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Abstract

This paper analyzes the causal relationship
between customer satisfaction and customer loyalty
in Korean High-speed Internet market, where has
achieved a rapid development in these days.
According to the previous literatures, profitability
results from customer loyalty influenced by customer
satisfaction. So, we firstly define and analyze their
relationships with the survey data from 737
subscribers, by using Factor Analysis and
SEM(Structural Equation Model). Secondly, we find
and select major cause variables to affect customer
loyalty. Finally, we suggest some useful implications
to marketers on the basis of the analysis results. As a
result, customer loyalty depends on the degree of
customer satisfaction on network quality and service
quality in high-speed Internet service. Particularly
the satisfaction level on network quality affects
customer loyalty relatively stronger than one on
service quality. Thus it is suggested that marketers
invest in improving network quality rather than
service quality to enhance customer loyalty.
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