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ABSTRACT

This study provides insights into how reference group, brand image and self-concept cues shape consumer sport products purchase

intentions. The data was collected from sampled consumers in Taichung City who have purchased sports goods. Convenience

sampling was used to conduct the survey for this research, 450 questionnaires were distributed and 389 of them were returned. The

valid response rate is 86%. Descriptive statistics, Pearson’s product moment correlation analysis and multiple regression analysis

were used to analyze the data. The model was mostly supported by the data. First, the findings of the study suggest that reference

group, brand image and self-concept have a positive effect on purchase intention respectively. Second, self-concept partially mediates

the effects of reference group and purchase intention. Third, it was also observed that the effects of reference group on purchase

intention are fully mediated by brand image and self-concept.
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