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A study on badminton racket brand image with the use of MDS and ISA
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[Purpose] The purpose of this study is to grasp consumers’ perception of badminton racket brand
image using MDS and ISA. [Methods] To do this, we conducted questionnaires on those who
participated in badminton and had experience of participating for 6 months or more in Seoul and
Gyeonggi province from April 12 to 28, 2017, selected and analyzed a total of 313 copies as valid
samples of this study. [Results] The results of study are as follows. First, as a result of MDS analysis,
it showed that only the price of brand image attributes were in order of Trion > Joobong > Lining >
Victor > Yonex, and the other attributes(Design, Functionality, Quality, Awareness, Advertising image,
Event, Color, Popularity, Sophistication, Originality, Trust, Service) were in order of Yonex > Victor >
Lining > Joobong > Trion. Second, as a result of ISA analysis, in I quadrant, Yonex showed
functionality, quality, sophistication, and trust and Trion showed price, design, functionality and quality,
Victor showed price, design, functionality, quality, color, sophistication, trust, service, and Joobong
showed price, functionality, quality, and trust in this area. In quadrant II as concentrated area, Yonex
showed price and service, Trion showed color, trust, service, Victor showed price, Lining showed trust
and service, and Joobong showed service in this area. In quadrant Il as low rank, Yonex showed
advertising image, event, Trion showed awareness, advertising image, event, popularity, sophistication,
originality, Victor showed advertising image, event, popularity, originality, Lining showed awareness,
advertising image, event, popularity, originality, and Joobong showed design, advertising image, color,
popularity, sophistication in this area. In quadrant IV as excess avoidance, Yonex showed design,
awareness, color, popularity, originality, Victor showed awareness, Joobong showed awareness, event,

originality in this area.
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Table 1. Demographic characteristics of survey subjects

Division Frequency  Rate(%)
Gender Male 191 61.0
Female 122 39.0
20s 115 36.6
Age 30s 94 30.0
40s 62 20.0
50s 42 134
Student 95 30.4
Employee 106 339
Tob Housewife 27 8.6
Self-employed 41 13.1
Professions 29 9.2
Etc 15 4.8
~1.5million won 131 419
~3million won 115 36.7
Monthly pay  ~4million won 47 15.0
~Smillion won 11 3.5
Smillion won~ 9 29
~100,000won 77 24.6
Racket ~200,000won 127 40.6
price ~300.000won 74 23.6
300,000won~ 35 11.2
6Months~ 1Year 96 30.6
o 1~3year 85 27.2
Pﬁigﬁ;‘m 3~Syear 82 262
S5~6year 24 7.7
byear~ 26 8.3
YONEX 113 36.1
TRION 54 17.3
Brand VICTOR 78 249
LI-NING 31 9.9
JOOBONG 37 11.8
Brand 18 5.8
) Price 54 17.2
Cogiizrrzble Design 31 9.9
Functionality 207 606.1
Service 3 1.0
A 313 100
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ISA(Importance-Satisfaction Analysis)
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VAR 319 9 B
HJEA dehd B o o] Ay BB
d<o]tH(Tonge & Moore, 2007).
High
Importance
Il Quadrant | Quadrant
(Concentrate Here) (Keep Up the Good Work)
Low High
Satisfaction Satisfaction
Il Quadrant IV Quadrant
(Low Priority) (Possible Overkill)
Low
Importance

Fig. 1. ISA Matrix(Tonge & Moore, 2007)
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Table 2. Euclidian distances

Brand 1 2 3 4 5

YONEX .000
VICTOR 1.037  .000
LI-NING 3305 2467 .000
JOOBONG  3.587  2.720 612 .000
TRION 3.706  2.833 935 486 .000
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Table 3. Two-dimensional phase coordinate values

Brand dimensionl(x%)  dimension2(y%)
YONEX 913 -.124
VICTOR 573 138
LI-NING -394 151

JOOBONG -.530 -.003

TRION -563 -.163

Stress value 0.001
Deter@maﬂon 999
coefficient value
o
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Dimension 1

Fig. 2. Perception Diagram

of7|A Wshe Stressakol & %%X}J o143} A 7tw
el Bl YAzt =94 A=E Yeile Ao®
dF9 oA A7 ddtH(Lee et al., 2015
(Fig. 2)% 2w 1w 5o Wi=we g vads & =
T3 Efo2o] §AIG oA AAYBAI}L £ &
gl Egfo]l &8 AYBA I} Urhe AL g9 & ¢

AT},

L
).
=
¢}
2~

HH=RIE 212
XM

SS0InXI0 Thet SHARE Ol

Z
Iz
e,
I
ri
1o
N

}l_‘
bl
o)
=]
=

L
rE W
¥ o
il
o,

o =

N

> =
=X o i

g o

o,

g r o 5 o

HX
ol
Y i,
.
)
)
¥
=
o
ne o
X,

R
=t
1Y
ol
i Rl
ol
B
N
o
o
ofo
_O‘L
2
Hop
OB ox i
K
I
1o,

o
obovim

{0

ox HN
oy
(i,
=Y
X,
~ ¥
5 o
r;jirirﬂﬁriogérﬂ—wrﬂ

=y o

e 7kl FARI (cosine
Al

FE o

]_

s Ay o 12 1 1o -y
O

N
& oK odo © ot
8
o
i
e
4
e

H AL gro]l AFEozZN 04 Aue &4

roperty vector)= 18 ﬁli]r(Lee 2013) 3

29 xTskd SAATE g}ol

AL% o] 0 RS Ave ’d% LQ?E} o}
2 Z

o o

s
rr
>

N

e
n
o,
=)
>
PR,
= oX,
ol 2,
£
>0
=)
L
4
o {i‘ o
o >= o
& o
o o
N
(o E ot
O
N
o B
il kgl °
S
-
0 llI ~

2
_>|i
4l
Y
i)
b
oX
1E
v
|

ol
ol
il
1o
B3
)
H
0
9,
s
)

HH(Lee et al., 2016).
g 2l 17 &7g ]tk 3]
=8 AT %A% <Table 4)eh 2
E gro] A% E
W (Fig. 3)3%
gk HjEwE

:Lﬂl

O’{N OL
br
)
>
X
N
i
o,
o\
O,

o)
=

=
foli o
o
o
froox N
?‘9 N
1% o
SRR
=
T i
o
T, oX
ot >,
.
ofr oy
(m 2



Table 4. Regression coefficient value

Badminton racket brand image MDS ISA 673

Brand image

dimensionl 1(f)

dimensionl 2(f)

Price -.882 -274
Design 975 -212
Functionality .996 027
Quality 985 155
Awareness .989 -.094
Advertising image .998 -010
Event .988 -127
Color 987 -.047
Popularity .998 .052
Sophistication 987 155
Originality 979 075
Trust .966 -222
Service 879 025
1.0
0.5
] — : w410
™ T — . . _. — Al 9 i
5 —1 ——— -Jqdbané_-_,-'.._: A P e
a 0 S B e — ] z Yonexs" £ I
E——— 2
5 — e, i
.,_'12»2
-0.5-
1L-"10 T T
-1.0 -0.5 0.0 0.5 1.0

Dimension 1

1. Price, 2. Design, 3. Functional, 4. Quality, 5. Awareness, 6. Advertising image, 7. Event, 8. Color, 9. Popularity,
10. Sophistication, 11. Originality, 12. Trust, 13. Service

Fig. 3. Positioning Map
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Table 5. Difference Analysis of YONEX

t-testE HAIE 4

A= (Table 5, (Table 6),
(Table 7), (Table 8), {Table 9)¢} 2t} £ ~9)

EEE R
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o7k BAH R Folg Ao e

S AA
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ot
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Factor Importance Satisfaction .
M S.D M S.D
Price 3.90 1.035 333 977 5.598***
Design 3.73 1.126 3.83 .895 795
Functionality 4.35 952 3.99 931 3.946%**
Quality 4.38 919 4.04 784 4.198***
Awareness 3.59 1.074 3.93 952 2.750%*
Advertising image 3.29 1.041 342 .998 1.232
Event 3.27 1.088 3.23 1.077 357
Color 3.79 1.013 3.73 .897 473
Popularity 3.59 1.041 3.77 .876 1.516
Sophistication 3.88 .965 3.82 815 421
Originality 3.79 .850 3.85 .837 .584
Trust 4.14 833 3.87 950 2.567*
Service 4.11 .849 3.65 1.042 3.894%*x*
Table 6. Difference Analysis of TRION
Factor Importance Satisfaction .
M S.D M S.D
Price 3.96 751 3.52 .966 2.777**
Design 3.89 .965 3.81 1.065 513
Functionality 430 17 3.85 1.053 3.256%*
Quality 430 662 4.04 .889 1.954
Awareness 2.96 .846 3.44 1.003 3.285%*
Advertising image 2.89 .691 333 991 3.385%*
Event 3.19 779 3.22 .965 230
Color 3.70 17 341 .962 1.827
Popularity 2.85 979 3.26 1.049 2.623*
Sophistication 3.48 795 3.33 .869 1.033
Originality 3.30 .662 3.37 .831 704
Trust 3.56 502 3.37 .831 1.564
Service 3.89 .883 3.41 .836 3.662%*




Table 7. Difference Analysis of VICTOR
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Factor Importance Satisfaction ¢
M S.D M S.D
Price 4.01 712 3.13 1.313 6.857%**
Design 4.14 751 4.00 .993 1.331
Functionality 4.26 .999 4.03 1.105 2.533*
Quality 4.46 733 3.79 972 5.875%%*
Awareness 3.55 1.089 3.96 .889 2.338*
Advertising image 3.24 1.197 341 1.110 .825
Event 3.46 1.266 3.19 1.140 1.435
Color 4.21 779 3.79 1.024 2.823%*
Popularity 3.45 1.180 3.56 1.100 .600
Sophistication 4.13 .888 3.94 .858 1.755
Originality 3.64 .993 3.59 .946 410
Trust 4.13 945 3.95 719 1.580
Service 4.54 0.658 4.04 0.946 4.191+%*
Table 8. Difference Analysis of LI-NING
Factor Importance Satisfaction ¢
M S.D M S.D
Price 3.74 445 3.74 .682 0.000
Design 3.84 1.186 3.97 .875 1.161
Functionality 4.13 341 3.87 341 2.108*
Quality 4.13 341 4.00 .000 2.108*
Awareness 3.16 934 2.87 341 1.468
Advertising image 2.61 1.145 2.74 445 .548
Event 2.13 957 248 .890 1.110
Color 3.97 1.016 3.32 1.423 3.528%*
Popularity 2.26 .999 3.10 .944 2.969**
Sophistication 3.87 341 345 1.338 1.748
Originality 2.90 .790 2.61 715 1.139
Trust 4.23 .669 3.10 .790 10.160***
Service 4.10 .790 3.13 341 6.158%**
Table 9. Difference Analysis of JOOBONG
Factor Importance Satisfaction ¢
M S.D M S.D
Price 3.97 1.093 3.54 .691 2.351%*
Design 3.22 .630 3.30 .878 770
Functionality 3.92 759 3.57 .502 4.416%**
Quality 3.59 .865 341 498 1.642
Awareness 3.16 374 3.57 .647 3.83 %%
Advertising image 2.86 713 3.08 493 2.089*
Event 2.35 753 343 .502 6.894***
Color 3.32 475 3.19 811 1.152
Popularity 3.05 .780 3.00 571 422
Sophistication 2.84 .553 3.08 .640 1.599
Originality 3.19 .701 3.76 597 3.601%**
Trust 3.49 .507 3.54 .900 495
Service 3.76 1.011 3.08 759 8.660%**
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