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Initial Discussion on the Loyalty of Climbing Equipment in

Taiwan

Yang, Teng-Yuan'  Yang, Chien-Fu?

ABSTRACT

Since 20th century, more and more people engage in outdoor recreation. More and
more high level technological outdoor recreation equipment have been studied and produced
for users who always participated in dangerous outdoor activities and frequently met very bad
weather in nature wild, particularly in high mountain areas. Recently, mountain tourism
become the most popular outdoor recreation activity, it makes climbers the high demands on
climbing equipment functions and qualities. The brand of climbing equipment constructed
is quiet short time, and under the pressure of business competition in global and domestic
market, the proprietors make themselves hard efforts in high brand quality and marketing for
consumers. Loyalty, one of very important approaches, may improve and unload the
problems on marketing strategies for proprietors.

In this study, it stresses reference review on loyalty, and concentrate efforts on
relationship between purchasing motivation and loyalty, and what the facts influent brand

loyalty.

Key words: brand, loyalty, climbing equipment
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