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Impact of COVID-19 pandemic on consumers’ sportswear purchase intention
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Donghua University, Shanghai 200051, China)

Abstract: The factors and specific mechanisms affecting consumers’ sportswear purchase intention under the COVID-19 pandemic
were investigated, and a structural equation model was constructed by integrating the protection motivation theory and the theory of
planned behavior. Through a questionnaire survey, 303 valid responses were collected, and the structural equation model of
influencing consumers’ sportswear purchase intention under the COVID-19 pandemic was analyzed and corrected using SmartPLS
3.0. The results indicate that coping appraisal has a significantly positive impact on the attitude towards sportswear purchase,
subjective norms, and perceived behavioral control. Except for perceived severity significantly affecting perceived behavioral control,
threat appraisal does not significantly influence attitude towards sportswear purchase, subjective norms, or perceived behavioral
control. Attitude towards sportswear purchase and subjective norms significantly affect purchase intention, while perceived behavioral
control of sportswear purchase does not significantly influence purchase intention. The study provides suggestions for sportswear
companies to formulate retail strategies during similar public health emergencies.
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Fig. 1 Structural equation model of influencing consumers’ sportswear

purchase intention under the COVID-19 pandemic
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Fig. 2 Structural equation model and influence path

HH 2 5 AL FE BN T L R E A (P, =
0. 152) FIG A (P 1, =0. 153) %) 35 3l IR 55 1 3K 25 i
WA B E R, Hla A1 H1b A sz, S8 ™ &
(P,,=0.493) Fl By J&ME (P, =0. 086) Xt iz 3l il 2 1y
SE R A 3R, H2a Al H2b AN BT
PR AL 1A 3R B0 (B W] DA e A 2 A 2 G R
SHBE R ), ¢ {2 G0 TR 50 R T A A SR B
(B 5 ZFZ ) 22 S A2 R 4R xS 1 A3ty B &
BORAE B . SR B MR X 38 ol IR 2 A S ) RO A T
SRy i A 3 QR M By, = 0. 170, P4, <<0.01),
H3a BT . Gy BT 2 B IR 2 W S 19 8% AT o 428 1
A B EL (P, =0.732),H3b N5, W XFIF
Al v R KRR I SKRE X I 3K A2 Bl IR B I S
B IR AHE TN AT M S A B B s (B, =
0.149,P,,<<0.01; B4, =0.397,P,;,<<0.001; B;,=
0.351,P;,<<0.001; Bs,=0.358,P5,<<0.001; B; =
0.286,P;,<<0. 0013 B85, =0. 455, P,<<0.001), Hda,
H4b,H5a,H5b,H6a,H6b ¥ 7, itk n] W, #7d
FEIE T o R XFAG e DAk o BE 12 E 1 2% & W X
B ke R . DR, A A O 9 5 I 3K s Bl
I 25 1 B L 17 24 3 43 R R 2 A AE RIS R 0 R R
1120 o FETTRIAT Ry BRE Pz 2y IR e 0 W S5 25 B i
NLAR J8 X W 3K 7 (B, =0.207, P, <<0.01; 85—
0.664,Ps<C0.001) 47 {3 1E ] 5% W, H7 Al H8 1%
o T IE B R e WA K A SR AT Sy ) %o D) K T RS L
HBER (P, =0.436), H Aiar, Hik, #5142
HEH 3% 35 X1 2 2l M ke 10 W S A BE A 32 00 B, DA T
IR E A -y



74 Fr 25 4R 553 %
x4 ENETENEFHT
Table 4 Factor loading of each observed variable
A5 L5 AR 2 fif
FAN Sy B et S — ol 0. 836
JE A B M 015 SR R e L A N A K A7 B 7 EE 5 0. 881
U R e A N BGEE 1Y 28 T AR A2 B E R 0. 863
A BB e i KB 0. 674
S B 55 B Y 5 AR ] — 25 [\ 2 ) 0 T AR W] figld e COVID-19 0. 939
SR AR = N S R 5L TR Y COVID-19 0. 949
T e I 0 1), FR B T ) SR8 B A AR R 0.717
A A he T 7 e RE I T R) = 5558 4G T 3R 2 2 18 Bl A ke i AR 0. 946
TE T e RE I T 18] 8 AN /2 2 BN T 3K 5 2 i 3 iR R 0.928
TE B T I B R, 4t 5 JE KA B A R R 0. 804
G T e R 1 0T TR 2 R s s R T IR 0. 796
T e R 1 T 18] SR 5102 Bl 5 25 45 2 Wk 2 1 TR BB B i 47 & 0. 857
TE T T PE I B, 8 58 R AN /2% 2] 2F 4 i B i 36 11 3R Bk e T A7 3 0. 817
BT 5 2 155 40 1), ) 3K 3 2 il e o BH A 1 0.915
SR TE B e P 1% WA, W 3K 5 Bl iR A R T 8 ph 3R i 17 e Az B 0. 890
7 e R 1 10T 8], W 352 Bl i ke A R T 15 0 5K/ 20 I & I IR 0.919
BT e 1 W 1) 3R ) RN A S W 3K 38 Bl IR e i — NP B 0. 901
L TE B e 2 I A 1R, 3% A A b T N A IR I K38 Bl iR 2 0.910
TE B e 1 A 1, 3R B 30 1) K 2 B N R 3K T 38 B il ¢ 0.915
TE T e I B ], W 3K 3B B iR R 7 A At & R R B 0.878
7 e RE I 0T R) G SR TR AR L 3R T LA K2 B iR 2 0. 874
R ) T T e 2 1 0 ) TR L A T S 32 2 e 1) e U LT EUR R 0. 863
TE T e 1 BT, W SR FRAR 3R AT LAAR 25 5 b ) 3K 2152 B ik 3e 0. 806
BT 56 P 1 4 1 5 T 32 Bl ke i IR A O e 0.758
TE B e P 1 WA I, 3R 25 S W 3K 3B B il 0. 905
By 2 25 i EH RN Z 5 . 4 R W K2 B iR 2 0. 840
T — R IR W v, AT 5 3K 02 B il e 0. 896
T 7 e RE I 0T R) T2 Ml AN 25 W 3K 32 B iR 0. 877
BT 96 1 AT A S A A
%5 BETENBERNLRESR N jﬁ‘ﬂﬁ'ﬁf E}f”@“‘ﬁ/%f’ umgzﬁﬁ?f%fm
Table 5 Path coefficient test results of potential variables AL WA MBI Ay il DA BT T L 7 5%
1B % 8 . P T YN 2E 4 B B IR R A B T 3R T 3K 3B B il
Hla 0.077 1.431 0.152 N MR, k. AT DUREE R TR Rz sh i
O A s S Ak A 3 B XA T AR A7 1 1R P DA A
H2a 0. 042 0. 686 0.493 N o .
H2b 0.097 1.717 0.086 AT WHEW LB M. deoh, BEg T B & RE A A Gk
H3a 0.170 2.883"  0.004 JST F s S R L B . T BRI
P o G O e 5103 3 % 25 3 5t b 5 2 1 o K O 44 0 9 4 K
H4b 0. 397 6. 708 0.000 ST FF I R, T HE Nz 2l A e i I S I . B e, Aol
Hba 0.351 6. 104 0. 000 ’ﬁ% AT LAz 31 ik 266 19 22 7 5 A0 1k 0 6 3 1 45 T
PSS OGSOl S 57 15 T 2 R A TR S 5 % i
H6b 0. 455 7.060"  0.000 LA SR 5 (A1 T 2% 28 Y A BE A 300 3 I 35
M7 0207 8465 0,001 W 5 0 W S 5 B BRI B LT 00 35 B 5 B
H8 0.664  10.894  0.000 [LRya
H9 0. 037 0. 780 0. 436 TR S M T S E T X E L2 A v LB R

E LR AAREAET R R A P<<0.01;7 KR A& P<<0.001,

R 4 W K 9K 5



%53

LR, F AR AT H R A ZHIRK

W) E R 6% A 75

4 Z5it

NGBl CIESS LEC I Es
%%ﬁﬁ%ﬁﬁ%%é&%%%%%%m%moﬁ
%ﬁmwﬂﬁﬁﬁﬁﬁ%%%*zmm f1%) JE 1

7 Pl 2 R R i, DR Sl LB e o 8
iﬂ?ﬁiﬁﬂ’@%%ﬁ%ﬁﬁ% ﬂﬁ%ﬁ%’,ﬁﬁﬂjxffﬁﬁixﬂ’@i
IR W B W, T RIAT O B8 HE A
W I 785 8 R 32 00 M 91 %8 I 3K i A %mfmm
yAE RS E i LR < I P N o [ VA A = B
B TR Ak RE R S R R RE L 8 o 9 s AR Y R 42
SR HBUAT A5 11 5 A R A 1 SRR 2 A A SR R

ASAIF G A 50 1) A2 BT eS8 1 T 5 ) v [ 2k i
B 2 g S S TR R AN LR ML . R SR 5T T
AR5 ST TG 36 4 45 4 5 R AR L A R v P T e e
A oMb 9 A 240 43 450 88K, B8 1 FH Bz BT 2 O A
S, AR SR ORI 8 1 X — ﬁﬁ%@mﬂﬁﬂi
F AT S BT S50 TN A JE LA 3k A
{2 R 1] B4 9 2R AT Ry A 58 04l 07 % 445 it i o 4
P4

A 5 AR AR AT, R

2 % x #t

L1 BlgR, BatD5. o Ml 58 5 175 X e 3 ml R 252 3 9% O T J&E
W - %?IEKWH&IJEX@&%WlEIl‘ZTEJm%E’JEJﬁ?Eﬁ%MU].

294, 2021, 58(12): 40-46.
[2] &%, &, . MM MOMEEN R 980k,

2020,41(12) :130-136.
[3] CHIU W, OH G G, CHO H. Impact of COVID-19 on
impulse buying behavior of fitness products: a
model [ J 1.
Behaviour, 2022, 21(2) . 245-258.
o AR SOl A 2. 2020 AR R A il B A7 R RN 2R ST RS
[R]. Fiff. m[ﬂﬁiﬁﬁﬁuulkﬁfu 23, 2020.

[ 5] ROGERS R W. A protection motivation theory of fear appeals

consumers’

moderated mediation Journal of Consumer

and attitude change[J]. The Journal of Psychology, 1975, 91
(1): 93-114.

[6] LEE Y. How dialogic
employees’ safety behavior during the COVID-19 pandemic[]].
Public Relations Review, 2022, 48(1): 102156.

[7] TANG Z Y. MILLER A S, ZHOU Z Y. et al

internal communication fosters

Does
government social media promote users’ information security

behavior towards COVID-19 scams?: cultivation effects and
protective motivations[ J]. Government Information Quarterly,
2021, 38(2): 101572,

AJZEN 1. The theory of planned behavior[]J]. Organizational
1991, 50 (2).

Behavior and Human Decision Processes,

[10]

[11]

(12]

[13]

[14]

[15]

[16]

(171

(18]

[19]

[20]

179-211.
ANSARI-MOGHADDAM A, SERAJI M., SHARAFI Z, et al.
The protection motivation theory for predict intention of
COVID-19 vaccination in Iran:
approach[ J]. BMC Public Health, 2021, 21(1).
SHIN E. Pandemic fear and weight gain:

a structural equation modeling
1165.

effects on overweight
and obese adults’ purchasing exercise apparel online [ ] ].
Clothing and Textiles Research Journal, 2021, 39(3): 232-246.
ARORA S, SAHNEY S. Consumer’s webrooming conduct: an
explanation using the theory of planned behavior [ J]. Asia
Pacific Journal of Marketing and Logistics, 2018, 30 (4):
1040-1063.
YOUN S Y,

Fashion

LEE J E, HA-BROOKSHIRE ].
consumers’ channel switching behavior during the COVID-19:
protection motivation theory in the extended planned behavior
framework[J]. Clothing and Textiles Research Journal, 2021,
39(2): 139-156.

LAROCHE M, TOFFOLI R, ZHANG Q. et al. A cross-
cultural study of the persuasive effect of fear appeal messages in
China and Canada [ ] |.
Journal of Advertising, 2001, 20(3): 297-317.

SLOAN M M, HANER M. GRAHAM A, et al.

cigarette advertising: International
Pandemic

emotions: the extent, correlates, and mental health
consequences of fear of COVID-19[]]. Sociological Spectrum,
2021, 41(5): 369-386.

CHAN D K C, ZHANG C Q, WEMAN-JOSEFSSON K. Why
people failed to adhere to COVID-19 preventive behaviors?:
perspectives from an integrated behavior change model [ ] ].
Infection Control and Hospital Epidemiology, 2021, 42 (3):
375-376.

CHEN A H, LU Y B. Protective behavior in ride-sharing
through the lens of protection motivation theory and usage
situation theory [ J ]. International Journal of Information
Management, 2021, 61: 102402.
TEASDALE E, YARDLEY L, SCHLOTZ W, et al. The
importance of coping appraisal in behavioural responses to
pandemic flu[ J]. British Journal of Health Psychology, 2012,
17(1): 44-59.

MADAHI A, SUKATI I. An empirical study of Malaysian
channel-switching intention: using theory of
planned behaviour[]J]. Global Business Review, 2016, 17(3):
489-523.

THAKUR R. The role of self-efficacy and customer satisfaction

consumers

in driving loyalty to the mobile shopping application [ ] ].
International Journal of Retail & Distribution Management,
2018, 46(3): 283-303.

KIM J, PARK J. A consumer shopping channel extension

model: attitude shift toward the online store[ ] ]. Journal of
Fashion Marketing and Management, 2005, 9(1): 106-121.
(T 4% 88 W)





