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Abstract
By the way of discussing the competitiveness of markets with golf equipment, experts generally agreed that managers should provide a means for attracting customers to purchase golf equipment. This research explores how customers perceive brand value (quality based brand value, confidence based brand value, advantage based brand value) in determining the decision-making process of a golf product. A quantitative questionnaire survey method was adopted, and a total of 300 questionnaires were distributed, with a total of 298 effective questionnaires. The research also provides an argument for the presence of perceive brand value in a golf setting to explain that constructs of advantage based brand value is the most important aspect in building a strong association with purchase intension. Finally, the research findings suggest that the overall brand value of an equipment brand value will eventually affect consumers’ purchase intension. Some suggestions for the golf industry were recommended as a reference for guidelines for planning consumer–brand relationship development. 
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Introduction

The growth of golf tourism and its related activities plays an important role in the expansion of the sport and tourism industry, also in the market of golf equipment. Fiona McLean (1997) explains "marketing" as: "A process of merging organizations with people. " It is not only the performance of activities, but an "experience". The customer awareness of product quality have long been deeply rooted in the hearts of the individuals. While the effects of product value and perception of product quality on consumption behaviours has become an area of study that receives significant attention in consumer and tourism research (Geissler, 2005, Cronin, Brady, & Hult, 2000). Faquhar, (1990), suggested that brand will produce an invisible sense of trust. In short, it is the sum of all experiences or processes in which consumers experience the product or service industry. 
These studies provide insight to define 
the brand of a word or symbol, the brand has become an impact on consumers' pursuit, values and behavior. (Cronin, Brady, & Hult, 2000, Keller 1993). A recent body of work suggests that an understanding of brand value provides valuable information for considering demand in the context of golf sport based tourism and for suggesting organization strategies. 

Keller (1993) brand is derived from consumers' inner knowledge of brand, in which brand perception and brand image are important elements of brand information. In brief, empirical research shows that product values and indirect effects exert a direct affecting influence on consumer behavior. 

However, there is little research on the impact of brand value on purchase decision-making intension and behavior in the flied of golf sport. Despite these limitations, the purpose of this study is to explore the impact of brand value by offering an integrative framework to purchase intention. This study's contribution to the existing literature is to demonstrate how the impact of brand value in relation to customers’ purchase intention. 

These research objectives which are described as follows:

（1） Understand and analyzes consumers' perception of brand value of golf equipment. 
（2） Explore the relationship between brand value and purchase intention. 
Literature Review

Many scholars noticed that brand value plays an important role in building and preserving customer relationships with a particular brand, and in increasing these relationships in terms of brand quality and brand added benefit. The c brand value is not only produced by consumers, but also by other participants, which means that the co-creation of brand value makes brands precede behavioral intentions, or the extent to which individuals plan to conduct an action, and they are the most noticeable determinants of actual behavior (Casas, Álvarez, Falcón, Velarde, & Burga, 2021). In effect, brands cited as the most important dimension in a company's marketing efforts and are assumed as a basis of market control and higher revenues" (2004, p. 31). Brand value are complex phenomena that can be generated by a variety of measures, involve various potential different customer reaction strategies. 

It has been argued that the brand development has increasingly become a dynamic socialization process, and the development factors and processes are attached from various internal and external factors, such as brand functionality, brand value of symbol and value-adding capability. Previous studies have obviously indicated that brand value has both a direct and indirect influence customers behavior and loyalty. With such marketing conversations approval a brand are used to stay appropriate in the eyes of their customers (Casas, Álvarez, Falcón, Velarde, & Burga, 2021, Akbari, Mokhtari, Moradi, Pourjam, & Khosravani, 2020, Thompson, Rindfleisch, & Arsel, 2006). 

Recent studies also point out that there are several empirical and theoretical studies in the literature that address the brand can effectually use resources and marketing methods to generate commercial value and avoid being simulated by competitors, then this resource and marketing method can become a strong competitiveness of the enterprise (Akbari, Mokhtari, Moradi, Pourjam, & Khosravani, 2020). 

Product value measurement were mostly referring to Ma, Rau, & Guo (2018) scale and the established measurment was also adapted and developed by considering the characteristics of outdoor sport activities. It was divided into three sub dimensions: functional value, confidence value and advantage value of golf product value. Few have paid attention to the effects of overall brand value on purchase intention of golf equipment. This study anticipated that purchase intention is significantly affected by the relative strength of the relationship between brand value, purchase intention and behaviour. 
H1. Overall Brand value relate positively to purchase intention of golf equipment. 
H2. Quality based Brand value relate positively to purchase intention of golf equipment. 
H3. Confidence based Brand value relate positively to purchase intention of golf equipment. 
H4. Advantage based Brand value relate positively to purchase intention of golf equipment. 
Methodology


This study exams the hypotheses by surveying both professional players and golf club players in order to control for the possible preference of relying on a distinct sample collected in Taiwan. As overall brand value is identified by many studies as an important factor in preserving a relatively high score assessment among loyal customers. A connecting and research model between consumer evaluations on attributes for the golf brand will be developed and established. 

A questionnaire were provided to the targeted sample of golf players in the Kaohsiung Golf Club and Xinyi Golf Course in Kaohsiung city in Taiwan by authors. In order to empirically test the proposed research model and a quantitative technique was completed using the purposeful sampling for the identification and selection of data collection method. In this study, the "brand value”, and "purchase decision" are measured by using the 5-point Likert measure to explain written opinions into numerical concepts. A 

Figure 1. The Conceptual Framework Of The Research
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Table 3. 1 Product Value Measurement
	Items 
	resources

	Factor 1: Quality based Brand value
	

	a1. This brand of golf equipment are of excellent quality to meet the needs of customers. 
	Ma, Rau, & Guo (2018)

	a2. This brand of golf equipment Compared with other similar Golf brand, the quality is better
	

	a3. This brand of golf equipment is consistent in quality
	

	Factor2: Confidence based Brand value
	

	a4. This brand of golf equipment occupy a unique and valuable position in the heart
	

	a5. This brand of golf equipment makes me more confident
	

	a6. This brand of golf equipment makes me feel cheerful
	

	Factor3: Advantage based Brand value
	

	a7. It makes me feel like a professional player
	

	a8. This brand of golf equipment is difficult for competitors to imitate
	

	a9. This brand of golf tools makes my skills competitive
	


purposive sampling strategy was used in order to contain only golf players have stayed in the Kaohsiung Golf Club and Xinyi Golf Course in Kaohsiung city within the 6 months in 2020. In this study, the number of samples after removing the unacceptable ques-

tionnaire was 298 cases and it can meet the requirements of acceptable size the statistical scholars (Nunnally, & Bernstein, 1994).This study uses Cronbach’s α value to test the reliability of each dimension scale of golf product value. Measure of reliability is based 
on the standard suggested by Nunnally (1978), that is, the value of α must be greater than 0. 7. Analysis of a measure of internal consistency the official questionnaire shows an internal reliability of Cronbach’s alpha 0. 922 for brand value (9 items). Indeed, this research indicates that the reliability of the internal data meets the standards, indicating a good reliability of the research measure. 
Discussion And Implications

This study attempts to understand the structure of the perceived golf product value from the consumers’ perspective. The respondents’ demographic profile of the customers for golf tools are as follows to help understand individual characteristics related features. The results finally demonstrated that majority of respondents were more likely to be (67. 8%) males and (32. 2%) females among the respondents. The majority of the respondents noted being (86. 2%) were age under 39 years old. The most of 
the respondents (87. 9%) were indicated as have golf sport experience more 3 years. In summary, the respondents generally were a well-trained with high-skilled golf player. 


From the perspective of golf product value (see table 4-1 for details), the golf equipment are excellent quality (average value is 4. 3 respectively), followed by the brand of golf equipment makes me feel cheerful (average value is 4. 22 respectively), and this brand of golf tools makes my skills competitive (average value is 4. 21 respectively). This shows that the customers more likely to buying golf equipment with good quality of product functions, which implies that consumers pay more attention to product advantage which meets the needs of normal golfers. The study seeks to contribute to the knowledge by empirically identifying the rank of golf product value by evaluating the golf equipment main factors that underlie different behaviors. Therefore, all golf tools producers are determined to gain market attention by providing a greater quality of golf equipment in order to gain 
customer satisfaction.

Table 4. 1 Customer Perceived Brand Product Value
	Rank
	Brand Value (9 items)
	Average
	Standard Deviation

	1
	a1. This brand of golf equipment are of excellent quality to meet the needs of customers. 
	4. 3
	0. 697

	2
	a6. This brand of golf equipment makes me feel cheerful
	4. 22
	0. 738

	3
	a9. This brand of golf tools makes my skills competitive
	4. 21
	0. 724

	4
	a4. This brand of golf equipment occupy a unique and valuable position in the heart
	4. 21
	0. 742

	5
	a7. It makes me feel like a professional player
	4. 20
	0. 740

	6
	a5. This brand of golf equipment makes me more confident
	4. 20
	0. 764

	7
	a8. This brand of golf equipment is difficult for competitors to imitate
	4. 19
	0. 717

	8
	a3. This brand of golf equipment is consistent in quality
	4. 16
	0. 790

	9
	a2. This brand of golf equipment Compared with other similar Golf brand, the quality is better
	4. 13
	0. 776



Table 4. 2 provides details of the all correlation coefficients from the three category of brand value perceived by golf players. The results presented in Table 4. 2 show that all 
correlation coefficients were significant at the . 01 level. According to multiple regression results, advantage based brand value (correlation coefficients w=0. 352**) is the most important aspect in building a strong connection with purchase intension regarding 
a specific brand across golf tools settings, when compared to aspects such 
as quality based brand value (correlation coefficients w=0. 348**) and confidence based brand value (correlation coefficients w=0. 322**). Besides, Pearson’s correlation analysis indicated that there are positive and significant relationships between brand value dimensions of advantage based brand value, quality based brand value, confidence based brand value, and customer purchase intension. Thus, H1, H2, H3, H4 were completely supported by the result of the Pearson’s correlation analysis. 

Table 4. 2  Pearson’s Correlation Analysis Among Constructs in the Research Model
	Constructs
	1
	2
	3
	4

	1. Quality based Brand value
	1. 000
	. 756**
	. 656**
	. 348**

	2. Confidence based Brand value
	. 756**
	1. 000
	. 750**
	. 322**

	3. Advantage based Brand value
	. 656**
	. 750**
	1. 000
	. 352**

	4. Purchase Intention
	. 348**
	. 322**
	. 352**
	1. 000

	N=298

Cronbach alpha
	0. 849 
	0. 842
	0. 838
	0. 757


*p<0. 05 **p<0. 0l


For this analysis the authors used the set of regression analysis that brand value was divided into three categories based brand value of the customers’ overall brand value dimension. The results concluded in the first step of the regression analysis indicated that positive effects were found to be significant for the following relationships: (quality based brand value to purchase intention) which viewed as significantly positive factors leading to the outcome of positive intention towards golf product for customers. The factor of quality based brand value were important to customers when selecting golf equipment. (see Table 4. 3). An aspect of quality based brand value is considered to be one of the strongest variables of the determination of purchase intention. Thus, H2, was completely supported by the result of the multiple regression analysis. 

Results show that the golf equipment market is likely to experience continued growth. The reasons for this expected increase the competitiveness from a mass market of outdoor sport industry. More commonly the concept of product value perceived by golf players may be defined as necessary to bring together the various concepts of quality based brand value, quality based brand value and confidence based brand value. Accordingly, managers and marketing researchers are now directing their efforts to understanding how customers recognize the quality of products, and how these 

Table 4. 3 Results of Multiple Regression Analysis
	Independent variable
	Dependent

Variable

(Purchase Intention)
	Beta

（β）
	t-value
	p-value
	VIF

	Quality based Brand value
	
	0. 178
	2. 12
	0. 035
	2. 35

	Confidence based Brand value
	
	0. 053
	0. 56
	0. 575
	2. 99

	Advantage based Brand value
	
	0. 150
	1. 79
	0. 74
	2. 35

	Model 1
	
	R =0. 344

Adjusted R2=0. 118




	DF=3

F=13. 169


	SIG. =0. 00

VIF=
	


perceptions transform into customer satisfaction and return intent. 
This may provide a greater basis for golf product producers in understanding the targeted customers, in order to maximize customers' positive attitudes toward brand value. In this case, providing good value and service is only the necessary approach for the survival of a competitive market. This may suggest a golf products manufacturer should focus its resources on the various concepts of quality to avoid customers reducing their assessment based on the state of the golf product value from a consumer’s viewpoint. 

In short, the decision-making of golf equipment customer and purchase behavior were affected by obtaining the information of product value of golf products including advantage based brand value, quality based brand value and confidence based brand value. To establish a long-term customer interaction will further strengthen the customer's purchase behavior. From the operators’ point of assessment to make golf tools became more qualified and higher quality may be viewed as an opportunity to derive added revenue from the relatively customers base in a golf sport context. 
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