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Abstract This study verified what differences in screen golf content characteristics, intention to reuse,
customer satisfaction and economic value experienced by consumers according to the image feeling,
expression method, and image color provided by screen golf graphic content. In addition, the purpose
of this study was to analyze what kind of influence the content characteristics of screen golf have on
the economic value and what kind of influence the intention to reuse and customer satisfaction have
in this process. From September 1, 2021 to September 30, 2021, a survey of 225 copies of consumers
using the screen golf course was conducted. For data processing, frequency analysis, factor analysis,
reliability analysis, cluster analysis, chi-square analysis and 3-step mediated regression analysis were
performed. The research results are as follows. First, the preferred image feeling showed a high level
of clean and sophisticated feeling and the preferred expression method showed a high realistic image.
In addition, the preferred image color showed a high level of green color. Second, there were
differences in competitiveness, ease of use, sense of solidarity and realism according to the degree of
consideration of graphic content and differences in consumer's intention to reuse, customer
satisfaction, and economic value. Third, in the relationship between screen golf content characteristics
and economic value, customer satisfaction and re-use intention had a mediating effect. Through this
study, by providing basic data to derive the graphic design model of screen golf, the operating entity
suggested a way to improve economic benefits and tried to contribute to the growth of the screen golf
industry.

Key Words : Graphic Content, Content Characteristics, Intention to Reuse, Customer Satisfaction,
Economic Value
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(Table 1> Research Subject Characteristics

Category (N=225) Person (%)
male 172 (76.4)
Gender
female 3 (23.6)
20 to 29 years old 8 (21.3)
30 to 39 years old 7 (25.3)
Age 40 to 49 years old 3 (32.4)
50 to 59 years old 3 (14.7)
over 60 4 (6.2)
less than 5 years 47 (20.9)
5 to less than 10 years 58 (25.8)
Golf Career| 10 to less than 15 years 58 (25.8)
15 to less than 20 years 21 (9.3)
more than 20 years 41 (18.2)
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= 9 BAVGZ AT (Table 2) Factor Analysis and Reliability Analysis

AR, 2HBALAS AT ZZ o827} I8 == Results of Content Characteristics
=25 O]‘g‘@' 'IH jj_i’:]’é]»t— O]U]X] E':_‘_’]_ %Hﬂ, O]U] Fach Ingredient Variance Cronbach
2| Ago] wet olgAte] Bdg MRsteiel AAlslg ™ [ofeleleo| ® | A
c}. al | .772

- - a2 |.743
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Cluster Analysis According to the Degree i
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(N=225) Effe_ct
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High Middle Low
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Chi-square Analysis for Segmentation ot
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Effect
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[Fig. 1] Research Procedures
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(Table 3) Factor Analysis and Reliability Analysis
Results of Reuse Intention, Customer
Satisfaction and Economic Value

Factor Ingredient Variance Cronbach
® ® ® (%) Alpha
b1 571
b2 | .608
® b3 | .575
Intention to b4 | .633 27.912 .907
Reuse b5 | 777
b6 | .760
b7 | 711
cl 738
® 2 740
Customer 24.943 .935
Satisfaction | 3 723
c4 714
d1 577
@ d2 .788
Economic d3 .695 22.542 910
Value da 724
d5 .567
Aolg ojm=o] Ageike 27.912%, 17 W] A
BEARS 24.943%, BAA 7HX]9] AYEARE 22.542%
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(Table 4> Correlation Analysis Result

@ @ ® @ ® ® @
© 1
@ | 767" 1
® | 772" | 720" 1
@ | 702" | 708" | 624" 1
® | 694" | 657" | 656" | 625~ 1
® | 662" | 629" | 577" | 606" | .839" 1
@ | 673" | 623" | 6207 | 659" | .848" | 807" 1
"X.05, “X.01, " X.001

(M Competitive @ Ease of Use ® Bond @ Realism
® Intention to Reuse ® Customer Satisfaction
@ Economic Value
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(Table 5) Cluster Analysis Results According to the

Degree of Consideration of Graphic
Content
Image Design Image
Factor Number| Feelign Expression Colgr
9 Method

@ High Group 81 4.60 4.44 4.44

® Low Group 25 1.80 1.88 1.64

© Middle Group | 119 3.23 3.19 3.37

M 89.542 74.527 79.912
Rp) 190.712(.000) | 154.346(.000) [185.782(.000)|
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3.2.1 835k= 0[0fX| 20 ME 710[MZEM 2

7Hd 29 TeE Edz 18 FEE ERE FJdo
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I8y 2= 18 ATt 22 Jddolis AES
I Nl =70] 50%8(61.7%) 22 =A Vet Al
H|Z22 L7'0] 4(4.9%) 02 A Yepgct ES 1
Ay Zd= 18 Jrrp E-2 JoojAs AP o
LA0] 108(40.0%) 22 =A Ueha, a4l =
AT ‘Fastal £E3F »7'0] 07(0.0%) 2% A Y
EPSiT

o HEE 7olAlE
ot Aoz YErgTt

EAZko] 54.221(p=.000)2

(Table 6) Chi-square Analysis Result According to
Preferred Image Feeling

Case
Category High Low Middle Total
Group Group Group
Cute & Number 3 10 9 22
Pretty Case % 3.7% 40.0% 7.6% 9.8%
Fun & Number 10 6 22 38
Enjoyable | Case % | 12.3% 24.0% 185% | 16.9%
. Number 4 1 12 17
Mysterious
Case % 4.9% 4.0% 10.1% 7.6%
. Number 8 0 25 33
Emotional
Case % 9.9% 0.0% 21.0% 14.7%
Comical Number 6 0 14 20
&Unique | Case % | 7.4% 0.0% 11.8% | 8.9%
Neat & Number 50 8 37 95
Stylish | Case % | 61.7% 32.0% 31.1% | 42.2%
Total Number 81 25 119 225
ota
Case % 100.0% 100.0% 100.0% | 100.0%
Chi-square(p) 54.221(.000)
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(Table 8) Chi-square Analysis Result According to
Preferred Image Color

Mook B8 W0l 1E Aolg AST TlolAFRA Cose
Category High Low Middle | Total
A= (Table 7)1 Zth Group Group Group
Iy 2dlx 78 FJovt 52 JdoAE ARH Gray | Number 4 6 14 2
olulx' 7} 468(56.8%)F =7 eI, ‘ofo]Z o|q] line Case % | 4.9% 24.0% | 11.8% | 10.7%
= Number 6 6 9 21
A'7F 282 5% R o 2 s B Red
17h 2792 5%)% S debsdt. E9 ey 2d= line Case % | 7.4% 24.0% 7.6% 9.3%
18 Arrb @ Jdoxe AME oju A7} 127 Orange | Number 2 2 11 15
(48.0%)2.% &7 e, ‘ofol 2 oju|x]' 9} ‘A ine  [Casow | 25% | 80% | oo% | 67%
Olul A7} 416,092 WA ehdeh. ShARE o] | Yelow |Nember | 0L 1| 2| %
A Aok 5 o line Case % 7.4% 4.0% 185% | 12.9%
= O O =
o Oﬂ 1 7]— ]Zﬂ Z"%}\ ] 12555(p OSI)E T Green Number 36 3 45 84
oA P2 Ao eI line Case % | 444% | 12.0% | 37.8% | 37.3%
Blue Number 17 3 14 34
line Case % | 21.0% 12.0% 11.8% | 15.1%
(Table 7) Chi-square Analysis Result According to - Naseb 2 5 2 > i 5 i 5 i
Preferred Expression Method Indigo umoer
line Case % 0.0% 8.0% 0.0% 0.9%
Case Purple Number 10 2 4 16
Category Hioh o Vidde | Total line Case % | 12.3% 8.0% 3.4% 7.1%
GI’OUD Group Group Total Number 81 25 119 225
Case % | 100.0% | 100.0% | 100.0% | 100.0%
lcon Number 2 4 " 17 -
Chi-square(p) 52.781(.000)
Image | Case % 2.5% 16.0% 9.2% 7.6%
Abstract Number 12 4 25 41
Image Case % 14.8% 16.0% 21.0% 18.2% 3 3 'E—Iniili gggl il'ol‘E‘*—-! ?Edll'
Realistic Number 46 12 69 127
Image | Case % | 56.8% | 48.0% | 58.0% | 56.4% 7Hd 59] Ty Evlx vy Yz BRE HuoA
Craracter | Nomber | 21 5 | 1 [ 0 | ~3 33 oolgxe] 2elx B4 UE Holg PF
Image 9 o 0 o, o, N _
Case % | 25.9% 20.0% 118% | 17.8% § QA EAEA AT (Table 9Y9F 2T},
Tota Number 81 25 119 225 S _— ; o Ao
of ¢ - S R
Case % | 100.0% | 100.0% | 100.0% | 100.0% AAAONA O ZH= v Hert &L Ao
Chi-square(o) 12.666(.051) PHM)E 4.240, ‘139 ZH= E% A7t 27 A
o] HHEM)2 3.556, ‘1Y = 18 F=rt W
3.2.3 MSst= MAlY| M2 FH0|HMZEM Zat 2 A o] WML 2.584F AFAARE AZ(Scheffe)
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Aol 0%(0.0%90% WA ek, £3 ey £
92 39 AErl G Aol B A Ay
W AF A o] 6H(24.0%)2.2 =A UEREY, k=
I A WAl 18(4.0% 0% YA Uehe,

SO AFE FlAE BAlo] 52.781(p=.000)2
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(Table 9> One-Way ANOVA Result According to
Content Characteristics

Category (N=225) N M F(o) Pre-Post
® | 81 | 4240
® 8703 | @06
Competitive ® % 2.584 (.000) (Scheffe)
© | 119 | 3586
® | 8 | 4167
® 7033 | @C)®
Ease of Use |2 | 25 | 239 | (500) | (Scheffe)
© | 19 | 3443
® | 81 | 4049
® BIB | @O
Bond © | B | 240 | ‘(500) | (Scheffe)
© | 119 | 331
® | 8 | 3979
@ 60,054 | @EH®
Realism ©® | 2 | 2787 | (500 | (Scheffe)
© | 119 | 3285

@ High Group, ® Low Group, © Middle Group

3.4 AHIAF ASH BMK JHX[9| X024 21t

it
7Hd 69] 1Y Edlx v xR BRE JdolA

~3% 1 o8] Aulxt 5T ARA o]
2 Ao|2 AZE YLNAEHEA FIHE (Table 10)
3} 2.

Aolg o=oA Iy Ed= 18 Frrt 22 J
& 9] HAM)2 4.046, ‘I FH=x 18 AT F
7 A 9] HHM)2 3.465, Iy = 18 J=
7 F2 AT 9] HH M) 2.96002 ARHARS A
A EAREA(F=22.360, p=.000)°] -9J3t 2fo|7} et

A oA ey Eel= u8 et 2 iy

o] BHML 4.105, ‘19 Zelx w8 A
AT 9] HFM)2 3.485, ‘139 Erl= 18 Y=ot
2 A 9] FFHME 2.6500.2 APHALE HZo)A
AR (F=33.093, p=.000)°] F-2l3t Xfo]7} vebd

BAH AR A T 2z 38 Jrrt £
@9 ”éi‘(M)— 4.004, ‘I8 2= 18 =7t 5
1 M- 3.430, Ty 2= 13 J
¥ o] HHM)L 2.8082 ARIARE 7S04
EAREA(F=36.828, p=.000)°] F-2Jgt zjol7} vreRg:

(Table 10) One-Way ANOVA Result According to
Customer Behavior
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(Table 11) Analysis Result of Mediating Effect of
Customer Satisfaction on the
Relationship between Content
Characteristics and Economic Value
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