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Abstract

The purpose of this study is to identify the effects of sportswear brands' country-of-origin on purchase intention
(PI) in terms of brand personality as perceived by Chinese university students. Chinese students preferred to shop
for sportswear at specialty stores, liked Nike and Adidas most, design was the most important factor when selecting,
selected their sportswear themselves, and gathered information from TV ads. With regard to perceptions of brands
country-of-origin, America was perceived as a developed country, influential to the world, but as having a bad
relationship with China. Germany was perceived as a developed country and as having a well-developed civic
culture, good people image, high technology, high influence on the world, and a good relationship with China. Italy
was perceived as a developed country with the highest civic culture. China was perceived as a developing country,
as having a good people image, and low technology and low influence on the world. Japan was perceived as a
developed country with high technology. Factors of brand personality were sincerity, competence & sophistication,
and excitement. Nike was perceived as having high competence & sophistication and excitement, Adidas as having
high competence & sophistication and excitement, Lining as having high sincerity, and Mizuno's brand personality
was very low. People image, competence & sophistication and excitement became higher, PI of Adidas increased.
If people image, competence & sophistication and excitement became higher, PI of Kappa increased. If a country
was developed and competence & sophistication and excitement became higher, PI of Lining increased. If civic
culture, people image, technology, competence & sophistication and excitement became higher, PI of Mizuno increased.

Keywords: sportswear(2 22 £]9]), brand's country-of-origin( 2 # = ¢/{FX] o] o] X)), brand personality(H #H =
7§ &), purchase intention(7*1j 2] &)
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I . Introduction S HEl Ay 9 YA HE, AF 9 HAE

A &40 e FAHL ¥ L=tk 53] 9

FTaE MY olF FEER AFEES 585 AR2 olu A= BRE fAE FAsted Sagt

AL, AFASE BN AA Y T EEEs) fqoR Iy e 7|gES 55 A=

HA = a50] FFEHIL oA7FAIZEO] FolE oA & A&t RAUAEZY WM FHEE
we} A3 Ao gat BAE opx 3 Amx Z 7k 71tk (Ahmed et al., 2004).

F7F S7FE )l oo wheh Az = o} A= Iy F54 AFE F7TE S Ao A

=7 Ao, 20084 Hlo] F(bn) &H Y i g7kl et

AN S=UEY Lx2ef A digt a4 Ol

Foi= F5oHA =L, ofof et Az =g o HES 24T A

figt 8570 ot th(Kang & Peng, 2010). TFolAe = Hgt Ji
TR AALE AT AFE st 3 HAES datA oA

o, = AZT AA o2 detol A duEe o oo nAes T

T2 2xzgols A9 FFlA AAtE7] o Hiagle 22 Axxd
of M= AAA Y AL ofuj Ao gigh A wATF g PyAIE
ool tiFsn], HHES ditA= Al gotAY T Lx2d
AL =7 ofulA R B Fastiy, 1 AFY # e 22 Axzgol B
of & 9%= vA(Ko, Kim, & Zhang, 2008). g AgE A% 712 ARE
A wEol 2 =7t HEE $= *l"“’ﬂ
Aol B7E w2 dAol7] Wzl B
%&Xloﬂ gt A77F SOl A= o] F0iA]7] Al

mérlrrﬂrlomrgmlo_%w M= o 2 oz 1o fd A

Fth(Chen, 2009; Yan, Jlang, & Zhang, 2010), &

© mlo i o -

& Z= o) Al

A= ¥ A F-(Chen, 2006)7} o
EHJ&*%OI 174 AHgots Az 2ol H
2 7H otk aeEs £ o
S Ao R Ax=YY
} B2HE A Az
stefstol Frof A A4k

BAEO] YA o
ARE 7]
Aol Astaz
£9] 7% £
ABstax w.

II. Review of Literature

1. Fashion products purchasing behavior of

Az zo] HAlt: Za9 Ao ot 24 Chinese university students
zgsto] A G AAT2E Gl g2, 4 B A Fa T ES 1980 FHHEE 1990
SO A4 ojulAk 1 HAS Aot Tuje] ) Hubrle] BAF o, o5 S o 29
of Y2 vtk &, 54 719 BhEg Al of Etrh o]52 20084 Ho]W ZHYE 4 féi
282t BHE A A FlE fFEshd, of A2 heate (i) A etie 2, 37
=7h HRHEY A EF2 LuARTE o get  YAE AR wwo] Aol Astm g=of
A9E B 5 otk ojsh ol A YAAL  AHoln Wst &% Fof, YOoB Fhe| Wt
&9 4 tste] FFAIE TR, e S TE?“ Y Aoz 4Fd Aoz 7ddn.
of 7H42 dFE vXtH(Wang & Yang, 2008). E, o] AAISH F= ARl & HietEE AJZbo] o]
Hfco £42 754 43 44 £40] A Adiet 2] Fopet stell, 123 2845 St
gout, frre AgATAAE F2 7158 & & Aed AR 23 glon], 43Fo|1 BA}
Aol A& i AHA S ety fey, Aol Bt S5 eSS MM FA
AT 5o A S A EsEE ds AT glol EAA AT B9t wol (AA()
of AEH k. HA= o A £A48 fEst i) gnE REn, 421 7pYY N gt 2EE
= Mdol BHE Ji4oln, HHE N2 ot of RO REof Abge SHeHHA AT H
1) el 297 #4714 dH 0w A gA e Kotk Agole ey AdeAAE AFWoY A2
19804 Tf(80 )2} 19901T(90 ) BE AL o5 SHY FulolAo] A FHL & EA7
5 EZAT AN nFAE Aetal, S50 Aste] AlEE 2 UAthLu, 2009).
2) Z7Fet @7te] ZEW 4], Hu 291 AFAl 120 9Ju]gtth(http://www.samsungdesign.net).
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AA] ol A7) 23 ey EL] B

o5 AFHY stolE 1 HAAEL &
?o}ﬂl 24 # gom, eyldA QU= AT
= QQE otubet AL Fofs)
W HE3 dloj® w*if’ Z20t}.
g ol= F(Fy
9] ‘cool’O] ‘ﬂﬂ&‘ﬂ ol &, o]
8, YA 718, 3% A
et o] Eo] EA Al43}
Forsl (k). o] AA o A
) U}Emi(ﬁzn’ﬂltﬂl‘iﬁzﬁﬁw) U 4E Fordt
ek iy, WA THEY, Bk, HnE A
AR, 21 uH*4(H§ﬂ$°’rc‘-1), U Hh(#
sy, E27Hse b, shd "ok Sol it
(Lu, 2009).

F3 A A A et v @ 7o

””° o %

A2 AR, 8 BERE AFS Fotstn, AH4lo]
Aot BHEE 7Fa 9tk 28 2dEv &
A= 7Fof Fofrkz] okw FupE reishe, 2}
Aol 53 AetdS d&518 1 =3t (Zuo, Feng,
& Wang, 2008). 4], &A1 AL FFetax
=i, 53] 14 BAHE 4 AES L5FC
ZH AN 553 Ae AshE wgstuAt =Y
FHeh(Zuo et al., 2008). A, S5 ko] 2t
o A& o, Adolu §4, & Fa, A4y
X{Eﬂ 0]/\]..__4 01601:0 5_7." \:ll—"l o] % E%PS]J]

£

£ Zo}gtth(Bai, Wen, & Lin, 2009). U4, 4
A

A dEE A BdY Ade 22 4

2. Sportswear market in China

A 609 st S AA AFee o
8% YA on], F3o] AT Aetn
g5 oA ol Adte T2 AAY AR
o2 WA Aolth FRHE HAA 959
Aoje], QA dfratd el A Aol o At
(Apparel Magazine, 2010).

20089 Hjo]d LYo

o
:-:F:Ll

o

oz OH
24

FFATY A7 AR

3) FollA el AME-EE W AIAZ Tencent Co. A&

= W4 Azt pojolEe] Ak 5 HAEsT

% RY 875 Ao, FHo) Anzgol 4
BT B AP 2t FH Wold $U
& 4R AR o|F U 1218 A50] 3,000
28 domn Azl et Bo] Fobgon, o
A g A= ZFojgo] FUbstaL Qi) o]eF 2 £
Aol whe} S5 A= o] Al 2kl
o} gEo] 7h&gtetal Qlk. A $59 EF B
E2 gy, otelAnta), 361° AEUAE (International),

B (e Xtep), X2 TH@ ST Qiaodan) S-o] HAf
s 9low, stold|art AFEH ATZLEO A
WekT Qlom, F3e] FeolSo] Hash F3 B
21 = o] th(Apparel Magazine, 2009). 2009 119
AAE 2=AF Aitof 9fshE o] 7] (Nike) 2t oft] o
2(Adidas) 9t & Axzgo] HPC O] wjEe
obF Eth 53] Ho]7] HHES Axzxgol=
TIolA AR Afreol 7HE waL, ottt #y
(%% Lining), 7}uK(Kappa), % %H(Jordan), 2FEl(Anta),
¥ 2~(Converse), 3FUHPuma), Z ZH]oKColombia), =
A g o] A(North Face) £02 B E I t}(Textile &
Apparel Weekly, 2010).

AR et 2z =90 B
oA B dAE &ol7] flsko %
ZholRt 2L fARele dxolw, &
2 dolal Q. w= 9 LPOML )= B
o] el o9} npolF FtH(Michael Jordan)a} 7+
Ulm Axz SRS YRR uA Y-S EioY,

Y 2 2xzx 28 g
71 &5t Ufﬂl%% staL Qlth o= =9 4
0] T 2x2 2L AA YA #4221
BUY7|E Yste A& vt Aol &, oA
oftftiie MFA AEUY FEH v QoA
FESHIL YA, S aH[ Ao A 9HA W skE A
oty Apo] 29| Axz9olE AlFskal Sltk(http://

www.samsungdesign.net).
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3. Country-of-origin of brands and purchasing
intention

YAkA] olm A= 54 =7F AlFol thete] 4]
A7k sk A4 W4, BAH, oA U4k

olc}.
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9 th(Song, Jung, & Kim, 2009).
2 BAAE A ASHANE, AES AT
| o &ste =7 wobA7] o
A9 g2 vE B3 9 AldstEa §l
HAA 9 Aol Tl =7, A =7t 2
=78 HWE d4bA 9 Afgo] 2rtEglo o
ARl =7h A =7h 2 7RG BlE A4
A7F 28k st 7o A o 2 ¢
FZ A7) gzel, g4A At e AR =
7F Aol A ERHEL HabA] Aol o 2 HFe
=31 Q)tH(Chen, 2009).

Ko et al.(2008) #=1} 3tk AB|A}O] AX 2
AldE oo vl 73} AtolA Fa MR
& L2228 EY A YT o g 2HAE

ok o HAE iAo vFE AA 7o, o=

oo
>

=
ui
Hu
ME
B
o

A

2odd et e 0 & o &
T2

o

i

T3 AN BojEs e 2x2 g

2o A AAE T Q7] fRo|1, EHL Fujo

= T8 IFE vA= Mol st qrt
Jung(2010)2 AAZ =7} oju|Aof= 7]& 9 A
FEI F3AAte] QUL mAIA =7F o] Ao

Ir =2

o R ERINE S S L
k@ 7] 7% 9 by SEn Baka
ANA 27b olul A7k AR, HARA, AF

HEUEH 5 BIAH 27 olu Ao
|

4. Brand personality and purchasing intention

oo
N

HYE 4ol B4 HASA 2E ARA
S4ot Aol 2ulAEo] 5 HA=A
A4 78 Q74 EA Y Waelch aH R
54 BUES AU B Yool AEAL
2 Abgate, o3 BY Suol P& HAcSE
Ao AAT FAAT AL Foldehyi &
La, 2002).

HAE AR ARG HAY SAoY HAE
A4 40 o8 FAEn, Azre] hAlol Ward s
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II. Research Method

1. Research problems
2 479 A7 BAE oo 2o
AR, S5 HAEY 2z o] v &
gobatet. B4, % gt So] X 2a AE2
o]l B9 YAtA| o|u[A & HwEtTh AR, F=
WS AZe Axzg o] HAS AYY 8
& vl YA, 3 dstgE 2x2q ol
Al olu A7t BRHE Qg3 S oo mj%|
F& ghoba}.
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2. Questionnaire
20109 1090 = sty 507 & Ao o
B ZAE XSG AEets AZ 2o HlE
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84 AZE9o] HAS WA olnlA7k F5 eSS BAE AN Ada Frhelmel wAE 9 HAEsAT

E ALy ror ELQUSIEE 5 & H {Table 1> Characteristics of sportswear purchasing of
T A3zl YAAE 18sto] n)jZ HAE o) Chinese university students
7], &Y BIAE oftris, ojggjol HHE 7hu}, . Percentage
} Variable Frequency
YE HAPE n2k, S BAE Y& AAsg (o)
o} QAR o]m| A& 2 A5t E3Fo] |8 A3 Department store 73 17.59
A E(Song et al., 2009; Jung, 2010)% 7122 18 Discount store 112 26.99
23l S Likert 3 02 AT QT YAMA] o]n] | Place Specialty store 163 39.28
L A3} 245 A 9, A —E.—Q', 71&d, Internet mall 57 13.73
27h B4 olulA), Fql 57| 6o, 1 G Others 0 | 24
2O AHE ASE T1-842 22 Holgck Design 165 | 3155
cxzgol BHE ML EHste B A Color 75 14.34
4L E(Choi, 2004; Cho, Hong, & Lee, 2005; Cho, Selection | Practicality 86 16.44
Lee, & Jun, 2005)& 212 157), 54 Likert3d 0 & criteria Awareness 60 11.47
FRET. cxze] ] EAE SAse £ Price 132 25.24
2 T AL, A8 7%, GAF AL A Bl Others 5 96
E, AR 5 S, AFEAA Hele A et Self 195 | 46
=3 174, E‘r—i—ﬂjEﬂﬁgolﬁt}. Parents 20 4.58
Decision : ; B
. maker Friends in opposite sex| 87 1991
3. Subject Friends in same sex 126 28.83
= AEALEE) A4S A (BRI 4 Others 9 2.06
ShaL (FRMCEHL) o A sket= SHY 3007 o] itk Nike 130 | 2955
20119 1ol Y SoA HEAE Wxet & & Adidas 101 295
et &, 3gsto] F 26085 AmEA O AHES) Brand Kappa 45 10.23
At JatAo] 51.5%, oJsFAlo] 48.5%0] ]l L} preference | Lining 108 24.55
Mizuno 2 45
4. Data analysis Others 54 1227
SPSS PC(Ver. 16.0)= FAIEA ol AR§3to], Journal ads ) 11.95
g, WE, B4, feEd A5, 29 B4, S0 TV ads 154 | 2045
oA S AAsAT Street style 65 8.63
) Friends 141 18.73
IV. Result and Discussion ?;fu(;lg:atlon Players or entertainers 55 7.30
Internet 83 11.02
1. Characteristics of sportswear purchasing Display 105 13.94
S S Az zgo] uf 542 (Table Outdoor ads 53 770
D3t 2} o5 Axzgo]l FujA] AX =g o] Others 2 27
ARHES ol g5 A9t M Ea, Gt
E a5, dEY £9E S0 o83k AR u Aur)Ee HAdlel b BRI, olof 714
sobAlth $3 oty Eel Amxgel2 FHT  ASA, MY £Oo® Wb, Ax2g o] T4

4) AL 19003 0] dHE e, 135had] AHA O] st AE WA 949m2, 67]2] FHw| 2o
967119 AF, 4= 40,0007 (http://www.suda.edu.cn).
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20| GAEA S ste A97F 7MY B, 54 S =7 BA o A= Wokth £U& Axl=ol
e o]y AFEY 29E We A7 B o, 7l& o] Hojun, $x3t =7F BA ofn| x| ¢}
T3 WSl M Adeshe Axzgo Bl =0 Z3o] 7MY o, AA dFE S ANE
E YolzIfien, @y, ofttts, 7huh, w2k $EE FOUTH E, o] ofd# Y AXlst A
wolqlal, sz zgo] Fujd wf TV Falof A A A A S5 dAYES S0l dt =
HE de A7t M B, FE A daEd 7F BA ojulAY =1l 2L =2 Holjlo,
of, AHY HEEZ FHE3tHrh A3t A, AlA 93, 71edol 7H @A, A
T3 S ES MEe Fske Aol At Ede $4 eEolflth o5 &2 Hste 7]
7] W&ol (Zuo et al, 2008; Zhou & Sun, 2010) & &L £ Woluh M Frot A4 JFYe
Z29o & Aud ff Ai2 AAS= A ¥ TR, AR, S5 57 A oA
i, e FRERE SYste qigidEs 2y o T2 obF Wtk T s> 59 =
71 ffete] HiEE AE Wy g8 EAA AZ dofl gt o] ofF E=dl, ol FY
st7] date, 87] Foll= dFEE ZIsAld A8 A =7t ofn|AE gol7] HA =7F Ao A =
3t7] wEofl(Lin, 2006) = 2+59 A& ol A2 AA B3ket e A717] Hste] k¥ sh=
grofgols A7t 2 AR 554 7P 2 FHI AH2 FoldrkLiu, 2011). T2t
o] 5 Yol thek whto] 7 w2Hl, o]« 1937
2. Comparison of country-of-origin of brands HEE dES Z233of dist AFAY S doF
Az zgo] dibA e %7t oA S HwE 2 T3 AMIAE Wkt AR A F
W= (Table 2)9F At} 5 WSS wxe sRon, A= dEe v=d sUS %
Ax=olm, AlA &= 7P w31, AWEs7t  shal, $59 Aol AX = A AAlsta A7) o
wou}, |&es Y SREE F7 2zoln], & R A3} uae] gigt 7% WorthSun, 2011
{Table 2> Comparison of country-of-origins
Brand. Country-of-origin Mean tvalue -
personality Germany Italy China Japan
USA 4.22(A) -.29 9.20*** 20.57*** 13.40%**
Germany 4.22(A) 11.02%** 21.22%** 13.64%**
Development | Italy 3.96(B) 18.52%%% 4.76%%*
China 3.00(D) — 14.48%**
Japan 3.82(C)
USA 4.58(A) 11.62%** 21.47%** 23.82%** 11.45%**
Germany 4.29(B) 15.63%** 18.39%** 2.98%*
ESL:E:;“’ Italy 3.73(D) 8,534k — 11.68%#
China 334(E) — 15.63%*
Japan 4.19(C)
USA 3.96(A) 4.09%%* 1.11 6.69%** 17.51%**
Germany 3.84(B) —3.23%* 4.34%%* 14.09%**
Civic culture Italy 3.93(A) 6.39%** 15.58%**
China 3.63(C) 6.85%%%
Japan 3.24(D)
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{Table 2> Continued

Brand. Country-of-origin Mean t-value
personality Germany Italy China Japan
USA 442(C) —222% 10.11%** 2227k 4.60%**
Germany 4.49(A) 12.92%** 23.17%%* 6.65%**
Technology Italy 3.99(D) 16.61%** —6.71%**
China 2.97(E) —19.83+**
Japan 4.26(B)
USA 3.17(D) —7.775%x* — 4. 43%xk —18.69%** 12.05%**
o Germany 3.46(A) 4 81+** — 15.77%%* 16.04%**
ijtlﬁt“’cnmﬁp Italy 3.33(C) — 17,7700 14.98#%%
China 4.33(B) 22.18%**
Japan 2.65(E)
USA 3.58(B) — 6.59%** —2.55* 17.96%**
Germany 3.84(A) 4 45k 6.59%** 20.95%**
People image | Italy 3.69(C) 2.55% 19.33%**
China 3.58(B) 17.96%**
Japan 2.49(D)
Ep<.001.

P.S.) Alphabet is the result of Duncan’s multiple range test.

3. Comparison of brand personality Ao Qol4z
23 sySe] Aze AZzYe] HAT A &

{Table 3> Factors of brand personality

Variance
N . .
ame Contents Factor loadings Eigen value ( Jative variance)
Down-to-earth 91
Factor 1 29.20%
Sincerity Honest 91 7.05 (29.20%)
Wholesome .66
Intelligent 77
Factor 2
Successful 77 20.87%
Competence & 1.60 (50.08%)
sophistication Upper class 66 e
Charming .60
Cheerful .84
Darling .83
Factor 3 Spirited 77 1.07 19.36%
Excitement Imaginative 77 ’ (69.44%)
Up-to-date .66
Outdoorsy .56
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{Table 4> Comparison of brand personality

oY,

84 87
FUHL B2 SEO, S50 L ARBE ok
WA A2 Yt F3 dAAES F3 £F
BYEQ e HAE AN Pate HURL
obf ot $%% W ARYT FuHL ok v
Sheh. mlzio) A, HAK, 953 W AAY, F
WS LE 7P Wgow, ok F3 tahSel
23 Qe BAEY AN AR g ofv]A
7 obs word 2 A7l gEm AAsholn

4. Variables which effect on purchasing intention

To 5 Axz2go] BEHE Fujors
Hlasty] Hfsto] diS 28 ¢ A5 AR 2ie
(Table 5,9 &t F= PS5 Hol7] et of
topsof gk oot 7Y ok o] At
20109 60| Fo)| A ZARSH Ail(Textile & Apparel
Weekly, 2010)9+ & ] =] 9} t},

ulZo] dist oju] A7t whol7] o] HAE A4
Frjol o] uHi AL (Table 6)3} 2}, 2
ey S u Fle) g s7o] £L4E Y

Brand personality Brand Mean - value — -
Adidas Kappa Lining Mizuno

Nike 3.07(C) —4.58%* —2.87%* —7.98%*** 1.47
Adidas 3.24(B) .59 — 4,54k 4.88+**

Sincerity Kappa 3.21(B) —4.770%** 428k
Lining 3.45(A) 6.91%%*
Mizuno 2.97(C)
Nike 3.61(A) -.08 6.67+** 557k 6.21%%*
Adidas 3.61(A) 8.23%* 7.19%%* 8.35%*

;ﬁﬁ:ﬁgn& Kappa 3.28(B) - 95 2.78%*
Lining 3.31(B) 1.74
Mizuno 3.15(B)
Nike 3.83(A) 1.80 571k 7.59% 10.46%**
Adidas 3.76(A) 3.88%** 6.33%%* 10.19%**

Excitement Kappa 3.58(B) 2.52% 7.28%**
Lining 3.48(C) 3.79% ¥
Mizuno 3.17(D)

*Ep<.001.

P.S.) Alphabet is the result of Dunca’s multiple range test.
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{Table 5> Comparison of purchasing intention
t-value
Brand Mean
Adidas Kappa Lining Mizuno
Nike 3.81(A) 2.06* 9.03%** 4.05%** 11.45%**
Adidas 3.70(A) 7.28%%* 2.58* 10.20%**
Kappa 3.18(C) —4.774%xx 4.40%H*
Lining 3.52(B) 6.68%**
Mizuno 2.88(D)
*p<.05, ***p<.001.
P.S.) Alphabet is the result of Dunca’s multiple range test.
{Table 6> Variables which effect on purchase intention of Nike
Dependent variable Independent variable Beta R F
Sincerity People image 25 .06 16.13%**
People image 23 .09 25.11%%*
Brand Comtentence & I . " lture 28 11| 16.03%
. sophistication
personality Development -.17 12 12,39k
. Civic culture 28 17 49.02%**
Excitement
People image 23 .20 30.74%**
Country-of-origin | People image 32 .10 26.82%**
Purchase intention Competence & sophistication .36 28 97.00%**
Brand personality -
Excitement 31 34 65.57%**
*Ep<.001.
o719 HHAE A AAgon, 1 AREe % W ARES ¥ A4Hon, 1 4gde 1%y
Atk olEE w1 Fuol o 2ol £ A oh 59| AuEsel 3 TFE $L4F ol
NEstE 2, Ads AEE ¥ 5 Uol7]Y 2o Folde A A4ged, 1 Ay
e % AldEe w4 A43a, 3 Ay %A =dof ARZe7t £, otyut A9
12% Ak w=o AEstel =1 a0 225 % % AdEH Fudel Eeas T Hod
g o719 JuAdE A A4, I AYEe 59 ottnA Fujor gopplon, I A9Y
0%} 0] e i sge] B, tolzle & 30% 4t
58 L ABBY Fulgel $L4S FF A ogelope] o olnlA 7 Aukel HAE 4
WEY tol7] FHYEE FolH:, 1 4FEe 3 PujojEe] Xt JFL Table $I} 2.
34% 9. F3 YAEe olgelote] Yt 7 wA ofn]
ol et ol A7} ofyrp o] HHE |4 A7V ges 7MY A4S =4 AG3eH,
o Fujelze] vAs FFL (Table DI Zk. 2 A2 2%%ch E oot AA FFY
T WES 5YY AREsE B4, A-dE B SRl #2905 7MY 5% 9 Al
o =7t Yers oftuad AAAS A A = =4 4o, 2 Ay 10% A oge
Zglon], 2 AgEL 1% A E oj52 5UY ofe AlRlEst 7w, =9 g w4, A-T
ARZ3E 4 A4S ofdtpa f5d 3 A=rt HeaE 7o) Tujds B4 A4
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{Table 7> Variables which effect on purchase intention of Adidas

Dependent variable Independent variable Beta R F
o Civic culture 33 .05 14.43%%*
Sincerity
Development —-.16 .07 9.75%%*
Brand | Competence & | oy o o ture 34 11 30,4105
personality | sophistication
Civic culture 25 .10 27.08%**
Excitement
People image .14 A1 15.67%**
Country-of-origin | Civic culture 23 .05 13.63%**
Purchase intention ) Competence & sophistication .36 33 123.99%**
Brand personality -
Excitement 33 .39 79.85%**
*Ep<.001.
{Table 8> Variables which effect on purchase intention of Kappa
Dependent variable Independent variable Beta R F
Sincerity Relationship with China .16 .02 6.35%
Competence & Influence to the world 23 .07 19.60%***
sophistication | People image 18 .10 14.23 %%
Brand —
. Civic culture 20 11 20.75%%*
personality
) Technology 31 13 19.58%**
Excitement
People image 22 15 15.60%**
Development -.23 17 13.59%**
Country-of-origin | People image 23 .05 13.72%%*
. . Sincerity 25 .55 153.85%**
Purchase intention
Brand personality | Competence & sophistication 47 .50 251.06%**
Excitement 14 .56 106.38***

£p<.05, **¥5p<.001.

o, 2 AYgE 17% Atk ofgeforl et =l d2ofl digt ojuA|7}h mjzlke o] HHE J|4d 3}
Sqol &L, 7tutel AN, fe® R AHE, & P Ee] mAs YF2 (Table 10037} Lt F
el w&E T WeE2 it s S e & Sule dE s Anest
= Borlen, 1 492 56% At € ¥ AggeE nzkd YA w4 AL

F=ol ook ol A7k gl HAE AR o+ gon, 2 dgEe 2% E g Sl ot
ool vAE gF2 (Table 9oF Ao F=  ZgH 71E8o] 2545 W2k f53 2 Al
gt e =9 Ad=e J=g =/ A48 dd& =4 A4ReH, 2 A9 19%A0h ¢
5 29 BRHE NS =4 A4en, 1 2 A4 9, SuE, 7ledol w1, w2k
A 42 1%, 21%, 23%At E ole2 & 9 f5% % Addd Fv4ol #&4F vz
=9 Ad=et A=7F £3, 2dY e ® A o FujolEs gobplom, 1 dEYS 54%%H
dET Fudol 2% 2 FildEe = YAz ojm A= ol FA FFE VA
gtou], I A2 55% At € 42122 Agerh= Wang & Yang(2008), 7%
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{Table 9> Variables which effect on purchase intention of Lining

Dependent variable Independent variable Beta R F
Sincerity Development 33 A1 27.40%**
Brand .| Competence & sophistication | Development 46 21 56.63%**
personality
Excitement Development A48 23 64.83%**
Country-of-origin | Development 42 18 46.87***
1 ek
Purchase intention . } Excitement .55 53 279.52
rand personali
personalily | Competence & |, 55| 149.58%
sophistication
*Ep<.001.
{Table 10> Variables which effect on purchase intention of Mizuno
Dependent variables Independent variable Beta R F
o People image .30 18 36.38%**
Sincerity
Civic culture .26 22 24.52% %%
Brand Competence & People image 33 13 24.63%**
personality | sophistication | Technology 27 19 20.27%%%
) Influence to the world 33 11 20.80%**
Excitement
People image .26 17 17.79%**
Civic culture .20 .14 27.66%**
Country-of-origin | People image 23 17 17.70%**
sfesksk
Purchase intention Technology 17 .19 13.84
.| Gompetence & 4 50 174 43555
Brand personahty s()phlSthﬁthn
Excitement 33 .54 99.79%**
*Exp<001.
AR 2ol £ kY BASE FFASAA AANEAL A, Yol P Hska, TV %
Fo AL 73 5 FAE A 7#%% Yanet 18 JEACE Fgaer
al(2010)9] A7ATE B ATE A A 57, 3 g se nRe AdZoln, A4
Qe 21, AR} Fou, F23 27 B
V. Conclusion and Suggestion Ae 24 @A A4 54L& AR=old, 7]&
gol gL, F=0e S7F #At = T &
2 QT e T dedEE WEeR A% 1, A ¥ AR £ES B4 A4
Z9of BHE] 44 ojm[ A7} HHE A4 A ojgglote M=o, AZd= o, AlA
Zhap o olEof nj A= Y-S wofstalal st T, 719, T4 =7 A, 29 T3S
2 A9 2% e 2d WA A4R S5 S S50l W =7t
AR, T oS 222 FuiA A2 FAY F9 54 Boy, Fato] X Ak,
zHof AEMAS F2 o83k, 22290 E A4 9FY, V1&gl M BA A4k Yr
HEg o e b FaAsE, Bolol T sjsEe wou), AuRs) 33 27 B,
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TR E ofF WA Azt < A ste wAY HEs AEsior & Aol
A, ~xzgol BRHEL H4 @l F44, T4 EZ BAE 2d2 22 B g
T 2 A", Fuldoldth T dsES T Qs HAE Y 458 AEE, Srde
wol719] JARE Rou, f5% ¢ AHdd 5 Narst7] 9lstol k=esfop & Aotk =4, A
nAdE 7 E=A, ottt Ay 5 2 AHE D 2EY Axzo] BRESO| fEE FIodA
T 7 = A, 7] e 2 AlEEE of RATE DL Qloj e PARA] oju A= HujejEe] 3
92, Y AAGL ofF o 5 2 Al Y YL w2 D7 Hu, u=53} ojgeof
AP FudE ofF WA, v2x9 YA, 5 £ AUEHE Foli, Y2 ARESE Foli,
o 9 AR, SIS 2R P WA ALY Y22 AES, A3, 7]ego] wo]7] $8t
A, S5 dEES Hol719 ofrjriio] o of k=dsfof 2=9] =7} oA FAHAA F=
o POt 7P w3 olE2 =l gt = Lxzgo] AgoA A= HH =] Fujojrs
9 3ol E24E Yol79 AAAE A, =Y =4 5 & Aotk =79 EF 2AEQ Y
S AR 21, A s YEeE o AL, F=o] Hor ¢S AW F=
ot 2 AFEE w4, AUESS I3 240 HRBEY e oS =obd Aot A,
575 TS =, viwel digt SR, & sxz9ol BlE A F 458 AHE, S04
8 L AFET FuAE A A4ESF o] < = YR d4EE a0low S g
o Fufe e EUT S gt AuEset A HeEd HBeE Ax2YoE 7|8 Ee utAd
Ax Ae7 #5405 oitdr2y Ad4E #7, stele B dA M AAETE 5T, Al
ARZ7E #558 58 2 AdEE =4, A g, Fujde & Fojof & Aol
ekl w1l agto] EeaE SuAS A A4
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