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ABSTRACT

The purpose of this study is to verify a research model to analyze
how golf course members psychological responses (psychological
infringement, negative emotions), and levels of attachment and loyalty to
a golf course change according to the attitudes and behaviors of
non—-members. Moreover, this study verified the moderating effect of
psychological ownership to examine how the relationship between the
proposed variables in the research model changes depending on members’
level of psychological ownership. Lastly, based on the analysis results,
this study provided suggestions that can help retain a golf course
membership and attract new customers by maintaining a positive
relationship between members and non-members and reducing negative
experiences between them in golf course. The main analysis results of
this study are as follows.

First, members perceived high psychological infringement due to the
behavior of non-members in the golf course and experienced negative
emotions, showing negative attachment and loyalty to the golf course.
Second, significant relationships between psychological infringement,
negative emotion, attachment to the golf course, and loyalty were found
to vary according to the degree of psychological ownership. It was found
that members with high psychological ownership felt psychological
infringement when they saw non-members, but their perceived negative
emotions and future golf course switching intention were relatively less
affected. Meanwhile, it was confirmed that golf course members with low
psychological ownership experienced psychological infringement when they
saw the behavior of non-members, resulting in negative emotional

experiences and high switching intention. Finally, several practical
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implications were suggested to increase psychological ownership of golf
course members to help prevent membership changes related to

non—-members.

Keywords: Psychological ownership, psychological infringement, negative
emotion, attachment, loyalty, golf course member customers, golf course

non—-member customers
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