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Abstract

In this study, adidas sports brand and Anta sports brand were selected as the typical representa-
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tives of international and domestic sports brands, and 530 Chinese consumers were surveyed by
questionnaire. Use “The brand personality CBP-PI-B”, “The big five personality NEO-FFI” and
“Purchase intention questionnaire” as the main measurement tools. Through 5 analysis methods,
the relationships between the brand personality, Chinese consumer’s personality and the pur-
chase intention are understood. The results show that, in addition to the dimension of conscien-
tiousness, there is a significant moderating effect between the personality perception of sports
brands and their purchase intention in all dimensions of consumer Big Five personality.
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1.1 REMEEMIRE

AL R AAEY), Ogilvy (1955) B kEEH 70 T MR, 23 1B A0 BB 15 5055 SRR K
X MRS HAF DR W SO i R A S S AR A, S NN AR
BAMNE. Gardner Al Levy (1955)%&H “mANME” MEE, VTR B TARBL R R) 2 4k e E
ERF . Aaker (1997 K Hoe SCN “ 5 A DG — N ZREFAE” o SRR F AN 2 77 i B AR 25 K 2B B
A, 2SR G . BRSSP A SRR O AT I R, BRITTAS [ £ il o 2
AN B B B S YE(Wee, 2004) o @7 AT RS SEARFAE (W @ 280 056 55) LR ™= i
AR (A R4 7 ARE NS H R i AN E(CE I, 2021 Aaker, 1996).  HI-T- 3R AH S RRAME, 1 2%
FARPEAN = S B, TR R P AN R (Hanifati & Salehudin, 2021).

12. HBREARSREAME

MR — P 2R I OIRFIE A S, FONA NAETETRAEIE IR AT S B =R 77 [ (Pervin, 1996).
KIS E H A o5 95 32 SR i AR S5 /) 2218 (Goldberg, 1990; McCrae & Costa, 1987). 7E it kA
PEBIF TR, R T A% S 0 B B 3 220 1t R A A 1) B 0 B A AR . Aaker (1997) K4 K LAY,
B R ERI S N AN, BIX%As (exciting): K5 Ai7eili. BB, BRI, MR FEE; HEil(sincerity):
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AR St RNV TR R AR . AT SRR B, K TS 5 A PR 4 FE B A 2 AR e B AR
RifE. Ehn, Guo (2003) & I M I FANZERE#S AN A B B35 TEAE DG . Yao (2015)3 T K
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A 5] n) A K Bt Bl R S B AR, R R A 1R 3 538 4, A AR # 530 1),
[ 98.51%., = 5H IFHE LM T ot 391 #y, (HEE 73.8%; 15~25 % A B 222 fr, (HEE 41.9%,
26~35 % NFE 223 1y, 5L 42.1%, 36~45 2 ARET70 4, HH13.2%, 46 Z LA EARE 154, S 2.8%.
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AW Aaker (1997) (it AN 2 13 5 26 (CBP-PI-B)) f b STAETT RN it AN P R e i 8 T L (o
JEEG, J285%%, 2003)e 43 il LAIE Bz 2 i R i 1 $ R (5] Py 3 b e B o ARER RN LS 2 b 1
(11 % H). Mw(1%H). 8816 % H). F4HQ % H). #Y (6 & B) M M4, 42 %H. 82X
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AVERUE MATS BT REAN. FHY BANERE—EiE 240y B8 0.901. 0.91. 0.842. 0.904. 0.837,
it B B etk by T RN PR R R R S R . B AN O . BB RSN LY HANYERE N
— B 2B 50y 0.915. 0.939. 0.897. 0.904. 0.868, it HH 2B /ANt B A LI IS B o

2.2.2. {H%RE AEIQE

T 3 ARSI T2~ Costa Al McCrae (1989) 1) € K T A% K 2 (1 187 30 72 & (NEO-FFI) ) 11+ 3L
BATHR(FEIE P, #5, 2001), ZERMNIMAPE. et B AT TPk R A AYE BN
IAEBEAT I, SEANGERE R 12 26 H, 3L 60 M H . iZEE R Likert 5 S RPN R, 1 XN
N CAEEATFE” , 5 XN CHERTFET o AMSAbE. M. BN TR R R A4
PR — 2 2B B8 0.739. 0.819. 0.742. 0.733. 0.742, ¥l KT A R EEHBIFENE.

2.2.3. MELERiEE

V) S 75 SRS FH 32 B0 it R Bl (1 S i o) A R I i, 3k 3 AN, 49 Sl ST 56) GO BT e i
32 By ek R 22 B B B P W S 5 i 1% B R T Likerts S vEHEAT NG, 1 MR B AR S,
5 %R “HEF TG o BT s T I ST e B R 22 ) S R SR P — B R0 0.846. 0.920, iHA
) S 7 R A A BT S B . AR R oA, BT A B 3K =R KMO B 0.722 1 Bartlett I3k TE
Kot B2, IRECERM N BT ZTEREIA S 76.49%. 22 5 SE & B KMO 14 0.757 A1 Bartlett f{I3RIE
o B, $RECE R BT Z 5T R IA D] 86.178%. i HH I /I it 114 1 SIS 1 41 FBL H A I 1 2
A

2.3. IRBESHIELE

fili [} SPSS 26 B x Fdlu AT S it 7 #r .
3. iR
3.1. HEGFERERLE

SR FH P AR I B (VB AR 75V R Tt AT SR R VA A g (s, e, 2004), fEA Mplus B
RAE R A TR 1, Z SRR AT E R T, MR 2, SRS R A R, R
Pl #H 7R K: ARMSEA =0.014, ASRMR =0.036, ACFI=0.11, ATLI=0.11, [HELAHFFEALFE™
() 5 22 1) A

3.2. R

SXof ] e 12k B 5 22 B T S RN T B ANKRRAE S 9 S R R AT AR SRR G, SR B R A
MR I . MK T RRE, SBREZE WK, mHMRREKT 0, BNIEMX
KR PEIART . A e MY, KRR, SXRIE S B AME. AhmiE. R, JFK
PEL R PE A R B N 0.407%*, 0.340%*, 0.427**, 0.447**, 0.241**, % NI K & FEAH S E 43 5
9 0.557**, 0.526%*, 0.581**, 0.503**, 0.554**, 0.251**, 0.339**, 0.358**, 0.327**, 0.205%*; %
B R, Dedr. BBUL M. RSN, SXTRIMVE SR E B NE. AhmtE. RETPE. RO, MEtEn
FHIE 2B 794 0.364%*,0.358%*,0.406%*,0.473%*,0.301%* %} |3 W I 75 B AH S 12 23 51 9 0.463%*,0.750%*
0.688**, 0.568**. 0.567**. 0.263**, 0.287**, 0.326**, 0.352**, 0.279**,
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AR ST R R AR MBS In (X), MOESACAEEE, Jf HAafbrdEib(ZIn). Hdl o b &
HRHIESE 17 (05, 2020)MEANEZ 5. BTN K 1.

H P it R R S S IR [ A AT A 06 45 R P AL, A i PR M A 52 T I 2 PR IR (N
0.033, M TAREZE, HIHKIRIAMIMNATELERE, LIS i % A7 Ak 4R LRI i 7 i ) S
Ve 2 A AE 2 25 T RN (BIE HL, LK 1) BAPEAN SO B0 2 VA U6 (B0 0.002, i AR & B 2%,
B IR TLNME ELNTEGESE 532 50 il s U0 1P 2 P58 TR R T it ot i ot ) S 758 B 2 ) A A 8 25 5 2
2, ARSI RO (S0AIE H2, HLK 2). RSTPERIEE 728 TLI0E 3 VER 4846 0.699, R TTAZE AN G %, 1
WHHIR IR TTIELESE, A3 50 W RE 7011 2 FE2 SRR T it R ot ) S 358 B 2 TR AN A X 25 15 2%
JS(H3 RIGIE) . AP0 BT P ARS 40 A2 TG 25 PR AL 6 {5 0.003, T AR 3%, T 938 I K L AR A 22 ik
UERE, (LIS T b RS G 4 FSE TR AT it R it U ST T 2 TR A A S 25 R P AN (B H4, ILIE] 3). T
MUY 22 BOUR F ARGy 0, WA R RS, WA RRIAMITAELESE, /2830 Y
A 4 FEE TR KRR it AL it W) ST T R R A S U T R (B8E HS, LI 4).

Table 1. The moderating effect of the Big Five personality dimensions on brand personality dimensions and purchase inten-

tion
1 KA ASHEEX AR 4 E R LB R AT A
A 1 A 2
Bl
B t p B t p
Zscore (Ln_X47s total) 0.677 20.559 0 0.675 20.542 0
Zscore (Ln_#balt) 0.023 0.71 0.478 0.018 0.536 0.592
iNt_F i _ZLn XE5_ZLn 4Rt 0.068 2.136 0.033
R2 0.468 0.472
F 231.44 156.859
Zscore (Ln_E. ¥y total) 0.554 14.771 0 0.57 15.176 0
Zscore (Ln_E A1) 0.009 0.246 0.806 0.033 0.88 0.379
int_FE i _ZLn Eigk_ZLn B A -0.115 -3.108 0.002
R2 0.305 0.317
F 115.57 81.532
Ln_fig /7 total 0.637 18.078 0 0.635 17.742 0
Ln_ Rtk 0.071 2.024 0.043 0.075 2.052 0.041
int_BEimi_ZLn B8 /1_ZLn Rtk -0.013 -0.386 0.699
R2 0.447 0.447
F 213.233 141.975
Zscore (Ln_f#41 total) 0.558 15.574 0 0.602 15.625 0
Zscore (Ln_#1£: 1) 0.096 2.673 0.008 0.104 2.921 0.004
int_ P9 R_ZLn FE4H_ZLn #1425 -0.115 -2.991 0.003
R2 0.33 0.342
F 129.993 90.951
Zscore (Ln_#1¥" total) 0.612 17.483 0 0.621 18.114 0
Zscore (Ln_JFitt) 0.009 0.266 0.79 -0.004 -0.118 0.906
int_ P9 RR_ZLn 1Y ZLn FFSCE 0.167 4.955 0
R2 0.376 0.404
F 159.105 118.996
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Figure 1. The moderating effect of personality trait extroversion between brand personality ex-
citement dimension and purchase intention
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Figure 2. The moderating effect of personality trait agreeableness on brand personality sincerity

dimension and purchase intention

Bl 2. ABFHEEAMERM M EREEFNIEEZEETHER

iy Shss

0.8

0.6 |

0.4

0.2 |

0

_02 !

-0.4

_06 +

ot A K A0 A B

S bl (T 2PN
i LR A

Figure 3. The moderating effect of personality trait neuroticism on the sophistication dimension
of brand personality and purchase intention
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Figure 4. The moderating effect of personality trait openness on the relationship between brand
personality ruggedness and purchase intention

B 4. NEFEFF RIS EmENMEET #E AW IEEZ EETHIER

4. i

AT 5[] o KR 15~55 238 5l ik LR a1 2 NBE, i 48 R BOAWF IR 4 . SR A 2S04
DS 0 RIAR B0, DA BT e ik 37 0 o [ B ] P 38 sl i R AR R, R T A RIZ B IR T 5
N RN 5 T B AR SRR R RS BN . AR IR TR KR SR I P
E BT B il KB A A P R A% i R o ) S D D A 1 4 A AN 235 DA, oA DO AN A
R 245 P55 (V090 B3, 7 IR IE B it R ANV 4 P R AR A R i W S R R R R AT R . 1245 RS
CARFA—8  wT BT8R B A PR R T0I W S35 (1 S JE (Rup et al., 2021), AHFFTE K FAFE
(RRESE T ik — 25 STEAR 56 73X — 54

BT YEIE 5 BE 4 VR TR P AS 2 3 0T BE 55 R 1 A 9 S T [ D8 B R RN M 1 A ik
A Ko T B NS FORARIE AN N BIAT 0« GARREAE « 25 FE A A0 LA R N 1 G4 R A HE BT H R [ (Park,
1986), M f R A A AR08 a0 DI 3 3o ¥4 0 8 155 o o %) T 9 ) 2 3 A 2 ) (Plummer, 1985) . 44 % it
FRERE, AW P R BRI R, OO W AR B RS B R SR R B E R
JER DG 2 (A BE A A B RN (Hu 25, 20195 Yun 25, 2019). b RSB SR 3% 338 o6F f AN VE T
FOREE, FONBARRRAR G o A, BRI, EREREETHRREEES
SO IR R AN A 10 T e A, T G S DA BRI A S, A [ 1 R R 2 SRR B 4 R ) T R
(Anselmsson & Tunca, 2019; Chan et al., 2018). A J1E 5 B/ P9 25 (1 VT EC M 1T B X ¥ 2 2 B4 o ol et
ANVELE AT AE RS

gi b, AW IR 249 Fe KHE S R PRI I S 3L B AR R IE A — B, X s B g
T ) S T SR R, B B AR TR IS Bl it R P S R R ) S i R 2 T A7 7 Sl T A

5. &ig

(1) 430 (IR TGP VLRI , 75 12 B 0 BN 75 A VA 20 PO 1122 B o 5 00 1258 B 2 A1
S AN

(2) 3 (R MG B NNELEFE , 75 12 5 50 B0 A 1A 20 P A 12 B 8 0 00 K2 25 B 2 TRV 4
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