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The Study on the Relationship of Logistics Service Quality,
Relationship Orientation, and Customer Satisfaction for the
Repurchase Intention in On-Line Shopping Mall

Do-Goan Kim*, II Ryu™*

o of

L T

PRI QA BRANLTL, AN, AU AP U] T2 AR
i Aol 99 2E S ERILED L0l0R FEFL, FERA, 28
72, Hﬁli@.@%—é«] 97A) g, 22l3 WA

] 6714 HEE FEsle] AFEA | o] 83

O =
Sot. A7 2 2ERladEe] ERAMAFELE 17-‘1‘?}’30?] g dake viRlE Edaiar, 53] aARE
o A7elel s Atolof A BARX Yol S8 WA R At gldol ste e T 2RladE At
= Akl 22 aAdAReA S9e] A7) ZlgEn

Abstract

The purpose of this study is to examine the structural relationship among logistics service quality,
relationship-orientation for on-line shopping malls, customer satisfaction and repurchase intention in orrline
shopping malls. Based on extensive review of relevant literature, nine components of logistics service quality
and six components of relationship orientation are introduced in this study. And a conceptual model is
developed and four research hypotheses are empirically examined using structural equation modeling. The
findings indicate that logistics service quality is positively and significantly associated with customer
satisfaction, and relationship- orientation is the antecedent variable of repurchase intention in the on-line
shopping mall. In conclusion, it is revealed that logistics service quality and relationship-orientation play a
major role in the success of on-line shopping mall.
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Fig. 1 The overall Research Model
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Table. 1 Operational Definitions of Research Variables

22iel KB HSER=
SRAH|A0] 97x[2] CiRtAE =)

AA AR 7P S AFE) 9181 LeRlag B
WARAE S o2 HERAE AAET ZRFSW
HogE 2RIADES] F4HEQ dEgs e A4
Eo| ByTE diwighed 2 Frt gloka sl AgR
BE3E9Y HHEFEY S o &3kt 18l rhesid
H o 97](bias)E Foli vl BEE &E3a] 3 2
Zail AEZAM) ) L] ARZALE Hdskd dAlst
Aok, AExe exel ZAMN 16959 28 A
9158 33l B SR 1458 AL 27459
AEE RN AME3I¥n, SPSS 15.0% LISREL
8.548 o] 43l BARYE YAt SHAEL] 7T
AgA B8-8 o (X 2)9

T, B ATl AME EHE FNEER N1EY A
AFoA] AT Bl SrE EHYES AHeshe A
< 4202 3t & NG ES 23 Ho% A &
AE 5 Hxo) HEEYS 142 AT T, s
WdoZ ouIZARE AAEle] AF lge] diefmgsiAv
$EEY DAY E Aslshe 29 ErHstA AlAst
Av FA8le AT

H2 ¥z &M
Table. 2 Characteristics of Samples

=F Mdia st ZEo| M (HEZE Mentzer & =4 149 54.4%
== FREAL, TERYEE, MAN, (2001)
rongy Zezs oy A ofx} 125 45.6%
Fomoa], MLENET) H 274 100%
SaloloaEol ol 2 zig | O & Sevart 204 o % 8.1%
ELiles EHH2 AHRPL oiXlshs HME . ' 20~29 169 61.7%
Melzol chet Fgrel pim 4 | FLoensen
5(2000) of 30~39 51 18.6%
2afol gt Falixt ko] 2ol 40M| Ot 29 10.6%
Cist 671x10) Chtl S0l chstod
AR TFaR | Qs 2T (A2, Sin & (2006) A 274 100%
RO, FRCHOM, F1XIBR, 38 ojgt 164 59.9%
UM, B3) . '
== 3~53| 72 26.3%
Gupta and s
X Ty o5 22T Helf £ AL | Stewart (1996) =2 63| ol 13 4.7%
ks W Fajelcel 2 Kristensen € ol . P 9.1%
(2000) eSS il 7
A 274 100%




Aol Ariemd FEE v BAd EF AT

255

Ef':o*M EFNE RS
LR

A Hﬁﬂ‘lh‘i(varimax)il%i‘%’—%‘ﬁ’& 3?_1%91% AAlE
o %‘j f'rJ—Véd EJ A ‘?_ 3‘?— Cronbach’s alpha A

32 YT
3
=

0 501” A 31574 T(Cronbach s alpha)
= 0‘601’%% HPIELE ST, aeAs AR 4
E}- hox 7(]-1) Z}- 89012 —‘rL/\“ = ?)3-9——«7]-_4 Lqu %J}k]—g-
UERE Cronbach’s alpha A7t 2% 0.60)402 e}
W a5 Aol BREn) w3 (F ) 1}
ERhd vle} Zo] dal] % (construct reliability) 9} HH5
D523k (average variance extracted: AVE)o] $87V%
Tl A dEEa o] diAF R BE Ade) &
3= B 4= gl

E 3 Q0N Mzl8EA Znt
Table. 3 Results of Validity (factor analysis) and
Reliability (Cronbach’s Alpha)

ojEzist 157 39.7% FRxEA 3 2 0.628
SAy/gut 75 18.9% ZoakE 3 3 0.732
siyER 48 12.1% HuEs 4 3 0.606
A HAHZ 44 11.1% ool 3 3 0.792
?GH ng A% hil A0 TEE= .
ZEERZ 27 6.8% MEARER 3 3 0.734
7[et 45 11.4%
H=am 396 100%
" Alz] 3 3 0.796
Chera 199 72.6%
Skt 3 3 0.828
AR 18 6.6% R
ROl 3 2 0.655
P 7 26% Aol
g 2doix] 2% 9.5% il 2 2 0.600
" Uy 3 3 0.754
7lax 5 1.8%
2 2
Rhotes 19 6.9%
A 274 100%

ELle 3 3 0.819
Arofels 3 3 0.764

RO R Axe sHEEAY WHggEE A=
2R3 Aste] #AH 2084 (confirmatory factor
analysis) < 4AAISH4T

FHEFIA S TR NREE B9 7 £3E0] =7
9 89l Fejulgt sRAAAXE 7K e Wolsl Boz
A B8 itk (F 4o AAE vpe} Zo) 4 SHYPE
3 g HNdE dFste EEFIEH(N)L 0.501739]
F2 UAAXNE HAFQon o BT BAXE fo
3t (tvalue)2.0) & A7 HF ZPoA AAE |AE

el FRAHIC

Y HEE e vlAe E‘é(ﬂi—‘?—ac’ﬂﬁ A
Al é‘iﬂﬂ?l'é 7| Af2E ABBAE 2 59 A
SR (HFEY A AAE AAUAE 71 AAdAY 2
T 12 148 2Y) 7t Zo|BAE ARt #4F
B HALRd((*=689.4, df=183)% AFRY(
=1063.5, df=189)°] x*3t zlel= 374.1(Adf=6)E %
AF o2 fefn|g o)zt 9101 (p€0.01) ¥ A7< ARl

FEE 3 3 0.732

FEER 3 2 0.617 1) Segars(1997)2 HYUEEN HZEZ Q8 dFoM A

FeuE 3 3 0.685 25 ¢S Aol Jiss RE W(painol Tt
3t AoIE B3 20| MENsKs APl we

e 5 s 0.744 2% £ o7y ANd AN T ode 5 4sE

SIS PWCT FHISICH



256 BE AFeFRee RmEh(2008. 3)

S0l 43 SRy Z} WJAEL P Y T3S0 Trustl 0.680-);
M o & 2 o 0.74(8.07) | Alg| 0.80(10.62): 0.80{0.70
wEelRTr) doa @ & 3t 2.3 0.79(10.52)
Bond] 0.79(-);
o 0.77¢10.8) | ot 0.89(14.50): 0.84]0.77
4, oM Qoleaz 2 $2.3 0.70(11.71)
Table. 4 Results of Confirmatory Factor Analysis =TRET
A o 7a0sm | RPN Comm |00 0 eacreay 070|057
x| M 1,2
k=13
o 077073 7IRBR 31*‘3;9 0.62(-); 0.71(7.27) |0.64|0.45
A .
0.66(-);
0.76(9.99) 0&%%&“”’ 0.93(10.4) | =z E;"p; 0.76(10.08); | 0.76|0.61
ALl ' 0.72(9.73)
0.44(6.50 0.55(3.84) 0.810) 1 0.71] 061 0.77077) | Esi Rezﬂ' 0.75(-; 0.73(0.09) |0.71|0.57
0.49(6.82);
0.68(8.41) Sy |o70]0s2 0.70(12.02);
075(8.85): Q‘75() kil &St 0.83(14.77): 0.82|0.74
2 0.796: 23 0.81(14.24)
= |0.69(8.99) 0.74(10.05); 0.76 | 0.62 s
& 0.59(8 58 . 0.69(11.14):
A o S Xiolels 29 5 0.82(13.29): 0.77]0.64
Hl [0.69(7.61) | F2XNEA 5 | 0.66(6:61); 0.70¢) {0.680.51 ’ 0.67(10.78)
A
s e OC1, | 0.59(8.60): 0.790;
= |07700.1) | FR4 2 3 071998 0.75] 0.60 g _
: - = o ==
1 PSSP - '2013' 0.46<5>7.5c355;é5).36>, 06401 33 Fx=WHA RYEAME S5 JHHES
z2g0ix| | opHy 0.76(-); 2 0:]:?0"}‘:'\_ A‘é te %7]’91‘3 ?1‘7’]'3'\4_'7:“% %E]E’j]
e = » . - = =
046B.01 | sy 2.3 %§2(<11%,253>' 0801069 S8k NE 7HEES 2442 A she ol HAHQ] 722
057052 | BERE] P, | 054760 08100 [ (overall model) S 7I¥te2 FFHo2 HAPsk= WS
N Zx |23 0.739.21) T Melsigion, ol 48| LISREL 8.548 ol43id 72w
FEEE 0 A g e |{ARUANM|| xBs A8 || AESHIN
=23} 0.74 0.7 0.59 0.62 0.78 0.63
)
R S 0 A
FEUBY N, "' H2 10.13
RMAA | «LE S A \0.74 0.77%+ 0.34x
2} BFAM
o ” e AR A
FERa
ob7
FF e
o4 0.68 0lsa 0.69 0/83 0 .66
yeEN -7
=omez /4 ’cs1HcseHcss] ‘cu”ua”us‘
Hel
AH|A  1H.55
| BHZE | Chi-Square=511.69, d.f.=182, P-value=0.0, RMSEA=0.08, RMR=0.05

GF1=0.85, AGFI=0.81, NFI=0.92, NNFI=0.94, CFI=0.85, IFI=0.95

1) + p<.05: ++ p<lL01
F2 A IRIAF== BFTEE Y

O3 2. AFzge| LISREL 240}
Fig. 2 Results of LISREL Analysis on the Overall Research Model
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