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Effects of Economic Factors in Sports Goods Consumption on

Consumer Behavior
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Abstract

This study attempted to provide basic data on efficient and competitive operation strategies of sports
product brands by identifying how economic factors (efficiency, price, quality, function) of sports product
consumption affect purchase intention and recommendation of others. Therefore, adults aged 19 or older
who have purchased sports goods were selected as samples. Sampling used convenience sampling method.
The survey was conducted face-to-face and non-face-to-face surveys from March 7 to June 30, 2022. All
recovered data were subjected to data clinics, and 397 copies of data were applied to the final analysis.
For data processing, frequency analysis, exploratory factor analysis, item consistency, correlation analysis,
and multiple regression analysis were performed, and the SPSS (ver. 21.0) program was used. As a result
of the study, first, it was found that the economic factors of sports product consumption influenced
purchase intention in the order of quality, function, price, and efficiency. Second, it was found that the
economic factors of sports product consumption influenced others' recommendation in the order of
efficiency, function, price, and quality.

Keyword : sports goods, consumption, economic factors, consumer behavior

1 School of Leisure Sports, Seowon University, Cheongju-si, Chungcheongbuk-do, Korea [Assistant Professor]
e-mail: kljinho@seowon.ac.kr

Received(August 14, 2022), Review Result(Ist: September 5, 2022), Accepted(December 12, 2022), Published(December 31, 2022)

@ @ © 2022 The Authors. Published by NCISS.
@ This is an open access article licensed under the Creative Commons Attribution-NonCommercial 4.0 International License.
BY NC

To view a copy of this license, visit http:/creativecommons.org/licenses/by-nc/4.0/.

423



YMH,
o2

3

—

.
o

= 7YY Ao of

O|C} [5].

.I

E[0f F2Lt (1],
K| ot AERO| AH|

N3
o
[

—

el
2f

1. M&

Effects of Economic Factors in Sports Goods Consumption on Consumer Behavior

TOiE O O St 7K E SF| 2A8 HIE ot

o

J
=3

b X

2 E}

0|2t Ab|AE

o

SOICE [8]. SFA[TF X|S7HA] O HE|Z

o1

ol

T

7t

L

—

= O

k

.
[}
o

%

A

=

=

12540 o

—

(¢]
S 2% Mol |xKtR

o
1 U

So| Fojo|zet Ef
e

i

(=]
o

0|1,

.|

x

S|
IHA Q012 AH[AF SOl EfQIFHO| oS

| 28

E9
AW, AEASE AHlo] FHY 2012 AHK ¥So| Rojo|of ojufs

2Ho| ZHMH Q00| AH|AH O

1.2 |3EH

424



Journal of Digital Art Engineering & Multimedia
Vol.9, No4, December (2022)

2.1 ZMLHY

HE2 AZXEES FOiSH ZHO0| A= 194 0|4 Molecz MY, BE2 HOEEFE
B2 ZEIUCH ZAs AL RS B2 6P| ZAHO| 20221 38 795 H 63 30Y7HA| HIOH
X HIOHEH ZAE AL 2ot ZE Atge 0| 22[HE2 HAR2n, A5 240 3975
o| XAt2E UL ZAILHLAL EH2 [&# 1]2 &Lt

[H 1] ZACHYAL £

[Table 1] Characteristics of sample

ol Lig HIE (%)
LA
A =)= 296(74.6)
ofd 101(25.4)
29A| ofs} 115(29.0)
o124 30-39A| 137(34.5)
40-49 M| 107(27.0)
50M| OfA 38(9.6)
T1B5EFT X4, 57 0 9 113(28.5)
SEIAEXHIEREH HLA B 5 78(19.6)
FQ AHl AZXESER HABAZE AN, A7 S) 45(11.3)
2 158(39.8)
7|Et 3(.8)
SheF 13 o8t 137(34.5)
=
B2 2H HlE 2 239 191(48.1)
SHEF 43 57(14.4)
SHEF 53] o4 12(3.0)
| 397

AEXEFE AH|O| ZHH 222 [57)98FE HE2R 22437 &), 7HAcH 29),
2

=
240 22, 71586/t =) 41 591 1270 2eez YL 2 X 32 [102+E
Hae] Foj=@7) 22 A EFAFHEN 22 27 319 o 28ez ULt 2= B

il
H

A 2 AZX| @Cady, ‘2SOICKEE)y, ‘e AZECHeFE) 98 2IHE
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[Table 2] Contents of the survey tool
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[# 3] B 2004 X MEE HSE

[Table 3] Results of exploratory factor analysis and reliability test

9l 2¢ 1 2 3 4 Cronbach’s a

2H| H A=ZZ M 043 .882 106 174

284 noIsHM AHIE A-E -.020 879 038 122 866
I 2ot 8BEQIX| M4 & | 040 872 -.004 1098
AZH EXFSIA X EHot T+ 247 084 801 198

714 &= 72| 714 Hlugt 175 -022 881 050 865
=3 OH| 7142 g 140 .086 893 083
B2 £2 BE AHJH E8% | 870 079 .190 1098

=34 xnol BEE2 F¢t .896 -.030 148 056 884
2 £2 &8 AH7I 24Y 871 018 206 1103
715 QK| = AH|E 067 082 074 .862

7leH M2 715 7] sl 288 | 126 143 113 841 848
AHEMO| AH|7} 24 056 176 115 .864
ke 2458 | 2391 | 2359 | 2325
ELh%) 20482 | 19.922 | 19.658 | 19.371
FH:(%) 20482 | 40404 | 60.062 | 79.433

KMO value=.790, Bartlett test x>=2531.703(p<.001), df=66
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ATXRE A HE EIYHEE HE MEDE= KMO=8112 LIEtGD, FOjo|E 37§, EfQISE
H 3| 2oz FEHOO MN 24 SHAL 83.600%2 LIEFGCE MZ|EE FO{OIE =905,
A

EFQIFEN o=842 LIEIL} 42|27t HEHL 4T WE2 [ 4)9F £Ch

[ 4] BMY 20124 8 dz|= AS21

[Table 4] Results of exploratory factor analysis and reliability test

9l =% 1 2 Cronbach’s a

X&XMoz gt o= 819 328

TOHe|= Et EHEQ 7HAZH XjO| TLOfg 918 209 905
Bt BEHEet 28 52 T 901 238
EFRIO|IAH =8t 299 822

Etol=H EfQlofA 2¥X<o=z o|of7| &t 235 907 894
Et EHE FOIXIOA = X 224 .889
i 2519 2.497
24H%) 41.982 41.619
FH(%) 41.982 83.600

KMO value=.811, Bartlett test X2:l7024992(p<4001), dt=15

24 MHENZ|YH

= AFoME Bl=EM B QOIRM FoHfMAIY, JEEM, CHE2F 2M2 A
O, SPSS(ver. 21.0) Z2 1S &83MLCY
3. |tAq
3.0 MEEN

= 2Ho] ZHH 202 41901, ~HA HE 27428,

o - _g-
T o0 25 FH daatA7 e, tESdgo 27t Sle 8002 LEHHL)

[Table 5] Results of correlation

Hol 1 2 3 4 5 6
=24 1
2
AR _7f—. A127* 1
=24 172% 413 1
7158 301 250+ 212 1
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Ao Fojo|= 2007 321% 4350 311 1
°° FIEST 300k 2508k 200%* 319%* 534%% 1
**p<.01, *p<05
320 2AXXEE AH|O| NN Q9010 AH[X} FOiYFo FOjo =0 DjX[= EE

AEAZE 20 PHH 47f S9I99) B& AHK ROBSC| Roolso| SANOE RO
o

o FE0| U Ao R LIEtHCH, EEH(3=2339, t=7.069), 7|58(3=176, t=3.730), 7}Z(5=.122,
5

t=2.512), B=4(p=.107, 1=2343) =22 LIE}RLCE ESH ZNE =EHI0| FOjo|= S5HOIo|
O/Xl= 2YH2 255%2 LIEIRCL A1ite [E 6)dt 20

[# 6] CI52lF 2420t

[Table 6] Results of multiple regression analysis

&8 SEH b s.e g t p
(A=) 1.674 529 3.167 .002
k=2=23] 148 063 107 2.343 .020

T = A 122 049 122 2.512 012
=24 273 039 339 7.069 001
7159 200 054 176 3.730 .001

R?=255, F=34.900(.001)
33 ARXEE AHQ ZHH 20l0] AH|X FOjHES| EFAUFH 0Kz FT

= aH[o| ZHA 474 ot9laQ 2T AH|XF FOASO| EFRIFMO SAMRE {9

o FE0| U Ao R LIEtHCH, 884(3=241, t=5.057), 7|58(5=191, t=3.871), 7}Z(5=.126,

t=2.490), EEE(B=110, t=2.189) =22 LIEFRICH EoF ZAXE ZEEQI0| EfRIEN ZHHQlo|
HYH2 18.6%= LIESCE Zit= [# 7)0 2L

(& 7] CHS27 =420

[Table 7] Results of multiple regression analysis

4 el b s.e Jé] t P
(A=) 2.294 474 4.844 .001
k=2=23] 286 057 241 5.057 .001

EfolH 74 .108 044 126 2.490 013
=2d 076 035 110 2.189 029
7159 .186 048 191 3.871 .001

R?=186, F=23.642(.001)
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USP(unique selling proposition)
= AS A= =L} [13].
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