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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
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