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            초록
          
        

        
          The purpose of this study is to investigate the relationship between the golf participants' intention to use SNS golf lesson contents and the behavior intention of a golf driving range applying the UTAUT2 model. The subjects of this study were collected through online surveys of golf participants without restrictions on professional and amateur, and age. A total of 275 copies of the online questionnaire were collected and used. The collected data was analyzed using the SPSSWIN program and AMOS, and frequency analysis, confirmatory factor analysis, reliability analysis, correlation analysis, structural equation model analysis, and path analysis were performed. The results are as follows. First, performance expectation, effort expectation, and promotion conditions do not affect the intention of golf participants to use SNS golf lesson content. Second, social influence, hedonistic motivation, price effectiveness, and habits have a positively significant influence on the intentions of golf participants to use SNS golf lesson contents. Third, golf participants' intention to use SNS golf lesson content has a significant influence on the behavior intention of visiting the golf driving range.
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