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Verification of Effectiveness of Influencer who Promote Consumption of
Sports Goods in Generation Z: Applying the Bootstrap-based BC Method
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Abstract

This study attempted to provide basic data to predict the consumption behavior of Generation Z, which
is expected to exert enormous influence on the sports consumption market by verifying the influencer
effectiveness of promoting the consumption of sports goods by Generation Z. Therefore, 19 years of age or
older were selected as a sample among Generation Z, and 358 copies of data were applied to the final
analysis. Data processing performed frequency analysis, internal consistency, confirmatory factor analysis,
correlation analysis, structural equation model analysis, and bootstrap BC method all of which utilized SPSS
and AMOS (ver. 21.0) programs. The conclusions of this study are as follows. First, Influencer who
promote sporting goods consumption were found to have an effect on consumer value. Second, Consumer
value were found to have an effect on purchasing behavior. Third, Influencer who promote sporting goods
consumption were found to have an effect on purchasing behavior. Lastly, influencer who promoted
consumption of sporting goods had a greater indirect effect on the purchase behavior, and consumer value
between Influencer and purchasing behavior showed partial mediated effect.
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[Table 1] Characteristics of sample
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EfgEE ASAUC

ASZDL 2=1820.923 (df=672, p=.001), CFI=.935, NFI=901, TLI=928, RMSEA=0692 L}E}%{C}.
metd 2 HetE7F CFL, NFL TLL X|5= 10| 725 &g, RMSEA 2 .08 O[5t HY 7|& 0
D5 OHESle 402 LtEfRich
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[Table 3] Results of confirmatory factor analysis and reliability test

- BE | 54 CR g Ha Cronbach’s a

=e M| | 2%t ’ ME|E | B2MFEE | Deleted | Total
AalEl 2HX WS J74 | 569 926
A BHloHE SR NS 797 | 505 | 16.242%%x 923
FEO A 871 | 350 | 18.163%** 919

FEO| CHst SEH 869 | 352 | 18.088*** | 934 615 919 | 932
Xl 2oF X ™ 58 810 | 449 | 16.572%%* 919
KHAl 20 RHEA 765 | 581 | 15.415%%+ 921
RHhl 20 F2¢ 760 | 585 | 15.312%%x 922
Hakle 2 2 890 | .340 964
H3kl=s He AE| 915 | 277 | 43.709%%* 962
H3kls 3 F=td 935 | 206 | 28.946%%* 962

H3kls 32 A 913 | 286 | 27.171%** | 962 740 964 | 969
H3kls 32 33 888 | 351 | 25.368%** 965
H3zls He A 2K 917 | 221 | 27.464%%+ 963
Mooz B Y3 853 | 414 | 23.189%x* 968
Xizl=o| £5 868 | 369 947
|00 £ 862 | 445 | 22.58]%xx 948

FHARRIED £2 912 | 282 | 25300%x | 950 682 945 | 9%
AHO| £F 885 | 366 | 23.758%xx 946
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HAHO| £3 842 | 472 | 21.597%%x 949
AlE SHSHH BHEX % 820 | 553 | 20.527%xx 953
ozt L+ *'HI 910 | 264 | 25373+ 944
Of =& ol 9.|E 860 | .465 952
QR Y= 857 | 395 | 25.554%xx 951
IjM0| Y= 882 | 388 | 22.483%xx 951
N[EEl o|O|x| 906 | 302 | 23.630%** | 945 657 948 957
MAZQ! Of 856 | .438 | 21.245%xx 947
=H4/01 4007t S 823 | 524 | 19.796%** 949
Zte|A0F AS 816 | 537 | 19.510%* 950
TOiste AZXEE He| 859 | 375 951
TOiE D MEH 929 | 212 | 25.606%** 939
TO00|| CHs =28A 905 | 239 | 24202% | 956 760 943 955
7t40| gte|d 910 | 225 | 24.467%** 943
ATXEIO| BN 900 | 270 | 23.933%xx 946
FEO| ofst O oA} 966 | .122 932
C}2 HEiEQf 714 XJO| 710 OJAF | 941 | 218 | 40.018*** | 954 809 945 962
2 YA FOf oA 934 | 207 | 38.676%** 955
CHE AROIA =8 OAt 954 | 153 939
CHE ALEHOIAH 2788 +H 951 | .152 | 40.187%** | 957 820 943 964
CtE EHE AMEXO|A =H 941 | 175 | 38.215%* 956
¥ 2 X 6.: *Hp<.001, x 71820923(p .001), df=672, CFI=935, NFI=901, TLI=928, RMSEA=.069
24 YEEN
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[Table 4] Results of correlation
Hol 2 3 4 5 6 7
M2
XI_|AIA-I Kk
O.J%—?—o._ﬂ‘l =20 716 1
o 682%% | p48** 1
of = 404%% | 461Fx | 593%x 1
AHIXZEX] | AHIREZER] | 582%% | 653%* | 523% | 520%* 1
Sopss Tofel= 492%% | 6DORE | 500%% | 485%* | 7[]** 1
- FHOIE | 527 | e42Rk | 507*F | 553k | 777 | 708% 1
**p< 01
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RMSEA=0522 &0 BES= AO 2 LIEIGOH, A= [E 5)9F 2L}

[E 5] 972Y Mtz 2t
[Table 5] Results of research model fit

() df CFI NFI TLI RMSEA
15.745(p=.046) 8 996 91 988 052

32 94712 A3

Hl “AZXZF 2H| AM= AH|XE ZHK(0f Fekg DjF ZAo|ct-o HTZ
o, BEAS 723(t=14.020, p<00)E AEFAMTIE AH|X TEX|O] SAHLR
= XA2= LIEfRTE

H2 “ARXEE AHA JHNE FOHYSH & 43
580(t=10.822, p<001)Z AHIAF ZEX|7F FOHASO| SAHL2 Rolvt P2 OX= A2 LiE
WCk

H3 “AZXEE AHE FHISeE AEFME FOfAS0H IS 0/ AO|Ch el ASZnt
BEA T 328(65.652, p<00DE CUEFAM7I AOfESO| SAHCE Folot Jd2 O/X[= A2
2 LERHCeH, BE 7HEe| A5t [E 6)df 2L

[H 6] 7H4 AZZL

[Table 6] Results of hypothesis test

42 Z2A$ | SE t #3&n
H1 QIZZOM — AH|X} 7H] 723 070 | 14.020%%* KHEH
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4, 4B

= O7s ZAEH J|ft BCHE X8 AZX AH AFO LUCiS AYHS WA A2
OMEl= ZMUES AEXXEE AHIE FMSHE AZEFAM 2iHdES ABGI0] ZMS2 AH|
d=S OFSH7| /ot 7|ZX2E MSStax ULt MEtA ol2fet =X 57| fIoi zACh
(19963-2010) = T 194 O] Hd X Old2 He2= 20201 5B 1YFH 8 31YIA| ZAL
S HARCn, & 358580 At2E ZEFEZM0 &4 Ciad 22 228 ==L

N, 2ARXEE AHE FXSH= QAZEFAUME AHRE 7EX0 &2 O0/X|= A2Z LEHRCH
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Of7HE Rl AH[XF 7HX|= RE20 217 e A= LIEHRC
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