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Abstract : This study sought to explore the online consumption propensity of sports goods by
generation of the productive population and to provide basic data to predict the future consumption
market by segmenting online consumers in the sports 4.0 market. Therefore, this survey was conducted
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on those who consumed sports goods among the generation—specific groups (Generation Y and above,

Z) of the productive population, and a total of 478 people's data were applied to the final analysis.

Data processing was conducted with SPSS statistics (ver.21.0), frequency analysis, exploratory factor

analysis, correlation analysis of re—examination reliability, reliability analysis, and decision tree

analysis. According to the online consumption propensity of sports goods by generation of the

productive population, there is a high probability of being classified as Generation Z group if the
factors of leisure, joy, and environment are high. In addition, the classification accuracy of such a

model was 69.7%.
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Table 1. Contents of the survey tool
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Variables Top factor

Sub factor Question number

Economical

Efficiency 3
Price
Quality
Function

Socio—cultural

Affiliation
Relationship
Status symbol
Self—=symbol
Commemoration

Online
consumption
propensity of
sports goods

Relaxation and Pleasantness

Compensatory consumption

Relaxed
Pleasure
Enjoy consumption

Emotional and dependent

Advertisement dependence

Aesthetic consumption
Trend
Brand
Habit

Ecological and public

Community consumption
Regimental consumption

Eco—friendly
Resource—economizing

Characteristics

Gender, Generation, Main purpose of consumption, Major

N W A W WWLW W W W WL W W WW W W W W W W w

consumer sports goods, Average consumption frequency

Total 72
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Table 2. Test—retest reliability results M+SD
Top factor Sub factor Test Re test  Correlation
Efficiency 8.48+.47 8.46+.33 865
Economical Price 8.85+.22  8.86+.16 .824:
Quality 8.66+.21  8.73+.25 .845
Function 7.85+.31  7.88+.29 882"
Affiliation 6.63+.62  6.60+.53 859"
Relationship 8.30+.26 8.38+.24 834"
Socio—cultural Status symbol 795+.42  7.90%.36 887"
Self-symbol 8.00+.37 8.10+.36 866"
Commemoration 7.63%.35 7,66%.30 857"
Compensatory consumption — 2.71+.83  295+.74 854"
Relaxation and Relaxed 5.36+.30  5.40%.23 879"
Pleasantness Pleasure 6.13+£.70  6.43%.75 870"
Enjoy consumption 343+.62 3.48%+.62 876"
Aesthetic consumption 411£.95 3.88+.88 8517
Emotional and Trend 8.10£.34  8.15+.36 .850:
dependent Brand 7.00+.32  7.10+£.34 .839**
Habit 7.41+.32  731+.31 .879
Advertisement dependence 8.20+.48  8.35%.43 884"
Eco—friendly 551+.41  5.60+.45 835"
Fcological and public Resource—economizing 571+.34 5.81+.33 .844:
Community consumption 2.13+.41  2.06=%.33 .881
Regimental consumption 251+£.52 2.28+.52 8917
Tpo1
Table 3. Characteristics of the subjects
Classification Items Frequency(%)
Gender Male 260(54.4)
Female 218(45.6)
Generation Z generation 252(52.7)
Generation Y and above 226(47.3)
Main purpose of consumption Daily life and fashion 292(61.1)
Exercise and competition 186(38.9)
Ball game 201(42.1)
Racket game 90(18.8)
Major consumer sports goods Seasonal sports 110(23.0)
Martial arts sports 17(3.6)
Golf 49(10.3)
Other sports 11(2.3)
Once a month 269(56.3)
Average consumption frequency 273 times a month 174(36.4)
4 times a month 22(4.6)
More than 5 times a month 13(2.7)
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Table 4. Exploratory factor analysis results

Factor Items 1 2 3 4 Cronbach’s a
Pre—consumption planning 097 162 147 .824
Efficiency Consumption decision 187 .077  .091 .846 .812
Necessary consumption 244 204 213 757
Low price 901 076 .107 .146
Price Price comparison 911 .088 152 .168 .902
Price to Quality 800  .267 .188 .233
High—quality goods 157 848 255 146
Quality Best goods 201 .835 196 .200 .879
Quality product consumption priority .052 .821 322 .122
Functional recognition 213277 187 199
Function New functional 070 236 .845 .140 871
Practical consumption 195 256 841 144
Eigen value 2.514 2.448 2.391 2.227
Variance(%) 21.178 20.402 19.925 18.556
Cumulative(%) 21.178 41.581 61.506 80.062

Table 5. Exploratory factor analysis results

Factor Items 1 2 3 4 5 Cronbach’s a
Similar style -.007 .235 .088 .110 .876
Affiliation Group-like consumption ~ .100 .178 .161 .116 .875 .884
Same consumption 056 .330 .306 .069 .769
No strange consumption ~ .031 .838 .124 .089 .208
Relationship good looking product 106 .859 204 123 243 .884

Consider other people’s views .051 .832 .224 104 .234
Better than the present 131 120 .873 124 172

Status symbol Individual consumption 257 266 812 188 .141 901
Well-off person 258 248 .801 .130 .228
Distinctive style 922 055 161 .166 .045
Self-symbol Personality consumption ~ .932 .046 .182 .173 .059 .945
Precious being 873 .079 198 221 .036
Special day consumption  .154 .099 .108 .856 .062
Commemoration Event—based consumption .207 .051 .169 .836 .129 .870
Status—considering gift 169 144 094 871 .090
Eigen value 2753 2.519 2.447 2427 2418
Variance(%) 18.350 16.792 16.313 16.182 16.120
Cumulative(%) 18.350 35.143 51.456 67.638 83.759
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Table 6. Exploratory factor analysis results
Factor Items 1 2 3 4 Cronbach’s «a
Compensatory Consumption guilt 215 173 832 195
. Control of consumption 191 227 857 277 911
consumption . ,
Non—-consumption anxiety 207 261 .838 181
Comfortable feeling 240 847 269 202
Relaxed Mental tranquility 285 852 264 185 .940
Relaxed feeling 292 845 174 242
Stress—relieving consumption 856 284 269 .194
Pleasure New experience consumption 851 307 242 198 952
Consumption for pleasure 874 233 161 .254
Enjoy Consumption if affordable 165 186 142 873
consumption Consumption if affordable 231 139 240  .851 .905
Do not reduce consumption 200 260 .269 .814
Eigen value 2.691 2.658 2.609 2.571

Variance(%)

22.428 22.148 21.741 21.426

Cumulative(%)

22.428 44.575 66.316 87.742

Table 7. Exploratory factor analysis results

Factor Items 1 2 3 4 5 Cronbach’s a
) Focus on design 870 166 .168 117 111
Acsthetic New product 812 212 346 .104 073 896
consumption
Latest style J76 0 .266  .351  .140  .052
Consideration of trend products .304 304 .764 .113 .077
Trend Importance of fashionable 418 208 .776 .214 .049 .904
Like fashionable items 226 243 847 215 .078
Expensive brand consumption .214 .805 .260 .206 .186
Brand Feeling luxury goods 274 7718 295 179 1159 .903
Brand name consumption 219 797 223 228 218
Favorite store 172 -.044 114 155 .831
Habit Mainly consumer brand 077 282 .012 .184 .836 .807
Favorite product -.033 234 039 .138 .781
. Famous brand 057 272 116 .796 .201
Ajg;;g;i?f:t Advertising brand trust 222 144 135 845 .147 869
Advertising information 067 108 .192 .863 .168

Eigen value

2.599 2.468 2.463 2.443 2.233

Variance(%)

17.32516.45016.423 16.285 14.886

Cumulative(%)

17.32533.775 50.198 66.483 81.369
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Table 8. Exploratory factor analysis results

Factor Items 1 2 3 4 Cronbach’s a
Consideration of commodity environment —.056 .890 .207 .222
Eco—friendly Social environment -.097 .882 208 .242 .926
Environmental pollution product — —.066 .849 255 .187
Unnecessary packing -.192 112 .854 .002
Resource— . .
. Waste reduction consumption -.222 292 813 135 .833
economizing } )
Recycling consumption -.153 281 752 172
Free public works 855 .002 -.138 .041
Community Use of public facilities 850 -.021 -.146 .079

consumption  Social contribution activity company .801

-.065 -.133 -.042 844

Fair company 741 -.116 -.123 -.014

. Consumption of domestic products  .060 .347 .097 .704
Regimental . S

. Consumption of economic crisis .034  .080 .074 .772 121
consumption . ,

No consumption of foreign goods -.028 .195 .076 .834

Eigen value 27776 2.653 2.200 1.988

Variance(%) 21.35520.409 16.921 15.290

Cumulative(%) 21.35541.763 58.685 73.975
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Fig. 1. Exploring the online consumption propensity of sports goods by generation of the

productive population.
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