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Abstract This study aims at providing information on golf industry by survey about effects on purchase
decision factors of golf goods and strategies on brand attitude and purchase behavior. As a result of this study,
there are sixth reasonable factors of effects as follows. First, age, education and average golf score were
meaningful factors on purchase decision. Second, sex and age were significant factors on brand attitude. Third,
age was the only meaningful factor on purchase behavior. Fourth, purchase decision factors of golf goods
showed significant (+) effects on brand attitude. Fifth, purchase decision factors of golf goods showed
significant (+) effect on purchase behavior. Sixth, brand attitude showed significant (+) effect on purchase

behavior.
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400-600million won 61 30.6

>600million won 60 30.2

<lyear 32 16.1

1-3year 42 21.1

Golf experience |3-5year 42 21.1
5-9year 271 136

>9year 56 281

High school graduation 26 13.1

Education level College graduation 36 181
University graduation 100 50.2

graduate degree 37 186

Profession 60 30.2

Managerial career 16 8.0

Job Office job 32 16.1

Own business 59 296

Housewife 19 95

Student 13 6.5

<79 32 16.1

80-89 62 31.1

Golf average |90-99 53 29.2
100-119 26 13.0

>120 21 10.6

Purpose of exercise 47 236

Reason for golf Promote friendship 59 29.7
Business purpose 34 17.1

Leisure activity 59 29.6

Total 199 100

o] Aol jake Ee puld ARl AT 2 0p mmEo
ZEE B il 14o] gl T ol 8AES B o] APME HEAS 2AETE ALgatdon] A
Ao dAsglon, EHS AT TN T8 BAe 33 ojgae) ATEANY 54T L 54,
JEEFEHE ol &eilth M2t A7IE A $HE zwmex pudxecly BAsHE 2 FujdEs o

iy es ey o =] - - - - -
Adel FEAFE T O5RE Aol At B2 ofap) 9l Bhel B2, 108 A H9137 320 0] 8
of AH WEdte] wWAAe] FoE AL F AATOA (36 g MoH3N 2942 ABEL EOIR RS A
AR F 2050 AEAE 2R v ekl B g 3 ou Al A st AT
| ATA T ARl THEAIMAY = dsH o w 7t 2912 Likert A= TA R 783819131, %A
STt FaE = 3155 A9t F 1995-(86.5%)2] o] FAL <Table 2>9} 7t}
HEAS HE B2 AGSLh Al Ao
3k AVEFS <Table 1>3 2t} (Table 2) Configuring the questionnaire
Configuration indicators| Configuration changes Numbg of
questions
(Table 1) Demographic characteristics . Gender, Age, Education
Demographic . .
haracteristics and golf level, Earnings, Job, Golf 3
Variable Division N % charad r(; itii g experience, Golf average,
Gender Male 143 71.9 properties Reason for golf
Female 56 28.1 Value 3
<19 4 20 Purchase decision Quality 3
20-29 18 90 factors Brgnd 3
3039 2 141 Design 4
Age 040 & 37 Brand awareness 3
——— =~ — Brand attitude Brand image 3
%0-59 68 242 Brand loyalty 8
=60 12 6.0 Purchase behavior Word of mouth intention 3
. <200million won 11 55 urchase beha Repurchase intention 3
nes 200-400million won 67 337 Total number of questions 41
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2.3 X2 X2 Brand 3 162 | 80 157 031 | 78

o ?—:'_Loﬂj\_‘l A Jg% =2 E:rr_g] X}Eﬂﬁ]g— _?,]3 o Quality 2 180 083 892 129 852

] ) }:‘ o N 18 Quaity 3| 124 | 189 | 8% | o1 | 32
G AEAE 353 F 54 A § s 1Y g Quality 1 21 | 106 805 108 | 721
AL AANEYL) a8l AEEso] FEE YA v Value 1 070 .020 071 889 .800
o - B o Value 2 133 202 132 816 | 752
g AR 9 AlE o] vitha s = AR E wAA Figenvalve | 278 | 2623 | 2357 | 1576
ALkt FHFoer dE"  HoJHE Windowg Variance(%) | 23207 | 21859 | 19641 | 13136

o B . . Cumulative(%) | 23207 | 45066 | 64707 | 77.843
PASW Statistics 18 Z 2138 o] &3} 443190, KMO 06
TAAR A=AT WS vy 2k X 1339.487
o 3 - Bartlett df 66
D) A7l 2 o] g1 QIFEAITA B = —— o0l
I EXS oty $18ke] Wi (frequency analysis)
S AAEFAT (Table 4) Exploratory factor analysis of Brand attitude
2) TEXEE Pl AA QY BAEEE 2 3 question Brand Brand Brand Commu-
= loyalty image awareness nality
olo ogr A=S o EFAR A [SJRESAEI=E KNP
aQle] BE ASS fistel wAH flw s At Loyalty 3 823 208 163 74
/31913, B8 A3<Table 3>, <Table 4>, <Table Loyalty 6 319 058 189 710
. - Loyalty 2 768 324 106 707
553} 7t} EhAlE g olRA1S ALL3lo| 9) Qo]+ )

P AT @A e resl ” It 8932 Loyalty 4 767 316 238 745
WS AR 248 AESIR AL 8919 3 4 Loyalty 5 766 ~003 148 60
W AUHE A AFE A5 3 1 ulF Loyalty 7 L8 373 14 661

DN e Loyalty 8 701 433 107 691
AL Blsl= Cronbach's a A5E &3kt Tmage 2 132 870 244 34
3) ZELE FuAA QT HACSEN T LujshE Tmage 1 235 794 202 736
R ol e Tmage 3 1% 675 243 5%
82 7he] AFAS Yol 7] “"lsH FRBATAE AA] Awareness 1 146 235 814 7739
g Awareness j }%8; Sg() .723 6;;
_ S - Awareness : B 127 71 6
ZueE FujAA el HATEHE 2 Lujs)Eo] 3} Variance(%) | 33416 | 20175 15.3%6
_ N Cumulative(%)| 33416 | 53591 60.477
o[F doluy] flate] H1 ttest o DRMARARA SIS %
< AAEIR e, fofet 2hol7t Yehd A9 AEAS X 1546.908
N Bartlett df 78
o q O ALaslod
Scheffe H= }o O]'Mr’}' P—value 001

(Table 5) Exploratory factor analysis of Purchase

Atk behavior
6) BAZE =7} FodEol] X 9IS dolry) question Rlenptg]ct?;;e Wozgteorfﬁr;suth Communality
O3] =3 Bdo AAEk
Flste] sl e AAlskarh Repurchase intention 2 3% 339 916
Repurchase intention 1 872 332 870
(Table 3) Exploratory factor analysis of golf \Alje:;‘]m;hase ;“Fe“tlo_” 32 'Zﬁ; ':y(;g ﬁ;
oods purchase decision factors ord of mouth ntention : : :
9 P ‘Word of mouth intention 3| 345 342 827
. . ] . Commu-— Word of mouth intention 1 .39 19 197
question Design | Brand Quality | Value nality Eigenvalue 2630 2499
Design 2 363 091 250 083 823 Variance(%) 43.836 41.651
Design 4 838 269 159 163 826 Cumulative(%) 43.836 85.487
Design 1 806 169 249 001 740 KMO ‘ 865
Design 3 656 451 001 137 653 X 992.959
Brand 2 229 891 149 099 878 Bartlett df 15
Brand 1 239 341 115 17 07 P-value 001
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3. 21t A =29
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AH20I9| X0
1) Aol M2 ZEZEE TR o2y
2}

AT de] Aol 2 Fuj A a1e] Aol A4
= <Table 6>3 2t} o274 2219 sk9l 2l & 7t
Z(F=3.118, p<.0D)¥} HA=(F=4817, p<.001), tl=Fel
(F=3538, p<. 01)01]&1 EAHoz o8 zpo)7}t eyt
ol FAA = frolgh atol7h UERA ot A
2ol fref st i}om RS @91l o3 ARl S A
AlgE A}, A A 20T(4.64£1.40) Hat 60t o]
(450+.71) Heto] 30tH(3.38+1.15) AYtrtl =7 21243
= Ao® ey, Bal=eA 30t](5.1941.33) e
40t (4.00£1.36) ek iﬂl Ak Ao w vhehsk
o} A TARRI A = 93 Aol 7} §le= Aow u
ERgt

(Table 6) Age of golf goods the Purchase Decision
Factors ANOVA

Sub factor Group n| M |SD F/p Scheffe
<19 | (A)| 4 ]463]229
2029 | B) | 18| 464 | 140

) 3039 | ()| 28|33 115] 3118/

Valve 00 Ty | 69 372 [146] o108+ | BF7C
5050 | (B) | 63 |374] 121
=60 | (® | 12450 71
<19 | (A)] 4 |508]117
2029 | B) | 18|569] 9

Quaiy |29 [ © [2[5]116| g5 )
2049 | (D) | 69]512]142] 504
5050 | (B) | 68521119
=60 | () | 12|54 1.07
<19 | ()| 4 ]33]207
2029 | B) | 18489126
3039 | ()| 28519133 | 4817/

Brand 0 Ty [ 69400136 | 00t | &P
5050 | (B) | 63436121
=60 | (® | 12]397] 73
<19 | (A) | 4 |400]197
2029 | B) | 18522 1.37

Design |23 | © | 2 [526[109] 353/ )
40-49 | (D) | 69 | 441 | 118 004
5059 | (B) | 68443 1.17
=60 | (O | 1243 ] 73

2) ugsEd Mg Z=Z8F FHHZEZFERY x|
=4 Ant

Auge] WS

ol whe Fulagasle) Aol

A A¥}s= <Table 7> 2o}, Fuld4 219 &4918l
T BA=(F=4507, p<0D< YARRI(F=3693, p<.05)°l
A $elg Aolsk tepkont, Atz oA fre
3k zpo] 7} YERUA] kodT), Fet 7hol] #2138 x}o] 7} L}
Rt 29lel] sl AREEALS S AT, BilsolA
At £9(4.58+1.18) Feto] 1F o]sH(349+1.76) 3
SRt = dAEE Aoz Yehgon, tiaileA
At £9479+1.12) Jeka) ojgh £9(4.74+1.18)
tho] 115 o]8H(3.90+143) HHRHTE A Y4 sh= Al
2 upepseh
(Table 7) Education level of golf goods the
Purchase Decision Factors ANOVA
Sub factor Group n| M |SD| E/p | Scheffe
High school |0y | 96| 346 | 1.70
graduation
College . -
graduation B) | 36[414 |13 1374/
Value Uni . 959 -
VRIS ) | 100 378 [ 128 |
graduation
graduate | ) | 571 507 |19
degree
High school |\ 1) | o6 | 455 | 167
graduation ) )
College |
. graduation (B) | 36]524| 119 1.878/
Quality University 135 -
VErsIY ) | 100] 545 | 107|
graduation
graduate | ) | o511 | 135
degree
High school |\ 1y | 961 349|176
graduation
College .
graduation (B) | 36]458] 118 4507/
Brand Uni T 00455 B>A
VS o) | 100|448 | 122 |
graduation
graduate | ) | a7 41 | 108
degree
High school | 1) | 96| 390 | 143
graduation
College N .
. graduation B) | 361479112 3603/
DesiEn I niversity 013« | DA
Yol | 100|474 | 18]
graduation
graduate | ) | o760 [ 119
degree
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A e I e s xkom YER 8910 sl AL
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Ao Yoy BAEAE fogk ato] 7t ¢l
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(Table 8) Golf average of golf goods the Purchase
Decision Factors ANOVA

Sub factor Group n| M |SD| F/p |Scheffe
<79 (A) | 32394 | 1.75
80-89 (B) | 62]390]| 148
< 519/
Value 90-99 (C) | 58|38 | 111 0 -
100-119 | (D) | 261|348 | 1.17
>120 (E) | 21381110
<79 (A) | 32|572| 88
80-89 (B) | 62524127
Quality 90-99 (C) | 58515142 1 ;?j/ -
100-119 | (D) | 26| 518 | 1.02 | °
>120 (E) | 21513 |134
<79 (A) | 3214981136
3080 | (B) | 62]419]133| ..
Brand 90-99 (C) | 58413127 Zoélli/ -
100-119 | (D) | 26459132 | °
>120 (E) | 21]422]|136
<79 (A) | 32523113
80-89 (B) | 62440130 ,
Design 90-99 (C) | 581448128 Zogl:i/ A>B
100-119 | (D) | 26| 455|101 | °
>120 (E) | 21479 87

3.2 AFSASH EH0| WE EHEEE2

o]
1) Mol w2 2MEE= Xl0|2A Zo}
Ado] wE pdcgze o2 EAI Ay
<Table 9>9} 2t} Ao w2 Eeﬂzﬂ%Eﬂ ztol & &

43 s}, Bl

A7} wx}m A Hebis. 4
FAEoE fol 2o]7}

(Table 9) Gender of golf goods the Brand attitude

t—test
Sub factor Group n M | SD t D
Brand Male 143 | 454 | 1.00

5B N
Female | 56 | 494 | 1.01 2506 oL

. Male 143 | 410 | 111
Brand image TFemale % 217 (121 390 697

Male 143 | 399 | 116
Brand loyalty Tomale 1 56 1393 1116 281 179

awareness

ATl Al 2 BA=Ee] oA AT
L <Table 10>3} 2}, Bazgzo] 31990 = B
H

= QA E(F=3277, p<OD$} ,
p<ODONA SAH R Felgh Zpol7} thebytont, B

FAEAME 23 2fol7} L]—E]—L]—X] SRR
ko] fre] @k Aol 7t vhebd skl aclel sl AR

3}
& AAF A}, BA= o|v]x|o] A 308H(474+1.03) Wt
2) etk 7 A4she Aoz e
oA Gu 2ol o8 Aot

(Table 10) Age of golf goods the Brand attitude

ANOVA

Group n| M | SD F/p Scheffe
<19 | M) | 4350 140
029 | ®) | 18] 511 | 119
3039 | (C) | 28] 489 | 94| .. . .
2049 | (D) [ 69] ad0 | g5 | 2700
5059 | (B) | 68] 476 | 102

=60 | () | 12| 472 | &7

<19 | (A | 4333 |16
2029 | (B) | 18] 450 | 119
3039 | (C) | 28| 474 | 103
049 | (D) | 60] 387 |Laz| SR CD
505 | (B) | 68] 412 | 114

=60 | () | 12| 38 | 76

<19 | W | 439 &
029 | ®) | 18] 411 | 116
3039 | (C) | 28] 441 | 116 . .
0 | o 6] [10e]| L
505 | (B) | 68] 398 |12

=60 | () | 12| 414 | 129

3.3 QITSABE SN0 W2 TS| Xfo|
1) il G2 TUHBS HolLN Hl
A ehgel QAedel me T B Aol Ao
Ashs <Table 11>5h 2ok, T35 59129 & 7
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Ao = (F=3.290, p<.0DolA EA=A
Helg o, Ao o A=

o= folg Aol
$rolak Aol 7k kA

A zhe] frol @ Atol7k Lpehd ool 8]l s Ab
FRAS AT A3 30WG23£1.14) kel 40H
(44187 HerEe} 7 A48k gl= Ao HER

(Table 11) Age of golf goods the Purchase Behavior

ANOVA
Sub factor Group n| M| SD | E/p |Scheffe
<19 (A)| 4 |400] 1.19
Word of 20-29 | (B) | 18 | 494 1.35
or ﬂi’ 30-3 | (©) [28]523] 1143200/ | . 1o
mout 4049 | (D) ] 69441 87 | 007+
intention
50-59 | (E) | 68 |457| 96
>60 (F) | 12 1461 1.23
<19 (A)| 4 1400| 98
20-29 | (B) | 18 |491| 1.24
Repurch-as| 30-39 | (C) | 28 |4.73| 1.33 | 2.040/ B
e intention | 40-49 | (D) | 69 |4.12| 1.08 | .075
50-59 | (E) | 68 |4.31| 1.23
>60 (F) | 121461 1.26
3.4 EZ8F FIZE 10| HHEE =0
OlX|l= &
1) SEEE FofZAYRIn HH= QIX|=o| CIE
s|HEN Zat
O] ?i Oﬂ/ﬂ A% f?} %E%% THjAg8Sle] BAlE
3 1 7o)

%ﬁ T a0 7ro] AduAE 54H5E Uiy, FZ g
F TuAg8R1e 1989l T BaA=(=5871, p<.001)
o} TARI(1=2.731, p<01)o] B A= Qx| ol H(+)2] 4
& A= Ao E YER 3FRE 2 Fglo] p=.001
ol A 20472¢] & Heola 9oy, F 8]l 7k TAd
g & BAHR)FHS 2972 e 297%9] AHEe
Holx itk FAHAE 74 882 %{% 788, PA=
691, TRkl 6427 R} T dlE A7) Sl
A0 2 YEhyton, Durbm—Watson-J %74] 2o 1902=
el ZAHE 2 AL fle AR JERd g
FARFo] Aget o= ERLT.
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=

FEEE FuAg agle] BAlE o|m|Xe] FEFs |
2 Aeolghs 7S 4TS AF, <Table 13>7} Zo]
A= B34el #He vER
FEEE A ecle sh9laglel 4
(t=2.052, p<05)¥} E#;M=(=4512, p<001), tTIA
(5,632, p<001)°] Bz ojulxlo] H(+)e] 9GS 1l
A Aoz Yeiyth ARG Fitel p=001°0A
251579 @& dEhia glom, B2l gk F A4t
(R)ZHS 3422 UER} 34.2%°] AW ES Hol1 gtk
FAEAE 718 882, B 783, BA= 691, tixlel
6422 YE el s A7) gle Ao R YE
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3.5 ST2E JFofA™LQI0| o= O|x|l=
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(Table 12) Multiple regression analysis result of golf goods purchase decision factors and brand

awareness
Dependent variable Independent variable Standard error B t P-value Tolerance limit
(Constant) 315 8.340 L0013
Value 048 -.037 -581 562 832
Quality 055 -015 -215 830 788
Brand awareness Brand 035 425 5.871 00 s 691
Design 063 205 2.731 0075 642

R=545, R*=.297, modified R*=.282
F=20472, p=.001, Durbin-Watson=1.902

(Table 13) Multiple regression analysis result of golf goods purchase decision factors and brand image

Dependent variable Independent variable Standard error B t P-value Tolerance limit
(Constant) 341 5516 003
Value 052 015 248 805 332
Quality .060 135 2.052 041 788
Brand image Brand 059 316 4512 0013 691
Design 068 409 5.632 L0013 642

R=584, R*=.342, modified R*=.328
F=25.157, p=.001, Durbin-Watson=1.811

(Table 14) Multiple regression analysis result of golf goods purchase decision factors and brand loyalty

Dependent variable Independent variable Standard error B t P-value Tolerance limit
(Constant) 379 6.684 0015
Value 058 .069 1.019 .309 882
Quality 067 .066 918 .360 788
Brand loyalty Brand 066 463 6.033 00 s 691
Design 076 057 7116 AT5 642
R=461, R*=212, modified R*=.196
F=13.064, p=.001, Durbin-Watson=1.858

(Table 15) Multiple regression analysis result of golf goods purchase decision factors and word of
mouth intention

Dependent variable Independent variable Standard error B t P-value Tolerance limit
(Constant) 323 8.257 00 e
Value 053 014 213 331 332
Quality .060 016 226 321 788
Word of mouth intention Brand .060 357 4.660 00 e 691
Design 068 176 2214 028+ 642
R=.463, R*=214, modified R*=.198
F=13.226, p=.001, Durbin-Watson=1.953

(Table 16) Multiple regression analysis result of golf goods purchase decision factors and
repurchase intention

Dependent variable Independent variable Standard error B t P-value Tolerance limit
(Constant) Al3 7.241 0013
Value 063 066 933 352 832
Quality 073 085 1.129 260 788
Repurchase intention Brand 072 354 4.422 00136 691
Design 0832 043 518 605 642
R=.379, R*=.143, modified R*=.126
F=8.112, p=.001, Durhin-Watson=1.874
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(Table 17) Multiple regression analysis result of the brand attitude and word of mouth intention

Dependent variable Independent variable Standard error B t P-value Tolerance limit
(Constant) 263 4.793 001583
Brand awareness 065 221 3478 0015 633
. . Brand image .060 195 3.014 0035 608
Word of mouth intention Brand loyalty 055 4% | 7202 | Q0Lwex 697
R=708, R’=502, modified R*=.494
F=65.505, p=.001, Durbin-Watson=1.838

(Table 18) Multiple regression analysis result of the brand attitude and repurchase intentions

Dependent variable Independent variable Standard error g t P-value Tolerance limit
(Constant) 295 3.207 0025
Brand awareness 073 106 1.722 087 633
Repurchase intention Brand image 067 024 381 704 608
Brand loyalty 061 658 11.186 0015 697
R=.728, R*=529, modified R*=522
F=73.122, p=.001, Durbin-Watson=2.092
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