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Abstract : The purpose of this study is to verify the influence of the consumption value on attitude
and purchase behavior in order to provide basic data for golf wear brand strategies. Therefore, among
the Korean people, those who had purchased golf wear were selected as samples, and 496 copies of
data were introduced into the final analysis. For data processing, frequency analysis, exploratory factor
analysis, and internal consistency were conducted. In addition, correlation analysis and simple and
multiple regression analysis were conducted to verify research problems, and all data processing used
the SPSS (ver. 21.0) program. As a result of verifying research problems, first, it was found that the
consumption value of golf wear brands had a significant effect on attitudes in the order of pleasure,
aesthetics, and symbolism. Second, it was found that the attitude of golf wear brands had a significant
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effect on purchase behavior. Third, it was found that the consumption value of golf wear brands had

a significant effect on purchase behavior in the order of pleasure, aesthetics, and symbolism.
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Table 1. Characteristics of the subject of investigation

Variable Items Frequency(%)
Gender Male 275(55.4)
Female 221(44.6)
20-29 112.2)
Age 30-39 169(34.1)
40-49 196(39.5)
Over 50 120(24.2)
1-2 442(89.1)
Average monthly purchase frequency 3-4 4709.5)
Over 5 7(1.4)
Table 2. Contents of the survey tool
Variables Sub factor and Contents Number
Aesthetic 4
Consumption value Pleasure 4
Symbolism 4
Attitude Need of brand use, Useful brand, Brapd information, 5
Purchase need, Good feeling
Purchasing behavior ~ Repeat purchase, Price terms, Talk positive, Recommend 4
Characteristics Gender, Age, Average monthly purchase frequency 3

Total 24
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Table 3. Exploratory factor analysis results of consumption value

Cronbach’s «a

Sub Factor Items 1 2 Delered Toral
Buy favorite style 209 857 234 .865
. buy new style 255 811 283 871
Acsthetic Fashion sense important 210 179 337 .884 906
Design important .248 187 222 .895
Purchase according store atmosphere — .235 280  .776 .780
It feels like change of pace 151 160 .807 .809
Pleasure Satisfaction when purchasing 171 291 7196 .780 844
Relieve stress when purchasing 204 258 676 .837
Raise the dignity .850 153 220 .863
Symbolism Prefer luxury brands 852 237 .183 .852 308

Brand image important
Increase my value

766 274 195 .887
.835 201 .165 871

Eigen value

3.097 3.069 2.789

Variance(%)

25.804 25.576 23.245

Cumulative(%)

25.804 51.381 74.626

KMO value=.908, Bartlett test x?=3840.292(P<.001), df=66

Table 4. Exploratory factor analysis results of attitude

Cronbach’s a

Sub Factor Items 1 Delered Tomal
Need of brand use .872 .907
Useful brand .860 911
Attitude Brand information .881 905 923
Purchase need .878 .905
Good feeling .887 .903
Eigen value 3.833
Variance(%) 76.669
Cumulative(%) 76.669

KMO value=.894, Bartlett test x*=1799.394(P<.001), df=10
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Table 5. Exploratory factor analysis results of purchasing behavior

Cronbach’s «a

Sub Factor Items 1 Deleted Toral
Repeat purchase .883 .903
. . Price terms .920 .882
Purchasing behavior Talk positive 973 908 919
Recommend 913 .886
Eigen value 3.222
Variance(%) 80.549
Cumulative(%) 80.549

KMO value=.850, Bartlett test x?=1455.863(P<.001), df=6

Table 6. Results of correlation

1 2 3 4 5
Aesthetic 1
Pleasure .614%* 1
Symbolism .538%* 492 * 1
Attitude .580%* 591%* .508%* 1
Purchasing behavior 531%* 555%* 459%* .697** 1

**pC.01

Table 7. Results of multiple regression analysis

Dependent variable Independent variable b s.e 8 t D
(constant) 183 134 5.851 .001
Attitude Aesthetic .265 .044 272 6.035 .001
Pleasure 337 .045 325 7.465 .001
Symbolism 172 .035 202 4.940 .001

R?*=.449, F=135.286(.001)
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Table 8. Results of simple regression analysis
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Dependent variable Independent variable b s.e Ié; t D
Purchasing behavi (constant) 1.140 113 10.052 .001
HrEhasing benavior Attitude 701 032 697 21587 .00l

°=484, F=465.988(.001)
Table 9. Results of multiple regression analysis

Dependent variable Independent variable b s.e I6; t D
(constant) 1.079 142 7.577  .001
Attitud Aesthetic 235 .047 .240 5.035  .001
nde Pleasure .338 .048 324 7.028  .001
Symbolism 146 .037 171 3958 .001

R?=1382, F=103.075(.001)
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