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Abstract

This study analyzed the effects of consumption value of outdoor female consumers on relationship quality
and long-term relationship orientation as well as differences in consumption value, relationship quality and
long-term relationship orientation by demographic characteristics. A survey was conducted from May 15-22,
2016; subsequently, 336 responses were used in the analysis. Statistical analysis methods consisted of fre-
quency analysis, factor analysis, reliability analysis, #-test, ANOVA, and regression analysis. The results in-
dicate that the consumption value of outdoor female consumers was composed of functional value, emotio-
nal value, epistemic value, situational value, and social value. Relationship quality was composed of satis-
faction, commitment, and trust. Consumption value (functional value, emotional value, epistemic value, sit-
uational value, and social value) of outdoor female consumers positively affected satisfaction. Emotional
value, epistemic value and situational value positively affected commitment; in addition, functional value
and emotional value positively affected trust. Satisfaction, commitment, and trust about outdoor brand also
positively affected the long-term relationship orientation; in addition, consumption value positively affected
long-term relationship orientation. There were significant differences in the consumption value and relation-
ship quality by age and marital status. The study results provide useful information for the marketing strate-
gies of outdoor brands that consider female consumers.
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Table 1. Factor and reliability analysis for consumption value

Variance
. RS
Factor Item Fact.0r Eigen explalned. % Cronbach's o
loading value | (Cumulative
variance %)
Outdoor brands have excellent functionality as sportswear. 810
Outdoor brands tend to have excellent design and good perfor- 755
i mance. ’
Functional 3146 17.477 81
value Outdoor brands tend to provide good services like after-sale ser- 633 (17.477)
vice. ’
Outdoor brand shops are in a structure convenient for shopping. .665
Coming across information about outdoor brands' new products
. . 769
provides different fun.
. Purchasing outdoor brands is pleasant and happy. .666
Emotional - - — 16.400
value Wearing outdoor brands provides me a comfortable and intimate 651 2.952 (33.877) 844
feeling. ’
Outdoor brands have various designs so it is a pleasure to purc- 601
hase them. ’
Outdoor brands always provide new functional products. .689
Outdoor brand shops provide proper information about new pro- 673
Epistemic | ducts and promotions. ’ 14.137
2.545 ’ 831
value I visit outdoor brand shops because of their uniqueness. .665 (48.014)
I visit outdoor brand shops often because they display new goods 654
periodically. ’
I purchase outdoor brands because I have seen the brands thro-
. . 764
ugh the mass media many times.
Situational | I purchase outdoor brands based on the recommendation of fri- 11.809
value ends and relatives. 696 2.126 (59.823) 763
I frequently visit outdoor brand shops because they periodically 564
hold various special events. ’
Outdoor brands are good for showing off to acquaintances. 719
Social 10.454
value Outdoor brands make me look classy. .663 1.882 (70277) 812
Outdoor brands make me look special. .600
S22 Ro] AAENLT, A= AFTE 700 o) Fo = W= A AlFgshs #H R LE 5 o, AH]
A AEd o] =A Vet 227} gl Evte ko g A E o] glo] «alF) et
AL stlon, ol agle] 74 4k 69.970%E et
2) HAEE ST o] 2 A= BAIFES] adowA A, v
olx=o] Bl =of tigh Anjxle] IAZES 8% =, B2 A A Ryou and Park(2013)] A< d&+
A8 A= 3709 a%10] FEEHUTH(Table 2). HAom, 7k aRle] A= AF7F 800 ooz AF
291 1€ Adlo] 27 Qs ofmo} BaEe] AF Aol B vehu.
g el BEest /)%, kel Sl fg v
o) gFog T glof WErelgta sqom, o 3) WEAXEY
91 2% o2 i) A AFL Tolek 97, ol obswo] amlxte] B BAA P L B aclow
@ Pl £& AQolela AAske FYoR ¢ A ojfEo] HALY AES ASH 0w P o,
dElo] o] ‘=yolgt st 871 3 ofxko] B FHAEENAE AR o3, A71H o BAE U
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Table 2. Factor and reliability analysis for relationship quality

Variance
. RN
Factor Item Fact.0r Eigen explalned. % Cronbach's o
loading value | (Cumulative
variance %)
I am satisfied because outdoor brands meet my expectations 378
and desires. ’
I like the design and functionality of outdoor brands. .836
Satisfaction - & i - - 2.831 23593 853
I am satisfied because outdoor brands fit well with my life- 789 (23.593)
style. ’
I am generally satisfied with outdoor brand products. 736
I am interested in outdoor brands. .822
Purchasing outdoor brands is a great experience for me. 799
Commitment - ¢ - - £ P 2.794 23.281 824
I like to search for information about outdoor brands. 744 (46.874)
I purchase outdoor brand products as much as I can. .683
I can trust the related information provided by an outdoor
.846
brand.
I can trust outdoor products. .836
Trust - P - 2.772 23.096 872
I like outdoor brand related services. 811 (69.970)
An outdoor brand always makes an effort for the design that 508
consumers want. '
< o5k 2 o 2pAlof 3tk F3ko 2 A E I TH(Table 110, =2.809, p<.01), Ak3] & 7}X](=258, =6.606, p<
3). A7 BAIRA g 2] Eake 72.862%01 L, A& A4 00D)7F A (H)e] FEFE XL AT oFAA = 75
7F 8752 =7 YERstTH 2 71216] Gl 7P =okom, agle] A A
& 49.6%= UEFSTE o= LH7ER7F £ 5E ok
2. OFRE0{ O AH|Xte| £H|ZIRI7L HAHEFE o] B =g AFl thgk S0l Folxivke Ao,
of Olxl= W& 53] 12 wolet oM AFo2RE 4A He
228 780 7153 717 208 gclo|ga & 4
o}$:1E0] o mlape] AH] 77 BAER ) W olek. 294ol tah s A 7P (5157, 123,145, p<
T 9 A% A= <Table 4>9F 23, SHHSF 01), 1AA 711 (=301, =6.039, p<.001), 3= 7}4]
o] F9joll we vsaidd ZAE setstr] f1s) VIF (=240, =4.811, p<001)7F (2] &S VAL U
g g1 A} 1000024 thegAAe] wAlE ¥ 3, 891e] AA) AWE e 17.8%= YT olF 9
AYSIA] ekt vk tialiM = 7153 71X1(6=.526, = A 71x¢] gFgo] 7 =otom, 7H A XA, A
13.465, p<.001), A2 7}x](p=315, =8.053, p<.001), 42 7HxE —% SE ol o] Bl = gt 04”
RIA A 7] (=205, £=5.257, p<.001), ¢332 7FA1(B= 2Hlzte] E9lo] Folrlttal & &= Sk Al thafiA
Table 3. Factor and reliability analysis for long-term relationship orientation
Factor Item FacFor Eigen Cur?lulatlve Cronbach's o
loading value variance %
I am willing to recommend an outdoor brand to the people aro- 390
und me. ’
Long-term |1 am willing to make a long-term relationship with an outdoor
relationship | .04 853 | 2914 72.862 875
orientation
I am willing to purchase outdoor brand products consistently. .844
I feel attachment to an outdoor brand. .826
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Table 4. The effect of consumption value on relationship quality

Dependent variable Independent variable B t F R
Functional value .526 13.465%**
Emotional value 315 8.053%**
Satisfaction Epistemic value 205 5.257*** 65.065%** 496
Situational value 110 2.809%**
Social value 258 6.606%**
Functional value .033 .653
Emotional value 157 3.145%*
Commitment Epistemic value 301 6.039%** 14.250%** 178
Situational value .240 4.811%**
Social value .057 1.150
Functional value 221 4.311%%*
Emotional value 258 5.021%**
Trust Epistemic value .074 1.450 10.024%*** 132
Situational value .077 1.496
Social value .072 1.410

#5p< 01, *¥¥p<,001

N
N

= 7153 7 (p=221, =4.311, p<.001)2}+ 74
(5=258, =5.021, p<001)7} B(H)2 FTFS 1
3, 991 AN AHEHLE 132%2 LERT
A 7 1o Bis) 44 7Ex]9] slARke] o
ol 7154 5 A VIRE FTEFE
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2|7} 2= o] dFFaslo] ofgtal F74gk Lee and Hur
(2009)2] A5 AR SFA L} 1A T Lee and Hur(2009)
o] A= FAAF 7R 7F A Y mxld) v
3, & AFAE ofzxo] BA=A AR Fo Al
2271578 AFS ATt dokal A sk= 7HA] 7}

3. OFREZ0{ Oy aH|Xte| A FEO| H7|12A
Xgdof olxl= S&

A 1.0000. 24 TFEFAA
o}, A A o=, gHE(B=217, =
6.320, p<.001), B (=462, =13.459, p<.001), A= (=
589, =17.152, p<.001)7} A7 FAA ZFA A A (<] 4
S PR AL Yo, M AHEL 60.8%ATE olF
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Table 5. The effect of relationship quality on a long-term relationship orientation

Dependent variable Independent variable B t F R
Satisfaction 217 6.320%**
Long-term relationship Commitment 462 13.450%% 171.753% %% 608
orientation
Trust .589 17.152%**
wxxp< 001

ﬁ‘,)r_‘ J,].zﬂ 3z ] o] 2}7]44—7:1];<] SEA] oﬂ :L7<—l Z <‘>_]
Xtk 98l AP ATE(Kim & Lee, 2006; Ko, 2006;
Seo & Lee, 2008)7} W] 523t A39] om, o} 1=of o4
AH|ze] 7| AR PSS wol=t] Ao e A=}
]

H, v ]%‘—9—?‘5_ —g-xl ]‘ﬂ‘ﬂfn\‘%‘\

[e= ko =2e)
e

4. OFR 0] 0{A A H|Xte| AH[ZIXIT} &7 | ZHAHK|
gdof 0|jxl= g

13

ool

o} o] o 4| 2] AH|ZEX] 7} A7 AR
F-S B3 A 7= <Table 6> 742,
Yol 2 A4 FAE FHetat]
VIF 358 8218 A3} 1.0000.24 thEgAlae] &
= TR Futt. A7 BAA PG A= 4]
71xe] BE a]lo] ot A#E Bilow, 7154 7t
(=304, t=6.401, p<.001), 74 2 7}1X] (=325, =6.849,
p<.001), A2 7] (B=.124, =2.608, p<.01), J324] 7}
|(B=191, 1=4.034, p<.001), A+3] 2] 7FX](=.090, +=1.887,
p<05)7F (1] S XL AT o] FolME 7
A7 7129 FEFH o] 7P =kom, 2219 HA| d¥
2 25.8%3ATh. WEhA] oo o A AH]Re] A7}
1 F =255 ol o] Bal=o tigt 7| dAA 3
o] ZoRR| AL oM, 53] LH|AA EARFE T
715402 5% AF] oo A= isf X
LA FAE A T L T °‘°2D} ol& 4xH|

Z}o] ALE A, A A A8 7R 7F B A= )

ung}ﬂ
2 o g o

=& Edvhar g A3 A (Park, 2008; Park & Lee,
2015)9F fAFSE T ol e 4= o}, & AT
785 A, AKBA 7HR|Re] ohugt 7154, QIAIA, A
G2 742] g A7 AAA 0l SBA FEFE v
e Aoz YePgths HollA Aadtole xpastd
A= BT

5. QAT EAEN EM0| ME AH|JLX], 2ASE

% B[ 2A X g xto]

Els }017} L}E}k}E}(Table 7). A
o] 7154 7k, 78A 7], A
2 74, 38 7R, ALK A 7ER] oF BAFA 0] B,
EYolA ek 7k Zol7t AATH FAH o=, 500 o]
&2 2009} 30Tl I8l 7152 71, 7 A 7R, AL
34 7kx] 9 wo] o] &AL, 2000l HlEiA & 1A
2 7kx19}F E49) o, 30dlel HlsiM = 43 717 E =
AUtk AEA T whr| = A2N7EX] 9 QIAH 7],
A 71|, AL A 712 9F FAFE L] Bl 2ol E

Helom, 7)&o] nERTHH EA et 53] 50t
o]%e] ARFH 7oA LHIVIXE 7S Bl
S8t ofx o] A= gk AAFH o] EA o
Elong of2ro] Hal=oA= 5ot o]4de] 7|&

Table 6. The effect of consumption value on long-term relationship orientation

Dependent variable Independent variable B t F R
Functional value 304 6.401%**
Emotional value 325 6.849%**
Long-term relationship Epistemic value 124 2.608** 22.903%%* 258
orientation
Situational value 191 4.034%**
Social value .090 1.887*

£p<.05, ¥*p<.01, **%p<.001
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Table 7. Results of the analysis of differences by age and marital status

Age Marital status
. . 20s 30s 40s Over 50s Single Married
(SRS 0=70) | ®=123) | (@©=87) (n=56) £ 0=122) | (@=214) !
Mean | S.D. |Mean | S.D. | Mean | S.D. | Mean | S.D. Mean | S.D. |Mean | S.D.
Functional | 349 1 5| 344 | 50| 3.52 | g 13811 04 |5 o37us | 354 | 53 | 354 | 59| 170
value b b b a
Emotional | 3.35 | 5, | 338 | 551330 | 55| 367 1 29 | 4 noges [ 340 | 63 | 3.50 | 59 | —1304
value b b ab a
Consumption | Epistemic 3.05 48 3.09 65 3.27 55 3.33 78 13687 1307 | 63 1323 | 62 | —2.164%
value value b ab ab a
Situational | 3.01 1 55| 298 | (3 | 3141 ¢, 1 3291 0 |3 5706 | 208 | 58| 3.16 | 67 | —2.120%
value ab b ab a
Social 391 sg | 3161 54 13371 6p | 34| g4 | 3486 | 3.00 | 62 | 337 | 59 | —3.917%%
value b b ab a
Satisfaction 3';‘9 57 3';‘8 56 3:;’)3 51 3'51 54 |5522% | 352 | .51 |3.62 .59 | -1.235
Relationship
quality | Commitment | 220 | 61 | 319 62 | 327 | 64 | 38 | 60 |3.845%% | 3.00 | 64 | 331 | 63 | —3.004%
b ab ab a
Trust 326 | .69 | 344 | 58 (345 .53 | 355 .88 [2267 |333] 68348/ 64 | -1.919
Long-term relationship | 5 35| 70| 344 | 61 | 353 | 56 | 3.53 | 76 |1.054 | 3.40 | .66 | 3.50 | .66 | —1.305
orientation
*p<.05, ¥**p<.01, ***p<.001
a, b: Groups with significant differences according to Scheffé test were noted with different letters.
A4S ez 3 A7) A FHoAM el Ay H QA H, 434 gl ALE)E 7R vl Sl 3
o] @ EATE o] A= AFEATH B whaf & S PR AR, EA, IR E 2 4R TR e E
H| 7}z 9} BAFZ ] 2ol 7t JThar Bhel A3 AT(Y. ol 7154, 743 7R 2l 3H 4 A J&FS v
H. Lee et al,, 2014; Oh, 2010; Park & Lee, 2003)$} A} 23 YATE A, o o] oJ A AH|R}e] AH|7EX] 9}
gk wlgtol|A] o] e 4= 9oy, o] & el B Ao} Bz g v, 59 2 A E A7 BAR gl
o] zpo]dS MY A7F Wk 9l o F AH|A}, w84 T4 JES v XL Ao, JAFFATE 54
ARRF 5 UPFe R g whHo)] B AgoA e ol o] AT} AT oIl upg} A 7Ex| e} BAFZ A
o] 3 ABRE A sle] Lu7ER| 9 BAED 2 A frefulgt P 17} vebsdtt o8 et AxE st 2
71 BAA A 9] ztolE Hrel Al Q) E 2 AR S AASE o 2
AR H,% Aol Aol o5t o} mo] oAM=}
V.42 9 oA 9] 71554 7HA], A 71, AR A 7HA], A A,
ARSI A 71R] FolA 71553 7HR| 7} of o] B =0
B AT ol o] Agol|A] o g AmRte] TS o) 3t ol Re] THEel 71 IA] FEFS WAL 3
vlelsle] o] 59 AM|7HA], BAEE 2 A7) AA A & Ro = ofgo] AF AT, AFA, W+, 714
A 7re] FEFAA 9 QAT EA TE EA WE 2} = o] FUTEEE Foled o] Fas ahEy T
319tk 2 A3E 9ksP, A, ol =] A4 = Tk 3 AR A 71R7F Bl 7 IA IS
H|z}e] A7 1R)E )54 71X, 284 71, 1A 7} FE 802X 754 7ExeF A A 77T 21 o)
2], 454 71, AL A 7R 2 UL, oF=o] Bl P S vzt HollA AFe] 75 Tte] oy} AlA]
ol hak anjxie] FAEFALS 0 B A2 & ol g HRE A auRE0] FA HE F A==
FEATE EA, o2 To] MRl 7154, 74, F 9 FHAEES ol & Ao|t) o & o, o}
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Ste] AAFS F712 02 ZIHTLAFHLI AL F AH2AE 95 Aol o] So] AEFE 4
9 AP Y AR S BET B Ako] 7l)E TRl se] ol Fol Aok st sod )4}
9 8 NS ¥ 5 9L Aolr, o] P anlEo) ok 2ol o) E YPRORE B
S, 2 QO o}gwe] Al Uk o sha ATke A Abeke] olSe] &nl7kK s AAE
H|zbe] B 5, AR 2575 JOoRE A&F 0 A E S AR o} o] Ao 48 iRl &
2 BASS AS BN A BT, 2 F 98 AolTh
A7t ZBAA G TP B FFHS A £ Aol & ohmo] Aol 0 Brlow 4
Ao Uehhth webd obgme] HAEAE o A A o4uRE tiew 267} 2
a0 RS NS B 5 RS 2uAste] A%E  FE W AIBANB el A7 2 22171 )
A AFUA I WS FEF ol & Aol o}, AFthFe] AFA o] o] Slof AAE A
EG o 2lAbEo] F sk TS BN B Al 201A) B8 S 9l WAR KB FEAT
FEYPE ATE Fol AL WL 2 2 AE A oME 2K ) R HlEATT} o] ol Ao} &
FE sl of & ofuEt o] Hal=of thik Aolth. 3k ofxTmo] of | 2ke] A7 AARA P &
Ne frEsha AuATS TSNS B ARIE £9o] ¥ 5 ol T 20, 5 A% /154, Hae
QFETI @ 5 9uh ols) Po] AnAslel BAZ QAP R AWPIRe] B8 77k AR Dash 9
A7) % PP BT A AT RE o] om), 207 E B8 WARHY AT E 5
Mol ZAAY, B& FA) AETFE BE A} B b 2ste] AAUE B ofo] HAm s
dE EAE Nt T =8 5 7199 BAY 3l AEHR Aol mgol & Aoltt. o] 9} 3| okl
Feaof & Aot amlAhe] 2| 7EA G eke] SAel W AlRs)
AR, B AFrellM & oF-mo] of Jau] o] 4an) 7t A77E AAEEHE okxIme] Hall=e] 55} 2
A7t A7|BARA P S Eole QIR WAL, 7 lo] B} A1 Al o] 7 Aoltt.
7 7¥X 8} 7153 7HA7F BT AR FA e v A=
FFH o] th2 acldl Hsl) Ao r =4 Yehde References
A okxo] HA oA sdtslhe Aol tigh 27
=] 7]EH7H+ W A3 tApel o] TR E 7| TAlo] o Abubakar, M. M., Mokhtar, S. S. M., & Abdullattef, A. O.
A znzre)e] BAE SR skt 9o =8EE A (2014). The role of long-term orientation and service rec-
o glolstyth WA oL Eo] HalsoXs 27| A overy on the relationships between trust, bonding, custo-
ol BASAZ 95 deka Aoy oz ealel 2 mer saFisfaction and customer loyalty: The case ofNigeri.-
o alol s Ea) Ao thak AR Al Tate] 2t an retail banks. Asian Social Science, 10(2), 209-220. doi:
10.5539/ass.v10n2p209
ohe] 4g-& Adststar, sy el PR vigRk Blackstone, M. (2000). Observations: Building brand equity by
AL NAsAY &8 AAE E4A AT F U=S managing the brand's relationships. Journal of Advertis-
theet o|HIES 71g3)ok & Ao|t} gt oA} ing Research, 40(6), 101-105. doi:10.2501/JAR-40-6-101-
o AG g TEste] HASEAE 71354 0] ol rk 4} 105
Z O AL EF BE 2 ofg] Bolele] HYL Ea Cha, M. H., & Kim, Y. K. (2008). Moderating effect of health
EAL 3 gRpele] AEL sasithd oA AH|Rfe] & motivation, health concern and food involvement on the
22 2275 B0 He A7]H 02 BAZ 94 Telati(?nship between cons.umption value and purchasing
intentions of healthy functional food. Journal of the Kor-
st she S SR 7 & Aol ean Society of Food Science and Nutrition, 37(11), 1435
A, oFR o] of A au]=e] 73-9- 50T o] o] 4] —1442. doi:10.3746/jkfn.2008.37.11.1435
ﬁe:l_i_o] 20ti ¢} 30l W) 7153 7Hx], 784 71 Chen, Y. C., Shang, R. A., & Lin, A. K. (2008). The intention
2 g2yl =y n)EROE 7)EeA 9] 4B &) to download music files in a P2P environment: Consump-
29lo] =7 Jehd 232 785hd o} ko] Hals tion value, fashion, and ethical decision perspectives. Elec-

-127-



Vol. 41 No. 1, 2017

tronic Commerce Research and Applications, 7(4), 411—
422. doi:10.1016/j.elerap.2008.02.001

Choi, D. C. (2012). The mediating effect of relationship qual-
ity and moderating effects of relationship length on rela-
tionship between customer satisfaction-customer loyalty.
Journal of Marketing Studies, 20(3), 65—89.

Choi, M. W. (2005). 4 study of the relation between the brand
relationship quality and the components of brand equity.
Unpublished doctoral dissertation, Hanyang University, Se-
oul.

Chung, Y., & Jang, E. (2012). The effects of the store attribu-
tes and relationship quality on the conversion intent of fa-
shion store-Focused on internet shopping mall and local
store-. Journal of Fashion Business, 16(4), 75-87. doi:10.
12940/j16.2012.16.4.075

Esch, F. R., Langner, T., Schmitt, B. H., & Geus, P. (2006).
Are brands forever? How brand knowledge and relation-
ships affect current and future purchases. Journal of Prod-
uct & Brand Management, 15(2), 98—105. doi:10.1108/10
610420610658938

Flint, D. J., Blacker, C. P., & Boutin Jr., P. J. (2011). Custo-
mer value anticipation, customer satisfaction and loyalty:
An empirical examination. Industrial Marketing Manage-
ment, 40(2), 219-230. doi:10.1016/j.indmarman. 2010.06.
034

Hennig-Thurau, T., Gwinner, K. P., & Gremler, D. D. (2002).
Understanding relationship marketing outcomes: An inte-
gration of relational benefits and relationship quality. Jour-
nal of Service Research, 4(3), 230-247. doi:10.1177/109
4670502004003006

Holbrook, M. B. (2005). Customer value and autoethnogra-
phy: Subjective personal introspection and the meanings
of a photograph collection. Journal of Business Research,
58(1), 45-61. doi:10.1016/S0148-2963(03)00079-1

Hur, W. M., & Ahn, J. (2009). The empirical research on rel-
ationship of consumption value, satisfaction, trust, loyalty
of green product in elderly consumer. Journal of the Ko-
rea Gerontological Society, 29(1), 195-213.

Hwang, J. H. (2006). A4 study on the outdoor wear purchase
behavior and store selection according to leisure life style.
Unpublished master's thesis, Chung-Ang University, Seoul.

Hwang, S. J. (2011). The effects of relational benefits on rela-
tionship quality and CRM effects in fashion retail stores.
Journal of the Korean Society of Clothing and Textiles,
35(2), 230-241.

Hwang, Y. C., & Kim, C. H. (2005). A study on the anteced-
ents and consequence of perceived value in the retail env-
ironment. Journal of Consumption Culture, 8(1), 91-114.

Im, B. G, Kim, H. H., & Nam, S. B. (2013). The relation ana-

- 128 -

lysis among the store attributes, relationship quality and
revisit intention in outdoor sport store. The Korean Jour-
nal of Physical Education, 52(6), 335-345.

Je, E. S. (2012). Study on the clothing selection criteria and
purchasing satisfaction according to the outdoor wear be-
nefit. Journal of Fashion Business, 16(4), 1-12. doi:10.1
2940/jf6.2012.16.4.001

Ju, S. R, & Chung, M. S. (2007). The effects of contact int-
ensity and relationship termination cost as mediators of
long-term relational retention-Focusing on relationship bet-
ween fashion retail store and customer-. Journal of the Ko-
rean Society of Clothing and Textiles, 31(7), 1107-1118.

Jun, W. M., & Hwang, C. G. (2013). A study on the impact of
the service quality of FM on the customer satisfaction and
relationship orientation. Korean Management Consulting
Review, 13(3), 23-45.

Jung, J. H., & Kim, Y. M. (2012). Influence of ethical value
and social responsibility of a sporting goods business on
corporate commitment, person-brand fit and brand loyal-
ty. The Korean Journal of Physical Education, 51(5), 385
—398.

Kang, M. H., & Cho, K. M. (2014). A study on how types of
outdoor brand marks affect the quality of customer rela-
tionship, brand loyalty and purchasing intention. 4 Jour-
nal of Brand Design Association of Korea, 12(3), 235-255.

Kim, B. K., & Lee, K. H. (2009). The effect of the nonverbal
communication of the medical service provider on the cus-
tomer orientation, customer satisfaction, long-term rela-
tionship orientation, and word of mouth intention. Journal
of Marketing Studies, 17(3), 29-64.

Kim, C. H. (2011). The effect of the leisure sports motivation,
self-efficacy and sport commitment on the satisfaction with
function and repurchase intention of the leisure sports wear.
Unpublished doctoral dissertation, Chung-Ang University,
Seoul.

Kim, J. Y. (2012). 4 research about the customer long-term
relationship orientation in the relationship between fash-
ion shop-master of department store and customers: App-
lied the relational embeddedness theory. Unpublished doc-
toral dissertation, Chung-Ang University, Seoul.

Kim, J. Y, Kim, I. G, & Kim, S. D. (2013). Relationship
among female's outdoor sports wear preferred properties,
customer satisfaction, switching barrier and repurchase in-
tentions. The Korean Society of Sports Science, 22(1), 499
—-513.

Kim, J. Y., & Lee, E. Y. (2006). A study on the relationship
benefit perception and long-term relationship intention
among fashion product consumers. Journal of the Korean
Society of Clothing and Textiles, 30(1), 176—186.



OFR=01 (& 2HIAIR! 2HIJEXIDH

IS

pN|
=

al
=

k=13
S

JIZDIXIEE 0ixls &

Kim, S. J., & Kim, H. J. (2013). The impact of consumption
value on the attitude toward luxury brand's real goods and
counterfeiting. Journal of Consumption Culture, 16(4), 129
—142.

Kim, S. J. (2014). Effect of health-related value on consump-
tion value, brand image, patient satisfaction, and reuse
intention. Unpublished doctoral dissertation, Kosin Univ-
ersity, Busan.

Kim, Y. M., Hur, J., & Byun, K. W. (2006). A study on the
consumer-brand relationship formation of sport goods. Ko-
rean Journal of Sport Management, 11(4), 191-202.

Ko, E. K. (2006). Influence of consumer relationship benefits
and justice perception on long-term relationship orienta-
tion for fashion stores. Unpublished doctoral dissertation,
Sookmyung Women's University, Seoul.

Lee, C. E. (2010). The effect of determinant attributes of hotel
selection depending on customers' consumption propen-
sity and consumption values on customers' behavioral int-
ention. Unpublished doctoral dissertation, Sejong Univer-
sity, Seoul.

Lee, D. J. (2014). Constructive relationships among store ima-
ges, store attributes, store satisfaction and purchase inten-
tions of outdoor sports store. Korean Journal of Sports
Science, 23(6), 693—703.

Lee, E. Y. (2010). The effect of environmental uncertainty and
market orientation on new product development, relation-
ship quality and long-term orientation-Focused on the fran-
chising business in the food service industry-. Korean Jo-
urnal of Tourism Research, 25(2), 21-42.

Lee, G. N., & Shin, S. Y. (2012). Purchase behaviors on imp-
orted fashion luxury brand's bag according to the types of
consumption values of female consumers in 20's and 30's.
Journal of the Korean Society for Clothing Industry, 14(4),
554-566. doi:10.5805/KSCI1.2012.14.4.554

Lee, J. H., & Hur, W. M. (2009). Study on relationship among
consumption values, trust, affect, and loyalty in the of wi-
bro service. Journal of Social Science, 35(3), 165-187.

Lee, K. S., & Park, H. J. (2013). The effect of core service
quality, relational benefit and customer satisfaction to rel-
ational orientation in online travel agency. Journal of Tou-
rism and Leisure Research, 25(2), 135-153.

Lee, K. S., Han, T. Y., & Kim, B. G. (2014). Effect of strate-
gic CSR type of sport companies on behavioral commit-
ment and emotional bond of customer-brand relationship.
The Korean Journal of Physical Education, 53(6), 345—
355.

Lee, S. I, Yoo, H. S., & Lee, K. S. (2013). The effects of the
sportswear brand property on the teenager purchase satis-
faction and repurchase intention. The Korean Society of

-129-

Sports Science, 22(3), 791-801.

Lee, S. J. (2013). Relationship among brand experience, brand
knowledge, consumer-brand relationship quality and con-
sumer-brand relationship stability. Yeungsang Journal, 6
(1), 37-60.

Lee, S. L., Namkung, Y., & Yoon, H. H. (2013). A study on
the effects of loyalty program on relationship quality and
re-visit intention-A focus on the moderating effects of res-
taurant type-. Journal of the Korean Society of Food Cul-
ture, 28(2), 186—194. doi:10.7318/KJFC/2013.28.2.186

Lee, Y. H., Chang, Y. H., & Yang, E. J. (2014). Difference of
service quality, relative quality, customer loyalty, and swit-
ching barrier in accordance with general characteristics of
beauty service user. Journal of the Korean Society of Des-
ign Culture, 20(2), 457-468.

Lim, T. G. (2015). Study on the relation among customer value
and long-term orientation according SNS quality of sport-
ing goods brand. Unpublished master's thesis, Chonbuk
National University, Jeonju.

Ming, C., Lee, S. S., & Ryu, M. H. (2014). The effects of TV
home shopping's consumption value on satisfaction and re-
purchase intentions: Focused on expanded technology ac-
ceptance model (ETAM). Journal of Consumer Studies, 25
(6), 133-156.

Mun, Y. J. (2015). The influence of sports outdoor wear's brand
personality on brand identification, switching barrier, im-
mersion, and customer behavior. Unpublished doctoral dis-
sertation, Kyung Hee University, Yongin.

Nam, S. J. (2007). The effects of individualism/collectivism
and consumption values on the consumption self-regula-
tion. Journal of Consumption Culture, 10(3), 59-86.

Oh, D. S. (2014, September 12). O}£E] A2 o] LA 7%
7HA] AX L [How large outdoor to 7 trillion won]. Busi-
ness Post. Retrieved July 28, 2016, from http://www.busi
nesspost.co.kr/news/articleView.htm1?idxno=4405

Oh, H. J. (2010). Examining the relationship between shop-
ping style and consumption value of apparel products. Jo-
urnal of the Korean Home Economics Association, 48(1),
27-40. doi:10.6115/khea.2010.48.1.027

Park, C. Y. (2012). The influence of hotel users' experiential
consumption features on customer-brand relationship com-
mitment and long-term orientation. Unpublished doctoral
dissertation, Kyonggi University, Suwon.

Park, H., & Yoo, T. S. (2012). The structural analysis of the
variables among clothes consumption value, need for uni-
queness, use information sources related to importance of
apparel product attributes and store attributes. Journal of
the Korean Society of Clothing and Textiles, 36(8), 802—
813. doi:10.5850/JKSCT.2012.36.8.802



Vol. 41 No. 1, 2017

Park, H. J., & Rabolt, N. J. (2009). Cultural value, consump-
tion value, and global brand image: A cross-national study.
Psychology & Marketing, 26(8), 714-735. doi:10.1002/m
ar.20296

Park, J. W. (2008). The influence of emotional consumption
value on sport brand loyalty. Unpublished doctoral dis-
sertation, Dankook University, Yongin.

Park, K. T. (2014). Influence of relation quality in accordance
with online community characteristic on loyalty: Focusing
on coffee bars. International Journal of Tourism and Hos-
pitality Research, 28(3), 133—-146.

Park, M. H., & Jung, J. L. (2006). Relationship marketing fac-
tors, relationship quality, and store loyalty in retail specia-
Ity stores. Journal of Distribution Research, 11(4), 97—124.

Park, S. J., & Lee, E. J. (2015). Influences of middle-and old-
aged shoppers' perceived risk and consumption value on
purchase intentions of eco-friendly clothing - The media-
tion effect of risk reduction behaviors -. Journal of the Ko-
rean Society of Fashion Design, 15(1), 51-68.

Park, T. H., & Lee, M. H. (2003). Clothing consumption value
and consumer satisfaction of buyers at department store
and market. Journal of the Korean Society of Costume,
53(7), 83-94.

Reichheld, F. F., & Schefter, P. (2000). E-loyalty: Your secret
weapon on the web. Harvard Business Review, 78(4), 105
—-113.

Ryou, E. J., & Park, S. H. (2013). The effects of beauty serv-
ice quality on relationship quality and behavioral inten-
tion-Focusing on women in the twenties of Busan-. Jour-
nal of the Korean Society of Design Culture, 19(2), 89—
100.

Ryu, J. W., & Kim, S. H. (2010). The influence of relational
benefits and relational costs on long-term orientation and
cooperation-Focus on product supplier-. Journal of Mar-
keting Studies, 18(4), 1-19.

Seo, E. K. (2009). The effects of long-term relationships on
emotional and relational characteristics with salespeople
in fashion stores between middle and senior women. Jo-
urnal of the Korean Home Economics Association, 47(7),
97-107.

Seo, E. K., & Lee, S. J. (2008). A study of effects on long-term

- 130 -

relationship orientation of women's experiential fashion
marketing-Focused on middle - old aged women-. Journal
of the Korean Society of Costume, 58(3), 34—48.

Sheth, J. N., Newman, B. 1., & Gross, B. L. (1991). Why we
buy what we buy: A theory of consumption values. Jour-
nal of Business Research, 22(2), 159-170. doi:10.1016/01
48-2963(91)90050-8

Smit, E., Bronner, F., & Tolboom, M. (2007). Brand relation-
ship quality and its value for personal contact. Journal of
Business Research, 60(6), 627-633. doi:10.1016/j.jbusres.
2006.06.012

Son, H. H., & Chung, K. Y. (2014). Corporate image influen-
cing casino corporation on relationship quality and rela-
tionship orientation: Focused on the domestic customer of
casino corporation. International Journal of Tourism and
Hospitality Research, 28(6), 53-72.

Song, I. Y., & An, J. I. (2015, May 29). G| 7] @& o} o]
.cap o Atk Al g 413] [Outdoor of dry spell...
“live change” changing business strategy|. Money Today.
Retrieved July 28, 2016, from http://www.mt.co.kr/view/
mtview.php?type=1&no=2015052816325697879&outlink
=1

Widemann, K. P., Hennigs, N., & Siebels, A. (2009). Value-ba-
sed segmentation of luxury consumption behavior. Psycho-
logy & Marketing, 26(7), 625-651. doi:10.1002/mar.20292

Won, J. H., & Chung, J. E. (2015). The segmentation of single-
person households based on Sheth's theory of consump-
tion values. Journal of Consumer Studies, 26(1), 73-99.

Yoo, J. H., & Hwang, S. J. (2014). The effects of consumers'
perceived relational benefits of fashion products on long-
term orientation. Journal of Korea Design Forum, 43, 119
—130. doi:10.21326/ksdt.2014.43.011

Yoon, S. W., Seo, M. O., & Yoon, D. 1. (2015). The effects of
perceived consumption value on brand identification, emo-
tional commitment and behavioral commitment. Journal
of the Korea Academia-Industrial Cooperation Society, 16
(9), 5989-5997. doi:10.5762/KAIS.2015.16.9.5989

Zhang, Y., Fang, Y., Wei, K. K., Ramsey, E., McCole, P., &
Chen, H. (2011). Repurchase intention in B2C e-comm-
erce-A relationship quality perspective. Information & Ma-
nagement, 48(6), 192-200. doi:10.1016/j.im. 2011.05.003



