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Abstract

Landing customers can be difficult; however keeping them loyal can be even harder. The
purpose of this study is to identify the relationship between contributing factors and customer
loyalty in sportswear brands. The methodology or approach of this study is to identify several
distinctive contributing factors; customer satisfaction, brand image, customer perceived value,
and service quality that affect the level of customer loyalty towards popular sportswear brands in
Malaysia. A comprehensive literature review was conducted to identify, evaluate and synthesize
the relevant literature within the context of this study. While data were analysed using Statistical
Package for Social Science (SPSS) to explain the significance of each contributing factor
towards customer loyalty in popular sportswear brands.
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Introduction

Sportswear, as defined by the Sporting Goods Manufacturers Association, is “a product
purchased with the intent that it will be used in active sport” (Newbery, 2009). In 2016, the
sportswear industry was predicted to exceed its profit by $163 billion (Tong & Su, 2014).
Over a few years, the sportswear market grew at a compounded annual rate of
nearly thirty per cent. The rise of the disposable income concurrently with the
improvement on the living standard had increased awareness on healthy lifestyle. In
tandem with this, the healthy lifestyle sector witnessed steady market growth. The global
sportswear market is extremely competitive especially among popular sportswear brands.
These popular sportswear brands are committed to create and build strong brand equity and
loyalty through creating a distinctive brand personality that attracts the consumer to be
loyal towards them (Su & Tong, 2015).

Top sportswear brands such as Nike, Adidas, Puma, Reebok and Under Armour are
among popular sportswear brands preferred by locals in Malaysia. These popular
sportswear brands are included in this study.

Factors that contribute to customer loyalty that were studied are customer
satisfaction, brand image, customer perceived value, and service quality. These
independent variables are very important as they are the main reasons that lead the
customer to be loyal towards these popular sportswear brands.

International Tourism and Hospitality Journal (ITHJ) 1
https://rpajournals.com/ithj




Customer loyalty is considered to be the core of consumer marketing literature.
Oliver (1999) outlined customer loyalty as a deeply held commitment to rebuild and
repatronize a preferred product or service in the future despite situational influences and
marketing efforts having the potential to cause switching behaviours. Therefore, it
has inflicted on the repetitive purchase of same-brand, despite environment influences
and marketing efforts having the potential to cause changes in behaviour (Sivapalan &
Jebarajakirthy, 2017).

In essence, the purpose of this study is to investigate customer loyalty of popular
sportswear brands on selected contributing factors; customer satisfaction, brand image,
customer perceived value, and service quality.

Literature Review
This study attempted to investigate the relationship between contribution factors and
customer loyalty towards popular sportswear brands.

Customer Loyalty

Customer loyalty is the state of feeling in which the consumer is attached to the firm’s
product and services (Yen, 2010). To explain it more clearly, it is considered a huge
commitment of the customer on the product and services provided by the brand of a
product. This meaning of customer loyalty is also closely related to the relationship
commitment to a brand. Consumers are said to express loyalty by being in a committed
relationship to the brand (Wang & Wu, 2012).

A loyal customer is considered to be a valuable advantage for the firm over
competitors. Customer loyalty can be defined based on two different perspectives. Based
on the behavioural perspective, customer loyalty is outlined as repeat patronage in which
the consumer chooses to be loyal and purchase the same product and services offered by
the firm. While from the attitudinal perspective, customer loyalty simply means the desire
of the consumer to retain this relationship with the firm. Basically, in the retail point of
view, both of the perspectives are usually combined for the purpose of customer loyalty
(Sivapalan et al., 2017). At the same time, it increases the intention of the consumer to stay
with an existing retailer (Ranganathan, Madupu, Sen and Brooks, 2013).

In the sportswear sector, customer loyalty is defined as the will and possibility with
the intention of using the services provided by the firm. Customer loyalty for popular
sportswear brands helps to strengthen their profit in the industry (Lee, 2017). As popular
brands suffer from fierce competition, these brands should very much be committed to
building strong customer loyalty (Su et al., 2015).

Customer Satisfaction

Customer satisfaction can be defined as the state of feeling in which the customer would
feel satisfied or otherwise (Ooi, Lin, Tan and Chong, 2011). According to Kotler (2000),
customer satisfaction was formerly defined as a person’s benevolent feelings resulting
from comparing a product, service, or experience related to a business with the
expectations of that product, service, or experience (Nagy & Kacmar, 2013).

Customer satisfaction is considered to be the indicator of customer loyalty.
Satisfaction is considered to be the main determinant whether the customer decides to stay
with the firm or otherwise. It is also considered to be the key that causes the increase in
customer retention and also the intention to repurchase (Tandon, Kiran and Sah, 2017).
Satisfied customers are highly regarded to be uninfluenced by the changes in price and
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competitors, thus it makes the satisfied customers more loyal to the firm. Therefore, it
helps to contribute to the firm financial growth (Ooi et al., 2011). In industry sector such as
sportswear, customer satisfaction is usually defined as post-consumption assessment of the
performance of the brand’s product that meets or exceeds customer expectations (Biscaia,
Rosa, Moura e Sa and Sarrico, 2017)

Brand Image

According to Keller (2003), brand image is the perception of the brand in the consumer
mind. In a simplified version, it is actually an impression of the people on the brand
(Kandampully, Zhang and Bilgihan, 2014). Brand image is usually associated with the way
consumers perceive the brand and retain the way they see the brand in their minds (Maabi,
Shaari and Salleh, 2017).

Brand image is outlined as merely the impression of how people view on the brand
as a whole. Brand image is usually related to various attributes of product quality, brand
experience and others. The image portrayal of the brand playsa powerful impact on
customer loyalty. It is also said that brand image should function as a filtering mechanism
in which it helps to analyse on customer’s satisfaction intentions to remain loyal to the
brand. Besides, it also has a strong force on consumers’ decision making in which it
influences their repurchase behaviour.

An increase in the number of wealthy consumers has caused intense competition
among popular sportswear brands. In this wealthy consumer sector, brand image is
considered to be utmost important to consumers. The intense competition among popular
sportswear brands has been escalated from price to creating the image of the brand,
especially to those from the medium and high market segments. Therefore, it shows how
crucial a brand image is in this industry (Tong & Hawley, 2009).

Consumer Perceived Value

Perceived value is actually a trade-off between the benefits of performing a behaviour and
cost (Dootson, Beatson and Drennan, 2016). The basic definition of consumer perceived
value is defined as the whole assessment of the consumer on the product and services in
which it is based on the perception of others (El-Manstrly, 2016).

In the study of marketing, customer perceived value is considered to be an
important concern as it is considered to be one of the main sources of competitive
advantage in every industry. Through the competitive advantage on customer perceived
value, the marketers gain a huge increase in customer loyalty (Haque, 2015). Consumers
would usually stay loyal to a particular firm if they were to receive a superior value from
that particular firm instead of from the firm’s competitors. In addition, firms, which gain
the advantage of customer perceived value, are able to push consumers’ loyalty to the edge
where the consumers are ready and willing to pay at a premium price just to stay loyal with
the firm. The importance of customer perceived value has been clearly stated, in which it
emphasizes empirically across various service industries such as telecommunications,
airline travel, and retailing like sportswear (El-Manstrly, 2016).

Service Quality

Service quality refers to the overall assessment on the services provided by the firm in
which consumers will compare the overall performance of the firm with their expectation
on the service provided by the firm (Shafei & Tabaa, 2016). Service quality is also defined
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as the judgement made by the consumer based on the service provided by the firm
(Keshvari, Farashbandi and Geraei, 2015).

Service quality also partakes in affecting customer loyalty. This is due to the role of
service quality in assisting on evaluating customer satisfaction based on the firm’s service
offerings. Loyal customers would be the main contributors to a firm’s revenue. These loyal
customers would be the one who spread positive word of mouth to the public in which it
helps other consumers to be attracted to the brand (Kandampully et al., 2014).

Larger sportswear firms tend to expand their brands and cause price-cutting war
amongst competitors. Hence, in this highly competitive sportswear industry scenario; there
are some firms which had suffered from financial difficulties. In order to stay clean from
financial struggle, every sportswear firm could strategize on its firm’s service quality.
Better service quality strengthens the relationship between customers and firm (Lee, 2017).

The analysis of the above literature review supports the hypotheses of this study. The
hypotheses of this study are:

H1: There is a significant relationship between customer satisfaction and customer
loyalty of popular sportswear brands.

H2: There is a significant relationship between brand image and customer loyalty of
popular sportswear brands.

H3: There is a significant relationship between customer perceived value and customer
loyalty of popular sportswear brands.

H4: There is a significant relationship between service quality and customer loyalty of
popular sportswear brands.

The research framework can be referred from Figure 1.

Figure 1: Research Framework

Independent Dependent
Variables Variable

¢ Customer
Satisfaction

* Brand Image

¢ Customer
Perceived Value

* Service Quality

A\ 4

Customer Loyalty

Research Methodology
Correlational research design was chosen for this type of research. Correlation research is a
quantitative method of research in which the researcher has two or more quantitative
variables from the same group of participants, and the researcher is trying to determine if
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there is a relationship between the two variables. Correlational research takes the form of
words or pictures rather than numbers (Bogdan & Biklen, 2003). In this study, the research
design is to test a series of hypotheses between variables, which are drawn from literature.
The objective is to examine the relationship between contributing factors and customer
loyalty of popular sportswear brands, especially among consumers located in Kuala
Lumpur city centre area, which is the heart of Kuala Lumpur.

The researcher had selected non-probability sampling for the study. Non-
probability sampling is a type of sampling in which it relies on the personal judgement of
the researcher instead of the likelihood of selecting the sample elements. Non-probability
sampling technique that is chosen is quota sampling. As this technique helps to control the
independent variable without being bias, therefore it is a suitable technique for this study.
Quota sampling was applied to each gender and age distribution range equally.

Sampling design and sample size are important to establish the representative for
the generalization. If the appropriate sample design is not used, the large sample size will
not, in itself; allow the findings to be generalized to the population. The sample size of this
research is 100. This sample size is determined based on the rules of thumb of Roscoe
(Sekaran & Bougie, 2016). Respondents were selected from those who had purchased any
sportswear product in the past. The data collected were coded and analysed using IBM
SPSS Data Statistic.

Results and Analysis

Demographic Profile of Respondents

The Table 1 below shows that the data for the study were collected from 100 sets of
questionnaire which were responded equally by 50 female and 50 male respondents who
have in the past purchase popular sportswear brands. The majority of the respondents are
married which comprise of 53 percent out of total sample. For the age distribution of the
respondents, there were 20 percent respondents equally in each age range of less than 18
years old, 18 to 29 years old, 30 to 39 years old, 40 to 49 years old and above 50 years old.
While for the income bracket, majority of the respondents of 55 numbers earned below
RM3.,999 per month, followed by 29 respondents who earned RM4,000 to RM7,999 and
only 16 respondents earned above RM8,000.

Table 1: Respondents’ Profile

Frequency Percentage
Gender Male 50 50.0
Female 50 50.0
Marital Status Single 47 470
Married 53 53.0
Age < 18 years old 20 20.0
18 - 29 years old 20 20.0
30 - 39 years old 20 20.0
40 - 49 years old 20 20.0
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> 50 years old 20 20.0

Income < RM3,999 55 55.0
RM4,000 — RM7,999 29 29.0
> RMS8,000 16 16.0

Reliability and Correlational Analysis

According to Sekaran (2010), reliability analysis is conducted for the purpose of measuring
the reliability and internal consistency of the variables in the study. Findings shown in
Table 2 indicate that the Cronbach’s alpha for the entire variables are between the ranges
of 0.725 to 0.913. Considering all the Cronbach’s alpha values are above 0.7, all the
variables measured in this study are considered reliable and acceptable. Service quality
variable is leading with the value of 0.913; indicating that its data is highly reliable.

In addition, the Pearson Correlation analysis was used to statistically test the
strength of the relationship between two variables. The findings shown in Table 2 indicate
that the Pearson correlations for all variables are moderately to strongly correlated with
each other. The lowest correlation is between brand image and customer loyalty (r = .0504,
p<0.01) and the highest correlation is between service quality and customer loyalty (r =
632, p<0.01). This indicates that service quality is significant in influencing customer
loyalty. But to test the hypotheses, multiple regression analysis was conducted.

Table 2: Results of Reliability and Correlation Analysis for Contributing Factors

and Customer Loyalty
Variables Mean SD 1 2 3 4
Customer Satisfaction 3.83 0.65 (.793)
Brand Image 3.95 0.69 626" (.790)
Customer Perceived Value | 3.86 0.61 504" 487" (.725)
Service Quality 3.44 0.73 540™ 6627 604™ (.913)
Customer Loyalty 3.78 0.63 6327 | 6097 | 3647 | 5517

. Correlation is significant at the 0.01 level (2-tailed). N=100.

The hypotheses designed in this study are tested by examining the influence of the four
contributing factors namely customer satisfaction, brand image, customer perceived value,
and service quality towards customer loyalty in popular sportswear brands. The multiple
regression result indicates that significant relationships exist among some variables as
hypothesized. The results of the regression analyses have shown that there was no serious
violation of the assumption of independent observations which stipulated no
multicollinearity issue. Besides, R value pointed out strong association between the
independent variables and dependent variable.
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Multiple Regression Analysis

The purpose of this paper is to investigate the relationship between contributing factors
(customer satisfaction, brand image, customer perceived value, and service quality) and
customer loyalty. Findings indicate that there are a positive relationship between all
contributing factors and customer loyalty. The specific results for regression coefficients
are shown in Table 3.

Table 3: Regression Coefficients for Contributing Factors and Customer Loyalty

Variables Standardized Beta
Customer Satisfaction 282"

Brand Image 223"

Customer Perceived Value 014

Service Quality 3717

R2 531

Adjusted R? S12

F Value 26921

Significance F Value 000

Table 3 shows the multiple regression analysis between contribution factors and customer
loyalty. All independent variables (customer satisfaction, brand image, customer perceived
value, and service quality) together explains 53.1 percent of the variance (R square) in
customer loyalty, which is highly significant; as indicated by the F Value of 26.921. The
other 46.9% variation of factors in influencing customers loyalty in sportswear brands can
be described by others variables which are not included in this research.

From the result of this analysis, the researcher found that only customer
satisfaction, brand image, and service quality has positive impacts to customer loyalty
(p<0.05). The significant value for customer satisfaction is .007, for brand image is .014
and service quality is .000. For customer perceived value which is .896, the impact on
customer loyalty is non-significant at (p<0.05).

The Table 4 below summarizes the result of hypothesis testing in this study.

Table 4: Result of Hypothesis Testing

Hypothesis | Relationship Correlation | p value Decision
r value
HI Customer Satisfaction — 0.626 007 Supported
Customer Loyalty
H2 Brand Image — 0.504 014 Supported
Customer Loyalty
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H3 Customer Perceived Value — 0.540 896 Not Supported
Customer Loyalty

H4 Service Quality — 0.632 000 Supported
Customer Loyalty

Discussion and Conclusions
There is positive link between all contributing factors (customer satisfaction, brand image,
customer perceived value, and service quality) and behavioral customer loyalty. However,
it showed that only H1, H2 and H4 involving customer satisfaction, brand image, and
service quality have positive impacts on customer loyalty. While H3 concerning customer
perceived value was rejected since the impact on customer loyalty is non-significant.

The results of H1, H2 and H4 are aligned with past scholars research studies. H1
stated result is aligned with studies conducted by Tarus and Rabach (2013). Tarus et al.
studies explained that customer satisfaction is considered to be an important contributor
towards customer loyalty. A satisfied customer could affect the purchasing decision of
other customers just based on their purchase experiences.

While both H2 and H4 stated results are aligned with studies by Kandampully et al.
(2014). A brand image wields a strong effect on customer loyalty. In addition, service
quality also contributes in affecting customer loyalty via its role on evaluating
customer satisfaction based on the firm’s service offerings.

The H3 result contrasted with other scholars’ research studies. According to past
studies by Tarus et al. (2013), customer perceived value would be affected if the consumer
were to receive product with superior value. Consumers will remain loyal if the product
meet and exceed their expectations. Even though past scholars’ studies concluded that
customer perceived value affects the consumer loyalty, the result of consumer perceived
value in this study is found to be not significant.

In this study, multiple regression analysis was used to explore the relationships
between contributing factors (customer satisfaction, brand image, customer perceived
value, and service quality) and customer loyalty. It is concluded that there is a positive
relationship between all contributing factors and customer loyalty among popular
sportswear brands.

Research Limitation and Future Direction
The future researchers should diversify research methods to gather information and a
decision which can utilize sufficient materials to assist and facilitate the researcher to
conduct the study by expanding the scope of the study. This study relied on cross-sectional
data in studying customer’s loyalty. Cross-sectional designs only provide a snapshot of
impacts of customer’s loyalty determinants (Nyadzayo & Khajehzadeh, 2016). Cross-
sectional data represents a snapshot of customer’s evaluations at a specific point in time
(Dwivedi & Merrilees, 2016). On the other hand, longitudinal research data would
increase the research validity and decrease the common method bias of research studies
(Chen, Huang and Davison, 2016). Using a longitudinal research design would benefit
marketing scholars by eliminating temporary conclusions and implications from the
research results (Ipek, Askin and Ilter, 2016). Providing strong causal loyalty relationships
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is possible by conducting longitudinal research designs (Wu, 2016). In this regard,
assessing customer’s loyalty using a repetitive measure is a recommended procedure
(Saleem, Zahra, Ahmad and Ismail, 2016). Future researchers are advised to conduct
longitudinal loyalty studies since customer’s evaluations may differ over time and this
design would provide additional reliability to research results.

While this study only focused on customers of popular sportswear brands in Kuala
Lumpur, the result cannot be generalized to all popular sportswear brands’ customers in
Malaysia based on their thought, cultures and demographic factors which differs. In order
to improve the validity of the study, future researchers can expand the scope of this study
to a bigger sample size, state or different sectors.

In addition, future researchers can also focus on other mediating factors on the
relationship between contribution factors and customer loyalty; such as customer
expectation and core offerings that appeal to customers of sportswear brands. Furthermore,
although the number of respondents was valid for the purpose of this study, a wider
number of respondents would strengthen the current findings. Therefore, future research
should be implemented further to increase and improve the findings of this study.
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