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Analysis of determinants of purchasing experience and purchase intention

of sports and art collaboration products
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[Purpose] The present research aims to provide fundamental material required for establishing

effective marketing strategies by analyzing purchasing experience of sports and art collaboration

products and the determinants of purchasing intention. [Methods] Total of 370 survey questionnaires

were distributed to undergraduate and graduate students in Seoul and Gyeonggi area and 331

questionnaires were analyzed as the final valid samples. For the data analysis, SPSS 18.0 version was

used for frequency analysis, descriptive statistics analysis, exploratory factor analysis, reliability analysis,

cross analysis, and logistics regression analysis. [Results] The study results are as follows. First, as a

result of cross analysis on general characteristics, there was significant difference in age, monthly income

and allowance, number of average purchases, considerations and major. Second, as a result of cross

analysis on purchasing intention, there was significant difference in gender, monthly income and

allowance, number of average purchases, considerations and major. Third, as a result of analyzing

determinants of purchasing intention, there was significant difference in monthly income and allowance,

number of average purchases, and sincerity. Fourth, as a result of analyzing determinants of purchasing

intention, there was significant difference in gender, number of average purchases, considerations,

major, creativity, aesthetics, interest and tenacity.
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Table 1. Demographic characteristics of survey subjects

Division Frequency  Rate(%)
Male 156 47.1
Gender Female 175 52.9
20-24s 112 33.8
A 25-29s 129 39.0
& 30-34s 58 175
35-39s 32 9.7
-150,000 won 49 14.8
Monthly -300,000 won 94 284
average income  -500,000 won 49 14.8
(pocket money) _1 000,000 won 57 172
1,000,000 won- 82 24.8
1-3 130 39.3
Annual average
Number of 4-6 116 35.0
Sports Apparel 7.9 43 13.0
Purchases '
10- 42 12.7
Brand 63 20.5
Factor of Price 46 13.9
consideration Design 195 59.0
Function 22 6.6
Mator Athletic 184 55.6
: Non-athletic 147 444
Total 331 100.0
AHEE e (423, S8 (4R, AT (3E)
AR (BED) & 14532 & A79 549 5 +
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A AF g FEe el RS 2tE JdF oS A
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Table 2. Composition of survey Table 3. Product characteristic factor analysis result
Division Definition of variables Scale Factor Originality Aesthetics Symbolic ~ Scarcity
Gender, Age, Monthly Originality2 922 019 134 .180
General average income, Annual Originality3 .869 .009 .140 254
characteristics average, Number of Sports Originality1 782 355 067 187
Apparel Purchases, Factor Originality4 .698 486 .108 225
of consideration, Major categorical Aesthetics1 .149 .856 329 127
Purchase Aesthetics2 176 854 368 079
. Yes / No .
experience Aesthetics3 128 818 385 .053
?urch?se Yes / No Symbol¥c3 121 284 811 238
intention Symbolic2 161 378 778 155
Originality, Aesthetics, Symbolicl 111 423 77 .046
Product . . -
iy Symbolic, Scarcity Scarcity3 139 189 -.043 874
Characteristics . . .
(5 point Likert scale) continuous Scarcity2 249 -.022 266 838
Brand Competence, Excitement Scarcity| 348 .080 233 .700
Personality Ruggedness, Sincerity Eigenvalue ~ 3.030 2940 2438 2246
(5 point Likert scale) Dispersion(%) 23309  22.615 18.753 17278
accumulate(%) 23309 45924 64677  81.955
AZEAT AT FAETE AZ2S 9 =4 Cronbach’s a 900 939 878 817
% EXM(principal component analysis)S %3} . .
233 (orthogonal rotation)®19l varimaxih Table 4. Brand personality factor analysis result
S A gEte] 8918 FEET. AFEA = 3t Factor Excitement Competence Sincerity Ruggedness
QOIEANS AN E A}, A A E 81.96% = 47) Excitement3 875 153 .053 243
Excitement4 174 259 .038 .280
) =Z21%]9] o 2 =234 AlmjA] AAA]
ol gdle] FEHRIor, A% 534, And, 444, Excitemen2 772 191 123 265
slan o2 WHstgtTable 3). 24 =9 ﬁ‘ﬂ@ A Excitement] 691 128 085 196
2o % ()5 olAS U 9lo] eolAAx e Fox Competence3 118 .850 .049 230
Competence4 322 11 .053 307
ELTF & o= Song, 2014). T3k & P
N &; ‘JC‘:EIIX)\L?( H og o ) Competence2 338 629 .261 -.035
ATl AR AEFe S sefst] st Competencel 201 611 29 -036
Cronbach’s aAlFE ©]&d WALHAA (internal Sincerity3 .090 087 887 108
consistency reliability) ¥4 AAIG A= Sincerity2 -.068 010 829 -112
817~.939Z Vel HA AF w7} vpa =& Ao Sincerity1 195 178 816 213
Ruggedness3 398 .054 .025 173
= HERH. RuiiednessZ 300 246 116 769
Hallc NA] ‘]—EL 5 Jq_o 1BAL AAE Azl % ’ ’ ’ ’
BAE 7h el he fﬂe_ A1 At Ruggednessl 362 406 163 54l
A ARE2 17.86%2 4709 81lo] FEHNom, & Eigenvalue 3365 3.031 2458  2.047
Zy TulA §5A, AAA Z3elste 7 wwsgict 7t Dispersion(%)  24.036  21.6438 17.557 14.618
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Table 5. Reliability analysis by factor
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Table 6. Results of descriptive statistics

Measure Division  Variable Variable  FrequencyM %/SD
Originality ~ Fresh/Unusual/Unique/New Purchase Yes 127 384
Aesthetics  Stylish/Attractive/sharp . experience No 204 61.6
categorical
It helps to express me Purchase Yes 248 74.9
I can keep it by owning my intention No 83 25.1
Symbolic  identity Originality 4.05 0.75
Product . -
Characteri It helps when others judge Product  __ Aesthetics 3.54 097
stics me' _ Characteristics ~ Symbolic 3.43 1.04
It is sold with limited supply Scarcity 305 073
continuous : '
Scarci ;['hilre are not many people Competence 3.48 0.88
carcity o . ave Brand Excitement 3.90 0.83
It is rare compared to general .
personality ~ Ruggedness 3.75 0.87
products .
Competence Successful/Confident/ Sincerity 2.92 0.79
P Trustworthy/Leadership
Brand Exciterment It is state of the art/rich in Zpo] 2 Yelllon A5 92 820 A9 1574 o]3ke}
Personality o E[I‘nagi}rll/ati?n/ljn.ique/ir?teresting 500k o]ate A 2 zto] S Uehth 9310 AL
uggedness  Tough/active/pioneering Ay 2 Do o
Sincerity  Truthful/sound/honest 10:64 ol 1-38)ell A 2 Aol Uepilon, nFe
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Table 7. Purchase experience crossover analysis

Purchase experience

General characteristics Division All X
Yes No
Male 64(41.0%) 92(59.0%) 156
Gender Female 63(36.0%) 112(64.0%) 175 881
20-24s 41(36.6%) 71(63.4%) 112
25-29s 60(46.5%) 69(53.5%) 129 -
Age 30-34s 12(20.7) 46(79.3%) 58 11.822
35-39s 14(43.8%) 18(56.3%) 32
-150,000 won 27(55.1%) 22(44.9%) 49
Income and -300,000 won 34(36.2%) 60(63.8%) 94
-500,000 won 11(22.4%) 38(77.6%) 49 12.919"
pocket money
-1,000,000 won 19(33.3%) 38(66.7%) 57
1,000,000 won' 36(43.9%) 46(56.1%) 82
1-3 12(9.2%) 118(90.8%) 130
4-6 69(59.5%) 47(40.5%) 116
Number of purchases 7.9 19(44.2%) 24(55.8%) 23 81.089
10~ 27(64.3%) 15(35.7%) 4
Brand 37(54.4%) 31(45.6%) 68
. . Price 21(45.7%) 25(54.3%) 46 -
Factor of consideration Design 63(32.3%) 132(67.7%) 195 12.608
Function 6(27.3%) 16(72.7%) 22
. Athletic 87(47.3%) 97(52.7%) 184 -
Major Non-athletic 4027.2%) 107(72.8%) 147 13.922
Table 8. Purchase intention crossover analysis
General characteristics Division Yes Purchase intention No All X2
Male 108(69.2%) 48(30.8%) 156 .
Gender Female 140(80.0%) 35(20.0%) 175 091
20-24s 89(79.5%) 23(20.5%) 112
25-29s 93(72.1%) 36(27.9%) 129
Age 30-34s 39(67.2%) 19(32.8%) 58 5123
35-39s 27(84.4) 5(15.6) EY)
-150,000 won 46(93.9%) 3(6.1%) 49
Income and -300,000 won 65(69.1%) 29(30.9%) 94
-500,000 won 39(79.6%) 10(20.4%) 49 14.660"
pocket money
-1,000,000 won 37(64.9%) 20(35.1%) 57
1,000,000 won- 61(74.4%) 21(25.6%) 82
1-3 85(65.4%) 45(34.6%) 130
4-6 100(86.2%) 16(13.8%) 116 "
Number of purchases 7.9 30(74.4%) 11(25.2%) 83 14.190
10~ 31(73.8%) 11(26.2%) 42
Brand 51(75.0%) 17(25.0%) 68
o 0, 0,
Factor of consideration DPerslf;n 12 681((6802.963)) 1?219714/)0) 14 965 28306
. 0 B
Function 8(36.4%) 14(63.6%) 22
. Athletic 153(83.2%) 31(16.8%) 184 .
Major Non-athletic 95(64.6%) 52(35.4%) 147 14.928




Table 9. crossover analysis of purchase experience and
purchase intention

Purchase
experience All
Yes No
Frequency 115 133 248
Purchase
Yes intention(%) 464%  53.6% 100%
Purchase
Purchase expetience(%) 90.6%  65.2%  74.9%
intention Frequency 12 71 83
Purchase
No intention(%) 14.5%  85.5% 100%
Purchase
experience(%) 9.4% 34.8%  25.1%
Frequency 127 204 331
Purchase
All intention(%) 384%  61.6% 100%
Purchase 15000 100%  100%
experience(%)
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Table 10. Purchase experience logistic regression analysis

. . Odds
Variable B Sig Ratio
Gender(1) Male -507 137 .603
20-24s -208 767 813
Age(2) 25-29s .053 934 1.054
30-34s -1.357 .050 257
-150,000 won -.067 914 935
Income

-300,000 won  -.907 067 404

and pocket 550000 won  -1413 018" 243
money(3) 1 000,000 won 174 750 1.190
13 3653 0007 026

Number of 4-6 706 169 493
purchases(4) 79 41299 018 273
Factor of Bra.md 1381 048"  3.981
aeor Price 1179 099 3252
consideration(3) 1y Gom 2063 920 939
Major(6) Athletic A1l 269 1.508
Originality 049 826  1.051

Product Aesthetics 411 .052 1.509
Characteristics Symbolic .008 964 1.008
Scarcity 044 831 1.045

Competence 345 .091 1.412

Brand Excitement 268 247 1.307
Personality Ruggedness -201 377 818
Sincerity -819 0007 441

Cox & Snell R>=.330 Nagelkerke R>=.449
Comparison group: (1)Female, (2)35~39s,

(3)1,000,000 won-, (4)10-, (5)Function,
(6)Non-athletic
*pC.05, ***p(.001
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2 &5 3 §E, 97 7995, 2eeel4 544
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Table 11. Purchase intention logistic regression analysis

Odds
- B )
Variable Sig Ratio
Gender(1) Male -901 008 406
20-24s -571 417 565
Age(2) 25-29s -1216 062 296
30-34s 21015 132 362
Income and 150000 won 1428 065 4171
ket 300,000 won  -471 336 625
P ; -500,000 won 439 414 1.550
money(3) } 000,000 won 044 922 1.045
13 2251 615 778
N““ﬁber (;f 4-6 1255 027 3.507
purchases(4) 79 793 194 2210
Factor of Brand 1.050  .104  2.856
ideration(s) Price 809 205 2246
consideration Design 2055 000 7.806
Major(6) Athletic 1.003 004" 2727
Originality ~ 1.143 000"  3.318
Product Aesthetics 957 0007 2.604
Characteristics Symbolic .020 .924 1.020
Scarcity 152 534 1.164
Competence 206 311 1.229
Brand Excitement 798 0027 2220
Personality Ruggedness 482 0457 1.620
Sincerity -038 866 962
Cox & Snell R?=267 Nagelkerke R=.396
Comparison group: (1)Female, (2)35-39s,
(3)1,000,000won-, (4)10-, (5)Function,
(6)Non-athletic
*2.05, **p(.01, ***p(.001
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nA & ol 5HI /A e omAZ H¥stuA e
L2 7411 9o (Kim & Kim, 2010) &2 Q=
25 o] 43t ol EnAIY & o] & ATt A
7oz &8st 3tk (Jung & Son, 2012).
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