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Since media golf professionals are mainly encountered online rather than through face-to-face instruction, it is difficult to assess their competency and expertise as instructors. To this end, the study sought to assess instructors’ instructional competence through the construct of instructor image and examine its influence on instructor trust and customer satisfaction. The participants were 290 Korean adult amateur golfers (186 men and 104 women). A questionnaire was used to measure perceptions of instructor image, instructor trust, and customer satisfaction. Data were analyzed using descriptive statistics, validity and reliability tests, and multiple regression analysis. First, the instructor image of media golf professionals was found to have a partially positive effect on instructor trust. Among the subfactors of instructor image, attitude did not have a significant effect. Second, instructor image had a significantly positive effect on customer satisfaction; however, among its sub-factors, qualification did not have a significant impact. Third, instructor trust had a significantly positive effect on customer satisfaction. In conclusion, the findings of this study state that a positive instructor image of media-based golf professionals fosters trust and satisfaction, thereby promoting continued participation in exercises and sustained viewing intentions.
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1 Introduction

With the advancement of digital technology, people can access a wide range of online content without the limitations of time and place (Knell, 2021). The golf industry has shown a growing trend in content distribution on online platforms. Instagram is a representative platform for sharing photos and short videos (Hu et al., 2014), whereas YouTube and Netflix are major video platforms. With the widespread use of mobile devices and tablet PCs, the use of OTT services has also expanded. Unlike traditional TV broadcasting, online platforms allow users to watch videos and obtain information conveniently (Puthiyakath and Goswami, 2021). These platforms enable individuals to promote themselves, share content, and acquire new knowledge through social networking sites (SNS) and other online media.

In the past, golf was widely perceived as an expensive sport that was difficult to access. However, with the expansion of screen golf, a more affordable alternative, golf has become more accessible and popular among the general public (Lee and Kwon, 2021). As the number of golf participants has increased, online lesson content on YouTube and golf broadcasts have become more widespread and frequently consumed (Sorbie et al., 2020). Previously, golfers had to physically visit a location to receive lessons but the rise in online lesson content has allowed easier access to information. This trend has also provided an opportunity to effectively convey information online, allowing viewers and presenters to communicate and interact through dialogic content in digital environments (Zhang et al., 2024). As a result, people have increasingly turned to video-based content when they seek to learn something (Rosenthal, 2018; Jebe and Park, 2019).

Viewers often feel a sense of familiarity and closeness with the presenter, even without having met them in person (Kowert and Daniel, 2021). This phenomenon where individuals engage and form a sense of relationship with a figure beyond the screen is referred to as parasocial interaction (PSI) or a parasocial relationship (PSR) (Horton and Richard Wohl, 1956; Rubin et al., 1985; Frederick et al., 2012). These experiences can arise from various factors, such as whether the instructor possesses a likable or charismatic personality (Rubin and McHugh, 1987; Lee and Watkinson, 2016), and whether they consistently exhibit the same attitudes and beliefs over time (Turner, 1993; Frederick et al., 2012). To minimize the perceived disconnection between online and offline environments, it is important for the instructor to convey a sense of warmth and closeness to the viewer (Beautemps and Bresges, 2021). Moreover, transitioning from relatively short-term PSI to a more sustained and enduring PSR (Liebers and Schramm, 2019) requires the presenter to not only demonstrate subject-matter expertise but also possess the ability to evoke empathy from learners.

Instagram has also gained recognition as an effective promotional tool across various fields, increasing the influence of social media influencers (Brag, 2019). Many golf professionals now produce and share short-form content, such as brief lesson clips or swing videos, on Instagram (Lee and Kim, 2024). When individuals present themselves through social networking services (SNS), they can imprint their self-image on learners and viewers while also creating a foundation for the development of parasocial interactions (Kim and Song, 2016). Moreover, platforms such as YouTube and Instagram allow viewers to provide immediate responses and feedback, and when viewers observe that their comments or suggestions are acknowledged and reflected, their interest and engagement tend to increase (Bond, 2016). As the influence of the online market continues to grow (Haenlein et al., 2020), golf instructors must strategically utilize online platforms to promote themselves and maintain competitiveness. Additionally, media professionals actively appear in videos of popular YouTubers or participate in popular golf tournaments, such as the G-Tour, to gain media exposure (Kang and Park, 2015). As online content delivers information easily and offers entertainment value (Wendt et al., 2016), golf instructors who appear in such content can build public recognition more effectively.

Previously, golf professionals were categorized as teaching professionals, who primarily focus on instruction, and tour professionals, who compete in tournaments. With the development of media, a new group of professionals has emerged, referred to as media professionals, who are primarily active in broadcasting or social media. These individuals often attract attention owing to their attractive appearance or favorable physical attributes and, like tour players, receive sponsorship for clothing and equipment. The widespread use of sponsorship in sports reflects its strong marketing impact on athletes and influencers (Erdogan et al., 2001).

Previously, sports instructors were evaluated primarily based on their teaching abilities. However, Housner and French (1994) stated that sports instructors should be evaluated not only for their teaching ability but also for their skills in sports and their knowledge of sports education. In addition, golf instructors are expected to cultivate a positive mindset toward the sport, beyond just teaching technical skills (Cromack, 2011). In contrast to the previously performance-oriented perception of athletes, increasing visibility through media has shifted the criteria for determining their value, with not only performance but also appearance and image playing significant roles (Wolter, 2010). Therefore, athletes must use online media as an essential tool for self-promotion (Davies and Mudrick, 2017).

This study aims to examine how amateur golfers perceive the instructor image of media golf professionals through broadcasts and online platforms, and how these perceptions influence instructor trust and customer satisfaction. Boulding et al. (1964) defined image as the mental picture of an individual based on subjective perceptions. An instructor’s image is derived from their competency, expertise, role, and attitude, which together foster psychological stability and build trust in the instructor (Kolter and Clarke, 1987). Kumar (1996) described trust as a fundamental concept for forming positive relationships and defined it as the emotional expectation that the other party will meet one’s needs. The confidence inspired by the instructor has a significant effect on learners’ psychological stability (Cook and Wall, 1980). In the case of media-based instruction, learners receive lessons from media professionals’ functions not only as students but also as customers. Their satisfaction is crucial for maintaining long-term golf participation and continued engagement with lesson content. Satisfaction is an emotional response based on personal experience and performance (Tiffin and McCormick, 1965). Customer satisfaction, specifically, refers to emotional reactions to the quality of services received (Howard and Sheth, 1969). Thus, it is not simply the instructor’s appearance but the quality of the lesson content and its impact on the learner’s performance that influences satisfaction. Because media professionals play the dual roles of instructors and content providers, it is important to examine their effectiveness using these constructs.

An effective instructor must possess not only advanced instructional skills (Mageau and Vallerand, 2003) but also professional knowledge that supports learners’ development (Sucipto et al., 2017). These qualities help foster trust in the instructor, which is essential for learner satisfaction, and play a critical role in encouraging continued participation in sports. However, media professionals tend to be evaluated on their appearance more than their instructional abilities, and prior research on their instructor image is lacking. Additionally, because media professionals often teach exclusively online and cannot take direct responsibility for learners’ outcomes, research on trust in media professionals is limited. Therefore, this study seeks to investigate the relationship between media professionals’ instructor image, trust, and customer satisfaction.

The research hypotheses are as follows:


H1: The instructor image of media golf professionals significantly affects instructor trust.
H2: The instructor image of media golf professionals significantly affects customer satisfaction.
H3: Instructor trust in media golf professionals significantly affects customer satisfaction.




2 Materials and methods


2.1 Participants

The participants of this study consisted of 300 Korean adult amateur golfers. Data were collected via an online survey conducted between January 7 and March 24, 2025. The participants were recruited using convenience sampling. This study was conducted in accordance with the Declaration of Helsinki. The need for ethical review and approval was waived for this study according to Article 13 of the Enforcement Rule of the Bioethics and Safety Act of the Republic of Korea. To ensure voluntary participation, the following statement was clearly included on the first page of all questionnaires: “Your participation in this study is completely voluntary. There are no foreseeable risks associated with this study. However, if you feel uncomfortable answering any questions, you may withdraw from the survey at any point.” After excluding 10 insincere responses, 290 were included in the final analysis. The demographic characteristics of the participants are presented in Table 1.


TABLE 1 Demographic characteristics of the participants.


	Category
	Item
	n
	Percentage (%)

 

 	Gender 	Male 	186 	64.1


 	Female 	104 	35.9


 	Age 	20s 	27 	9.3


 	 	30s 	81 	27.9


 	40s 	96 	33.1


 	50 and older 	86 	29.6


 	Golf Experience 	Less than 1 year 	18 	6.2


 	 	1–5 years 	68 	23.4


 	5–10 years 	83 	28.6


 	10–20 years 	71 	24.5


 	More than 20 years 	50 	17.2


 	Handicap 	Under 10 	48 	16.9


 	 	10–15 	54 	18.6


 	15–20 	121 	41.7


 	Over 20 	66 	22.8


 	Viewing Frequency 	1–2 times/week 	98 	33.8


 	 	3–4 times/week 	96 	33.1


 	5–6 times/week 	63 	21.7


 	Daily 	33 	11.4


 	Occupation 	Office worker 	133 	45.9


 	 	Professional 	48 	16.6


 	Sales 	74 	25.5


 	Other 	35 	12.1




 



2.2 Scale


2.2.1 Measurement instruments

To analyze media professionals’ intention to take golf lessons, as well as perceptions of coaching image, trust, and satisfaction, this study utilized and adapted existing validated measurement tools. To measure golf coaching images, this study used and modified an instrument originally developed by Dowling (1986), translated by Park (2012), and later applied in the study of Lee (2017). The instrument was revised to fit the context of this study and consisted of five items measuring qualifications, five items measuring expertise, four items measuring role, and five items measuring attitude. Next, to assess trust in the coach, six items were selected from the questionnaire used by Lee (2010), which was based on Levering’s (1988) measurement tool and adapted and standardized by Cheong (2002). Last, to measure customer satisfaction, this study used a modified version of the questionnaire originally used by Keller (1993) and later adapted by Kim (2000) and Lee (2010). The original instruments were not culturally modified but underwent minor revisions to improve readability in the survey context. To ensure clarity and content validity, the adapted items were reviewed by two faculty members specializing in sport management and three doctoral-level graduate students before data collection. This expert review confirmed the appropriateness and relevance of the items for the target population.



2.2.2 Factor analysis

An exploratory factor analysis (EFA) was conducted to verify the construct validity of the measurement instruments. Factors were extracted by selecting items with eigenvalues greater than 1.0, and items with factor loadings above 0.4 were retained using a repeated estimation of covariance and orthogonal rotation.

Factor analysis revealed that Factor 1 consisted of five items related to expertise, with an eigenvalue of 6.576 and an explanatory power of 34.612%. Factor 2 consisted of five items pertaining to qualifications, with an eigenvalue of 3.024 and an explanatory power of 15.916%. Factor 3 was composed of five items related to attitude, with an eigenvalue of 2.217 and an explanatory power of 11.669%. Factor 4 included four items for the role factor with an eigenvalue of 1.693 and an explanatory power of 8.908%. Thus, the results of the exploratory factor analysis for golf coaching images showed that all factors had factor loadings above 0.5, and the cumulative variance explained was 70.106%, indicating that the survey items had relatively good validity (Table 2). For constructs that have been repeatedly validated as single-factor scales (trust in golf instructor and customer satisfaction) in prior studies, exploratory factor analysis (EFA) was initially considered. However, given their well-established unidimensionality, detailed EFA results were omitted from the final manuscript.


TABLE 2 Results of exploratory factor analysis on instructor image.


	Item
	Factor 1
	Factor 2
	Factor 3
	Factor 4

 

 	Expertise 1 	0.874 	0.142 	0.077 	0.057


 	Expertise 2 	0.859 	0.149 	0.043 	0.081


 	Expertise 3 	0.850 	0.196 	0.088 	0.104


 	Expertise 4 	0.855 	0.185 	0.083 	0.106


 	Expertise 5 	0.710 	0.238 	0.013 	0.272


 	Competency 1 	0.197 	0.852 	0.022 	0.105


 	Competency 2 	0.130 	0.856 	0.105 	0.084


 	Competency 3 	0.175 	0.823 	0.124 	0.076


 	Competency 4 	0.209 	0.803 	0.124 	0.045


 	Competency 5 	0.231 	0.690 	0.094 	0.076


 	Attitude 1 	−0.051 	−0.157 	0.678 	0.202


 	Attitude 2 	−0.018 	0.177 	0.656 	0.100


 	Attitude 3 	0.084 	0.029 	0.897 	−0.037


 	Attitude 4 	0.105 	0.011 	0.892 	0.011


 	Attitude 5 	0.112 	−0.18 	0.867 	0.053


 	Role 4 	0.049 	0.085 	0.088 	0.848


 	Role 3 	0.092 	0.157 	0.071 	0.804


 	Role 2 	0.212 	0.249 	0.078 	0.740


 	Role 1 	0.214 	0.252 	0.032 	0.700


 	Eigenvalue 	6.576 	3.024 	2.217 	1.693


 	Variance (%) 	34.612 	15.916 	11.669 	8.908


 	Cumulative (%) 	34.612 	50.528 	62.197 	71.106





Bold values show the factor with the highest factor loading for each item.
 



2.2.3 Reliability analysis

Cronbach’s α coefficient was calculated to verify the reliability of the survey instrument. Detailed results of the reliability analysis are presented in Table 3.


TABLE 3 Results of reliability analysis.


	Variable
	Subfactor
	Cronbach’s α

 

 	Instructor image 	Competency 	0.907


 	 	Expertise 	0.914


 	Role 	0.833


 	Attitude 	0.870


 	Trust in instructor 	Single factor 	0.891


 	Customer satisfaction 	Single factor 	0.891




 

If the Cronbach’s α value of a survey instrument is above 0.6, it is generally considered reliable. In this study, the reliability of the questionnaire was found to be high. Specifically, Cronbach’s α values for the instructor image ranged from 0.833 to 0.914, while the values for trust in the instructor and customer satisfaction were both 0.891.




2.3 Data analysis method

The data analysis method used in this study was SPSS 18.0. The specific procedures were as follows. First, a frequency analysis was conducted to examine the demographic characteristics of the study participants. Second, exploratory factor analyses and reliability analyses were performed to verify the validity and reliability of the golf instructor image, instructor trust, and customer satisfaction scales. Finally, correlation analyses and multiple regression analyses were conducted to analyze the impact of golf instructor image on instructor trust and customer satisfaction. In addition, the regression analysis included diagnostic tests of the residuals, examining normality, homoscedasticity, and autocorrelation (Table 4).


TABLE 4 Correlation analysis results between variables.


	Variable
	Attitude
	Trust
	Role
	Lesson participation
	Competency
	Expertise

 

 	Attitude 	1 	 	 	 	 	


 	Trust 	0.111 	1 	 	 	 	


 	Role 	0.192** 	0.312** 	1 	 	 	


 	Customer Satisfaction 	0.231** 	0.177** 	0.281** 	1 	 	


 	Competency 	0.200** 	0.344** 	0.460** 	0.273** 	1 	


 	Expertise 	0.146* 	0.348** 	0.360** 	0.332** 	0.446** 	1




 




3 Results


3.1 Correlation analysis

As shown in Table 5, the correlation analysis revealed a positive relationship between instructor image, trust, and lesson participation. Among these relationships, the correlation between competency and role was the most significant, with a coefficient of 0.460. The second most significant correlation was between competency and expertise. The correlation coefficients ranged from 0.111 to 0.460, which were smaller than the multicollinearity threshold of 0.80, indicating no multicollinearity issues.


TABLE 5 The effect of instructor image on customer satisfaction.


	Variable
	B
	SE
	β
	t
	p
	Tolerance

 

 	Attitude 	0.162 	0.058 	0.156 	2.815 	0.005 	0.945


 	Role 	0.129 	0.061 	0.133 	2.131 	0.034 	0.75


 	Competency 	0.075 	0.061 	0.081 	1.24 	0.216 	0.69


 	Expertise 	0.217 	0.059 	0.226 	3.667 	<0.001 	0.77





B, Unstandardized regression coefficient; SE, Standard error; β, Standardized regression coefficient; t, t-value; p, significance level. *p < 0.05; **p < 0.01; ***p < 0.001.
 



3.2 The effect of instructor image on instructor trust

The analysis revealed that the model had an explanatory power of 18%, with an F-value of 16.029 and a significance level of 0.001, indicating that it was statistically significant. Among the components of instructor image, expertise, competency, and role were found to significantly affect trust in instructors. In contrast, the attitude component showed a t-value of 0.283, which was below the threshold value of 1.96, and a significance level greater than 0.005, indicating that attitude did not have a significant influence on trust in the instructor. All other variables had acceptable t-values and significance levels, and the tolerance values were above 0.1, indicating no multicollinearity. Detailed statistical results were reported in Table 6. The fundamental assumptions of regression analysis were assessed. Normality of residuals was supported, as the standardized residuals in the P–P plot closely followed the diagonal line (Figure 1), and the histogram indicated a mean near zero and a standard deviation close to one (Figure 2). Homoscedasticity was confirmed by the residual scatterplot, which showed a random distribution of residuals around zero without discernible patterns (Figure 3). The Durbin–Watson statistic was 1.854, close to the ideal value of 2, suggesting no autocorrelation. Collectively, these results indicate that the regression model satisfied the assumptions of normality, homoscedasticity, and independence.


TABLE 6 The effect of instructor image on instructor trust.


	Variable
	B
	SE
	β
	
	t
	p
	Tolerance

 

 	Attitude 	0.017 	0.06 	0.016 	 	0.283 	0.777 	0.945


 	Role 	0.154 	0.063 	0.151 	 	2.446 	0.015 	0.95


 	Competency 	0.173 	0.063 	0.177 	 	2.744 	0.006 	0.69


 	Expertise 	0.214 	0.062 	0.212 	 	3.483 	<0.001 	0.77




 

[image: P–P plot showing observed cumulative probabilities on the x-axis and expected cumulative probabilities on the y-axis. Data points closely follow the diagonal line, indicating that the standardized residuals follow a normal distribution.]

FIGURE 1
 Normal P–P plot of regression standardized residuals.


[image: Histogram of regression standardized residuals with a normal distribution curve overlay. The x-axis represents residual values, and the y-axis shows frequency. Key statistics include a mean of approximately zero, a standard deviation of 0.993, and a sample size of 290.]

FIGURE 2
 Histogram of standardized residuals.


[image: Scatter plot depicting regression standardized residuals against regression standardized predicted values. The plot shows data points scattered with no clear pattern, suggesting randomness. The horizontal axis ranges from negative four to two, while the vertical axis spans from negative four to four.]

FIGURE 3
 Standardized residuals plot.




3.3 The effect of instructor image on customer satisfaction

The analysis showed that the model had an explanatory power of 17%, indicating statistical significance. The F-value was 14.620 with a significance level of 0.001, suggesting that the regression model was a good fit. Among the components of instructor image, expertise, attitude, and role were found to have a significant influence on customer satisfaction. In contrast, the competency component has a t-value of 1.240, which is below the standard threshold of 1.96, and a significance level greater than 0.005, indicating that competency does not significantly affect customer satisfaction. All other variables met the required t-values and significance thresholds, and the tolerance values were above 0.1, confirming the absence of multicollinearity. Detailed statistical results were shown in Table 5. In this study, the fundamental assumptions of regression analysis were examined. First, the normality of residuals was tested, and the standardized residuals in the normal P–P plot were found to be closely aligned with the diagonal line (Figure 4). In addition, the histogram showed that the mean of the residuals was close to 0 and the standard deviation was close to 1, indicating that the distribution of residuals was generally similar to a normal distribution, thereby suggesting that the normality assumption was not seriously violated (Figure 5). The residual scatterplot further revealed that the residuals were evenly distributed around zero without any specific pattern, supporting the validity of the homoscedasticity assumption (Figure 6). Lastly, the Durbin-Watson statistic was 1.704, which is close to 2, indicating no autocorrelation. Therefore, the regression model in this study was judged to generally satisfy the assumptions of normality, homoscedasticity, and independence.

[image: P-P plot comparing observed cumulative probabilities with expected cumulative probabilities. Most data points closely follow the reference line, indicating that the data distribution matches the expected distribution.]

FIGURE 4
 Normal P–P plot of regression standardized residuals.


[image: Histogram of regression standardized residuals with a normal distribution curve overlay. Residuals range from -4 to 4 with frequency on the vertical axis. Mean is approximately zero, standard deviation is 0.993, with 290 data points. Peak occurs near zero.]

FIGURE 5
 Histogram of standardized residuals.


[image: Scatter plot showing regression standardized residuals on the y-axis plotted against regression standardized predicted values on the x-axis, ranging from negative four to four. Data points are scattered around a central horizontal line, indicating variance distribution.]

FIGURE 6
 Standardized residuals plot.




3.4 The effect of instructor trust on customer satisfaction

Table 7 presents the results of the analysis on the influence of trust in golf instructors on customer satisfaction. The model demonstrates an explanatory power of 3.1%, which is statistically significant. The F-value was 9.285, with a significance level of 0.003, indicating that the regression model was appropriate. The t-value was 3.047 and the significance level was 0.003, supporting this hypothesis. Detailed statistical results were reported in Table 7. The fundamental assumptions of regression analysis were evaluated. Normality of residuals was supported by the Kolmogorov–Smirnov test (p = 0.040) and Shapiro–Wilk test (p = 0.001), as well as by visual inspection of the histogram and normal Q-Q and P–P plots, which indicated distributions consistent with normality (Figures 7, 8). Homoscedasticity was confirmed by the residual scatterplot, which showed a random distribution of residuals around zero without identifiable patterns (Figure 9). The Durbin–Watson statistic was 1.747, close to the ideal value of 2, suggesting no autocorrelation. Collectively, these results indicate that the regression model satisfied the assumptions of normality, homoscedasticity, and independence.


TABLE 7 The effect of instructor trust on customer satisfaction.


	Variable
	B
	SE
	β
	t
	p

 

 	Trust 	0.169 	0.055 	0.177 	3.047 	0.003




 

[image: P-P plot comparing observed cumulative probabilities to expected cumulative probabilities. Data points form an approximately linear pattern along the diagonal, indicating a good fit between the observed and expected values.]

FIGURE 7
 Normal P–P plot of regression standardized residuals.


[image: Histogram displaying the frequency of regression standardized residuals, ranging from negative three to three. A normal distribution curve overlays the bars, indicating a distribution close to normal. Mean is approximately zero, standard deviation is 0.998, and sample size is 290.]

FIGURE 8
 Histogram of standardized residuals.


[image: Scatter plot showing standardized residuals on the y-axis versus standardized predicted values on the x-axis. Points are distributed without a clear pattern, indicating homoscedasticity and supporting the assumption of linearity for regression analysis.]

FIGURE 9
 Standardized residuals plot.





4 Discussion

This study examines the image of golf professionals in the media and investigates whether it affects instructors’ trust and customer satisfaction. The results of this study showed that, among the components of instructor image, expertise, competency, and role positively influenced instructor trust, whereas attitude did not show a significant effect, which is consistent with prior findings that professional certification levels strongly shape amateur golfers’ perceptions of expertise, credibility, and participation intentions (Yang et al., 2024). Previous studies have shown that instructors’ or leaders’ attitudes can significantly influence trust and learning outcomes even in non-face-to-face contexts (Schrodt et al., 2009; Li et al., 2021). However, in media-based instruction, attitudes may be less directly perceived by learners, thereby reducing their immediate effect compared to expertise and competence. This difference suggests that the impact of attitudes on trust may vary depending on the instructional environment, underscoring the need for future studies to further examine contextual moderators. Expertise, attitude, and role significantly affected customer satisfaction, whereas competency did not. Finally, instructor trust had a positive effect on customer satisfaction. These results suggest that instructor image positively affects both instructor trust and customer satisfaction, indicating that instructor image plays an important role for learners. Although the explanatory power of instructor image for instructor trust was modest, this finding remains meaningful within the social science context where multiple factors typically shape complex human behavior. It is also acknowledged that unmeasured variables, such as interpersonal communication style, perceived credibility, and prior learning experiences, may further influence the development of instructor trust. Future research should therefore incorporate these additional predictors to achieve a more comprehensive understanding.

Images are formed and shaped by human senses, experiences, and stimuli (Pylyshyn, 1973; Reynolds and Gutman, 1984). An instructor’s image includes competency, expertise, attitudes, and roles. Competency and expertise are objectively evaluated aspects related to an instructor’s ability, whereas attitude and role are emotional aspects that are subjectively evaluated. Instructor expertise refers to outstanding skills and theoretical knowledge in a certain field, and plays an important role in developing learners’ trust (Kao et al., 2017). McAllister (1995) states that learners begin to trust their instructors when they recognize their abilities, implying a close relationship between instructor image and trust. Similarly, Zhang and Chelladurai (2013) suggest that competence, stability, and sincerity are key elements in forming instructor trust. However, attitude did not have a significant effect on the instructors’ trust. Chae et al. (2023) explained that it is difficult to understand another person’s empathy and intentions in non-face-to-face situations. Although some studies have reported that instructors’ attitudes influence trust even in online contexts (Schrodt et al., 2009), other research has shown that expertise and competence in delivering clear information are more critical in forming trust, which aligns with the present findings (Houser and Frymier, 2009; Witt et al., 2004). In face-to-face contexts, direct communication enables learners to more clearly perceive instructors’ attitudes, which has been identified as a key factor in establishing credibility (Li et al., 2021). In contrast, in this study, participants engaged with instructors through media, suggesting that, without the support of specific instructional technologies (Anderson et al., 2001), building trust may be more challenging. Thus, attitudes appear to exert an indirect rather than a direct influence on instructor trust when compared with expertise and competence.

Among the components of instructor image, expertise, attitude, and role positively affected customer satisfaction. In sports, it is important for participants to be satisfied (Burns et al., 2012). Reinboth and Duda (2006) reported that satisfied athletes experienced psychological stability and happiness. Kao and Tsai (2016) state that an instructor’s instructional ability directly affects learner satisfaction, whereas Bendapudi and Berry (1997) report that instructor expertise leads to learner satisfaction. This suggests that when learners evaluate their instructor as having expertise, they feel satisfied with both the instructor and sports performance, a finding that echoes evidence showing that the image attributes of golf star athletes enhance amateur golfers’ participation desire and continuation intention (Yang J. H. et al., 2025). Myers et al. (2011) also found that the technical and competency of the instructor positively affected athlete satisfaction, which partially supports the findings of this study. Eden (2013) stated that learners evaluate an instructor’s competency and that their satisfaction is determined by the interaction. However, competency does not have a significant influence on customer satisfaction. Competency includes enthusiasm (passion), understanding, and the instructor’s ability to positively lead the learner (Myers et al., 2010). However, because the participants in this study did not interact with instructors face-to-face, it is possible that the lack of emotional closeness and sense of security experienced in face-to-face settings influenced the results (Passmore et al., 2023). Nevertheless, both this study and Prentice and Cownie (2020) confirmed that instructor trust can be built even in non-face-to-face situations. Moreover, recent studies on virtual golf and exergaming highlight continuous participation benefits among older adults (Choi et al., 2024), while evidence from super-aging societies demonstrates that health concerns, athletic passion, and leisure satisfaction drive sustained participation (Jun and Choi, 2024). Differences across age groups in enjoyment, exercise commitment, and continuation intention have also been observed (Yang H. J. et al., 2025), extending the implications of the present findings. As situations differ, it is assumed that different elements are involved in building trust. As the results show, learners feel satisfaction depending on the expertise and instructional ability of the instructor; therefore, it is important that instructors continue to develop themselves personally (Irving, 2021). Although non-face-to-face instruction has strengths such as convenience and efficiency (Kinnunen and Georgescu, 2020), to ensure continued viewing and engagement, instructors must put in effort to enhance their instructional competence.

Trust in instructors has a significant effect on customer satisfaction. Bandura and Kavussanu (2018) stated that higher instructor trust increases sports satisfaction, and that trustworthy instructors are authentic and provide autonomy. Trust is strengthened when an instructor is genuinely committed to a learner’s development and provides clear goals and motivation (Gulak-Lipka, 2017). LaVoi (2007) emphasizes that when an instructor understands and respects the learner, the learner feels close and tries to maintain the relationship. This promotes positive social interaction, and learners experience satisfaction through this process. Li et al. (2021) also reported that high instructor trust reduces learners’ anxiety. Despite different backgrounds, this study found a positive relationship between instructor trust and customer satisfaction. Jowett (2017) stated that when learners trust their instructors, they achieve better results through collaborative relationships. This suggests that when trust is built into the instructor, learners feel satisfied and are positively influenced by their skill development.

Taken together, this study confirms that even media golf professionals can form a positive instructor image, and that such an image can contribute to building instructor trust. Expertise and instructional ability are the most important factors in forming an instructor’s perception and trust. Because golf professionals are mostly encountered through the media or online, factors such as attitude, including sincerity and confidence, were not found to influence instructor trust or satisfaction. These results show that instructor image, instructor trust, and customer satisfaction are significantly related. When an instructor’s image is well established, trust is built, which leads to customer satisfaction–a connection confirmed in this study.


4.1 Conclusion

This study aims to empirically analyze the impact of media images of golf professionals’ instructors on trust and customer satisfaction. One of the major findings of this study was that media professionals can maintain a positive instructor image, which can effectively build instructor trust. The results indicated a strong relationship between instructor image and both instructor trust and satisfaction. As demonstrated in this study, media professionals who possess the right qualities as instructors can use their instructor’s image to gain learners’ trust, leading to higher satisfaction. The most crucial elements in building an instructor’s image and trust are expertise and instructional ability. Because golf professionals are often encountered through media or online platforms rather than face-to-face, factors such as sincerity and confidence were not found to significantly affect instructors’ trust or satisfaction. Therefore, it is essential for media golf professionals to focus not only on their external appearance, but also on their expertise and instructional abilities. Even in online environments, when instruction is provided through a systematic educational framework, learners can access reliable information and enhance their learning satisfaction (Picciano, 2002). Therefore, by designing and implementing a well-structured educational system, learners are likely to continue engaging with the instructional content. The current generation communicates and gathers information through media (Amedie, 2015); thus, there is likely to be a high demand from this audience. Learners feel satisfied when media professionals deliver accurate information and demonstrate expertise as instructors (Fouraki et al., 2020). Media professionals should continue to improve in order to meet these demands. Several studies have indicated that when instructors engage in prosocial communication, they foster greater trust (Ellis, 2000; Frymier and Thompson, 1992; Schrodt et al., 2009). Therefore, instructors should focus on improving learners’ skills and engagement, actively accepting feedback and pursuing continuous improvement (Schrodt et al., 2006). Additionally, nonverbal behaviors can make learners feel a closer connection and greater satisfaction (Baker, 2010; Finn et al., 2009; Wu et al., 2022), suggesting that instructors should leverage these behaviors to clearly establish their presence. Now, as they have become a distinct profession, to maintain their continuous popularity, they need to focus on developing their instructional expertise and, even in non-face-to-face situations, ensure that they provide authenticity and effective guidance to their learners.



4.2 Study limitations and future directions

Based on the results of this study, the following suggestions are made: First, it focused on media professionals; therefore, it did not identify any differences with professionals who provided offline lessons. Future research should categorize and analyze both groups in-depth to explore their differences and ways of enhancing their effectiveness as instructors. Second, it is difficult to assess instructor images and perceptions accurately using data from a single group. It would be beneficial to conduct surveys across multiple groups over different periods to gain deeper insights into the image of media professionals as instructors and provide a more comprehensive analysis. Third, the cross-sectional design with a convenience sample of Korean amateur golfers inevitably limits the generalizability of the findings. Nevertheless, the sample size was statistically sufficient, and participants were drawn from diverse demographic and golfing backgrounds to mitigate bias. Future research employing probability sampling and longitudinal designs is recommended to enhance the robustness of the results. Last, Construct validity was assessed through exploratory factor analysis (EFA), which showed acceptable loadings, eigenvalues, and explained variance. However, the absence of confirmatory factor analysis (CFA) is recognized as a limitation, and future studies should employ CFA to further validate the factor structure.




Data availability statement

The original contributions presented in the study are included in the article/supplementary material, further inquiries can be directed to the corresponding author/s.



Ethics statement

Ethical review and approval was not required for the study on human participants in accordance with the local legislation and institutional requirements. The participants provided their written informed consent to participate in this study.



Author contributions

G-YK: Conceptualization, Writing – original draft. YK: Investigation, Conceptualization, Writing – original draft. HY: Conceptualization, Formal analysis, Writing – original draft. C-HB: Writing – review & editing. CC: Writing – review & editing, Supervision.



Funding

The author(s) declare that no financial support was received for the research and/or publication of this article.



Acknowledgments

The authors express their sincere gratitude to the study participants.



Conflict of interest

The authors declare that the research was conducted in the absence of any commercial or financial relationships that could be construed as a potential conflict of interest.



Generative AI statement

The authors declare that no Gen AI was used in the creation of this manuscript.

Any alternative text (alt text) provided alongside figures in this article has been generated by Frontiers with the support of artificial intelligence and reasonable efforts have been made to ensure accuracy, including review by the authors wherever possible. If you identify any issues, please contact us.



Publisher’s note

All claims expressed in this article are solely those of the authors and do not necessarily represent those of their affiliated organizations, or those of the publisher, the editors and the reviewers. Any product that may be evaluated in this article, or claim that may be made by its manufacturer, is not guaranteed or endorsed by the publisher.



References
	 Amedie,J. (2015). The impact of social media on society. Available le online at: https://scholarcommons.scu.edu/engl_176/2 (Accessed May 23, 2025).
	 Anderson,T., Rourke,L., Garrison,D. R., and Archer,W. (2001). Assessing teaching presence in a computer conferencing context. J. Asynchronous Learn. Netw. 5, 1–17. doi: 10.24059/olj.v5i2.1875 
	 Baker,C. (2010). The impact of instructor immediacy and presence for online student affective learning, cognition, and motivation. J. Educ. Online 7:n1. doi: 10.9743/JEO.2010.1.2
	 Bandura,C. T., and Kavussanu,M. (2018). Authentic leadership in sport: its relationship with athletes’ enjoyment and commitment and the mediating role of autonomy and trust. Int. J. Sports Sci. Coach. 13, 968–977. doi: 10.1177/1747954118768242
	 Beautemps,J., and Bresges,A. (2021). What comprises a successful educational science YouTube video? A five-thousand user survey on viewing behaviors and self-perceived importance of various variables controlled by content creators. Front. Commun. 5:600595. doi: 10.3389/fcomm.2020.600595
	 Bendapudi,N., and Berry,L. L. (1997). Customers’ motivations for maintaining relationships with service providers. J. Retail. 73, 15–37. doi: 10.1016/S0022-4359(97)90013-0
	 Bond,B. J. (2016). Following your “friend”: social media and the strength of adolescents’ parasocial relationships with media personae. Cyberpsychol. Behav. Soc. Netw. 19, 656–660. doi: 10.1089/cyber.2016.0355 
	 Boulding,K. E., Cyert,R. M., and March,J. G. (1964). A behavioral theory of the firm. Am. Sociol. Rev. 29:592. doi: 10.2307/2091213
	 Brag,G. (2019). Predicting the future of influencer marketing: How public relations experts perceive and measure the impacts of influencer marketing in their organizations. A Critical Study reflecting the discussions and future thinking of this particular phenomenon. Available online at: https://www.diva-portal.org/smash/record.jsf?pid=diva2%3A1349060&dswid=-8508 (Accessed June 1, 2025).
	 Burns,G. N., Jasinski,D., Dunn,S. C., and Fletcher,D. (2012). Athlete identity and athlete satisfaction: the nonconformity of exclusivity. Pers. Individ. Dif. 52, 280–284. doi: 10.1016/j.paid.2011.10.020
	 Chae,W. Y., Jung,E. Y., and Kim,H. J. (2023). Face-to-face and non-face-to-face student counseling experiences of nursing students during the COVID-19. J. Korean Appl. Sci. Technol. 40, 1521–1532. doi: 10.12925/jkocs.2023.40.6.1521
	 Cheong,K. S. (2002). Relationship between middle managers’ behavioral characteristics by leadership style and followers’ trust [doctoral dissertation]. Seoul University Graduate School.
	 Choi,C., Kim,D. K., and Lee,I. (2024). Virtual golf, "exergaming", using virtual reality for healthcare in older adults: focusing on leisure constraints, participation benefits, and continuous participation intention. Healthcare (Basel) 12:962. doi: 10.3390/healthcare12100962 
	 Cook,J., and Wall,T. (1980). New work attitude measures of trust, organizational commitment and personal need nonfulfillment. J. Occup. Psychol. 53, 39–52. doi: 10.1111/j.2044-8325.1980.tb00005.x 
	 Cromack,C. (2011). Target oriented golf & the evolution of golf instruction. http://golfstateofmind.com/target-orientedgolf-the-evolution-of-golf-instruction/ [Accessed May 4, 2025).
	 Davies,M., and Mudrick,M. (2017). Brand management in a niche sport: a case study of an LPGA golfer’s use of Instagram. Glob. Sport Bus. J. 5, 1–22. Available online at: https://scholarworks.sfasu.edu/gsbj/vol5/iss1/1
	 Dowling,G. R. (1986). Managing your corporate images. Ind. Mark. Manag. 15, 109–115. doi: 10.1016/0019-8501(86)90051-9
	 Eden,D. (2013). Means efficacy: The flowering of a novel construct. Transformational and charismatic leadership: The road ahead. Leeds, UK: Emerald Group Publishing, 359–363.
	 Ellis,K. (2000). Perceived teacher confirmation: the development and validation of an instrument and two studies of the relationship to cognitive and affective learning. Hum. Commun. Res. 26, 264–291. doi: 10.1111/j.1468-2958.2000.tb00758.x 
	 Erdogan,B. Z., Baker,M. J., and Tagg,S. (2001). Selecting celebrity endorsers: the practitioner’s perspective. J. Advert. Res. 41, 39–48. doi: 10.2501/jar-41-3-39-48
	 Finn,A. N., Schrodt,P., Witt,P. L., Elledge,N., Jernberg,K. A., and Larson,L. M. (2009). A meta-analytical review of teacher credibility and its associations with teacher behaviors and student outcomes. Commun. Educ. 58, 516–537. doi: 10.1080/03634520903131154
	 Fouraki,V., Stavrou,N. A., Apostolidis,N., and Psychountaki,M. (2020). Coach and athlete leadership behaviors: examining their role in athlete’s satisfaction. J. Phys. Educ. Sport. 20, 3212–3220. doi: 10.7752/jpes.2020.s6435
	 Frederick,E. L., Lim,C. H., Clavio,G., and Walsh,P. (2012). Why we follow: an examination of Para-social interaction and fan motivations for following athlete archetypes on twitter. Int. J. Sport Commun. 5, 481–502. doi: 10.1123/ijsc.5.4.481
	 Frymier,A. B., and Thompson,C. A. (1992). Perceived teacher affinity-seeking in relation to perceived teacher credibility. Commun. Educ. 41, 388–399. doi: 10.1080/03634529209378900 
	 Gulak-Lipka,P. (2017). The role of trust for leadership in team sports, vol. 3. Columbus, Ohio: McGraw Hill, 39.
	 Haenlein,M., Anadol,E., Farnsworth,T., Hugo,H., Hunichen,J., and Welte,D. (2020). Navigating the new era of influencer marketing: how to be successful on Instagram, TikTok, & Co. Calif. Manag. Rev. 63, 5–25. doi: 10.1177/0008125620958166
	 Horton,D., and Richard Wohl,R. (1956). Mass communication and Para-social interaction: observations on intimacy at a distance. Psychiatry 19, 215–229. doi: 10.1080/00332747.1956.11023049 
	 Houser,M. L., and Frymier,A. B. (2009). The role of student characteristics and teacher behaviors in students’ learner empowerment. Commun. Educ. 58, 35–53. doi: 10.1080/03634520802237383
	 Housner,L. D., and French,K. (1994). Expertise in learning, performance, and instruction in sport and physical activity. Quest 46, 241–246. doi: 10.1080/00336297.1994.10484124
	 Howard,J. A., and Sheth,J. N. (1969). The theory of buyer behavior, vol. 63. New York: John Wiley, 145.
	 Hu,Y., Manikonda,L., and Kambhampati,S. (2014). What we Instagram: A first analysis of Instagram photo content and user types. Proc. Int. AAAI Conf. Web Soc. Med. 8, 595–598. doi: 10.1609/icwsm.v8i1.14578
	 Irving,J. (2021). How have workplace coaches experienced coaching during the Covid-19 pandemic? Int. J. Evid. Based Coaching Mentoring. 15, 37–54. doi: 10.24384/6JAB-TV65
	 Jebe,R., and Park,S. (2019). The Student-University Relationship and Access to Student Online Activity. Conn. Pub. Int. LJ, 19:45.
	 Jowett,S. (2017). Coaching effectiveness: the coach–athlete relationship at its heart. Curr. Opin. Psychol. 16, 154–158. doi: 10.1016/j.copsyc.2017.05.006 
	 Jun,M. G., and Choi,C. (2024). Perspective on leisure sports participation among older adults in a super-aging society: focusing on health concern, athletic passion, leisure satisfaction, and intent to continue participating in leisure sports. Healthcare (Basel) 13:41. doi: 10.3390/healthcare13010041 
	 Kang,D. S., and Park,B. K. (2015). The process of occupational socialization as golf professional. Korea J. Sports Sci. 24, 199–215. Available online at: https://www.dbpia.co.kr/pdf/pdfView.do?nodeId=NODE06519670
	 Kao,S. F., Hsieh,M. H., and Lee,P. L. (2017). Coaching competency and trust in coach in sport teams. Int. J. Sports Sci. Coach. 12, 319–327. doi: 10.1177/1747954117710508
	 Kao,S. F., and Tsai,C. Y. (2016). Transformational leadership and athlete satisfaction: the mediating role of coaching competency. J. Appl. Sport Psychol. 28, 469–482. doi: 10.1080/10413200.2016.1187685
	 Keller,K. L. (1993). Conceptualizing, measuring, and managing customer-based brand equity. J. Mark. 57, 1–22. doi: 10.1177/002224299305700101
	 Kim,T. W. (2000). Study on the formation process of the brand equity [doctoral dissertation], Dong-a University Graduate School.
	 Kim,J., and Song,H. (2016). Celebrity’s self-disclosure on twitter and parasocial relationships: a mediating role of social presence. Comput. Human Behav. 62, 570–577. doi: 10.1016/j.chb.2016.03.083
	 Kinnunen,J., and Georgescu,I. (2020). Disruptive pandemic as a driver towards digital coaching in OECD countries. Rev. Rom. Pentru Educ. Multidimensionala 12, 55–61. doi: 10.18662/rrem/12.2Sup1/289
	 Knell,M. (2021). The digital revolution and digitalized network society. Rev. Evol. Polit. Econ. 2, 9–25. doi: 10.1007/s43253-021-00037-4
	 Kolter,P. A. C., and Clarke,R. (1987). Marketing for Health Care Organisation. Hoboken, NJ: Prentice Hall.
	 Kowert,R., and Daniel,E. (2021). The one-and-a-half sided parasocial relationship: the curious case of live streaming. Comput. Human Behav. Rep. 4:100150. doi: 10.1016/j.chbr.2021.100150
	 Kumar,N. (1996). The power of trust in manufacturer-retailer relationships. Harv. Bus. Rev. 74:92.
	 LaVoi,N. M. (2007). Expanding the interpersonal dimension: closeness in the coach-athlete relationship. Int. J. Sports Sci. Coach. 2, 497–512. doi: 10.1260/174795407783359696
	 Lee,N. Y. (2010). Relation with golf practice range user’s leader trust and customer satisfaction and re-register intention [master’s dissertation]. Jeonju University Graduate School.
	 Lee,J. M. (2017). The relationship of golf instructor image, trust of golf instructor, golf commitment, participation satisfaction and participation persistence intention [doctoral dissertation]. Hanshin University Graduate School.
	 Lee,J. H., and Kim,M. J. (2024). The influence of motivations for using short-form golf lesson content on intentions to continued use: verification of the mediating effect of content immersion. J. Golf Stud. 18, 169–182. Available online at: https://www.dbpia.co.kr/Journal/articleDetail?nodeId=NODE11982960
	 Lee,J. R., and Kwon,K. N. (2021). Popularity of screen golf in Korea and its sociocultural meaning. Int. J. Environ. Res. Public Health 18:13178. doi: 10.3390/ijerph182413178 
	 Lee,J. E., and Watkinson,B. (2016). YouTube vloggers’ influence on consumer luxury brand perceptions and intentions. J. Bus. Res. 69, 5753–5760. doi: 10.1016/j.jbusres.2016.04.171
	 Levering,R. (1988). A great place to work. New York: Random House.
	 Li,J., Gao,H., and Hu,J. (2021). Satisfaction and the coach–athlete relationship: the mediating role of trust. Soc. Behav. Pers. 49, 1–11. doi: 10.2224/sbp.9807
	 Liebers,N., and Schramm,H. (2019). Parasocial interactions and relationships with media characters–an inventory of 60 years of research. Commun. Res. Trends 38:1. Available online at: https://scholarcommons.scu.edu/crt/vol38/iss2/1?utm_source=scholarcommons.scu.edu%2Fcrt%2Fvol38%2Fiss2%2F1&utm_medium=PDF&utm_campaign=PDFCoverPages
	 Mageau,G. A., and Vallerand,R. J. (2003). The coach-athlete relationship: a motivational model. J. Sports Sci. 21, 883–904. doi: 10.1080/0264041031000140374 
	 McAllister,D. J. (1995). Affect- and cognition-based trust as foundations for interpersonal cooperation in organizations. Acad. Manag. J. 38, 24–59. doi: 10.2307/256727
	 Myers,N. D., Beauchamp,M. R., and Chase,M. A. (2011). Coaching competency and satisfaction with the coach: a multi-level structural equation model. J. Sports Sci. 29, 411–422. doi: 10.1080/02640414.2010.538710 
	 Myers,N. D., Chase,M. A., Beauchamp,M. R., and Jackson,B. (2010). Athletes’ perceptions of coaching competency scale II-high school teams. Educ. Psychol. Meas. 70, 477–494. doi: 10.1177/0013164409344520
	 Park,C.-Y. (2012). The structural relationship of self-fulfillment and psychological happiness and participation duration intention by image of aerobic dance instructor. Korean J. Sport Psychol. 23, 47–60. Available online at: https://kiss.kstudy.com/Detail/Ar?key=3082503r
	 Passmore,J., Liu,Q., Tee,D., and Tewald,S. (2023). The impact of COVID-19 on coaching practice: results from a global coach survey. Coaching Int. J. Theor. Res. Pract. 16, 173–189. doi: 10.1080/17521882.2022.2161923
	 Picciano,A. G. (2002). Beyond student perceptions: issues of interaction, presence, and performance in an online course. J. Asynchronous Learn. Netw. 6, 21–40. Available online at: https://faculty.weber.edu/eamsel/research%20groups/on-line%20learning/picciano%20(2002).pdf
	 Prentice,S., and Cownie,F. (2020). Drivers of trust within the athlete-online coach relationship. J. Promot. Commun. 8, 105–124. Available online at: https://promotionalcommunications.org/index.php/pc/article/view/175?utm_source=chatgpt.com
	 Puthiyakath,H. H., and Goswami,M. P. (2021). Is over the top video platform the game changer over traditional TV channels in India? A niche analysis. Asia Pac. Media Educ. 31, 133–150. doi: 10.1177/1326365X211009639 
	 Pylyshyn,Z. W. (1973). What the mind’s eye tells the mind’s brain: a critique of mental imagery. Psychol. Bull. 80, 1–24. doi: 10.1037/h0034650
	 Reinboth,M., and Duda,J. L. (2006). Perceived motivational climate, need satisfaction and indices of well-being in team sports: a longitudinal perspective. Psychol. Sport Exerc. 7, 269–286. doi: 10.1016/j.psychsport.2005.06.002
	 Reynolds,T. J., and Gutman,J. (1984). Advertising is image management. J. Advert. Res. 24, 27–37. doi: 10.1080/00218499.1984.12467982
	 Rosenthal,S. (2018). Motivations to seek science videos on YouTube: free-choice learning in a connected society. Int. J. Sci. Educ. B Commun. Public Engagem. 8, 22–39. doi: 10.1080/21548455.2017.1371357 
	 Rubin,R. B., and McHugh,M. (1987). Development of parasocial interaction relationships. J. Broadcast. Electron. Media 31, 279–292. doi: 10.1080/08838158709386664
	 Rubin,A. M., Perse,E. M., and Powell,R. A. (1985). Loneliness, parasocial interaction, and local television news viewing. Hum. Commun. Res. 12, 155–180. doi: 10.1111/j.1468-2958.1985.tb00071.x
	 Schrodt,P., Turman,P. D., and Soliz,J. (2006). Perceived understanding as a mediator of perceived teacher confirmation and students’ ratings of instruction. Commun. Educ. 55, 370–388. doi: 10.1080/03634520600879196
	 Schrodt,P., Witt,P. L., Turman,P. D., Myers,S. A., Barton,M. H., and Jernberg,K. A. (2009). Instructor credibility as a mediator of instructors’ prosocial communication behaviors and students’ learning outcomes. Commun. Educ. 58, 350–371. doi: 10.1080/03634520902926851
	 Sorbie,G. G., Beaumont,A. J., Richardson,A. K., Glen,J., Hardie,S. M., and Lavallee,D. (2020). Data report: golf-related engagement during COVID-19 quarantine restrictions (4-12th may 2020). Front. Sports Act. Living. 2:112. doi: 10.3389/fspor.2020.00112 
	 Sucipto,A., Mutohir,T. C., and Sudijandoko,A. (2017). Development of coach competency evaluation instrument of football school. Int. J. Phys. Educ. Sports Health 4, 106–110. doi: 10.24843/IPTA.2020.v08.i01.p13
	 Tiffin,J., and McCormick,E. J. (1965). Industrial Psychology. Hoboken, NJ: Prentice Hall.
	 Turner,J. R. (1993). Interpersonal and psychological predictors of parasocial interaction with different television performers. Commun. Q. 41, 443–453. doi: 10.1080/01463379309369904
	 Wendt,L. M., Griesbaum,J., and Kölle,R. (2016). Product advertising and viral stealth marketing in online videos: a description and comparison of comments on YouTube. Aslib J. Inf. Manag. 68, 250–264. doi: 10.1108/AJIM-11-2015-0174
	 Witt,P. L., Wheeless,L. R., and Allen,M. (2004). A meta-analytical review of the relationship between teacher immediacy and student learning. Commun. Monogr. 71, 184–207. doi: 10.1080/036452042000228054
	 Wolter,S. (2010). The ladies professional golf association’s five points of celebrity: “driving” the organization “fore-ward” or a snap-hook into the next fairway? Int. J. Sport Commun. 3, 31–48. doi: 10.1123/ijsc.3.1.31
	 Wu,Y., Sun,Y., and Sundar,S. S. (2022). What do you get from turning on your video? Effects of videoconferencing affordances on remote class experience during COVID-19. Proc. ACM Hum. Comput. Interact. 6, 1–21. doi: 10.1145/3555773 
	 Yang,J. H., Kim,G. Y., Yang,H. J., Choi,C., and Bum,C. H. (2025). The effects of the image attributes of golf star athletes supported by adult amateur golfers on sports participation desire and continuation intention. Front. Psychol. 16:1500592. doi: 10.3389/fpsyg.2025.1500592 
	 Yang,H. J., Yang,J. H., Choi,C., and Bum,C. H. (2025). A study of differences in enjoyment, exercise commitment, and intention to continue participation among age groups of adult amateur golfers. Behav. Sci. (Basel) 15:398. doi: 10.3390/bs15030398 
	 Yang,H. J., Yang,J. H., Jung,S. C., Choi,C., and Bum,C. H. (2024). Effects of golf instructors' professional certification levels on amateur golfers' perception of instructor expertise, instructor credibility, and lesson participation intention: testing placebo and nocebo effects. Front. Psychol. 15:1361470. doi: 10.3389/fpsyg.2024.1361470 
	 Zhang,Z., and Chelladurai,P. (2013). Antecedents and consequences of athlete’s trust in the coach. J. Sport Health Sci. 2, 115–121. doi: 10.1016/j.jshs.2012.03.002
	 Zhang,X., Zhao,Z., and Wang,K. (2024). The effects of live comments and advertisements on social media engagement: application to short-form online video. J. Res. Interact. Mark. 18, 485–505. doi: 10.1108/JRIM-02-2023-0069 


Copyright
 © 2025 Kim, Kim, Yang, Bum and Choi. This is an open-access article distributed under the terms of the Creative Commons Attribution License (CC BY). The use, distribution or reproduction in other forums is permitted, provided the original author(s) and the copyright owner(s) are credited and that the original publication in this journal is cited, in accordance with accepted academic practice. No use, distribution or reproduction is permitted which does not comply with these terms.

OPS/xhtml/Nav.xhtml




Contents





		Cover



		The effect of media golf professionals’ image on instructor trust and customer satisfaction



		1 Introduction



		2 Materials and methods



		2.1 Participants



		2.2 Scale



		2.2.1 Measurement instruments



		2.2.2 Factor analysis



		2.2.3 Reliability analysis









		2.3 Data analysis method









		3 Results



		3.1 Correlation analysis



		3.2 The effect of instructor image on instructor trust



		3.3 The effect of instructor image on customer satisfaction



		3.4 The effect of instructor trust on customer satisfaction









		4 Discussion



		4.1 Conclusion



		4.2 Study limitations and future directions









		Data availability statement



		Ethics statement



		Author contributions



		Funding



		Acknowledgments



		Conflict of interest



		Generative AI statement



		Publisher’s note



		References



















OPS/images/cover.jpg
’ frontiers | Frontiers in Psychology

The effect of media golf
professionals’ image on instructor
trust and customer satisfaction












OPS/images/crossmark.jpg
©

2

i

|






OPS/images/logo.jpg
, frontiers Frontiers in Psychology






OPS/images/fpsyg-16-1656378-g005.jpg
Frequency

Regression Standardized Residual






OPS/images/fpsyg-16-1656378-g006.jpg
Regression Standardized Residual

o0 o
o 00,5 OB SIS
Lo e g o oo

©g X e 5

o 0oy %0g Do oo

Do oy DO gy
o,
o % %m,o::am, o o T@Wo
° o o™ oo
©° = "nocoom ° e %
o o7 @ °,
° ° 5 %0
06 0% ® S
B
000
o
B . e
E O z

Regression Standardized Predicted Value





OPS/images/fpsyg-16-1656378-g003.jpg
000%

o

|eNpISeYy PezZIPIEPURIS LOISSIBOYN

Regression Standardized Predicted Value





OPS/images/fpsyg-16-1656378-g004.jpg
08

B 5

qo1d wn pededxg

02

Observed Cum Prob





OPS/images/fpsyg-16-1656378-g009.jpg
o 000 o
ooo
o ° o
o000 oo
00000000000 |0
o 00 o |o o
90000 o °
90000000 °
oooooocolo o

o o0o0o0opooo oo
000 000000000
o oo 600 |00

o o oo

© o oooolo °

=

[enpisey pazipIepuels UoisseiBay

Regression Standardized Predicted Value





OPS/images/fpsyg-16-1656378-g007.jpg
qoid wn pejoady

Observed Cum Prob





OPS/images/fpsyg-16-1656378-g008.jpg
Frequency

Regression Standardized Residual





OPS/images/fpsyg-16-1656378-g001.jpg
0

08

[

[

10
08
5
4
00

%0

qoid wn) paadxg

Observed Cum Prob





OPS/images/fpsyg-16-1656378-g002.jpg
Frequency

Regression Standardized Res

105






