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Abstract

Purpose: Due to the COVID-19 and inflation, participation sports companies, including fitness centers, are facing challenges. Since a
fitness center must simultaneously manage facilities and operate services, both factors must be considered when developing a
marketing strategy. Therefore, this study examines the effects of expanded marketing mix factors (price, physical evidence, place,
people, product, and promotion) including facilities and services on the consumption behavior (satisfaction, recommendation intention,
repurchase intention) of fitness center customers. Research design, data, and methodology: The data were collected from sample of
323 fitness club members in Seoul and analyzed with SPSS Win Ver.28.0 program. Result: The specific results of the study were as
follows; First, extended marketing mix factors had significant positive (+) effect on satisfaction. Second, extended marketing mix
factors had significant positive (+) effect on recommendation intention. Third, extended marketing mix factors had significant positive
(+) effect on repurchase intention. Fourth, satisfaction had significant positive (+) effect on recommendation intention and repurchase
intention. Conclusions: To encourage consumption behavior, it is necessary to convert existing customers into loyal ones by increasing
satisfaction and establishing a virtuous cycle structure that recommends them to others while also improving repurchase intention.
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U RAL| MEH, AZX AEY 37%)4t AZEX
MH|IAS 528%)0IM =2 S X SAAL 2@ 27t

62%= A0l ofFet Hmoi7 wdst Aoz LIEtLL
(Korean Institute of Sports Science and Policy, 2020) AH|A
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2L 19 Ol= 4% &3 Histz Qlof ool XF,
ME|&, Qi f& 2|0 B0 o|2= FHZES
Hot7) YOIRCte Bk QACEH (Hwang & Kim, 2020;
Kim, 2021; Shin & Yang, 2021; Jung et al, 2021).

SYE OAEYAE FR Bf=E o MYALE
AmHEH U2 E HRst 3 o= O 2aA H™Eef|
2ol OhE, A, 2| =0f O|X|= BT (Lee et al,
2016; Jo, 2015), OFAEIYA 7ps ot 0|84 S 4
MH|AZH AR (Yang & Jung, 2020; Lee, 2017) S
CHFoh &t 20O ZEA AFEE UCH ETH 22
Ar2|® stgol Hgtof M2l mELA MY 1249
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ME= S8 ZUXO0|= TmELA MEHIE |X
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(promotion)g  HFLAOIM  (communication), X&
(product)S 7 (consumen2Z CHM|SIALCE  Kotler
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Extended Marketing Consumption
Factors Behavior
N . e
( \ H2-1.001" 1/ Recommen- )
Price dation

A ] e Intention

: Physical
: Evidence

|
|
|
L

Repurchase

| Intention

I P<.001, "p<0.01, 'p<0.0S, n.s: not significant A

Soid line : significant paths, Dotted Iine | not significant paths b e

Figure 1: Hypothesized model

3.2. |37t
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ZAOHAHE 2012 nAX|EY, FOIEA, HRUAHOIM,
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6 Chae Won HA, Byung Min KIM / Korean Journal of Franchise Management 14-2 (2023) 1-17

H1-1: &E OAgalaol 7t @l THRE0| & H2: HEL[AMES =EE O EalA 7hd, AlY,
(el Fe= 0| Aolck. ug, 24, HEF FT) Qo2 FH =0 3§
H1-2: EE O 820 A4 Q012 TEE (+)Ql g2 oA Ao|ct,
()2 &= ojH Ao|ct
H1-3: SHEE OAEYASl 1E 2012 THEREo| d  H2-1: & E OFAE YA 714 2012 =H oo
()2 &= ojH Ao|ct d (+)2 gk njE Ao|ct,
H1-4: SHEE OAEYA QX Q012 THRE0| d Hz2-22 S E OFAEYAS Al 20212 F=H x|
()2 &= ojH Ao|ct g (+)2 g2 njE Ao|t
H1-5: S&E O galaol HE Q012 THEE0 H  H2-3: &&E O galaol ug 20l = o|zo
(+)2 &= 0|= ZAoct ()2 g2 0jE Ao|ct
H1-6: S&E O galAaol £X 012 THEEE0 F  H2-4 S&E O EalAol o1F g0l2 =M oo
(el Fe+2 0jF Ao|Lk d (+)2 g2 njE Zo|ct
H2-5: 2 E DAL HE 22 =M o/=0
3.22. =dE ogex glo] FH ok d (+)2 g2 njE Zo|ct
0jXl= B H2-6: 2t E DEAE A0l =X Qo2 =M o|=0
Kimetal. 2022)2 AL EA|EO| SHEEIA QOIS AtEL X (+)°] g&e o)A Zo|c}

=25, BA golez FESH0 FHelEet FOie| =0

OXl= Sgs Hoien, =2F8A 20200 1 323, #XE OFHEYA golo] o oo

oo [opt IFH IF¥ES OXl= A2 0jXl= 9

SIOISIQICE Kim and Lee (2018 AX*E O[HIEQ] lee (2017)= =TIMSME MHA FEHES AlE,

MHIAZEE Q02 =28 og, 4238 2, 4n IZ23Y 24 XzX geez 2750 HEr 3

ZSHE &2t aAEN FH o|z0| 0O[X|l= PO OX|l= FEsS HTEMot 2 M|

gdots HESE40t Ant MH|A ZEO0| o oEy FEH OF A4, ZEO X|EX 2900 BEEet

FH o0 XL I 0K AS SQISHALL THTHofoll Felet ks O/Xl= Ae =St Jung
92 Ao YAEY  AH =

S| |~ and Choi (20160 A
HolM, Qb mE2IOW X9l FAM
pelez Z2F/SI0 O|0HEN FHOZ0| 0O[Xl=  AMHA  oE=Eap X{FOiQ=0f  OX|=

20| otel 22 &  EMoigen, ==, N, X=X}, B

e
>
%
O 0
°

A A A = !

FHRA Jl5M, otFY, Hold folo] fHozo|  XfTOf o0 |olst dEE O|X|l= AS ZHISHRILE
[oI3t PSS O|X|s A2 =OQISHQC M2t 2  Lee and Chon (2013)2 AZXME O EHEIA Q012
Ars MHEATLE ECHE DELAMES SEE T, A4 7t4, #HX, Z20@o=z £E510] o
O 2 A 2010 FH olzo| {opt I¥2 O/F  IZMEZ| IfFojel=o OXs FES =elst Zuf
Ao mrtsto] Cheat 22 7H4E2 MAISHRICE A, =203 m2tM 2 29010 o) o =0 F2lst

0

oo

Mol YES DXls A2 HORICL MmN £
Sl 1~

o
=
UL MHSTE ECfE WELAMES =E

—

r
r



Chae Won HA, Byung Min KIM / Korean Journal of Franchise Management 14-2 (2023) 1-17 7

OAEels 2000 Moy ol=0f Folgt dgks blE

—

o =
Aoz TEoto] ot 22 7HE=S MAISHRAE,

H3: OELAMESl =HEE OFAEYA 7HF, AlY,
wg, 2, ME, #HZ) el 7o o=of
(+)Q| ¥ak2 oA Zo|ct

H3-1: SHEE O 2 A0l 7t Q012 0] o|=0j

g (+)e ¥e= 0| AOo|CH
H3-2: SH&E O 2 A0l Ald Q9212 If0f 2|=0
d (+)2| gek= 0/H Ao|ct,
H3-3: SH&E O e A0l nE Q012 IfF0f 2[=o
()2 ge= 0/H Ao|ct
H3-4: &= oA g aA0l Q1N Q012 Xf70f o|=o
()2 ge= 0/H Ao|ct
H3-5: & OA 29 A0 HZE 2012 X{70f 2| =0
()2 ge= 0/H Ao|ct
H3-6: & E OEFA2 A0l 2RI Q012 IfF0f 2|0
H (+)el g2 0/H Ao|ct
3.24. UAFEI} F=H o|ret 70§ 2|=0 OX|=
g
Ji and Song (20192 LIEL|AME H 9

DX ego] azot=ar ol o|=0f 0iX|l= FgS

HESEMot A, nAotEe Aof o|=of Folpt

g2 OX|l= AS ZHISIRACE Han et al. (201302

OELA =203 HIIRC| MERY, o7 IEE,

8N FdE 8 M0 oo xH EUAE 24T

4ut o7IREEEsE HF0f oo Folst s

OXl= AS ALt ESH Naumann and  Earl

|l4S Sl HES=
d¥2 Een, Aol UERZI z2+F FH
O|=7t ZOIEICHs AS =HQISIRALCE. Lee, Sin, and Lryu

S7tet HE0l a8 HARUAOIY 23522 0|0
A

7192l 49 X8 THA|ZICHD SRict M2t &2
ATe MAYATFE EOE mEL2ME 0849
UHEo s T o=t XFOf oo Folot TS
oE ZAez HESiY  ofigar 22 JHEES
MIAISHALCE

H4: OELAME 0|89 PEEZs= M oL}

o0 o/ =0 7 (+)2f FekS D[HE Ao|ct

H4-1: T EL[AME O|849| BEEE= M 9|20

(+)2| Yek= O|E AolCt

H4-2: T EL|AME 0|89 TEE= M0f 2| =0f

r
re
-1
K=}
x
>
oo
rn
Ho
0%
rlo
Ha
—4n
.
)
p=S
(Oa}
oA
ity
|.|-|
HU

A, 2EE O %A= Booms and Bitner (1981)2]
7Ps RES O|2X HIEYHOZ 310f, McCarthy (19600
ol MetEl W|ZkX| SHE 7S (Product, Price, Place,
Promotion)0fl A& (Physical Evidence), I (People)
2012 Zolot 7t4, Ald, g, QF, MZ, FXat 22
6 7tX| Qolez FEE Aaz FHOl[RULCY

2 oA Y A0 CHot 222 Wakefield and Sloan
(1995), Hansen and Gauthier (1989), Jeffery (1997), Green
(1995) 50l 2 7HEE HEE =L 2730 LA
X, Bt Kim (1999)9] S170| 27{3+0] Jo (2005)
9| M ARBE S 2 d70 HA =2,
TSI 26 72| 2oz FFEULCY

DEEEE  Oliver (1980)2 EHREO
THE AH[RPF A EMEO| MH|A, HFS Fof &

0|8 = 0| UFEA2Z T AX|0f oist HEHH,

Chst

I‘lOlE
(e =]

FHHOl HItE FolotR e, BHRE= Oliver (1980),



8 Chae Won HA, Byung Min KIM / Korean Journal of Franchise Management 14-2 (2023) 1-17

Bitner and Hubber (1994), Swan (1989) S0j| 2|8 7{t =l
M E I HHO LOH =H, 221510 Yoo (2002),

An et al. 2004), Ro (2005) 2| AT0A A=l 22
= o0 A Eeh £E5N 4 Jfel EEeE
E-HE|ACH

FH o= 2Hl HROM CHE  AH|[XIO| O|E
dYES Mol 20 YEE = WHSOZE HosIF o,
Z=H 9= = Davis (1989), Agarwal and Karahanna (2000)
SOl Clsi M= HzE L A-0 LA 7,
HASH Jo (2005) 2 AFOIM ALEE EES =2

rQ

H0f o=+ Oliver (1980)2 XHOH 2|=0f CHSH
HO|E 2HE 10| EF 7|Y¥e MES T0O04 A&
= 2 7| MEES CHA| FOiE 7tsdoILt Q=2
Holstien, M7 o oks
(1973), Bhattacherjee (2001) SO 2Jsff 7= HZE
I AF0| LSA H, EAE0 Jo (2005 2
AN AL E 2S 2 AT A 2L 78510

3749 @¥o2 HYE9UC)

Newman and Werbel

4.1. B84 % EMIH
teE A3l Rl
2ot LELIAMEE 3713 0| O
174 350 Y2 e HAE, RAH
(convenience  sampling  method
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DELIAME O8At Ed5 24517| ?lot0] E=g4,
879 dzldn EFdd d3s fe BMA
olEMmt M2l 2M, 9ol 7+ oA 2Ag T
JETAEY, A7 72 dES flol HEHEY,
thee|HE40| Ol 8=t

3
Appendixes 1 1t ZLF.
=2d (393%)0 Bl &
40 Of (254%)7t 7V B2, 30 Of (23.5%) 60 CH
(186%), 20 CH (17.6%), 50 Cf (149%) =22 LIERLCY,
U2 DA (322%)0] 7HY U, Ctgez dY
122 (16.7%), 12|11 7|Et (13.6%)0|Ct. £|F st
(56.0%)0| SEAC| HiEt ooz 717 UCH

500 Bt & O|&f (282%)0| 71 BU2M, 200 ~
300 OF @ 0|8t (238%), 2|1 300 ~ 400 TF 9 O]t
(189%)2| =22 LIEIGICE & &0f 7|2t2 51 of4
418%)0| 7t& TUALH, CtE2= 1 ~ 3 H (313%)
32|31 3 ~ 5 A (146%)°] =22 LIEIGICE 25 £H0]
Slas F 3 2| 313%)7F 7Ky B%en, Oslz F
5 3| O|A (294%), A2|1 F 2 3| R23%)° =2z
LHEHGACE

Ao Tl

12 o
o =
g OF
ol

Pl

&
CH

An mpo
e rlo

k>
rlo

=3 #ol 74 EddES 4307 I8t SPss

| [
280 Z2OR™MS AT HFEY F40| ZA|L[ACE
EFMA QOlEA (exploratory factor analysis) &30 L0
2ol F=E2 component

FE2 24 (principal
2l 2| HZ|B|A (varimax)

o
=
S ol 172t (eigen value)O| 10 O[4, K¢l

for
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MKl (factor loading)?t 5 OfA+Ql
ZotE|UCH
SEEl O gia QRlojMe  RelZE 000
+ZT0|A Kaiser-Meyer-Olkin (KMO)2| &&= Zr0| 905,
Bartlett O] TN Y x2 = 6515420, Atf= 32 2
LIEFSCE  AH HE  QQl0ME  |2=E 000
FF0|A KMO 2] £ 10| 932, Bartlett 2| N AH
X2 = 3722764, At & 45 2 LIEfGCH, Zt
SOIMINZF  (factor

Appendixes 2 2 Appendixes 3 1+ Z L},

rg O
> 0
10

loading)d} Cronbach's o &t

SHYE OEAgalaol 5kl 29219l 7HH2 880,
AEE 841, WE2 877, 2™ 934, ME2 923
X2 936 2= LIEfHeD, «aH HdS F
T E 945 FH o= 942, MF0f o= 925 2
Z£7™E|0] Cronbach's o A== Z& 2QI0|A 70 O|&S
nHESEE, 2 AF0M AR8E =79 AE[ETt
Moot A2 & 5= ot

2 70 Ar8E Q9o 7t wakdur A ofE
EHERSEZ| R{8H Pearson 2 a2ttA 40| HA|ZRACH
(see Appendixes 4). &4 Z1f, 2 K25 7to| B2
2F F e Yoz [oloh BARZ LtEH, ST

F

ZHE0 M HA|

45.1. SHE OAYYA @olo] BEE0| OjX|E
e

7, AN, mE QM HE =R ze
DELAME S O Eaa 20 5 ofmst

QoI

S0 Y2

=42 0|84 4%+ Z1t= Table 11+ &Lt
£ (R? = 560), F @42 69342,
fon, =YE O g 9 519
ghefe = UAes K02 2IF (B= 445),
HE @ = 176, W& B = 172, 712 B = .143)
QOIS Z LIELLE H1-1, H1-3, H1-4, H1-5 = K{EHE|RACE
gLt Al (t = 766, p = 444), T (t = -418,p = 676)
20212 A [o+=F oM JTS OX[X| §=

QO 2 LIEILE H1-2, H1-6 & 7|ZtE| QALY

Table 1: Effects of Extended Marketing Mix Factors on

Satisfaction
nopendent | & [se | p | ¢ [ °
Constant .553 176 .3149 .002
People 400 .044 445 9.126 | .000***
Product 154 .043 176 3.569 | .000***
Price 135 .043 143 3.125 | .002**
Place 157 .043 A72 3.704 | .000***
Physical Evidence | .036 .050 .041 .766 444
Promotion -.014 .034 -.018 | -.418 .676

R2 = .568, Adjusted R? =.560, F = 69.342, p=.000
***p < 001, **p <.01

452 =EE OFHEYL gl FH ko
ojxl= d&

7t Alg, ns 298, Ms HHa 22
DEYAME =2HZE oAHEYs 22 T OfEst

|
CHE=2l? 245 0183 24t Zit= Table 2 2t ZLH
(

3| Alo] ML 495 % (R2 = 495), F 2+ 53525,

p 22 000 ©2 LIEFOD|, SEE OY 22 ofs)
Q9 3 FH =2 AW + A= 292 X

B= 412, HE @ = 172, 7tA B = 170) Qo=
LIEFLE H2-1, H2-4, H2-5 &= XHEHE|RACE  2fLt AlE (t
=1894,p =059, WE (t=1042 p = .298), X! (t = -852,
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k= O/XIX|

p =305 OIS E7E Qol+F Bjoj
o g|9ict

U= A2E LIELL} H2-2, H2-3, H2-6 2 7|}

Table 2: Effects of Extended Marketing Mix Factors on
Recommendation Intention

et | B [ s [ B [ ¢ ] ®

Constant -.069 .232 -.298 .002
People 456 .058 412 7.870 | .000***
Product .186 .057 A72 3.253 | .001**
Price 199 .057 170 3.474 | .001**

Place .059 .056 .052 1.042 .298
Physical Evidence | .125 .066 .108 1.894 .059
Promotion -.038 .044 -.039 -.852 .395

R2 = 504, Adjusted R? = .495, F = 53.525, p=.000
#*5p < 001, **p < .01

453 =EE 0OHEY2 golo] o o =of
ojxl= &

7tA, AlE, ns, o4, HME HUW Z2

DEYAME =ZHFE oAEgs 22 F ofEst

20| M7of 2l=0 FeES DX=XE Lot

Qs 2l 2
2L} 2| Aol 4FHE 47,
p 22 000 OF LIEIGS
[0l & MFO o=E
B=237), 74 (B =.235), 2H B =.195), A2 B =.150),
uWE B =.126) 212 = LIEILE H3-1, H3-2, H3-3, H3-4,
H3-5 = XHEHE[QACE D2{Lt FF (t = -923, p = 357)
fol2 EAH StollM FE2 OIX|X| @b=

N2 LIEfL H3-6 2 7|2 = ACE

=4S 0|83l =4t Zit= Table 31t

471), F4f2 48750,

_\
X
%
N

—_

Qo4F

Table 3: Effects of Extended Marketing Mix Factors on
Repurchase Intention

B S.E B t P
Constant 251 | 222 1127 | 261
People 202 | .055 | 195 | 3.634 | .000***
Product 240 | 055 | .237 | 4.386 | .000***
Price 257 | .055 | .235 | 4.706 | .000***
Place 133 | 054 | 126 | 2479 | .014*

Physical Evidence | .163 .063 .150 2.581 .010*
Promotion -.039 .042 -.043 -.923 .357
R?= 481, Adjusted R? = 471, F = 48.750, p=.000
***p <.001, *p < .05
454 TEEI} FH O|20f 0X|= B
=L I 90| ojMst F¥E O[X|=X|E
LotE7| o the 2l 242 SO 4% e
712),

2

Table 4 2t ZC} 2|49 HFH2 712 % R = .
F2r2 796839, t 442 28228 (p < .001

ol =0

Ao 2 LEIL} H4-12

£AHoz Qo8 H ()9 ¥y

b

INPNE= PSS

Table 4: Effects of Satisfaction on Recommendation

Intention
Independent| Dependent |Standard B t
Variable Variable Error P
constant 481 -2.762| -006
Satisfaction :
Reccl’mme.”dat'on 037 | .844 |28.228|<.001
ntention

RZ= 713, Adjusted R2= .712, F = 796.839, p < .001

455 HFHE7L F0f o|=0f OjX|=
“*+E7f Mol =0 ot
YorE7| 23 T 2 24s S

Table 5 2t ZCt 2|FAQ] HHAHZ 546 % (R* = .546)

F 2r2 388220, t 242 19703 (p < OONZE PFEE
Moh o|=of sA¥e=z {olot H (+)e dES

OjXl= AL=2 LtEtL} H4-2 = XX =|RUCt

Table 5: Effects of Satisfaction on Recommendation

Intention
Independent Dependent |Standard ¢ p
Variable Variable Error B
constant 168 3.148 | -002
Satisfaction :
Recommendation 43 | 740 |19.703<.001
ntention

R?=.740, R? = .547, Adjusted R? = .546, F = 388.220, p < .001

5. 28
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5.1.1 O|2X AIAHH
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Appendixes

Appendix 1: User Characteristic Profiles (n: 323)
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Index Category Frequency (n) %
Male 127 39.3
Gender
Female 196 66.7
20~29years 57 17.6
30 ~ 39 years 76 23.5
Age 40 ~ 49 years 82 25.4
50 ~ 59 years 48 14.9
60 ~ years 60 18.6
Public Official 28 8.7
Enterprise Staff 104 32.2
Craftsman & Service 29 9.0
Occupation Management & Professional 54 16.7
Homemaker 41 12.7
Student 23 71
Other 44 13.6
Below & Graduate High school 50 15.5
Junior College Graduate 39 121
Education Level University Student 17 5.3
Graduate University 181 56.0
Graduate School 36 11.1
Less than 2 Million 51 15.8
2 Million ~ Less than 3 Million 77 23.8
Monthly Income 3 Million ~ Less than 4 Million 61 18.9
4 Million ~ Less than 5 Million 43 13.3
More than 5 Million 91 28.2
Less than 1 year 40 12.4
1 year ~ 3 year 101 31.3
Exercise Participation Period
3 year ~ 5 year 47 14.6
More than 5 year 135 41.8
Once a Week 13 4.0
Twice a Week 72 223
N“mberpfrl’i\éf;akt'% Exercise Three times a Week 101 313
Four times a Week 42 13.0
More than Five times a Week 95 29.4
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Appendixes 2: Exploratory Factor Analysis and reliability Test for Extended Marketing Mix Factors

Factor Loadings

Factors and Items a
Factor1 | Factor2 | Factor3 | Factor4 | Factor5 | Factor6
Active Attitude .840 141 .079 .155 234 .027
Professionalism .830 .219 .060 .169 .159 .109
People Sincere Management .828 .224 .079 181 .207 122 .934
Safety Management .823 .185 1120 .146 .203 -.101
Professional License .789 173 .105 .138 .202 A17
Registration Fee .034 .825 -.056 162 .099 157
Reasonable Price as a hobby 126 797 -.042 135 143 .203
Convenient Membership .263 .725 .189 .136 141 127
Price .880
Payment Method 21 .722 .158 .008 1139 110
Accompanying Discount .242 .713 .216 135 .070 .067
Subdivided Membership .184 .666 .042 .323 134 -.297
New Promotion 114 .104 .896 .150 .168 .059
Extended
Marketing Active Promotion .078 .056 877 .094 .148 .059
Mix Promotion .936
Factors Periodic Event .094 .059 .862 .161 .159 .072
Coupons and Vouchers .080 132 .860 .195 .183 -.018
Equipment Arrangement 161 175 .206 .787 .138 123
Exercise Equipment .094 .072 .326 774 .138 114
Physical s .
Evidence Additional Facilities 213 248 191 722 121 114 .841
Parking Service 135 278 .004 .569 112 .349
Hygiene .302 .075 .037 .565 .094 293
Interest of Program 227 .160 .209 .198 .832 .020
Effectiveness of Program .284 115 210 .038 .819 133
Product .923
Diversity of Program .182 .201 .232 .188 .817 .033
Professionalism of Program .393 .198 144 143 .749 .055
Travel Time .079 .163 .061 .325 .090 .816
Place 877
Location 184 227 119 .321 .077 .804
Eigen value 4.187 3.910 3.577 3.094 3.086 1.825 -
Variance (%) 16.104 15.038 13.757 11.901 11.871 7.018 -
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Appendixes 3: Exploratory Factor Analysis and reliability Test for Consumption Behavior Factors
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Factors and Items

Factor Loadings

Factor1 Factor2 Factor3 *
Experience Satisfaction .794 .225 437
Relationship Satisfaction 779 .362 .346
Satisfaction .945
Overall Satisfaction .744 440 .348
Decision Satisfaction 737 .399 417
Consumption Possibility of Recommendation .290 .868 .278
Behavior Reccl’mme.”da“o” Willing to Recommend 283 868 251 942
ntention
Promote to Others .352 .755 .325
Intention of Continuing Use A1 .279 .829
R?purchase Intention to Re-register 425 .346 .798 .925
ntention
Low Switching Intention 412 414 .702
Eigen value 3.141 2.980 2.670 -
Variance (%) 31.411 29.799 26.705 -
Appendixes 4: Construct Intercorrelations, Mean and Standard Deviation
Variable 1 2 3 4 5 6 7 8 9
1  Price 1
2 Physical Evidence 483** 1
3 Place .378* .594** 1
4 People 487 479 .335** 1
5  Product 437 444 .291** 571** 1
6  Promotion 275* A411* .232* .283** 448 1
7  Satisfaction 516 .496** 446 .687** .553** .283** 1
8 Recommendation Intention .506** 478 .359** .650** .526™* 257 .844** 1
9  Repurchase Intention .542** .519** 428** .546** .535** 273" .740** 719** 1
Mean 3.537 3.670 4.086 3.738 3.537 3.180 3.810 3.575 3.782
S.D 767 770 .793 .809 .830 .930 727 .897 .839




