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Abstract

The purpose of this study was to investigate and verify interaction effects of
collaboration and brand origin as well as fashion involvement on consumer
attitudes towards global sports apparel brands and Chinese local sports apparel
brands targeting Chinese consumers. A survey was conducted on 425 Chinese
women aged 19 to 34 years. Data were subjected to frequency analysis,
reliability analysis, t-tests, 3-way ANOVA, and simple effect analysis. Results of
the study are as follows. First, fashion involvement, collaboration, and brand
country of origin all had a significant effect on consumer preference of Chinese
consumers when purchasing sportswear. Second, fashion involvement and
collaboration in purchasing sportswear had a significant interaction effect on
consumer preference. Finally, collaboration, brand origin, and fashion
involvement showed significant three-way interaction effects on Chinese
consumers' preferences. Results of this study can help establish an efficient
marketing strategy for Chinese local sportswear brands, which are fiercely
competing with global sportswear brands in the Chinese market because they
can examine Chinese consumers' attitudes toward sportswear brands. To
accurately compare global and local sportswear brands, it must be assumed
that there are no differences in brand preferences among consumers. However,
as this study selected each brand as the research brand ranked as the top
preference, this aspect was not taken into consideration. Therefore, in future
research, it is necessary to consider differences in brand preferences and
conduct the study accordingly.




A2 - R - 243 ) ARR glof HACo| Zazold, d4kz|, FBBOEIL SJAH|2}e| Sol=0 O3

rir

qE 127

19789 S= A A Y olF T2 L;WES AAA
o] 712 G&E sttt 20089 28971 olF, =
7t BALAY 2HE Y9 fEHOE WS AT g
FYohs MgFog WelstA =gl o]2jdt ¥dle vy
o} offtpAe}t e ¥ Ax=do] HAEEO] 24V
ol Fog At FHCE ISt e = s
AP ddeR 4H] FA9 T4 R RS St
11, FteH(Anta Sports Products Limited; Z2E5(AE A& ER
A7)t 2]Y(Li-Ning Company Limited, ZFTHRAF)
59 $% U9 24 2xx HisEo] FAYSH she
AZ17F =St §5] 2008A} 2022 H|o]Fo4] kA 2
A SRS ANHhAA =9 37 A Axx S
AFAoR Aefet F= AR A dYe] F= Ul
z=9o] AL 20224 6,157 D=(eF 7702 el A%
TPRE 7HAI eHMarket size of sportswear in China,
2023).

olHH Axzgolo] tiet T AHAES $a7 I

[>

i 2mzge] BAEgEe] Aol AdaEe] ner Ax
z9lo] BACEL AFAoR Tk wHY WS Ag
st olet. 53] ekreold ke hAA wateh s
2 4 £BY 4 Srks Mol AXz HUESolN =
WA o8k Sl mAE AHefoltt Zepwdoldo] Ax
290 APl Sy ek 5 SR Ay SN An
z9Jo] mYlse] epuelold wue] e A7 F24
of sl glott 3 WA AL o ofeldl

i
FEtHeold Ave T2 o5 Bl s IUA
LH(Chen, 2018; Jin, 2015; Kim, 2017; Mei, 2017), A%
Zgo] BRHEE dfoR sl Bt A=y AE
EAof| et AF(Kim, 2020; Kim & Lee, 2017; Mun &
Mun, 2016)2 FHAQ] HIC R o]Fox] Qlrt.
For 2xzgo] AR FA b §Fe] 22 B
, 27 U 22 BE §Fo] F7t /AT Hisgo
A% = 24 BRSS9 A7t BHIAE Ao
HDongXing Securities, 2019). 2010t FH71A]
Ao 2ol W Axzgo] AFoN =&
e} WiEAE fAlote] AT Y S5 2E B
EE A IS} HFES =oln Sk F Axz
Aot T 24 BHAlTrt 2Gst
BE 4tz AnHape] Aafo
o7 Zkgstul Qtk 7|EH O R AHAE

|
)

—

(o]
4

T
> ol do

nE i

o
(o]

© In
>
ot
)
>
il
Hu

o X, o oo hu o 4
oM,
o
ﬁOL

fo
st
2
i
fo
o,

< HHE 2] JRE BHC ofu)z] JHel oA A%
Stal Qlom(Keller, 1993), o] AH= AlEE7F #1274

A @E]o] Bg3tth(Jung, 2011). AXZxe] HAHEES of
°oF BAE AE AR ITEC] gEH iR
ZHZE o] fojudh Jge FE AR UERix
dtHBack & Kim, 2016; Zhu, 2018). o]t AALe]
A gatoll} 22 AHRISo| Aoy AdEArEe] A
£ Hrh 430 Ao dial v =2 AsEet fujo:
£ Hold o] HAE ¢iz]o] w2 g e oulgitt.
F3F S AHAFA ZFE F HIEE ARE Sl
80t (80/E) T 90HHA(90/E) AHIAFES o At
£ e o2 T glo|mAEAS ZER|T gl7] wiel,
NsHozut PrlElgd Axzdlo] AEo| iz A
3 53 S T2 Okt JIRE Skl tk(Yang,
2017). olell wet Fe = AHAES R T AX
zo] AfellA AHAES] & Aoy R Fof
e S FE FPTFALE dF Hglor FES Hg
7b qltk. ERh Axmzelo] HEA Hdcks Zethdo]
Ehe 2pdstE dzRIe] AR EAl
o §34 TALI} Faf Al Fag
2 Kot}
2 S5 A 22 2229
Zzgo] HAES dAjtitor

o

2

1

2
2

N,
=g
Mo

pad)
|o

gL
ko
-0,
2
e é% Fri=A

-

o

1

iy

> rlo

2
g
[l
o
it
il
i)

™Lore e ore

Il. 0|23 HiZ
1. 3= 2Z290] AlZe| 22 U AR 42

T2 AT 22 RAAIEY B A] ASE 5
YopdAet, AH] Aoz AL ZAAE F=A S
ole] wiet FEY Ax=o] HRPCSI Fx 2E Axx
o] BERHEZS] S5 &H] AR A& BIE AR A
gHor &A AZEJS S5 AExzo] A Wd2
ZdeA, n&S9EA, VIR FEA, T2 gagels
GA9] 4dAR o] B 4 thDongXing Securities,



128 OjHE[ZLA 2273 152

2019). TYTAIE 19784 F=to] HA e NS Al
o152, o] A7lele F=ollA OEM Waoz Axzgof
Aistol AlFtE|Qct 19820 22 Axxgo] HlE
Ql Yol7|7t = Uig= Al A HAR ZE37E o]F 1997
| oltjriast EAIEYCE $HHE, 1990dole Hxo] F=t

24 Axzgo] BEQ o] @YHglon] olo] 1991
A SEPARIAER et A BAEE dsiel, T
A A o}, BAE Pee WSl 1 of

doje] gFo] o} FF 24 AxxYo] HAYCEL
20014¥~20114d  Afolof] &4
Securities, 2019). 12t} 2008¥ Hlo]d &d=o] AW
olF A1 fgof tigh FEH wdo R 5| S A U
RE Axzde] BHEES gk Havt BGH, o
2012W5E] F= Ax=go] APGe] 71X EA AlRtE
et 201590 91718 FE3 o] S HE = HA oF &
v 2 A AFEe] w8kl lgdlE et B &
Z=0lo] AFFo] AAE Q5|8 ZHE3tE T Qlrk. olef wiet
20180 Axzgo] AP AFEE 4,010 FE(eF 484% )
2 Ad oiH] 19.5% AAstEa, 2023W7H] 2 A=
ol AFFRE 6,5802 2E(eF 826 Yol B Aoz
A= cHMirae Asset, 2019).

rr

. S2t2old

B R
A

5 o] o] 35 BRE TP 9
o Adshs 4s

fojsta ey

5
A Ae] A e vigoz 9B 5
H%(Jeong & Kim, 2008) "g&jelch. T} BAEeA] go]
s Behaoldel g A WA vel et
ol B A B Rofoto] Fehudlel oz 7
B 4 glow] 33 WAARS BloR A9E Amag
of BUI=o] ojmA Sehudlold Al Table 13 2o,
Ao 57 A U AEzgle] BRI By
o U= ] vt oldt RS Helw 9w,
229 Anzflo] HIESL FEIA Fuelde B
o Ashe WY 57 27 AX2go] BASSL F5Y
el olEgAlete] Be

P& Holal gl

S,
o,
2
o
fin}
d
=)
0.
N
gl_w“
_O|L
k
%9,
rr

2x=go] HaAllto] ZatHgol e Higt A3 AT1ES
AWHEH, Lee(2012)% 20008~201140] &7k 2 4=
£ FHos Arxzgo] AN P FatEdold |
P} gt dfal dakdct. 1 Ak, 20009 5E 2011
7R 2xzEo] Hopol|Ale] ZetRlolo] A&HoR F
7¥otom 2008 o]FREE ARl RE AXx AR
T ekt Hope] AzjEEEe] A Hojole IFEhEd
oldo] Zrlsldtty shdrk. 3 Mun and Mun(2016)&
200 e tisle tifes Axzle] BHE Hore}
EetRYold B Anz EEA 897t AF Bt niXe
Gl dis] zAfetgey. O dyf, cxzgo] Halse]
gEeold AFo] IS k1] %2 AFHTT T
L7 B7HE 9k Kim and Lee(2017)2 §ha dd Ama}
£ gfor Axzgo] HAEA EAH ofE Zehrd
ol AFEAo| Fujozel Aok nx kol tish
ZAEAT. 1 Adt Axzgo] HHE|A st ol F
gReold AF B4 5 AV, 48483 E340] Tl
Lol Aako] fogt AL wXE o= uEhgth
Kim(2020)2 ~Zxz=Bdc Fetdold AES H|x|gh oj
A RS AN 20098 e AnzHAE FetE
glo]d AFEAel
s, AE 549 oty a9l F 534, 434
BHE 7129} SR FAHCR fou
1, 372 BAE JiA|o] BAHCR fonigh dgg v
A Aoz Yepdtt T3t Axx HAT ZetEold B

il

s
of,
olt
o
o

E 7K BIE F4ko] BAHCR Fov|Rt Gk v
e Ao ZAHLE Kang(2022)2 AXx HA:= Zat

H

Hefold #8 % AR R0l AvlAke] oA 7417
Z}, ool Al Gl diste] A2z HIRE FatE
ol A Fuf AHol Sl 20~307] e 2HAF 2127
& e Q7sioltt. A7 dite] wEd Axx HYs
ZetEold Fof meh 2HAh okl ZE] 2zt &
ofgt A7k UL, AlE £99 2Aart EAshs
2o Yyt ¥et Axzx B
gk auizte] 7 F AREEA 8 715E A
p7h Fejelwe] ot A g wiAe AR e
et

opde] A5 aofshd FetHHloldE Mgt Axx
of AFe Feiele 8 wojk Fof 4wt Hko] 344
1 FFgE viAH ZepREeld o AE #3 w4
b EfE=el] Apol7h vhehar Slck,



>
Fo

S QM - P | AZZ g0 BUSe

oL ——

SatHeold, dM|, FABoI=I} STAH|2te| So|d| OJ3|

qE 129

rir

Table 1. Collaboration of Sportswear Brands in China

Collaboration Brand Origin Brand Year

Collaboration Partner

Collaboration Products

Category
Stella McCartney .
2005 (British Fashion Designer Designer) Women's Sportswear
Adidas 2006 Yohii Yamamoto Sportswear
(Japanese Fashion Designer)
Prada Bag
2019 (Luxury Brand) Sneakers
2019 Peaceminusone Sneakers
Nik (Korean Fashion Brand) Sportswear
ike
Global 2020 ~_Off-White Sportswear
Sportswear (Italian Street Fashion Brand)
Brand 2018 TYAKASHA Women's Sportswear
) (Chinese Womenswear Brand) Sneakers
Fashion Puma
+ 2020 ' Randomevent Men's Sportswear
Collaboration in (Chinese Menswear Brands) Sneakers
thed same Feng Chen Wang
industry i i i
(Chinese Fashion Designer Brands) Women's Sportswear
Koché
Converse 2019 . Sneakers
(French Fashion Brand) Accessor
Faith Connexion y
(French Fashion Designer Brand)
XLARGE Sneakers
5019 (American Street Fashion Brand) Sportswear
- Pronounce .
Chinese Local Li-Ning (Chinese Fashion Designer Brands) Men's Sportswear
Sportswear - .
Brand 2020 _ Neil Barrett Men's
(Italian Menswear Brand) Sneakers
Opening Ceremony Children's Sportswear
Anta 2019 (American Fashion Brand) Sneakers
. Kanye West
Global Adidas 2015 (American Singer) Sneakers
Sportswear -
Brand Puma 2015 /nanna Sneakers
(American Singer)
Kaws
2007 (American Artist) Sportswear
Fashion HongQi .
+ o 2018 (Chinese Car Brands) Sweatshirt
Collaboration Li-Ning People’s dail
between 2019 (Chi P M d'y) Sweatshirt
different Chinese Local inese lviedia
industry Sportswear 2020 Jackie Chan(REE) Sneakers
Brand (Chinese Actor) Sportswear
2019 Coca Cola Sneakers
(Global Beverage Brand) Sportswear
Anta 2018 NASA
~ (National Aeronautics & Space Sneakers
2020 Administration)
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Table 2. Result of Group Segmentation of Fashion Involvement
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Table 3. Results of Exploratory Factor Analysis

Variance Sources Factpr Eigen Var_lanceo Cronbach’s «
Loading value explained %
| always pay attention to information on new fashion
.768
trends.
Compared to people around me, | buy new trendy clothes 778
early. '
| think | am a good advisor on fashion. 726
| always carefully read fashion shoots or articles in
; .696
newspapers and magazines about new trends.
| think | know more about new fashion trends than others. 677
| think | have a better sense of fashion than others. 672
Before the season changes, | always look at fashion 657
magazines or catalogs to check out new trends. ' 5.610 43.15 .887
| want to be recognized as someone who dresses well with 651
a good fashion sense among people around me. ’
Even if | don't plan to buy anything, | often go window
shopping in stores or malls to learn about new fashion .639
trends.
Dressing stylishly is an important part of my life. .620
| am more interested in trendy fashion than other people. 617
| don't wear clothes that are out of fashion. .548
| am always interested in looking at other people's clothing
o . 492
when I'm in public places or on the street.
Table 4. The Mean and Standard Deviation of The Preferences
Sportswear Collaboration
Vari s Yes No Total
ariance Sources e G
global China global China global China
4.47 4.41 4.20 4.08 4.33 4.24
high (0.61) (0.65) (0.66) (0.69) (0.57) (0.60)
Fashion 4.44(0.56) 4.14(0.57) 4.29(0.50)
Involvement 3.75 3.59 3.61 3.58 3.68 3.59
low (0.62) (0.65) (0.67) (0.70) (0.56) (0.60)
3.67(0.56) 3.60(0.56) 3.63(0.51)
4.11 3.90 3.90 3.83 4.01 3.91
Total (0.62) (0.67) (0.65) (0.70) (0.57) (0.59)
4,05(0,55) 3.87(0,57) 396(0.51)

Mean(Standard Deviation)



134 M| RLA 273 15

Table 5. 7hree-way ANOVA Test Result for Preferences by Fashion Involvement Sportswear Collaboration, Brand Origin

Variance Sources SS d.f MS F-value
Fashion |(nAv)o|vement 114.03 1 114.03 112.90"
error 266.42 264 1.01
Sportswear(é:;)IIaborann 9.19 1 9.19 3506
AxB 3.30 1 3.30 12.60™"
error 69.20 264 0.26
Brand origin 223 1 223 6.52"
(@)
A*C 0.00 1 0.00 0.00
error 90.11 264 0.34
B*C 0.10 1 0.10 0.84
AxB*C 0.67 1 0.67 5.74"
error 30.90 264 0.12
total 586.15 1,063
* <05 *** p<.001
Table 6. Simple Main Effects Results for Two Way Interaction of Fashion Involvement x Collaboration
Variance Sources MD SE T-value
Fashion involvement at collaboration (no) 0.54 0.07 771
Fashion involvement at collaboration (yes) 0.77 0.07 11.00""
*%x < 001
AxzQo] HIE AlE Fuf Al FaTels 1T 23 Ao B YEhHF 564=12.60, p<.001), UM 2>&= A==
o, EgEgold §F, 22 Axzo] HIAESL =t o}, ole} Z2 AoAgaite] gt EAF ¥ol7] Slsf &
24 sxzgo] BHES wet 3oko] {ojt o]zt gl sza7 BAe ANl daFgy Anes AHg
2o sholsloeh Table 6] w=H, Axz9o] AFo] 2t o]ldS s1A]

o

ogh dnte fagelnsl e Mg Bk fawels

%= Arole =

o ute} F% 4ulA5e] Mol

7F =2 Aol A AlEel didt Tojxrt o ok 7] Sore] o7k frofulek Aom  YEREOH (=771,
Fo] A A p<CO0D), ERtEEOlES e Aol A FaT =]

(Chen, 2018)2 A3}, Egt 4HAP} =2
gtHolde Axzgo] HA=O AEL H
(Mun & Mun, 2016), =F AH[ZPE 2298 Axzgo]
HAT(YR n2)o] tfg] 24 Axxo] HHEGH) B
o 3AA o Hrshe HEE HYvke 97(ung, 2011
=Ry
A, 2x=90]
1

B
Aol $7 Dol SO0 oY ABAE T A

Wt 53 2SS O] Aol fofshl kit
(==11.00, p<.001).
olefet AT AAls] Abwng,
OHe AEO] AS SAPelT wATe] TO|T(M=4.14)7}
Axeke] SelE(M=360) Hrt 7 vebta Zetweol
AL AW ABO) AL fATelE 1A ToE B
(M=4.44)0] §elz AT Solw BFM=3.67)°]

EetEe el A KYsHA

o
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450 — 4.44
fashion
|nvo|vem;ent
425 + " ama-.
414 S
—— high
4.00 +
preference
3.75 + 3.67
360 _____e-m-=m=TT
3.50 +
325 + 4 4
yes
collaboration
Figure 1. /nteraction of Fashion Involvement x Collaboration

(drawn by author)

Table 7. Simple Interaction Effect Results for Three-wayinteraction of Brand origin x Collaboration x Fashion involvement

Variance Sources SS d.f MS F-value
Brand origin x Collaboration at Fashion involvement(high) 0.13 1 0.13 1.23
error 14.01 133 0.11
Brand origin x Collaboration at Fashion involvement(low) 0.64 1 0.64 494
error 16.89 131 0.13
* K05
vl =7 UebdthFigure 1). & R0l AFT Al, EetE ol §77F 2o kof rlA= 60’\% B o
A% AoE gl vﬁﬁﬂroﬁ AT Hep 2.9 Aol wieh g Aolehs M 4) (Fias=0.84, n.s)= 71
Tt 25 A5t AAgo] & B, {88 ZE Gk, ol2jet Adt: A=EE Zﬂ*lo}"“‘ Fd 53t 9
o THALSE FtHold XY Aol it Sk F AFel vls faTeEe] gifo] duiHoez A et
7t ¥ =2 AR uERE Chen(2018)7 Kim  and g 5 Qll J15A AEo|n, TRl AT ool A
Kim(2020)¢] <14 A}l dx|sh= Axfel). olzfqt At HiAI5E7] Qe 7142 dARleR AXE FFD sk e
i 1 A W Axzee] Biert ZetEeold HERe Aot
248 A9 FPTIL AP Mk FPTIE 1Yo AR, ARAFC] SIS A Tl A, Sl
anHoz A AL Juisel, fATelE TPl M, BAS Uk Te)m GPBIR ol folat 4k
ARt S eold Faet AlFo] /fdEoof dtk= A A2 AGEITT Sl AR UrE}Ur(Fu@ 5.74, p< 05), <7t
< AARiTh

AR, ~xzo] HHE AE Fuf A,
oo ujx YFe BAE ditxo] mit tE Folgke dAA], a=n
Bl AE o Alstglem, 1

T 3)(F126=0.00, n.s)dt AZ =0

S
fapelsst 5 e e
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Table 8. Simple Main Effects Results for Three way Interaction of Fashion Involvement x Collaboration x Brand Origin

Variance Sources MD SE T-value
Collaboration at brand origin (China) at fashion involvement(low) 0.01 0.06 0.17
Collaboration at brand origin (Global) at fashion involvement(low) 0.14 0.05 2.8
* p<.05
450 — the group with low fashion involvement
brand origin
as L m=ee=e China
—_global
4.00 +
preference
375 +
350 +
3.25

collaboration

.yes

Figure 2. /nteraction of Fashion Involvement x Collaboration x Brand origin
(drawn by author)

Adg ArEY, gaTer THHE 13=1.23, ns)ollAE
ol Azzgo] FootA] WAl YERoL, FTeE A

A E13=4.94, pL05)ellA] o] AT2Argo]l FofstA 1
Bt
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A& AAsten, 1 ke offe] Table 8ol AAISIS
=, 3P A= BAHE a7t S F
Sl FepRgold {5 wet soxe fojugt A4S
& 7t gl Aoz Ueith=0.17, ns). J24 B
E izt 229 AeoE FepEdeld {5 ot
gt oo fojulgh deag gt e Aew el
tht=2.8, p<.0D).
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2

)
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£ 7 A FRTE ATl B eix]et & o, omxpﬂ et 4HRRY] TR H|XE Aeag
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¥ szl BRHETE Ao Al &S o A9 W9 QA oot ek EA, F= 2xzdo] A W 4% 3
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