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ABSTRACT
Due to the rapid increase of the population engaging in sports and recreation, the demand for sports equipment has also increased.
With the fierce competition in the sports equipment market, the variety and fashion trend of products are constantly updating. The
advancement in the production technology of the sports equipment has reduced the differences in quality, design, and functions of
the products. As a result, the quality and value of the sports equipment perceived by consumers, as well as their purchase intention,
may be directly determined by the awareness of the brand. Past literature lacks comprehensive discussion on the three internal
factors of perceived quality, perceived value, and purchase intention, using brand awareness as the independent variable. Therefore,
this study treated NIKE leisure athletic shoes as the subject to discuss the influence of brand awareness, perceived quality, and
perceived value on the purchase intention of consumers, as well as the feasibility of applying this influence on the sports equipment
market. This study adopted questionnaire survey method, and treated the consumers of the general recreational sports footwear as
the subjects. A total of 371 valid questionnaires were retrieved, and the data were analyzed with structural equation model analysis
(SEM). The results found that: 1) brand awareness had a direct effect on perceived quality; perceived quality had a direct effect on
perceived value; perceived value had a direct effect on purchase intention; 2) perceived quality had a mediating relationship between
brand awareness and perceived value; 3) perceived value had a mediating relationship between perceived quality and purchase
intention. Based on the results, this study provided suggestions for related businesses.
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