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ABSTRACT 

Taekwondo (TKD) is a popular form of martial arts. The number of TKD academies has 

increased in the U. S., and there is intense competition among the academies. To compete in a 

challenging environment, a marketing mix is recognized as a key element in management of a 

TKD academy. The purpose of this study was to examine the influence of select marketing mix 

variables on the satisfaction of TKD trainees and their post-purchase behavior. Questionnaires 

were distributed as part of the study; the questionnaires consisted of seven marketing mix 

variables (product, price, place, promotion, participants, process, and physical evidence), 

satisfaction, and post-purchasing behavior (word-of-mouth and intention to continue 

participation). 

The questionnaires were derived from preexisting instruments and developed to assess 

the determinants of TKD participants‟ satisfaction and their post-purchase behavior in relation to 

the marketing mix variables. A total of 300 questionnaires were distributed through convenience 

sampling at TKD academies located in San Diego, Oceanside, Irvine, Murrieta, California; 

Tampa, Florida; Duluth, Georgia; Raleigh, Fuquay-Varina, North Carolina; and Midlothian, 

Virginia. A total of 265 questionnaires were analyzed using statistical methods with PASW for 

Windows 20.0 program and Amos 18.0 program. The data analysis was included: frequency 

analysis for the demographic characteristics; assessment of normality, linearity, multicollinearity, 

and  homoscedasticity for the assumption tests of multivariate analysis; computation of 

Cronbach‟s alpha coefficients and item-to-total correlations for evidence of reliability; Pearson 

product-moment correlation coefficient for evidence of discriminant validity; confirmatory factor 

analysis for evidence of construct validity; and path coefficient analysis to verify the research 

hypotheses.   
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I concluded from the findings of this study that the product, promotion, participants, and 

process variables positively impacted trainees‟ satisfaction. On the other hand, price, place, and 

physical evidence did not impact trainees‟ satisfaction. Furthermore, trainees‟ satisfaction 

positively impacted their post-purchase behaviors which are intention to continue participation 

and word-of mouth. One implication is that TKD academy managers should continue developing 

the product by providing programs such as demonstration or sparring classes for adult trainees. 

In addition, offering social media services could be effective as a promotional tool. TKD 

instructors should develop physical abilities and have good personalities. Hiring interns could 

strengthen the fluency of TKD instruction processes.  

 

 

Keywords：marketing mix, Taekwondo, satisfaction, post-purchase behavior 
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CHAPTER ONE 

INTRODUCTION 

1.1 Background of the Study 

Taekwondo (TKD) is a traditional form of Korean martial arts that originated in 50 B.C 

(Gillis, 2008) and the meaning of TKD is “the way of hand and foot” (Wells, 2012). The main 

feature of TKD is unarmed fighting using strikes with both hands and feet. TKD has a role for 

self-defense, physical fitness, and sport and it promotes remarkable mental discipline in trainees. 

TKD has developed over time, particularly through the establishment of the Korea 

Taekwondo Association (KTA) in 1961 (Korea Taekwondo Association, 2012). It made its debut 

at the 1988 Seoul Olympics as a demonstration sport, and was officially added to the Olympic 

roster at the 2000 Sydney Olympics. In February, 2013, the International Olympic Committee 

approved TKD as one of 25 core sports for the 2020 Tokyo Olympics. Moreover, Inas, the 

international federation for sport for para-athletes with an intellectual disability, approved TKD 

as a demonstration sport for the 2015 Inas Global Games. The governing body, the World 

Taekwondo Federation (WTF) aims to attract all people without boundaries or limitations 

(World Taekwondo Federation, 2014a). TKD is considered to be one of the most popular martial 

arts form around the world. The WTF has over 80 million practitioners (Kukkiwon, 2008), in 

205 member countries (World Taekwondo Federation, 2014b), which is comparable to the 

Fédération Internationale de Football Association (FIFA) which has 209 member countries 

(Fédération Internationale de Football Association, 2012).  

Growth of the TKD industry has attracted a large consumer market in Korea and around 

the world (Green & Svinth, 2010). Various subfields such as TKD championships, management 

of TKD academies, and manufacture or distribution of TKD goods have evolved with the growth 
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of the sport. Officials with the World Taekwondo Federation (2007), estimated there are about 

fifteen thousand TKD academies, seven thousand instructors, and over four million trainees in 

the U.S. TKD academies have played a significant role in popularizing the sport (Kim, 2012), 

growing interest in the sport among children (Lee, 2002), and adoption at the Olympic Games.  

1.2 Statement of Problems 

The development of TKD is influenced by the increase in the number of TKD academies 

and training facilities available to consumers and with growth comes many challenges (Green & 

Svinth, 2010). The Taekwondo Promotion Foundation (2010) identified the various challenges 

threatening the TKD industry. First, TKD academies operate in the highly competitive US 

martial arts market. The number of TKD academies has increased in the U.S. (Kim, Zhang, & 

Ko, 2009). However, other martial arts are also gaining popularity, for example Muay-Thai and 

Ju-Jitsu. TKD academies compete for consumers with Kick-boxing, Karate, and Judo clubs (Kim 

et al., 2009). Moreover, there are challenges from indirect competitors such as cycling clubs, 

health-fitness centers, and recreational facilities (United States Department of Labor, 2008).  

Another challenge is that there are different teaching programs among TKD academies. 

Some TKD instructors teach mixed martial arts and allow weapons instead of teaching 

traditional TKD, while others have chosen to follow the World Taekwondo Federation (WTF) 

rules. Specifically, some TKD academies have no curriculum after black belt although 

instructors should push the black belts as much as the colored belts. Turnover becomes high in 

situations when the black belts become “bored” since they are not challenged enough. Instructors 

have to continuously stimulate the trainees‟ participation to prevent turnover. However, the 

current trend is that instructors begin to allow different kinds of weapons to attract trainees‟ 

interests instead of keeping with traditional TKD. In order to compete in a challenging 
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environment, information is needed as to what factors influence consumer satisfaction and post-

purchase behavior with the TKD participation. 

1.3 Significance of Study 

Marketing mix variables are considered as the manageable factors the TKD academies 

influence in order to satisfy TKD trainees, and achieve the TKD academy‟s management 

performance. To remain competitive in challenging market conditions, it is important to better 

understand what kinds of marketing mix variables affect trainees‟ satisfaction and their post-

purchase behavior. 

Although the importance of marketing mix variables has been emphasized in the 

business of the TKD academy market, previous studies in the U.S. related to TKD specifically or 

martial arts more broadly have focused on injuries to TKD athletes or improvement of athletic 

performance at the TKD competition championships (Feehan & Waller, 1995; Rainey, 2009; 

Pieter, Fife, & O‟Sullivan, 2012). In addition, previous studies purporting to examine TKD 

management have focused primarily on mixed martial arts including Karate or Kung Fu (Kim, 

Greenwell, Andrew, Lee & Mahony, 2008), and other researchers have focused on a basic study 

of the cognitive measurement scale of TKD academy management from the perspective of 

trainees (Kurian, Linda, & Raymond, 1993; Kim et al., 2009; Kim, Zhang, Jackson, 

Connaughton, & Kim, 2013).  

It is important to assess the impact of the marketing mix variables on the management of 

TKD academies in order to improve management performance. Such assessment will also make 

it possible to determine where TKD academy managers should focus their efforts to provide 

better service for TKD trainees. Therefore, in order to establish marketing strategies for effective 

management of TKD academies, this project was proposed as an effort to assess the determinants 
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of TKD participants‟ satisfaction and their post-purchase behavior, in relation to the marketing 

mix variables utilized by TKD academies.   

1.4 Research Purpose and Questions 

The purpose of this study was to examine trainee attitudes toward marketing mix 

variables, and to assess the impact of the marketing mix variables on TKD consumer satisfaction, 

and post-purchase behavior. This information was expected to provide TKD managers with a 

better understanding of participants‟ satisfaction and post-purchase behavior. Two research 

questions guided the research. First, how much impact do the various marketing mix variables 

have on participant satisfaction? Second, how much impact does satisfaction have on post-

purchase behavior?  

1.5 Definitions of Key Terms 

To provide clarification for the study, there are operational definitions of terms which 

are proposed in this study.  

TKD academy is defined as a gymnasium used for Taekwondo training and competition 

(Yoon, 1998). In this study, the phrase TKD academy refers to TKD studio, TKD gym, TKD 

center, and TKD Dojang.  

Marketing mix is defined as the manageable variables the company or firm puts 

together to satisfy customers and achieve the company‟s purposes (McCarthy, Perreault, & 

Quester, 1990; Booms & Bitner, 1981). In this study, the marketing mix variables consist of 7 Ps 

(product, price, place, promotion, physical evidence, participants, and process) as identified by 

Booms and Bitner (1981).      

Satisfaction is defined as an emotional state prompted by a cognitive and evaluative 

process in which the perceptions of a good, service, or condition are compared to consumer‟s 
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values (Westbrook & Reilly, 1983). In this study, satisfaction indicates TKD trainees‟ entire 

satisfaction with their participation in TKD.  

Post-purchase behavior is a series of steps in which customers compare their prospects 

to perceived reality, experience subsequent satisfaction or dissatisfaction, and then act in a way 

affected by the satisfaction or dissatisfaction (Mary & Betsy, 1982; Gilly, 1979). In this study, 

post-purchase behavior is classified under two heads: recommendation intention and continuous 

participation intention. 

The literature review in the following chapter provides an overview of current 

conditions of TKD academies, prior studies of marketing mix variables, and existing researches 

on participants‟ satisfaction and post-purchase behavior.  
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CHAPTER TWO 

LITERATURE REVIEW 

2.1 Taekwondo Academies in Korea 

Korea is the country from which TKD originated; the current situation with TKD 

academy management, however, is problematic. The Korean TKD industry has been declining 

because the domestic market is saturated with numerous TKD academies. Owners of TKD 

academies have experienced financial difficulties, and some have made the decision to close 

their academies. According to the Korean Taekwondo Association (2014), the number of TKD 

academies increased yearly from 1995, peaked in 2012, with 9,189 TKD academies, then 

decreased to 8,765 academies in 2013. TKD management researchers concluded this decrease in 

TKD academies stems from trainee turnover resulting from low birth rate, economic depression, 

and unqualified instructors (Kwon, 2014).   

2.1.1 Low Birth Rates 

Low birth rate has jeopardized TKD academies. According to the Korean National 

Statistics Office (2013), there has been a decline in the birth rate since the 1970s. The Korean 

birth rate has been an extreme case since 2001, with a birth rate of 1.19 children per woman, 

while the United Nations‟ criterion is a birth rate of 2.1 children per woman to maintain the 

population. Moreover, the number of newborn babies annually declined from 484,600 in 2012 to 

436,600 in 2013. This is the second lowest birth rate in Korean history. In the past, the target 

market of TKD academies was all people regardless of age. However, the average age of Korean 

trainees has been decreasing in past decades. As a matter of fact, the current target market for 

TKD academies is children who range in age from 4 to 8 (Kwon, 2014). Few adolescents and 

adults participate in TKD in Korea because their attitude toward TKD training reflects a 
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stereotype that TKD is a sport for young children. Korean parents choose TKD academies as a 

children‟s recreational activity to relieve stress from academics and to enhance children‟s 

physical strength and mental health. Furthermore, parents regard the TKD academies as a place 

for socialization which allows children to make or meet friends (Suh, 2013).  

The problem stems from this changing target market, increasingly younger trainees. To 

attract new trainees, TKD academies have started to seek preschoolers. This has led to 

curriculum change from more skill based to more play based. This phenomenon has lowered the 

quality of TKD programs. The low birth rate has therefore affected TKD academy management.    

2.1.2 Economic Recession 

The economic recession has contributed to the TKD academy management crisis. 

Koreans place a high value on academic education, due in large part to Confucianism in the 

culture (Rishi, n.d.). Consequently, parents face high expenses for their children‟s private 

education. Most private educational institutions have responded to the continuing economic 

depression by increasing tuition and fees. An example of such educational institutions is after-

school academies such as those specializing in English or Mathematics. Korea is a knowledge-

based society, so physical education is considered less important than academics (You, 2009). 

Parents therefore are likely to eliminate TKD enrollment to allow them to manage the burden of 

private education expenses (Suh, 2013).  

2.1.3 Instructors 

Owners of TKD academies have faced difficulties finding employees, although many 

qualified TKD instructors have majored in TKD at an undergraduate school. According to the 

Taekwondo research institute of Kukkiwon (2013), forty-one universities operate a Taekwondo 

department and about two thousand students graduate every year as qualified TKD instructors. 
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However, those students are unwilling to be TKD instructors in Korea because, since most 

trainees are children, TKD academies have degenerated into a kindergarten (Kim, Lee, & Im, 

2010). Moreover, the low wages and social position of TKD instructors accelerate their 

reluctance to operate their own TKD academy (Jeong & Kim, 2012). Instructors therefore desire 

to continue their education to obtain a higher social position (Kwak, 2013), or to go abroad to be 

a TKD instructor (Lee, Cho, & Kim, 2010). Facing this difficulty, TKD academy owners hire 

less qualified instructors and this leads to lower educational quality of the TKD programs.  

2.2 Taekwondo Academies in the U.S. 

In many Asian countries, including Korea, traditional martial arts, which include 

Taekwondo, Karate, or Kung Fu, have played a major role in the respective societies (Ko, Kim, 

& Valacich, 2010). Asian martial arts have been introduced to western countries as a tool for 

self-defense, pedagogical content, and as a new form of sport. Over the last few decades, the 

number of martial arts academies has rapidly increased worldwide. TKD particularly gained its 

popularity with its inclusion in the Olympics. Kukkiwon, the Korean governing body of TKD 

programs, estimates the number of TKD academies in the U.S. to be about 23,000, 2.5 times 

more than the 9,284 TKD academies in Korea (Kukkiwon, 2011). The U.S. TKD academies are 

in highly competitive position in the martial arts market and face many challenges which are 

threatening the TKD academy industry. 

2.2.1 Adaptation of Mixed Martial Arts  

Some TKD instructors now include mixed martial arts, such as TKD with kick-boxing or 

weapons, to be competitive, rather than following the World Taekwondo Federation regulations. 

Since other martial arts, such as Ju-Jitsu, Muay-Thai, and Kick-boxing, are gaining popularity 

with the broadcasting of the Ultimate Fighting Championships (UFC) and Mixed Martial Arts 
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(MMA) matches on sport entertainment channels, TKD instructors adapt MMA content, 

transform TKD, and establish their own martial arts. In addition, instructors have started to make 

new rules for TKD competition matches that allow face punching, establish new forms of 

unofficial TKD Poomsae, and allow sticks or Nunchaku in their TKD programs. Thus, although 

TKD is a traditional Korean martial arts and an unarmed discipline of martial arts, TKD 

instructors have adapted MMA or included weapons to increase trainees‟ interest and attract new 

TKD trainees  

2.2.2 Establishment of Individual TKD Associations 

As a developing marketing strategy, some individual TKD instructors have established 

their own TKD federations or associations as a franchise business. The American Taekwondo 

Association (ATA) and Tiger-rock Martial Arts (TMA) are two examples of this. Over time, 

some franchise associations have overtaken the World Taekwondo Federation (WTF) and had 

effective management systems in the U.S. For instance, the ATA was established in 1969 and 

has over 300,000 members including 53,000 black belts and 3,000 instructors (American 

Taekwondo Association, 2014). The ATA has various teaching programs based on age, gender, 

and physical ability. They constantly re-educate instructors by developing and revising their 

instructor manuals which are not provided by WTF (Seo, 2010). The ATA also helps its 

members in other ways, such as teaching business knowledge, helping with required paperwork, 

and aiding with financial tasks while visiting TKD academies.  

The main problem is that the ATA issues black belt certifications but the certifications 

are not recognized by WTF because the ATA is an individual TKD association. According to 

WTF Competition Rules and Interpretation, a contestant has to be a holder of Taekwondo black 

belt certificate issued by the WTF (World Taekwondo Federation, 2014c). Although a TKD 
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athlete affiliated with ATA is good at TKD competition, the athlete may not participate in TKD 

championships organized by WTF including world TKD championships and the Olympics. 

Therefore, conflicts exist between the organizations and these conflicts threaten the TKD 

industry.         

2.2.3 Low Birth Rates 

As Korean TKD instructors have started to go abroad since 1950s and the marketing 

strategies of TKD academies were globalized, current trends in target marketing have been 

changing from adults to children (Shin, 2012). Shin, Kim, and Park (2012) and Kim and Won 

(2012) mentioned that current management strategies of TKD academies in the U.S. follow 

Korean trends which are already experienced in past decades. As a matter of fact, the average 

age of TKD trainees is declining. According to the Centers for Disease Control and Prevention, 

the U.S. birth rate in 2012 recorded the lowest rate since 1909 with 63.0 births per 1,000 women, 

and the rate s declined for the fifth year in a row since 2007 (Kurtz, 2013). The low birth rates 

will affect the management of TKD academies in the near future. Business performance and 

continuous growth of martial arts academies depends on how well the academies adapt to rapid 

changes in current trends in the marketplace (Kim, Zhang, & Ko, 2008). To overcome the crisis 

of TKD academy management, the academies need to change the target market from children to 

adolescent or adults. 

2.2.4 Use of the Marketing Mix  

TKD academies are defined as the places to perform, train, and educate in TKD. Kim 

(2012) claimed that one typical reason for purchasing TKD academy membership in the U.S. is a 

TKD academy could be a place to share intercultural communication. Managers of TKD 

academies have developed their own strategies for business performance. For instance, TKD 
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academies offer after school programs; some academies provide specific classes for families 

which cannot be offered in Korea because of few adult trainees. Moreover, some TKD 

academies furnish the newest type of auxiliary tools to lure new trainees; some instructors put 

their academies‟ logo on auxiliary tools. Academies also give discount benefits off their monthly 

fee when the members refer new trainees or when the members have a long term contract with 

the academy. The preceding are some examples of how managers of TKD academies may work 

with the marketing mix elements to remain competitive. 

There are various functions comprising the services marketing mix: product, price, place, 

promotion, participants, process and physical evidence. Marketing managers for TKD academies 

must have knowledge of the services marketing mix functions, and develop strategies for 

managing the various functions in order to survive in a competitive market. The following 

section includes content on the theoretical framework of the marketing mix variables which 

provides the foundation for the proposed research. 

2.3 Theory of Reasoned Action (TRA) 

 The Theory of Reasoned Action (TRA) is the theoretical foundation for the study. The 

TRA was proposed by Ajzen and Fishbein (1980), and has been broadly used as a model for the 

prediction of customers‟ behavioral intentions and behavior. Sheppard, Hartwick, and Warshaw 

(1988) emphasized that the TRA model properly predicts behavioral intentions and behavior, and 

the model is suitable to identify where and how to choose strategies for constantly changing 

consumer behavior. The TRA is classified by two sub-factors: individual attitudes and social 

norms as the antecedents of behavior. The model is suggested as a recursive-chain causal 

structure (Liska, 1984) and supposes that behavior, the result of a cause and effect relationship, is 

directly influenced by consumers‟ willingness which indicates behavioral intentions. The 
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behavioral intentions are influenced by the attitudes toward behaviors which are directly affected 

by individuals‟ beliefs and subjective evaluation.  

The model also includes the term of subjective norm as an independent variable which 

may affect behavioral intention and behavior. Subjective norms are considered to reflect 

normative beliefs and motivation to comply with behavioral expectations (Ajzen & Fishbein, 

1980). Therefore, individuals‟ beliefs and evaluations lead them to develop attitudes toward 

behavior, and normative beliefs and motivation build up individuals‟ subjective norms. Those 

attitudes and subjective norms influence behavioral intentions and following substantive 

behavior. Figure 2.1 illustrates the TRA model suggested by Ajzen and Fishbein (1980).  

 

 

Figure 2.1. The Theory of Reasoned Action (TRA) 

 

Ajzen (1985) expanded the TRA and suggested a more precise model, the Theory of 

Planned Behavior (TPB), by adding a perceived behavioral control variable to predict behavioral 

intention and substantive behavior. Perceived behavioral control plays a significant role in the 

TPB model. It is considered that whenever a behavioral intention occurs, resources and 

opportunities, such as time and money, are needed to perform actual behavior (Ajzen, 1991). The 

TPB model includes the perceived behavioral control factor, in which external environments 

may have control over actual consumer behavior. In the context of the current study, external 
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environments are not believed to have control over consumer behavior, so it is not appropriate to 

use the TPB to assess the TKD trainees‟ psychometric properties toward TKD academy 

managers‟ marketing efforts. The TRA will be incorporated as the theoretical premise guiding 

the current research. 

Based on the conceptual framework of the TRA model, TKD academy managers should 

make an effort to increase trainees‟ positive attitudes toward provider‟s behavior since 

behavioral intention is directly affected by the attitude toward behavior. Although subjective 

norms also influence behavioral intention, they will not be studied in this research because 

subjective norms are uncontrollable variables among service providers. In this study, marketing 

mix variables are regarded as manageable tools that influence trainees‟ attitudes; these attitudes 

indicate individual beliefs and evaluations about service providers‟ marketing efforts. Figure 2.2 

illustrates the proposed model based on TRA concept. The following section provides a 

definition and classification of the marketing mix. 

 

 

Figure 2.2. The proposed model based on TRA concept 

 

2.4 The Marketing Mix 

The marketing mix is one of the key concepts of marketing theory. However, for the last 

few decades, numerous contemporary versions of marketing mix concepts have been merged 

with proposed modifications based on criticisms of prior elements. McCarthy (1964) defined the 

concept of marketing mix as, “A combination of all of the factors at a marketing manager‟s 

command to satisfy the target market” (p. 35). Kotler and Armstrong (1989) defined the concept 
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as, “The set of controllable marketing variables that the firm blends to produce the response it 

wants in the target market” (p. 45). The essence of these definitions, taken together, suggests that 

the marketing mix is a set of controllable marketing tools that may be used to produce an 

offering for the target market. There is still some controversy though, as to what elements 

comprise the marketing mix. Culliton (1948) stated a business executive as follows: 

A mixer of ingredients, who sometimes follows a recipe prepared by others, sometimes 

prepares his own recipe as he goes along, sometimes adapts a recipe to the ingredients 

immediately available, and sometimes experiments with or develops ingredients no one 

else has tried (p. 6).  

 

The term marketing mix was initiated from Borden (1964) with the refinement of 

Culliton‟s statement and proposed his original marketing mix which consisted of a set of  12 

elements: product planning; pricing; branding; channels of distribution; personal selling; 

advertising; promotions; packaging; display; servicing; physical handling; and fact finding and 

analysis. However, Borden (1964) did not suggest the framework as a fixed concept and 

expected others might have different elements in a marketing mix. Numerous experts suggested 

new frameworks (Frey, 1961; Lazer & Kelly, 1962; Lazer, Culley, & Staudt, 1973), but the most 

famous and widely adapted framework is McCarthy‟s (1964), which condensed Borden‟s 

classification to four elements or 4Ps: product, price, promotion and place.  

In the 1980s, criticism of the 4Ps model was that it is too simplistic and a misleading 

framework (Kent, 1986); a number of researchers proposed new “P‟s.” For instance, Judd (1987) 

proposed people for industrial marketing; Christopher, Payne and Ballantyne (1991) suggested 

the addition of people, processes, and customer service for relationship marketing; and Kotler 

(1986) proposed the addition of political power and public opinion formation to the framework. 

Booms and Bitner (1981) suggested including an additional 3Ps: process, physical evidence, and 
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participants. The 7Ps framework has gained acceptance in services marketing: product, price, 

place, promotion, participants, process and physical evidence.  

While tangible goods or products have generally used McCarthy‟s (1964) 4Ps framework, 

organizations in the service sector more frequently utilize Booms and Bitner‟s (1981) 7Ps 

approach in order to develop marketing strategies to satisfy customers. Since TKD academies are 

considered service firms, which provide intangible educational content for their trainees, the 

marketing mix variables for this study applies 7Ps framework: product, price, place, promotion, 

participants, process and physical evidence. The following section includes information on the 

framework of the services marketing mix for TKD academies. 

2.5 The marketing Mix for TKD Academies as Service Firms 

2.5.1 Product 

The product means what is being sold. While the tangible product includes variables such 

as brand name, product line, goods, quality of inputs and features, the intangible product, service, 

indicates the result of simultaneous production and consumption (Anitsal, Girard, & Anitsal, 

2012). In the case of TKD academies which deliver educational services, TKD itself is a product. 

For instance, TKD instructors teach mental training, Poomsae, sparing skills, such as kicks and 

punches. TKD academies provide curriculums from basic level to advanced level, offer a belt 

testing event, and issue a degree of belt. 

2.5.2 Price 

The price variable indicates payment terms, customers‟ own perceived value, quality and 

price interaction, discounts and allowance, and differentiation (Booms & Bitner, 1981). Price is 

both an economic and psychological variable affecting the consumer‟s expectation of products or 

services (Anitsal et al., 2012). The price variable for TKD academies includes all of the expenses 
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such as membership registration fee, monthly membership fee, belt testing fee, uniform and belt 

purchase, and entry fee for any event.   

2.5.3 Place 

The place involves the distribution channels or coverage, accessibility, and location 

(Booms & Bitner, 1981). In the services marketing mix, place provides value for customers by 

making the products accessible for consumption. The place variable for TKD academies 

indicates where the TKD academy is and how to access the academy. For instance, TKD 

academy is not located in a harmful environment and access to public transportation is 

comfortable. 

2.5.4 Promotion 

Traditional forms of promotion include advertising, personal selling, sales promotions, 

and publicity; however, promotion in the services marketing mix encompasses all tools including 

tangible clues, process of service delivery, and physical environment (Booms & Bitner, 1981). 

The promotion variable for TKD academies may include many advertising methods such as TV 

or radio commercials, discount policies, free trial lessons, special events, and promotional 

materials.      

2.5.5 Participants 

Participants consist all of the personnel and other customer factors in the intangible 

nature of services. Specifically, staff training, discretion, commitment, incentives, appearance, 

and interpersonal behavior all affect service delivery. Other customers‟ behavior, degree of 

involvement, and contact among customers influences the service itself (Booms & Bitner, 1981). 

The participants in TKD academies could be the instructor, receptionist or other staff, and 

trainees. Thus, the instructor‟s appearance, interpersonal behavior and commitment, and other 
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trainees‟ behavior, such as attitudes toward class, their degree of involvement, and relationship 

among trainees could be factors comprising the participant variable.     

2.5.6 Process 

Process consists all of the actual procedures, a firm‟s policies, mechanisms, customer 

direction and flow of activities (Booms & Bitner, 1981). Process indicates how a service is 

created and delivered to the customer. The process variable in TKD academy indicates how the 

procedures of teaching TKD are properly composed or how instructors properly use teaching 

methods for trainees‟ education level.      

2.5.7 Physical Evidence 

Physical evidence is the tangible environment, such as furnishings and facilitating goods, 

in which a service is delivered, and in which firm and customer interact (Shostack, 1977; Booms 

& Bitner, 1981). The physical evidence variable in TKD academies contains facilities for TKD 

and auxiliary tools for TKD training, such as sponge target, gloves, jump rope and punch bag.     

Previous studies have provided evidence verifying the positive influence of the marketing 

mix variables on customer satisfaction (Oliver, 1980; Johnson & Fornell, 1991; Kristensen, 

Martensen, & Gronholdt, 1999) and post-purchase behavior (Warshaw, 1980; Cronin, Brady, & 

Hult, 2000). This study focuses on the application of these marketing variables to TKD 

academies and how they may affect trainees‟ satisfaction and post-purchase behavior. The 

following sections have definitions of terms, reviews of existing research, and discussion of the 

relationships between satisfaction and post-purchase behavior. 

2.6 Satisfaction 

“Satisfaction” has been considered an essential determinant of long-term consumer 

behavior (Oliver, 1980). Mohr (1982) proposed the process theory of expectancy and 



18 

 

disconfirmation paradigm that provides a foundation for the vast majority of satisfaction studies. 

The theory includes four constructs: expectations, performance, disconfirmation, and satisfaction. 

Based on the theory, disconfirmation and confirmation stem from discrepancies between prior 

expectations and actual performance. Tse and Wilton (1988) reflected this conceptualization and 

defined satisfaction as “The customer‟s response to the evaluation of the perceived discrepancy 

between prior expectations (or some norm of performance) and the actual performance of the 

product as perceived after its consumption” (Tse & Wilton, 1988, p. 204). This expectancy-

disconfirmation approach seems plausible in that the service or product exceeding consumer‟s 

expectations could cause satisfaction. However, this approach was challenged based on 

conceptual, methodological, reliability and validity problems (Cronin & Taylor, 1992; Newman, 

2001).  

In the last few decades, another conceptualization was proposed that is concerned with 

the cumulative effect of a consumer‟s prior experiences with a firm, product, or service 

(Anderson, Fornell, & Lehmann 1994; Garbarino & Johnson, 1999; Mittal, Kumar, & Tsiros, 

1999). This approach considers transaction-specific satisfaction by focusing on consumers‟ 

psychological reactions to a firm, product, or service (Olsen & Johnson, 2003). In this approach, 

satisfaction is described by using the terms of the transaction-specific perspective and cumulative 

perspective (Jones & Suh, 2000). The transaction-specific perspective refers to the evaluation 

based on the consumer‟s impressions of satisfaction or dissatisfaction with recent purchase 

experiences (Bitner, 1990; Boulding, Kalra, Richard, & Zeithaml, 1993). The cumulative 

perspective refers to the overall evaluation of consumer‟s satisfaction or dissatisfaction based on 

all purchase experiences not transaction-specific experiences (Parasuraman, Zeithaml, & Berry, 

1988; Johnson & Fornell, 1991; Bitner & Hubbert, 1994; Cronin et al., 2000). Parasuraman, 
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Zeithaml, and Berry (1994) and Teas (1993) argued that the overall satisfaction, which is a 

cumulative perspective, is more useful for evaluating a firm‟s service results and it is more 

appropriate in prediction of consumers‟ post-purchase behaviors. Therefore, in this study, 

satisfaction is defined as the overall satisfaction of trainees when enrolling in a TKD academy.  

A cumulative perspective of satisfaction will be assessed. 

2.7 Post-purchase Behavior 

Post-purchase behavior is defined as a consumer‟s resulting intention after purchasing 

goods or services (Gilly & Gelb, 1982). After purchasing goods or services, consumers will 

purchase the same goods or services again, and consumers will express their positive or negative 

impressions to friends or relatives (Cronin et al., 2000). 

2.7.1 Intention to Continue Participation 

Re-patronizing a specific firm stems from repurchase intention. Repurchase intention is 

defined as the process of purchasing goods or services from the same firm, and comes from the 

past purchase experience (Hellier, Geursen, Carr, & Rickkard, 2003). Since it is cheaper for 

companies to retain past customers than to attract new customers (Zeithaml, Berry, & 

Parasuraman, 1996), most companies endeavor to retain past customers. The sport industry is no 

exception. The terms of repurchasing the same product could be replaced by the continuous 

participation intention in the sports field since sports participants are customers who purchase a 

service, sports. In the previous research, Jung (2011) identified the relationships between 

participation motivation, sport commitment, participation satisfaction and continuous 

participation intention in swimming participants; Park (2008) verified the relationships between 

psychological factors and continuous participation intention in leisure sports events. In the both 

studies, continuous participation intention was regarded as a dependent variable and as a one of 
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the most important post-purchase behaviors. In this research, since TKD academies provide the 

service for trainees, the term of repurchase intention is inappropriate and is modified as a 

continuous participation intention in the TKD academy.     

2.7.2 Positive Word-of-Mouth 

The fundamental concept of word-of-mouth is information about product purchase, 

customer services, retail stores, brand image and others, which may be disseminated to others 

either in person or via communication medium (Brown, Barry, Dacin, & Gunst, 2005). In its 

broad context, the word-of-mouth can be positive or negative information about goods or 

services. Thus, marketers naturally focus on increasing positive word-of-mouth intention, such as 

recommendation to potential customer, which is one of the dependent variables in this research.  

The definition of positive word-of- mouth intention is an intention in which customers who have 

used a particular goods or services express their experiences or feelings through word-of-mouth 

to potential customers (Anderson, 1998; Swanson & Kelley, 2001). In previous research, Godes 

and Mayzlin (2009) identified the effect of positive word-of-mouth to evaluate consumer‟s post-

purchase behavior. Vandenberg and Lance (2000) mentioned the importance of positive word-of-

mouth, and Huntley (2006) proposed that positive word-of-mouth is regarded as a result of 

consumer‟s behavior since the effect of recommendation from other people who used the 

products or experienced the service is stronger than advertising from the company itself. 

Therefore, instead of external marketing strategies, continuous participation intention (Zeithaml 

et al., 1996), and positive word-of-mouth (Harrison-Walker, 2001) are expected to be more 

influential on a customer‟s attitude and behavior. 
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2.8 Relationship between the Marketing Mix Variables and Satisfaction 

The results from previous studies of consumer satisfaction have provided evidence that 

the marketing mix of service firms positively affects consumer‟s satisfaction (Oliver, 1980; 

Johnson & Fornell, 1991; Kristensen et al., 1999). Similar conclusions have been proposed in the 

studies of the sports industry. Wei, Hung, Yang, Hsu and Ma (2010) investigated the influence of 

the marketing mix of a fitness club on satisfaction in the San Francisco Bay Area. Furthermore, 

Yoshida and James (2010), and Li and Jin (2011) investigated the relationship between the 

marketing mix of a sports facility and consumer‟s satisfaction. The results from these studies 

provide support for the contention that the marketing mix of a sports facility positively 

influences customer‟s satisfaction.  

Previous studies (Ham, Park, & Bae, 2010; Kim, Zhang, Jackson Jr, Connaughton, & 

Kim,  2013; Lee, 2009; Min, Park, & Jang, 2010) of marketing mix variables as part of the 

operations for TKD academies have included various sub-elements; the results reported lead to 

the conclusion that marketing mix variables positively affect consumer‟s satisfaction; 

additionally, other authors have advocated the importance of customer satisfaction to customer 

retention and growth of firms or organizations (e.g., Cronin et al., 2000; Greenwell, Fink, & 

Pastore, 2002; Yoshida & James, 2010). The services marketing mix variables could influence 

customers‟ satisfaction (Yelkur, 2000), and satisfaction is in part a reaction to an organization‟s 

marketing efforts (Song, Vadakkepatt, & Lehmann, 2012).  Based on previous findings, services 

marketing mix (7P) variables may positively influence trainees‟ satisfaction. However, it has not 

yet been clearly established which sub-elements of a services marketing mix do or do not 

positively affect trainees‟ satisfaction in the U. S. TKD academies. Therefore, I focus on the 
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relationship between each services marketing variable and consumer satisfaction. The following 

provides the basis for the hypotheses established in this study.  

2.8.1 Relationship between Product and Satisfaction 

Numerous prior studies of TKD academies in Korea (Ham et al., 2010; Kim, Yang, & 

Lee, 2012; Min et al., 2010) have shown that the product itself, TKD, significantly influences 

trainees‟ satisfaction with a Korean TKD academy. Ha, Lee, Cha, and Lee (2011) claimed that 

TKD academies are not only a place to practice self-defense, but also a place for mental 

discipline. 

Based on prior research in the U. S., there is no difference between Korean and American 

TKD trainees in their attitudes toward TKD programs. Kim et al. (2013) highlighted the 

significance of the product, TKD, as part of the marketing mix, because trainees gain a variety of 

experiences attached to the primary activity of learning a martial art, such as learning about 

Korean culture. Lee (2010) and Yang (1996) highlighted that American TKD trainees viewed 

their TKD training as self-defense, physical exercise, social networking, and a challenging 

experience. Jeon and Hong (2004) supported those purposes of TKD participation in the U.S. 

and compared trainees‟ attitudes toward the TKD academies in Korea and the U.S. The authors 

found that the mental discipline aspects of TKD could positively influence trainees‟ motivation 

to participate and intention to participate in TKD academies in the U.S. Other researchers 

(Finkenberg, 1990; Law, 2004; Trulson, 1986) supported the conclusion that TKD instructors 

also teach mind control, self-esteem, kindness, and humility; and Kim (2012) claimed that the 

TKD academy is a place to share intercultural communication. These unique aspects of TKD are 

believed to influence trainees‟ satisfaction. It is reasonable to conclude that a positive and 
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significant relationship exists between product and satisfaction. I expect there will be no 

difference in this variable between Korean and U.S. TKD academies. Thus, the first hypothesis is:   

H1: Product as a marketing mix variable will positively impact trainees‟ satisfaction with 

a U.S. TKD academy. 

2.8.2 Relationship between Price and Satisfaction  

With regard to price, a number of previous researchers (Braunstein, Zhang, Trail, & 

Gibson, 2005; Kim et al., 2013; Zhang, Lam, Bennett, & Connaughton, 2003) emphasized that 

the price variable is one of the most important sub-factors of managers‟ marketing efforts in the 

sport context. Coalter (1993) asserts that increased entrance charges at a number of sports centers 

can be one of the constraints on sports participation. Varki and Colgate (2001) suggested that 

managers should strengthen service value perceptions by actively managing the price perceptions 

of customers. Those researchers suggested that the price variable could positively or negatively 

influence participants‟ satisfaction in the sports context. 

In studies of Korean TKD academies, Kim et al. (2012) and Cho and Kim (2007) asserted 

that price is not considered a significant variable to measure trainees‟ satisfaction in relation to 

Korean TKD academies. However, Ham et al. (2010) contended that price did positively 

influence trainee‟s satisfaction. The different result stems from various price plans that depend 

on TKD academies in Korea. Although Korea Taekwondo Association (KTA) governed Korean 

TKD academies, the price plans such as the monthly fees, belt testing fees, and special event fees 

are different based on marketing plans or locations of TKD academies.         

In studies of the U.S. TKD academies, Kim et al. (2013) looked at the scale of market 

demand for TKD academies in the U.S. The authors verified that economic condition 

considerations, which correspond with price, are appropriate aspects of market demand for TKD 
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academies, and the price variable could influence consumer satisfaction in the U.S. Jeon and 

Hong (2004) claimed that economic difficulty could be a participation constraint factor with 

TKD academies in the U.S. The researchers found that U.S. trainees are hard to satisfy because 

the monthly fees are higher than for other sports and martial arts disciplines in the U.S. Moreover, 

many hidden fees such as belt testing fees, and event participation fees, uniform fees exist in the 

U.S. and it will negatively impact trainees‟ satisfaction. Thus, the hypothesis of the relationship 

between price and satisfaction is:  

H2: Price as a marketing mix variable will negatively impact trainees‟ satisfaction with a 

U.S. TKD academy.  

2.8.3 Relationship between Place and Satisfaction 

Previous researchers of Korean TKD academies (Cho, 2011; Min et al., 2010) have 

reported that place is considered a significant variable to measure trainees‟ satisfaction. Since 

there are a lot of TKD academies, most TKD academies are located near schools or homes, and 

Korean TKD academies typically operate a shuttle bus system. This approach makes it easy for 

Korean TKD trainees to access their TKD academies.  

In studies of the U.S. TKD academies, Ro and Lee (2005) compared management 

methods of Korea, America, and China TKD academies. In their study, U.S. TKD academies had 

a nice setup for trainees with disabilities and more flexible practicing hours to avoid traffic. Jeon 

and Hong (2004) compared the management environment of Korean and U.S. TKD academies. 

The researchers claimed that the location is not an important aspect to measure trainees‟ 

satisfaction since most TKD academies in the U.S. are located in large complexes where people 

can easily notice the TKD academy, and its accessibility is convenient, just as most gyms or 
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other sports facilities are located in convenient places. Moreover, American TKD trainees 

typically come to their TKD academy by car, which is not as common in Korea.   

Although numerous prior studies of TKD academies in Korea have shown that place 

significantly influences satisfaction (Cho, 2011; Kim et al., 2012; Lee, 2010; Min et al., 2010), 

this variable is considered as a non-significant predictor for trainees‟ satisfaction in this study. 

Thus, the hypothesis of the relationship between place and satisfaction is: 

H3: Place as a marketing mix variable will not impact trainees‟ satisfaction with a U.S. 

TKD academy.    

2.8.4 Relationship between Promotion and Satisfaction 

In studies of Korean TKD academies, Min et al. (2010) and Ham et al. (2010) verified 

that promotion is considered a significant variable to measure trainees‟ satisfaction in relation to 

Korean TKD academies. The authors asserted that Korean TKD academies offer special events 

such as birthday parties and summer camps to attract children trainees and satisfy their parents. 

Since the target market of Korean TKD academies is children, the marketing manager of Korean 

TKD academies narrowly focus on this age group to attract trainees.     

The promotion aspect in the U.S. is different from Korea. Since most TKD trainees in 

Korea are children, TKD academies in Korea establish their promotion strategies for children, in 

contrast to the U.S. academies that use different promotion methods, such as a family class 

discount policies and a free trial lesson. Although the U.S. TKD academies use different 

promotion methods, I expect they may not be effective because there are various people of all 

ages in the U.S. TKD academies. Moreover, Ro and Lee (2005) compared Korean, American, 

and Chinese TKD academies. In their study, U.S. TKD academies were found to provide family 

class discounts and long-term enrollment discount policies. However the price discount may not 
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be effective for encouraging participation since there are hidden fees, such as color belt-testing 

and black belt promotion fees. Thus, promotion is also considered as a non-significant predictor 

of trainees‟ satisfaction. Kim et al. (2013) eliminated place and promotion from the scale of 

market demand for TKD academies in their study. Moreover, the subjects of this study are TKD 

trainees who are currently attending U.S. TKD academies. Even if one of the purposes of 

promotion is to retain current trainees, I expect the promotion variable to be non-significant in 

measuring trainees‟ satisfaction. Thus, the hypothesis of the relationship between promotion and 

satisfaction is: 

H4: Promotion as a marketing mix variable will not impact trainees‟ satisfaction with a 

U.S. TKD academy. 

2.8.5 Relationship between Participants and Satisfaction 

In Korean studies, Choi and Choi (2010) identified the influence of students‟ attitude 

toward the TKD academy instructors on satisfaction and continuous participation intention. The 

sub-factors of this variable include, in descending order of influence, disposition, job awareness, 

attitude, and qualifications. These had a significant influence on trainees‟ satisfaction. Choi 

(2012) claimed the instructors had a significant influence on parents‟ satisfaction. Oh, Lee, Park, 

Lee, and Kim (2011) highlighted that the communication between trainees and instructors 

positively influenced economic (cost of instruction) satisfaction. According to these researchers, 

trainees‟ relationship with other academy participants, communication, and instructors‟ 

capability positively influenced non-economic satisfaction.  

In a study of the U.S. TKD academies, Han (2013) forecasted changes in management 

conditions of TKD academies, analyzed possible marketing strategies, and proposed future 

directions. In the literature, instructor quality (such as medical knowledge, for exercise 
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prescription, and continuous participations in of seminars, for following WTF instructions), is 

identified as necessary to gain trainees‟ loyalty and satisfaction. Jeon and Hong (2004) 

mentioned that trainees have preconceptions of TKD instructors as strong or respectable. The 

researchers contended that instructors need not only physical abilities but also ethical behaviors 

because of trainees‟ high expectations of instructors in these areas. According to these 

researchers, instructors who satisfy such criteria positively impact member satisfaction. Kim et al. 

(2013) determined that instructors‟ quality is the most important factor on a scale of market 

demand for TKD academies; and this factor shows a positive relationship with member 

satisfaction. I do not expect to find any difference between Korean and American trainees 

regarding the impact of their attitudes toward the instructors. Thus, the hypothesis of the 

relationship between participants and satisfaction is:  

H5: Participants as a marketing mix variable will positively impact trainees‟ satisfaction 

with a U.S. TKD academy. 

2.8.6 Relationship between Process and Satisfaction 

With regard to process, Parasuraman, Zeithaml, and Berry (1985) noted the significance 

of process and suggested that service evaluations involve not just the outcome of the service but 

also include process of service delivery. Gronroos (1978) emphasized that „how‟ a service is 

delivered is important because in the intangible service context which production and 

consumption coincide, the delivering process of the service product is equal value with specific 

technical quality or „what‟ service is delivered.  

In studies of Korean TKD academies, Min, Won, Roh, and Choi (2011) claimed that a 

smooth process of TKD instruction and equal treatment of all trainees strengthens trainees‟ 

satisfaction. Kim (2013) asserted that frequent communication between instructors and trainees 
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during TKD classes positively influences trainees‟ service satisfaction. Kim (2013) noted that 

TKD instructors should actively accede to trainees‟ requests, provide appropriate information 

about TKD, and promptly handle any problem to satisfy trainees. Roh, Shin, and Choi (2011) 

supported the contention that immediate resolution of trainees‟ complaints and the use of 

appropriate procedures for teaching TKD positively influence trainees‟ satisfaction. In addition, 

according to Lee (2010), to satisfy TKD trainees, instructors need to have systematic teaching 

plans and implement the plans with a variety teaching methods.  

The process aspect in the U.S. is similar to that in Korea. Kim et al. (2009) and Kim et al. 

(2013) contend that TKD academies should prepare diverse programs such as family and after-

school classes, providing educational contents based on age and belt level. Moreover, although 

the researchers did not classify the process variable as an independent variable in the scale of 

market demand for TKD academies, their research also included the process aspect in program 

activities offerings and instructional staff quality. These program and instructor variables have a 

positive relationship with member satisfaction in the U.S. TKD academies.  

Furthermore, Kim (2010) explained the uniqueness of the TKD instructors‟ teaching 

process. The researcher pointed out that because the Korean culture is embodied in TKD training, 

U.S. TKD academies have a family oriented atmosphere not typically found in coach-athlete 

relationships in other U.S. sports. With TKD training based on Korean culture, trainees obey 

instructors and show respect for TKD instructors. The U.S. TKD trainees follow instructors‟ 

advice and direction and this positively affects TKD class atmosphere. I expect an appropriately 

controlled class atmosphere will positively affect trainees‟ satisfaction. The process variable is 

considered one of the most significant predictors of trainees‟ satisfaction because the service and 
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the service provider are inseparable (Yelkur, 2000). Thus, the hypothesis of the relationship 

between process and satisfaction is:  

H6: Process as a marketing mix variable will positively impact trainees‟ satisfaction with 

a U.S. TKD academy. 

2.8.7 Relationship between Physical Evidence and Satisfaction 

Turley and Fugate (1992) emphasized the importance of physical evidence as part of a 

marketing mix. The authors contended that a consumer is likely to evaluate a service based on 

the facility, and the facility itself could be the service. Wakefield and Blodgett (1996) supported 

the contention that customers want to spend more time in a football or baseball stadium when 

they perceive the facility is “high quality” in terms of layout accessibility, aesthetics, seating 

comfort, electronic equipment displays and facility cleanliness; further, perceived quality is 

believed to influence customers‟ satisfaction.  

In Korean studies of TKD academies, Kim and Lee (2013) examined the relationship 

between the physical environment and satisfaction with a TKD academy. Cleanliness of, and the 

presence of amusement facilities in, the physical environment had a significant, positive 

influence on customer satisfaction. Oh et al. (2011) reported that physical facility factors 

positively influenced both economic satisfaction and non-economic satisfaction. Lee, Son, Yoon, 

and Kim (2013) stated that aesthetic, comfort, and convenience elements of the physical 

environment affect trainees‟ satisfaction. Being equipped with excellent facilities and attractive 

auxiliary tools will help the academy attract more trainees, retain current trainees, and increase 

recommendations of the academy to others.  

In studies of the U.S. TKD academies, Kim et al. (2013) ascertained that the factors of 

physical environment and locker room provisions, which corresponded with the physical 
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evidence variable in this study, are important variables for the scale of market demand for TKD 

academies. Those factors have a positive relationship with member satisfaction in the study. Jeon 

and Hong (2004) compared the management environments of TKD academies in Korea and the 

U.S. The researchers found that TKD trainees in both countries were mostly satisfied with 

facilities but wanted increased space for class activities as the number of trainees joining the 

class increased. Locker room and shower room provisions were also important factors for adult 

trainees in both countries. Therefore, physical evidence is a significant variable for measuring 

trainees‟ satisfaction and well-equipped facilities will affect U.S. TKD trainees‟ satisfaction. It is 

reasonable to conclude that a positive and significant relationship exists between physical 

evidence and consumer satisfaction. Thus, I propose the following hypothesis.  

H7: Physical evidence as a marketing mix variable will positively impact trainees‟ 

satisfaction with a U.S. TKD academy.  

2.9. Relationship between Satisfaction and Post-purchase Behavior 

Previous researchers have concluded there is a positive relationship between customer 

satisfaction and post-purchase behavior (Anderson, 1998; Kuo, Wu, & Deng, 2009; Cronin et al., 

2000; Jung, 2011). Zeithaml et al., (1996) pointed out consumers with a high level of satisfaction 

tend to have a stronger intention to repurchase and recommend to others the purchased product. 

In other words, when a customer is satisfied with the purchased product or service, repurchase 

could be more frequent (Kuo et al., 2009). Among the studies of the sports industry, Shin (2009) 

concluded that the participation satisfaction of dancers positively affects continuous participation. 

Hong, Won, and Ko (2011) found that the participation satisfaction with a youth sports club had 

a significant effect on the intentions of persistent participation. Furthermore, Gray and Wert‐
Gray (2011) claimed that sports fan satisfaction impacts multiple consumption behaviors, 
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including fans‟ intentions to engage in future consumption. In the Taekwondo research, Jeong 

and Kim (2012), and Shin (2012) reported that there is a positive relationship between trainees‟ 

satisfaction and recommendation intention. Jung (2010) figured out that participants‟ satisfaction 

has a significant positive effect on continuous participation intention.  It has been generally 

accepted that satisfaction has a positive effect on positive word-of-mouth and continuous 

participation intentions in the TKD academies. 

In the previous sections, the relationship between the services marketing mix variables 

and both satisfaction, and post-purchase behavior were identified. Moreover, the relationship 

between satisfaction and post-purchase behavior was highlighted in this section. Satisfied 

trainees are more likely to recommend the TKD academy to others and continue to participate. 

However, post-purchase behavior is not simply a result of satisfaction. Satisfied trainees could 

enroll in other martial arts academies or express unfavorable opinions to rationalize their 

defection. Moreover, the services marketing mix variables do not always positively influence 

post-purchase behavior and it is possible to fail to produce the expected result. Furthermore, a 

TKD academy that has managed to foster trainee‟s positive word-of-mouth or continuous 

participation intention has not necessarily satisfied the trainees. Therefore, one objective of the 

proposed research is to verify whether TKD participants‟ satisfaction plays a role in positively 

influencing post-purchase behavior. The fourth and fifth hypotheses of this study are as follows: 

H8: Satisfaction will positively impact trainees‟ intention to continue participation with a 

U.S. TKD academy.   

H9: Satisfaction will positively impact trainees‟ positive word-of-mouth about a U.S. 

TKD academy.  
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As this literature review shows, the relationships among marketing mix variables, 

trainees‟ satisfaction, and post-purchase behavior will validate the necessity to understand what 

specifically influences trainees‟ satisfaction and post-purchase behavior in a U.S. TKD academy. 

A summary of the hypotheses is provided in Table 2.1. In chapter 3, the methods for the 

proposed research are explained, including the proposed model, sampling method, assessment of 

validity and reliability of the research instrument, and data analysis. 

 

Table 2.1. Hypotheses for the relationships among marketing mix variables, trainees‟ satisfaction 

and post-purchase behavior 

 
 

H1: Product as a marketing mix variable will positively impact trainees‟ satisfaction with a 
U.S. TKD academy. 

 

 

H2: Price as a marketing mix variable will negatively impact trainees‟ satisfaction with a U.S. 
TKD academy. 

 

 

H3: Place as a marketing mix variable will not impact trainees‟ satisfaction with a U.S. TKD 
academy.    

 

 

H4: Promotion as a marketing mix variable will not impact trainees‟ satisfaction with a U.S. 
TKD academy. 

 

 

H5: Participants as a marketing mix variable will positively impact trainees‟ satisfaction with a 

U.S. TKD academy. 
 

 

H6: Process as a marketing mix variable will positively impact trainees‟ satisfaction with a 
U.S. TKD academy. 

 

 

H7: Physical evidence as a marketing mix variable will positively impact trainees‟ satisfaction 
with a U.S. TKD academy. 

 

 

H8: Satisfaction will positively impact trainees‟ intention to continue participation with a U.S. 
TKD academy.   

 

 

H9: Satisfaction will positively impact trainees‟ positive word-of-mouth about a U.S. TKD 

academy. 
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CHAPTER THREE 

METHODS 

The purpose of this study is to examine trainees‟ attitudes toward select marketing mix 

variables, and to assess the impact of the marketing mix variables on TKD trainees‟ satisfaction 

and their post-purchase behavior. In this chapter, methods for the proposed research will be 

outlined, including the proposed model, sampling method, assessment of validity and reliability 

of the research instrument, and data analysis procedures. 

3.1 Research Model 

The research model presented in Figure 3.1 was developed for the proposed study. 

 

 

Figure 3.1. The proposed research model 
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In order to ascertain the basic profile of participants, five demographic characteristics (trainees‟ 

age, race, gender, training years, and occupation) were measured. The services marketing mix 

variables, the independent variables, consisted of seven factors based on Booms and Bitner‟s 

(1981) 7Ps approach, which are product, price, place, promotion, participants, process, and 

physical evidence. Satisfaction, an independent variable, referred to trainees‟ overall satisfaction 

when enrolling in a TKD academy. Post-purchase behavior consisted of two independent 

variables, intention to continue participation and word-of-mouth.  

3.2 Research Design 

The study is quantitative, non-experimental research with the purpose of examining 

trainees‟ attitudes toward the services marketing mix variables, and assessing the impact of the 

marketing mix variables on TKD trainees‟ satisfaction and subsequent post-purchase behavior. 

In order to achieve the research purpose, paper and pencil self-administered questionnaires was 

used. Although computer or web based administration methods have various advantages, such as 

wide accessibility and less time commitment, the paper and pencil survey has remained a popular 

questionnaire administration method (Pettit, 2002). Moreover, some participants prefer paper 

forms over electronic versions (Bertot & Clure, 1996), response rates of paper and pencil surveys 

are higher than web based surveys (Nichols & Sedivi, 1998), and computer or web 

administration may have bias for younger and technologically skilled users (Zhang, 2000). 

Therefore, the paper and pencil based administration method was appropriate for the subject of 

this study. 

3.3 Participants 

The target population for this research is Taekwondo trainees over 18 years of age and 

enrolled in TKD academies in the U.S. Individuals over the age of 18 are considered adults, and 
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are able to continue or cancel their membership in a TKD academy. This population was targeted 

by visiting TKD academies to actively contact participants and gather data right after a particular 

TKD class is over to ensure a satisfactory response rate.  

Questionnaires were distributed and collected using a convenience sampling method. 

Convenience sampling is a nonprobability method which allows researchers to easily recruit 

subjects. Convenience sampling is appropriate to gather data from specific groups, such as 

grocery store customers, specific bank account holders, and a group of package engineers (Yu & 

Cooper, 1983). In order to access a group of TKD participants, using convenience sampling was 

appropriate.   

In the case of sample size, Guadagnoli and Velicer (1988) noted that “A major issue 

involves determining the number of independent observations (N) required to obtain a sample 

pattern that is stable and approximates the population pattern” (p. 265). I used a G*Power 3.1.5 

program to compute the required sample size based on Cohen‟s (1977) criteria and Faul, 

Erdfelder, Lang, and Buchner‟s (2007) suggestion: the effect size w (.3), α err probability (.05), 

power (.95), and degree of freedom (6), which is illustrated in Figure 3.2. Effect size is the 

standardized measure of the magnitude of observed effect (Field, 2005). The .3 value of the 

effect size is considered a medium effect size (Cohen, 1977), α err probability is the probability 

of making an erroneous rejection of a null hypothesis, and power is the probability of correctly 

rejecting a null hypothesis when the null hypothesis is false. Healey (1990) mentioned that 

“Degrees of freedom are the number of values in a distribution that are free to vary for any 

particular statistic” (p.214). The six point degree of freedom indicates that six of seven categories 

of marketing mix variables are free to vary. Based on the result of the calculation, at least 232 

participants were required for the proposed study. To allow for questionnaires with omitted 
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answers or duplicated responses and refusals to answer the questionnaires, 300 forms were 

distributed in total through TKD academies in San Diego, Oceanside, Irvine, Murrieta, California; 

Tampa, Florida; Duluth, Georgia; Raleigh, Fuquay-Varina, North Carolina; and Midlothian, 

Virginia. 

 

 

Figure 3.2. The G*power program result for required sample size 

 

3.4 Research Instrument 

The questionnaire included items designed to capture demographic characteristics, 

marketing mix variables, satisfaction, and post-purchase behavior. Excluding demographic 

characteristic questions, participants responded to all other items using a 7-point Likert scale 
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modified and supplemented from previous studies. Table 3.1 presents information about the 

scales that were used, modified as necessary, from previous research; the table also includes 

information about scale format and number of questionnaires.  

 

Table 3.1. Research instrument 

Category Previous research 
Scale 

format 

Number of 

items 

Demographic 

characteristics 

Age, Race, Gender, 

Training years, 

Occupation 

 
 

5 

Marketing mix 

variables 

Product, 

Price, 

Place, 

Promotion, 

Participants, 

Process, 

Physical evidence 

Kim et al. (2013), 

Lee (2010), 

Cho (2011), 

Ham et al. (2010) 

7-point 

Likert 

6 

5 

4 

5 

4 

4 

6 

Satisfaction 
Taylor & Baker (1994), 

Lee (2010) 

7-point 

Likert 
4 

Post-purchase 

behavior 

Intention to continue 

participation 

Caruana (2002), 

Lee (2010) 

7-point 

Likert 
4 

Word-of-mouth 
Caruana (2002), 

Lee (2010) 

7-point 

Likert 
4 

Total 
 

  51 

 

 

Tables 3.2, Table 3.3, and Table 3.4 include lists of items drawn from previous research 

(Caruana, 2002; Cho, 2011; Ham et al., 2010; Kim et al., 2013; Lee, 2010; Taylor & Baker, 

1994), and the proposed modifications for the current study. The tables include the wording of 

items based on their initial use, and the modified items being proposed to include in the 

assessment of the service marketing mix variables, satisfaction and post-purchase behavior.  



38 

 

Table 3.2. Scale modifications of marketing mix 

Previous researches Revised 

 

Lee‟s (2010) Program factors. 

1. The TKD gym has well-structured programs 

of Poomsae and basic skills. 

2. The TKD gym has well-structured programs 

of competition and self-defense. 

3. The TKD gym has well-structured programs 

of discipline for enhancing basic physical 

strength. 

4. The TKD gym emphasizes etiquette lessons 

and personality education. 

 

Kim et al.‟s (2013) personal improvement 

activities. 

5. The school has program components for 

improving social skills. 

6. The school offers programs for improving 

leadership skills. 

 

Product 

1. The TKD academy has well-structured 

programs of Poomsae and basic skills. 

2. The TKD academy has well-structured 

programs of competition and self-defense. 

3. The TKD academy has well-structured 

programs of discipline for enhancing 

basic physical strength. 

4. The TKD academy emphasizes etiquette 

lessons and character building.  

 

 

 

5. The TKD academy has program 

components for improving social skills. 

6. The TKD academy offers programs for 

improving leadership skills. 
 

 

Kim et al.‟s (2013) Economic condition 

consideration. 

1. The school has not charged any hidden fee. 

2. Membership fee of this school is reasonable. 

 

Lee (2010) Price factors. 

3. The registration fee of the TKD gym is 

reasonable. 

4. The belt testing fee at the TKD gym is 

reasonable.  

5. The TKD gym offers various payment plans. 

 

Price 

 

1. The TKD academy has not charged any 

hidden fees. 

2. The monthly membership fee is 

reasonable. 

3. The registration fee of the TKD academy 

is reasonable. 

4. The belt testing fee at the TKD academy 

is reasonable.  

5. The TKD academy offers various 

payment plans. 
 

 

Lee‟s (2010) Place factors. 

1. The TKD gym is located near my home.  

 

2. Public transportation makes attendance at 

and access to the TKD academy 

comfortable. 

3. Area surrounding the TKD gym is clean. 

 

4. The TKD gym is located in a safe place. 

 

Place 

1. The TKD academy is located near my 

home.  

2. Public transportation makes attendance at 

and access to the TKD academy 

comfortable.  

3. The area surrounding the TKD academy 

is clean. 

4. The TKD academy is located in a safe 

place. 
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Table 3.2. - continued 

Previous researches Revised 
 

Lee‟s (2010) Promotion factors. 

1. The TKD gym offers special events. 

 

Kim et al.‟s (2013) program activities 

offerings. 

2. The school offers quality promotional 

materials. 

3. The school offers free trial lessons. 

Ham et al.‟s (2010) promotion factor. 

4. The TKD gym offers various discount 

policies.  

5. The TKD gym offers social media services. 

 

Promotion 

1. The TKD academy offers special events. 

 

2. The TKD academy offers quality 

promotional materials. 

3. The TKD academy offers free trial lessons. 

 

4. The TKD academy offers various discount 

policies.  

5. The TKD academy offers social media 

services.  
 

 

 

Kim et al.‟s (2013) Instruction staff quality.  

1. Instructors/Masters have a good reputation  

2. Instructors/Masters are willing to help 

3. The school has well qualified instructors 

4. Instructors/Masters are friendly 

 

 

Participants 

1. Instructors have a good reputation. 

2. Instructors are willing to help. 

3. The academy has well qualified instructors. 

4. Instructors are friendly. 
 

 

Kim et al.‟s (2013) Instruction staff quality. 

1. Instructors/Masters handle problem 

promptly and professionally. 

 

Cho‟s (2011) Instructor and program factors. 

2. The procedures for teaching TKD are 

properly composed. 

3. Instructors properly use various teaching 

methods for trainees‟ education level.  
4. Trainees follow the advice and control of 

instructors. 

 

Process 

1. Instructors handle any problem promptly 

and professionally. 

 

 

2. The procedures for teaching TKD are 

properly composed. 

3. Instructors properly use various teaching 

methods for trainees‟ education level.  
4. Trainees follow the advice and control of 

instructors. 
 

 

Kim et al.‟s (2013) Physical environment 

quality. 

1. The facility is safe and comfortable. 

2. The interior of the facility is well designed. 

3. The school has adequate space for class 

activities. 

4. The school has a variety of exercise 

equipment. 

5. The school‟s ambience is excellent. 
6. The facility is aesthetically attractive. 

 

Physical evidence 

 

1. The facility is safe and comfortable. 

2. The interior of the facility is well designed. 

3. The TKD academy has adequate space for 

class activities. 

4. The TKD academy has a variety of exercise 

equipment. 

5. The academy‟s ambience is excellent. 
6. The facility is aesthetically attractive. 
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Table 3.3. Scale modifications of satisfaction 

Previous researches Revised 

 

Lee‟s (2010) Satisfaction. 

1. Overall, I am satisfied with the TKD gym. 

 

Taylor and Baker‟s (1994) Satisfaction 

2. Overall, in purchasing _____ services, I 

believe that I would be pleased with XYZ's 

services. 

3. I believe that purchasing services from 

XYZ is usually a satisfying experience. 

4. My feelings toward XYZ's services can 

best be characterized as 

    (Very dissatisfied) 1-2-3-4-5-6-7 

(Satisfied) 

 

Satisfaction 

1. Overall, I am satisfied with the TKD 

academy. 

 

2. Overall, I am pleased with the TKD 

academy. 

 

3. Renewing my membership at the TKD 

academy is usually a satisfying experience. 

4. My feelings toward the TKD academy's 

services can best be characterized as 

satisfied. 
  

 

Table 3.4. Scale modifications of post-purchase behavior 

Previous researches Revised 

 

Caruana‟s (2002) Service loyalty. 

1. Intend to continue doing business with 

XYZ. 

2. Seldom consider switching away from 

XYZ. 

3. Doubt that I would switch. 

 

Lee‟s (2010) Re-purchase behavior. 

4. I will renew my membership of this TKD 

gym. 

 

Intention to continue participation 

1. I am planning to continue doing 

Taekwondo at the TKD academy. 

2. I seldom consider switching to a different 

TKD academy. 

3. I doubt that I would switch from the TKD 

academy.  

 

4. I will renew my membership with the 

TKD academy.      
 

 

Caruana‟s (2002) service loyalty. 

1. Say positive things about XYZ to other 

people. 

2. Encourage friends and relatives to do 

business with XYZ.  

 

Lee‟s (2010) Word-of-mouth. 

3. I strongly recommend this TKD gym to 

others.  

4. I want to introduce this TKD gym to others.  

 

 

Word-of-mouth 

1. I will say positive things about the TKD 

academy to others. 

2. I will encourage friends and relatives to 

learn Taekwondo in the TKD academy. 

 

 

3. I strongly recommend the TKD academy 

to others.  

4. I want to introduce the TKD academy to 

others.  
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3.5 Data Collection  

I visited TKD academies located in San Diego, Oceanside, Irvine, Murrieta, California; 

Tampa, Florida; Duluth, Georgia; Raleigh, Fuquay-Varina, North Carolina; and Midlothian, 

Virginia and obtained instructors‟ consent to talk with TKD participants about participating in 

the project. After each TKD class was over, I talked with trainees who are over 18 years of age, 

briefly explained the purpose of the study, and requested their participation. I distributed three 

hundred printed questionnaires using convenience sampling method and participants filled out 

questionnaires using a pencil and paper based self-administration method.  

When participants filled out a questionnaire, the first task was reporting their basic 

demographic information including age, race, gender, training years, and occupation. The second 

task was responding to the questions about attitudes toward service marketing components, 

satisfaction, and post-purchase behavior which are in the proposed research model. Participants 

were instructed to respond to the questions thinking about the TKD academy which they are 

attending. Completed questionnaires were immediately collected.  

3.6 Data Analysis  

Once, collected the questionnaires were reviewed for usability and completeness of the 

responses. Questionnaires with omitted answers or questionnaires that have the same numbers 

consistently marked were excluded; the data was coded for the statistical analysis. The analysis 

was completed using the PASW for Windows 20.0 program and Amos 18.0 program. The 

detailed methods for data analysis procedures are as follows. 

3.6.1 Data Preparation 

There are several requirements for Confirmatory Factor Analysis (CFA): sample size 

adequacy, continuous levels of measurement, handling missing data, and normality (Harrington, 
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2009). Based on the result of G*Power 3.1.5 program calculation and Kline‟s (2011) suggestion 

that greater than 200 is acceptable for most CFA models, I used data from more than 232 

participants. A minimum sample size is important in relation to the prospective chi-square test 

which is greatly affected by sample size. In the case of continuous levels of measurement, since 

Maximum Likelihood (ML) estimation for CFA assumes all indicators are continuous levels of 

measurement (Harrington, 2009), a few Likert-type response options (e.g., dissatisfied, neutral, 

or satisfied) lead to biased results (Raykov & Marcoulides, 2006). Based on Cohen, Cohen, West, 

and Aiken‟s (2013) instruction that questionnaires consisting of at least five response options 

will be treated as continuous variables, the questionnaires for this study were derived from 7-

point Likert-type scales.  

In regard to handling missing data, I dropped questionnaires with omitted answers using 

the listwise deletion method. Kline (2011) indicated that “in listwise deletion, cases with missing 

scores on any variable are excluded from all analyses” (p.57). Since the listwise deletion method 

is commonly used (Harrington, 2009), and the method provides an advantage in that all analyses 

are conducted with the same number of cases (Kline, 2011), the questionnaires with completed 

data were retained and used for data analysis.  

Multivariate normality is assumed for CFA with ML estimation. Multivariate normality 

indicates all variables are normally distributed (Kline, 2011). To examine the distribution of 

responses for the respective variables, I checked normality, linearity, multicollinearity and 

homoscedasticity.  Normality was assessed by examining skewness and kurtosis values based on 

Kline‟s (2011) suggestion that variables with absolute values of skewness over 3.0 and absolute 

values of kurtosis over 10.0 are problematic. Linearity was tested through a correlation matrix 

and visual inspection of scatterplots. The check for multicollinearity was assessment of the 
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Variance Inflation Factor (VIF) value and tolerance based on Kline„s (2011) criterion that VIF 

values higher than 10.0 and tolerance value less than .10 indicate a problem of extreme 

multivariate collinearity. Evidence of homoscedasticity was checked through the visual 

inspection of scatterplots for distribution of residuals.   

3.6.2 Frequency Analysis   

I computed and analyze the descriptive statistics, which include frequency counts and 

percentages for the participants‟ age, race, gender, training years, and occupation. The frequency 

analysis was used to profile the participants based on their demographic characteristic. 

3.6.3 Validity and Reliability  

Validity and reliability are important attributes in quantitative research (Golafshani, 

2003). To provide evidence of validity and reliability for the proposed study, I completed the 

following steps. For evidence of content validity, the questionnaire was examined by three Sport 

Management professors, and two Taekwondo professionals. The suitability and accuracy of the 

context and construction of the research design were verified by the professionals.  

Following Anderson and Gerbing‟s (1988) work, the measurement model was tested 

using the two-step structural equation model. First, I performed CFA to evaluate evidence of 

construct validity. Later, I performed structural equation analysis to test the research hypotheses, 

presuming the measurement model is acceptable.  

To provide evidence of construct validity, Confirmatory Factor Analysis (CFA) with the 

Maximum Likelihood (ML) estimation method was used. DeCoster (1998) mentioned that “The 

primary objective of a CFA is to determine the ability of a predefined factor model to fit an 

observed set of data” (p.5), and Harrington (2009) mentioned that there are multiple estimation 

methods for CFA in the literature but ML is the most commonly used estimation method. ML 
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estimation provides desirable statistical properties: standard errors for each parameter, 

confidence intervals, and many goodness-of-fit indices (Harrington, 2009). To assess the 

evidence of the psychometric properties of the proposed model, CFA with ML estimation was 

used with specific fit indices based on Kline‟s (2011) recommendation: Model chi-square (χ2
), 

Standardized Root Mean Square Residual (SRMR), Comparative Fit Index (CFI), and Root 

Mean Square Error of Approximation (RMSEA).Tables 3.5 presents the list of fit indices that 

will be used, shorthand for each index, purpose and acceptable fit criteria. 

 

Table 3.5 Fit indices for the proposed study 

Index Shorthand Purpose & Acceptable fit 

Model chi-

square 
χ2 

An absolute fit index. 

It tests “the prediction that there are no discrepancies between 

the population covariances and those predicted by the model” 

(Kline, 2011, p.199). It shows “whether the model fits exactly 
in the population” (Harrington, 2009, p. 51).   

Larger than .05 p-value (Kline, 2011). 

Standardized 

Root Mean 

Square Residual 

SRMR 

An absolute fit index. 

It is “a measure of the mean absolute correlation residual, the 

overall difference between the observed and predicted 

correlations” (Kline, 2011, p. 209). It shows “the discrepancy 

between the correlations in the input matrix and the 

correlations predicted by the model” (Brown, 2006). 

Less than .09 is recommended (Kline, 2011). 

Comparative Fit 

Index 
CFI 

A comparative fit index. 

It measures “the relative improvement in the fit of the 

researcher‟s model over that of a baseline model, typically the 

independence model” (Kline, 2011, p.208). It evaluates “the 
fit of a model relative to a more restricted, nested baseline 

model” (Harrington, 2009, p. 52).  

Larger than .90 is reasonable (Hu & Bentler, 1999). 

Root Mean 

Square Error of 

Approximation 

RMSEA 

A parsimony correction index. 

It is “scaled as a badness-of-fit index where a value of zero 

indicates the best fit” (Kline, 2011, p.205). It tests “the extent 

to which the model fits reasonably well in the population” 
(Harrington, 2009, p. 51). 

Close to .06 is required (Hu & Bentler, 1999). 
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To provide evidence of convergent and discriminant validity, the relationship between the 

latent constructs and observed variables were investigated. Convergent validity indicates how 

well a set of variables, which are supposed to measure the same constructs, show the same traits 

(Kline, 2011). To assess convergent validity, t-values and indicator loadings were  investigated 

following Anderson and Gerbing‟s (1988) suggestion that each loading value of measurement 

items is equal to or higher than the recommended value of .707. In contrast, discriminant validity 

refers to how well a set of variables, which are supposed to measure different constructs, show 

different traits (Kline, 2011). To assess the discriminant validity, correlations of variables were 

examined following Kline‟s (2011) instruction that values of correlation less than .85 are 

acceptable.  

To provide evidence of the reliability of each variable, Cronbach‟s alpha coefficients and 

item-total correlations were calculated. Gliem and Gliem (2003) contend that “When using 

Likert-type scales, it is imperative to calculate and report Cronbach‟s alpha coefficient for 

internal consistency reliability for any scales or subscales one may be using” (p. 88). Since the 

questionnaires for this study are made of Likert-type scales, I computed Cronbach‟s alpha 

coefficient to verify how well the items fit together for each variable. The range of Cronbach‟s 

alpha coefficient is 0 to 1, and Nunnally and Bernstein (1994) indicated that a .7 reliability 

coefficient is commonly acceptable. 

An item-to-total correlation is “the correlation of the item designated with the summated 

score for all other items” (Gliem & Gliem, 2003, p. 86). Wang (2003) and Bock and Kim (2002) 

suggested that items with low item-to-total correlation should be assessed to provide evidence of 

internal consistency. A rule of thumb for the cut-off criteria is that item-to-total correlations 
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should be at least greater than .40 (Gliem &Gliem, 2003). I therefore deemed acceptable, for 

each variable, an alpha coefficient of .7 or higher and an item-to-total correlation greater than .40.  

3.6.4 Path Coefficient Analysis  

Presuming the measurement model was deemed adequate, path coefficient analysis was 

used. Path modeling of Structural Equation Model (SEM) analysis is very advantageous; 

researchers measure both direct and indirect effects among variables, the measurements include 

multi-variable concepts, and measurement errors which regression analysis does not control are 

assessed in the SEM analysis (Walker & Maddan, 2008). Thus, “path analysis helps researchers 

disentangle the complex interrelationships among variables and identify the most significant 

pathways involved in predicting an outcome” (Lleras, 2005, p. 29). Therefore, to verify the 

research hypotheses, path coefficient analysis was used with acceptable criterion based on the t-

value (t>1.96) and p-value (p<.05) among the latent variables implied by the SEM analysis on 

the research model. In this chapter, the research model, design, participants, instruments, data 

collection and analysis methods were described. In the following chapter, the results of the 

research are presented, including the demographic characteristics, assumption tests for 

multivariate analysis, validity, reliability, and path coefficient analysis.  
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CHAPTER FOUR 

RESULTS 

The previous chapter has a description of the research methods. In this chapter, the results 

of the study are presented, including the demographic characteristics of respondents, assumption 

tests, confirmatory factor analysis, and path coefficient analysis. 

4.1 Sample Characteristics 

I visited 17 TKD academies and distributed 300 printed questionnaires after obtaining 

instructors‟ consent to talk with TKD participants over 18 years of age. The locations of the 

TKD academies and the number of distributed questionnaires are listed in Table 4.1. 

 

Table 4.1. Summary of the survey area and the number of distributed questionnaires  

City State 
Number of 

TKD academies 

Number of  

questionnaires 

San Diego California 3 76 

Oceanside California 2 40 

Irvine California 1 17 

Murrieta California 1 15 

Tampa Florida 2 38 

Duluth Georgia 3 40 

Raleigh North Carolina 3 45 

Fuquay-Varina North Carolina 1 16 

Midlothian Virginia 1 11 

Total 17 300 

 

 

In total, 296 questionnaires were collected, which was an initial response rate of 98.7%. 

Four participants did not return the questionnaires. The questionnaires were reviewed for 

usability and completeness of the responses. Twenty-one questionnaires with items marked 

identically throughout, and 10 questionnaires with omitted answers were excluded using the 
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listwise deletion method. A total of 265 questionnaires were analyzed, resulting in a final 

response rate of 88.3%. 

The respondents‟ demographic characteristics were collected through six items including 

age, race, nationality, gender, training years, and occupation. The frequency analyses for the 

demographic characteristics are presented in Table 4.2. The participants ranged in age from 18 to 

63 (M=31.63; SD=11.516). Among the participants, the 18-25 age group (n=110; 41.5%) was 

represented more than other age groups. In the case of race and nationality, Caucasian (n=144; 

54.3%) was the majority group and most participants were U.S. citizens (n=169; 63.8%). The 

number of male participants (n= 148; 55.8%) was slightly greater than that of female participants. 

Participants‟ training years varied. The largest percentage of respondents had less than or equal 

to one year of training (n=81; 30.6%), followed by those who had more than five training years 

(n=57; 21.5%). Student participants (n=97; 36.6%) outnumbered those in other occupations. 

Professional workers (n=50; 18.9%) were the second largest occupation group.  

 

Table 4.2. Demographic characteristics 

 Frequency %  Cumulative % 

Age (Years) (M=31.63; SD=11.516)    

18-25 110 41.5 41.5 

26-30 21 7.9 49.4 

31-35 36 13.6 63.0 

36-40 22 8.3 71.3 

41-45 43 16.2 87.5 

46-50 15 5.7 93.2 

51-55 13 4.9 98.1 

56-60 4 1.5 99.6 

61-65 1 .4 100.0 

Race    

Caucasian 144 54.3 54.3 

African American 22 8.3 62.6 

Hispanic 20 7.5 70.2 

Asian 72 27.2 97.4 

Other 7 2.6 100.0 
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Table 4.2. - continued 

 Frequency %  Cumulative % 

    

Nationality    

U.S. citizen 169 63.8 63.8 

Korean 22 8.3 72.1 

Korean American 10 3.8 75.9 

Spanish 10 3.8 79.7 

Filipino 7 2.6 82.3 

Spaniard American 6 2.3 84.6 

Puerto Rican 5 1.9 86.5 

Vietnamese 5 1.9 88.4 

Australian 5 1.9 90.3 

Thai 4 1.5 91.8 

Indian American 3 1.1 92.9 

German 3 1.1 94.0 

Chinese 3 1.1 95.1 

Other 13 4.9 100.0 

    

    

Gender    

Male 148 55.8 55.8 

Female 117 44.2 100.0 

    

    

Training Years    

1 month - 1 year 81 30.6 30.6 

1 year 1 month - 2 years  38 14.3 44.9 

2 years 1 month - 3 years 52 19.6 64.5 

3 years 1 month - 4 years 28 10.6 75.1 

4 years 1 month - 5 years 9 3.4 78.5 

Over 5 years 57 21.5 100.0 

    

    

Occupation    

Student 97 36.6 36.6 

Housewife 33 12.5 49.1 

Clerical of office worker 19 7.2 56.2 

Service worker 8 3.0 59.2 

Sales worker 6 2.3 61.5 

Manager, Executive or Official 18 6.8 68.3 

Professional worker 50 18.9 87.2 

Business owner 17 6.4 93.6 

Other 17 6.4 100.0 
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4.2 Assumption Tests for Multivariate Analysis 

It is important to test multivariate analysis assumptions to determine whether the study 

model is properly composed. Sample size adequacy was met with a total of 265 completed 

questionnaires; at least 232 participants were sought as the minimum sample size for the study. 

Accordingly, the assumptions for multivariate analysis were analyzed. The findings are 

presented in the following sections. 

4.2.1 Normality 

Normality was assessed based on the absolute skewness and kurtosis values. The values 

of mean, standard deviation, skewness, and kurtosis for each variable are listed in Table 4.3. The 

range of absolute values of skewness was .019 (Place) to 1.105 (Intention to continue 

participation). The range of absolute values of kurtosis was .020 (Process) to 1.928 (Intention to 

continue participation). The absolute skewness value for each variable was lower than 3.0, and 

kurtosis values were below 10.0. Based on Kline‟s (2011) criteria that variables with absolute 

values of skewness over 3.0 and absolute values of kurtosis over 10.0 are problematic, all 

variables were normally distributed and the requirement of normality was met.  

 

Table 4.3. Descriptive statistics for normality 

Category Mean SD Skewness Kurtosis 

Marketing 

mix variables 

Product 5.22 1.07 -.675 .853 

Price 4.42 1.16 .343 -.386 

Place 4.93 1.14 -.019 -.452 

Promotion 5.16 1.21 -.867 .518 

Participants 5.61 1.28 -.761 -.169 

Process 5.27 1.29 -.450 .020 

Physical evidence 5.21 1.05 -.699 .513 

Satisfaction 5.63 1.12 -.913 1.091 

Post-purchase 

behavior 

Intention to continue participation 5.65 1.10 -1.105 1.928 

Word-of-mouth 5.51 1.21 -.949 1.272 



51 

 

4.2.2. Linearity 

Linearity was tested through examination of correlations among the variables, and visual 

inspection of scatterplots. The correlation matrix is presented in Table 4.4. The correlations 

ranged from .131 (between place and promotion) to .761 (between intention to continue 

participation and word-of-mouth). All correlations were positive. The relationship between place 

and promotion (r= .131) was statistically significant at the p < .05 level; all other relationships 

were significant at the p <.01 level.  

 

Table 4.4. Correlation matrix for linearity 

 
1 2 3 4 5 6 7 8 9 10 

1 1          

2 .521** 1         

3 .479** .602** 1        

4 .287** .278** .131* 1       

5 .573** .603** .481** .244** 1      

6 .515** .604** .499** .162** .525** 1     

7 .498** .505** .387** .399** .428** .507** 1    

8 .527** .513** .436** .326** .608** .539** .469** 1   

9 .532** .434** .368** .260** .567** .452** .440** .625** 1  

10 .663** .600** .478** .314** .623** .577** .513** .628** .761** 1 

Note: 1. Product; 2. Price; 3. Place; 4. Promotion; 5. Participants; 6. Process; 7. Physical 

evidence; 8. Satisfaction; 9. Intention to continue participation; 10. Word-of-mouth.  

*p < .05; **p < .01 (2-tailed) 

 

The scatterplots for the relationships between the marketing mix variables and 

satisfaction are presented in Figure 4.1. The scatterplots showed the relationships between 

satisfaction and each variable; product (R
2
=.277), price (R

2
=.263), place (R

2
=.191), promotion 

(R
2
=.106), participants (R

2
=.369), process (R

2
=.291), and physical evidence (R

2
=.220). Based on 
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Taylor‟s (1990) criterion, R
2
 values between .13 and .45 are considered a medium correlation. 

Therefore, the relationship between promotion and satisfaction (R
2
=.106) was a low correlation, 

with all other relationships considered a medium correlation.  

The scatterplots for the relationship between satisfaction and post-purchase behavior are 

illustrated in Figure 4.2. The scatterplots showed the relationships between satisfaction and each 

post-purchase behavior: intention to continue participation (R
2
=.391) and word-of-mouth 

(R
2
=.394). Based on Taylor‟s (1990) criterion, each relationship had a medium correlation. 

Based on rule of thumb, most of the correlations showed positive and medium relationships and 

represented linearity. Therefore the assumption of linearity was met.   

 

 
Figure 4.1. The scatterplots for the relationship between marketing mix variables and satisfaction 
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Figure 4.1. – continued 

 

 

 
Figure 4.2. The scatterplots for the relationship between satisfaction and post-purchase behavior 
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4.2.3. Multicollinearity 

Multicollinearity was assessed by examining the Tolerance and Variance Inflation Factor 

(VIF) values. The Tolerance and VIF values are listed in Table 4.5. The Tolerance values ranged 

from .432 (price) to .804 (promotion), and the VIF values ranged from 1.243 (promotion) to 

2.316 (Price). Based on Kline„s (2011) criterion that Tolerance values lower than .10 and VIF 

values higher than 10.0 indicate a problem, the Tolerance and VIF values of the study were 

acceptable. Therefore, I concluded there were no concerns with multicollinearity.  

 

Table 4.5. Tolerance and VIF for multicollinearity 

Marketing mix variables Tolerance VIF 

(Constant)   

Product .542 1.846 

Price .432 2.316 

Place .577 1.733 

Promotion .804 1.243 

Participants .525 1.904 

Process .522 1.915 

Physical evidence .580 1.725 

a. Dependent Variable: Satisfaction 

 

4.2.4. Homoscedasticity 

Homoscedasticity was assessed by through visual inspection of scatterplots, specifically 

looking at the distribution of residual values. Figure 4.3 is a standardized residual scatterplot for 

Satisfaction, and Figure 4.4 presents partial regression plots for the relationship between the 

marketing mix variables and satisfaction. Although there are some outliers, the residuals were 

normally distributed and no violated shapes appeared. In addition, Figure 4.5 and Figure 4.6 are 

standardized residual scatterplots illustrating the intention to continue participation and word-of-

mouth. All the fitted lines in the scatterplots were flat and indicated that the variance of residuals 

was constant. Therefore, the assumption of homoscedasticity was satisfied.   
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Figure 4.3. The standardized residual scatterplot for homoscedasticity (Satisfaction) 

 

Figure 4.4. The partial regression plots for the relationship between marketing mix variables and 

satisfaction 
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Figure 4.4. – continued 

 

  
Figure 4.5. The standardized residual scatterplot for homoscedasticity (Intention to continue 

participation) 
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Figure 4.6. The standardized residual scatterplot for homoscedasticity (Word-of-mouth) 

 

All assumptions for the confirmatory factor analysis were satisfied, which meant there 

was no controversial issue or violation. Accordingly, the data was utilized for the next step in the 

analysis, the confirmatory factor analysis.   

4.3 Reliability and Validity 

4.3.1 Reliability 

Cronbach‟s alpha coefficients and item-to-total correlations were calculated as evidence 

of internal consistency. Nunnally and Gernstein (1994) contended that .70 or greater Cronbach‟s 

alpha coefficient value for each variable is acceptable. Gliem and Gliem (2003) also emphasized 

that each item-to-total correlation should be at least .40 to provide evidence of reliability in a 

multi-item scale. The item-to-total statistics and Cronbach‟s α scores are presented in Table 4.6. 

The Cronbach‟s alpha coefficients ranged from .761 (place) to .926 (word-of-mouth), and were 

deemed acceptable based on Nunnally and Bernstein‟s (1994) suggestion.  

Reviewing the item-to-total correlations, however, I found that five items – price1 (.397), 

price5 (.376), place2 (.283), promotion1 (.228), and physical evidence4 (.247) – each had a score 

lower than .40 (Glierm & Glierm, 2003). The low item-to-total correlations likely stem from the 

varied environments of TKD academy management. Since the questionnaires were distributed in 
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seventeen TKD academies and the marketing strategies of the TKD academies varied, not all 

respondents marked the questionnaires consistently. For instance, some TKD academies charge 

hidden fees and others do not. Thus, the items do not necessarily represent each variable. Even 

though the Cronbach‟s alpha coefficients for the respective factors were acceptable with the five 

items in question, I decided to delete the five items (price1, price5, place2, promotion1, and 

physical evidence4) with low item-to-total correlations (< .40) for further analysis. Forty-one 

items were retained for further analysis. 

 

Table 4.6. Item-to-total Correlation and Cronbach‟s α for reliability test 

Item 
Item-to-total 

Correlation 

Cronbach‟s 

α 

Product  .824 

1. The TKD academy has well-structured programs of Poomsae 

and basic skills. 
.709  

2. The TKD academy has well-structured programs of 

competition and self-defense. 
.590  

3. The TKD academy has well-structured programs of discipline 

for enhancing basic physical strength. 
.755  

4. The TKD academy emphasizes etiquette lessons and character 

building.  
.536  

5. The TKD academy has program components for improving 

social skills. 
.616  

6. The TKD academy offers programs for improving leadership 

skills. 
.520  

Price  .784 

1. The TKD academy has not charged any hidden fees. .397  

2. The monthly membership fee is reasonable. .723  

3. The registration fee of the TKD academy is reasonable. .738  

4. The belt testing fee at the TKD academy is reasonable.  .680  

5. The TKD academy offers various payment plans. .376  

Place  .761 

1. The TKD academy is located near my home.  .641  

2. Public transportation makes attendance at and access to the 

TKD academy comfortable.  
.283  

3. The area surrounding the TKD academy is clean. .721  

4. The TKD academy is located in a safe place. .733  
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Table 4.6. - continued 

Item 
Item-to-total 

Correlation 

Cronbach‟s 

α 

Promotion  .798 

1. The TKD academy offers special events. .228  

2. The TKD academy offers quality promotional materials. .716  

3. The TKD academy offers free trial lessons. .510  

4. The TKD academy offers various discounts.  .762  

5. The TKD academy offers social media services. .736  

Participants  .923 

1. Instructors have a good reputation. .789  

2. Instructors are willing to help. .813  

3. The academy has well qualified instructors. .862  

4. Instructors are friendly. .822  

Process  .909 

1. Instructors handle any problem promptly and professionally. .784  

2. The procedures for teaching TKD are properly composed. .817  

3. Instructors properly use various teaching methods for trainees‟ 
education level.  

.834  

4. Trainees follow the advice and control of instructors. .743  

Physical evidence  .813 

1. The facility is safe and comfortable. .565  

2. The interior of the facility is well designed. .698  

3. The TKD academy has adequate space for class activities. .674  

4. The TKD academy has a variety of exercise equipment. .247  

5. The academy‟s ambience is excellent. .706  

6. The facility is aesthetically attractive. .677  

Satisfaction  .903 

1. Overall, I am satisfied with the TKD academy. .709  

2. Overall, I am pleased with the TKD academy. .850  

3. Renewing my membership at the TKD academy is usually a 

satisfying experience. 
.717  

4. My feelings toward the TKD academy's services can best be 

characterized as satisfied. 
.858  

Intention to continue participation  .877 

1. I am planning to continue doing Taekwondo at the TKD 

academy. 
.726  

2. I seldom consider switching to a different TKD academy. .687  

3. I doubt that I would switch from the TKD academy. .767  

4. I will renew my membership with the TKD academy. .762  

Word-of-mouth  .926 

1. I will say positive things about the TKD academy to others. .817  

2. I will encourage friends and relatives to learn Taekwondo in 

the TKD academy. 
.846  

3. I strongly recommend the TKD academy to others. .851  

4. I want to introduce the TKD academy to others. .801  
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4.3.2 Validity 

The confirmatory factor analysis with maximum likelihood estimation was completed to 

provide evidence of construct validity. The overall measurement model with a total ten latent 

variables and forty-one indicators, including seven latent factors of twenty-nine marketing mix 

variable indicators, one factor of four satisfaction indicators, and two latent factors of eight post-

purchase behavior indicators, was tested with the proposed fit indices: Model chi-square (χ2
), 

Standardized Root Mean Square Residual (SRMR), Comparative Fit Index (CFI), and Root 

Mean Square Error of Approximation (RMSEA).  

My initial estimation of the measurement model was that there was a satisfactory level of 

the model fit to the data (χ2
=1425.197, df= 734, p=.001; SRMR=.0586; CFI=.916; RMSEA=.060) 

on all but one indicator. Based on Kline‟s (2011) and Hu and Bentler‟s (1999) respective 

recommendations, the model chi-square should be greater than .05, the SRMR value should be 

lower than .09, the CFI value should be higher than.90, and the RMSEA value should be close 

to .060. The SRMR (.0586), CFI (.916), and RMSEA (.060) indices provide evidence a good fit 

of the model. However, the model chi-square p-value of .001 should be larger than the 

recommended value of .05. Accordingly, I took steps to determine if the model fit could be 

improved. 

 Kline (2011) explained that convergent validity is how well a set of items that are 

supposed to measure the same variable indicate the same traits. To provide evidence of 

convergent validity with the model, I deleted four indicators of the marketing mix variables 

(product4, product6, promotion3, and physical evidence1) based on Anderson and Gerbing‟s 

(1988) suggestion that each factor loading be equal to or higher than .707.  



61 

 

I considered the theoretical relevance of prior studies. Because respondents of this study 

were adult TKD trainees in the U.S. and a prior study by Lee (2010) was focused on child 

trainees in Korea, the question of etiquette lessons and character building (product4) did not 

relate to the adult respondents. Moreover, the question of improving leadership skills (product6) 

was also less important than other product questions among more than half of the respondents 

(n=155) between 26 and 65 years of age. These results indicated that the questions were not 

essential for inclusion to show the same traits for the product variable.  

In the case of the question about free trial lessons (promotion3) and safeness and 

comfortableness of facility (physical evidence1), I calculated descriptive statistics to examine the 

characteristics of the questions. The question of offering free trial lessons (promotion3), had the 

highest mean value (M=5.84) and the lowest value of standard deviation (SD=1.50) than the 

other promotion items (promotion2, M= 4.81, SD=1.57; promotion4, M=4.75, SD=1.75; 

promotion5, M= 4.80, SD=1.72). In addition, the question about safeness and comfortableness of 

facility (physical evidence1) had the highest mean value (M=5.72) and lower value of standard 

deviation (SD=1.367) than other physical evidence items (physical evidence2, M=5.37, 

SD=1.422; physical evidence3, M=5.36, SD=1.413; physical evidence5, M=5.35, SD=1.335; 

physical evidence6, M=5.25, SD=1.418). I interpreted these scores to mean that most TKD 

academies provide free trial lessons and comfortable facilities, and trainees consider these as 

basic services which should be provided to all members. Thus, the questions of promotion3 and 

physical evidence1 indicated different traits for each variable. Consequently, four items of 

marketing mix variables (product4, product6, promotion3, and physical evidence1) were deleted 

from further analysis. 
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Kline (2011) defined discriminant validity as how well a set of variables that are planned 

to measure different latent constructs indicate the different traits. To examine the discriminant 

validity, correlations among latent variables were verified with Kline‟s (2011) suggestion that 

less than .85 of correlation coefficients are acceptable. The correlation matrix for discriminant 

validity is presented in Table 4.7. The coefficients ranged from .074 (between place and 

promotion) to .761 (between intention to continue participation and word-of-mouth). The 

correlation coefficients between any two variables were positive and below .85. There was 

evidence of discriminant validity among the constructs.  

 

Table 4.7. Correlation matrix for discriminant validity 

 
1 2 3 4 5 6 7 8 9 10 

1 1          

2 .457** 1         

3 .424** .479** 1        

4 .284** .233** .074 1       

5 .476** .593** .436** .284** 1      

6 .429** .583** .489** .194** .525** 1     

7 .377** .446** .322** .365** .390** .482** 1    

8 .480** .456** .410** .349** .608** .539** .437** 1   

9 .492** .424** .361** .263** .567** .452** .415** .625** 1  

10 .620** .585** .449** .320** .623** .577** .466** .628** .761** 1 

Note: 1. Product; 2. Price; 3. Place; 4. Promotion; 5. Participants; 6. Process; 7. Physical 

evidence; 8. Satisfaction; 9. Intention to continue participation; 10. Word-of-mouth.  

**p < .01 (2-tailed) 

 

 

A second confirmatory factor analysis was computed with thirty-seven items. The 

deletion of the four indicators did not dramatically alter the goodness of fit indices. The overall 

measurement model fit was an acceptable fit to the data (χ2
=1169.025, df= 584, p= .001, 

SRMR= .0500, CFI=.925, RMSEA=.062). The p-value of the model chi-square was still 
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statistically significant. Kline (2011) pointed out the drawbacks of the model chi-square: “There 

are multiple limitations to the model chi-square (e.g., it is dependent on sample size and will 

almost always be significant with large samples), but it is useful for testing nested models” 

(p.51). Barrett (2006) also explained that “Invariably (but not always), given a sample size above 

200 cases, no models fit via the χ2
 tests” (p. 820). In regards to the p-value of chi-square, Barrett 

(2006) recommended that either authors should check a normality of residual matrix to show that 

the chi-square result is misleading or authors should use other model fit indices to provide 

additional evidence regarding model fit. Furthermore, Schreiber, Nora, Stage, Barlow, and King 

(2006) recommended other cut-off criteria: the ratio of chi-square to degree of freedom (χ2/df) 

should be less than three regardless of significant p-value. In this study the ratio of chi-square to 

degree of freedom, and the result of the calculation (1169.025/584=2.00) provided evidence of 

acceptable fit based on Schreiber et al.‟s (2006) criteria regardless of p-value. 

In this study, I provided the residual scatter plots and verified the normality of the data. I 

concluded that because chi-square was sensitive to sample size, the p-value of the chi-square was 

statistically significant. The prior studies by Lee (2010), Cho (2011), and Kim (2010) had similar 

results, having significant p-value of the model chi-square. The researchers adopted alternative 

model indices. In this study, the values of SRMR, CFI, and RMSEA indicated that the revised 

model is acceptable. Therefore, the revised model was considered satisfactory for further 

analysis. Table 4.8 and Table 4.9 present the comparisons of the initial and revised models.  

 

Table 4.8. The result of goodness of fit indices 

Index χ2
 df p SRMR CFI RMSEA 

Initial model 

(41 items) 
1425.197 734 .001 .0586 .916 .060 

Revised Model 

(37 items) 
1169.025 584 .001 .0500 .925 .062 
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Table 4.9. The result of standardized regression weights 
 Variables 

Initial 

model 

 (41 items) 

Revised 

model 

(37 items) 

P
ro

d
u

ct
 

1. The TKD academy has well-structured programs of 

Poomsae and basic skills. 
.802 .801 

2. The TKD academy has well-structured programs of 

competition and self-defense. 
.689 .713 

3. The TKD academy has well-structured programs of 

discipline for enhancing basic physical strength. 
.867 .872 

4. The TKD academy emphasizes etiquette lessons and 

character building.  
.568 Deleted 

5. The TKD academy has program components for 

improving social skills. 
.712 .729 

6. The TKD academy offers programs for improving 

leadership skills. 
.562 Deleted 

P
ri

ce
 2. The monthly membership fee is reasonable. .882 .896 

3. The registration fee of the TKD academy is reasonable. .855 .850 

4. The belt testing fee at the TKD academy is reasonable.  .815 .819 

P
la

ce
 1. The TKD academy is located near my home.  .751 .750 

3. The area surrounding the TKD academy is clean. .889 .888 

4. The TKD academy is located in a safe place. .928 .931 

P
ro

m
o
ti

o
n

 2. The TKD academy offers quality promotional materials. .810 .804 

3. The TKD academy offers free trial lessons. .539 Deleted 

4. The TKD academy offers various discounts.  .872 .862 

5. The TKD academy offers social media services. .885 .898 

P
a
rt

ic
ip

a
n

ts
 1. Instructors have a good reputation. .825 .825 

2. Instructors are willing to help. .853 .852 

3. The academy has well qualified instructors. .917 .916 

4. Instructors are friendly. .871 .872 

P
ro

ce
ss

 

1. Instructors handle any problem promptly and 

professionally. 
.828 .827 

2. The procedures for teaching TKD are properly composed. .869 .869 

3. Instructors properly use various teaching methods for 

trainees‟ education level.  .892 .893 

4. Trainees follow the advice and control of instructors. .797 .797 
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Table 4.9. - continued 
 Variables 

Initial 

model 

 (41 items) 

Revised 

model 

(37 items) 

P
h

y
si

ca
l 

ev
id

en
ce

 1. The facility is safe and comfortable. .637 Deleted 

2. The interior of the facility is well designed. .798 .794 

3. The TKD academy has adequate space for class activities. .797 .808 

5. The academy‟s ambience is excellent. .769 .767 

6. The facility is aesthetically attractive. .776 .790 

S
a
ti

sf
a
ct

io
n

 

1. Overall, I am satisfied with the TKD academy. .781 .781 

2. Overall, I am pleased with the TKD academy. .922 .922 

3. Renewing my membership at the TKD academy is usually 

a satisfying experience. 
.748 .748 

4. My feelings toward the TKD academy's services can best 

be characterized as satisfied. 
.898 .898 

IC
P

 

1. I am planning to continue doing Taekwondo at the TKD 

academy. 
.798 .798 

2. I seldom consider switching to a different TKD academy. .708 .708 

3. I doubt that I would switch from the TKD academy. .803 .802 

4. I will renew my membership with the TKD academy. .877 .877 

W
o
rd

-o
f-

m
o
u

th
 1. I will say positive things about the TKD academy to 

others. 
.859 .858 

2. I will encourage friends and relatives to learn Taekwondo 

in the TKD academy. 
.878 .878 

3. I strongly recommend the TKD academy to others. .902 .902 

4. I want to introduce the TKD academy to others. .848 .848 

 

Figure 4.7 indicates the summary of the revised model including variances, standardized 

regression weights, and covariances. 
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Figure 4.7. Variances, standardized regression weights, and covariances of the revised model 
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4.4 Path Analysis 

The purpose of this study was to examine the influence of a TKD academy‟s marketing 

mix variables on TKD participants‟ satisfaction, and their post-purchase behavior. Path modeling 

of Structural Equation Model (SEM) analysis was used to test the hypotheses of relationships 

among marketing mix variables, trainees‟ satisfaction and post-purchase behavior.  

4.4.1 Overall Measurement Model 

The overall measurement model with ten latent variables and thirty-seven indicators was 

evaluated with the proposed model fit indices: Model chi-square (χ2
), Standardized Root Mean 

Square Residual (SRMR), Comparative Fit Index (CFI), and Root Mean Square Error of 

Approximation (RMSEA). The measurement model was deemed adequate with the goodness fit 

indices (χ2
=1350.888, df=599, p=.001, χ2

/df=2.26; SRMR=.0696; CFI=.904; RMSEA=.069).  

Based on Schreiber et al.‟s (2006), Kline‟s (2011),  and Hu and Bentler‟s (1999) 

recommendations: the ratio of model chi-square to degree of freedom (χ2
/df) should be lower 

than 3, the SRMR value should be lower than .09, the CFI value should be higher than.90, and 

the RMSEA value should be close to .060. All goodness of model fit indices provided the 

evidence of a good fit for the proposed model. The results of the goodness of fit indices for path 

analysis are presented in Table 4.10. 

 

Table 4.10. The result of goodness of fit indices for path analysis 

Index χ2
 df p χ2

/df SRMR CFI RMSEA 

Path model 1350.888 599 .001 2.26 .0696 .904 .069 

 

 

The summary of the path model including variances, standardized regression weights, 

and covariances are illustrated in Figure 4.8. 



68 

 

 

Figure 4.8. Variances, standardized regression weights, and covariances of the path model 
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4.4.2 Path Analysis Result for Proposed Hypotheses 

To verify the hypotheses, path coefficients were examined among the marketing mix 

variables, satisfaction, and post-purchase behavior. The results of the path analysis are presented 

in Table 4.11. The results of hypothesis test are summarized in Table 4.12.  

The effect of product on trainees‟ satisfaction was statistically significant (β=.194, 

t=3.056, p< .01). Therefore, the first hypothesis that product as a marketing mix variable will 

positively impact trainees‟ satisfaction with a U.S. TKD academy was supported by the data.  

The effect of price on trainees‟ satisfaction was not statistically significant (β=-.081, t=-

1.098, p> .05). Therefore, the second hypothesis that price as a marketing mix variable will 

negatively impact trainees‟ satisfaction with a U.S. TKD academy was not supported.  

The effect of place on trainees‟ satisfaction was not statistically significant (β=.072, 

t=1.225, p> .05). Therefore, the third hypothesis that place as a marketing mix variable will not 

impact trainees‟ satisfaction with a U.S. TKD academy was supported.  

The effect of promotion on trainees‟ satisfaction was statistically significant (β=.120, 

t=2.312, p< .05). Therefore, the fourth hypothesis that promotion as a marketing mix variable 

will not impact trainees‟ satisfaction with a U.S. TKD academy was not supported.  

The effect of participants on trainees‟ satisfaction was statistically significant (β=.416, 

t=5.946, p< .001). Therefore, the fifth hypothesis that participants as a marketing mix variable 

will positively impact trainees‟ satisfaction with a U.S. TKD academy was supported.  

The effect of process on trainees‟ satisfaction was statistically significant (β=.214, 

t=3.104, p< .01). Therefore, the sixth hypothesis that process as a marketing mix variable will 

positively impact trainees‟ satisfaction with a U.S. TKD academy was supported.  
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The effect of physical evidence on trainees‟ satisfaction was not statistically significant 

(β=.120, t=1.928, p> .05). Therefore, the seventh hypothesis that physical evidence as a 

marketing mix variable will positively impact trainees‟ satisfaction with a U.S. TKD academy 

was not supported.  

The effect of satisfaction on trainees‟ intention to continue participation was statistically 

significant (β=.786, t=11.341, p< .001). Therefore, the eighth hypothesis that satisfaction will 

positively impact trainees‟ intention to continue participation with a U.S. TKD academy was 

supported.  

The effect of satisfaction on word-of-mouth was statistically significant (β=.789, 

t=12.230, p< .001). Therefore, the ninth hypothesis that satisfaction will positively impact 

trainees‟ positive word-of-mouth about a U.S. TKD academy was supported.  

 

Table 4.11. Path model results 

 Paths β B S.E. t p 

H1 Product → Satisfaction .194 .187 .061 3.056 .002 

H2 Price → Satisfaction -.081 -.061 .056 -1.098 .272 

H3 Place → Satisfaction .072 .068 .056 1.225 .221 

H4 Promotion → Satisfaction .120 .093 .040 2.312 .021 

H5 Participants → Satisfaction .416 .345 .058 5.946 .001 

H6 Process → Satisfaction .214 .180 .058 3.104 .002 

H7 
Physical evidence → 

Satisfaction 
.120 .105 .055 1.928 .054 

H8 
Satisfaction → Intention to 

continue participation 
.786 .818 .072 11.341 .001 

H9 Satisfaction → Word-of-mouth .789 .897 .073 12.230 .001 



71 

 

Table 4.12. The results of hypothesis test 

 Hypothesis Result 

H1 
Product as a marketing mix variable will positively impact trainees‟ 
satisfaction with a U.S. TKD academy. 

Supported 

H2 
Price as a marketing mix variable will negatively impact trainees‟ 
satisfaction with a U.S. TKD academy. 

Not supported 

H3 
Place as a marketing mix variable will not impact trainees‟ satisfaction 
with a U.S. TKD academy.    

Supported 

H4 
Promotion as a marketing mix variable will not impact trainees‟ 
satisfaction with a U.S. TKD academy. 

Not supported 

H5 
Participants as a marketing mix variable will positively impact trainees‟ 
satisfaction with a U.S. TKD academy. 

Supported 

H6 
Process as a marketing mix variable will positively impact trainees‟ 
satisfaction with a U.S. TKD academy. 

Supported 

H7 
Physical evidence as a marketing mix variable will positively impact 

trainees‟ satisfaction with a U.S. TKD academy. 
Not supported 

H8 
Satisfaction will positively impact trainees‟ intention to continue 
participation with a U.S. TKD academy.   

Supported 

H9 
Satisfaction will positively impact trainees‟ positive word-of-mouth 

about a U.S. TKD academy. 
Supported 

 

This chapter provided the results of the current study including frequency analysis for 

sample characteristics, assumption tests for multivariate analysis, confirmatory factor analysis 

for evidence of validity, Cronbach‟s alpha coefficients for evidence of reliability, and path 

coefficient analysis for the assessment of the hypotheses. In the following chapter, I will provide 

a discussion of the findings that includes the measurement model and the hypothesis testing. 

Next, I will discuss contributions to the TKD academies‟ marketing strategies and present 

implications and limitations for further studies. Finally, I will conclude the discussion and make 

suggestions for TKD academies‟ managers about where the managers should focus on their 

marketing efforts. 
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CHAPTER FIVE 

DISCUSSION 

The results of the current study provide an assessment of the relationships among the 

service marketing mix 7Ps (product, price, place, promotion, participants, process, and physical 

evidence), satisfaction, and post-purchase behavior (intention to continue participation and word-

of-mouth). Based on the results which were presented in the previous chapter, I provide in the 

following discussion of the findings and suggest marketing strategies for TKD academies.    

5.1 Measurement Model 

The initial measurement model with forty-six items was deemed unsatisfactory based on 

the assessment of the scale‟s reliability. Five items with low item-to-total correlation values were 

deleted. The five items were “The TKD academy has not charged any hidden fees,” “The TKD 

academy offers various payment plans,” “Public transportation makes attendance at and access to 

the TKD academy comfortable,” “The TKD academy offers special events,” and “The TKD 

academy has a variety of exercise equipment.” My speculation as to why the items had low 

correlations is because the questionnaires were distributed in 17 different TKD academies around 

the U.S., and the TKD academy managers have different marketing strategies to satisfy their 

trainees. The five items in particular were not applicable in all settings. Thus, since those items 

showed the lack of evidence for reliability, they were deleted.  

When reviewing results from the assessment of validity, I found that four items had 

factor loading values lower than .707; the items were deleted. The four items were “The TKD 

academy emphasizes etiquette lessons and character building,” “The TKD academy offers 

programs for improving leadership skills,” “The TKD academy offers free trial lessons,” and 

“The facility is safe and comfortable.”  Because previous studies focused on child trainees in 
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Korea, and this study focused on adult TKD trainees in the U.S., etiquette lessons, character 

building, and leadership skills, I concluded that these items were relatively less important among 

the indicators of Product. Furthermore, the two questions about free trial lessons and comfortable 

facility had the highest mean scores among each latent variable and these two were regarded as a 

basic service for all trainees in the U.S. Because the four items showed a lack of convergent 

validity, they were deleted. Consequently, nine items were eliminated, and the assessment of the 

psychometric properties of the revised model indicated there was good evidence of validity and 

reliability for the service marketing mix, satisfaction, and post-purchase variables.  

There are, however, some differences in measurement models between prior studies and 

this study.  Previous researchers (Cho, 2011; Choi, 2012; Kim, 2013; Lee, 2010; Roh, et al., 

2011) have tested different structural equation models that utilize varied marketing mix variables 

as independent factors to measure trainees‟ satisfaction in Korean TKD academies. The common 

latent variables among structural equation models of Korean studies were product, participants, 

and physical evidence variables. Educational program, instructor, and classroom are mandatory 

to provide educational services. Therefore, those variables were considered as basic essentials of 

TKD academies. Other unique variables were included in various studies. Cho (2011) utilized 

four factors (program, master, facility, and location), Choi (2012) suggested three factors 

(program, instructors, internal environment), and Kim (2013) proposed three factors (instructor, 

program, facility) to predict consumer satisfaction. I considered that since the participants of 

those studies were child trainees or their parents, the measurement models of previous studies 

cannot explain trainees‟ psychometric properties well. In other words, to measure adult trainees‟ 

attitudes toward TKD academies marketing strategies, a different measurement model should be 

tested. Moreover, because there are different environments of TKD academy between Korea and 



74 

 

the U.S., the proposed structural equation models from prior studies seemed impractical in the 

U.S. For instance, Lee (2010) proposed six factors (program, price, place, publicity, instructor, 

and facility) to predict trainees‟ satisfaction. In Lee‟s study, most factors were in accordance 

with Booms and Bitner‟s (1981) service marketing mix variables. However, Lee (2010) excluded 

the process variable because the process aspect was included in the questions of instructor and 

program variables in the research. This elimination stemmed from different environments of 

TKD academies between Korea and the U.S. The parents of child TKD trainees in Korea usually 

do not watch their children‟s TKD classes. However, parents in the U.S. TKD academies mostly 

stay outside of the classrooms, watch the TKD classes, and wait to bring their children home. I 

concluded the process aspects in the U.S. TKD academies would be more important than in 

Korean TKD academies.   

In regards to the previous study of U.S. TKD academies, Kim et al. (2013) proposed a 

scale of market demand for TKD academies. Market demand consisted of seven factors: personal 

improvement activities, physical environment quality, instruction staff quality, program activities 

offerings, cultural learning activities, locker room provision, and economic condition 

consideration. Most items of the measurement model were similar with this study although the 

items belonged to different latent variables. However, the notable points from Kim et al.‟s study 

are the cultural learning activities, the personal improvement activities, and the program 

activities offerings represented in the product variable of this study. Furthermore, locker room 

provision and physical environment quality were included in the physical evidence variable of 

this study. Kim et al. (2013) emphasized the importance of learning of Korean culture, personal 

improvement activities, and preparation of the locker room. However, the results of their study 

showed those latent variables were less important than other variables. I deemed that Booms and 
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Bitner‟s (1981) service marketing mix encompassed all latent variables of TKD academies‟ 

marketing efforts to measure satisfaction. Therefore, the measurement model of this study 

utilized Booms and Bitner‟s (1981) 7Ps approach (product, price, place, promotion, participants, 

process, and physical evidence). 

5.2 Structural Equation Model for Hypothesis Testing 

In regard to squared multiple correlations, it is estimated the marketing mix variables 

explained 65% of the variance in the measure of satisfaction. The marketing mix variables 

collectively accounted for approximately two-thirds of the variance in satisfaction. While there is 

a substantial amount of variance unaccounted for, the results do provide evidence that the 

marketing mix variables do have an impact on satisfaction. The percentage of variance accounted 

for in satisfaction was slightly greater (about 7%) than what has been reported in previous 

studies by Cho (2011), Lee (2010), and Kim, et al. (2013).  Therefore, the measurement model 

assessing TKD trainees‟ satisfaction in relation to marketing mix variables was improved. In the 

following sections I provide information about the impact of each marketing mix variable, in 

relation to the hypotheses. 

5.2.1 Relationship between Product and Satisfaction 

Product, as a marketing mix variable, positively impacted trainees‟ satisfaction. The 

results from prior studies of TKD academies in Korea (Ham et al., 2010; Kim et al., 2012; Min et 

al., 2010) have included similar results, that product positively influenced participants‟ 

satisfaction. Ham et al. (2010) asserted that educational and systematic TKD programs should be 

developed to attract and retain TKD trainees. Kim et al. (2012) highlighted that the parents of 

child TKD trainees prefer various educational programs for their children. Min et al. (2010) 
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contended that TKD academies should offer various programs including physical training with 

auxiliary tools and different levels of exercise activities to satisfy TKD trainees.   

In the case of the U.S. TKD academies, Kim et al. (2013) conclude that cultural learning 

and program activities significantly influence the TKD market demand, which in turn impacts 

trainees‟ satisfaction. Based on their findings, Kim et al. (2013) recommend that managers of 

TKD academies should provide special curricula for cultural learning, psychological training, 

and personal improvement. Jeon and Hong (2004) and Law (2004) assert the importance of 

mental discipline, and Lee (2010) highlights social networking and challenging activities.   

As this literature review indicated, the current management of U.S. TKD academies has 

followed the trend which has been present in Korea few decades. Over time, the ages of Korean 

TKD trainees have been decreasing, and TKD academy managers have started to focus on child 

trainees as a main target. The attrition rate of adult trainees has been increasing in Korean TKD 

academies. Based on the literature review and the result of this study indicating the product 

variable has a significant effect on trainees‟ satisfaction, one implication is to attract and retain 

adult TKD trainees. I agree that a variety of TKD programs should be provided to retain trainees. 

For instance, family classes, classes in strong mental discipline, and basic physical exercise 

should be provided to attract adult trainees in the U.S.  

According to Lee and Green (1991) and Hoefstede (1984), Eastern countries such as 

Korea and China have a Confucian background which shows higher levels of collectivism, while 

Western countries such as the U.S. exhibit higher levels of individualism. In other words, Korean 

culture includes an emphasis on interdependence among people, such as with family integrity 

and in-group membership (Kim, Sohn, & Choi, 2011); the U.S. culture highlights independence, 

self-reliance and distance from in-groups (Triandis, 2001). The TKD discipline originated in 
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Korea; content in the TKD academies have included an emphasis on interpersonal skills, such as 

etiquette lessons or leadership skills. In the U.S., with a culture that includes more emphasis in 

individualism, it is reasonable to consider the focus on interpersonal skills may be less important 

in U.S. TKD academies. Considering the cultural differences, one implication is that U.S. TKD 

academy managers should focus on personal improvement aspects. For instance, providing 

special classes for self-defense or board breaking skills may provide more opportunities to 

enhance self-confidence, increase personal pride, and explore trainees‟ potential abilities. 

Another recommendation is that U.S. TKD academy managers should provide programs 

with demonstration or sparring skills. Operating TKD demonstration or sparring teams will 

provide adults the opportunities to participate in various championships, have social networking, 

and have challenging experiences. Furthermore, offering demonstration or sparring teams will be 

beneficial as a promotional tool. 

5.2.2 Relationship between Price and Satisfaction 

With regard to price, the effect of the price variable on trainees‟ satisfaction was not 

significant. Prior studies of Korean TKD academies (Cho & Kim, 2007; Kim et al., 2012; Lee, 

2010; Min et al., 2010) have indicated that the price variable is not considered a significant 

variable in relation to trainees‟ satisfaction. Previous researchers (Cho & Kim, 2007; Kim et al., 

2012; Lee, 2010; Min et al., 2010) suggested TKD managers should focus on other marketing 

mix variables to satisfy their trainees. However, Ham et al. (2010) asserted that price had a 

significant effect on satisfaction and that the variable could be one of the value criteria for 

trainees‟ selection of a TKD academy, from among the many TKD academies in their town.   

In other studies of the U.S. TKD academies, Kim et al. (2013) verified that the variable of 

economic condition consideration had an effect on TKD academy market demand, and the 
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market demand positively affected trainees‟ satisfaction. Moreover, Jeon and Hong (2004) 

highlighted the importance of the price variable, mentioning that economic difficulty could be 

one of the constraints of continuous participation.  

I initially assumed the price variable would negatively impact trainees‟ satisfaction in the 

U.S. TKD academies because I believed many hidden fees exist and the monthly fees are 

comparatively higher than for other sports activities or martial art disciplines. Based on the 

results, the price was not a significant variable impacting trainees‟ satisfaction. However, the 

descriptive statistics implied that current TKD trainees are less satisfied with price aspects, and 

academies‟ marketing strategies for price variable should be improved; the variable had the 

lowest mean scores among the services marketing mix variables and had a negative beta weight 

score for path analysis, although it had a non-significant p-value. 

Due to cultural differences between Korea and the U.S., management style seems to 

differ regarding the price variable. In the 1970s, the Korean government encouraged practice of 

the TKD discipline to improve the nation‟s physical strength and expand participation in 

physical activities (Yang, 1996). Over time, TKD has become a Korean national sport. For 

instance, military and police academies have adopted it as a compulsory course and some 

schools have adopted the TKD discipline as an elective course. TKD academies have prospered 

and Korean people now regard the discipline as an integral youth sport. TKD has become the 

most popular form of martial art in Korea. In addition, even though numerous TKD academies 

exist in Korea, there is only one governing body of TKD academies, the Korea Taekwondo 

Federation (KTF). The KTF governs the academies and decides on the fixed monthly fee which 

is lower than that of other sport activities. Due to adequate infrastructure, TKD monthly fees are 
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lower so the price is not a variable that significantly impacts satisfaction among trainees in 

Korean TKD academies.      

On the other hand, TKD in the U.S. is deemed as one physical activity among numerous 

sports options. Unlike Korea, the TKD discipline has a short history in the U.S. and does not 

represent a basic youth sport. Although TKD is a popular form of martial art, there are various 

martial arts disciplines in the U.S., such as Kick-boxing and Ju-Jitsu. Because people in the U.S. 

have more options to choose from, the TKD discipline is not embedded in American culture. 

Due to inadequate infrastructure, the average prices of TKD training in the U.S. are higher than 

those of other martial arts. One possible reason is that there are several franchise associations of 

TKD academies, such as American Taekwondo Association and Tiger-Rock Martial Arts. 

Additionally, some instructors have established their own associations or federations for their 

TKD academies. Because these franchise academies require membership fees and encourage the 

purchase of individual equipment, the costs for participants are higher than in other martial arts. 

On recommendation is for the U.S. TKD academies to offer a variety of payment plans. For 

instance, monthly fees should vary based on attendance. Trainees attending three times a week 

should pay less than trainees attending five times a week.  

5.2.3 Relationship between Place and Satisfaction 

Place, as a marketing mix variable, did not impact trainees‟ satisfaction. Previous 

researchers of Korean TKD academies (Cho, 2011; Lee, 2010; Min et al, 2010) reported the 

place variable positively impacted trainees‟ satisfaction. Those researchers suggested TKD 

academies should be located in safe and clean places. Moreover, Lee (2010) highlighted the 

importance of accessibility explaining that it would not matter if TKD academies prepared great 

instructors and programs if trainees cannot access the TKD academy because it is located far 
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from their home, work or school. This result stems from different management environments 

between Korean and the U.S. TKD academies. In the case of Korea, there are a lot of TKD 

academies in town, and most academies offer a shuttle bus system to attract child trainees. 

Therefore, the place was a significant variable among Korean TKD academies. 

In the case of U.S. TKD academies, Ro and Lee (2005) and Jeon and Hong (2004) 

compared the management environments of the U.S. and Korean academies. Ro and Lee (2005) 

asserted that TKD academies need to provide flexible practicing hours and comfortable 

environment for trainees with disabilities. Jeon and Hong (2004) claimed that the place is not an 

important variable to measure trainees‟ satisfaction because most U.S. TKD academies are 

already located in convenient places as most gyms and other sports facilities were located.  

In this study, the question of whether public transportation makes attendance at and 

access to the TKD academies comfortable showed the lowest score of item-to-total correlations 

and the lowest mean score among items in place variable. One reason for the lower score may be 

that U.S. TKD trainees typically travel to their academy by car, making the question irrelevant.  

In Korea, most TKD academies are in apartment complexes or close to schools so 

participants do not need to drive to attend classes. In the U.S., if TKD academies are located in 

urban areas where driving or parking are problematic, offering shuttle bus systems would be an 

effective method to encourage trainees‟ attendance. However, if TKD academies are located in 

rural areas, where people tend to drive their own car to go to work or school, offering a shuttle 

bus system is unnecessary. I suggest therefore that TKD academy managers in the U.S. secure 

sufficient parking spaces and TKD academies be located in convenient places with safe and 

clean surroundings. In addition, if the academies are close to local amenities, such as coffee 
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shops, shopping malls, and supermarkets, parents will have comfortable settings in which to wait 

for their children.   

5.2.4 Relationship between Promotion and Satisfaction 

The effect of the promotion on trainees‟ satisfaction was significant. Previous researchers 

of TKD academies in Korea (Ham et al., 2010; Min et al., 2010) had similar results that 

promotion positively influenced participants‟ satisfaction. Min et al. (2010) suggested that TKD 

academy managers should offer various events or special activities to satisfy trainees. Ham et al. 

(2010) asserted that the managers should develop promotional methods that other TKD 

academies have not tried. Suggestions from prior studies in Korea were not applicable to U.S. 

academies because most Korean TKD academies have focused on child trainees as a target 

market, and have developed promotional methods for child trainees. For instance, Korean TKD 

academies offer summer and winter camps, birthday parties, and soccer matches.  

With regard to prior studies in the U.S., Kim et al. (2013) excluded the promotion 

variable from the scale of market demand for TKD academies. However, the researchers deemed 

that the promotional methods were parts of program activities offerings which can positively 

affect trainees‟ satisfaction. Thus, those researchers concluded the promotion variable is 

important to measure trainees‟ satisfaction. Furthermore, Ro and Lee (2005) highlighted the 

importance of promotion, mentioning that family class discounts and long-term enrollment 

discount policies could be promotional methods for TKD academies in the U.S.  

I initially expected the promotion variable to be non-significant in relation to trainees‟ 

satisfaction, since I believed the promotional methods of U.S. TKD academies have followed 

that of Korean TKD academies which are focusing on child trainees. Nonetheless, the result of 

this study provided evidence that the U.S. trainees‟ attitudes toward the promotion variable were 
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positive, and promotion positively impacted trainees‟ satisfaction. It may be that the promotional 

methods employed by U.S. TKD academies have been developed for trainees of different ages, 

and U.S. TKD academies may be offering appropriate promotional activities.  

It is important to note that due to the low item-to-total correlation coefficient and the low 

value of factor loading for two items, I deleted questions about offering special events and free 

trial lessons from further analysis. Those two items, however, had the first and second highest 

mean scores among the items of the promotion variable. This is evidence that consideration 

should be given to offering special events and free trial lessons as basic services. Moreover, 

offering quality promotional materials and various discounts should be beneficial.  

According to research about internet users, members of individualistic cultures, such as in 

the U.S., tend to use the internet for the purpose of searching and collecting information. On the 

other hand, members of collectivistic cultures, such as in Korea and Hong Kong, tend to use the 

internet for the purpose of social interaction (Chau, Cole, Massey, Montoya-Weiss, & O‟Keefe, 

2002). I recommend that offering social media services, such as Facebook or Twitter, will give 

managers opportunities to promote their TKD academies. For instance, if the academy managers 

upload their special event photos, demonstration team videos, trainees‟ discipline photos, or parts 

of their TKD class videos through social media services, the photos and videos will expose 

others with no experience to the TKD discipline; trainees‟ could help “recruit” new participants 

by showing the videos to their peers, colleagues, and/or relatives. It will be a good promotional 

tool to attract new trainees and increase current trainees‟ interests. Furthermore, it will give 

trainees opportunities to develop social networks among their peers and foster close relationships 

with instructors.    
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5.2.5 Relationship between Participants and Satisfaction 

Participants, as a marketing mix variable, positively impacted trainees‟ satisfaction and it 

is arguably the most important among the marketing mix variables when measuring trainees‟ 

satisfaction. The Korean researchers of TKD academies (Choi, 2012; Choi & Choi, 2010; Oh et 

al., 2011) have concluded that the participants variable had a significant effect on trainees‟ or 

their parents‟ satisfaction. Those researchers (Choi, 2012; Choi & Choi, 2010; Oh et al., 2011) 

commonly highlighted the instructors‟ qualities such as reputation, friendliness, and 

interpersonal skills are essential for their trainees. 

The prior studies of U.S. TKD academies have provided similar results. Kim et al. (2013) 

concluded that the quality of the instructors positively impacted trainees‟ satisfaction, and is the 

most influential factor on a scale of market demand for TKD academies in the U.S. Ha (2013) 

contended that TKD academy managers should provide instructors opportunities for self-

improvement or professional growth such as studying exercise prescription and participation in 

WTF seminars. Jeon and Hong (2004) highlighted that TKD instructors need ethical behaviors 

because trainees have high expectations of instructors as respectable people.    

In the hypothesis relating to participants, I did not expect to find any difference between 

Korean and the U.S. trainees. Obviously, TKD instructors should have physical abilities to 

demonstrate their TKD skills in front of their trainees during classes. I emphasized instructors‟ 

mental ability and sociability. It is reasonable to anticipate trainees of both countries expect 

instructors will have a good personality, reputation, and friendliness; TKD instructors should 

have a warm and generous personality, show respect to their trainees, develop various teaching 

methods, and communicate frequently with trainees after classes are over. Moreover, because 
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TKD instructors could be role models for child trainees, TKD instructors should always show 

desirable habits, tone of voice, and behaviors.  

There are heterogeneity and homogeneity issues in the participants variable. In Korean 

TKD academies, these issues do not pertain to TKD instruction since most trainees and 

instructors are Korean. In addition, the terminology used for TKD skills is in the Korean 

language, an official language of the Olympics. However, U.S. TKD academies could encounter 

some difficulties in providing TKD instruction because the U.S. is a multicultural society; 

instructors and trainees represent a variety of backgrounds and languages in a TKD class. 

Therefore, TKD instructors in the U.S. should have minimum levels of knowledge of the Korean 

language and should have the ability to describe the meaning of TKD skills and movements.  

5.2.6 Relationship between Process and Satisfaction 

With regard to process, the effect of the process variable on trainees‟ satisfaction was 

significant. The results from previous studies of Korean TKD academies (Kim, 2013; Min et al., 

2011; Roh et al., 2011) are similar: process positively impacted trainees‟ satisfaction. However, 

in studies the researchers did not classify process as an independent variable, asserted instead 

that the process was highly related with the instructor (participant) variable. Kim (2013) and Roh 

et al. (2011) contended that the instructors should have frequent communications with trainees to 

get to know trainees‟ requests and handle any problem promptly. Moreover, Min et al. (2011) 

asserted that the TKD instructors‟ equal treatment of all trainees strengthened trainees‟ 

satisfaction. The prior studies focused operationalized process around the procedures for 

teaching TKD. In the current study, process includes sub-elements such as offering various 

payment methods, smooth reception process for visitors, and simplified mechanisms for 

enrolling in or cancelling a TKD class. The nature of the management environment of TKD 
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academies in Korea is that most TKD instructors teach TKD to their trainees, drive shuttle buses, 

and consult their trainees or child trainees‟ parents. Because instructors in Korean TKD 

academies treat all trainees and child trainees‟ parents without administrative staffs or managers, 

all questions of process variables in Korean studies have focused on instructors‟ abilities 

regarding procedures for teaching TKD. 

In the case of the U.S. TKD academies, Kim et al. (2013) did not classify the process 

variable as an independent factor in the scale of market demand for TKD academies. The 

researchers included the process aspect in program activities offerings and instruction staff 

quality which positively affected trainees‟ satisfaction. Thus, process is an essential element to 

measure trainees‟ satisfaction in the U.S TKD academies. Moreover, Kim (2010) highlighted the 

importance of class atmosphere, mentioning that the U.S. TKD academies have a family oriented 

atmosphere because the aspect of the Korean culture that trainees show respect for instructors is 

embodied in TKD discipline. Ro and Lee (2005) contend that TKD academies should hire 

administrative staff members to prevent interruptions of classes such as receiving guests and 

handling any problems.  

My hypothesis that process as a marketing mix variable would positively impact trainees‟ 

satisfaction was supported by the results. A conclusion from prior studies of U.S. TKD 

academies is that process is an important variable, although process is not deemed as an 

independent variable. I agreed that the process is a significant variable to estimate trainees‟ 

satisfaction. However, I framed process as a separate variable with Booms and Bitner‟s (1981) 

7Ps construction. Parasuraman et al. (1985) highlighted that service evaluations involve both 

outcome of the service and the process of service delivery. Since TKD academies provide an 

intangible service, TKD academies are deemed as service firms. Thus, Booms and Bitner‟s (1981) 
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7Ps approach, in which process is separately considered in the marketing mix variable, is 

appropriate to measure trainees‟ attitudes toward TKD academies. Furthermore, the process and 

participant variables were not highly correlated in this study. There was evidence of discriminant 

validity, supporting the premise that process should be considered an independent variable in the 

service marketing mix variables for U.S. TKD academy.  

As highlighted in prior studies, the TKD instruction process is significant. However, 

other elements of service delivery should not be ignored. To deliver sufficient educational 

service, TKD academies in the U.S. need instructors, assistants, and administrative managers. 

However, it is difficult to hire full-time staff if an academy operates on a small scale. Korean 

TKD academy instructors manage every task, including shuttle bus driving. However, the 

instructors should be assigned specific roles instead of being required to do everything. In U.S. 

TKD academies, TKD academy owners or managers should hire their assistants as interns from 

among trainees, and provide some monetary compensation. Those selected students could assist 

their TKD instructors to ensure a smooth instruction process during the classes. Moreover, the 

trainees can serve not only TKD instruction, but also other basic services such as managing 

paper work and attendance records. This internship program could be used to encourage other 

trainees to concentrate on their TKD discipline. In addition, the internship trainees could have 

opportunities to enhance leadership skills and have teaching experience.   

5.2.7 Relationship between Physical Evidence and Satisfaction 

The influence of the physical evidence variable on trainees‟ satisfaction was not 

significant. Previous studies of Korean TKD academies (Kim & Lee, 2013; Lee et al., 2013; Oh 

et al., 2011) have had different results, that the physical evidence variable positively affected 

trainees‟ or parents‟ satisfaction. Kim and Lee (2013) asserted that cleanliness of classroom and 
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presence of amusement facilities positively impacted trainees‟ satisfaction. Lee et al. (2013) 

emphasized classroom ambience and design, mentioning that aesthetically attractive and well-

designed facilities affected trainees‟ satisfaction. 

 In prior studies of the U.S. TKD academies, the results were similar with those from the 

Korean studies. Kim et al. (2013) classified the physical evidence variable into two categories, 

locker room provision and physical environment quality. Those factors of physical evidence 

were found to positively impact trainees‟ satisfaction. The researchers contend that locker room 

provision should be deemed an independent variable because the factor allowed managers to 

maintain locker rooms for improvement. Jeon and Hong (2004) highlighted the importance of 

classroom size, mentioning that TKD academies should provide adequate space for class 

activities as the number of trainees increased.  

I initially hypothesized that the physical evidence variable would positively impact 

trainees‟ satisfaction with the U.S. TKD academies since I believed well-equipped and 

aesthetically attractive facilities would affect trainees‟ positive attitudes toward TKD academies. 

However, based on the results, physical evidence was not an important variable for estimating 

trainees‟ satisfaction. Due to the low item-to-total correlation coefficient and the low factor 

loading values, I deleted two items assessing physical evidence. The deleted question about 

safety and comfortableness of the facilities did have the highest mean score among the physical 

evidence items. Because the safeness and comfortableness of facilities may be considered 

essential elements for sport consumers, most gyms or other martial art academies have excellent 

facilities, as the TKD academies have aimed to achieve. I deemed that most TKD academies in 

the U.S. have provided acceptable conditions of space and interior. Thus, the question was 

deleted.  
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The deleted item addressing various exercise equipment showed a lack of evidence for 

reliability, and had the lowest mean score among the physical evidence items. This is an 

indication to me that TKD academies inadequately provide auxiliary tools. In past decades 

exercise equipment was not required because the TKD discipline is unarmed fighting. Over time, 

TKD academies required various tools to do fun drills, and various exercise equipment was 

added. Therefore, TKD academies should provide auxiliary tools such as weight training 

equipment, not only for martial arts but also for basic physical training.  

TKD academies should provide adequate space to practice TKD and aesthetically 

attractive interior for trainees to feel safe and comfortable. However, I recommend that the 

managers should make efforts to improve other variables, because I believe physical evidence is 

less important than other marketing mix variables in the sense that a minimum level must be 

maintained regarding physical evidence. If a TKD academy is already equipped with adequate 

space, well-designed interior, various tools, and locker rooms, managers should maintain the 

facilities with acceptable conditions and make efforts to improve other marketing mix variables.  

5.2.8 Relationship between Satisfaction and Post-purchase Behavior 

Satisfaction positively impacted trainees‟ intention to continue participation and word-of-

mouth. Using squared multiple correlations, I estimated that satisfaction explained 61.8% of the 

variance in intention to continue participation and 62.3% of the variance for word-of-mouth. 

Although there is variance unaccounted for, these results provide evidence that the trainees‟ 

satisfaction has an impact on their intention to continue participation and on word-of-mouth. The 

percentages of variance accounted for in intention to continue participation and word-of-mouth 

were greater than what has been reported in studies by Min et al. (2010), Cho and Kim (2007), 

and Lee et al. (2010).  
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Previous researchers have reported positive relationships between consumer satisfaction 

and post-purchase behaviors (Cronin et al., 2000; Zeithaml et al., 1996; Kuo et al., 2009). The 

results of these studies provide evidence that satisfied consumers intend to repurchase the same 

products and to recommend them to others by talking about their experiences. In the specific 

context of the sports industry, previous researchers commonly concluded that sports club 

members with a high level of satisfaction intend to repatronize their sports club and introduce 

others to the product (Gray & Wert-Gray, 2011; Hong et al., 2011; Shin, 2009). Similar results 

occurred in studies of TKD academies. Min et al. (2010), Cho and Kim (2007), Lee (2010) and 

Lee et al. (2010) reported that satisfaction is an important predictor of trainees‟ intention to 

continue participation and positive word-of-mouth. Zeithaml et al. (1996) mentioned that 

companies should endeavor to retain past consumers because it is cheaper than attracting new 

customers. Huntley (2006) reported that positive word-of-mouth is significant because the effect 

of positive recommendations from people who have experienced the service is stronger than 

advertisements by the company itself. Based on prior studies and the result of this study, TKD 

academy managers should endeavor to enhance trainees‟ satisfaction to attract new and retain 

current trainees. Therefore, my recommendations in previous sections would be effective 

strategies to increase trainees‟ satisfaction. 

5.3 Limitations and Suggestions 

In the previous sections, I proposed marketing strategies based on the results of 

hypothesis testing. However, some limitations existed in this study. I will discuss these 

limitations and several opportunities for future studies. 

The results of the study are not generalizable due to the convenience sample. About half 

of the sample was collected in California. The results and recommendations are not generalizable 
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to all TKD academies in the U.S. Differences may exist between big cities and rural areas. 

Moreover, the sample consisted of adult trainees currently attending TKD academies in the U.S. 

To investigate factors constraining continuous participation or reasons former trainees may have 

a negative attitude toward TKD academies, the sample should include former trainees. 

Furthermore, the sample should be diversified to include all ages of TKD trainees and child 

trainees‟ parents. The main target of current TKD academies in the U.S. is children. According 

to previous researchers (Helier et al., 2003; Zeithaml et al., 1996) and the results of this study, 

companies want to increase customer retention. Therefore, future studies should examine child 

trainees‟ attitudes toward TKD academies, their satisfaction, and their post-purchase behavior. In 

addition, child trainees‟ parents should be considered as a sample group since they are directly 

involved with continued participation of their children as trainees. Parents are also likely to 

express positive word-of-mouth to others.  

The measurement model should be improved. The direct effects of service marketing mix 

variables on post-purchase behaviors were not emphasized. In future studies, researchers should 

measure the direct effects of service marketing mix variables on post-purchase behaviors, in 

addition to analyzing the effect of satisfaction as a mediator. Although the measurement model 

would be more complex, trainees‟ post-purchase behaviors would be more accurately measured 

with this model modification. Furthermore, I measured trainees‟ satisfaction as the only mediator. 

In future studies, multiple mediating variables should be considered. There may be other 

additional mediators for estimating trainees‟ post-purchase behavior. For instance, brand image 

of the TKD discipline, parent involvement, instructor trust, and member commitment are 

possible mediators for further study. 
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5.4 Conclusion 

Through this study I attempted to provide information about effective marketing 

strategies in order to improve the management performance of TKD academies. The service 

marketing mix variables, as an independent variable in this study, were regarded as manageable 

tools that influence trainees‟ attitudes toward TKD academies. Therefore, this study was 

proposed to measure the determinants of TKD trainees‟ satisfaction and their post-purchase 

behavior, regarding service marketing mix 7Ps. Based on theories, prior studies, and the result of 

this study, the conclusions of this study is as follows:      

First, product, promotion, participants, and process variables positively impacted trainees‟ 

satisfaction. TKD academy managers should operate TKD demonstration or sparring teams to 

provide promotion of various programs for adult trainees. It will give trainees opportunities to 

participate in championships, have challenging experiences, and have social networking. In 

addition, offering social media services will be a good promotional tool, and provide 

opportunities to develop social networks among TKD trainees. Moreover, instructors‟ knowledge 

of TKD instruction, good personality, reputation, and friendliness must be requirements. Thus, 

instructors need to develop physical abilities, have good personalities, and should provide 

appropriate TKD instruction. Furthermore, the employment of excellent trainees as instructors‟ 

assistants will make the instruction process smooth and motivate other trainees to concentrate on 

TKD classes.   

Second, price, place, and physical evidence did not impact trainees‟ satisfaction. TKD 

academy managers should monitor price issues to make sure that fee structures or other cost 

elements do not significantly impact satisfaction. In relation to the place variable, public 

transportation is not related with the attendance at and access to the TKD academies in the U.S. 
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Thus, TKD academy managers should secure sufficient parking spaces and rest areas. 

Furthermore, it will be beneficial if the academies were close to local amenities. With regard to 

physical evidence, if a TKD academy is equipped with sufficient space, various auxiliary tools, 

and locker rooms, managers should make efforts to concentrate on other service marketing mix 

variables.      

Third, trainees‟ satisfaction positively impacted intention to continue participation and 

word-of-mouth. TKD academy managers should make efforts to satisfy trainees so that they 

attract new trainees and retain current trainees. The above recommendations provide options to 

develop effective marketing strategies to enhance trainees‟ satisfaction and post-purchase 

behavior. 
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APPENDIX A 

LETTER OF CONSENT 

 

Consent to Participate 
 

Dear participant, 

 

You are invited to take part in a research study of marketing mix variables used by 

Taekwondo academies. The purpose of this study is to examine the influence of a Taekwondo 

academy‟s marketing mix on the satisfaction and post-purchase behavior of Taekwondo trainees. 

Please read this consent form and ask any questions you may have before agreeing to participate 

in the study.  

I am inviting your participation, which is very important and is greatly appreciated.  It 

will take approximately 8-10 minutes to complete this questionnaire. Your participation in this 

study is completely voluntary, so there is no penalty for not participating. Also, you have the 

right to withdraw from the study at any time without affecting current or future relationships 

with anyone and any organization such as your Taekwondo masters or your Taekwondo 

academy.  

This survey is anonymous; you will not be asked to provide any identity-related 

information. The results of the questionnaire may not be discussed individually, so your 

information will remain private and confidential as determined by law. Research records will be 

stored securely in a safe for two years, and only the primary researcher will have access to the 

records. The primary researcher will not put anyone at any risk for physical or economic harm, 

nor create any psychological risk greater than that experienced in daily life. Also, there is no 

direct benefit to participation. 

This research is for my master‟s thesis.  The researcher conducting this study is Sangwon 

Na (principal investigator).  You may ask any question you have about the project.  If you have a 

question later, you are encouraged to contact the investigator via email or phone, or Dr. Jeffrey 

James (advisor) via email or phone.  If you have any questions or concerns regarding this study 

and would like to talk to someone other than the researcher(s), you are encouraged to contact the 

FSU IRB at 2010 Levy Street, Research Building B, Suite 276, Tallahassee, FL  32306-2742, or 

850-644-8633, or by email at humansubjects@magnet.fsu.edu. 

 

 

Sincerely, 

 

Sangwon Na  

mailto:humansubjects@magnet.fsu.edu
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APPENDIX B 

QUESTIONNAIRE 

Please place a check mark or fill in the blank next to the appropriate answer.  

1. What is your age in years? ________ Years 

2. a. What is your Race?  

     _____Caucasian     _____African American     _____Hispanic     _____Asian     _____Other 

b. Please describe your nationality:           

 (e.g., U.S. citizen, Japanese American, etc.) 

3. What is your gender?  _____Female     _____Male 

4. How long have you been training Taekwondo? _________Years / _________Months 

5. Please indicate your occupation. 

     _____Student                          _____House wife            _____Clerical or office worker      

     _____Service worker              _____Sales worker          _____Manager, Executive or Official 

     _____Professional worker      _____Business owner      _____Manufacturer 

     _____Agriculture and Fisheries                                       _____Other (      )    

  

*TKD academy is defined as a gymnasium used for Taekwondo training and competition. In 

this questionnaire, the phrase TKD academy refers to your Taekwondo studio, Taekwondo gym, 

Taekwondo center, and/or Taekwondo Dojang. 

 

Please circle the number in the appropriate scale that best reflects the extent to which you 

agree or disagree with the following items.  

  
Strongly 

Disagree 
Neutral 

Strongly 

Agree 

6. The TKD academy‟s ambience is excellent. 1         2         3         4         5         6         7 

7. The academy offers special events. 1         2         3         4         5         6         7 

8. The academy is located near my home. 1         2         3         4         5         6         7 

9. 
I am planning to continue doing Taekwondo 

at the academy. 
1         2         3         4         5         6         7 

10. The facility is safe and comfortable. 1         2         3         4         5         6         7 
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Strongly 

Disagree 
Neutral 

Strongly 

Agree 

11. 
The TKD academy has well-structured programs 

of discipline for enhancing basic physical strength. 
1         2         3         4         5         6         7 

12. The interior of the facility is well designed. 1         2         3         4         5         6         7 

13. 
The TKD academy has well-structured 

programs of competition and self-defense. 
1         2         3         4         5         6         7 

14. 
I will say positive things about the academy to 

others. 
1         2         3         4         5         6         7 

15. 
The academy has well-structured programs of 

Poomsae and basic skills. 
1         2         3         4         5         6         7 

16. 
The TKD academy has adequate space for 

class activities. 
1         2         3         4         5         6         7 

17. 
The academy has a variety of exercise 

equipment. 
1         2         3         4         5         6         7 

18. The academy offers free trial lessons. 1         2         3         4         5         6         7 

19. 
The TKD academy offers quality promotional 

materials. 
1         2         3         4         5         6         7 

20. 
The academy emphasizes etiquette lessons 

and character building. 
1         2         3         4         5         6         7 

21. 
The academy has program components for 

improving social skills. 
1         2         3         4         5         6         7 

22. 
Trainees follow the advice and control of 

instructors. 
1         2         3         4         5         6         7 

23. I want to introduce the academy to others. 1         2         3         4         5         6         7 

24. 
I will renew my membership with the TKD 

academy.      
1         2         3         4         5         6         7 

25. The academy offers social media services. 1         2         3         4         5         6         7 

26. The academy offers various discount policies. 1         2         3         4         5         6         7 

27. 
The academy offers programs for improving 

leadership skills. 
1         2         3         4         5         6         7 

28. 
I strongly recommend the TKD academy to 

others. 
1         2         3         4         5         6         7 

29. Instructors are willing to help. 1         2         3         4         5         6         7 

30. 
The TKD academy has not charged any 

hidden fees. 
1         2         3         4         5         6         7 

31. Overall, I am satisfied with the academy. 1         2         3         4         5         6         7 
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Strongly 

Disagree 
Neutral 

Strongly 

Agree 

32. Instructors have a good reputation. 1         2         3         4         5         6         7 

33. The monthly membership fee is reasonable. 1         2         3         4         5         6         7 

34. 
Public transportation makes attendance at and 

access to the TKD academy comfortable.  
1         2         3         4         5         6         7 

35. 
Renewing my membership at the TKD 

academy is usually a satisfying experience.  
1         2         3         4         5         6         7 

36. The academy offers various payment plans. 1         2         3         4         5         6         7 

37. 
I seldom consider switching to a different 

TKD academy. 
1         2         3         4         5         6         7 

38. 
The registration fee of the academy is 

reasonable. 
1         2         3         4         5         6         7 

39. 
My feelings toward the academy's services 

can best be characterized as satisfied. 
1         2         3         4         5         6         7 

40. The academy has well qualified instructors. 1         2         3         4         5         6         7 

41. 
The area surrounding the TKD academy is 

clean. 
1         2         3         4         5         6         7 

42. Instructors are friendly. 1         2         3         4         5         6         7 

43. I doubt that I would switch from the academy. 1         2         3         4         5         6         7 

44. 
Instructors handle any problem promptly and 

professionally. 
1         2         3         4         5         6         7 

45. 
The belt testing fee at the academy is 

reasonable. 
1         2         3         4         5         6         7 

46. The facility is aesthetically attractive. 1         2         3         4         5         6         7 

47. 
I will encourage friends and relatives to learn 

Taekwondo in the TKD academy. 
1         2         3         4         5         6         7 

48. The academy is located in a safe place. 1         2         3         4         5         6         7 

49. 
The procedures for teaching are properly 

composed. 
1         2         3         4         5         6         7 

50. 
Instructors properly use various teaching 

methods for trainees‟ education level.  1         2         3         4         5         6         7 

51. Overall, I am pleased with the TKD academy. 1         2         3         4         5         6         7 

 

Thank you very much for your participation in this research. 
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APPENDIX C 

HUMAN SUBJECTS COMMITTEE APPROVAL MEMORANDUM 

Office of the Vice President for Research 

Human Subjects Committee 

Tallahassee, Florida 32306-2742 

(850) 644-8673 ·  FAX (850) 644-4392 

APPROVAL MEMORANDUM 

 

Date: 06/06/2014 

 

To: Sangwon Na  

 

Address:  

 

Dept.: SPORT MANAGEMENT 

 

From: Thomas L. Jacobson, Chair 

 

Re: Use of Human Subjects in Research 
The Influence of Marketing Mix Variables on Taekwondo Participants‟ Satisfaction and Post-purchase Behavior. 

 

The application that you submitted to this office in regard to the use of human subjects in the proposal referenced 

above have been reviewed by the Secretary, the Chair, and two members of the Human Subjects Committee. Your 

project is determined to be Expedited per 45 CFR § 46.110(7) and has been approved by an expedited review process. 

 

The Human Subjects Committee has not evaluated your proposal for scientific merit, except to weigh the risk to the 

human participants and the aspects of the proposal related to potential risk and benefit. This approval does not 

replace any departmental or other approvals, which may be required. 

 

If you submitted a proposed consent form with your application, the approved stamped consent form is attached to 

this approval notice. Only the stamped version of the consent form may be used in recruiting research subjects. 

 

If the project has not been completed by 06/05/2015 you must request a renewal of approval for continuation of the 

project. As a courtesy, a renewal notice will be sent to you prior to your expiration date; however, it is your 

responsibility as the Principal Investigator to timely request renewal of your approval from the Committee. 

 

You are advised that any change in protocol for this project must be reviewed and approved by the Committee prior 

to implementation of the proposed change in the protocol. A protocol change/amendment form is required to be 

submitted for approval by the Committee. In addition, federal regulations require that the Principal Investigator 

promptly report, in writing any unanticipated problems or adverse events involving risks to research subjects or 

others. 

 

By copy of this memorandum, the chairman of your department and/or your major professor is reminded that he/she 

is responsible for being informed concerning research projects involving human subjects in the department, and 

should review protocols as often as needed to insure that the project is being conducted in compliance with our 

institution and with DHHS regulations. 

 

This institution has an Assurance on file with the Office for Human Research Protection. The Assurance Number is 

IRB00000446. 

 

Cc: Jeffrey James <jdjames@fsu.edu>, Advisor 

HSC No. 2014.12735  
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APPENDIX D 

HUMAN SUBJECTS COMMITTEE APPROVAL MEMORANDUM 

(FOR CHANGE IN RESEARCH PROTOCOL) 

Office of the Vice President For Research 

Human Subjects Committee 

P O Box 3062742 

Tallahassee, Florida 32306-2742 

(850) 644-8673 ·  FAX (850) 644-4392 

APPROVAL MEMORANDUM (for change in research protocol) 

Date: 07/23/2014 

 

To: Sangwon Na  

 

Address:  

 

Dept: SPORT MANAGEMENT 

 

From: Thomas L. Jacobson, Chair 

 

Re: Use of Human subjects in Research 

 

Project entitled: The Influence of Marketing Mix Variables on Taekwondo Participants‟ Satisfaction and Post-purchase 

Behavior. 

 

The application that you submitted to this office in regard to the requested change/amendment to your research 

protocol for the above-referenced project has been reviewed and approved. 

 

Please be reminded that if the project has not been completed by 06/05/2015, you must request renewed approval for 

continuation of the project. 

 

By copy of this memorandum, the chairman of your department and/or your major professor is reminded that he/she 

is responsible for being informed concerning research projects involving human subjects in the department, and 

should review protocols as often as needed to insure that the project is being conducted in compliance with our 

institution and with DHHS regulations. 

 

This institution has an Assurance on file with the Office for Human Research Protection.  

 

The Assurance Number is IRB00000446. 

 

Cc: Jeffrey James <jdjames@fsu.edu>, Advisor 

HSC NO. 2014.13131 
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