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[Abstract]

This paper aims to investigate the relationship between consumption value of sports products, upward
consumption propensity, and post-purchase happiness among adolescents. The subjects of the study were
extracted from adolescents in Chungcheong-do by convenience sampling method, and 257 people were
used in the final analysis. Statistical methods were frequency analysis, correlation analysis, and
regression analysis. The research results are as follows. First, social value and exploratory value, which
are sub-factors of consumption value, were shown to have a significant effect on upward consumption
propensity, but functional value and self-value were found to be statistically insignificant. Second, social
value, self-value, and functional value, which are sub-factors of consumption value, had a significant
effect on post-purchase happiness, but exploratory value was found to be statistically insignificant. Third,

the upward comparison propensity was found to have a significant effect on post-purchase happiness.

» Key words: Adolescence, Sports Products, Consumption Value, Upward Comparison Propensity,
Post-Purchase Happiness
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I. Introduction
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II. Theoretical Background

1. Consumption Value
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2. Upward Comparison Propensity
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3. Post-Purchase Happiness
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IlI. Research Method

1. Research Hypothesis and Research Model
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Fig. 1. Research Model

2. Subject of Research
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Table 1. Result of the Sample Characteristics
characteristic frequency percentage(%)

male 132 51.4

Sex
female 125 48.6
2grade 159 61.9

grade
3grade 98 38.1
Total 257 100.0

3. Measuring Tool
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4. Data Processing
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IV. Result

1. Validity and Reliability

1.1 Validity and Reliability(consumption value)
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1.2 Validity and Reliability(upward comparison
propensity & post-purchase happiness)
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2. Correlation Analysis
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Table 2. Results of the Exploratory Factor Analysis & Reliability (consumption value)
variable name Fact.or Eigen Dlspers;on %accumulate(%) Cronbach’s a
loading value Value(%)
self value2 .848
self valuel .842
self value3 .817 3.665 28.190 28.190 918 KMO=.878
self value4 815 '
self valueb 667 Bartlettt
social value2 .898 x'=2182.249
social value3 .869 df=78
3.229 24.841 53.032 .989
social value4d 817
social valuel 743 p=.000
exploratory value2 917
1.743 13.405 66.437 .815
exploratory value3 .883
functional value3 .816
- 1.572 12.094 78.531 .753
functional value4 .788
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Table 3. Results of the Exploratory Factor Analysis & Reliability (upward comparison propensity &
post-purchase happiness)

variable name Fact.or Eigen Dlspers;on %accumulate(%) | Cronbach’s a
loading value Value(%)
upward comparison propensity] 897
upward comparison propensity? 895
upward comparison propensity3 902
upward comparison propensity4 .889 5.967 37.295 37.295 .943 KMO0=.912
upward comparison propensity5 .868
upward comparison propensityé 722 Bartlettt
upward comparison propensity7 821 x?=3726.434
post-purchase happiness .820
post-purchase happiness?2 .843 df=120
post-purchase happiness3 .800
post-purchase happiness4 877 p=.000
post-purchase happinessb .849 5.314 33.213 70.508 936
post-purchase happinessé 627
post-purchase happiness? .840
post-purchase happiness8 .818
post-purchase happiness9 .738
Table 4. Results of the Correlation Analysis 3.2 Relationship between Consumption Value and
1 ) 3 4 5 5 Post-Purchase Happiness
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3. Regression Analysis

3.1 Relationship between Consumption Value and

Upward Comparison Propensity
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Table 5. The Effect
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of the Consumption Value on

Indepgndent B S.E. B t-value
variable
social value 431 .069 401 6.236%xx
exploratory value 139 .056 142 2.469%
functional value .068 064 .074 1.071
self value 122 .073 123 1.680
2= 308, F=28.018xxx *xp< 01, ***p<.001
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Table 6. The Effect of the Consumption Value on
Post-Purchase Happiness

Indepgndent B S.E. B t-value
variable
social value 324 .057 332 5.667 xxx
exploratory value .071 .047 079 1519
functional value 132 .053 157 2.499+
self value 246 .060 271 4.074%*x
R?=.424, F=46.325%*x* *p<.05, ***p< 001

3.3 Relationship between Upward Comparison
Propensity and Post-Purchase Happiness
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Table 7. The Effect of the Upward Comparison
Propensity on Post-Purchase Happiness

Independent B SE B t-value
variable o
Upward
Comparison .285 .054 313 5.270%*x
Propensity
R2=.098, F=27.771%x*x *xxp< 001
V. Discussion
2 AFE Foto] 2v|7E] o] 2of QU] Qe AuE
olon), olg Erj2 chgu} o] =ojstuAl sigick A

A, A8)7bRle] KBl bRlo SRA IR AR A6y
ol 903 S A, 715 A PRI Aol bl
TS URIA] QL) o] At Ao AZANES

Foja o) Au)7bR)7} ABl o], SRR ) A bl

o] Za Uehde 2ejzet. of2] o132, 33]0]
A AHPI] 8Y Bt Aadse) AuiA] 3o met
A}t

A A87F ARG g uf RIS & AHPTIRIE
AB|A7F E e} vl-gof disto] x|t ZiS uig o= o
52 2-87g0f tish ARl 718 40124 Had 4
BIAZE Als 0 Al ZERIE ofdol] Faufol] met e
H|wAdgro] defRith= Zlo|t}t E3] AMSRAl H|uAg
odx 5% Ho M Aol 3 AEshe AezA
FEoA W7t oA HolLpQl Ale]A Wyt Bt &
ARl FEAR A81E 7Hs7 sk B aH7IA|
7t 3A AL Zlojck. Aad AVle s& wAVH ol
TR A|2A ARAAES AU dE sRE o
A d2ste AR ol Agstes & & o

=, 287119 st9] RUYU AR A7IR|e} AfolR7}

A, 715l 0hs ASo] elat IS ujA,
SR 9L 0l ottt of Ak Fadol
ATARE ool SlolH ABlsbRler AlobstA] )
A ] &7}7;]7} Q Kok U;H oﬁiﬂ-g 1_77]5 7—]i
S 2 9k ol TJAEIA] B0 chet AR}
& au)a} sg=o] M YL DRI Kim[12]e]
A7} 7SRRI 2013 o] 0]RIcH: Kang[11)9
AT R 2EPIAPE MRS PR G

”]ilt}h Yoo[lOH Oﬂl—‘rL— SESE l:,} 5_9_9_]1;_ o
v

rulo
o f
2
o>
ox
0
o2
2
=
&
ox
ook
rr
o
|ru
é
_CL
SF
E‘i
N
)

o5 g0 B Hegt RojATIo] of et Hoo
B AjE 201 oo Q918 B3| mHED Aok

LZ

2 % 2 ok ARV ARAAE PO SRS
BlESIA B3AE  So Wolx|x] glojof o], Ajo}x]
PPl Hlo] Folot tialele B3N 5 A4l 513l
AR ARAAEORA Bejo] 7]t
2 RO} TONE BBAL Ll o B
& SIef. §2 & E9l oy Jols Aeugas
RefAIR slple] 3 7l 52 W 2oiole 4
oHﬂ 4]/\15 LH];HQo-] O]L 7—]0]1:,}

}\ﬂ}xﬂ /\1-01:7(4 H]ﬂ_/\'] o]:O __rLElH oH%Oﬂ %9]8}— Og
-

5 2 S5O0 Ak

[24], 4% 3 FUR DYo] IS UFICh: A737
38 3] ARG Hadse SRE0| s
EEA|F0] S9lo|n, 22 BAE U 9 5 )
nejet T0jPRE AR Fofgo 2 FaEs gt
SR ATt Lajok Uk FBE 2He Zolct,
ABlAL A8l S8 542 L]0 YA 4 9o

o
o ARoZ &0 fote A Al LRI 12).

ol: A

VI. Conclusions

2 a7

o

dol AZAAE AUPIATE ARF &

PYsajo] PAZ FYstel ALEAE
Yse opos & opel Heke] auAe)
g ShAF 2ast900 1 AT Auk cheut
2t A, 2uPiRle] ASlA RS AR AR
A augato] golg oAl 7157 }RIe jol

AohRl= Qolata] ot B, Au]7HAle] AtglAstAl
j|

T
p
Jor P

o o2 ox r

|
|

(o]
o2
ot wo

H b

o

N

opw

=
=

)
]
>

=

I 4ske
[k}

o} ALoME7R], 1SRRI oS ol Golgt A
2 OjR|Y}, EFEIRIZIR]= Q0l5tK| QFQkct AR, ARgkA

H]_ﬁr_/\-loko __rLuH6 sﬁioﬂ 7T4]3 0'1663:% U]ﬁl:}

AR O 2= A Aae] FFA
L E"d’ﬂ 2H]71A] RIS Holu,
l 59 0 7hsde & 4 ok Al
gol 3895 FIEEA A9 4 By
7%0] lojA M=ttejol mAat n5shY 5& st
2 s} 5o itk




The Relationship between Consumption Value of Sports Products,
Upward Comparison Propensity, and Post-Purchase Happiness in Adolescence 149

ACKNOWLEDGEMENT

The present research was supported by the
research fund of Dankook University in 2021

REFERENCES

[1] D. S. Yu, “Effects of Consumer Value and Social Support on
Purchase Intentions of Health Care Products,” Unpublished
Doctoral Dissertation. Hoseo University, Seoul, Korea, 2016.

[2] H. Y. Yang, “Effect of Consumer Value on Attitude of Product
and Purchase Intentions : Study on The Moderating Effects of
The E-Wom,” Unpublished Master’s Thesis. Sungkyunkwan
University, Seoul, Korea, 2020.

[3]J. C. Olson., & J. Peter, “Consumer Behavior: Marketing Strategy
Perspectives,” Illinois: Irwin, 1987.

[4] J. N. Sheth., B. I. Newman., & B. L. Gross, “Why We Buy What
We Buy: A Theory of Consumption values,” Journal of Business
Research, vol.22, pp.159-170, Mar 1991. https://doi.org/10.1016/
0148-2963(91)90050-8

[5] O. T. Ahtola, “Hedonic and Utilitarian Aspects of Consumer
Behavior: an Attitudinal Perspective,” Advances in Consumer
Research, vol.12, pp.7-10, Dec 1985.

[6] D. K. Tse., R. W. Belk,, & N. Zhou, “Becoming a Consumer
Society: A Longitudinal and Crosscultural Content Analysis of
Print ads. from Hong Kong, the People’s Republic of China, and
Taiwan," Journal of Consumer Research, vol.15, no.4, pp.457-472,
Mar 1989. https://doi.org/10.1086/209185

[7]1 S. J. Lim., & M. H. Lee, “Study on the Effect of A Teenager's
Materialistic Sense of Value on Their,” Journal of the Korean
Society of Clothing and Textiles, vol.25, no.10, 1719-1727, Dec
2001.

[8] S. J. Lee., & E. K. Han, “Media Use and Consumption Values
. Cultivation Theory and Socialization Theory,” The Korean
Journal of Advertising, vol.24, no.8, 257-275. Nov 2013. 10.143
77/KJA2013.11.30.257

[9] V. A. Zeithaml, “Consumer Perceptions of Price, Quality, and
Value: A Means-End Model and Synthesis of Evidence,” Journal
of Marketing, vol.52, no.3, 2-22, Jul 1988. https://doi.org/10.2307/
1251446

[10] Y. H. Yoo, “A Study on the Influence of Hotel Staycation

Consumers’ Conditional Value on Positive Emotions,
Psychological Happiness, and Willingness to Pay Premium
Prices,” Journal of Hotel & Resort, vol.21, no.4, pp.127-143, Aug
2022.

[11] J. Y. Kang, “The Relationship among Emotional Consumption
Value of Dessert Cafe, Consumer Happiness and Reuse

Intention,” Culinary Science and Hospitality Research, nol.27,
no.11, pp.217-226, Nov 2021. 10.20878/ CSHR.2021.27.11.020

[12] Y. K. Kim, “Study on Relationship Between Consumption Values
of Masstige and Consumer Happiness,” Journal of Distribution
Science, vol.13, no.1, 105-118, Jan 2015. https://doi.org/10.157
22/jds.13.1.201501.105

[13] D. E. Vinson, J. E. Scott., & L. M. Lamont. “The Role of Personal
Values in Marketing and Consumer Behavior,” Journal of
Marketing, pp.44-55, Apr 1977. https://doi.org/10.2307/1250633

[14] J. C. Sweeney., & G. N. Soutar, “Consumer Perceived Value:
The Development of a Multiple Item Scale,” Journal of Retailing,
vol.77, no.2, pp.203-220, Summer 2001. https://doi.org/10.1016/
$0022-4359(01)00041-0

[15] F. Vigneron, & L. W. Johnson, “Brand Luxury Index,”
PsycTESTS Dataset, 1999. https://doi.org/10.1037/t70431-000

[16] L. Festinger., W. Henry., W. Riecken., & S. Schachter, “When
Prophecy Fails: A Social and Psychological Study of a Modern
Group that Predicted the Destruction of the World,” University
of Minnesota Press, 1956.

[17] H. J. Park, “Social Media Use Intensity and Subjective Well-Being
for Japanese University Student: Moderating Effects of Social
Comparison,” International Area Studies Review, vol.25, no.3,
151-179. Sep 2021. https://doi.org/10.21212/1asr.25.3.7

[18] L. Festinger, “A Theory of Social Comparison Processes,” Human
Relations, vol.7, no.2, pp.117-140, May 1954. https://doi.org/10.
1177/001872675400700202

[19] R. K. Merton, “Social Theory and Social Structure, 1968 Enlarged
Edition. New York: The Free Press, 1968.

[20] F. Crosby, “A Model of Egoistical Relative Deprivation,”
Psychological Review, vol.83, no.2, pp.85-113, Mar 1976.
https://doi.org/10.1037/0033-295x.83.2.85

[21] W. G. Runciman, “Relative Deprivation and Social Justice. A
study of Attitudes and Social Inequality in The Twentieth Century
Britain,” Brookfield: Gregg Revivals, 1966. https://doi.org/10.23
07/589189

[22] J. S. Adams, “Inequity in Social Exchanges. In L. Berkowitz
& E. Walster (Eds.),” Advances in Experimental Social
Psychology (pp.267-299). New York: Academic Press, 1965.
https://doi.org/10.1016/s0065-2601(08)60108-2

[23] Suls, Jerry, Rene Martin and Ladd Wheeler, “Social Comparison:
Why, With Whom, and With What Effect?,” Current Directions
Psychological Science, vol.11, no.5, pp.159-163, Oct 2002.
https://doi.org/10.1111/1467-8721.00191

[24] Y. H. Jang, “Relationship Between Consumers’ Motivation for
Using Social Network Service, Upward Comparison Tendency,
and Impulse Buying Behavior,” Journal of Marketing Studies,
vol.28, no.1, pp.18-34, Mar 2020. DOI : 10.22736/jms.28.1.02

[25] J. H. Kim & H. Y. Jang, “The Relationship between Upward
Social Comparison Tendency and Consumer Choice Behavior,”



150 Journal of The Korea Society of Computer and Information

Journal of Marketing Studies, vol.27, no.3, pp.15-28, Sep 2019.
DOI : 10.22736/jms.27.3.02

[26] J. 1. Kim, “Effect of Small Luxury Tendency on Consumption

Moderating and Mediating Effects of Quality
Satisfaction,” Journal of Product Research, vol.40, no.3,
pp.65~72, Jun 2022. https://dx.doi.org/10.36345/kacst

[27] M. Y Jeon., & R. D. Kim, “Do Experiences Make People Happier
than Material Possessions?.” Consumer Policy & Education
Review, vol.7, no.2, pp.55-75, Jun 2011.

[28] R. Desmeules, “The Impact of Variety on Consumer Happiness:

Happiness:

Marketing and the Tyranny of Freedom,” Academy of Marketing
Science Review, vol.12, pp.1-20, Jan 2002.

[29] J. H. Kim, “The Impact of Materialism on Impulse Buying and
Happiness after Shopping,” Korea Logistics Review, vol.27, no.1,
pp.181-192, Feb 2017. https://doi.org/10.17825/klr.2017 27.1.181

[30] E. A. Jung & J. H. Kim, “The Effects of the Characteristics
of Online Word-of-Mouth Information on Impulsive Purchase
and Post~Purchase Happiness: Focusing on the Health-Functional
Foods,” Korea Research Academy of Distribution and
Management, vol.21, no.6, pp.37-47, Dec 2018. https://doi.org/
10.17961/jdmr.21.6.201812.37

[31] M. Argyle., & J. Crossland,
Emotions,” British Journal of Social Psychology, vol.26, no.2,

127-137, Jun 1987. https://doi.org/10.1111/].2044-8309.1987.tb
00773.x

[32] S. M. Park & K. O. Huh, “A Structural Relationship Between

Consumption Value, Consumption Behavior and Consumption

“The Dimensions of Positive

Satisfaction by Income Class,” Journal of Consumption Culture,
vol.15, no.3, pp.139-157, Sep 2012. https://doi.org/10.17053/jcc.
2012.15.3.007

[33]1 Y. S. Kim, K. O. Lee., & M. J. Kim, “A Study in The Propensity
for Symbolic Consumption of Adolescents,” Korean Journal of
Human Ecology, vol.14, no.2, pp.277-292. May 2005. UCI
: G704-001335.2005.14.2.006

[34] J. W. Lee, “The Relationships Among Self-Control, Value

Consumption, and Subjective Happiness of High School

Students,” Korean Educational Research Journal, vol.40, no.1,

pp.81-108, Mar 2019.

Van Boven, Leaf & Gilovich, Thomas, “To Do or To Have?

That is the Question,” Journal of Personality and Social

Psychology, vol.85, no.6, pp.1193-1202, Dec 2003. https://doi.org

/10.1037/0022-3514.85.6.1193

Y. S. Sung,, C. J. Yoo., E. H. Shin, J. Y. Lee., E. A. Park,,

& L G. Baek, “Will Consumption Activities Contribute to

The Relationships among Consumption

—
(9%
A

=

[36

[}

Happiness in Life? :
Activity, Consumption Happiness, and Subjective Well-being in
Consumption Types,” Korea Marketing Review, vol.28§,
pp.185-217, Dec 2013.

[37] C. Feltman, & D. Szymanski, “Instagram Use and

Self-objectification: The Role of Internalization, Comparison,
Appearance Commentary, and Feminism”, Sex Roles, vol.78,
pp.311-324, Mar 2018. https://doi.org/10.1007/s11199-017-079
6-1
[38] S. Y. Park., & Y. M. Baek, “Two Faces of Social Comparison
on Facebook: The Interplay between Social Comparison
Orientation, Emotions, and Psychological Well-being”, Computer
In Human Behavior, vol.79, pp.83-93. Feb 2018. https://doi.org/
10.1016/j.chb.2017.10.028
[39] S. J. Lee., & H. S. Lee, “Explicating the Relationship among
SNS Users" Types of Social Comparison Experience, Social
Comparison Orientation and Life Satisfaction,” The Journal of
the Korea Contents Association, vol.16, no.12, pp.574-590. Dec
2016. https://doi. org/10.5392/jkca.2016.16.12.574
[40] E. J. Jang., & K. O. Kim, “Change in Consumption Values by
Consumption Situations: College Women’s Consumption Values
in Four Consumption Situations Classified with Consumption
Orientation and Consumption Purpose,” Journal of Consumer
Studies, vol..29, no.1, pp.83-107, Feb 2018. https://doi.org/10.3
5736/jcs.29.1.5

Authors

Byung-Kwan Lee received the B.S., M.S. and
Ph.D. degrees
Dankook University, Seoul,
1996 and 2003,

in Sport Management from

in 1994,

~
ih

Management at Dankook University, Seoul,

Korea,
respectively. Dr. Lee joined

the faculty of the Department of Sport

Korea, in 2011.
He is currently a Professor in the Department of Sport
Management, Dankook University. He is interested in sport

industry and sport information management.



