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Abstract

Domestic sports brands seek to establish consumer relations with the brand to survive and earn
continuous profits among foreign competitors. Therefore, the purpose of this study was to
investigate the effect of the authenticity of national brands on the emotional attachment and
shopping behavior of sports goods consumers with the mediation of customer bias. This study
is of applied purpose, descriptive-survey method and data collection is field-libraries. The
statistical population of the study was all domestic sports goods consumers (Daei, Majid, and
Momentum brands), 191 people were selected as samples using simple random sampling. The
research tools were 4 standard questionnaires: brand authenticity Kadyrov (2010), emotional
attachment to the brand Thomson, Maclnnis & Whan Park (2005), purchasing behavior Kim
(2008), and customer bias Lee (2013). Structural equations with a variance-based approach
were used to examine the research hypotheses. SPSS23 and SmartPLS3 software were used to
analyze the data in the present study. The results of the study showed that there is a positive
and significant relationship between brand authenticity and consumer purchasing behavior
(p=0.56), emotional attachment to the brand (=0.55), and customer bias (=0.67). However,
there is no significant relationship between customer bias and emotional attachment to the
brand. Also, the effect of the mediating variable of customer bias is significant in the
relationship between brand authenticity and purchasing behavior (Sobel test=2.92). However,
there is no significant relationship between customer bias and emotional attachment.
Considering the effect of brand authenticity on the bias and purchasing behavior of sports
customers, it is suggested that national sports brands take steps to gain competitive advantage
and compete with foreign brands to gain awareness of customer needs and consider consumer
bias and purchasing behaviors as a basis for obtaining information and analyzing the target
market.
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