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TEGAE RREA T, HIATES000TC LA T AREA B
2, AHEAE N34, HHNT7.23%, KBiRAREA Y

IR EE SR A B DL HEAT 28 SO0 (F21) R nlon, 4
K5 A A TES000TE LA T FREAR AR B BEAb 18 ~ 25
%, [RINTELS ~ 253 AR My BE I REAR H1 75 90.45% 1 4
P2 F I AFES000ICLL T . P P RR A AW ALE
5000 ~ 100002 Al 22 H25 ~ 555 AR BT BERIREA, ¢
1 iB7R25 ~ 354 B A AR T, IAFES000 ~ 2000078
ZHEPANERZ, S ERT1.42%, HAERBIBIATLE
50000CA_E 5 FECISTETO% L |, X155 ~ 258 (pkiH
BRASIRE BEER . BRI 0T T A,
AR B REAR R 2B R2e 4, WARIR R 250k
FACRER BIAAS AR, 025 ~ 55 4E 84 B BEAY AER
LA MSLZTTIA, I E e R 45 R KBRS
SEBRIE DL

F 1 AEERMER BB

Table 1 Comparison of monthly income across different age groups

X\Y 5000 JLLAF 5000 ~ 10000 JG 10000 ~ 20000 JG 20000 JCLA I /it
5~ 18 4 (80%) 0 (0.00% ) 0 (0.00% ) 1(20%) 5
18 ~ 25 161 (90.45% ) 15 (8.43%) 2 (1.12%) 0 (0.00% ) 178
25 ~ 35 4 (2857%) 5(35.71%) 5 (35.71%) 0 (0.00% ) 14
35 ~ 45 2 (22.22%) 5 (55.56% ) 1 (11.11%) 1 (11.11%) 9
45 ~ 55 1(7.14% ) 7 (50% ) 4 (28.57%) 2 (14.29%) 14
55 LI 1 1(25%) 3 (75%) 0 (0.00% ) 0 (0.00% ) 4

312 HEHEBRER

TEREAE R, A A RE I SR AES00TT LA T ke A
hi 0 189.38%, L EI T WA AR LR, WEA
A RHE TH 21000078 LA AR (5 1.77%, FHILFTLA
D ISR N A A AR E 5 T T 3 2 7 S 1R
IN—E5r, IRETHSTTIARE BRI & Rz 1a),

(EAERFIMERIFIARFICAERZ T, B REAR A A
BIHE e RS . DORFEIMERI RS REARC G
(#22) , AYIEE EAE200TTLL T 2ot 5 b b 5 ek o
K, 43HIH71.05%H62.16%, THARE IEF#1ES00 ~ 100070
RS LA B T ot PRUETHE, FERISE A

T, BHAAT I HETE TS E L, (HM200 ~ S007CHIEHE
K, BRI AR, XUt hg
W R E . WNHRAKOURE, 23R,
SRR A WA BB 2 7 A T 2 R 3R E200
TCUTF, iR . HURALES000TT LT 19k
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Table 2 Comparison of sports consumption by gender
X\Y 200 JTLA ™ 200 ~ 500 500 ~ 800 800 ~ 1000 1000 STl I /it
% 46 (62.16% ) 15 (20.27% ) 8 (10.81% ) 2 (2.70% ) 3 (4.05%) 74
i© 108 (71.05% ) 33 (21.71%) 8 (5.26% ) 2 (1.32%) 1 (0.66% ) 152
#3 FARABATHEEHRBRITE
Table 3 Comparison of sports consumption across different income levels
X\Y 200 JCLA 200 ~ 500 500 ~ 800 800 ~ 1000 1000 JGLA I /it
5000 JTLA T 125 (71.02% ) 35 (19.89%) 11 (6.25%) 4(227%) 1(0.57%) 176
5000 ~ 10000 JG 19 (54.29% ) 13 (37.14% ) 2 (5.71%) 0 (0.00% ) 1 (2.86% ) 35
10000 ~ 20000 JC 9 (75%) 0 (0.00% ) 2 (16.67% ) 0 (0.00% ) 1(8.33%) 12
20000 JGPh L 1(25%) 1(25%) 1(25%) 0 (0.00% ) 1(25%) 4
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Figure 1 Awareness of the PUMA brand among surveyed samples
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Figure 2 Consumption frequency of PUMA brand among surveyed samples
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Table 4 Comparison of PUMA brand consumption frequency by gender

X\Y 2%, WRARET RPN BN /RN 3%, BREIEEA M RIE RIS, RS BN At

Ul 3 (4%)
4 1 (0.66% )

21 (28%)
77 (50.66% )

33 (44% )
36 (23.68% )

18 (24%) 175
38 (25%) 152

#5 ARMERIXPumaiBERE AMBIFXTEE

Table 5 Comparison of PUMA brand endorser preferences by gender

X\Y HHEHE AEFHAE T, FFE I L aE NE s N2
5 27 (36% ) 4(533%) 44 (58.67% ) 75
& 11 (7.24%) 20 (13.16% ) 121 (79.61% ) 152
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#*6 REA-RECEESEEEUIEE
Table 6 Endorser-brand match and consumers’

purchase intentions
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(PN WAL IR REAN WAL IR
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FiL T/REE (4.76) 415  FEHWWE (485)  4.06
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SEgFET (4.19) 333

ZEP (4.35) 4.19
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Figure 3 The impact of celebrity endorsement and brand match on consumers’ purchase intentions
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Figure 4  Fanbase of PUMA brand celebrity endorsers
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Table 7 Comparison of consumption tendencies among different types of fans

FEREREIRE SRR, 2B T a AU A9 Puma (R

X\Y E|Scamhey [EB=S TCHTIE A= EIS @ NEib= /N
2, REPERE A2 7 (28%) 12 (48% ) 5 (20%) 1 (4%) 0 (0.00% ) 25
&, HATFIIENT Ak 16 (30.19% ) 24 (45.28% ) 12 (22.64%) 1(1.89%) 0 (0.00% ) 53

N T 5E ARZT I SE A [ O] B
SLIFTRT X—EMEE L (£8) , AEHEKMZS
PR BFHERZNSE R TERER . F48%HNKT
AT M LIoRFARZTR, IERTHER T AN
bt CARWEET M CFET 85 BN 15.09%
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TAREZ TN, AERRR, 78 “2SWEXHCH N
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W1 AT R 220 15) T35 428 F) B W st A Lot T
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Wl v A N S RO R R E Ak &t tT
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Table 8 Comparison of irrational consumption willingness among different types of fan groups

20T 5 ta R EAE B -5 SE 7

X\Y JEH T = [Eibs TCHrE R FEH AR /it
&, EEHENRE Ak 2 (8%) 12 (48%) 6 (24%) 5 (20%) 0 (0.00% ) 25
2, EREFHEANRSARZ 8 (15.09%) 14 (26.42%) 14 (26.42% ) 13 (24.53% ) 4 (7.55%) 53

F9 AR LEEEEEEEEEL

Table 9  Comparison of rational consumption willingness among different types of fan groups

SR HCA T ES ta AT i

X\Y €[S A=y [ 3% JCHHE ENEDS EH AR T
2, WEWHENRE Ak 6 (24%) 13 (52%) 5 (20%) 1 (4%) 0 (0.00% ) 25
JE, AEEEHENT A 20 (37.74% ) 21 (39.62% ) 10 (18.87%) 1 (1.89% ) 1 (1.89% ) 53

F= 10 AREB 2B h 15 b 51
Table 10  Gender ratio among different types of fan groups

X\Y % e N

2, REERE AL 17 (60.71% ) 11 (39.29% ) 28
2, EERFEERE A2 4 (7.02%) 53 (92.98% ) 57
. WA 57 (37.01%) 97 (62.99% ) 154

F 11 TRERMLEEEEEEFZEI

Table 11 Comparison of rational consumption willingness among different types of fan groups

A e BT, AR AT 0 R i A4 W S R

X\Y w [l 7% T NGRS Ew AR M
2, REWEIHE AL 3(12%) 12 (48% ) 8 (32%) 1 (4%) 1 (4%) 25
2, EEREHENRFEAN®RZE 9 (16.98%) 14 (26.42%) 12 (22.64%) 15 (28.30% ) 3 (5.66% ) 53
3.3.2 MELFNS5IEHRAN FizEHE “TRTE” AR, (A5 TEAHAFERA

BT A A SRR = IS B I 107 O 2Bl A 5 A 26 03% I AR AR, 4.119%F9 A
Mo A RTNELT AR IS T FoRAEF R, WA LR A o TRl s 19k
TR e R = H SRR 25 (X 2=12497; 325% (AERTRE) F19.74% () , AR
p=0014) . JEMWEBIAEIRE , HA0.97%W kA%t BINBLE HoA2338%, HLRIZSEEH Ry 22 R AT HE 10%.

F12 BT "B BaRNEEINERE
Table 12  Differences in consumption motivations based on “hot-selling” products

T, WAE (%)

wH jusdl Bt :
= = Kt o X b
FEHFE 3(4.11) 5(3.25) 8 (3.52)
[F) 19 (26.03) 15 (9.74) 34 (14.98)
N SZH A=
KU"%WHZ&?}&@”M TR 25 (34.25) 68 (44.16) 93 (40.97)
BT T 12.497 0.014*
PN 16 (21.92) 30 (19.48) 46 (20.26)
e ARE & 10 (13.70) 36 (23.38) 46 (20.26)
it 73 154 227

E: *p<0.05, *#p<0.01,
B BT ANL” 5§ “@EEREIEZ BTN p=0.152) , XRIINSETHURNT AL, Pifds
i TR KRR A BER (X =6.712; FINR A B TE G AT A ISR PR Y R R R
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Table 13 Differences in consumption motivations based on brand image
o, AR (%)
i VEIF it 2
BiE LT Sl . i X p
B[S bEy 14 (19.18) 48 (31.17) 62 (27.31)
SRS AT, Al &% 37 (50.68) 73 (47.40) 110 (48.46)
R I S R R Ty 21 (28.77) 28 (18.18) 49 (21.59) 71 0152
ST ENEib=S 1(1.37) 2 (1.30) 3(1.32) ’ ’
e AR 0 (0.00) 3(1.95) 3(1.32)
2t 73 154 227

E: %p<0.05, *p<0.01,

METATT LR, e Rk Ml T4
HHEEREN" WRITRRS, M3IpE550.154F0
0.152, BEZERIFARE. 76 HEELREREREN L,
60% VA - B 2o 5 A S S R S B AR B A T
A G TR PRTT BT

ST T S R ACH N B R R A 3
JEPEA, K RERIZT 5 HUE I B S
X At ISR RIS EAT R OT 0 MT, A EIp(E>R0.488,
p>0.05UL M 22 S L REA XA RS B 22 S0 FAN
2.

F14 BT HUESEBENQXAENNEEDINESE

Table 14  Differences in consumption motivations based on advertising creativity and credibility of media channels

&, WA (%) .
HFf 5 243 2
BH I P ik =il X p
el 8 (10.96) 20 (12.99) 28 (12.33)
SRS I AL, FoE [F] 7 20 (27.40) 55 (35.71) 75 (33.04)
SRR S A R AT ToHTIE 38 (52.05) 60 (38.96) 98 (43.17)
P AT NGBS 7(9.59) 12 (7.79) 19 (8.37) 6.678 0134
et AR 0 (0.00) 7 (455) 7 (3.08)
Bt 73 154 227
) &, WA (%) N
i YETH oy 2
AH LI P et it X P
ElR ey 11 (15.07) 29 (18.83) 40 (17.62)
5%’5‘:1t%%|ﬁ:ﬂ$*ﬁtt, e [F] 7 29 (39.73) 77 (50.00) 106 (46.70 )
TR R B AL RN A JCHrE 30 (41.10) 40 (25.97) 70 (30.84)
AAETIRRTT dh IR NG 3(4.11) 5(3.25) 8 (3.52) 6717 0152
AEH AR 0 (0.00) 3(1.95) 3(1.32)
it 73 154 227

E: *p<0.05, *#p<0.01,
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Table 15  Differences in consumption motivations based on endorser’s negative events
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The Impact of Celebrity Endorsement on Consumers’
Purchase Decisions for Sports Brands: A Case Study of
PUMA

Yi Jingyuan
Guangxi Normal University, Guilin

Abstract: In the contemporary sports product market, celebrity endorsements have emerged as a dominant marketing
strategy, exerting a significant influence on consumers’ purchasing decisions. This study examines the impact of celebrity
endorsements on consumer decision-making regarding sports brands, using Puma as a case study. The findings reveal
that: (1) The congruence between celebrity endorsers and the Puma brand is positively correlated with consumer
purchase intention; (2) The fan effect induced by celebrity endorsements leads to significant differences in purchase
intention between fan and non-fan groups, with fans demonstrating a higher propensity for irrational consumption
behavior; (3) Irrespective of fan status, objective factors such as brand image, advertising media, and negative publicity
surrounding endorsers play a more decisive role in shaping consumer motivation, indicating a predominant tendency
toward rational consumption among the surveyed population. Based on these results, this study proposes two key
recommendations: optimizing the strategic utilization of celebrity endorsements to enhance brand perception and
maximizing the positive impact of celebrity endorsements while fostering rational sports consumption behavior. These
findings offer valuable insights for the marketing strategies of domestic sports brands.

Key words: Celebrity endorsement; Sports brands; Consumer decision-making; Brand congruence; Fan effect
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