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oz AqAle] AR Amzz demgstn oo O HUESES] WAL A9 AR wH HYS AX D
1 sbicke AT FEgA delse £49 9 4 WoR, A8 ARE FESH o] S22 8F A Eob
W Aut A7) sHEglon, ATzan PAL| s} oA BHEE shte] AlEto s R Hodh E3L
o] PALOIEL Lz o] thokAe @Tay] ARSI AF7], FA, At A7|2 FEo] Hi= HEke Axx
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58] §E0] oo} AT A 2ol A e
S42 olw QABHTHE Tleeks AL Fasith A
Foll that S4e Anjxpe] ool 7 Stk o
22 Ueh, Anlas ofe] 7ha AlE szl ket 2t
48 B4 Hrklee, An & Ha, 2000). Alj&Aolat
AE-S Folsks o) Qlof Alsle] ek i aclolet &

>

= o, AF} 7i%1e) 7EAH Foll whek AdolstA Lt
dthHong, 2015). E3H AB&AdS An|Rte] Aol A
e dovl= AFY S gt Bi=s oA +
Hal=rtoll thet A& woh, njRke] AR F7HA] o]
oAl FFAQ 4 AR 7IeolHl & 5 ltK(lee &
Lee, 2012). Aol 7FAAL Q= AB&/dS Algoll digh
A2H|Z}9] A Tof JEkS u]X|H(Cattin & Wittink), A~H]A}
+ sk AlFel gt AeEEdS Adsk, Fake
£ AAste] oAl H&%‘é}ﬂl HrhKim & Kang,
2005). £3z= AlFo] Adeis/do] tiet AP ATE AduE
A Jung(2009)9] ZZ-8E Ae&A A+, Kang & Cho
(2009)9] 3= o7 A|Fo] Ae&/d A, Kim, Kim &
Kang(2010)9] op-o] Hale Aeiddof gt A7}
Ao, AEEE A= vie nEe Agolch
é:‘“iéﬂ%ﬂl °‘°1 axH|ARe] St} BYF2 S
Wk op e} AlE e loje JEFEE b
al f?i o o, 2n|xpe] Sl PFt ARS Frt
EH?E} afobE npAE Mk o] Qlof Fagt 3y
i

4= 9JtiHong & Cho, 2005). AH|R= A&

-

T 22o] ARt AlFel tisf v =2 2SS =)
=, il = F7F oA TS AR o]o]A]
o, EWES A9 diF AlE Hlss oA Hoh
(Chang & Kim, 2013), o|&{3t o|-f-2 Aol theh &/dxt
B7F Y T At AE=EF o] Fasial
o 4= Sl

At} Yoz ojofAl= §FH e AR AT
2 grret A BrE Egehe S NS wet
™ (Lee, 2011) A9 Ao we} Zpol7h vehh=t],
Kim(2009)= A2t &4, A2 19, A12H 7] of) w)
g} 2o 7} Qithal R 15} 0| Lee & Lee(2012)2 @
T EFNAG B8 s n BeE A5 Sl A
/o] nhEat Al ofeof| kS mXItkaL B arsteitt
o|2fgt Aei&/dol| gt APA+5 A HLS uf HE:

SHA|E EH;QE%OH gt AP+ dutdor w&
9] oJujo| th3t ATL(Lim & Ahn, 2012; Choi, 2014; Kwak,
2017), e U=8E F319] 9 d7H(Yoon & Choi, 2004;
Moon, 2005), BjHE=-859] W 2pof ek A-HKim

& Choi, 2020) 5 4H|A}F FA419] ARHT}E= 8 A=
sk A7t F2 AdEglen, oo BiegES
AE-8H=

Fa anlae] G| oek Aeis AT o o
2 wrlol ojgt Aulasat peict Aukael B S et

£ Ao Waso] Avldnn & 4 rk

webA] £ G A BUE Aok JEAEo) /]
She AE] et $4S slerste] BAUEGEY Au
ak §EB7E 19 BAS FEFORN FF AAGA
o] 39 4F AL 3 2R Ags
gt} ol Bste] BUEEE Bl /195 A A
%S 91T UBAel 4RE AT 6 & AT Br

1. ACh

2 Aol A AR AT Ao iRl A
MR QA= Ae-dslo] 243 =71 ¥ gie
S EAeEE BT eR A 5 viEtE e
H 2ol 4] HeJ#E F=4(Convenience sampling method)
& AHgele] % 30058 HEAS T, AT
667112 24679 MpER WAL 1391, o4 10790]
wPHYCH, 7 Uele] MBS Agehs Hdse
Daedo 112902 74 &=A ARSI QJ9low, 152
Adida, 7]}, Culture Maker <= 2 UERITH 4% A=
% %] Ulgo] B Tuie Siso] Ha Ao)
S % 24690 Bee T4l A8t

QAehAte] AFEAT B4S the (Table 1T}
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Table 1. Confirmatory Factor Analysis

Categories n %
Male 139 56.5
gender

Female 107 43.5

Adidas 9 38.6

Daedo 112 455

brand

Culture Maker 17 6.9

7€ 22 8.9

Pan America 55 22.4

o Europe 120 48.8

nationality ) )

asia, oceania 58 23.6

afreeca 13 5.3

nationality n nationality n
Afghanistan 1 Ttaly 6
Argentina 2 Jamaica 1
Armenia 1 Japan 6
Australia 1 Jordan 3
Azerbaijan 9 Kazakhstan 2
Belarus 2 Kyrgyzstan 1
Belgium 2 Laos 1
Benin 1 Lebanon 1
Brazil 4 Lesotho 2
Bulgaria 1 Libya 1
Canada 13 Mexico 8
Chile 1 Moldova 2
China 11 Morocco 4
Taipei 5 Nepal 1
Colombia 4 Netherlands 7
Cote D'ivoire 1 New Zealand 4
Croatia 8 Nigeria 1
Denmark 7 Norway 2
Ecuador 1 Panama 1
Egypt 1 Peru 4
Finland 1 Philippines 2
France 11 Poland 2
French Polynesia 1 Qatar 2
Georgia 2 Romania 1
Germany 1 Russia 10
Ghana 1 Rwanda 4
Great Britain 9 San Marino 1
Greece 3 Serbia 2
Guadeloupe 1 Singapore 2
Guyana 2 Slovakia 2
Haiti 1 Spain 10
Honduras 1 Sweden 4
Hungary 1 Thailand 10
India 1 Tunisia 1
India 2 Turkey 10
Iran 2 USA 9

total 246 100

(1991)7} |z 7Skl Kim(2006), Lee(2004), Joo(2004)
O] Aol M ARERE HRe 2 toll FAjof gHA - K
&5} Price(72%), Brand(5%3}H), A/S(4E3}), Design(4
TS AHESTE 857 19188l F Perceived
value2 Kim(2004), Bae(2011)9] oA AMS-H =43
22 @ Qo] W 44 Mokl 4BRL eI
o, Perceived riskso]] ARESF S Murphy?} Enis
(1986)7} ARERE £32 & ol YA 44 - Heksto] o
TS AABle] sES ARSI AL, Perceived qualitys=
Sweeney2} Soutar(2001)¢] 2AE-S E|Z2 Kim(2009),
Lee(2010)9] ¢roflA] ARERE Eoka & Atoll =20 gt
A 574 Besto] F 1029+

AREBEATE

3. ZA=T| EfdE 3 A2

2 A0 Al ARATE Bl e R AEtsielon,
A A B A =ARS|EE algs 1910} HhAL 2210
7 YLEFGE (content validity) S 712310}t W-LEerd=
£ gEgE deAls 204 a%0iAs o e
(convergent validity)S HZ35l9ch Age 7|&2 ¥2y}
ol WEstA whgshe el et A94d B2t 71
o] x* Hr}= CFI, TLI, RMSEAS AAs}o] AR5}

(Hair, Black, Babin, & Anderson, 2010). ¥3g} cronbach's
a S 5l AHES =&k SEERAY VA
EEEAFAVE)ZE 5 o4, AHEAIF E(CR)7E .79
Jo2 45 23 MEAFHE(CR), FAFEA(AVE),
cronbach' o8] gr2 W% 7|&A] ojAe = Yeht AlEA
I e B 4SEH S-S SISt Hair et al.,
2010). A=) B} AR 0] Aik= (Table 2) 9}
2tk
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Table 2. Confirmatory Factor Analysis

ltem A SE t CR AVEt «a
A/S is top priority for purchase, 828 076  14.039™
Inquiring warranty and A/S when purchasing 876 .071  15.06™
Inquiring if A/S service is in conveniently place when purchasing 807 .07 13.601™
A A/S service is very important when purchasing, 74058 16,7847 926 682 915
Equipment with superb design is favored, 504066 7.922™
Color and shape is important, 884 073 15.208™
Design and touch feel is very important, .762
Design is more important fact despite poor functionality and price. 614 061 10.28™
Brand is more important than functions, 602 059  10.289™
B Most popular brand is favored, 8 .055 148037 780 574 .802
Brand is the most important fact when purchasing. 777 062 14.201™
Popular brand equipment must be superior to other brands. .872
Brand is most important when purchasing. 799 077 14317
c Affordable budget is determined before purchasing, 862 071 15,942?” 02 799 005
Only purchasing genuine product despite expensive price .89 065 16.657"
Preferring expensive product as it is believed to be reliable, .819

Preferring chief priced product regardless of function, design and brand, 781 074 13.87"

Price is the most important factor when purchasing. 874 07 16.24™
D . .893 736,903
Preferring chief priced product to expensive product .89 061 16,644
Preferring the product on discount .818
Right price 843 132 10,583
Reasonably price 659 11 8.843™
Provide the corresponding benefits to the price 774 125 9.968™
Price compared to a good product 753 123 9.769™
This product is attractive 8 148 10.207™
E L 915 545 940
This product will give you can have a sense of security, 772 136 9.946
This product  can have a good feeling 812 125 10.308™
Gave the feeling of being recognized 871 .13 10.819™
This product gives help your self-esteem 859 112 13,163
This product is a good impression on others .618
Payment offsets won't be able to come to the amount of money 808 075 14,131

Product is in danger of functions is not in good condition, as much as hoped 751 087 12.827™

F Have a risk of harm to health when using the product, 747 086 12,7527 899 691 889
There is the risk does not agree with my image and product 839 077 14.848™
The risk to the products look low social with me, 804
The product will be able to trust him 825 .08  11.997"
The product manufacturing technology with the highest level 754 082 11.066™

G L 826 613 847
The product is going to be excellent in quality, 744 085 10916
I will be able to trust the product .73

x*=1670.839, df=674, p=.000, TLI=.857, CFl=,870, RMSEA=.078
A=Price, B=Brand, C=AS, D=Design, E=Perceived value, F=Perceived risks, G=Perceived quality
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B AT B0 dA|shes ATE EE317] {3l PASW
18,02} AMOS 18.0 T2 1 Algsto] AEAE HA5}
ek #9E Aol A3AS AFEANH YL ot
B7] Qsle] HIE=EA(frequency analym)J—]- 7EEA
(descriptive statistics)S AA|SFATE RALETL] AlZ]| =9}
Bl = AE2 $J5te] AlF= EA(reliability analysis)}
3ol Q@ 9l: A (confirmatory factor analysis) .2 H-A15}
fom), el 7ol B THEBARS 1] st
o AR 24 . SR8 71 5 9
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Pearson®]

A&FtH(Table 3). BE 29
CFEEAAY) BAE gl A0R LegehKline, 2011)
E 71 7PgQl s Y AFHOR ot

-1 722011*1 .077 %A—J HeE EOLE ‘21 , AEE - 7810]

H IR o) (maximum likelihood: ML)

ARGt} HTY HES AAFE AT} (Table 4) 3 Zo]

TLI=.914, RMSEA=089, SRMR=.076
SSHA YT (Table 4).

=199.174, CFI=,929,
2 434 A4t o

Table 4. Model Fit Indices

X ar CFl Tu RMSEA  SRMR
1999.174 684 .929 914 .089 .076
"pL.oo1

3. 97HE A4S

2 A50)4 AHe A1 AFel] ) (higure
DojA AAIGE Aol eAdz FEe diks
(Table 5) 9} o] Liefsi

HL BRE A5t A7k 271880 Ak 5
Price®} Perceived value®] AE
RoE A gL oHe

1. HEEAEA
t=1.996, p<.001).
2 7o ATmEel gUE H71850) et § H2 BEE A47t A2k 78RS Ausy 3
Table 3. Correlation
A 5 c D £ F G .slfewness | ll<urtosis
statistic SE statistic SE
A 1 -1,722 155 3.256 .309
B 446 1 .077 155 -.347 .309
C 548" 2777 1 -1.568 155 3.367 .309
D 478" 537" 4537 1 774 155 1.075 .309
E 440" 604" 268" 408 1 -.262 155 -.781 .309
F .589" 4577 .589" .605™ 469" 1 -.641 155 .306 .309
G 453" .504” .266” .345" 483" 567" 1 -.100 .155 -.630 .309
"p(.01 A=Price, B=Brand, C=AS, D=Design, E=Perceived value, F=Perceived risks, G=Perceived quality
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Table 5. Result of SEM

hypothesis B SE t Accept
A — E 157 .079 1,996 Supported
A — F 194 .056 3.419 Supported
A — G .303 .095 3.183  Supported
B — E .453 .069 6.607  Supported
B — F .101 .04 2.535 Supported
B — G 421 .073 5.737  Supported
C — E 016 .090 1181 dismissal
C — F 1306 L0066 4,644  Supported
C — G .039 107 366 dismissal
D — E .028 .077 .370 dismissal
D — F .240 .056 4.313  Supported
D — G -.038 .092 -.418 dismissal

“p(.001
A=Price, B=Brand, C=AS, D=Design
E=Perceived value, F=Perceived risks, G=Perceived quality
Price®} Perceived risks®] HWAE HE53 21} EA %02
Solg A4 AT AL AR UeEieie= 194,
t=3.419, p{.001).

H3 EEE A47h A2t 47188 deasy 3
Price®?} Perceived quality®] IAE 753 A1} EA414S
g

2 FORF 44 JaE vAE Ao

rr

fu
T
L
o
=
i
S

=3.183, p<.001),

Hi R 47 AZsHs 7188 ey F
Brand®} Perceived value] ITA|E AEoE 23 EAF S
2 FORE B4 G vAE A= UEhth(p=.453,
1=6.607, p{.001).

HS SR 447l A|Zeke 7718Ee] Aeias
Brand®} Perceived risks®] HAIE AZ9H A1} A A
2 fot A4 9L oA AL et 101,
t=2.535, p{.001).

HO B Adh AZRs A7lEe] e
Brand®} Perceived quality®] TAS A53 A7 57
o= FORE 44 ¥ nAlE Aor YEhlth(p=.421,
t=5.737, p{.001).

H7 HJAE A47) Azt 471880 Aeid
9} Perceived value®] TAE AST 2yt AR
= 9tH(B=.016, =181, p<.001).

HS A% 41571 A\7elis 71880 Aeid F AS
9} Perceived risks9] TAS HZF A3} BAHOR 99
e A4 IS mAE ALz YERRTHE=.300, t=1.644,
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Figure 1. Research model

p<.001).

HY B 8= A7t A1 2she 4718352 AEsd 5 AS
o} Perceived quality®] #HAIE A5 A3t A4z 7]
ZFE RATH(B=.039, =366, p{.001).

HI0 S5 447} AZshe 771880 el %
Designi} Perceived value®] AIE 535 A1t EA4 %0
2 7)1ZE|QIeH(B=.028, =370, p<.001).

HIL Hs A4} Az 771aEe) Audy %
Design} Perceived risks®] TAS AZSH A1 SAZF S
2 Soet A1 AL vl RO vehdeh- 20,
t=4.313, p<.001).

HI2 G A47) A2teke 77lase) ey %
Design¥} Perceived quality®] TAIE HA53SH A3t 544
o2 7|12t Ieh(g=-.038, =.418, p(.001).
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The Relationship between Taekwondo Equipment Selection Attributes and
Product Evaluation: For Participants in the World Taekwondo Championships

Lee, Seung-Min"

1. WI(World Taekwondo), Director

Abstract N

Purpose The purpose of this study is to suggest a marketing direction for Tackwondo supplies by verifying
the relationship between the selection attributes of Taekwondo supplies and product evaluation for participants
in the World Taekwondo Championships.

Method In order to achieve the purpose of this study, a sample of 246 national Taekwondo athletes who
participated in the World Taekwondo Championships held in Chelavinsk, Russia was used for the final analysis.
For the collected data, descriptive statistics, confirmatory factor analysis, reliability analysis, correlation analysis,

and structural equation model analysis were performed using spss 18.0 and AMOS 18.0.

Results As a result of this study, price and brand of selection attributes affected all factors of product
evaluation, but AS and design were rejected in the relationship between perceived value and perceived quality
of product evaluation,

Conclusion This study is significant in that it expanded the verification of the relationship between selection
attributes and product evaluation for domestic and foreign athletes for Taekwondo supplies, which are limited

to uniforms, and is meaningful as basic data for the diversity of Tackwondo supplies in the future.

Keywords Taekwondo, supplies, selection attributes, product evaluation
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