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ABSTRACT
The study mainly investigates how college students’ preferences for sneakers brand affect their behavioral intentions. The objects
are based on college students in Northern Taiwan. A questionnaire survey was conducted in this paper with samples collected on a
basis of convenience sampling. Among 700 questionnaires issued, 657 of them were successfully collected with 42 invalid and 615
proved effective. The validity rate was 87.9%. The results conducted through SPSS analysis are as follows: first of all, the favorite
sports brand of all the participants involved is “ Nike” ; meanwhile, “ Nike” ranks No.1 in the latest sequential five-time
purchases for participants. Secondly, in the aspect of brand preferences, college students show their upper-intermediate brand
preferences for sneakers. With the respect to their behavioral intentions, college students display significantly obvious loyalty toward
the sports brand. Thirdly, the amount of weekly allowances of participants has made a great difference in their brand preferences;
gender, allowances, and exercise habits are notable factors which affect the behavioral intentions. In addition, college students’
preferences for sneakers brand do have positive correlation with their behavioral intentions. Last but not least, college students’
preferences can illustrate their behavioral intentions effectively. All in all, the result of this paper can be regarded as the useful
suggestions for sneaker manufacturers.
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