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A Study on the Mediating Effect of the Perceived Values in the
Relationship between the Service Quality of a Golf Course and the
Intent to Maintain the Relationship
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Abstract This study examines the impact of the service qualities of a golf course on the intent to
maintain a relationship for the continued growth of golf courses and the mediating effect of perceived
values. Results of this study could provide suggestions for policymakers and the golf course industry to
help establish a positive image, achieve growth, and enhance the competitiveness of the golf course
industry. Our findings revealed that the service quality factors of a golf course, comprising perceptibility,
reactivity, and certainty, had a significant and positive impact on the intent to maintain relationships.
Furthermore, the service factors of a golf course (perceptibility, trust, reactivity, and certainty)
significantly and positively impacted perceived values. The perceived values on a golf course were also
determined to significantly and positively impact the intent to maintain a relationship. Lastly, in the
relationship between the service factors of a golf course (such as perceptibility, trust, reactivity, and
certainty) and the intent to maintain a relationship, the perceived values exerted a significant mediating
effect. Results of this study implicate that, to strengthen the intent to maintain relationships among the
patrons of a golf course, it is necessary to develop a reasonable improvement plan for the management
in order to resolve issues such as high fees, difficulties in booking, high-priced membership certificates, etc.
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Table 1. Model fit of confirmatory factor analysis

Ap) df | GFL | CFl | TLI | IFl | RMR |RMSEA
615.978
(o=0.000) | 278 | 909 | 944 | 934 | 944 | 028 | 050
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Table 2. Confirmatory factor analysis study model

results
Conce
S.T . pt
Path P) S.E. | ~value reliabil AVE
ity
—{Tangibility 1| .579 | Fix -
| —~[rangibility 2| .598 | .094 [10.260""

Tangibility = oibility 3] 760 | 009 [11.9357] /0 | 30
—[Tangibility 4 .772 | .101 [12.030"]
—Reliability 1| .716 | Fix -

o —Reliability 2| .746 | .069 [14.732""

Reliability 11 i biliry 3 628 | .067 [12.5777] £°2 | 031
—Reliability 4] .732 | .067 [14.480"
—{Reactivity 1| .697 | Fix -

- —[Reactivity 2| .757 | .070 [14.711"

Reactivity —IReactivity 3| .762 | .074 [14.798" 907 | 710
—[Reactivity 4| .794 | .075 [15.280"
—{Certainty 1| .777 | Fix -

) —|Certainty 2| .817 | .054 [18.377"

Certainty [T ainy 3] 772 | 055 17.5167] 0% | 791
—|Certainty 4| .787 | .059 [17.672"
—{Empathy 1| .752 | Fix -

—| Empathy 2| .751 | .063 [16.013"

Empathy o athy 3] 742 | 065 [15.8007] % | 71
—| Empathy 4| .767 | .067 [16.345"|

percetved 1PV L [.791 | Fix -

efjf&f —~ pv2 [.739].065 [15.1607] .884 | .716
- Pv3 |.697|.064 14.396"

Relation | = RCI1 [ 792] Fix -

continuance| = _RCI'2 | .831 | .057 18.212 | 909 | .770

intention | — RCI3 |.774 | .052 [17.163"

" p<.001
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TAZE e A= et A2 7HAe BARIES
=9 =.526(p<.0D9] AH)F ATt e e &
skt

FUEA AelA ABAF7E 0.80 oL AF F
7] W7t A9] Shsial & & glom tEgEAlge
FAIS A & e 7FsAdo] lems w0 A4
4J2¥s] areisfof JItH43). T2t & AtollA ARSE
Igo) Auls FE AR, 784, A, A,
M3, A2 7H], BAREG =] His) A= 2he] A
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Table 3. Correlation
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A2k 7S gol7] 913 AulAE9] alo
FaAgolq A S84 TeH AHolt %
Q1A Au|2o] that BEEo] IA| AL vl
£ AL ojuste BaAIN WS Fa% FEY
AR A02 AT 2 ST £ B
H Aulac] AFA, o849 ofHes 524
SLSSIT B9l uheA, ol gAlolA]
Hulze] B4 5L Az 7HE Eol|
242 B 5 9t T4 0§49 WANSIIES
Fol7] 1% A2 89l Folde BaAo) Beld A
A3} 2go] H2Al ¥k W A7} AEA So] g

=
l
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Variabl pu p . P
e 0 ® 9 9 9 © O g0 Hage At gk
[©)
® 400 . 1 Table 5. Validation results of the hypothesis
® 416 503 1
@ 449" 3427 4737 1 Hypothesis ST AB|SE | CR P
® 353" 646 521" 196 1 _ Tangibility | — 368 [.108] 4.9187].000
© 403" 472 S04 249" 492 1 Reliability | — 232 [.085] 3.204[.001
@ 421 431 .449 167 451 .526 1 Reactivity | —| Perceived value | .209 |.063 2.1717].030
M 3.69 374 369 329 384 375 3.87 Certainty | — 155 |.059| 2.128°(.033
SD .602 .594 .545 .708 576 .580 .636 Empathy — .138 |.100 1.393 |.164
skew -.470 -.143 .100 -.205 -.031 .044 -.153 Perceved | | | .| | -
kurtosis 1.090  .692 111 217 274 .181 111 value - 300 |.082| 4136 .00
<001 Tangibility | — Relation 233 |.119| 3.399"].000
@ Tangibility, @ Reliability, ® Reactivity, @ Certainty, ® Reliability | —| continuance 040 | .112 0.396 |.692
Empathy, ® Perceived value, @ Relation continuance intention Reactivity | — intention 258 |.071| 4.2197].000
Certainty | — 228 |.064| 2.646"[.008
4.3 7}2?:1% Empath‘zf ——m .109 | .106 1.163 [.245
p<001, p<0o1, pL.05

£ A7) HE A 99 PRI 2Ee

Ptk WA FEIAA 2P Bt A7EY A
GES AT 23 o] (Table H9F Tom, 2
GFI, CFI, TLIL, IFI, RMR, RMSEA 59 H3t=7} ¥4
g0l BRakoic43).

m)~

Table 4. Model fit of confirmatory factor analysis

Ap) df GFI | CFI TLI IFI | RMR [RMSEA
615.978 c
(5=0.000) 278 | 908 | .944 | 934 | .944 | .028 050

AT 7HdE AT gt R4 BY9] mEst
AlE (Table 50l A= Azt 8844(8=.368, pX.001),
A1F43(8=.232, p<.01), §F873(8=.209, p{.05), &4l
4(B=.155, p<.05)& AZE ZHAoll A(H)9] Fo3t ¥
S U= AL olstert k3l A7 = A
A&9) % (5=.360, p<.001)°] B(+H)<] FoJ5t FFE |
A= A0® Uehtal, §384(45.233, p<.001), §+8-4
(B=.258, p<.001), T4l/3(8=.228, p<.01)& TAAE
9o H(H2 Rzt FFE vAE= AE skt

- A= 5 d
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th3 (Table 6)2 JZA9] Au|A EZQI A, &
B4, T, w4, S BANE =9 BAOA

Az 7iA]o] 3t wifasE AR gate] REA
Egjxg(bootstrapping) A0 &2 AFLEFo] thsf 2
autet 7 aT 9 FEIE BAsoch £4 4T 22
Zyo] AfH|A ZAQ SFA, AFA, ¥rSA SAT} T

A& 9] FACATE A1 ZHE 7HX)= 7 aat B A
A FoeE p 05914 G5t A ERlsH

Table 6. Indirect effect analysis of perceived value

Direct effect Ind‘%rect Total effect
Independent| Dependent effect
Variable Variable | Path path Path
P P P
factor factor factor
Tangibility 2337000 .1327|.000| .365""|-000
Reliability ) .040 [.692| .093"].001| .133" [.031
""" 7 | Relation
Reactivity |continuance| .258" |.000| .075 |.009| .333""|.000
Certainty | ™emion | 5oe™l 008| .056 |.025| .284™|.000
Empathy 109 |.245| .015|.366| .124 |.136
"pC.001, “p<01, Tp(.05
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Fom[44], B9E7= (Table 7)3 Zrh. EXZT
AZvE 749wl ans 134, A=A, vheAd, 4l
A BAREZES] AN 75 p<.05004 &
ARog fooA IFE vA= A= YEhTth

Table 7. Sobel-test result of perceived value

Independent Paramet Dependent Sobel-test
Variable arameter Variable Z-value| P
Tangibility 3.162" | .002
Reliability Relation 2.409 .016
Reactivity  [Perceived value| continuance 2300 | .021
Certainty intention 1.998" | .045
Empathy 1.346 | .178
“pCo1, pC05
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