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Article 
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Intention among Pilates Participants: Focusing on the 
Extended Theory of Planned Behavior (ETPB) 
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2 Residential College, Soonchunhyang University, Asan 31538, S.Korea 
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Abstract: This study examined the relationships between attitude, subjective norms, perceived behavioral 

control, and behavioral intention through the perceived value of Pilates participants. The par-ticipants of this 

study were 301 Pilates students using Pilates studios located in Busan, Ulsan, and Gyeongbuk Province. The 

participants were selected by convenient sampling, a non-probability sampling method. The collected data 

were analyzed using descriptive analysis, reliability analysis, correlation analysis, confirmatory factor analysis, 

and structural equation modeling analysis using SPSS 22.0 and AMOS 24.0. The results can be summarized as 

follows. First, among the three sub-factors of perceived value, functional and social values had a positive effect 

on attitude. Second, attitude, subjective norms, and perceived behavioral control, which are three main 

components of the Theory of Planned Behavior, had a positive effect on the behavioral intention for Pilates. 

These results suggest that Pilates instructors require meticulous planning and efforts to develop an en-

vironment for promoting spontaneous interest and participation to attract students and engage their attention 

and interest in the field. 

Keywords: pilates; perceived value; sustainable behavioral intention; Extended Theory of Planned 

Behavior (ETPB) 

 

1. Introduction 

1.1. Background and Objectives 

Pilates is an exercise technique that was developed by Joseph Hubertus Pilates (1880–1967) in 

the 1920s, and has been since developed and practiced in many countries around the world, including 

Korea [1] This exercise method can improve various motor functions, such as muscular strength and 

endurance of the human body [2], static and dynamic balance [3], and flexibility [4] through a 

continuous and repetitive workout using particular parts of the body. 

According to a report by the Ministry of Culture, Sports, and Tourism (2022) in Korea, regarding 

the reason for participation in sports activities, ‘health maintenance and promotion’ (50.1%) was the 

primary reason given by the largest proportion of respondents, followed by ‘good use of 

leisure’(14.5%) and ‘weight control and body shape management’ (13.3%). In response to the question 

about the kind of sports they wanted to participate in, golf (16.2%) was chosen by the largest 

proportion of respondents, followed by Pilates (7.8%) and swimming (7.8%), showing higher levels 

of preference for these sports activities. The strong preference for Pilates can be attributed to the fact 

that Pilates was introduced as a type of exercise program for maintaining health and fitness through 

various media and has been gradually perceived as a kind of sports activity for daily exercise. As a 

result, the participation rate in Pilates is growing continuously, and the number of related facilities is 

also increasing yearly because of steady demand [5]. Given the growing interest in Pilates, there is a 

need for research to make in-depth predictions about Pilates participation behavior by identifying 

the types of major values influencing participation in Pilates among Pilates students and 

investigating the factors affecting their participation intention and behaviors. 

Disclaimer/Publisher’s Note: The statements, opinions, and data contained in all publications are solely those of the individual author(s) and 
contributor(s) and not of MDPI and/or the editor(s). MDPI and/or the editor(s) disclaim responsibility for any injury to people or property resulting 
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Value is an essential factor affecting attitudes and behaviors based on the subjective values of 

consumers. It has been identified as the most important factor in determining customer behaviors in 

several studies in various fields [6–8]. The value refers to the profit or benefits that consumers expect 

from a product (good/service), and it acts as a more critical factor in making a purchase decision than 

the price that needs to be paid for the product [9,10]. In addition, the perceived value generated in 

the purchase behavior stage of consumers is derived from emotions, and mental associations arising 

during the consumption process were a major antecedent affecting customers’ attitudes and 

behaviors [11]. Furthermore, value is a goal or social factor given to individuals that induces them to 

exhibit a particular behavior, and it has a hierarchical structure that affects individuals’ attitudes or 

behaviors [10,12]. 

Various theories have been developed and applied to understand and predict human behaviors. 

The Theory of Planned Behavior (TPB) proposed by Ajzen(1991) is a representative theory of human 

behavior, and the TPB has made a significant contribution to explaining exercise behavior at the 

decision-making level. In the TPB, non-intentional aspects of the individuals’ behaviors were 

reflected by adding a variable called perceived behavioral control (PBC) to the existing Theory of 

Reasoned Action (TRA) to predict the behaviors and intentions of individuals better. This perceived 

behavioral control can be defined as an individual’s perceived ease or difficulty in performing a 

particular behavior [13]. The concept of perceived behavioral control (PBC) was generated based on 

the perceived presence of factors impeding or facilitating the performance of a particular behavior 

and the function of the perceived power of the control factor facilitating a behavior [13,14]. 

Considering perceived behavioral control (PBC) in analyzing human behavior has improved the 

predictive power for individual decision-making [15,16]. 

Against this theoretical background, Hagger, Chatzisarantis, and Biddle (2002) attempted to 

predict exercise behavior by applying TPB. They reported that attitude toward exercise, subjective 

norms, and perceived behavioral control were found to affect behavioral intention. In addition, 

relatively consistent results were reported by several previous studies, including a study to predict 

participation intention and actual participation in fitness exercise among female fitness exercise 

participants [17] and a study to predict the intention of continuous exercise participation among 

college students attending liberal arts courses related to physical education [18]. Previous studies 

have shown that TPB provides a robust theoretical framework for explaining behavioral intentions 

and exercise behaviors [19]. 

Therefore, this study examined the major values and participation intention of Pilates students 

by applying an extended model of the Theory of Planned Behavior (TPB). In particular, this study 

evaluated the effects of functional, emotional, and social value on the attitudes toward Pilates and 

the impact of attitude, subjective norms, and perceived behavioral control on the behavioral intention 

and continuous participation intention for Pilates. The results are expected to help establish strategies 

for guiding individuals to make rational decisions by developing a behavior model for predicting the 

behavior of Pilates students. 

1.2. Theoretical framework and research hypotheses 

1.1.1. Perceived value 

Value can be defined as consumers’ overall evaluation of a product [9], and value, which is 

developed from benefits gained from a product and the cost related to the benefits, leads to a positive 

evaluation of the company in the long run [20]. The value types can be categorized based on three 

dichotomous dimensions: self-oriented or other-oriented, active or reactive, and intrinsic or extrinsic 

[21]. Consumers' perceived value is the fourth most important factor to attract consumers after 

quality, satisfaction, and loyalty [11]. Research on the multidimensional measurement of perceived 

value has been conducted steadily by many scholars. Babin, Darden, and Griffin [22] reported that 

consumption behavior produces practical and hedonic results in the consumption experience. They 

explained the perceived value by categorizing it into utilitarian and hedonic values. Sheth, Newman, 

and Gross [23] expanded the concept of perceived value by presenting its five elements: social, 
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emotional, functional, conditional, and epistemic. In this study, a multidimensional approach was 

taken to investigate perceived value, and the analysis of perceived value was based on Sweeney, 

Soutar, and Johnson (1999)’s study [24] of social, functional, and emotional value. 

Homer and Kahle [25] argued that customer value forms attitudes toward a product and the 

company and has a hierarchical structure affecting customer behavior. The study also proposed a 

hierarchical relationship between variables about the value-attitude-behavior (VAB) model. 

Kiatkawsin and Han [26] applied the VAB model in a study to attract continuous visits to Chiang 

Mai, Thailand. They showed that value has a significant effect on attitude, and attitude has a positive 

effect on revisit intention. In addition, Teng, Wu, and Huang [27] assessed the intention to visit an 

eco-friendly restaurant by applying the VAB model and reported that higher perceived value is 

linked to a higher level of positive attitude and a higher positive attitude is associated with a stronger 

behavioral intention and visit intention. They also claimed that attitude mediates the causal 

relationship between the perceived value and behavioral intention. 

As described above, previous studies on the influence relationship between perceived value and 

attitude suggested that perceived value is a variable applicable as an indicator for predicting the 

potential customers’ behavior [28]. Therefore, this study examined what value has a positive effect 

on the attitudes among Pilates participants by applying a multidimensional concept of perceived 

value and examined the influence relationship between the Pilates participants’ attitudes formed 

through perceived value and their behavioral intention by applying a model of the Extended Theory 

of Planned Behavior (ETPB). 

Hypothesis H1. Pilates participants’ functional value will have a significant positive effect on their attitude 

toward Pilates. 

Hypothesis H2. Pilates participants’ emotional value will have a significant positive effect on their attitude 

toward Pilates. 

Hypothesis H3. Pilates participants’ social value will have a significant positive effect on their attitude toward 

Pilates. 

1.1.2. Theory of Planned Behavior (TPB) and Extended Theory of Planned Behavior (ETPB) 

Fishbein and Ajzen [29] proposed the Theory of Planned Behavior (TPB); it represents a concept 

derived through the extension of the Theory of Reasoned Action (TRA). In an analysis applying a 

TPB model, it was assumed that the behavioral intention and behavior prediction depend on the 

following three processes: behavior attitude, subjective norms, and perceived behavioral control [30]. 

Among the three factors, attitude is divided into positive or negative evaluations of the actual 

behaviors [31], and subjective norms include social influence and refer to the people’s general views 

on performing a behavior [32]. The perceived behavioral control refers to an individual’s ability or 

confidence to control necessary factors in performing a particular behavior [13], which means the 

ease of behavior [33]. In other words, the TPB claims that an individual’s will directly affects the 

execution of behaviors. This is manifested through attitude, subjective norms, and perceived 

behavioral control, which were postulated as antecedents in the TPB [34]. 

In addition, Ajzen [13] suggested that additional predictor variables can be used if it increases 

in the explanatory power of the TPB. Although the TPB is generally evaluated as superior to existing 

behavioral theories in terms of the prediction of behavioral intentions and actual behaviors [35,36], 

some researchers claimed that because the TPB does not have sufficiently high explanatory power 

for behavioral intention or actual behavior, there is a need to add antecedents that can improve the 

explanatory power of a theoretical model [37–40]. As a result, studies have emerged attempting to 

apply an ETPB model by incorporating a new variable or new variables in addition to three variables 

presented in the TPB. Hence, attitude, subjective norms, and perceived behavioral control, which 

constitute the basic variables of the TPB and characteristics of individual consumers, may influence 

the purchase intention and purchase behavior. With respect to previous studies using a modified or 

extended model of the TPB, Yun, Oh, and Yun [41] applied an ETPB model by including perceived 
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risk and prior knowledge as additional variables to investigate the Koreans’ intention for 

international travel. Quintal, Lee, and Soutar [42] conducted research by including perceived risk and 

uncertainty in the analysis. Lin and Chen [43] added prior knowledge as a variable in their study. 

They asserted that this variable positively affects a consumer’s purchase decision and decision-

making process for choosing a brand, which strongly impacts behavioral intention. Jin [44] evaluated 

an ETPB model by adding perceived value as a variable to the TPB as in the present study. They 

reported that customers’ perceived value of local food significantly affects the repurchase intention. 

Kim and Moon [45] examined the influence of value on the behavioral intention for outdoor 

recreational activities in automobile campers. 

Therefore, this study examined the influence relationships related to the behavioral intention of 

Pilates participants through a conceptual extension of the TPB by considering the perceived value as 

an additional variable based on previous studies(Figure 1). 

Hypothesis H4. Pilates participants’ attitudes will have a significant effect on their behavioral intention for 

Pilates. 

Hypothesis H5. Pilates participants’ subjective norms will have a significant effect on their behavioral intention 

for Pilates. 

Hypothesis H6. Pilates participants’ perceived behavioral control will have a significant effect on their 

behavioral intention for Pilates. 

 

Figure 1. Conceptual model. 

2. Materials and Methods 

2.1. Participants 

Data was collected through a questionnaire survey in personal on-site visits among Pilates 

participants. The participants were selected by convenience sampling, a non-probability sampling 

method, and the target population was Pilates students enrolled in Pilates centers located in Busan, 

Ulsan, and Gyeongbuk Province. Three hundred and one copies of questionnaires were distributed. 

They were collected after the participants were asked to complete the questionnaire by a self-

administered survey method. Of the 301 questionnaires collected, 288 copies were finally included in 

the analysis, excluding 13 copies with problems, such as insincere or double responses. Table 1 lists 

the general characteristics of the participants. 

Table 1. Characteristics of subjects. 

 Characteristics N(%) 

Gender 
Male 38(13.1) 

Female 250(86.8) 

Ages 
10’s 15(0.5) 

20’s 104(36.1) 

Preprints (www.preprints.org)  |  NOT PEER-REVIEWED  |  Posted: 15 November 2023                   doi:10.20944/preprints202311.0955.v1

https://doi.org/10.20944/preprints202311.0955.v1


 5 

 

2.2. Measures 

In this study, a questionnaire survey was conducted to collect data. Except for ques-tions on the 

general characteristics of participants, each item on functional, emotional, and social values, 

subjective norms, perceived behavioral control, and the behavioral intention was rated on a five-point 

Likert scale ranging from ‘Strongly disagree/Not at all’ to ‘Strongly agree/Extremely.’  

First, for the scale for the perceived value that explains attitude toward behavior and is 

composed of the three dimensions of functional, emotional, and social values, a modified version of 

the scale developed by Sweeney and Soutar [46] was produced and used through the modification 

and complementation of the original version by Sweeney and Soutar [46] and the scale used by Yun, 

Oh and Hah [47] considering the purpose of this study. This scale to assess the perceived value was 

composed of 11 questions, including four items on functional value, four items on emotional value, 

and three items on social value.  

For the scale on TPB, a modified version of the scale developed by Ajzen and Driver [48] and 

Ajzen [49] was used by modifying and complementing the existing version considering the purpose 

of this study, based on Soh [50]. The scale on the TPB used in this study consisted of 16 items, 

including five items on attitude, four items on subjective norms, three items on perceived behavioral 

control, and four items on behavioral intention. 

2.3. Statistical analysis 

In this study, 288 copies of questionnaires were finally selected as valid samples, and data 

analysis was carried out using SPSS 22.0 ver. First, frequency analysis, a descriptive analysis, was 

performed to examine the demographic characteristics of the participants. In addition, reliability 

analysis was conducted using Cronbach’s α coefficient to secure internal consistency. Confirmatory 

factor analysis was carried out using AMOS 24.0 ver. to assess the convergent validity, and 

correlation analysis was performed to test multicollinearity. Finally, structural equation model 

analysis was conducted to examine the causal relationships between measured variables. 

2.4. Confirmatory factor analysis and reliability analysis 

After constructing the assessment scale or questionnaire for this study based on previous 

studies, the suitability of questionnaire items was verified by asking a physical education professor 

and two other researchers with a Ph. D in physical education to evaluate content validity. The factor 

analysis model was verified using the collected questionnaires as analysis data and confirmatory 

factor analysis was performed to determine if the internal structure of each variable was constructed 

adequately. In addition, reliability analysis was performed using Cronbach’s α coefficient to assess 

construct validity and reliability. In addition, among the model fit indices, CFI, TLI, and RMSEA, 

which are relatively insensitive to the sample size and consider model simplicity, were applied [51]. 

The thresholds for model fit indices were set to .90 or higher for CFI and TLI and .80 or lower for 

RMSEA [52,53], and the threshold conditions were all satisfied. In addition, for each factor, the 

average variance extracted (AVE) value was 0.6 or higher, and the construct reliability and 

Cronbach’s α coefficient were 0.7 or higher, exceeding the threshold for the convergent validity [51]. 

Table 2 lists details of the above analysis results. 

  

30’s 112(38.8) 

40+ years old 57(19.7) 

Careers 

Less than 6 months 61(21.1) 

6 months - less than 1 year 74(24.6) 

More than 1 year - Less than 2 years 62(21.5) 

More than 2 years - Less than 3 years 59(20.4) 

More than 3 years 32(11.1) 
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Table 2. Summarized results for the validity and reliability assessments. 

Variable 
 

Items 
Standardization 

factor 
ConceptTrust AVE α 

Perceived value 

Functional Value 

(FV) 

 1 .784 

.894 .680 .893 
 2 .881 

 3 .830 

 4 .802 

Emotional Value 

(EV) 

 5 .710 

.906 .709 .911 
 6 .796 

 7 .901 

 8 .942 

Social Value 

(SV) 

 9 .761 

.834 .628 .833  10 .787 

 11 .828 

Theory of Behavior 

Attitudes 

(AT) 

 1 .844 

.937 .751 .924 

 2 .923 

 3 .838 

 4 .900 

 5 .826 

Subjective Norms 

(SN) 

 6 .870 

.951 .829 .951 
 7 .910 

 8 .909 

 9 .952 

Perceived Behavioral 

Control 

(PBC) 

 10 .741 

.860 .674 .770  11 .932 

 12 .778 

Sustainable Behavioral Intention 

(SBI) 

 1 .889 

.962 .864 .967 
 2 .849 

 3 .972 

 4 1.002 

 χ2=651.024, df=301 , CFI=.959, TLI=.953, RMSEA=.058 

3. Results 

3.1. Correlation analysis 

Correlation analysis between constructs can be used for hypothesis verification in exploratory 

research, which provides a broad outline of relationships between variables by showing the strength 

of a relationship between important variables used in all research hypotheses before performing 

hypothesis testing. Therefore, Pearson's correlation analysis examined the correlations and 

directionality for each scale related to each research unit; Table 3 lists the results. As a result, the 

analysis results of the relationships between vari-ables agreed with the hypotheses formulated in this 

study, and correlation coefficients were lower than .80, indicating no multicollinearity. 

Table 3. Model fit. 

 χ2 df CFI TLI RMSEA 

Fit 933.897 306 .927 .916 .077 
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3.2. Tests of model fit for the research model 

Based on previous studies, the tests of the model fit for the research model were conducted using 

CFI (comparative fit index), TLI (Tucker–Lewis Index), and RMSEA (root mean square error of 

approximation) among the fit indices. As a result of assessing the model fit of the proposed model, 

CFI of .927 (>.90), TLI of .916 (>.90), and RMSEA of .077 (<.08) were obtained, indicating a good model 

fit in terms of the simplicity and suitability of the mod-el (Table 4) 

Table 4. Discriminant Validity. 

 FV EV SV ATT SB PBC SBI 

FV 1       

EV .517** 1      

SV .576** .646** 1     

ATT .235** .287** .134** 1    

SB .165** .169** .067** .763** 1   

PBC .226** .185** .190** .604** .503** 1  

SBI .010** −.037** −.113** .029** .130** .125** 1 

** p<.01 

3.3. Hypothesis verification 

The path coefficients between the variables given in Figure 1 are presented in the order of 

hypotheses as follows to verify the hypotheses of this study. 

H1. In the analysis to examine the relationship between functional value and PBT (attitude), the 

path coefficient was estimated to be 0.174 (t=2.148, p<.05), indicating that the functional value has a 

significant positive effect on attitude.  

H2. In the analysis to identify the relationship between emotional value and PBT (at-titude), the 

path coefficient was 0.126 (t=1.685, p=.092), suggesting that emotional value does not significantly 

affect attitude.  

H3. As a result of the analysis to identify the relationship between social value and PBT 

(attitude), the path coefficient was 0.364 (t=3.900, p<.001), indicating that social value has a significant 

positive effect on attitude.  

H4. In the analysis to identify the relationship between attitude and behavior intention, the path 

coefficient was estimated to be 0.192 (t=3.576, p<.001), indicating that attitude positively affects the 

behavioral intention.  

H5. In the analysis of the relationship between subjective norms and behavior intention, the path 

coefficient was 0.199 (t=3.185, p<.001), indicating that the subjective norms have a statistically 

significant effect on behavior intention. 

H6. In the analysis to identify the relationship between perceived behavioral control and 

behavior intention, the estimated path coefficient was 0.127 (t=1.981, p<.05), indicating that perceived 

behavioral control has a significant positive effect on the behavior intention. 
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Table 5. Hypothesis test by structural parameter estimates. 

 Factors Path (β) S.E. t Results 

H1 Functional value → Attitudes .174 .092 2.148* Accepted 

H2 Emotional value → Attitudes .126 .072 1.685 Verified 

H3 Social value→ Attitudes .364 .070 3.900*** Accepted 

H4 Attitudes → behavioral intention  .192 .054 3.576*** Accepted 

H5 Subjective Norms → behavioral intention .199 .061 3.185*** Accepted 

H6 perceived behavioral control → behavioral intention .127 .067 1.981* Accepted 

4. Discussion 

This study attempted to predict the behavior of Pilates participants based on the per-ceived 

value related to the formation process of Pilates participation intention. 

The results of the present study showed that among the three subfactors of perceived value, 

functional and social values positively affect the attitudes toward Pilates. In contrast, emotional value 

does not have a significant effect. In addition, the subjective norms and perceived behavioral control 

positively affected the Pilates behavioral intention. The significance and implications of these results 

are as follows. 

First, in the analysis of the relationships between functional, emotional, and social values and 

attitudes in relation to the prediction of the formation process of Pilates behavioral intention of Pilates 

participants, the functional and social values had a positive effect on the formation process of attitude 

toward Pilates among Pilates participants, but the emotional value did not. These results are 

consistent with the findings of a study on the watching behavior of spectators of traditional dance 

performances by M.-J. Park and T.-S. Park [54], which reported that the functional and social value 

of spectators influenced their watching behavior, while their emotional value did not affect it. J. Yun 

and S.-G. Lee  [55] reported that functional, emotional, and social values positively affected the 

attitude among marina yacht users. On the other hand, Y.-M. Jeon [44] reported that emotional and 

social value affected the local food purchase behavior while the consumers’ functional value did not. 

In this study, the overall hypotheses on the in-fluence of the perceived value on the attitude have 

been partially adopted. In other words, the analysis results of this study indicated that the social 

value related to overall social aspects, such as the improvement of interpersonal relationships 

through Pilates, economic aspects, and time, is perceived as more important than the emotional value 

among Pilates participants. These results appear to show that although the value of Pilates has a 

significant impact on attitude in the decision-making process of Pilates participants, the participants 

place greater importance on the utilitarian value obtained through Pilates than the emotional value 

formed through Pilates exercise activities. On the other hand, as shown by previous studies, 

emotional value cannot be dismissed entirely as meaningless. Therefore, adequate consideration 

should also be given to the method to ensure that the experience of participating in Pilates exercise 

will generate positive emotions for Pilates students. 

Therefore, to promote the continuous growth of the rapidly growing Pilates industry, an attempt 

to form the main features of each Pilates studio must be preceded by efforts and investment for 

developing differentiated programs that reflect the emotional and sensory dimensions of Pilates 

participants to ensure that Pilates participation will be perceived as an enjoyable and attractive 

experience. In other words, the study results suggest that exercise programs with inventive elements 

that stimulate students' interest are more likely to be more effective than the typical, indistinctive 

exercise programs of general Pilates studios. 

Second, with respect to the prediction about the formation process of Pilates behavioral intention 

of Pilates participants, the analysis results of relationships between attitude, subjective norms, 
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perceived behavioral control, and behavioral intention revealed that at-titude, subjective norms, and 

perceived behavioral control all have a positive impact on the behavioral intention in the formation 

process of the Pilates behavioral intention in Pi-lates participants. These results are consistent with a 

study of the purchase intention for green products among Tai consumers by Maichum, Parichatnon 

and Peng [56], who reported that the attitude, subjective norms, and perceived behavioral control all 

have a positive effect on the purchase intention. Lee [57] reported the positive effects of variables of 

the Theory of Planned Behavior (TPB) on participation in sports for all among the physically disabled. 

Jang and Kim [58] also reported that attitude, subjective norms, and perceived behavioral control 

positively affect the behavioral intention for continuous exercise participation among college 

students. The results of these three prior studies support the findings of the present study. Therefore, 

it is necessary to help them develop a positive attitude toward participation behavior to increase the 

behavioral intention of Pilates students. In this connection, subjective norms refer to the perception 

that other individuals or surrounding groups influence an individual's disapproval or approval of a 

particular behavior [59]. In other words, this concept suggests that students and their relationship 

with their significant others, such as the instructor and colleagues, should also be considered. In 

addition, it is necessary to explore methods to improve participation in Pilates exercise and solve 

related problems considering the location, equipment, amenities and welfare facilities available, and 

the transportation environment of each Pilates studio. 

In summary, this study applied the PTB to predict the behavioral intention of Pilates participants 

and identify the characteristics of their perceived value. In other words, higher levels of individuals’ 

positive attitudes toward Pilates, subjective norms, and perceived behavioral control lead to 

improved behavior intention. In addition, a higher level of Pilates participation intention is related 

to a greater degree of continuous participation. These processes are believed to be elevated if various 

types of perceived value are satisfied. Therefore, promoting the positive effects of Pilates, belief in 

the benefits of Pilates, sponta-neous willingness to participate, and forming positive relationships 

with the surrounding people will help to increase continuous participation. 

5. Conclusions and suggestions 

This study analyzed the behavioral intention of Pilates participants applying an ETPB model by 

incorporating the perceived value (functional, social, and emotional value) as an additional factor in 

the existing TPB model, and the following conclusions were drawn from the analysis results. 

The analysis results suggested that the behavioral intention of Pilates participants can be 

improved through behavioral attitude toward Pilates exercise and perceived behavioral control, 

which is also influenced by subjective norms. In addition, the behavioral attitude and behavioral 

intention can be improved through perceived value used as an additional explanatory variable. 

Therefore, to improve the behavioral intention of Pilates participants, there is a need for endeavors 

to prevent the reduction of behavioral attitude and perceived behavioral control for Pilates activities. 

Moreover, it is also necessary to make active efforts to elevate the functional value of Pilates exercise 

and promote the formation of active social value accompanying participation in Pilates exercise. For 

example, with respect to methods to promote participation in Pilates activities and increase the 

perceived value of these activities, it is necessary to hold various events to induce participation, such 

as pro-grams linked to social clubs of people who pursue a shared hobby or interest and provide 

various kinds of up-to-date information including information on facilities, locations, and 

participation effects via the homepage and various media. 

In addition, study results will serve as empirical data that can be utilized to establish 

intervention strategies to elicit or increase behavioral intention for continuous participa-tion in Pilates 

exercises in the field. Academically, this study may provide the empirical data required to use the 

perceived value subfactors as explanatory variables in follow-up research to extend the TPB. 

Concerning the limitations of this study, although the perceived value had already been formed 

to some extent and affected the performance of Pilates behavior among Pilates participants, this study 

did not conduct a comparative analysis of the perceived value by considering the Pilates participants’ 

length of experience of Pilates exercise. Therefore, a comparative analysis considering this factor in 
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follow-up research is expected to provide more elaborate interpretations and suggestions. In 

addition, various explanatory variables reflecting the motivation factor should be employed in future 

analyses of behavioral intention by extending the TPB to provide a broader understanding of the 

behavioral intention of Pilates participants and produce meaningful research outcomes that can be 

actively applied in the field. 
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