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Abstract

At present, with the rapid growth of the domestic economic level, people’s yearning for high qual-
ity of life gradually improved, sports gradually become an indispensable part of people’s life, thus
driving the development of sports goods industry. This paper uses the method of literature and
questionnaire to study the satisfaction of Guangzhou residents in purchasing sportswear, and from
the product and service quality, corporate social responsibility, staff professional quality, social
needs and other aspects, analyzes the influencing factors of satisfaction so as to provide reference
for improving the satisfaction of Guangzhou residents in consumption and promoting the devel-
opment of sports goods enterprises.
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Figure 1. Consumer gender ratio
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Figure 2. Consumer age ratio
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Figure 3. Consumer education level
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Figure 4. Average monthly income of consumers

B 4. jHEE AR

DOI: 10.12677/aps.2024.121022 129 RE R 2R R


https://doi.org/10.12677/aps.2024.121022

PRI

3.2. "M B REENIREIH SR EALHIE

321 ZRHBETLEWEEINRE

B0 SE A T DB AR T 24T, DRI AR SO ) S 38 B R R (R AR AT Gt o i A HE SOk K
B, AT PR AR IS B IR KT, TR RO T RS SR SR . WA R s 1.
MARTG LI NECA 3 N, GRS 2.07%, FFrZI4m AR SR, @/RELMAS N 89 A, it
61.38%; HIEISRIE I AEN 34 N, bk 23.45%, ZE I AECN 19 A, Atk 13.1%.

ZEERTIR, RSS2 1 W SRS B RN ZR AR, U B A B A5 W 212 3 i i 1 ) 45E, R
A 36.55%I1)7H 9 4 J& T m AN AR ) S 5 22 1 I SN B

Table 1. Frequency of purchasing sportswear among respondents
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Figure 5. Purchasing sportswear category
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Figure 6. Important factors when purchasing sportswear
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Figure 7. Sustainable development suggestions

B 7. WS R R

3.2.5. EfRmBEFRTERNRE

Adidas bt I 24.65%
Nike it 2 41.55%
FILA ¥5 B 2.11%
New balance Z e N 4.23%
Decathlon it ¢ NN 4.93%
PUMA izt N 4.93%
sz I 2.82%
#5 N 5.63%
w gy I 2.82%
. Mo07%
o1 N 2.82%
g . 2.82%
0 5 10 15 20 25 30 35 40 45

Figure 8. The most purchased sportswear brands
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Figure 9. Customer expectations
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Figure 10. Corporate image
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Figure 11. Perceived product quality
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Figure 12. Perceived quality of service
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Figure 13. Perceived value
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