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A/ V8 S bR [E] - AGHFE LU L SRS 20 N CIRY OB T & (frH: ~ i
TIEIR ) B ES B T L TRE TR G R - ILIES 285 (AR RE I
WA 45 T F2EAY (structural equation modeling, SEM) ZRAa (R SLhREE] ~ SR ek
B SR RRAYRIRNE © 5951 » AU Ze th ENG BRas sRESIR IR T B 2 i A S e A 2 5
AREERETRUR - EiREUR ¢ RS B R E) LAY SR B B RS T e e A
FIEF B EER  MSRE2IP I B B EH) LAY s [E & B 1E [l s B
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MEE AR RERE  AEmE R
THEBER ZHHET  RRZHEHRE S
WY IRMEVEE) - BHFCRUR - (B AL S IR
BMER BN IRTT B B (@ R SRS REIRRE -
MBI EREEE - BE - RERER
IR HY R o E R DU E AR G
(R - 5ERG ~ BJETE 0 2010) - ZATHE
FZERFERMHHH £ B A FEEGE
£ B0 EE - AEREARDFE - BEE
1 2 AR BN LI 4 R Y i 82 - AR T 57
#4404 (World Health Organization, WHO)
EZ & 65 B EZFEANCE 7% 2L E
Bl B bt d > 14% DL B st a
2 20% LU B A Ry =it & (World Health
Organization, 2002) - H girdt fi gy #EE A
CRFT 60 B » 5 = EIELE] 16% ( B
FEE - E) - CREETIAEE e R
& - HAMAZEIRL S BURFED &
=i EETF 24 R ThAE (P-J. Chang,
Wray, & Lin, 2014; Zimmer, Hickey, & Searle,
1995) o JuEL AT PASR (SR B2 e — {18 1 [ REJE
DIglSE#s et grG (=86 - EFE
2018) (L - A BhEREZIRAE | IR B T
By R B R B A 2 B R
(HTE Bl LS R 500 B8 g 1 Y i J2 B 22 2
EEE -

IREEBR A4S T HHE B — &
gy o —RRER » RRIESEIRENEEA © B
JEHRHEE ~ KTV ~ Bl ~ BRBES) - pad 8l
(5% - REENE > B AEBRAEEm
BHYE N o R AR Ay E B A B
fREE - AMBEE AN O E/EEE IR - $RE2

TERIRTEI T S5 R iR - TR 104 523 F)
WA (BB - BRZER 0 2015) BUR >
ZERTSHUESNRIAREET - T
IS, | 2 2008 B ARG 2 BT AT
AR, - H A 2] 2009 ~ 2013 2 féIRE
TEE S MEE 50 EEE .0 ( RBUE >
2015) - 2 HAT - FriLHESTEHA 16 FEE
FREES) 0 - B SIS BTN R RE
B Y R PR T A Bl 22 ] fe 2 T A B A
bR T B R E B 0 24 - ifsy A H A AT
FALHYE S5 - B - (& S (R EE T B
P ES - WM ABINERET R E R A EE
TR AR R & b0 BLE B R R
( EEWF ~ SIRK - 2020 5 55804 ~ TROLE
MEER ~ BAEHT - 2016 5 BIEEE ~ 2550
2014) - EARWZEEZ EAETT(E ~ EF&F
REERE ( STHEEE—FT) AR
o B DR R O E R R

R 9 BE A [ B A B 0 2 A A B
Feil EEE PR A (ZE9L » 2020)
BeBRTT Ry ( EBIF - BRI > 2020) ~ TwE
& (( ZEHARA - 2020) ~ B ( REEEEAN
2016) ~ EFE CGEEUT ~ BN - 2019) ~
HEEE(BREE - BREE - GO
2020) B EEE ( A = 2021) - K
oo PR BAR Ky R T 45 B P A B Bk ey —
oy o INEDIRE BN Ry 515 - Eol - &
FrIREITT B Z 8 125 (Beard & Ragheb,
1983) - M B mE EA L EREEN
AR - R ERME  FEHITTE
B—EEAEtETEEENEETER
HEEH HAERENEEE (Mohr & Webb,
2005; Sen & Bhattacharya, 2001) - #2#8 |fj
= HATEE D SORUE BT ¥ MR ER R TR



& o AR ST R EE [E 5 [ A A
FHEOERATE B BIAHB SR
AR BH E B EE L BCE S E B RS DL
" Stimulus-organism-response | (SOR) T2
H 3 — 2% (self-congruity) #E 1T 8 & 1T
Foortfr s Jig - B RE B R E EE
S8 IH MY FG & ( W.-J. Chang, Huang, & Kao,
2019; Lin & Chuang, 2021) ; [fjAkHZE A8l
i SRBZ IR A IR T BN 9 55 72 &5 A B R an it
o E] ~ oo R S B e R A R R
PRIEL » JRF PR TS 1 A0y 1R B BB TR R 5
SHEIRUR A RS =EE R - &%
AT AREN &~ TR - N

A
\%m affl ©

B0~ SORRERRY
— ~ SOR HiEF%—3 1

DIEEFE I AFHEE &7 Al
HE R LAMLE R R A B 8 AT AR
SREFTAE ( PROSEH ~ FIBCR ~ 2241 > 2018 >
H 2) - fR45 SOR i » {8 A & DI fE )7 =
PRI R L S © BLFEREAT (PR ) 17
Fo B ( AFERR AHE ) 178 (Mehrabian
& Russell, 1974) - SOR 15 = &% & #5 F 7K i
B (S) ~ B2 (O) EEH (R) HYRHRHE
(M. J. Kim, Lee, & Jung, 2020) - SOR 4% &=
2 W R B AT Ry (PREEELEE A - 2018
FRICoR ~ SRIEA) ~ ERER - =R 0 2021
Hetharie, Surachman, Hussein, & Puspaningrum,
2019; Wu, Huang, Tsai, & Sung, 2020) °

5 B HM & B fR A BF % 2 & > Choi
and Rifon (2012) 5 & & HY H H M-S

SREEHRA S RE R EUR BT By

G BN EET R - BB kRS
AT AR DM & Z [E BT R (J.
L. Aaker, 1999; Grohmann, 2009) - Kotler
and Keller (2005) = 5% 5% 34 i {5 FE 5% RE #49
R — e 1 EAYERTE o oan B M R
PR T 20— R A (E P 59 B RE AT o
BN 2 [MRVIERE - £ RS E C Bl
W R RFREESHLE » A EAERH
BEEREN A — Lo HLEER
HEZ LT (FRTE ~ FHER - 2016) ¢

s anhEEIE]

Fournier (1998) &% £y im F3 Bl )8 & 35
B G B IE AR AN B o 2 BT -
Bhattacharya and Sen (2003) 5t @ 22[E &
15 Ry i N B04H 88 B P s 1| 1 S O e 12 E 1B
RUBE R AR 51T o dm 2 B — T AR B A
muhf EHSRZUESE - BT R B
J& (Donavan, Janda, & Suh, 2006) - /i f#

o lF Ry fE N A& EE - DL SRR 5 IR A
Eéia TOHENTT A5 HE (Chien & Chen,

2017) © fmp#RER EE —(E SR A (E E £ 5%
BN ATHERES I HEERE
ELEHE (ol gE B - FR32ER - 2006) - D. A.
Aaker (1990) 585 » JH 2 & B HE— k2T
7E A RR F R BUS B FH A B H B RS E
B - S 2 0 oohRER [E 2 i e B AR
BTG FFE (s - AL HEH
AR SRR SR BT EE A M EA T R
it 2 B2 U JE 1t & 31 [F B 5w (social
identity theory, SIT) (Tajfel & Turner, 1986) >
SCFFanERREE B SRR~ TE R EHE
HU%EIE ( Rather & Camilleri, 2019; So, King,
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Sparks, & Wang, 2013) - Bhattacharya and
Sen (2003) ¥ i iR [E] € 22 fy B — 1S HT » /2
— R AR DURRRE R B R M
FIEE I ZUAGHL AR = D. A. Aaker (1996)
v b — L bk & T A AR AR X SR AR
[EBAREMER » DR kAL R
AR - SEm -~ - A 59k -
Harris and de Chernatory (2001) f5 H LR
(5] 5] 73 B 5 ~ Rt ~ 2L R
(M B R 3R S (A ) 5 Stokburger-Sauer,
Ratneshwar, and Sen (2012) F2H 241 ~ 1B
BV = (i SR5aK ~ iROGR ~ RINE
B 2RI (2015) #E— 2042 H o R 38 [F) 2
S8~ STHEBLER S = (R TR - JTHIR
Sihvonen (2019) HIZ R srfpfEg = A 5B S 2k
ER AR ~ 4 /ESIREBETE -

= oL

P 7 T i AL 20 1R Rk P 1R R T4
U EEFER Z (Morgan & Hunt, 1994) -
G g P B R FR A SR AT Y AR s 0 DAJEHY
B RS Y dn RS HRE © 1 Dick and
Basu (1994) FIIZ0 Ry iESkAV % & Ry (2%
BAEMNOME  EPEEHITRFENER
g Fydb 3 RE S LGS - RS
W2 Y 2 i RS 0 I A B RAVE R
o Oliver (1997) 28 mm R E Gk E 2 HE
MEE B E B H HAM R 1T 84
SHEMET RINE > BRHRERAN
& I 55 Y K B B A A AR 5 4 it P T (R 47
BB R EmBR - AR SRR
& HHEEE TR T HEHMEREERE
% ( Chaudhuri & Holbrook, 2001; Dick &

Basu, 1994) : Oliver (1999) 1 ik h i 33k /&
oy Ry id i~ B BRRETTE) ) REASE
A (2015) RIS B b h 8BS o0 B 1 IR #%
A DUEER B T R -

VY~ ERiEE

MEE B A BB E L E iy —
fE1T ByfH e (Dodds & Monroe, 1985) » JRH]
HUMEE S A5 R m A A HEE R e ook i &
H N dn LR 15 B Y B 1) (Zeithaml,
1981) - Jones and Sasser (1995) ¥ HES
B Ry BB T 5 7 R W B e 2 e B R S Y
= JFE - Garbarino and Johnson (1999) Rl TE#
HEEHE LB EMER MR  CHEERE
ST A P E AR AR 2R I E N E B
A RTRE - IR S 4ERT AC 5 BE AR A ] -
FEEEFAEE - Kotler (1999) 3 5
Ay hEEBREEEEMAKE S MW
M.-K. Kim, Park and Jeong (2004) Al$gH
(—) BAFEIRR R (R (=) A
N {EREA © Zeithaml, Berry, and Parasuraman
(1996) RIEE s 7 M RE =] A7 U8 ~ 7%
B~ RS R 2 AR T R E I (R -
AT B I R 26 1 v WA &R 1 - o ol Ry R
EidHEE ( Fitzgibbon & White, 2005; Nguyen
& Dat, 2017)

T~ PRI

Driver and Brown (1975) 2% A%k
FUEEIAYRE K - 2R E ™ AL & H FrE 4
HI—TEEN ~ e BLRR IR TG B - Ho
BT 2 B ORI ZE £ HY B FE (Dann,



1977) - B —HANERERE - (e E AT
T RREFESFK W H5EEE
GBI [ H AV (Moutinho, 2000;
Recours, Souville, & Griffet, 2004) - Beard
and Ragheb (1983) Al Iso-Ahola (1989) F-5&
TR B o A 2 BLOREIAT By IS Y EE Y -
2 M N EFEIREIT Ry EEATA R - Iso-
Ahola and Weissinger (1990) RIj#E — 5 f5 H
IRFEIENENG I E— Rl 8 - R A an E T
o HERAME - RiiE - HESE
AR Bt G Lim AR E - Bk
RSN B ENL A —2UEE - &
FE L (—) EEREE 140 Kelly (1990) YA
£/ SMEBEEL Crompton (1979) L& L
H (S IEE ) RoUb (SEIEE )
( =) =% * B14% Deci and Ryan (1985) fy
WAE ~ SME BB K R 52 5 E A (2016)
AURERR ~ Bt ~ HHAXFEHE (=) HAh -
{5140 » Beard and Ragheb (1983) HJ#E ~
B Bl e RETBRE TSI - R0
B 77 # (2006) HYTEACELIRTHIAG BR - E BTG
BB Pkt ~ SUBREFINZR =B B Hom ke
ZEVORE T A Roski and Forster (1989) AYEZ
IRSE ~ HGREREN - (BFE - BIESR - R
e R R -

7N fRaeE
(—) mhERREEE =R

Park (2020) FERAZE RS i i RERAE S5 -
R [E A L A R B E R -
Fang and Liao (2015) f£H & EREVITT RHY
WgE R B0k M EE N R A B iR
il E B E R HE EEER

SRS LR RE R B B T Ry

FF SR ZE A S e R B i R A
iR [N e [E] s B EE SRR ( Chen
& Tsai, 2020; Fazli-Salehi, Azadi,
& Zuiiga, 2021; Khalid, Mohsin, Naseem,
Iftikhar, & Majeed, 2016 ) » &i& it - ASH}
Fe s -

s R H‘Eméjgéﬁﬁiﬁﬁﬁ °

(Z) maiR R R R EHE

Lastovicka and Gardner (1979) &
MR EE TR (E A S sy — 8 - A E
HERNEE Jﬁﬁﬂﬁﬁ'%%ﬁﬁmﬁﬁﬁﬁ
EAEBR LEOHE ERERIEE o Alnawas
and Altarifi (2016) RIEE Fyam R ad [E D0 H B
LR EAVE A e S B UGN ¢ So et al.
(2013) 2Rk & ¥R EE HY SR E 22k B R IE
(e 6 B+ A 1T 38 I B2 R B Y RS -
BN BERETN IR — e ( REEE
A 02015 5 BRAEEES ~ HESLE > 2011) © 4R
R AEHTEHERR -

R E G R R R

Torres,

;%DD

4

><l

(=) mEEHERERERRE
Assael (1993) F5f : S E 3 E 2
R By F 8 3 8 25 60 P o4 S R P 7 2R A B 6

Ak > METEREETT R » Jones and
Sasser (1995) &8 Fy F /i B FH R 2 B % 6
ERITAET R J@Edﬁmxﬁ%%gﬂ\”j‘
GRHEE BT O E R - RGBT
H#(#ZE » Can and Erdil (2018) 825 * k&
EHMEERE —FEHEENEEERE - H
ISR 2 R i S S G s B E R
i ( Goh, Jiang, Abdul Hak, & Tee, 2016;
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Hellier, Geursen, Carr, & Rickard, 2003)
iy bl ARHgEHEER -
H3 @ Sk E g E R 2 EEER -

() FAEKR
TSR D PR ST B 2 YO B
an BRI (consumer-brand) HYFHETNCR ¢ K
G R HEH (AR A DUREN T
o) e BR—EMES - DHBEB R
an R PR B P SR BN D Bt P B 2
AYERE ~ AR - (&l BB g B
B TELERAY LB AR A4S 5 | (Sirgy »
2018) - B Fe—E MR R RE A1 E
17 R B 5 B2 1 2 W (Aguirre-Rodriguez,
Bosnjak, & Sirgy, 2012; Sirgy, 1982; Ulmerich,
2020) - EFERTHEENRAEE BB
R T8 R R B 1B (Sirgy, Lee, & Yu,
2018) - Kuenzel and Halliday (2010) HIj 52 £
e R ) B R T DU i B P — L
MEEEREY - BINRBUEE (2014) DAEBER SB35
ol o ST EHAKOR TS S AT ORI A
TGRS - 52 > SRR gRE
DB A T R IR P Eh R AR S
K2 W RH ESES - Kazén, Kuhl, and Leicht
(2015) SRR LB ZEELSMEBIIR S RE 45
HEFR RS (BUEHE ) &5 - I -
A [EIRR FE R ORI BT A T R AR [RIFE
Ay LE IR BEE R - &7 DalHEsR - AEH9E
PR DA MEGER
H4 = (RO ENIAY 58 55 & 2 B B (R AU Ay A
TR
Hda @ (REEEN AT 58 55 & %2 2 fn i 27 [5] %
HEERNEZERR -

H4b © (i[RI Eh I AT 55 55 & 2 2 dn 3 58 [ 3
v R A ) 52 B SRUR,

Hdc : (R EIEhHEHY 58 59 9 72 8 dn R 8
HWEEEREZ BN -

2~ Wk
— DR

A 5E AL TRES SREE R B Hr AL T
EAEE LAY SRR R ~ o S S B B
EERERY N AL - F5HC LAk SOR Higg - (R
BN S ~ S aE A EL AR R EE R O
EEEREAR R - FFRt—ffta (SRR
GORENTE UL iy SR N TR SINE ) SR AR
BIRR - AWTSTHIRI R A AE 1 For -

T R SR L R AR

AR 5% & = B A Likert 71 %56 R fE 5k
fir & o (R[H E)#% E 75 DL Beard and Ragheb
(1983) HyaEmal £ JRENHEB)ECAERE A
ETHEEEH 2 NESET) - KEBIRER
FESZFMBERZEE A (2016) HYfH
& WRHRFE By K = (8 - A
FRENHE - ERLENIREL L SRS I &
20 #H - SfEEEE AN4ES D. AL Aaker (1990)
B Donavan et al. (2006) AV B0 E T E
= OHEBHNE—mRATE AL E R
FAFREE R - BE— B EUR N ERE s RE T H
Feite o eEFE LB N & PE - mAEEY
FAEESFWENREZLEF A (2015) 69
4 » K amhEslE o F - S BRE - 5HE
A B R E S = (S AL 9 -
EFE AI275 Oliver (1997) FIRFEAE A



SREEHRA S RE R EUR BT By

A 4

an b R A
H1
fn hE 52 [E EREME
A
H4
R BN

1 HFEEE

BRI« AL -

(2015) HyEmBEILEH ES © BEMEER
U B A B AR DB AT B RIS el
B R EENEET R BRI RS
A R AR AR R i B
EEEERZ BN RZLFA (2015) 1Y
BR O EHAHE -MEL7E - EEER
E I B4 & Zeithaml (1981) #1 Jones and
Sasser (1995) * A% T K=l 2K I E #H [F) 74
e B 5 DL K2 A5 75 R 1m0 1) N HE % 7
HRBHIER - EREHETEZ2EEY
Kotler (1999) Hy&E3% » {88 H ok o Wi (i i 1
6 (EEEE 3 EAHEMAIE) -

=~ [ERTHIE{ZEE AT

AT TR PO LT L g
OIREG RIS 5 > WE R 54 (37
& o iR E o fIER 4 (0 S
B 50 {7 > AREEEUCR 92% - B 1
ST ARHTIE S BIEAY(F L 53 Bl B PR THT B

% (.94) ~ mhEREE] (.88) ~ mmfE KT (.87)
EAEE R (.89) o H IU{E R FE 2 THA(E
FEEE = 0.7 - RFEARATE B HIAH—E
MR T DA 2 /Y -

Bl ~ RGBT

— ~ BRANKGE ST

AW SR R AR 2021 £ 3 H
1 HE 3 A 31 HEE b mskERR % A
CIEY PO T B (Rt ~ i~ 3Bk
) BB R 2 & 033 300 (D& (1R
f& 120 f73 ~ Bt 75 0o~ AR 60 {1y ~ £k
45 {7 ) SATER RES) L BB IREE R
A B E - SOBREE S 15 17 (A& 6
iy~ FiE 440~ kFI3f0 > B2 ) &
at 285 Iy A A (A RUEICR K 95%) -
AR AOGEEHANE © (—) Mhl 5
ZLEBIRT 1 - 15 ( Z) HEEE - 33.7%
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fentyy PRERE  TROCR
Fz1 FLANEE
& I HETE Cronbach’a ( F&1H] ) Cronbach’a ( f{:2)
IRTETEIT feesE 7 91 .94
iR 5 82
ANy 8 91
amf e ] e ) 3 72 88
HE 3 76
F7 3 75
mrf T 7 — .87
HIEER HEHE 3 81 .89
AN 3 85

24

BRICR - Abtsea e -

HI2 558 R KRB - HIOE & T
(25.3%) 5 (=) #HE 1 68.7% HUSREZIRAITE
B RAES T OHRELEI~ 6K ()
b5 & 72.3% HUSREEIREN =B H — AT
HERRES T 0 (1) A PHEEETEE
72.3% Y ZEHEHIAEE BAE 500 JTLAA - £
BEACPIE T E > SRS (3.92) FHEL
FAIRRTEN (4.18) ~ dnf#at[F (4.00) BLEEfHE
B (4.11) BAEHEE > BEREES
Hr 2 B R E) 0 Y S RS A
S22 - LRI EE T - (EEB (4.41)
ERMEBE P RS MR ERE R
fY (3.94): EnfRR[FR A2 BER R ey (4.21)
R E K (3.80)  EEEREAIE IR
LA (4.15) ZERERIEE (4.08) -

=~ B MEZSHT (confirmatory
factor analysis, CFA)
&L CFA [EEL » AR S IESEIE 7 H
& @ goodness of fit index (GFI) = 0.94 »
comparative fit index (CFI) = 0.99 »non-normed
fit index (NNFI) = 0.99 > standardized root

mean square residual (SRMR) = 0.031 > root-
mean-square error of approximation (RMSEA)
= 0.036 > Normed-Chi-Square = 1.37 »
A 72 B RG A ie 2 18 2 7] DAL B2 32
Y o S SE S EEE T .50 ~ 87 (413 2)
FH Nunnally (1978) HimEs - EEE2/PVEK
.50 BEFRARY T - RILAWSERIGHE
HE RS S EEEN -

= ~ tHRHS T

AT A R B B 4 IR A A A
B (405 3) - ERSREZRET I RAEE 0
R FERR A HREBET M
LRI IR R - K - SREIEIEE R GBI,
PERER - B S R Y o i [F) L
®‘ITR - ERFTAMENFYEREXNE
(average variance extracted, AVE) 7}/ 0.46
~0.70 > sHEEEA IR .83 ~ .90 « {RiE
Fornell and Larcker (1981) AyfE%E » AKiF2%
FrA SEENBE B KRB R -



SREEHRA S RE R EUR BT By

F2 EXBEZEEERZIEEMMIE
& HETH] REH Cronbach’a (1 ) Cronbach’a (17&)
UNEIEL fiRE 2 69 78
R 2 50
e 2 67
HREREIE] £ Yol 2 85 84
FHE 2 62
fiiEs 2 67
SRR 3 — 87
EREERR HEEE 2 .80 85
HeE A 2 .83
BHRIACH © ABTFE R -
=3 1ERESMR
I S8 R AVE 1 2 3 4
1. ShREsE 4.08 0.55 0.57 0.89
2. 4.18 0.61 0.69 0.64%* 0.87
3. EEERE 4.10 0.63 0.70 0.65%* 0.77** 0.90
N 420 0.52 0.46 0.64%* 0.57%* 0.54%* 0.83

BRACR © AptoeE e -

ZF 1 1. AVE @ IS EZEHT & (average variance extracted) °

2. GBS AR T AR -
o EBRE KA By 0.01 B (2R ) > AHBARRE -

Y ~ AR
(—) FIMBER

FHIE 2 f5H1 © fnhRE[E 53 ol o R
S (v, = 0.76, 1 = 11.16, p < .001) Bl
HESRE (v, = 0.28, £ = 3.40, p < .001) A
HE 2 (JRRIHI B H2 g7 ) 5 5H9hm
MEHEHNEEERTEEEZE B,
=0.73, t = 821, p < .001) » KA F » Shhm
R A o b 0 ] L T R [ 473 U T
SHAEAEE -

() AR

A2 2 {3 PROCESS v.3.0 2 i% B
IRIEI B 2 A e B B AT B B R - H ok
1 " R E— R, Wy - R4
154 - X EIERZRANEER (p>.05) 5 JRHE]
IRTHENIRAE T SRR el E— e B
& b g A B TR ETRER (H4b RAIL ) ©
ME 7 o IREZIERY IR BN 58 55 2 S AL
2 U hRet A — S ) AR
Hx o 18 Tl E—EERERE, By #H
5 5H  LEFRTEREE (p>.05)
INEMIRH BT T el e —E R R
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fely BCERE SRSUR

Pri=.73%**

I'11=.76%**

I21=.28%%*

Chi-Square = 36.5, df = 17, P-value = 0.00393, RMSEA = 0.064
2 BREDM

BRCR - Abtrea e -

x4 FEIRDMN - RAEFEEREERE

HH L R tE pia EHERE TR (FEEE R
HE 4.17 0.03 134.96 0.0000 4.11 4.23
SEREER ] 0.50 0.06 8.01 0.0000 0.38 0.63
IRIIBh 033 0.07 4.96 0.0000 0.20 0.46
AL HAEH 0.05 0.09 0.53 0.5947 -0.12 0.22

BRI © AT EREE -
ik N SRR

&5 FEIRMM - RAEFEEEEEE

HH HE AR 18 p1E EREEF TR [EEEH R
TR 4.07 0.03 127.03 0.0000 401 4.14
HhREREEIE] 0.60 0.07 9.24 0.0000 0.48 0.73
RSB 0.26 0.07 3.73 0.0002 0.12 0.40
T HIER 0.13 0.09 1.51 0.1324 -0.04 0.31

BRI © AT E L
ikt N EEERE -

PO S RS AR (Hda FpRTr) - EMREE BT R EE AR -
WmEY  EEROKNBRATIRRE  MEY  WEROKMBRRTREELY
o T EMERE— BT RBERE @ T SRR EEE , MR

Bt T EEE g (Hde FRUIL) - SR - SREEHE KRB
B mB AN RERAEREE (p  RCERENHTRE (14 FRIL) -
> .05) : IREIERBIBI AT T e s —
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HREZIAHY R E B BT Ky
£6 BEHEN  BISEHE SWEHE
HH W poEm (8 plE  EEEETR  (SEEE R
et 4.11 0.03 155.15 0.0000 4.06 4.16
R B e 0.72 0.05 15.33 0.0000 0.63 0.82
NEIEIG 0.16 0.06 2.96 0.0034 0.05 0.27
L HAEH -0.07 0.07 -1.02 0.3067 -0.21 0.07
B © ARFTEEE -
SR B -
f > 23 - BEBEEER 2020) - FRfh + R B R I 1 B
o SRR (JRE 3 BT ) - B A
T BUB B4 ( Goh et al., 2016; Said,
PRSI : SMREEEVEE 2014 FLRERE TR L5

AR ( JREDHI BEIL ) - HE—45 R B2 8
L&k — 2 ( Fazli-Salehi et al., 2021; Khalid
et al,, 2016) ; REFRIREZ G H IR ER K
BB O i E AR ER > g E S
ZPLETTIRHEES) - 52 - EHER
B EA S B RVRKS - RIFRoRA (5
) FREE(EmAE - & BB E e
e B A HAt AR ( PREERS ~ SRR
Bl 2021) - B HBEFFHENEHEK
B RS PO EEEE)  HEEEMEER
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Abstract

Leisure sports can improve one’s health and physical fitness but also help him/her
to develop self-confidence, self-esteem, happiness, and emotional satisfaction, and even
enhance social and interpersonal relationships. However, the extension of the average
life expectancy of people is due to the advancement of medical skills and life technology.
Moreover, late marriage, low fertility rates, and declining birthrates have indirectly caused
tremendous changes in the population structure. Since New Taipei City has entered an aging
society and the popularity of the Civil Sports Center, in which extant literature rarely focus
on brand identification, a total of 285 valid elderly collected by questionnaire with random
sampling from four Civil Sports Center in New Taipei City (Xinzhuang, Banqgiao, Tucheng,
and Yonghe). This study uses structural equation modeling (SEM) to explore the relationships
among brand identity, brand loyalty, and repurchase intentions. In addition, this study also
verified the moderating effect of the elderly’s leisure motivation on this model. The empirical
findings indicate that both brand identity and brand loyalty of the elderly to the Civil Sports
Center will significantly positively affect the repurchase intention. At the same time, the
brand identity of the elderly to the Civil Sports Center will also significantly positively
affect his or her brand loyalty. On the other hand, the leisure motivation of the elderly cannot
significantly moderate our measurement model.

Keywords: brand-consumer relationship, consumer behavior, old adults, leisure motivation,

moderating effect
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