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Market segmentation by characteristics and perceived value of
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[Purpose] The purpose of this study was to provide basic data for spectators group of Taekwondo

performance efficient marketing activities through market segmentation from characteristics, perceived

values of the Taekwondo performance spectators. [Methods] The subjects of this research were Kukkiwon,

Taekwondowon and 1,021 questionnaires were finally used for the analysis. The results of this research

were drawn by frequency analysis, CFA(confirmatory factor analysis), reliability analysis, cluster analysis

(hierarchical and K-means), cross-tabulation analysis and One-way ANOVA were used for data processing
through SPSS 22.0 and AMOS 22.0. [Results] As results of the analysis, It was subdivided into three clusters

(such as group of male college students, man group of low perceived value and high degreed women

group of low pragmatism). [Conclusions] The significant differences of the characteristics and perceived

value appeared from each cluster. Cluster 1: A group of male college students, and the highest perceived

value for Taekwondo performance. Cluster 2: A group of male, and a low perceived value for Taekwondo

performance. Cluster 3: A group of high degreed women and a low pragmatism of perceived value.

Therefore, a practical marketing strategy was needed for each groups.
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Table 1. Demographic characteristic for data
Variables Classification N %
Male 513 50.2
Gender
Female 508 49.8
10s 126 12.3
20s 466 45.6
Age
30s 329 322
Over 40s 100 9.8
Less than high school 135 132
Academic Attending university 518 50.7
Ability College graduation 192 18.8
Over the graduate school 176 17.2
Less than 2,000,000 W 93 9.1
2,000,000~3,000,000 W 138 13.5
Monthl
Fa?:]lﬂyy 3,000,000~4,000,000 ¥ 284 27.8
Income 4,000,000~5,000,000 ¥ 200 19.6
(Won)
5,000,000~6,000,000 ¥ 118 11.6
More than 7,000,000 188 184
Family 303 29.7
Friend 314 30.8
Accompany Lover 95 9.3
Colleague 244 239
Etcetera 65 6.4
Less than 2 418 40.9
Numbers of
watching 3 342 335
Tackwondo 4 127 124
Performance
More than 5 134 13.1
Total 1,021  100.0
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A A T3] FFEFA (convergent validity) = 7
a7 Yate] Hdi§-
Q1A 2 Q1 E-A (confirmatory factor analysis)&
A o] Eaf ZF 2914 it g A=
reliability: CR) &} #5252 4= (average variance
extracted: AVE)E 753t tTable 2). WA 23 <]

AT = XP=894.502(df=137, p=.000), CFI+= .950,

KN
=9 (maximum likelihood) & &3} 2
oA )\]

S ok ofy

(construct

GFI= .912, TLI= .937, SRMR< .051, RMR-2 .049,
RMSEAE 0742 Yehg 23 o] Agtzel Add i
w9 FAE] AP AT AAIG 7| A& TFAT =
Ao 2 Vel tH(Bagozzi & Dholakia, 2002; Bentler,
1990; Browne & Cudeck, 1993; Carmines & Mclver,
1981). th&o & 7} ol B gk 9 A4 ghe RE &
go] 5ol do 2 Ve om (4 64844 A .927),
CRE #H4& 871914 H 939704 YElgtal AVEE 3
226930014 i 8387k Ueht CRE .7 1’3, AVE .5
o321 EA & FENT = A2 Ueh 7 F3f igh
AZEPA & RS THKim, 2007; Hair et al., 2006).
o2 7k g9l th et A2 =5 B3} 214} Cronbach's
oAl E o] &3 A F = M (reliability analysis) < &

A3t EKTable 2). #4243 BAE 3 #HEAte] 2l

218 7EA|of] thek 7+ 2919 AF = ghe A 87501]’\1 =
tf 9212 Yep APA oA AN AF = 7EE F
A7) A o2 YR (Nunnally, 1978).

Table 2. Confirmatory factor analysis (CFA) for convergent validity

Factors Items(Watching Tackwondo Performance: WTP) L;l;ﬁlg Error CR AVE Alpha (o)

WTP helps me to understand Taekwondo. .834 237
WTP helps me to increase patriotism. 912 A1

Cultural 913 728 .881
WTP helps me to understand our cultural. .866 .148
WTP is culturally valuable. .648 S13
WTP helps me to keep friendship. 927 178

Social WTP helps me to know sense of belonging, 905 211 910 72 921
WTP helps me to contribute interaction. .849 318
WTP was valuable to paid money. .864 387

Utilitarian WTP was valuable to spend time. 917 246 871 693 .903
I feel this WTP was successful. .832 376
I feel inherent attraction in the Tackwondo through WTP. .893 127

Aesthetic I feel natural beauty in the Tackwondo through WTP. .883 131 939 838 .906
I feel gracefulness in the Tackwondo through WTP. .847 187
WTP helps me to learn rule. 907 202

Moral WTP helps me to know honesty. .890 207 911 73 919
WTP helps me to learn social justice 875 289
WTP makes me feel good. 915 .149

Hedonic WTP makes me refreshing. .894 182 902 756 875
WTP gives me enjoyment. 713 363

CFA Fit: x’=894.502(df=137, p=.000), CFI=.950, GFI=.912, TLI=.937, SRMR=.051, RMR=.049, RMSEA=.074
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XtE2x2| g o] A+E YA AFHHd APAFES Fxsto] g
o] &= SPSS 22.0 @ AMOS 22.0% o] &3] Hl ff § i?fg LT %};’T] :J :]Q; ﬂj;% i
1:1?,}_\3' §]-o];<4 oo]lﬂ/\-l /\g ‘:'}H ?X]lﬂ}a( ]%_;541 ;#i ]?E ]"‘§]’0]‘7]H ]‘oq L_?ﬂz‘ﬁ]—o—#‘ ?
- A3} B AISA WY (K-means) < Bl 235 &=
T3 Ward 4, B]AZ2 &3 K-means), 224 Seich
ul olo =Ip 8 . S =
;: j‘j?%’f%‘ ((‘)Ene_ Waz ANOVA, A]’—r71:41 o - Scheffe) L;é]%@l Oﬂ ?—‘51_ 7534_% r/}g (Table 3>J4_ 7ELE} tdxi
& st AR E Ae. FARAES ANG]o] P 7} 71 EueEd g3 g
g AABIAT. o] AT EWA | I FEA A EA
‘?‘;:[7'755"]- AL HES B3 @"F(Ziscore)i Helelg] o 1,
HAE T FEAte] AAE 7129 Af- 29& A3t
TN (factor score) st &AA QAT B Bl
Stu ettt whebA B SR ek dkate 1A " b
TR S T A Fodzt 28 Al 55 7 2|9} ATLBAGHEL S T 9] 7| 2T Z ALEH
TOE AR E71E agBete SA It & At o2 AlS4 T (Ward ¥H) = A A8k
2B Ao Q& T 7l o] e 220] FAEH, o]FA FA S22t A7 (Euclidian distances) S £ A28 &+
9 7 252 A (cluster) o) 2 F-20}(Lee, 2012). ©] A 3 75 gttt olo et ASAH # T3l & 3
o 71T E 7INte g MRS FAA AR MelA 67he] A2 3 75 AT the o= v
Ao 2 Fe AHEE = tEAQ] FA4 7ol A AZA TN (K-means) = 53l #39 45 371 ~6
Qld (Ahn et al., 2009), T4 ] Wole AlS4 W Mol oz AAste] A A Aot HA 3
el o w55 o v 1 AR RE AAg o] 7 TE INZ o9& A5 w710 2784, 5 271 2284
A & A sto] A HASA Wl ofs) EA sk W T3] 515 o2 YEtgon | BE 7|FE WFEe] fre
Hol Fo] AMET I & 4~ Yith(Lee et al., 2013 Lee, A TFE AT oz 29 FE PR BRI S
2012; Jeong, 2011, 2015; Jeong et al., 2017). W&}A A5 249 71E Wt B sl 23 H e
Table 3. Result of cluster analysis
Segmentation Variable Cl 2 C3 S.S. S.E. F p
Gender -930 -907 903 424.167 169 2515370 0007
Age 084 -255 068 9.557 983 9.720 0007
Demographic Academic ability -138 -292 204 23.027 957 24069  .000""
characteristic  Monthly family income(Won) 021 -173 065 4590 993 4623 010"
Accompany -367 -390 371 71.547 861 83.059  .000™
Numbers of watching 623 -460 -133 82.583 840 98346  .000™"
Cultural 232 -292 004 17.230 968 17.798  .000™"
Social -.083 -173 121 8.155 986 8.271 000
Tackwondo Utilitarian 856 -.062 -435 151.119 705 214331 0007
performance . -
perceived value Aesthetic 369 -1.047 264 161.778 684 236473 000
Moral 135 -117 -021 4.188 994 4214 015
Hedonic 270 -260 -031 18.096 966 18724  .000™
Case of Cluster(&) n=278 n=228 n=515

".001, ‘1X.05
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Rl &3 Qo] #5 AT A3, 2R 1] 3754, &
K27} 2727, 31301 349, w47} 3407 o= vEhyt
TA3(34%) el ¥ A #7 vhe Ao Hla) YR
A7 veht B e A efe deE a5 9l
B AR YehT T o2 wR9] £5 SR EF}
A= 5 A7 7% i B felshA 2dEgle
U, ol & ek (2 10 134, w321 329, A
3: 9%, wH4: 4177, w35 429%)7h & A2 5
S& wo} i = A4k @A veh (23127 32
g, T30 9%) wREA e A3t g Aee g
F e Aoz vt v e R 745 64 27
SH0E 75 A, A 1% T frel skl 23S

Table 4. Cross-tabulation analysis for understandings of cluster

4709} 57N =

H =2 =]

EHAUE st vHAE 2
% %7k A8 bl vehbA k(@A 1: 416

o ClL: n/(%) C2: n(/%) C3: n(/%) Total: n(/%) <2
Classification
278272%)  228(22.3%) 515(504%)  1,021(100.0%) ®
Gender Male 269(524%)  218(42.5%) 26(5.1%) 513(100%) 849,166
Female 9(1.8%) 10(2.0%) 489(96.3%) 508(100%) (:000" )
10s 30(23.8%) 38(30.2%) 58(46.0%) 126(100%)
Age 20s 121(26.0%) 118(25.3%) 227(48.7%) 466(100%) 20391
30s 95(28.9%) 64(19.5%) 170(51.7%) 329(100%) (:0027)
Over 40s 32(32.0%) 8(8.0%) 60(60.0%) 100(100%)
Less than high school 24(17.8%) 40(29.6%) 71(52.6%) 135(100%)
Academic Attending university 188(36.3%) 140(27.0%) 190(36.7%) 518(100%) 99 374
Ability College graduation 32(16.7%) 26(13.5%) 134(69.8%) 192(100%) (:000™)
Over the graduate school 34(19.3%) 22(12.5%) 120(68.2%) 176(100%)
Less than 2,000,000% 25(26.9%) 42(45.2%) 26(28.0%) 93(100%)
2,000,000~3,000,000% 38(27.5%) 11(8.0%) 89(64.5%) 138(100%)
%ﬁtl};ly 3,000,000~4,000,000% 76(26.8%) 78(27.5%) 130(45.8%) 284(100%) 58.590
Income 4,000,000~5,000,000%¢ 52(26.0%) 40(20.0%) 108(54.0%) 200(100%) (000 )
(Won) 5,000,000~6,000,000% 32(27.1%) 26(22.0%) 60(50.8%) 118(100%)
More than 7,000,000 55(29.3%) 31(16.5%) 102(54.2%) 188(100%)
Family 102(33.7%) 83(27.4%) 118(38.9%) 303(100%)
Friend 116(36.9%) 85(27.1%) 113(30.8%) 314(100%)
Accompany Lover 22(23.2%) 47(49.5%) 26(27.3%) 95(100%) (2(3)%036%
Colleague 38(15.6%) 13(5.3%) 193(79.1%) 244(100%)
Etcetera 0(0%) 0(0%) 65(100%) 65(100%)
Less than 2 82(19.6%) 140(33.5%) 196(46.9%) 418(100%)
Numbers of
watching 3 33(9.6%) 71(20.8%) 238(69.6%) 342(100%) 270342
nggyggige 4 72(56.7%) 7(5.5%) 48(37.8%) 127(100%) (:000%*)
More than 5 91(67.9%) 10(7.5%) 33(24.6%) 134(100%)

K.001, (.01
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Table 5. One-way ANOVA for verification of differences according to cluster

Post-hoc

SS df MS

M SD

N

Classification

Factor

000"

88.670

40.722
459

2
1018

81.444

467.521

ST8
.904
.607
1.105
947
.959
.790
.858
.970
359
.809
.536
993
.905
.924
734
783
781

4.69
3.89
432
348
3.04
345
4.18
2.83
275
4.79
3.57
4.53
4.09
327
3.60
423
337
3.82

278
228
515
278
228
515
278
228
515
278
228
515
278
228
515
278
228
515

C1

Cl1>C3>C2

C2

Cultural

1020

548.964
31314
1014.345

C3

.000™"

15.657 15.713

.996

2
1018

Cl

Cl,C3>C2

C2

Social

1020

1045.659

C3

2 201.367 248911 000

1018

402.733

C1

C1>C2,C3

.809

823.552
1226.285

C2

Utilitarian

1020

C3

2 103.836 318389 000"

1018

207.671

Cl

Cl1>C3>C2

326

331.999
539.670
87.822
897.698
985.520
92.735
602.293

C2

Aesthetic

1020

C3

.000™"

43911 49.796

.882

2
1018

C1

C1>C3>C2

C2

Moral

1020

C3

.000™"

46.367 78.371

592

2
1018

Cl

Cl1>C3>C2

C2

Hedonic

1020

695.028

C3

€.001

s




Characteristics of factors
The lowest of cultural, social,
aesthetic, moral, & hedonic value
The lowest of utilitarian value

Most of highest all factors

Numbers of
watching
Lessthan2 & 3
Less than 2 & 3

4 & More than 5

Lover
Etc

Friend

Family &
dEt Fa9 ez Aot

Characteristic

No
Classification
Less than
278

2,000,000%

College graduation & Over 2,000,000~ Colleague &
o

Family income Accompany

3,000,000%

Academic ability
Less than high school &
Attending university
the graduate school

Attending university
7} Zt(Table 6). WA 31

Gender
Male
Male

Female
%

o

228)
515)

(n

(n

Table 6. Comparison with other cluster and cluster characteristic
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