. 

Accepted 

H4b Perceived quality will have a positive influence on 
behavioral brand loyalty. 

Rejected 

H5 Country of Origin (COO) has significant influence 
on self-congruity assessment, brand evaluation and 
brand loyalty. (T-test) 

Partially 
supported 

H6 Public self-consciousness (PSC) has significant 
influence on self-congruity assessment, brand 
evaluation and brand loyalty. (T-test) 

Due to sample 
limitation, the 
hypothesis 
could not be 
tested.  
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Chapter 5 

Discussion and Conclusion, Limitation and Future Study  

            Being the second largest sportswear market in the world, the Chinese market plays a 

very important role in the sportswear industry. The major global sportswear brands all have 

presence in the Chinese market and actually are dominating the market there. However, 

contradictory, while the global brands are enjoying the market, Chinese domestic sportswear 

brands have been experiencing a collective slow-down in their sales and market share. And 

competitions among the major global brands have been very intense. The underperformance 

of the Chinese domestic brands is believed to be due to several reasons. This study was 

designed to examine Chinese young consumer’s behavior for sportswear products from the 

self-congruity perspective. It was proposed that a high degree of self-congruity would lead to 

more positive brand evaluation, which, in turn, would enhance consumers’ brand loyalty.  

Specifically, this study was designed with the following purposes: 1) to test the influence of 

self-congruity on Chinese young consumers’ brand evaluation and brand loyalty; 2) to 

compare the difference between global brands and Chinese domestic brands in terms of 

consumers’ self-congruity assessment, brand evaluation and brand loyalty; and 3) to test the 

influence of personality traits, particularly, public self-consciousness, on Chinese young 

consumers behavior toward sportswear in terms of self-congruity assessment, brand 

evaluation, and brand loyalty.  

            A total of 398 surveys were collected in Shanghai, China in summer, 2013. After data 

screening and cleaning, 333 surveys were retained for further data analysis. Descriptive 
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analyses were conducted to provide a profile of the sample and the respondents’ brand 

evaluation and loyalty in general. Multiple independent T-tests were conducted to compare 

consumers’ behavior toward global and domestic Chinese sportswear brands. Confirmatory 

Factor Analysis (CFA) and Structural Equation Modeling (SEM) Analysis were conducted to 

test the proposed hypotheses. The results of the study were promising, which were discussed 

in this chapter.  

5.1 Sample profile   

The interview of the survey was conducted in a university town, so the majority of the 

respondents were college students aging from 18 to 23 with discretionary monthly income 

less than five hundred dollars a month. The respondents, in general, had medium level of 

brand perception, brand association and attitudinal brand loyalty toward sportswear brands.   

A relatively higher level of perceived quality was found toward sportswear brands, indicating 

their trust of the function and performance of sportswear products. Also, more than two 

thirds of the respondents indicated that their favorite brand account for less than half of their 

total sportswear products. That means, majority of the respondents had purchased from at 

least two sportswear brands and were not only loyal to one brand. Consistent with Yang’s 

(2011) literature, this study also revealed that Chinese young consumers had a high level of 

public self-consciousness, which revealed that Chinese young consumers cared a lot about 

other people’s view of themselves. However, as it was a convenient sample from a university 

town, the representation of the sample of the Chinese young consumers was limited.  
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5.2 Influence of Self-congruity assessment on consumer behavior  

5.2.1 Influence of user image self-congruity on brand association and perceived quality. 

With respective to the influence of user image self-congruity on brand association, 

the results were supportive. The higher level of congruence between consumers’ self-image 

and the brand’s typical user image, the more favorable associations the consumer would 

perceive. Perceived quality was also influenced by user image self-congruity, in that the 

higher level of congruency between consumers’ self-image and the brand’s typical user 

image, the higher quality the consumer would perceive. User image self-image congruity 

took place when a brand’s typical user image is consistent with the consumer’s self-concept. 

With the rocketing development of Internet and social media, young consumers are easily 

influenced by hundreds of thousands pictures and videos posted by others. For instance, if a 

celebrity wearing a pair of New Balance sneaker posted travelling pictures on social media, 

then favorable brand attitude toward New Balance may be developed among young 

consumers who admire that celebrity. This result also confirms Parker’s (2009) finding that 

UIC measures provided better predictor of brand attitude than brand personality self-

congruity for public brands such as sportswear brands. Thus, developing the products that are 

consistent with the imagery desired by the market could help the companies building positive 

brand evaluation in consumers’ minds.  
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5.2.2 Influence of brand personality self-congruity on brand association and perceived 

quality. 

            No significant influence of brand personality self-congruity was found on consumers’ 

brand association and perceived quality. Chinese young consumers’ high pubic self-

consciousness and the limited measurement of brand personality self-congruity could provide 

explanation about this, which was discussed later in this chapter. This finding also consisted 

with Liu’s (2012) finding that brand personality self-congruity was not a good predictor for 

brand attitude and brand loyalty in the context of the luxury fashion brands such as CK and 

Chanel. Instead, user image self-congruity was a stronger predictor of consumers’ brand 

evaluation.   

5.3 Influence of brand association on consumers’ brand loyalty   

Brand association was hypothesized to have positive influence on both attitudinal 

brand loyalty and behavioral brand loyalty. The results showed that the hypotheses regarding 

the influence of brand association on attitudinal brand loyalty and behavioral brand loyalty 

were both supported. 

Consistent with the recent findings (Holly et al., 2012), the SEM results suggested 

that the more positive the brand association perceived by Chinese young consumers, the 

stronger the attitudinal brand loyalty. Second, Brand association was also found having a 

positive influence on behavioral brand loyalty. Behavioral brand loyalty was initially 

measured by purchase frequency and closet share of the brand. However, the presence of 

frequency would significantly impact the model fit. So in this study, behavioral brand loyalty 
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was measured only by the proportion of the most purchased brands in the customers’ total 

sportswear brands. Last, the results confirmed that attitudinal brand loyalty positively 

influenced behavioral brand loyalty. Thus, building favorable brand association in Chinese 

young consumers mind should be list on top of the companies’ long-term marketing goals.  

5.4 Influence of perceived quality on brand loyalty   

           As expected, perceived quality had significantly positive influence on attitudinal brand 

loyalty. It was expected that perceived quality would have a positive influence on Chinese 

young consumers’ behavioral brand loyalty. However, no direct influence of perceived 

quality on behavioral brand loyalty was found. This may be explained by the fact that style 

and price were the most important factors for the behavioral brand loyalty under the 

condition that Chinese young consumers already had relative high level of perceived quality. 

For example, if a consumer would like to keep purchasing the products from Nike, he/she 

already knew that Nike could provide high quality products. So in this case, price concerns 

might become an obstacle for the consumer to actually repurchase the products from Nike.  

5.5 Influence of country of origin on consumers’ self-congruity, evaluation and brand 

loyalty. 

Observing the difference in market performance between Chinese domestic 

sportswear brands and global brands, it was hypothesized in this study that there is 

significant difference in consumers behavior toward Chinese vs. global sportswear brands.  

Multiple T-Tests were conducted to test the difference between the brands in terms of 

consumers’ self-congruity assessment, brand evaluation, and brand loyalty.     
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First, no significant difference was found between domestic brands and global brands 

in Chinese young consumers’ self-congruity assessment. With the better market performance 

of global brands, it was expected to see a higher self-congruity assessment for global brands. 

However, the results did not seem support this expectation.  

Second, the results indicated the significant difference (p = 0.005 < 0.05) for brand 

association between domestic and international brands. Chinese young consumers held a 

more positive association for global sportswear brands than domestic sportswear brands. This 

result confirmed previous findings that global brands had much better brand associations than 

domestic brands (Jap, 2010). International sportswear brands like Nike were viewed as being 

more innovative, having more customer-oriented products compared with Chinese domestic 

brands (Jap, 2010). However, no significant difference was found between Chinese young 

consumers’ perceived quality toward international sportswear brand and domestic brands. An 

explanation could be that lots of international sportswear products are actually made in China. 

Also, with the development of Chinese technology, the domestic sportswear brands have the 

ability to produce their products with high quality. 

Last, the multiple independent T-Tests revealed that there was a significant 

difference between consumers’ attitudinal brand loyalty toward domestic and behavioral 

brands. Consumers’ showed stronger attitudinal loyalty toward international brands than 

toward domestic brands. However, not as expected, there was no significant difference for 

behavioral brand loyalty between domestic sportswear brands and international sportswear 

brands. This could be also explained by the attributes that consumers cared most. Going back 
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to the descriptive statistic of brand attributes, the results indicated that comfort was the most 

important factor they would consider during the purchasing behavior, followed by quality, 

style and price. As reported earlier that there was no significant difference for perceived 

quality between domestic sportswear brands and international sportswear brands. Therefore, 

a consumer may want to purchase a global brand. But due to price concern, this consumer 

may have to compromise by ending up buying the domestic brand. In terms of style, 

innovative and customer-oriented product designing could be the significant factors that 

improve attitudinal brand loyalty for international sportswear brands. When it came to the 

price, international sportswear brands were more expensive than Chinese domestic 

sportswear brands. Take Nike for example, the prices of most Nike shoes sold in China range 

from 600 RMB to 2000 RMB (Nike, 2014), which are one fifth to two third of their 

discretionary monthly income (about 3000 RMB). However, the prices of famous Chinese 

sportswear Li-Ning range from 200 RMB to 600RMB, which are much cheaper than Nike.     

So the high price for international sportswear brands could dramatically influence Chinese 

young consumers’ behavioral brand loyalty. 

5.6 Influence of public self-consciousness on consumers’ perception, evaluation and 

brand loyalty. 

            It was hypothesized that people with different public self-consciousness levels will 

have different behavior toward sportswear brands, in terms of self-congruity assessment, 

brand evaluation and brand loyalty. Unfortunately, due to sample limitation, the t-test could 

not be conducted to test this hypothesis. Majority of the sample members displayed a high 
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level of public self-consciousness, which made it invalid to compare low public self-

consciousness with high public self-consciousness by independent T-Test. However, the high 

public self-consciousness provided an explanation for the relationship between consumers’ 

self-congruity assessment and brand evaluation. The SEM results showed that user image 

self-congruity had positive effect on brand association and perceived quality. Brand 

personality self-congruity showed no influence on brand association and perceived quality. 

Due to the high public self-consciousness, Chinese young consumers care much about the 

way they present themselves and are concerned about how other people perceive them and 

their behavior. Therefore, as the SEM results suggested, the user image self-congruity (a 

public self related congruity) exerted more influence on the respondents’ brand evaluation 

than the brand personality self-congruity (a private self related congruity). 

5.7 Conclusion 

This study was designed with three purposes. The first purpose was to examine the 

influence of self-congruity on Chinese young consumers’ brand evaluation and loyalty 

toward sportswear brands. Two dimensions of self-congruity were examined in this study: 

brand-user image self-congruity and brand personality self-congruity. This study investigated 

the influence of self-congruity on consumers’ brand loyalty through its influence on the 

perceived quality and brand associations. Results showed that self-congruity had a significant 

influence on Chinese consumers’ brand loyalty through influencing their brand evaluation, 

which were measured in terms of brand association and perceived quality. But, the influence  
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of self-congruity was mainly based on user image self-congruity, not the brand personality 

self-congruity.  

The second purpose of the study was to investigate the influence of country of origin 

on consumers’ self-congruity assessment, brand evaluation and brand loyalty toward 

domestic and international sportswear brands. The finding showed that Chinese young 

consumers’ brand association and attitudinal brand loyalty toward international sportswear 

brands and Chinese domestic brands such were significantly different. And Chinese young 

consumers demonstrated more favorable brand association and stronger attitudinal brand 

loyalty toward international brands. No significant difference was found between domestic 

and international brands in terms of consumers’ self-congruity assessment, perceived quality 

and behavioral brand loyalty. 

The last purpose was to investigate the effect of public self-consciousness on the 

Chinese young consumers’ perception, evaluation and brand loyalty toward domestic and 

international sportswear brands. However, the respondents had a pretty high and centered 

public self-consciousness score range, which laid barriers to test the hypothesis. So future 

study could make efforts to investigate the influence of public self-consciousness on the 

consumers’ perception, evaluation and brand loyalty by employing a more representative and 

balanced sample.   
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5.8 Implications 

5.8.1 Theoretical implications  

For self-congruity study 

In regards to the self-congruity framework, brand personality self-congruity 

contributed providing an encompassing conceptualization of the brand image construct in the 

self-congruity model instead of using just user image self-congruity. So, future study about 

self-congruity model should include both self-congruity concepts: brand personality self-

congruity and user image self-congruity.  

For brand loyalty study 

            The approach to measure both attitudinal loyalty and behavioral loyalty offered more 

theoretical and managerial insights rather than measuring either type of loyalty independently. 

Thus, future study about brand loyalty should include both brand loyalty concepts: attitudinal 

brand loyalty and behavioral brand loyalty.  

5.8.2 Practical implication 

Sluggish market performance of Chinese domestic sportswear brands but increasing 

marketing share of international sportswear brands urged marketer researchers to figure out 

the consumers’ attitude toward international and Chinese domestic sportswear brands in 

recent years. In this study, positive influence of brand user image self-congruity on brand 

loyalty was found in the study through its influence on brand association and perceived 

quality. Also, Chinese young consumers demonstrated more positive brand association 

toward international sportswear brands than Chinese domestic brands. Therefore, in order to 
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appeal to the Chinese young consumers, domestic brands like Li-Ning need to focus on 

positioning and communicating a desired and stereotyped user-image to their target market 

by advertising on social media. In the competitive sportswear industry, a desirable image will 

provide a strong connection and appeal to the target consumers.   

What’s more, attributes measurements provided the brand manager with valuable 

insight into how consumers’ belief about brand attributes influence their perception, 

evaluation and brand loyalty. Chinese young sportswear consumers were driven by comforts, 

quality, style and price. But no significant difference was found between international brands 

and domestic brands in terms of perceived quality. This means when a consumer is hesitating 

buying domestic sportswear brands or international sportswear brands, comforts and quality 

are not the biggest determining factors for the consumer. Thus, style and price would be the 

most important attributes for a consumer to decide which brands he/she would head to. Also, 

there was no significant difference for international brands and domestic brands in terms of 

behavioral brand loyalty, which may cause by the high price of international brands. This 

inspires international brands managers to develop some strategies to keep current customers 

and attract new customer. 

For domestic sportswear brands like Li-Ning, developing products with more 

fashionable style and consumer-oriented designing may provide the long-term way to help 

Chinese domestic brands out of trouble. For example, customization of shoes through the 

website may help domestic sportswear brands building favorable brand image and attracting 

new customers.  
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For international sportswear brands like Nike, offering modest fare cuts such as 

dollars-off coupons, and volume discounts such as ‘‘buy one get the second at half price’’ 

deals could help the company retaining or attracting price-driven consumers.  

5.9 Limitation 

There are several limitations in this study. 

· The first limitation comes from the fact that the sample used for this study was a 

convenient sample from one city in China. The results based on this sample may not 

represent the population of Chinese young consumers.  

· The second limitation comes from the research method of street-interview. As for other 

types of survey data collection, respondents might not be willing to reveal their true 

thinking while completing the survey.  

· Thirdly, the brand personality self-congruity was measured as the distance between brand 

personality score and respondents’ self-image score using the distance-squared model. 

However, Sirgy (1997) argued that methodological flaws might limit the methods using 

the same scales to measure both respondents’ self-image as well as brand image 

perceptions.  

· Last, the descriptive analysis indicated that the sample in general had a very high public 

self-consciousness. This may contribute to the identified importance of image congruity, 

instead of personality congruity, on consumers’ behavior toward consumer brands. 

Therefore, the generalization of the results of this study may be limited due to the high 
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public self-conscious sample employed in this study.   

5.10 Future study 

As China has become the second largest sportswear market globally, the importance of 

research about Chinese consumer behavior towards sportswear products can never be too 

emphasized. Based on the results of this study, future research areas are proposed: 

· Shanghai is one of the developed cities in China, while the economic development in the 

country is imbalanced. Future studies could investigate the second-tier or third-tier cities 

to reveal the influence of other demographic and geographic factors on Chinese 

sportswear consumers’ behavior.  

· In this study, respondents displayed high public self-consciousness scores. Future 

research could study the influence of public self-consciousness on consumers’ perception, 

evaluation and behavior towards sportswear brands.  

· The measurement methods of brand personality self-congruity is limited due to the use of 

pre-determined image characteristics may or may not be relevant to the sportswear brands 

evaluated in this study. Also, as mentioned before, methodological flaws occur by using 

the same scales to measure both respondents’ self-image as well as brand image 

perceptions (Sirgy, 1997). Future efforts could be make to develop new measures or 

techniques to measure brand personality self-congruity more accurately. 
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Appendix A: Market share of sportswear brands in Chinese market 
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Appendix B: English version of the survey 
 

Survey Questionnaire 
 

Thank you for participating in this survey from North Carolina State University. It will take  
you about 10 minutes to finish the questionnaire. Through this survey, we are interested in  
investigating Chinese young consumers’ shopping behavior for sportswear products 
(including shoes, shirts, socks, …).  YOUR PARTICIPATION IS COMPLETEY 
VOLUNTARY. You are free not to participate or stop participation any time before you 
submit your answers. If you have any questions about this survey, please contact Dr. Xu 
by email: yxu11@ncsu.edu. 
 
n Section A 
 
1. From the following sportswear brands, please choose the top Three brands that you 

are MOST familiar with: 
 

(1) 361° (     ) (2) Adidas (      ) (3) Anta (     ) (4) Deerway (     ) 
(5) ERKE (     ) (6) FILA (     ) (7) Gui Ren Niao (     ) (8) JINAK (     ) 
(9) Kappa (    ) (10) Li-Ning (     ) (11) LOTTO (     ) (12) Mizuno (     ) 
(13) Nike (    ) 
(17) Reebok (    ) 

(14) Peak (    ) 
(18) UMBRO (    )         

(15) Puma (    )                        (16) Qiao Dan (    ) 
(19) Xtep (    )            
(20) Other brand (please write 
down)________________ 

 
2. From the above three brands that you are most familiar with, which brand is the 

one that you purchased most frequently? ____________________________________ 
 

 
Note: This brand will be referred to as Brand X in the remaining questions of this 
survey. (For example, if you choose “Nike” as your most familiar brand in Question 2, the 
“X” in the following statements represents “Nike”). 
 
 

3. What is the frequency that you buy the products from X? 
Every other year (     )    Once a year (     )   Two times a year (      ) 
Three times a year (     )   Several times a year (     )   Others ________________ 
 
What is the approximate proportion of the products from brand X in your whole 
sportswear    products? 
< 30% (     )    30%-50% (     )   50%-70% (      )   70%-90% (     )   90%-100% (     ) 

    
n Section B: On the next two pages, there are statements about your evaluation of the 

Brand X. Please indicate the extent to which you agree or disagree with each statement by 
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circling a number between 1 and 5.   
 

 
4. In the following section, we are interested in finding out your perception of human 

personalities associated to your most familiar sportswear brand X. While evaluating the 
following set of attributes, please ask yourself, “If this sportswear brand was a person, 
how would I describe him/her?” 
 
  Strongly 

Disagree Disagree Neutral Agree Strongly 
Agree 

B1.I perceive X as being down-to-earth 1 2 3 4 5 
B 2.I perceive X as being honest 1 2 3 4 5 
B 3.I perceive X as being wholesome 1 2 3 4 5 
B 4.I perceive X as being cheerful 1 2 3 4 5 
B 5.I perceive X as being daring 1 2 3 4 5 
B6.I perceive X as being spirited  1 2 3 4 5 
B7.I perceive X as being imaginative 1 2 3 4 5 
B8.I perceive X as being up-to-date  1 2 3 4 5 
B9.I perceive X as being reliable 1 2 3 4 5 
B10.I perceive X as being intelligent 1 2 3 4 5 
B11.I perceive X as being successful 1 2 3 4 5 
B12.I perceive X as being upper class 1 2 3 4 5 
B13.I perceive X as being charming 1 2 3 4 5 
B14.I perceive X as being outdoorsy 1 2 3 4 5 
B15.I perceive X as being tough 1 2 3 4 5 

 
Please evaluate yourself on the following personality traits. Please circle a number between 1 
and 5 to indicate your agreement of the each statement.  

  Strongly 
Disagree Disagree Neutral Agree Strongly 

Agree 
C1.I perceive myself as being down-to-
earth 1 2 3 4 5 
C2.I perceive myself as being honest 1 2 3 4 5 
C3.I perceive myself as being 
wholesome 1 2 3 4 5 
C4.I perceive myself as being cheerful 1 2 3 4 5 
C5.I perceive myself as being daring 1 2 3 4 5 
C6.I perceive myself as being spirited  1 2 3 4 5 
C7.I perceive myself as being 
imaginative 1 2 3 4 5 
C8.I perceive myself as being up-to-
date  1 2 3 4 5 
C9.I perceive myself as being reliable 1 2 3 4 5 
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C10.I perceive myself as being 
intelligent 1 2 3 4 5 
C11.I perceive myself as being 
successful 1 2 3 4 5 
C12.I perceive myself as being upper 
class 1 2 3 4 5 
C13.I perceive myself as being 
charming 1 2 3 4 5 
C14.I perceive myself as being 
outdoorsy 1 2 3 4 5 
C15.I perceive myself as being tough 1 2 3 4 5 

 
 

  Strongly 
Disagree Disagree Neutral Agree Strongly 

Agree 
FC1.I usually have one or more outfits 
of the newest style. 1 2 3 4 5 
FC2.When I must choose between the 
two I usually dress for fashion, not for 
comfort. 1 2 3 4 5 
FC3.An important part of my life and 
activities is dressing smartly. 1 2 3 4 5 
FC4.I often try the lasted hairdo styles 
when they change. 1 2 3 4 5 
FC5.It is important to me that my 
clothes are of the latest style. 1 2 3 4 5 
FC6.A person should try to dress in 
style. 1 2 3 4 5 
FC7.I like to shop for clothes and 
accessories. 1 2 3 4 5 

 
  Strongly 

Disagree Disagree Neutral Agree Strongly 
Agree 

PQ1. I trust the quality of products 
from X. 1 2 3 4 5 
PQ2. Products from X would be always 
of very good quality. 1 2 3 4 5 
PQ3. Products from X are very durable. 1 2 3 4 5 
PQ4. Products from X are very reliable. 1 2 3 4 5 
PQ5. Products from X offer excellent 
features. 1 2 3 4 5 

 
  Strongly 

Disagree Disagree Neutral Agree Strongly 
Agree 

BL1. I consider myself to be loyal to X. 1 2 3 4 5 
BL2. When buying sportswear 
products, X would be my first choice. 1 2 3 4 5 
BL3. I will keep on buying X as long as 
it provides me satisfied products. 1 2 3 4 5 
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BL4. I am still willing to buy X even if 
its price is a little higher than X’s 
competitors. 1 2 3 4 5 
BL5. I would love to recommend X to 
my friends. 1 2 3 4 5 

 
  Strongly 

Disagree Disagree Neutral Agree Strongly 
Agree 

BUI1. The typical user of Brand X 
reflects the type of person who I am. 1 2 3 4 5 
BUI2. I like to see my self as a typical 
user of brand X. 1 2 3 4 5 
BUI3. The image of brand X users 
corresponds to my self-image in many 
respects. 1 2 3 4 5 
BUI4. I like to be known as a brand X 
user. 1 2 3 4 5 
BUI5. I feel a close connection to brand 
X users. 1 2 3 4 5 

 
  Strongly 

Disagree Disagree Neutral Agree Strongly 
Agree 

BA1. X has very unique brand image, 
compared to competing brands. 1 2 3 4 5 
BA2. I respect and admire people who 
wear X.. 1 2 3 4 5 
BA3. I like the brand image of X. 1 2 3 4 5 
BA4. I like and trust X Company. 1 2 3 4 5 
BA5. I feel proud to buy brand X. 1 2 3 4 5 

 
  Strongly 

Disagree Disagree Neutral Agree Strongly 
Agree 

PSC1. I’m concerned about my style of 
doing things. 1 2 3 4 5 
PSC2. I’m concerned about the way I 
present myself. 1 2 3 4 5 
PSC3. I’m self-conscious about the 
way I look. 1 2 3 4 5 
PSC4. I usually worry about making a 
good impression. 1 2 3 4 5 
PSC5. One of the last thing I do before 
I leaving my house is looking in the 
mirror. 1 2 3 4 5 
PSC6. I’m concerned about what other 
people think of me. 1 2 3 4 5 
PSC7. I’m usually aware of my 
appearance. 1 2 3 4 5 
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  Strongly 
Disagree Disagree Neutral Agree Strongly 

Agree 
BAT1.When I buy sportswear products, 
quality is a very important attribute to 
consider. 1 2 3 4 5 
BAT2.When I buy sportswear products, 
price is a very important attribute to 
consider. 1 2 3 4 5 
BAT3.When I buy sportswear products, 
style is a very  important attribute to 
consider. 1 2 3 4 5 
BAT4.When I buy sportswear products, 
brand name is a very important 
attribute to consider. 1 2 3 4 5 
BAT5. When I buy sportswear 
products, country of origin is a very 
important attribute to consider. 1 2 3 4 

5 
 

BAT6. When I buy sportswear 
products, popularity is a very important 
attribute to consider. 1 2 3 4 5 
BAT7. When I buy sportswear 
products, comfort is a very important 
attribute to consider. 1 2 3 4 5 
BAT8. When I buy sportswear 
products, brand sponsor is a very 
important attribute to consider.  1 2 3 4 5 

 
 

n Section C 
 
5. What is your gender? 

Male (      )    Female (      ) 
 

6. What is your age?    
18 – 20 years old (      )    21 – 23 years old (      )    24 – 26 years old (      )     
27 – 29 years old (      )    >30 years old (      )        

 
7. Education 
    Freshman    (      )           Sophomore   (      )            Junior   (      ) 

Senior       (      )           Graduate    (      )            Other (please specify)_____________ 
 
8. What is your discretionary income monthly? 

<1000 RMB (      )           1000-2000 RMB (      )               2000-3000 RMB (       ) 
3000-4000 RMB (      )        4000-5000 RMB(      )               5000-10000 RMB(       ) 
>10000 RMB (      ) 
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Appendix C: Chinese version of the survey 
 

调查问卷  
 

感谢您参加美国北卡罗莱纳州立大学的这项调查研究。此问卷大概会耽误您10分钟的

时间。通过这项问卷我们旨在研究中国年轻消费者对运动产品(包括运动鞋，运动衫，

运动袜，运动用饰品等)的消费者行为。您的参与是完全自愿的。在提交问卷前，您

可以随时停止答卷。您反馈的信息是完全匿名的,并被严格保密,最终的结果仅仅是总结

所获 得的这些信息。对于您的配合, 我们表示由衷的感谢! 

如果您希望了解更多关于本课题的信息,您可以与徐英娇教授联系。邮箱地址: 
yxu11@ncsu.edu 再次感谢您的配合！ 

n A 部分  
 

5. 以下的运动品牌中，请选择三个您最熟悉的运动品牌：  
 

(1) 361°   (    ) (2)阿迪达斯(     ) (3) 安踏 (     ) (4) 德尔惠 (     ) 
(5) 意尔康 (    ) (6) 斐乐(     ) (7) 贵人鸟 (     ) (8) 金莱克 (     ) 
(9) Kappa  (    ) (10) 李宁 (     ) (11) 乐途 (     ) (12) 美津浓(     ) 
(13) 耐克 (    ) 
(17) 锐步 (    ) 

(14) 匹克 (    ) 
(18) 茵宝 (    )         

(15) 彪马 (    )                     (16) 乔丹 (    ) 
(19) 特步 (    )                      (20) 其他____ 

 
2. 请在您最熟悉的三个品牌中，选出您最经常购买的品牌（X）     
 
            ________________________ 

 
注: 所有下面出现的“X”代表您在2中选择的最熟悉的运动品牌。  (例如您最经
常购买的运动品牌是耐克，则下面出现的所有“X”代表耐克) 
 

3. 您多久购买一次品牌X的产品? 
两年一次 (     )    一年一次 (     )   半年一次 (      ) 
一季度一次(     )   一年多次 (     )   其他 ________________ 
 
品牌X大约占您所有运动产品的比例? 
< 30% (     )    30%-50% (     )   50%-70% (      )   70%-90% (     )   90%-100% (     ) 

    
B 部分: 以下描述是有关您的运动产品的购买行为,请判断我们的描述与您的实际

经历和感受是否一致。请根据您的同意程度采用5分制打分（请圈出）, 5分表示我

们的描述您非常同意, 1分表示您非常不同意。 
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4. 把运动品牌X想象成一个人，您会怎样评价此人？ 

 
 
 
 
 
 
  非常不

同意  不同意  中立  同意  非常同
意  

1. 我认为 X 是务实的。 1 2 3 4 5 
2. 我认为 X 是诚实的。 1 2 3 4 5 
3. 我认为 X 是健康的。 1 2 3 4 5 
4. 我认为 X 是快乐的。 1 2 3 4 5 
5. 我认为 X 是大胆的。 1 2 3 4 5 
6. 我认为 X 是活泼的。 1 2 3 4 5 
7. 我认为 X 是有想象力的。 1 2 3 4 5 
8. 我认为 X 是有现代感的。  1 2 3 4 5 
9. 我认为 X 是可靠的。 1 2 3 4 5 
10. 我认为 X 是有智慧的。 1 2 3 4 5 
11. 我认为 X 是成功的。 1 2 3 4 5 
12. 我认为 X 是高贵的。 1 2 3 4 5 
13. 我认为 X 是迷人的。 1 2 3 4 5 
14. 我认为 X 是很喜欢户外活动。 1 2 3 4 5 
15. 我认为 X 是强壮的。 1 2 3 4 5 

 
 同上，请您评价您自己的性格特点。  
 

  非常不
同意  不同意  中立  同意  非常同

意  

1. 我认为我是务实的。 1 2 3 4 5 
2. 我认为我是诚实的。 1 2 3 4 5 
3. 我认为我是健康的。 1 2 3 4 5 
4. 我认为我是快乐的。 1 2 3 4 5 
5. 我认为我是大胆的。 1 2 3 4 5 
6. 我认为我是活泼的。 1 2 3 4 5 
7. 我认为我是有想象力的。 1 2 3 4 5 
8. 我认为我是有现代感的。  1 2 3 4 5 
9. 我认为我是可靠的。 1 2 3 4 5 
10.我认为我是有智慧的。 1 2 3 4 5 
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11.我认为我是成功的。 1 2 3 4 5 
12.我认为我是高贵的。 1 2 3 4 5 
13.我认为我是迷人的。 1 2 3 4 5 
14.我认为我是喜欢户外活动的。 1 2 3 4 5 
15.我认为我是强壮的。 1 2 3 4 5 

 
  非常不

同意  不同意  中立  同意  非常同
意  

FC1.我通常有一套或多套最时尚的服

装。 1 2 3 4 5 
FC2.两者只能选其一的话，，我会选

择时尚而非舒适。 1 2 3 4 5 
FC3.明智地着装是我生命中中很重要

的一部分。  1 2 3 4 5 
FC4.我总是尝试最流行的发型。 1 2 3 4 5 
FC5.时尚的穿着对我来说很重要。 1 2 3 4 5 
FC6.一个人应该穿着有型。 1 2 3 4 5 
FC7.我喜欢购买衣服和佩饰。 1 2 3 4 5 

   
  非常不

同意  不同意  中立  同意  非常同
意  

PQ1. 我相信品牌 X 的质量。 1 2 3 4 5 
PQ2. 品牌 X 的质量总是非常好的。 1 2 3 4 5 
PQ3. 品牌 X 很耐用。 1 2 3 4 5 
PQ4. 品牌 X 是的产品很可靠 1 2 3 4 5 
PQ5. 品牌 X 的产品有着出色的性

能。 1 2 3 4 5 
 

  非常不
同意  不同意  中立  同意  非常同

意  

BL1.我是品牌 X 的忠诚买家。 1 2 3 4 5 
BL2.买运动产品时候，品牌 X 是我

的第一选择。 1 2 3 4 5 
BL3.我会继续持续购买品牌 X。 1 2 3 4 5 
BL4.即使价格相对其他品牌较贵，

我仍然会坚持买 X。 1 2 3 4 5 
BL5.我会向推荐我的朋友们买品牌 X
的产品。 1 2 3 4 5 

 
  非常不

同意  不同意  中立  同意  非常同
意  

BUI1. X 品牌的典型使用者的特征反

应了我的品味。 1 2 3 4 5 
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BUI2.我很愿意自己成为 X 品牌的典

型使用者。 1 2 3 4 5 
BUI3.X 品牌的使用者和我的自我形

象很符合。 1 2 3 4 5 
BUI4.我希望别人知道我是 X 的使用

者。 1 2 3 4 5 
BUI5.我与 X 品牌的使用者有很多的

类似之处。 1 2 3 4 5 
 

  非常不
同意  不同意  中立  同意  非常同

意  
BA1.与别的运动品牌相比，品牌 X
有着独特的品牌形象。 1 2 3 4 5 
BA2.我尊重和仰慕 X 品牌的使用

者。 1 2 3 4 5 
BA3.我喜欢 X 的品牌形象。 1 2 3 4 5 
BA4.我喜欢而且信任 X 公司。 1 2 3 4 5 
BA5.购买品牌 X 让我感到自豪。 1 2 3 4 5 

 
  非常不

同意  不同意  中立  同意  非常同
意  

PSC1. 我很在意我做事的风格。 1 2 3 4 5 
PSC2. 我很在意我展现自我的方式。 1 2 3 4 5 
PSC3. 我很在乎自己的形象。 1 2 3 4 5 
PSC4. 我总是在意会不会给别人留下

好的印象. 1 2 3 4 5 
PSC5. 出门前我总会再最后照一下镜

子。 1 2 3 4 5 
PSC6. 我很在意别人怎么看我。 1 2 3 4 5 
PSC7. 我很在乎我的外表。 1 2 3 4 5 

 
  非常不

同意  不同意  中立  同意  非常同
意  

BAT1. 在购买运动产品时，质量是

一个重要的考虑因素。 1 2 3 4 5 
BAT2. 在购买运动产品时，价格是

一个重要的考虑因素。 1 2 3 4 5 
BAT3. 在购买运动产品时，款式是

的一个重要的考虑因素。 1 2 3 4 5 
BAT4. 在购买运动产品时，品牌是

一个重要的考虑因素。 1 2 3 4 5 
BAT5. 在购买运动产品时，原产地

是一个重要的考虑因素。 1 2 3 4     5 
BAT6. 在购买运动产品时，流行度 1 2 3 4 5 
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是一个重要的考虑因素。 
BAT7. 在购买运动产品时，舒适性

是一个重要的考虑因素。 1 2 3 4 5 
BAT8. 在购买运动产品时，代言人

是一个重要的考虑因素。 1 2 3 4 5 
 
n C 部分  
 
5. 您的性别是? 
男 (      )    女 (      ) 

 
6. 您的年龄是?    

 18 – 20岁 (      )    21 – 23岁 (      )    24 – 26岁 (      )    
 27 – 29岁 (      )   大于30岁 (      )     

 
7. 您的受教育程度是？  
高中    (      )           大一    (      )           大二   (      )             
大三    (       )          大四    (      )           研究生 (      )     其他（请写明）_________ 

 
8. 您每月的可支配收入是？  

<1000 元 (      )           1000-2000 元 (      )               2000-3000 元 (       ) 
3000-4000 元 (      )        4000-5000 元 (      )               5000-10000 元 (       ) 
>10000 元 (      ) 
 

 


