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Abstract
Consumer purchasing intentions were investigated, focusing on the influence of brand stereotypes
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on consumer behavior in the selection of sports products. A questionnaire survey was conducted,
and data from 277 samples were analyzed using SPSS 26.0 software. The results indicate that
brand stereotypes significantly affect consumer purchasing intentions in the process of selecting
sports products. Particularly, consumers demonstrate a stronger willingness to purchase foreign
sports products. Additionally, brand competence and level of education positively influence con-
sumer purchasing intentions. However, education level and brand warmth exhibit a significant
inverse relationship with consumer purchasing intentions. Furthermore, when products are well
integrated with Chinese elements, consumer purchasing intentions are significantly enhanced.
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Figure 1. Consumer purchase behavior model
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Figure 2. Model construction
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BT AERABEMBORZ, FATBO 7 ks 7 HEER . E 2023 4 10 H, JATR
T 2 BTN S 0 AT R K. BAT I KT 324 1A, JEXE 277 i AT T A REVY
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Table 1. Statistics of demographic information
F 1. AORESgt

A e bvAL] LS H 77 H (%) FH{E FRuEZE
a 5 136 49.1
‘ |
P 5] i 141 50.9 151 0.501
“10 )57 KUl E 0 0
“00 J5” 55 19.99
“90 J5” 146 52.7
IEA
FE “g0 57 . 26.0 3.09 0.714
“70 J5” 4 1.4
«60 Ev &U\F O 0
=R AR 11 4.0
, LR 53 19.1
L
25 e 203 733 2.77 0.577
i+ &Lk 10 3.6
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TERSF A 33 11.9
A FER 5 193 69.7
jiAN |4 WLoeg b iy 52 T 20 7.2 2.19 0.823
3557 YNA 27 9.7
HAth 4 1.4
1000 AR 6 2.2
1001~2000 53 19.1
JERCEA{O) 2001~3000 77 27.8 3.46 1.068
3001~5000 89 321
5000 LA L 52 18.8

M 1 AIEH, AR SRR T S e . 28Ik, AEVERIAAE B SN 49.1%,
LM EE N 50.9%, R BN N MEER A L, “80 /57 « “90 5”7 A1 “00 j5” 1EANY
AIAREFME R ES, s B S, Btz s, Aa B XHRE 7= il R 5 .

3.2. (REMMERE

321 EEKE
5 BRI A6 A i — E e R PEATATSEREE, — B Cronbach’s o %=1 0.8, WWIEE M, W
B, RS AR A, X DL T S BRI R T

Table 2. Cronbach reliability analysis
5% 2. Cronbach 5 E 9 #h

TRE )=, Cronbach’s o &%
45 277 0.970

DGR

WG 2 PR IEEE, RS RS R BUEN 0,970, & Tl B2 5 A 0.9, X&
WRIE T K B AR v (1 RT3 AT A — B o v 5 P AR O TN TR () 2 0 6 R )46 A [ I [ A
ANFEEE T A SRR E AN — B, AT 5 1 F 7E 45 R 0 AT S AT b

E R BAEAE S MR e A B3 BT, Bk, RGO, ARSZMNBRAE T, LR
BT HE SR AR Bt BT AR R, PR A F 2

3.2.2. WESH

RO B RS D A TR e A5 A RO T Bt FE (K AR 5, W Ok el A ROIA B T IR A H 1. KMO
it TR A= MRS, DCAIBIAE . i KMO fH T 0.8, RnRUEikm. LR B {EH
KfE SRR KRB AR R, HERASEHI I, NS R S . 7 E R T A
AN T ZE I TTHREE B ORI FUAE D2 S R B, 1T R 3 R TR T (4RR) S R
BWH Z AR Wk 3 fis:

Table 3. Validity analysis
=3 HESH

P 4R
KMO & 0.956
BT 9268.970
Bartlett SRIZER L df 990
P {& 0.000
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M3 AT AE Y, SRR KMO B9 0.956 > 0.9, [nl&HHEA A E . Frit sl i 3L EE A R T
0.4, 1t WIAEAMIF TE I ) SRR A0, WF T Tse T ) LU AL 5 B o A, SR EDY AR 7 R 1 70 LDy 60.746%
KT RT7 Z MR R 50%, RN 15 ST DIRA HObR B Thidad K780 R HE KT 0.4,
KRBT 5 REIH BA BRI, N5 R0 H Z AR N K R .

3.3. AESH

BT Z AT A RIZRE . AR E KR E 72 i DL Z0R ED G2 X W 3% = SR R BT A . T 247
R TFUBR=EAEEA N A MESA BN EE R AT EEZS, s — DRI SR 2515
iR R EE.
331 HREFGPRAFERERSHEEULEESH

IS ZAT 0V R WS B I, 8B Za s R, Wk 4 fos:

Table 4. Analysis of variance (ANOVA) results on consumers’ purchase intentions after sports products are integrated with
Chinese elements

T4 HEEBRATETRENHEEEWIERNAFENTER
VSR E 77 i, R SR T SR DA R R 2

SN TT CFME + briEZE)
gt s 40 il F1{E P
(n=222) (n=53) (n=2)
IR e e 1.03+£0.175 1.23+£0.423 1.00 £ 0.000 13.941  0.000"

ARSI i, A 2 T S ?
"R p<0.05, “FRp<0.01.

Wz 4T, AR EEESHERET SR MN%R, DI 0.01 ATEEMF =
13.941, p = 0.000), U H1 P 7 fh i il 7E R A — 6 5 o R 6 2 LR RS O A 7 7 e, 90 4 7
R S . U B TR R B B TR e, R E R, St 7
o 5P R SIS BB TR, AT Al 2 RS U R, AT 038 T X0 = A O 5 2«
BRI, i HL A1 F
332 HBENEE BEAIRES SEBREUTEEN

S A R T B TS R R T, I AT, e 5

Table 5. Analysis of variance results of consumers’ sports brand stereotypes and consumers’ purchase intentions

5. HEENFERELINEIRSHEEMIERGESTER
T P T [ AR SMA T R 2R BT R

Vil P i B E P {g{zy)ﬂﬁ : Fff)?ﬁ F 18 P {H
(n=277) (n=277)
ﬁ%ggiﬁﬁziﬁﬁ STLY 18776 0000 543:1073 3358 0.036"
“p<0.05"p<0.01

M5 ATEH, THREREE SRR RS E LR R R, BRI EE @ < 0.05),
Ui BV BN TR E A ZIAR BN R AR IR, HE SR T EA SRR E MR EFE =
18.776, p = 0.000).
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FIAER AT AT XA AT (2R BN R T e A B TR E SRR T AL T RIS SR TR
R ER ST, B SRR B AR AT G E AR SCI . SRR W 9 X [ A i R A 0 S SN
B o XATRERE U R T A L S A R AE AR, A E A SRR TR A [ T AN B
R, BEE T SCRARZTNEE.

333, BB RIE BRSNS TR R
S B 2 SRR, BT AT AR,  6 R

Table 6. The analysis of variance (ANOVA) results for the relationship between consumers’ brand warmth and their
intention to purchase.

6. HEENmMEEREESHEEUIEREAENHER

TH B T [ AR ] M T i PR ) i L R SR R
CFBIME + briE)

i

A it P
(n=277) FiE P fH (n = 277) FfE PfH
A PSR AR 554 59 0.904 0.479 1.53+0.50 4.592 0.000™

77 IS A2 [ A it R i 2
“p<0.05"p<0.01

M6 FIE, HRE KRR S A WL R RN KR, AYREIMEEE, BN
F it P PR A P B v,V 9 (R S IS — . PRI, HBb ARl .

AR AT CUEREDY, b R AR TR R L I AN D T B T S R I M — [RIER . RV i B A T PR A P
FIREXSTH 9 P AE B AR AN, (B AS— 5 B A N S IS G N . T 9 3 RO SE e SR T
RERBIMAZESE . Tisad. AR IR M2, [, a5 dh i I TR R I N ik S 2 iR T 9
EEPS SV

34. RS

AWFFEIERIRTT 730, AT dhIEEE 71578 98 W KR A 2 #OE R LS i L R SR RN HEAT 73 HT o
I ARTT M X (ERZE)N T 5 —F Y (ERZE)NEZEE. R p {9 0.05 5 0.01 LLF, U
SR EE, I AR Lk e (S S W AE), /RIESIE. s R, SiRWE 6. 7 fk:

Table 7. Chi-square analysis results
F71. FADHER

R ST T  SC A A 7 3 R A i ? )

31 I 2 1y w4 it Bt X P{E
1 (BAATT) 1(0.45) 0(0.00) 0(0.00) 1(0.36)
P 2 0(0.00) 0(0.00) 0(0.00) 0(0.00)
o 3 3(1.35) 1(1.89) 0(0.00) 4(1.44)
W AR £ 4 14(6.31) 10(18.87) 0(0.00) 248.66) 25392 0.005*
VAN 5 50(22.52) 22(41.51) 1(50.00) 73(26.35)
IR 6 85(38.29) 16(30.19) 0(0.00) 101(36.46)
7 (BT 69(31.08) 4(7.55) 1(50.00) 74(26.71)
it 222 53 2 277
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1 (AT 1(0.45) 0(0.00) 0(0.00) 1(0.36)

R T 2 2(0.90) 0(0.00) 0(0.00) 2(0.72)

SRS 3 10(4.50) 3(5.66) 0(0.00) 13(4.69)

mi AL i 4 32(14.41) 7(13.21) 0(0.00) 39(14.08) 5.919  0.920
VAN 5 60(27.03) 19(35.85) 1(50.00) 80(28.88)
TR 6 86(38.74) 18(33.96) 0(0.00) 104(37.55)
7 (FIAT) 31(13.96) 6(11.32) 1(50.00) 38(13.72)
san 222 53 2 277
“p<0.05"p<0.01

M 7 TRLE TSR E N AR E S S T BN IR E SRR A TR 2
Bl 0.05 /K2 # M (y = 25.392, p = 0.005 < 0.05), iixfT “EAMNIEE fh BRI AE JINATRERE " R &
o UL LA, SIUEEA TSR S # ARy “Hfh” <E47 “ER7 . BBz H2.

s ST AR A T B A PR BB E PR, B S AR A PR AW TR, E A
B S R S ARG T AL T O A, R T U 2, L, I A E
FELRE T (NPT R SR R, T AR R O S R SRR R . T TE SRR R R, AT
AR R SRR AT 1) T [ A R

Table 8. Chi-square analysis results

8. FHSMER

N NI - ,
AR AR ahsur g8 AR meade o0 F P
P 1 (AT 1(9.09) 0(0.00) 0(0.00) 0(0.00) 1(0.36)
e 2 0(0.00) 0(0.00) 0(0.00) 0(0.00) 0(0.00)
K 3 1(9.09) 1(1.89) 2(0.99) 0(0.00) 4(1.44)
FELFRD 4 1(9.09) 7(13.21)  15(7.39) 1(10.00) 24(8.66)  60.642  0.000™
ek 5 5(45.45)  11(20.75)  54(26.60) 3(30.00)  73(26.35)
V\’iﬁ% 6 3(27.27)  24(45.28) 72(35.47) 2(20.00)  101(36.46)
- 7 (F%INTT) 0(0.00) 10(18.87)  60(29.56) 4(40.00) 74(26.71)
Bt 11 53 203 10 277
T 1 (FASATT) 0(0.00) 0(0.00) 1(0.49) 0(0.00) 1(0.36)
e 2 0(0.00) 1(1.89) 1(0.49) 0(0.00) 2(0.72)
R 3 3(27.27) 5(9.43) 5(2.46) 0(0.00) 13(4.69)
FELERT 4 1(9.09) 5(9.43)  31(15.27) 2(20.00) 39(14.08) 30.424  0.034
WL 5 5(45.45)  17(32.08) 57(28.08) 1(10.00)  80(28.88)
‘}\gﬁ 6 2(18.18)  15(28.30)  83(40.89) 4(40.00)  104(37.55)
- 7 (FILTT) 0(0.00) 10(18.87)  25(12.32) 3(30.00) 38(13.72)
Bt 11 53 203 10 277

“p<0.05"p<0.01

M 8 HIEH, AEZEPINSEE T «E N MESNIPRE SRS R A TR ” 284 0.01
A1 0.05 7K 42 P (® = 40.642, p =0.000 Fly? =30.424, p=0.034). LA LASE, SIS
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T S AR U “Bit UL R “Rh RELR” BB AR, FrEASORF H3a.

BEZE ST CARRRE D, S 40H R P v 1 VR 2t 2 M RE SE B ANERA , 0T it o A R R R A R AR
AATTRT B BV T b (O SRR AN BE, T AS A OCTE b R A 5 T o AL AT 36 B A0 0 3 e 8 14 5 2K
FEATERE dh, TOAS S wh S I 5

35. ERMRLE

AT TR Y BC XA ARG 56 (14 595K A B 0t T [ N 5 AN 2R BN R i 22 ek, 22 5 PEAR AR
THEMADERE AN LBARZ B Z R TR E NG 7%, DR RAFYERE EEREDL. IR 5
ERITER, W 3 FrR:

E{EISKEE
[BSEE ;
R RETE el
FiE RERE i1 TR | B t BEE Sig.(NE)

X | ERmEEL-ES 301 1.269 .038 227 | 376 7.906 1107 .000

1 fRRRE ST
x| ERSEEE-ES 502 1.344 .040 423 | 581 | 12430 1107 .000

2 ARG

"0 <0.05 "p<0.01

Figure 3. Results of the difference analysis

3. EFRMONER

MIE 3 TRV, T 9B XS [ A SRR AE ST Al BRI AT (R A1 b R EE T+ Al IR R I 35 R
(p=0.000), B %X [ KT SRR ZIBRCED SRR SMA T SR ZIBREN AR S LS5 R, T3
st ORI R RO ¥ 9 W SR, [ b i 2 25 ) (F = 4.592, p = 0.000), 111Xt FE P it 2 AN it 3% (1 (F
=0.904, p=0.479), 2 F X T B AT bt 2B BN R B E SMA E dhREE T A . BT LASCRF H4.

4. e 5N
4.1. &5ig

BT FEIE T B FAT OO, LR A AR i B BN GOV 9 2 T S S B R M AT
TP, ASRE SCH B3 IO 2R B G0 el R RE AT RN R PSSR, DA B8 S AR . ZIBREN R AN
WHBAEM A=A T B AR .

ASCER AT DR BL R =5 25—, WEAURM, IO RN B TR R 7 b T DU RS
G P A SR . ST R AL VR RS AR S 1 500 98 I SRR s 28—, AR RRE i, T 3 x
P LA SE R R R . Ferp, W B EAMAE T B SRR T E AR E . (B2, AR
BRI VH 2 I SR S AN B2 o B RE T RS2 B T SR B R I BB 2 =, %
BRERDM R, T KR R AR R R R o FE P e DA B D ) i PRI R RN B IR, R A A
IR R RN B oo 20 RE SR R AV B TR SN ER PR AT, X Al R PR PR SRR FE AR

WEFCEE AR, AR E dh R ZIBCEN RO 98 W SR s BT B350, X — R DU TR & R T 3
B ARE B AT E B R [ A S A R BRSO Bl 2 A S B S T T 5 T A AR
AR SR A SCHRBIE TN 1) 2 18 2 IR VAR FT R R R AR AN ROR B A2 N i RS BRI T 37 8 4 SR B SIHIE AR A
SRTIASCATIRAFAE — 2L, BRI ER AN AL BT A AE — € BRI PR Ik, S5 SR PRt 7 2t — b I
Ee A JE BT AT OA BRI LA ST — =y KPEARTEH, S it U ARk — Rt Hopt
SN P SRR R R, DU @ SN A T A BB AESE s = Kt v vh — S5 1k ) T B AT FE 208
G 2 5 ZIMR ED R B ROCR, B it Fe A HER 1 -
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4.2. BiX

4.2.1. BEMSHBEERAENRE

WIS E A A EER UL, 578 38 ERGAESON T MBI BN T B A I B 27 50 i T IRE
HH R RN, E a2 R TR AN, S 5 EEENRE, WEiEE 2R
N Z [14] o 174G N5 B BV IR A YRS, AT LUSE A3t A2 0 9% 38 5 5K < 3R Tl R SORE N B B A
I ELAE S PR, R SR REAT DL T RTINS SR AR BRI A L . AT DA I PR T
TR AEE S, R I B ™ il SR AN SR, LA A2 T 2 B ok I B R EMER & HE
TRIRA) it fL, I ELAE D SR AT 3K 2877 o BE 2 M0 ST B SR, AT DU R G 9 ) i
ANEAL. dh AT DU A S A BRI R S IR 5 S e gl A AT s i oA AT )
&, RO ISR IRST . 5 S BN SRR ORI SR b B S ARG, 52T
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