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Abstract: The proportion of the elderly in Taiwan’s population has been increasing in recent years.
In the context of ageing and a low birth rate, retirement care for the elderly has become a serious
challenge but remains underresearched. Choosing a retirement community that meets the needs of
the elderly by considering their health and leisure activities and providing housing has become an
important ageing-related topic. Therefore, this study aims to investigate whether the living intention
of the elderly when choosing a retirement community is affected by brand attachment, high partner
quality, brand trust and commitment, and brand self-congruence. A living intention service model is
proposed and an empirical study is conducted with 101 random residents of Chang Gung Health and
Culture Village (CGHCV) to measure the constructs proposed in the model. The results show that
self-congruence and partner quality did not have a significant impact on the elderly’s brand trust
and commitment, likely because when choosing their last residence, unlike when buying general
consumer products, the elderly attach more importance to healthcare brands, which in turn affects
their living intention.

Keywords: brand image; brand extension; elderly; retirement community; service model

1. Introduction

The proportion of the elderly in Taiwan’s population has been increasing in recent years, indicating
that Taiwan has an ageing society. With ageing and a low birth rate, retirement care for the elderly has
become a serious challenge but remains underresearched. The retirement community represents a
new living arrangement that is a long-term care option allowing independent older adults who wish
to age in place to do so [1,2]. Choosing a retirement community that meets the needs of the elderly
by considering their health and leisure activities and providing housing has become an important
ageing-related topic. For the elderly, when choosing a retirement community, brand attachment, brand
services [3], self-congruence and perception of partner quality affect their brand trust and commitment,
while gender, children, etc., play a regulatory (mediating) role in self-congruence, partner quality,
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brand trust and commitment. Investigating elderly consumers’ behaviour when choosing a retirement
community and their final choices for retirement community care is very important for studies on
ageing societies and retirement community brand construction. However, the brand attachment of the
elderly has long been overlooked. In this study, we propose a change in brand relationships toward
the emotional aspect based on socioemotional selectivity theory (SST) [4]. The elderly are prone to
make judgments on a brand based on trust; therefore, the role that brand plays in partner quality is
highly important. Elderly consumers’ views and perceptions of a brand can be described from the
perspective of brand attachment processes. Brand attachment is a brand relationship-based concept
and considers the link between the elderly and the brand [5] or more generally the emotional bond
between people and a brand [6,7]. Therefore, in this study, we propose that living intention is likely the
outcome of elderly consumers’ brand attachment process, which can be represented by the relations
among four factors: self-congruence, partner quality [7], trust and brand commitment [8,9].

Moreover, people’s life experiences, differences in opportunities, chronic work stress, level of
education, closeness of interpersonal relationships, and social status place each individual on a different
track, affecting daily functions, health and life expectancy [10,11]. The ageing of the population is an
inevitable trend; therefore, it is necessary to create a living environment suitable for the elderly so that
they can maintain their daily functions with dignity as their physical functions gradually decline [12].
The ageing population and lifestyle changes (due to physical ageing) make it necessary to consider
providing a new supportive housing environment to promote the independence and quality of life
of the elderly. The objective of living care is to maintain the elderly’s current living capacity and
delay ageing so they can enjoy a comfortable living space and receive professional medical services.
The elderly can benefit from a safe and accessible environment and receive services through community
workers or community support, and their satisfaction with the environment is conducive to their
participation in social activities and hobbies, resulting in dependence on the environment. Lee et al. [13]
argued that psychological brand commitment can affect individuals’ psychological perception and can
thus be interpreted as an early influence on loyalty behaviour [14], which refers to repeated purchases
of the same brand by the same individual over time [15]. The relationship between brand attachment
and trust in the elderly and the increasing demand for high-quality goods and services lead to a
positive relationship between elderly satisfaction and consumer loyalty. A positive brand image can
enhance customer loyalty [16,17] because if an individual trusts a brand, then he or she may commit to
the brand [18]. Most elderly consumers’ choice to live in a care environment depends on whether the
living environment can meet their physical and physiological needs, i.e., whether it can improve their
quality of life.

According to SST [19], individuals’ attention, memory, decision-making, and emotional experience
are affected by time perception, and their subjective perceptions are associated with motivation,
cognition, emotion, and mood. The elderly see that they are ageing and know that their remaining
time is becoming increasingly limited; therefore, they tend to prefer and invest more in meaningful
goals driven by emotional cognition [20]. Therefore, in the formation and development of brand
value, it is necessary to understand whether brand value can bring high value to the related subject
or enable the brand to gain a stronger, more stable and more unique competitive advantage through
brand extension [21,22]. In addition, during brand extension, whether brand valuere flects the
comprehensive value of the corporate group and the functional and emotional values of consumers
requires investigation. Thus, in this study, we develop a model that confirms that housing choice
among retired people can be the result of the brand attachment process.

2. Hypothesis Development

First, as the basis of the research model, we review the literature regarding self-congruence, partner
quality, trust and brand commitment, and brand attachment and study whether brand attachment can
be extended to related enterprises within the same brand [23]. Furthermore, we also examine whether
brand attachment has a mediating effect on trust and living intention (see Table 1).
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Table 1. Construct definitions.

Construct Definition Source

Self-congruence

Self-congruence reflects the connection between consumer
self-awareness and brand image. If a consumer compares his/her
self-awareness with the brand image, self-congruence arises and if a
brand is closely related to self-awareness, it is more likely to be
considered trustworthy by the consumer [8].

[24]

Partner quality

Partner quality refers to the assessment of merchandise purchased (or
used) by consumers and the relationship between consumers and the
brand. In communication with consumers, the timeliness of feedback
promotes the consumer–brand relationship, while strengthening brand
trust [25].

[26,27]

Trust

Brand trust enables consumers to perceive whether a brand is honest,
safe, and trustworthy. If individuals perceive trust in a relationship,
then they are more likely to engage in the relationship, assuming that
consumers with high trust tend to commit to the brand [28]. A brand
trust may also stimulate consumer participation.

[29]

Brand commitment

Brand commitment is defined as the emotional perception of the desire
to maintain a useful relationship [30], i.e., consumers strongly desire to
maintain their relationship with the brand, and their emotional
commitment to the brand may affect their participation in social
networks and their opinions [31]. We can assume that if consumers like
a brand, they tend to maintain a relationship with the brand by
participating through various communication technologies.

[32]

Living intention

According to purchase intention theory [33], the theory of reasoned
action [34] and the theory of planned behaviour (TPB) [35], consumer
attitude directly affects behavioural intentions. Purchase intention is
interpreted as the willingness of consumers to buy a certain product at a
specific time or under specific circumstances. Therefore, in this study,
we examine whether consumers’ choice of a retirement community
represents their living intention.

[36,37]

Brand attachment

Brand attachment links the brand and individuals [7]. In terms of brand
image, this linkage connects the brand with the consumer’s self-image.
When the brand satisfies and enriches consumers and enables consumer
self-development, brand attachment emerges [7]. The closer the link
between a brand and consumers, the more self-expression the brand
provides for consumers [38], and thus, the stronger consumer
attachment to the brand is.

[39]

2.1. Self-Congruence

Self-congruence is the connection between elderly consumers’ self-awareness and brand image.
It is expected that elderly consumers generate self-congruence based on brand image by comparing their
self-image with the brand image. If elderly consumers have already made a decision or have developed
a close relationship with the brand, a high degree of trust is generated [40]. Partner quality determines
consumer response to the brand, which becomes increasingly more important as consumers age;
therefore, elderly consumers are particularly concerned about high-quality brands. The same is true for
trust. For elderly consumers, partner quality is often highly important [19,41]. The strong association
between self-congruence and brand can affect brand commitment among elderly consumers [42].
Therefore, to examine whether the brand image of the corporate group can be extended to the retirement
community and thus generate in the elderly a representation consistent with their self-image and
brand trust in the retirement community, we propose the following hypotheses (see Figure 1):
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Figure 1. Research framework.

Hypothesis 1 (H1a). The consistency between the corporate group brand image and the retirement community
brand image and residents’ self-image is positively correlated with brand trust in the retirement community.

Hypothesis 1 (H1b). The consistency between the corporate group brand image and the retirement community
brand image and residents’ self-image is positively correlated with brand attachment to the retirement community.

Hypothesis 1 (H1c). The consistency between the corporate group brand image and the retirement community
brand image and residents’ self-image is positively correlated with partner quality for the retirement community.

2.2. Partner Quality

Partner quality means that the elderly have confidence in the brand and believe that the brand is
reliable [43]. Care and understanding in the partner quality relationship can increase interpersonal
trust [40]. When the industry demonstrates understanding of elderly consumers’ needs through
recognition, brand care and listening, this promotes a relationship between the elderly and the
brand and strengthens brand trust [25]. The partner quality of the service team at the retirement
community based on the perceptions of the general public and residents. Thus, we propose the
following hypotheses:

Hypothesis 2 (H2a). The retirement community includes the service team, and the partner quality between
the residents of the retirement community and the retirement community itself is positively correlated with
brand trust.

Hypothesis 2 (H2b). The retirement community includes the service team, and the partner quality between
the residents of the retirement community and the retirement community itself is positively correlated with
living intention.

Hypothesis 2 (H2c). The retirement community includes the service team, and the partner quality between
the residents of the retirement community and the retirement community itself is positively correlated with
brand commitment.
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2.3. Trust and Brand Commitment

Trust plays an important role in establishing long-term relationships in the business
environment [32] and is also an important factor that determines brand commitment. Elderly consumers
tend to focus on products they chose in the past [44] and do not seek alternative products unless they
feel dissatisfied with the product brand [45]. They do not change their commitment simply based on
mood [46]; therefore, the judgment derived from trust is highly important, and brand trust can strongly
influence the development of brand commitment. Elderly consumers with a high level of trust tend
to have brand commitment, and brand trust may also stimulate consumer participation behaviour.
Based on their own experiences or those of relatives, consumers tend to generate various levels of trust.
To examine whether experience with the corporate group or the brand value accumulated over time by
the team, under the concept of brand extension, can generate trust in, brand commitment to and brand
attachment to the corporate group brand image, we propose the following hypotheses:

Hypothesis 3 (H3). Residents’ brand trust in the retirement community, which is an extension of brand trust
in the corporate group, is positively correlated with brand commitment.

Hypothesis 4 (H4a). Residents’ brand trust in the retirement community, which is an extension of brand trust
in the corporate group, is positively correlated with brand attachment.

Hypothesis 4 (H4b). Residents’ brand trust in the retirement community, which is an extension of brand trust
in the corporate group, is positively correlated with living intention.

Hypothesis 5 (H5a). Residents’ brand commitment to the retirement community, which is an extension of
brand trust in the corporate group, is positively correlated with brand identity/attachment.

Hypothesis 5 (H5b). Residents’ brand commitment to the retirement community, which is an extension of
brand trust in the corporate group, is positively correlated with living intention.

2.4. Living Intention and Brand Attachment

In psychological terms, attachment is regarded as the link between individual and specific
factors. Although elderly consumers interact with multiple brands, products, and services throughout
their lives, they only trust or commit to certain brands and further establish strong attachment
relationships [47,48]. The stronger their attachment to a brand, the more likely it is that elderly
consumers are close to the brand [42]; the interaction between the elderly and the brand can affect brand
attachment profoundly [22]. Given the halo effect, individuals infer other characteristics of a cognitive
object based on partial impressions of the object; therefore, they start from the parts and expand to
gain an overall impression. In some situations, the corporate group brand is associated with a quality
service team, and the public wants to receive services from such organisations, if needed. To examine
whether the retirement community is recognized as having a quality service team because of the
corporate group brand, leading to consumer brand attachment, we propose the following hypotheses:

Hypothesis 6 (H6a). Resident brand attachment to the retirement community, which is an extension of brand
trust in the corporate group, is positively correlated with living intention when choosing the retirement community.

Hypothesis 6 (H6b). Resident brand attachment to the retirement community, which is an extension of brand
trust in the corporate group, has a mediating effect on brand trust and living intention when choosing the
retirement community.
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3. Methods

3.1. Context

Since being founded in 1973, Chang Gung Memorial Hospital (CGMH), the subject of this case
study, has developed a medical brand that is deeply rooted in the minds of the public at all levels
in Taiwan. CGMH has brand value, and brand value is a systematic concept of business–consumer
interconnection. During brand extension, whether brand value can reflect the comprehensive value of
the enterprise and the functional and emotional values of consumers requires investigation. Thus, in this
study, we examine whether the brand benefits of CGMH, which focuses on advanced medical treatment,
can be extended to brand attachment to Chang Gung Health and Culture Village, which focuses on
preventative medicine (Table 2).

Table 2. Operational definitions.

Construct Definition

Self-congruence

Creating brand attachment is a key issue in the field of sales, and achieving brand
attachment involves matching the brand image with the consumer’s self-image. In this
study, we explore whether the brand image and resident image of the retirement
community (Chang Gung Health and Culture Village) enhances residents’ brand
attachment to the retirement community.

Partner quality

The service team of the retirement community (Chang Gung Health and Culture Village)
and the service staff in the retirement community belong to community hospitals, special
clinics, and rehabilitation centres, which collaborate with Taoyuan CGMH and Linkou
CGMH to provide convenient access to medical care and therapists, pharmacists, and
physicians, who provide medication counselling and professional medical services. In this
study, we examine whether the high partner quality of the corporate group Chang Gung
Memorial Hospital (CGMH) and the retirement community enhances the trust of residents
in the retirement community and thus their willingness to reside there.

Trust

In this study, Chang Gung’s brand is based on a group concept that includes medical teams
and nursing care. We examine whether trust in the corporate group (CGMH) can be
extended to trust in the retirement community (Chang Gung Health and Culture Village)
to further improve the living intentions of elderly consumers.

Brand commitment

In our case study, CGMH has over 40 years of history, and the patients who have been
treated at CGMH are gradually entering middle and old age and have various nursing
needs. Because they previously used CGMH, when needing a retirement community, they
may extend their emotional relationship with the CGMH brand and choose Chang Gung
Health and Culture Village.

Living intention

Because of ageing, the demand for healthcare by elderly consumers could increase.
After retirement, leisure time also increases. Thus, in addition to their housing needs,
elderly consumers’ requirements for health care, recreation, and leisure also increase
accordingly. In this study, the corporate group (CGMH) brand has a wealth of health care
resources, and the retirement community (Chang Gung Health and Culture Village) has
the amenities for physical fitness (sports) as well as for leisure and recreation. We explore
whether such resources can improve the living intention of elderly consumers.

Brand attachment

When choosing a retirement community, do previous medical experience at CGMH and
previous living experience at Chang Gung Health and Culture Village, i.e., emotion from
past experiences or brand satisfaction, increase the brand attachment of elderly consumers
to the CGMH brand, thus increasing their living intentions?

In this case study, CGMH was once voted as the best medical centre in Taiwan and has a good
brand image. To examine whether the brand image of CGMH can be extended to Chang Gung Health
and Culture Village and thus generate in elderly consumers a representation consistent with their
self-image and brand trust for Chang Gung Health and Culture Village, the following hypotheses were
constructed based on our proposed research model:

Hypothesis 1 (H1a). The consistency between the brand images of CGMH and Chang Gung Health and
Culture Village and residents’ self-image is positively correlated with brand trust in Chang Gung Health and
Culture Village.
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Hypothesis 1 (H1b). The consistency between the brand images of CGMH and Chang Gung Health and
Culture Village and residents’ self-image is positively correlated with brand attachment to Chang Gung Health
and Culture Village.

Hypothesis 1 (H1c). The consistency between the brand images of CGMH and Chang Gung Health and
Culture Village and residents’ self-image is positively correlated with partner quality for Chang Gung Health
and Culture Village.

In addition, Chang Gung Health and Culture Village includes the medical team (hospital),
which ensures a certain level of quality in meeting the needs of residents and maintaining the Chang
Gung Health and Culture Village brand. Therefore, the following hypotheses were constructed based
on our proposed research model:

Hypothesis 2 (H2a). The service team at Chang Gung Health and Culture Village includes a medical team,
and the partner quality between the residents of Chang Gung Health and Culture Village and Chang Gung
Health and Culture Village itself is positively correlated with brand trust.

Hypothesis 2 (H2b). The service team at Chang Gung Health and Culture Village includes a medical team,
and the partner quality between the residents of Chang Gung Health and Culture Village and Chang Gung
Health and Culture Village itself is positively correlated with living intention.

Hypothesis 2 (H2c). The service team at Chang Gung Health and Culture Village includes a medical team,
and the partner quality between the residents of Chang Gung Health and Culture Village and Chang Gung
Health and Culture Village itself is positively correlated with brand commitment.

Additionally, to examine whether (medical) experience at CGMH or brand value long accumulated
by the (medical) team, under the concept of brand extension, can generate trust in, brand commitment
to, and brand attachment to the CGMH brand image, the following hypotheses were constructed based
on our proposed research model:

Hypothesis 3 (H3). Residents’ brand trust in Chang Gung Health and Culture Village, which is an extension
of brand trust in CGMH, is positively correlated with brand commitment.

Hypothesis 4 (H4a). Residents’ brand trust in Chang Gung Health and Culture Village, which is an extension
of brand trust in CGMH, is positively correlated with brand attachment.

Hypothesis 4 (H4b). Residents’ brand trust in Chang Gung Health and Culture Village, which is an extension
of brand trust in CGMH, is positively correlated with living intention.

Hypothesis 5 (H5a). Residents’ brand commitment to Chang Gung Health and Culture Village, which is an
extension of brand trust in CGMH, is positively correlated with brand identity/attachment.

Hypothesis 5 (H5b). Residents’ brand commitment to Chang Gung Health and Culture Village, which is an
extension of brand trust in CGMH, is positively correlated with living intention.

Finally, the CGMH brand is associated with a quality medical team, and the public wants to receive
medical treatment at its facilities, if needed. To examine whether Chang Gung Health and Culture
Village is recognized as having a quality team because of the CGMH brand, leading to consumer brand
attachment, the following hypotheses were constructed based on our proposed research model:
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Hypothesis 6 (H6a). Resident brand attachment to Chang Gung Health and Culture Village, which is an
extension of the CGMH brand, is positively correlated with living intention when choosing Chang Gung Health
and Culture Village.

Hypothesis 6 (H6b). Resident brand attachment to Chang Gung Health and Culture Village, which is an
extension of the CGMH brand, has a mediating effect on brand trust and living intention when choosing Chang
Gung Health and Culture Village.

3.2. Sampling and Survey Administration

To measure the constructs proposed in the model, we conducted the following empirical study
in which data were collected through a questionnaire survey. The questionnaire was improved
based on a construct measurement method, and participants responded to the items using a 5-point
Likert scale. All the researchers and participants in this study were protected by the regulations of
an ethics committee, and the study was approved by an institutional review board (IRB number
201700360B0C502).

In this study, data were collected at Chang Gung Health and Culture Village, which is an affordable
and professional housing retirement community for the elderly in Taiwan and provides a healthy
and pleasant living environment for residents, where their physical activity, mental productivity,
and quality of life needs are met. The questionnaire survey was administered in the activity hall of
Chang Gung Health and Culture Village during interviews with 101 randomly selected residents
(age: 57–96 years old) (see Table 3).

Table 3. Descriptive statistics of the respondents.

Measures Items Frequency Percent

Gender Male 25 24.8
(N = 101) Female 76 75.2

50–59 2 2.0
Age 60–69 8 7.9

(N = 101) 70–79 43 42.6
(M = 78.81) 80–89 38 37.6

90–99 8 7.9
Other 2 2.0

Graduate level 10 9.9
Education University (4 years) 44 43.6
(N = 101) High school 30 29.7

Junior high school 10 9.9
Other 7 6.9

3.3. Instrument Development and Statistical Analysis

We employed structural equation modelling (SEM) to estimate the coefficient of each direct path
and thereby test the hypothesis for each direct effect. We used the statistical package for the social
sciences (SPSS) software to analyse the descriptive data and the correlation between constructs and the
partial least squares (PLS) method were used to perform confirmatory analysis. We used two-step
analysis, i.e., a measurement model and a structural model [49], and tested the internal consistency
(i.e., reliability), convergent validity, and discriminant validity. In terms of internal consistency,
Smart PLS software provides a reliability measurement, and many studies have demonstrated that
Cronbach’s alpha can be used as an additional indicator; convergent validity was assessed using the
average variance extracted (AVE) and factor loadings, and the discriminant validity was confirmed by
performing the AVE test and cross-load examinations [50,51] (see Table 4). We used three indicators
to test the reliability of each item: (1) Cronbach’s α (whether it was greater than 0.7); (2) composite
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reliability (CR) (whether it was greater than 0.6); (3) AVE (whether it was greater than 0.5). PLS is
an SEM method that requires a relatively small sample size [52] and does not require a normal
distribution [53]. The PLS–SEM method, including the data distribution, sample size, and indicators
accepted in many business disciplines (see Table 5).

Table 4. Internal consistency and correlations across constructs.

AVE Composite Reliability BA CM LI PQ SA TS

BA 0.602 0.881 0.832
CM 0.715 0.882 0.520 0.802
LI 0.636 0.875 0.621 0.320 0.812
PQ 0.580 0.805 0.378 0.388 0.579 0.639
SA 0.810 0.928 0.417 0.408 0.449 0.756 0.884
TS 0.684 0.812 0.483 0.458 0.513 0.567 0.509 0.538

Table 5. Outer loadings and cross-loadings.

BA CM LI PQ SA TS

BA1 0.612 0.421 0.269 0.266 0.403 0.357
BA2 0.672 0.474 0.273 0.212 0.324 0.332
BA4 0.838 0.369 0.552 0.380 0.370 0.421
BA5 0.855 0.391 0.604 0.338 0.325 0.409
BA6 0.866 0.410 0.611 0.260 0.241 0.360
CM1 0.382 0.752 0.186 0.203 0.210 0.301
CM2 0.365 0.864 0.191 0.308 0.337 0.389
CM3 0.538 0.913 0.387 0.429 0.443 0.450
LI1 0.417 0.219 0.731 0.488 0.402 0.226
LI2 0.318 0.114 0.790 0.363 0.179 0.251
LI3 0.614 0.281 0.834 0.403 0.331 0.532
LI4 0.559 0.350 0.831 0.565 0.467 0.535
PQ1 0.356 0.259 0.529 0.809 0.709 0.389
PQ2 0.162 0.127 0.394 0.769 0.537 0.379
PQ3 0.322 0.480 0.384 0.704 0.463 0.525
SA1 0.418 0.438 0.392 0.694 0.923 0.565
SA2 0.298 0.294 0.342 0.596 0.887 0.364
SA3 0.393 0.353 0.471 0.739 0.890 0.421
TS1 0.377 0.343 0.470 0.548 0.487 0.846
TS2 0.426 0.419 0.374 0.383 0.349 0.808

4. Results

In this study, we used PLS–SEM analysis in which 5000 bootstrapping samples were used
for t-tests and standard error analysis, to test the significance of the hypothetical relationship
between the variables [54,55]. Similar to that in multiple regression, the R2 statistic here refers
to the variation explained by related latent variables. Figure 2 summarizes the conceptual model,
path coefficient, and significance level through R2. This study confirms the initial constructs in the
model. Self-congruence had a significant positive correlation with partner quality (ß = 0.756, p < 0.001).
The direct effect of partner quality on trust was significant and positive (ß = 0.426, p < 0.01), while that
of partner quality on living intention was also significant and positive (ß = 0.375, p < 0.001). The direct
effect of trust on brand commitment was significant and positive (ß = 0.326, p < 0.01), as was that of
commitment on brand attachment (ß = 0.310, p < 0.05) and that of brand attachment on living intention
(ß = 0.377, p < 0.01). The above results are all statistically significant. The data analysis results from this
study do not support H1a (ß = 0.187, p = 1.224), H1b (ß = 0.206, p = 1.256), H2c (ß = 0.047, p = 0.281),
H4b (ß = 0.127, p = 1.037), or H5b (ß = −0.138, p = 1.391) and show that gender, education, children,
and marriage are not correlated with living intention.
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Figure 2. Structural model with path coefficients.

The results of the comparison of self-congruence and brand image showed that trust and brand
commitment did not affect the connection between the self-awareness of the residents of Chang
Gung Health and Culture Village and brand image, while self-congruence and partner quality had a
significant impact, indicating that the residents of Chang Gung Health and Culture Village had a high
degree of trust regarding the high partner quality of CGMH and Chang Gung Health and Culture
Village. Trust had a significant impact on brand commitment but not on living intention, indicating that
trust in CGMH cannot be extended to trust in Chang Gung Health and Culture Village to increase living
intention. Commitment supported brand attachment but not living intention; therefore, the residents’
medical experience at CGMH did not extend to an emotional relationship with the CGMH brand and
thus lead them to choose to live at Chang Gung Health and Culture Village. However, brand attachment
supported living intention, indicating that past experiences or satisfaction with the brand increased
residents’ attachment to the CGMH brand and thus their living intention.

Table 6 shows the hypothesis test results. Regarding Hypothesis 1, the brand image of Chang
Gung Health and Culture Village was consistent with residents’ self-image; however, it was not
positively correlated with brand trust in and brand commitment to Chang Gung Health and Culture
Village and only significantly impacted the partner quality for Chang Gung Health and Culture Village,
indicating that the residents of Chang Gung Health and Culture Village gained trust in Chang Gung
Health and Culture Village through partner quality.

Regarding Hypothesis 2, partner quality was significantly positively correlated with living
intention, indicating that living intention was affected by partner quality (e.g., CGMH) and that the
elderly had a high level of trust in CGMH, which further influenced their living intention. However,
possibly due to differences in the management systems, the residents of Chang Gung Health and
Culture Village did not have brand commitment through partner quality.

Regarding Hypotheses 3–5, because of brand trust in CGMH, residents’ extension of brand trust
to Chang Gung Health and Culture Village was positively correlated with brand commitment and
brand attachment; however, factors other than trust and brand commitment had a greater effect on
residents’ living intention. Previous studies have shown that elderly consumers’ brand commitment
does not change with mood [46] and that brand trust may also stimulate consumer participation.
During the interviews, we found that due to their uncertainty regarding life and a lack of control
over their future life, health, etc., elderly consumers’ brand trust and brand commitment were not
sufficient to affect living intention; therefore, brand trust and brand commitment had no effect on living
intention. In the future, we can further examine the effect of elderly consumers’ financial management
on living intention.
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Table 6. Hypothesis test results.

Original
Sample (O)

Sample
Mean (M)

Standard Deviation
(STDEV)

Standard Error
(STERR)

T Statistics
(|O/STERR|) p Value Support

BA→ LI 0.490 0.495 0.103 0.103 4.745 *** Yes
CM→ BA 0.378 0.390 0.129 0.129 2.918 ** Yes
CM→ LI −0.138 −0.139 0.099 0.099 1.391 No
PQ→ CM 0.047 0.052 0.168 0.168 0.281 No
PQ→ LI 0.375 0.377 0.109 0.109 3.446 *** Yes
PQ→ TS 0.426 0.433 0.137 0.137 3.121 ** Yes
SA→ CM 0.206 0.194 0.164 0.164 1.256 No
SA→ PQ 0.756 0.761 0.053 0.053 14.274 *** Yes
SA→ TS 0.187 0.187 0.153 0.153 1.224 No
TS→ BA 0.310 0.307 0.127 0.127 2.454 * Yes
TS→ CM 0.326 0.339 0.115 0.115 2.832 ** Yes
TS→ LI 0.127 0.113 0.122 0.122 1.038 No

Note: BA = brand attachment LI = living intention; CM = commitment; PQ = partner quality; TS = trust;
SA = self-congruence. *** p < 0.001; ** p < 0.01; * p < 0.05.

Regarding Hypothesis 6, we found that the public’s perception of the CGMH brand was that of a
high-quality medical team. Because of the CGMH brand, residents’ extension of brand attachment to
Chang Gung Health and Culture Village was positively correlated with living intention and choosing
Chang Gung Health and Culture Village. Furthermore, because of the CGMH brand, this extension had
a mediating effect on brand trust and living intention with respect to Chang Gung Health and Culture
Village. In 2018, David Goodall, the celebrated Australian botanist and ecologist, opted for euthanasia
in Switzerland because although he had lived to the age of 104, his quality of life and physical condition
had decreased rapidly, indicating that due to ageing, the elderly become more reliant on medical teams
and good nursing care to ensure their quality of life, which affects their living intention.

5. Discussion

5.1. Main Findings and Contributions

From the perspective of brand attachment, this study investigates whether the living intention
of elderly consumers is affected by brand image, high partner quality, brand trust and commitment,
and brand emotional relationships when choosing a retirement community. We developed a model to
confirm that elderly consumers’ choice of a retirement community may be the outcome of the brand
attachment process. Past studies inferred that self-congruence and partner quality have a positive
impact on elderly consumers’ brand trust and commitment. However, interview data from this study
showed that self-congruence and partner quality did not have a significant impact on this group’s brand
trust and commitment, likely because when choosing their last residence, unlike when buying general
consumer products, elderly consumers attach more importance to nursing care brands, which in turn
affects their living intention. Furthermore, in general, gender, education, children, and marriage may
play a significant regulatory role, but in this study, we did not find that these factors had any correlation,
likely because of various factors, such as economic independence and awareness of self-determination
when choosing a retirement community. In contrast, partner quality exerted a strong effect on elderly
people’s trust and brand commitment. We found that brand attachment influenced trust and living
intention, and the data showed that when choosing a retirement community, elderly consumers
behaved differently than when buying general merchandise. We believe the findings from this study
have important implications for theory and practice.

5.2. Theoretical Implications

This study mainly contributes to the existing literature in three respects. First, we expanded the
research on partner quality by examining elderly consumers’ living intention from the perspective of
brand trust and commitment processes. Participation has been the focus of marketing research [56];
however, the present study examined the relationship between brand trust and commitment and
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partner quality. Thus, based on elderly consumers’ actual needs, we performed an empirical study
on this group’s living intention. According to marketing theory, trust and brand commitment are
important factors for consumer brand attachment, while partner quality is an influential factor when
making purchasing decisions. In this study, we demonstrated the differences by clarifying elderly
consumers’ intentions. Therefore, the results help to clarify elderly consumers’ behaviour in residential
environments (i.e., living intention) in detail. Brand awareness and reward activities affect brand image,
brand attachment, and brand evaluation, while brand image directly affects brand attachment [57].
Marketing mechanisms can increase brand popularity, and brand users can amplify a brand and
draw the attention from brand followers, indicating that influential users can have effects on others
with respect to spreading brand content. After obtaining such information, companies can improve
their products, gain brand recommendations, improve brand awareness and brand image, find new
customers, and even cater to specific groups. Brand attachment can help predict elderly consumers’
actual living intention and their dependence on a brand to meet their needs [7], which is a different field
of study and affects this group’s living intention when choosing a residence through brand dependence.
The findings of this study are consistent with those of several recent studies showing that users with
brand influence can increase brand awareness and recommendations, which may have long-term
effects on potential buyers [58]; brands and consumers sharing similar characteristics can facilitate
the formation of an emotional connection between the brand and consumers, and brand attachment
may have a positive impact on people’s behavioural responses to the brand, thus creating favourable
business results [59].

Third, previous studies showed that consumer purchase behaviour is driven by interest and that
the higher the degree of consistency is between consumer self-image and product image, the higher
the probability that consumers will purchase the product [60]. However, in this study, we found that
when choosing a retirement community, it is not enough for elderly consumers to perceive consistency
between their self-image and the product image; rather, they must understand the true effect of
the brand image. Brand assets are “the marketing effects uniquely attributable to the brand” [61].
In other words, the strength of the brand determines the customer’s mentality [62] and affects consumer
decision-making [63]. In this study, we found that the credibility of a retirement community as perceived
by elderly consumers can be affected by the brand of the same company and partner quality. In this case,
there are connections between the partners, and the brand and partner quality are mutually beneficial.
When elderly consumers make decisions regarding living intention, economic efficiency is crucial and
even drives purchase intent because trust in past assessment is based on the brand credibility that has
been established based on past experiences or knowledge of the brand. Partner quality combined with
knowledge, skills, resources, and experience strengthens the partnership. In the future, we need to
further study changes in managing partners and coordination of quality improvements.

5.3. Practical Implications

This research also has practical significance. First, the data analysis results showed that elderly
consumers do not care whether the brand image of a retirement community is similar to their self-image
and that they exhibit brand attachment because of brand trust. Partner quality is an assessment of the
brand relationship, and the brand image of the same company can enhance partner quality, which can
promote the development of brand relations and strengthen brand trust [25]. Brand trust through
partner quality can directly affect living intention, because brand trust and commitment enable elderly
consumers to have brand attachment. The effort by a brand to maintain its relationship with its elderly
consumers can affect living intention; therefore, the retirement community should demonstrate interest
in and understanding of this consumer group and improve the quality of life of the elderly using
partner quality to meet their needs with higher service quality.

Another practical implication is related to the discovery that gender, education, children,
and marriage are not correlated with living intention. Previously, these four factors were thought to
significantly influence living intention. However, in this study, we found that elderly people attach
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different levels of importance to living intention, which means that as social and family relationships
vary, elderly consumers’ emphasis on living intention also shifts and that they are paying more
attention to personal finances; the needs for comprehensive nursing care, quality of life, and dignity
continuously affect the elderly’s brand attachment and living intention, and they want to maintain
a positive relationship with their retirement community, which is impacted by partner quality and
indirectly affects their intention.

5.4. Research Limitations and Future Research Directions

In this study, we studied a single retirement community in Taiwan. In future studies, we may
consider expanding to populations in other countries to increase the universality of the conclusions.
This research was conducted in Taiwan, and the results could be affected by regional culture. Currently,
elderly people no longer merely emphasize the importance of nursing care but attach great importance
to quality of life in old age, which highlights the importance of the choice of a retirement community
as well as quality of life. In future studies, we can examine the effect of the Internet and artificial
intelligence (AI) technology on elderly healthcare. Previous studies have shown that elderly individuals’
resources and the Internet have become very important (e.g., as a resource for lifelong learning) [64].
An extended study on Internet use among long-term residents in a retirement community could be
combined with brand attachment to investigate associations and correlations. Ambient assisted living
(AAL) provides innovative ways to respond to the challenge of an ageing population and provides
good quality of life, while addressing the ever-changing needs of the elderly [65]. In this regard, we can
conduct more practical studies considering the elderly’s healthcare needs and expand this study to
other cultures, which is very important for theoretical constructs. Living intention can be affected
by many factors, and it could be interesting to examine whether these factors differ with the latest
advances in modern science and technology, which is expected to further deepen our understanding of
elderly consumers’ intention in choosing a retirement community. In addition, future research may
expend to branding in gerontology. This may include testing the relevance of new concepts, such as
product–brand crossover [66], to show how brands can evolve and follow consumers throughout their
consumption life cycle, from young to middle age to older adulthood.

6. Conclusions

Philip Kotler, a marketing management expert, said that when people buy goods, they do not want
to acquire new habits but buy a brand of products that they are familiar with and want [67]. A brand
is a subjective perception that is accumulated over the years by consumers from user experience,
and its essence is a user’s inner feelings about the product and the service. In this study, our first goal
was to develop a model and to clarify whether the level of consumer identification with the brand,
trust, and commitment can extend to brand trust, and we found that self-congruence and partner
quality did not affect the elderly consumers’ trust and brand commitment when choosing a retirement
community but that high partner quality drove living intention. The second goal of this study was to
understand how elderly consumers’ brand attachment affected their living intention, and we found
that trust and brand commitment had a significant impact on brand attachment, but only indirectly.
This is inconsistent with the findings in previous studies that elderly consumers’ brand attachment
and partner quality have a direct impact on living intention, not necessarily through trust and brand
commitment. We also found that elderly consumers’ living intention was different from that when
buying general consumer goods. We hope that the findings of this study can help researchers and
managers of this retirement communities better understand how to improve the elderly consumers’
brand attachment to further increase their living intention for a retirement community.
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