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Abstract

Purpose: The purpose of this study is to examine the structural relationship among relationship marketing, relationship
quality, and behavioral intention toward children sports centers. Research design, data, and methodology: To achieve
this purpose, this study employed a convenience sampling method via a questionnaire dissemination. A total of 427
responses were collected from the parents of six children sports centers. Among those, 21 responses were excluded as they
were not completed, leaving 406 valid data. For hypotheses test, the collected data was computed in SPSS 27.0 and AMOS
27.0, and analyzed with frequency analysis, correlation analysis, reliability analysis, confirmatory factor analysis, and
structural equation modeling analysis. Results: First, relationship marketing had a positive influence on relationship
quality. Second, relationship marketing had a positive influence on behavioral intention. Third, relationship quality had a
positive influence on behavioral intention. Conclusions: Results showed that relationship marketing had a positive
influence on relationship quality and behavioral intention. Moreover, relationship quality had a positive influence on
behavioral intention. These findings indicate a positive function of relationship marketing in building psychological and
behavioral outcomes in the context of children sport industry. Given this, implications of relationships among research
variables were discussed.
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1. Introduction

4G M)A ZHOA HAE mto| MMl JfEo 2 mEko| Eho lof Moz FEE O|X|& ALE, 7|
2 HAS0| ME HetEl MEfo| ASES o|Ojstn AUCH kA o|2{st MEHE OHAIEE QI ZHO|A na{s 28 2
OHAE el SSH 0l akdol Chol Folg 4= UACH USRI LAOHAH EO|Z 7|l hES B7tAI7|1 nATERE F
Chatst?] flst 28 $HO2 M 7| Q0| O & 23 A|A-O| ZHE Hant MEZ AAAZ| 1 0| F29 HAHE Latete
EM SIHOZ Do IIES IMFIAIF7| = BF52 2 FlE 4= UCkKang & Kim, 2023)

J2{%t o|Ojoj A BHADHA RS FQ ZHAALE DZMo| AT BtHQL K& QX| S0|2t1 & 4= ULt 7|YoME HH
Moz nHoAH MH|AL 4E2 M3t 40| ofL|n, nZut Agst HFLAOME CE0 nol EHT @A
a2 st BHEAA E 4= e 0SS BeS 01 0l o= sHE| Ydtx ol #H3Hoj| ofs) A= #A 7t ot
Atk HefgtAlolgtn g 4~ o, 7|YeEM FIIMQ E20| ke DHENS AAE FHSL |X|St= AO|
2t g = QJUCKKim, 2021).

* This study was modified from the dissertation of the first author.
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THOR $UITLY DAo| BT} MEE BAE HO|D Ol FIHOZ WSS £ HHO| IHSHE HOHY
olct 1222 of20|AEAME S| HFHOl FYS SIsiAE D2me| BAOH Y a7t 2R 1Yo 42| I
HEO| OfF Y2 O|K|SXI0f Tf3H AT HSE|0{0f B 20| RYSICE 2000HL) 01 FEHE2 ¥ IS AT
e OlRIOAZAME ST Z7| 280 22 ¥ AHOH £ AT HAY BACHE, B2l Y, YEE 2ol
FAN GO Tk ATE OfRO|AEAME S| YBHQ FYY 2 K27t Y Ao Y|yt

1.2. Research Hypotheses

1) Relationship between relationship marketing and relationship quality
A O O] 2tA 2] Hof OjX|= g8 MAATE EE H4HEH =S Y22 B Yao and Cho(2022)
o A, Lee et al. (2018)2] A, Lim and Moon(2018)2| A, Park(2015)2] ¥+ X Shin and Lee(2019)2] 27| =%
ieoz of A0M 2 ZADAE 2 2A 2l 2 Higsts 0Z4o| Me|et U= LS 0|X|= QA2 2 LiEf
AN AZXAIMOl DS CHAS 2 3t Jung and Chung(2019)2] Y712} Lee and Hwang(2018)2] ¢ 0| AM =
10l AEFE O|X|& A2 E LIEFHLE E3H Yoo(2016)2] EZO0|E & HEAS 4o
1

£ tjae 2 st A9} Jang and Kim(2017)2] T EL|A MEE A4S Z ot

[0
=2
>
Q

OlX|= A2 2 LIEHRC oj2{gh M Ao Zit= O ZI0[AZEHE
o

o
=
S35l A7t Atts 7tES 25t H8Y £ US AO|Hh 0|F 2=

1o r@ rot i oo

ZEMEQ HADAE 2 2A S 2o F(+)Hel d<= 02 Ao|L.

2) Relationship between relationship marketing and behavioral intention
Crefeh 2ofe] MAATE HHEMH A O E2 HSo = LHS HEYO| A= A2 Z LIERLL ¥z
N

T EH M, Bae(2019)2] 2 & =EAZ M =Z oF AT, Jeong et al. 2015)2] EHHEET 2|2 SR EE [ = o

>

A
AR, Kim et al. 2018)2] SHLAZEME O|BA S LHH2E 3 AT, Kim et al. (2013)2] AZXMEZ|AS 4=
Sk A3 Kwon(2019)2] 22320 AMS Ao 2 Bt M, Lee and Hwang(2018)2] AFRAT XA AL XIS CHA
o2 8 17, Jung(2020)] AQlLtE|Etel S UM AR 3H U Kim et al. (2019)2] AHSZAHSE 0|24 Of
SO 2 ok B3, Kim and Lee(2019)2t Shin and Na(2015)2| AEZ D3 422 ot A, Shin and Choi(2019)2]
A 3|AE MR ot Ao AH|X B nZ0to| AAOHA 0| &7 HHE0] AS+E HSOAEE =0l
Ao 2 LIEHELLCE Ol= OZIO[AZXME Ol HR0|= CHEX| 8 AR OEE2 31 24 7HE 8 d7sHUCt

\J
N
nx
)

COfRIO|AZEME O] BA O E2 W20 F(+)HY = 0IE AOo|L.

3) Relationship between relationship marketing and behavioral intention

Ao it HFO| = Zto| A Of CHet A= CHASH ZOFOIA TR O 21 2A 2 2 HS2AEE 7t

A EOEHE > e HHHQICZ LIEtHCE T2 ATX RSHS (4O Z o Cho et al. (2015)2] -T2} Jeong and

Lee(2021)2| ¢7L0f oSt 2tEfZutol BA o HO| 245 TRzt 2 FHAE &
(<] ghy 2

E}SACH B8l T2 2T 3] 222 [HAC R 3 Kim and Lee(2022)2] A1QF 2|

al. (2016)2| AN ZtA O] 22 A ZXAE =@ 7
AMSHEHEEY 23S Y22 B Kim et al. (2018)2] A0 e ST 27t =2 QAL 0| 2AH 2 L3 E2
taE 285HALt

=2 =
7td 3. Of2lo|AEEME O 2A O] H2 S0 F(+)HQ &2 0|E Ao|Ct

flel A 7tdE 22 A7 2y S MAISHE Ch3ah 2L
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Relationship

Marketing

Figure 1: Research Model

2. Research Method

2.1. Participants

=2 Ao A2 4M-13M2] Of2I0|E iYL 2 2Fdt= TITX|Y O 20| A =HEO| 3743 o]y 0|8 T¢
3|@o e E DRtto 2 MAYstn BE W2 HOHEEFZEH(convenience sampling method)2 0| &310] 8 &
ZME HAIBIRACL H2E2 2 XFE o022 Y HAE o AF0| Y MHo| L2 st Do
A EE R E 25t k= AH0|A B2 ZALE StRA20 28 XtEe O K2[0AM 25t Rch 28 A2 XA
RO RO AZEMEUAM & 427HS B2 Z ZABIRSH 240t 42X 4278 & S 4HSILt iR = 218
£ 2MUY0IM HM2Ste & 40652 AI2E RREEECE EESY 2T Xtz 240 0|&sIRALCE & AL 2TE
Aoty E42 <Table 1>3f ZCt
Table 1: Demographic Characteristics of Research Subjects
Demographic frequency (n) Percentage (%)
Porrt Gerchr Mk 69 17.0
Femeke 337 83.0
A0’s 2 0.5
30’ 164 40.4
AR 40's 229 56.4
Moreten30's 11 2.7
Hich shoolgradi et 11 2.7
A Jniorcollgeandgrad A 56 13.8
Underrad eandgad et 281 69.2
Moretrengadusteschool 58 14.3
. Mk 300 73.9
Meber (Child) Gander
Femele 106 26.1
Lesstren8(Prexchool) 230 56.7
MarberChi)Age 8- 10Ekmentaryschool 14-Fgace) 145 35.7
113 Eemenarysthod 4 -6" gads) 31 7.6
More ten3mants 144 355
More then6mantts 126 31.0
Center UsagePericd Mare thenyeer 97 23.9
Moethen2years 20 4.9
Moethen3years 19 47

Total 406 100%
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2.2. Instrumentation
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2.3. Data Analysis
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3. Results

3.1. Analysis of Correlation and Reliability
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Table 2: The Result of Correlation and Reliability

.923
.943
.960

1 Fulfilimentof cusomerpromise
2Qusomerorienetion

.612**
.605**

.765**

3 Atraciveness
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4 Regporaiveress .655** 720%* 97 1 .963
5Satisfecion .585** .640** .607** .606** 1 973
6Tt .663** .681** .632** 672%* T14** 1 .960
7Re-egistrationinention .619** .580** 575%* .665** .663** .780** 1 975
8 Recommenchtionintertion 672%* .599** 594> .675** .705** .798** .834** 979
Notes <06, p<0L,***p<00L

3.2. Confirmatory Factor Analysis

2 AF0AM s 2AOHH E, A e H, HEo =2 THE Hlel THEIYEE XY o ZHEHE 48 =
oI QQIEM S HAISIRALE 2 A0 AHEE BHFRHO Q012 &5 F3(item parceling) 24 & 22 23 2
(partial disaggregation technique)2 &850 =9 HHE IS 2 M Hst = ALESIJLCE FH2Yo| 4002 2t
HOAY, BAC H HSOzE FYSIRACt HQIN QoM At BF MTE X|ts x70(58.089/24)=2.420,
GFI=.971, NFI=.992, CFI=.995, RMSEA=.0592 LE}t20f O|= Kline(2016)2| AN KAl 7|EXE 5310 2

AT HYDH2 Mot JQZ LIEHRCE
3.3. Result of Convergent Validity and Discriminant Validity

TIEISE 4SS Flol EBEIT et HEEIT S ASOIALE. YFEIT s M HAL 79 &= 2o 2E2) 2

[
A== (standardized regression weight)7t .7 0|A0|11 ZA{#Qlo| HF B AZFZEZHAVE: average variance extracted)
=0 2 HZ Y CHMorrison et al., 2017).

0| .5 O|AtO| oy, ZFXH B Q12| 71 Al 2| & (CR: construct reliability)= .7 0|42 7|
O 20 5Ee oAl 3e aQEE dnad SAOAHE 2

0] .965 #|CH240] 982, W& 2| =& X|Agf0] 978 £|CHZLO| 9882 LIEIG O, B 2AFEZHAVE)S 2HA O E 970,

Aol H 969, HEOl= 9812 LIEFT, 7HEAZ =(CR)E HADIAE 989, 22| & 989, WEO|= 99322 LIE}

Lt ZHA oA E, 2Ao] H, #So=2 TdE RE S-S UFEILEE 2% A2 & 5 ULk <Table 3>2
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Table 3: The Result of Convergent Validity

Variables Standardized regression weight AVE Construct reliability

fe13)

Rektiorshipmarkeing f¢53) .970 .989
9n
f¢33)

Rektionshipaelity ®’ .969 .989
90
o]

Beravioralintention ®» .981 .993
a8

ChEez HEETE HES 2AISHALE

ri

E 2 |
1} 4310 A 8372 LtEFL} Kline(2016)0] MA|St 7|Z Q1 + 855 A 1S|X| Qb= HAO 2 LIEPGICt Eoh & A RjEQlo| H
TEAFEX 7L £ HYHIO| &A= Mgt et 3 HEEIL O] s A= ZHEsit A OrA "1t 2tA 2
Ho| MEZt2 624, BAOHAH YD HEo|=o| MFZt2 559, EAol At HEo|=o| HMFZL 70022 LIEHGICt &=
el HREAFEX| gt F A 7to| MAEtAs MSatS Hlmet Aot F EAHelol HREMAFEX|
= U2 F EMH 7o AEEA MESetED 2 Ao LB HHEIY R = oot o2 TEHHEICE o2t 24
ZUE HEoz g M R E HMQIo| LYEIE = SHESHYICHT FEREICE
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