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The Effect of Product Involvement and Brand
Involvement on the Brand Loyalty - A Case of Digital

Camera

Jia-Jeng Hou
National Chiayi University
Po-Lin Fu

National Chiayi University

Abstract

This research adopts “Involvement-Brand Loyalty Model” to explore the
impact of product involvement and brand involvement on brand loyalty. We use
questionnaires to collect the data about the buying behavior of photo cameras of
university students. Total of 488 effective questionnaires were returned. The
results of the research are summarized as follow: (1) Product involvement and
brand involvement have positive effect towards brand loyalty. (2) Product
hedonic, product sign and product utility have positive effect towards product
involvement. (3) Brand hedonic, brand sign have positive effect towards brand
involvement. Besides, the study also uses the variables of life styles to segment
total market. We find the buying behavior in different market segments has the
different relationships among product involvement, brand involvement, and

brand loyalty.

Keywords: Product Involvement, Brand Involvement, Brand Loyalty, Life Style
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