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Abstract: The research objective is to explore the formation mechanism of the customer loyalty to sports goods brand and 

improve the competitiveness of sports goods enterprises. Based on the review of relevant literatures, this paper mainly applied 

regression analysis method in empirical research. It concluded that the perceived quality is positively correlated with customer 

value and customer value is positively correlated with customer satisfaction, while customer’s satisfaction is positively 

correlated with customer loyalty. 
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1. Introduction 

After more than 20 years of development, Lining and other 

well-known national brands have emerged in China's 

sporting goods market. But in the fierce market competition, 

compared with foreign brands such as Nike and Adidas, the 

brand competitiveness is relatively low [1]. Usually most of 

the sales of enterprises come from a small part of loyal 

customers [2]; hence the improvement of customer loyalty is 

an effective way to win in the competition [3]. Generally, 

studies have mainly focus on the role of customer loyalty to 

sports goods brand, but few empirical studies on the 

formation mechanism of customer loyalty [4, 5]. Thus how to 

improve customer loyalty is still blind for many sports goods 

enterprises. Under this background, this paper discussed the 

formation mechanism of customer loyalty to sports goods 

brand by the method of empirical research. 

 

 

2. Research Objects and Methods 

2.1. Research Objects 

The object of study is the customer of sports goods brand, 

concretely the college students from 12 universities in 

Liaoning province. 

2.2. Research Method 

First of all, the definition of each concept and their 

measurement methods principally referred to the domestic 

and foreign literatures. The definition of perceived quality is 

to consider all aspects, thereby making evaluation for the 

overall quality [6]. The test items was “considering all 

aspects of the sports brand, your assessment of the overall 

quality is from ‘very poor’ to ‘very good’ evaluation”; 

Customer value is defined as the evaluation of the overall 

value of the product relatively to the price and utility [7]. Its 

test item was “for all aspects of the sporting goods brand, 

according to the price, the evaluation level was from 

‘worthless’ to ‘value for money’”; Customer satisfaction [8]is 

defined as general satisfaction. The test item was “giving 
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overall evaluation for the product from the ‘very far from the 

expectations’ to ‘fully meeting the expectations’ based on 

considering all aspects of the product; the concept of 

customer loyalty is defined as repeat purchase intention [9], 

whose test items was “the possibility for buy this sports 

brand once again from ‘impossible’ to ‘completely possible’” 

[1, 10]. The above measurements are based on the 7 levels, 

scoring from 1 to 7. 

This research adopted the method of random sampling. 

280 copies of questionnaires were issued to undergraduates 

from 12 colleges in Liaoning Province from March 1
st 

to 

March 12
th

 in 2010. 243 copies of questionnaires were 

recovered, and finally 206 copies of questionnaires was valid 

after excluding incomplete 37 copies of questionnaires, 

satisfying the criteria that effective sample recovery rate 

needs to reach 70%, at the same time the effective sample 

numbers are at least 5 times of the measurement items. 

Among them, male students accounted for 70.8%, and female 

students accounted for 29.2%. Descriptive statistical analysis 

and regression analysis were adopted for data process using 

SPSS 16.0 statistical software. When P<0.05, there were 

significant differences. 

3. Results and Analysis 

3.1. Descriptive Statistical Results and Analysis [Table 1] 

Table 1. The statistical results of sports goods brand of customer loyalty. 

Brands Nike Adidas Lining Anta Kuangwei Others 

Frequency 72 30 28 21 14 32 

Percent 35% 14.6% 13.6% 10.2% 6.8% 19.8% 

As can be seen from the table 1, the proportion of 

customers loyal to Nike ranked first, reaching 35%. Adidas 

ranked second, the proportion reached 14.6%. Both of them 

reached nearly 50%, which showed that the customers who 

are loyal to the two foreign brands accounted for nearly half 

of the total sample. Lining ranked third, the proportion of 

13.6%, close to Adidas, which explained that the market 

acceptance for some Chinese brand have not much difference 

with international first-class brands. The research objects 

were loyal to 19 sports goods brand, for those brands whose 

rank was after the fifth place, the total proportion of loyal 

customers was 19.8%, and all below 5%, indicating that these 

brands lack competitiveness [Table 2]. 

Table 2. Descriptive statistical results and analysis of variables. 

 
Perceived 

quality 

Customer 

value 

Customer 

satisfaction 

Customer 

loyalty 

Average 5.74 5.09 5.55 5.65 

variance 1.19 1.30 1.03 1.21 

The mean value of the above four variables was greater 

than 5, which indicated that the customer had a higher 

evaluation of the above variables. The average value of 

perceived quality was 5.74, and the standard deviation was 

1.19, which showed that the quality of sporting goods was 

very high with less volatility. The average value of customer 

value was 5.09, and the standard deviation was 1.30, which 

illustrated that the customer value of the sports goods brand 

was relatively low, and the fluctuation was relatively large. 

The average value of customer satisfaction was 5.55, and the 

standard deviation was 1.03, which indicated that the level of 

customer satisfaction was medium, and the fluctuation was 

very small. The average customer loyalty was 5.65, and the 

standard deviation was 1.21, which showed that the brand 

loyalty of sports goods was relative high with big fluctuation. 

3.2. Regression Results and Analysis [Table 3] 

In the impact path of perceived quality on customer value, 

the adjusted R
2
 was equal to 16%, which indicated that 16% 

of customer value changes were caused by perceived quality. 

The standardized path coefficient was 0.41, which showed 

that when the perceived quality was improved by 1%, the 

customer value increased by 0.41%. The F was equal to 

41.16 greater than 20, and T was equal to 6.42 greater than 

1.96, proving that the relationship between perceived quality 

and customer value have underwent test. Therefore, 

perceived quality and customer value were positively 

correlated. Perceived quality was the overall evaluation of 

product quality, the higher the evaluation indicated that the 

better the quality of the product, the better to meet customer 

needs. Customer perceived value was equal to the income 

minus the perceived loss. When buying sports goods, 

customers always desired the price cost to the minimum, and 

get more benefits from it in order to maximize meeting their 

own needs. Therefore, in the purchase of sports goods, 

customers often carry out comparative analysis from the two 

aspects of earnings and cost, and then choose the brand with 

highest income and lowest cost. When perceived quality is 

higher, the customers’ income turns greater, in the case of 

constant cost, the greater the value of the customers. 

Table 3. Regression Results and Analysis. 

Path The adjusted R2 standardized path coefficient F value T value Conclusion 

Perceived quality�Customer value 0.16 0.41 41.16 6.42 Support 

Customer value�Customer satisfaction 0.21 0.46 54.38 7.37 Support 

Customer satisfaction�Customer loyalty 0.19 0.44 43.84 6.92 Support 

Note: the P value was less than 0.5. 

In the impact path of customer value on customer 

satisfaction, the adjusted R
2
 was equal to 21%, which showed 

that 21% of customer value changes were caused by 

perceived quality. The standardized path coefficient was 0.46, 

indicating that when perceived quality was improved by 1%, 

the customer value increased by 0.46%. F was equal to 54.38 

greater than 20, and T was equal to 7.37 greater than 1.96, 

also the relationship between perceived quality and customer 
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value have been through the test. Therefore, perceived 

quality and customer value were positively correlated. If the 

product meet the demand of customer, and then customer 

satisfaction will be created. If the perceived value achieve 

even beyond the pre-purchase expectations, then the 

customer will be greatly satisfied; conversely, the customer 

will be disappointed. 

In the influence of customer satisfaction on customer 

loyalty, the adjusted R
2
 was equal to 19%, which showed that 

19% of the changes in customer loyalty were caused by the 

perception of satisfaction. The standardized path coefficient 

was 0.44, which showed that when the customer satisfaction 

was increased by 1%, followed by the customer loyalty 

increasing by 0.44%. F was equal to 43.84 greater than 20, 

and T was equal to 6.92 greater than 1.96, illustrating the 

relationship between customer satisfaction and customer 

loyalty have been through the test. Therefore, perceived 

satisfaction was positively related to customer loyalty. 

Customer satisfaction can contribute to the formation and 

maintenance of customer loyalty, which was the main driving 

factor of customer loyalty. High satisfaction and pleasure 

create a kind of emotional resonance with the brand, 

accordingly which creates a high degree of customer loyalty. 

For the times to buy the same brand, the customers with a 

high degree of satisfaction will be more than the 

low-satisfaction customers. When customer is satisfied with 

one sport goods brand, he is more willing to buy again, that is, 

the level of customer satisfaction has a strong influence on 

customer repeat purchase. 

It can be seen from table 3, the perception quality have low 

explanation on the change of customer value, only 16%. The 

standardized path coefficient was also the minimum, only 

0.41; Customer value has the largest influence on the change 

of satisfaction of customers, reaching 21%, and the standard 

path coefficient was 0.46, also the maximum. Customer 

satisfaction has an important impact on customer loyalty, 

whose degree of interpretation was 19%, and its standardized 

path coefficient was 0.44. 

4. Conclusions and Suggestion 

4.1. Conclusion 

Foreign brands occupy the dominant position of China's 

sporting goods market. Nearly half of the customers were 

loyal to Nike and Adidas. And the price of the two sports 

goods brand was the highest in similar products, stating that 

the ability to buy high-end brand of college students was 

strong. There was a higher proportion of high-end brand 

loyalty. The ration of customer loyalty to Lining was close to 

Adidas. Some sports brands in domestic can compete with 

foreign brands. The customer loyalty was formed through the 

accumulation of perceived quality, customer value, and 

customer satisfaction. Perceived quality was positively 

correlated with customer value, but the correlation coefficient 

was small, which showed that the quality of perception had 

positive effect on customer value, and other factors also play 

an important role in customer value. Customer value and 

customer satisfaction were positively correlated, and the 

correlation coefficient was large, which illustrated that the 

customer value had an important effect on customer 

satisfaction. Customer satisfaction and customer loyalty were 

positively correlated, and the correlation coefficient was also 

large, which explained that customer satisfaction had an 

important effect on customer loyalty. 

High technology and high quality supports the brand 

development. For example, Nike and Adidas, the brand is 

“JUST DO IT”. That is their constant innovation. At present, 

China's sporting goods mostly rely on processing and 

imitation. Technological content of products is low. As a 

result, enterprises produced low-grade products, failed to 

investigate and analyze the market demand, and finally, 

without designing the world's leading brands of products. It 

is said that the domestic low-end market is potential for 

development. However, if there is no obvious difference in 

the characteristics of the product, with foreign sports goods at 

the same price level has no comparative advantage, in the 

face of famous brand challenges, our brand will be difficult. 

China's sporting goods enterprise products is single, lack 

of core products, enterprises cannot accurately to the brand 

positioning, will not be able to let people have a deeper 

understanding of the brand duplication. Market for some 

products need to be developed and undeveloped or there is a 

great development space, but failed to grasp the enterprise. 

Nike and Adidas in the early stages of its brand recognition 

has a clear market positioning. In the fierce competition with 

other brands, in the premise of ensuring that the original 

brand is not the core of the premise of constant innovation of 

products. Nike's main product is a series of basketball; 

Adidas is a football series; Adidas and Nike scale expansion 

and efficiency improvement are carried out in this way. 

While the domestic sports brand is simply the pursuit of 

fashion creation, sports atmosphere is not strong, the lack of 

core products. For example, "XTEP", "Conway", although 

also made some market benefits, but not the core products, 

more like leisure products, sports goods is far from the height 

of the spleen. 

4.2. Suggestion 

The empirical test shows that the product quality has a 

direct positive effect on customer satisfaction influence of 

brand image on customer satisfaction. Sporting goods 

enterprises to improve the quality of products, to stay under 

the impression of high quality, the formation of high visibility, 

access to a good reputation from improve customer 

satisfaction. As mentioned above, the product quality, brand 

image and customer satisfaction have a direct positive impact, 

the close relationship between product quality and brand 

image is not ignored, so the quality of products for the 

customer satisfaction. Indirect effects can be expressed 

through the brand image. The high-end sports goods should 

be developed. With the relevant conditions, China's sporting 

goods companies should be positioned in the high-end 

market through developing high quality sports goods, 
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providing high quality service and setting up the high-end 

brand image, and appropriately improve the product price. 

The customer loyalty was improved by enhancing perceived 

quality, customer value, and customer satisfaction. China's 

sports goods enterprises should consider the needs of 

customers, strengthen the sports quality, and provide more 

value for customers so that improving customer loyalty, and 

then customers will be satisfied with the products and 

services to purchase repetitively. 

Brand culture, refers to the identification of a consumer 

product or service name, and make similar products and 

services to distinguish nouns, mark, symbol or design, or a 

combination of these elements; refers to all cultural 

phenomena and cultural characteristics in the brand and 

brand deposition in the business activities, and they represent 

the sum the interests of the cognitive and emotional attributes, 

cultural traditions and values of the personality image. [9] 

brand culture connotation is the core resource of brand value, 

the consumer's preference for the brand is not based on the 

brand's attributes, but on the cultural connotation of the brand. 

Therefore, sporting goods enterprises should pay attention to 

build brand culture, enrich the cultural connotation of the 

brand, enhance the brand's market competitiveness. Philip 

Knight", sports performance, free and easy, free movement of 

spirit" as the Nike brand culture, make known to every 

family in the global scope. China is a civilized country with a 

long history of 5000 years. We can combine the image and 

function of the brand with the national culture. At the same 

time, we should learn from foreign mature brand culture 

concept and operational experience, and strive to enhance the 

brand value, and strive to create a strong national brand. [10] 

seize the opportunity, development and the competitiveness 

of the brand development of sports goods enterprises to 

enhance cooperation, and not rely on an independent 

development, but need to strengthen the cooperation and 

exchange, in order to seek greater development space. 

Sporting goods enterprises in China should use the 

preferential terms of WTO for developing countries, 

cooperate with the government, cooperate with the media, 

strengthen the propaganda and reporting of the brand, and 

create an international image. China's sports goods 

enterprises through various sports sponsored charitable 

activities and major sports events of this platform to 

strengthen its brand publicity and reports, to create a good 

brand image and social reputation, especially should pay 

attention to shaping the international image, and strive to 

make our country sports brand in the international market 

have higher visibility and strive to enter the international 

market. 
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