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Abstract @ This study attempted to provide basic data on the golf wear brand strategy plan by
verifying the structural model between golf wear brand authenticity, brand attachment, and loyalty.
Therefore, subjects with experience in purchasing golf wear over the past 12 months were selected as
samples, and 292 copies of data were used for final analysis. As for the data processing method,
frequency analysis, internal consistency of reliability, confirmatory factor analysis of validity,
correlation analysis and structural equation model analysis were conducted. The program utilized SPSS
(ver. 21.0) and AMOS (ver. 20.0). As a result of the study, first, it was found that the brand
authenticity of golf wear had significant effect on brand attachment. Second, brand attachment of golf
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wear had significant influence on loyalty. Third, brand authenticity of golf wear had significant
influence on loyalty. Lastly, brand attachment between golf wear brand authenticity and loyalty
showed partial mediated effect.
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Table 1. Characteristics of the subject of investigation

Classification Items Frequency(%)
Gender Male 181(62.0)
Female 111(38.0)
19-29 years 13(4.5)
Ace 30-39 years 103(35.3)
& 40-49 years 108(37.0)
Over 50 years 68(23.2)
Purchasing route Offline 110(37.7)
Online 182(62.3)

Table 2. Contents of the survey tool

Variables Sub factor and Contents Question number
Advertising Integrity 5
o Originality 5
Authenticity Trend leading 5
Consistency 5
Brand attachment Special feeling, Brand thought', Can be relied on, 4

Feeling affection

Loyalty Attitgde 3
behavioral 3
Characteristics Gender, Age, Purchasing route 3
Total 33
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Table 3. Results of confirmatory factor analysis
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Standardized Cronbach’s «a

— regression weights S . G5 ] & Deleted  Total
Truth of information* 859 .369 928
Belief in information .854 380 19.014%*** .926

Objective information .870 339 19.791*** 922 703 925 939
Performance/efficacy 932 207 22.861%** 915
Advertising responsibility .838 302 18.627*** 931
Differentiation* .890 .296 .959
Product/Service newness 927 213 25.590*** 954

Uniqueness of product .955 129 27.7754%** 948 787 949 964
Unique image 897 260 23.391*** 958
Discriminatory marketing 918 237 24.854%** 954
Reflecting fashion trends* 914 203 962
Following the trend .940 158 40.956* ** 958

Reflection of the times 921 196 26.778*** 958 822 964 970
Consumer tastes 947 134 29.460%*** 960
Stylish image 910 238 25.935%** 966
Consistent style™ .922 159 963
Same image .926 178 28.555%** 962

Never get tired of image 952 106 31.329%** 963 841 958 .969
Consistent quality 913 207 27.083*** 964
Price fluctuations 931 162 28.987*** 961
Special feeling* 901 224 942
Brand thought 911 236 24.623%** 937

Can be relied on 929 209 26.342%** 936787 936 933
Feeling affection 916 233 24.827%** 937
Persistent preference® .920 179 917

Unchanging belief 941 A48 0 27.822%** 931 818 905 943
Important meaning 901 238 24.993%** .928
Purchase intention™* 919 172 938

Media interest 957 082 30.177*** 951 .868 915 952
Recommend others 922 J41 0 27.264%** 935

**%pd001, x*=624.489(p=.001), df=383, x*/df=1.631, CFI=.977, NFI=.943, TLI=.974, RMSEA=.047
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Table 4. Results of correlation

g
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1 2 3 4 5 6 7
Advertising Integrity 1
Originality 235%* 1
Trend leading 242%%  A21%** 1
Consistency 184%*  281%*  319** 1
Brand attachment 220%%  645%* 404 * 242%% 1
Attitude 236%*  357%*  135% 113%  237%* 1
behavioral A18% 0 326%*  219**  110*  .160**  401** 1
*4p<.01, *p<.05
Table 5. Results of structural equation model
) df U CFI NFI TLI RMSEA
23.547(p=.015) 12 1.962 .968 943 .939 .063
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Table 6. Results of hypothesis test
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Route Estimate S.E t Hypothesis
H1 Authenticity — Brand attachment T72 526 4.888%**  Accept
H2 Brand attachment — Loyalty 433 116 2.289* Accept
H3 Authenticity — Loyalty 635 581 3.394***  Accept

*E*p001, *p<.05

Table 7. Results of standardized total effect

Authenticity Brand attachment
Direct effect 172% -
Brand attachment Indirect effect - -
Total effect J72* -
Direct effect .635%* 433%*
Loyalty Indirect effect .334% -
Total effect .969* 433%*
*p<.05
2 Ane 2HAEC] A4S B FH9 ¢ FFe AE Ao YEiEH
A4, 95, A7 Fo=7 FAH Fn g4 AR, Zxglo] BRE UAHLS F4= &+
B Zpapgo] Ftste AlF/AH| 20 FEA, ot FFe A= Alr UEon, Iz
=59 AlYl 581 A EJIEE & dkedsta Bt Aol S 1A JFET= A
Ue T8, AAEe] dykE A Hsto] e HA ddEol ¥ Qe Aoz sy, BE
AP 59 Aol BRHE ozt FAE| Rt ZAog HFEo] HIHE ofzh2 FEul7j
AR S F Ak s 4 A a7t e AeRE Yt
FERF Zx9lo] HE Aol S 114 2 d3e exeel 9@ el 2d 12
P Hoh A dFYel 9 e Ao & N FeF Zxo] BHEE Fuigk Aol QL
o, BE IS FAHoR HAE A & © AFEEER HAste] ZARE BT whekA
He art A2 Aer AlRdHt F& AFolMe emelyt 2eteldelA
o A FEste] Hlu ZA%h g =
oJgt 2pstel BHYE MR o=t =80
4. 83 2 2 ZAox woHE Eg U A7le] ©E B2
AE QAL TS ZOoE ARHHEHE AV|E=
ol Ao Zxfo] HHE AT B A S A8]tthd Kok ohzbE el AAb
A ozt 2 FAE 7t xR BHYS AF e A A= 2o
sl Bxglol HAE WS ST > ol 7]
w5 AFste 5245 7L Sl
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