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Abstract

Purpose - Recently, Korean companies have been struggling
to perform well in the larger smartphone market in China, which
is regarded as a blue ocean area. First, it is very important to
accurately understand the Chinese consumers, who have a dif-
ferent consumption culture and value system from the Korean
culture and system. This would help to identify priorities for the
Chinese market. Further, considering the smartphone industry,
where technological change is rapid, Korean companies will
need to take prompt measures about market trends in order to
establish strong competitiveness. Consequently, this study fo-
cused on analyzing the relationship between the variables of
consumption value, satisfaction, and loyalty in the Chinese
smartphone market. The principal dimensions of consumption
value, which smartphones have, was analyzed, and the influ-
ence on satisfaction was identified. Moreover, the relationship
among the variables of satisfaction, attitudinal loyalty, and be-
havioral loyalty was empirically analyzed.

Research design, data, and methodology - This study exam-
ined the relationships between various consumption values
(functional value, emotional value, social value, epistemic value,
and economic value), along with satisfaction and loyalty. The
data were collected through a questionnaire survey that was cir-
culated to 310 customers who were users of smartphones in
Chingdao and Yeontae regions in China. The survey was con-
ducted from June 23 to August 4, 2013. A total of 301 re-
sponses to the questionnaires were collected and used for the
data analysis. Moreover, a path analysis based on Lisrel 8.54
was used for the hypothesis test.

Results - The variables of functional value, emotional value,
social value, and epistemic value were revealed to have positive
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effects on satisfaction related to smartphone usage. However,
the variables of monetary cost and psychological cost were not
found to have negative effects on satisfaction related to smart-
phone usage. Moreover, satisfaction positively influenced attitudi-
nal loyalty related to smartphone usage, but did not have a sig-
nificant influence on behavioral loyalty related to smartphone
usage. Specifically, satisfaction is essential, but not a sufficient
condition for building behavioral loyalty in relation to smartphone
usage. In addition, attitudinal loyalty positively influenced behav-
ioral loyalty in relation to smartphone usage.

Conclusions - First, this study shows that functional value,
emotional value, social value, and epistemic value in relation to
smartphone usage are important for marketing in the Chinese
smartphone market. Particularly, functional value and emotional
value play pre-eminent roles as regards customer loyalty in the
use of smartphones. Second, the results of this study reveal
that the variables of monetary cost and psychological cost are
not important to the Chinese consumers. Specifically, the smart-
phone price and cognitive effort are not perceived as value
barriers. Third, satisfaction did not guarantee behavioral loyalty
in relation to smartphone usage, and the strategic approach for
improving the repurchase and referral action in relation to smart-
phones based on solid attitudinal loyalty would be desirable and
should be the focus of the marketing activities of Korean smart-
phone companies.
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A ECHe| ADIEE AM2E SASI/CH, 2015H0|= 4.89 Of
o] mojEtez ZEY A|F9| 31.2%E XX|g MIUO|CHChina
Samsung Economic Research Institute, 2013). 0|0| 20|Lt §&
S MEF AIEE2 ADIEE EZE0| 70% =FC2 d=7(o &
Ol ER/AX|T 5= ADEE HFE2 OIF X2 =F0| H=d
RUCL Ot S ADIEEE AFZ2 M &4 o=z} 2£F20| 7|
ME|D Q2 Qe SI01=0| MEsFE Tt S0 Y0 1 A
e G2 ZE Jdoez =HQICKHKorea Internet Security
Agency, 2013).

o ZUel Be e AN oF7t £ e BT &
EE NEE MER d¥9 sH2E QA5 X|gst A4xMs
Ho|:1 QUCE 1719| HEXOAM= BEUE QIXEE M A4
It ofE & =2Y YNS2 RS0 =4 LEILX|LE X{Ito
HETOME A= Lol BHERSE AX|IE HIECER HEH &t
70| 2Z HHEI ZME Eo|1 Ues HZO|CHKorea
Trade-Investment Promotion Agency, 2012). H|Z=AEH 20134 1
27| 7|1& ANEERES2 TR 17.3%2 19E KK[SIRI2
0, Lenovo(13.1%), Coolpad(10.3%), Huawei(10.1%), ZTE(6.9%),
Apple(6.4%) 50| FE O|RUCHKorea Internet Security Agency,
2013). O3t &=&0|M AH|ESIR 7HX[HA 7L CHE B AlES
BIHOR FEsY| siME B3 AH|XHof CiEt H=t ofs7t
ZQdirt matM 7|&9| Hatrt 2435t ANEE AN =LY
7|gS0| 2t d™MES 0[0{7t7| M= AlE 20| Chet
Hst 240t 7|25 CZ0| 2TEICH

ZZ &= AOEE AFE0 F=3t AFE HnEE Choi &
Kim(2012)2 AOEES| E-4ut D= S If70f o= Zto| A
£ 4SS/, Sun et al.(2013)2 ADIEE AREIZO| FES
OXl= 228 ADIEE E4It JIIEHCE #2510 HESIR
Ct. Kim et al.(2012)2 AOIEEE £, X|ZE 2&, AFSAHH
292l0] Foje|=of OX|= FEZ o+ AH[XIE MeE A
SIS0, Nam et al.(2011)2 $HF AH|X}O| AOIEZE K{EH 2t
X2tel MEdEZ0| Cfet HRARE HAGISD, Park &
You(2011)= &7 AH|XEQ| HUHE 8100 ot ARE
ZIWSIRACE 2iLt S AOEE AFQ| X IR4S 1
of = I 5= AODLEE O|8X}0f CHst MA Xl ARes 2Fo
AHHO|C AOPEEO| MEHuEto| O|X|= Fako| HX|= Ao
M &= AH|XE0| ADEEES 0|83t €70 7|7t EARIK|
mtetst s ZHSHX| ZSHRUCH
2 g7e 7 AOIEE O|8XS0| OfH JHX|E =4 H7I5t
g BH=E HMS=7t0l Chot o Z0A AIZE[RUCE 7|
SHA0| CHE &3 ALIEE AH0AM H3XQl HAE #53517|
fleiMe 018 nAS0| ZFELE F s AHIIHKE Hmofst=
Z10| ZQICHChi & Kilduff, 2011). Q}LfSHH AH|X}FS0| Of=A
SR Lils MHIIKIE mfEeEMN 7|YE2 OHAE XHE &
NNoR st EEHRTH 0|8 HHE MAS=0 §8% T
£ #2 = V| ME20|C} MM 2 d7s 55 AOEE AF
O M aH|ZEK|QE BHE Bl BdE 7Ho| RAE mofst=H =TS
S0 UCL F HAOHE W2ofM AH[ZEXZE XL O &
HE st AN Q40| dog EWItst=L 1 2lo7t UrCk
Bt AHEo=2 ADLEEO| X|H AH|ZEX|Q| Fo XS 2ol
1 0|£0| TR0 OjX|= Fg2 Helgict 2|0 SHEE Hot
CHAxos xEStD DHED SR HAE HBEHoE 24
SiC}. O|E Sdf 5= AOIEE 0|8 20| Cist olsiel E2 H

5|1 EARZIE QIR WEHQ AAESE MAIZ 5= A2 AOo|Ch

mQ Kl
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2.1. 2H|7HX|

AH|ZEX|0) CHeE OsHZt 7| Yol A| MEf&o|n E4MQl A=
QIAE|HA O S F20fM= O[0] CHeli 2 2MZ 7hN gt
(Parasuraman & Grewal, 2000). AH|7}X|= CH¥st FOJOIAIAE
Y E matst AH|Xte| Bzt WES O|5sh=0 f8% He=E
Z2BICHTam, 2004). AH|7FK|= AH|[XFZ7F KHZO0|Lp MH|AS
TSI AFRSHE 0|92 MEE 4= QlOM(Chen & Tasi, 2008;
Kang & Chae, 2011), 523t X|Z0| CHSHME == ZHK| 7t
CHE Of AH[X= CHE &2 20|7|= BHCHHan, 2011). 7|&
o AFE2 7|Y0| =2 AH[XIL SQ5HAH o2 Aot
ZShE THK|QF HEE AH|RPZE SR 67| JHK| Atolo &
X7t /USS  K|HSIRICHParasuraman et al, 1985).
Woodruff(1997)= ZAIQt HIWSI0] AH|ZIKE O & SFA|7|
= MFBO|L} MH|AE XM3dt= 0| d™MRRe Fo AMO| =
Cta ZXSHRACE

AH7HK = F2E U AE0l J|ES ket CHEGRIEeN #
ZE O|R0|H ol AHPXIOICE CtE2A MA|Z)1 QCHPihistrom
& Brush, 2008). YEtMoz AH|7IK|= 3A O|dA0| oA
ol 875 ot HE8XQ JiX|et xjojet 22t § ZEEl 2
A0 Z|Etst ZYEHR JHK|2 BT %= QCKFischer & Amold,
1990; Sherry, 1990). 7}& AH|X= 2HY 4TS SEof dAd
o HOlME FFAIZ ELF ofL2t HO[EQl EAH21 42 4Y
Mol EHE =SHA EICE £9| Sheth et al.(1991)0f 2fs H<=
S5t HMetEl aH[PHK = J188 JHK|, AtelE ZHK|, ZEE Tt
X, A=gd JHK], HE JHK| & SIHX|E2 FEECH ESh
Sweeney & Soutar(2001)= AH|ZHK|E 7|&X 7HX|, Z™™ T}
X, A=A ZHK|, AME 7HK] & 47tX[2 MASHRICE d2[1
Gummerus & Pihlstrom(2011)2 Z™&X 74X|, =& 7tX|, ™A
MK, HolH K|, d& 7HX| 522 TEOISUCE O|2{ot AH|7t
K= DS Mao|Lt HE S4 X 238 L0l w2t 1 7|
Z0| CEEA LIEtE = ooz A Alsto| obA ML= Z0|
=931t g 4= QACKHSweeney & Soutar, 2001).

XS7HX| &H|ZIX|E 7|gtez of 7|EQ| AiEZ2 AnEH
Pihistrom & Brush(2008)= 2H} AH|AQ| AH|ZHKIE XA
ZEK], HOIX ZHK|, HAEA JHK|, AR ZHA|, &=A 7HK|, T
H K2 TSt 0|F0| WEHQl FEE0 OX|= dyS A
S31FCE Kim & Shim(2014)2 d3to| AH|ZHKIE 7|sX™ 7t
X, 4™ 7K, A=A JHK|, A 7K, A=A IR B5F
o0 OrEDF HEo|x 7to| AAE ZESIALCE Kim & Cho(2013)
= ADOIEE 0|8 19| AH|IZIKE 7|88 JHK|, 4MA JtHK|,
A8 MK 2 FNAIStD BAN 249 HEo|E 7t BAE o
HEQCH J2|10 Kang et al.(2013)2 Xzt HEQ| AH|Z7HXE
2488 THK|, A=[E 7HK], 7|8E 7K 2 oSt O|&0| THEO

OXl= gt 920 e =2atE S4HAC

N

2. 0=

BHE2 HNSO[Lt AMH|A Ao CHot ™MEFNQl HILO|A H|ZE
Xl AMEfE 2USHCHANnderson et al., 1994). Oj7|0= A
HH| 20| R S0t ofLjat T0f & B, T0f FY,

X
0f & B2 o|=ojx|= A TOf 7|7t Sete] @E Aol 1
of FUH DIZE 2 LIERLPH ElCHLee, 2007). £3H PHES 4
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HIXtC| SFE 0| Chst B8 2=(Oliver, 1997), THEO Cigh
tH2 OIX|HQl Q@ AQKOliver, 1993; Oliver & Swan, 1989) HA{H
0l Bt&&(Mano & Oliver. 1993; Westbrook, 1987) Zgalst HEfZ
LIEHCICE & AH[AHs MBO[Lt MH|AE ARESIHA 253 &
At MH#S 7tA 59| O|8EQl @AE FHEt FA0f AH| ot
oMol Arg|Eel o|ojet IOl AE So| MI|HQl @Ak
{5t ECh ol2{sh HEE2 7|Yel AYWHE ZAF|= W
Mol iMooz olAlL|1 QO H(Anderson & Sullivan, 1993), 124
O MIHO0|1 YHANQ HFZ Frdte A ST M3t
= FolM 8% 90|E X|HCh

23. sH:

SHEE A0 BEO| [T SHAD ¥ 4 Ao K|
o ZREy S0l SHDA| =Hwvt 7|0 XNl Hamt
WHG JHsots 0| En Tk YHEOE ¢ 10| B 7|
it o8 Azf=4+= 1 DAl JpKE o AHXY| GO J|ED
22 AFm2o| HjSH o B2 092 M ECkReichheld,
1996). 5 ZHE7t £ 042 OpY H|8S BYAP|D o B
S g Jofg wor ofLjz, IYMQ PHRIE Mo Hct
olpfst FHTE Mol MF| Ol WIlet WAL UEH M=

ot dz|XQl ofEto| 2AS Efed FHER TEEN, O & Tt
A X2 228ez e 542 X|LA ECHDick & Basu,
1994; Oliver, 1999).

HEX SYEL U2 0i%S 9 el ofg M So=
2y 4 QICh 0= Do| Mol W7} 7|0 AFHRE
2 4BA7IE MENO MR O[ofFICE B HEN SHES
SEHQ =L Mo 3 HME ¢ S FABH JHEeE 0O
2 72 2tA0 CHet oJX|E LHESD RUCL Ol =9l 7tA
HEEE FFD 7H4me(0|gdE NS 2o EEHeR &
Z1Mel dutet AAEICEL X B2 d7E2 SHEEE FE
HSHQl ZHOM ISt JUX[T, Ol 14 FSHE=7F OfEA
e of WSH=X|0| Chot dHo| £FSiCh= X[&0| XM7|&|
OICHDick & Basu, 1994). =0t Z=3t Mz oz
TOiSt=s EFEEQl dES Alds] H £ glen, A"Xl oo
2 QI FojRlzs X FEHO =S XU YN SH=
£ Eotg = gitt= TAE #1 RUCKBandyopadhyay & Martell,
2007).

m2td SHEE 20 B2 ofsfisty| flisiM= dS
H#OF ofL|2l ool LYRiE Ol ekt M2|XQl LXE HE
e X ZHE makefof b= FFO0| @g n
(Chaudhuri & Ligas, 2009). £3| =MEo} at&Hst 7|& AR
(Bloemer & de Ruyter, 1998; Wulf & Odekerken-Schroder, 2003)
EI=XQl ZHE SQo| MEE MisYD WSHQl ZHE HHe
TOf R FFHQ ez HYSRUCL oMY SHEE CHH
ol QAR molshs A2 10| FHEE XA k= 7|8 Ol
sl=0Hl Sol0jst E&EE X287 E=ICHBridson et al., 2008).
2 dFoME =Y R 7ol =8 S BHEE EO0|l=
AE WS FHYEE JFHSIYRL, SFEQ Lo 7|*xSt0] 1
HAHE Mzt A2 HEE SHZE YOSt
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b 7EXIE0| ofO|UA %-Edtof 1

ASo| 245 SFHAZ W 1A42 O Yo oSt SE=E 2
ElCh= 2Ael oA HIoIACE B2 A7S2 2HIIHKIE

BtEo| FQ MIH4Z Opetsin QJUOMH(Jones et al, 2006;
Carpenter, 2008), MZ CIE S4& X|d FHEo| 2FS 9l
=0 235t QUCKBridson et al., 2008; Lombart & Louis,
2012). mEtM 2 AFes ADEEO] |, Ak, 23t 99
HOE FLoifhe S AB5t0 AHZHXIE 7|s& 74K, 23
A O7HK, A=A TEK, DA 7], D2l 8F H|E, dElH
HIROZ HABIUCE w3t HMEo| mBHOl @aAS HOls|Y)|
Slof =N Y WSH B0 LA Olof CHet Sl
UTRHS =ABKSHR <Figure 1>} 2Tk
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<Figure 1> Research model
3.1. AH|7}K|Q} OHE

7188 7K MEOIL MH[A9| 7|81 £ H dut S22
BHH CEE $9S o|0|stCHSweeney & Soutar, 2001). 7|sH
e FE ME X M2 XtHel F2(8 EF1F 2HEE AR
284, MY, 2d &2 LIEHDE & 2t 284S 4
Fote 715X JHKE DMo|A AEHel molg HBY & s
7A€ 2|O|BtCHNoh, 2011). O2{t 7|s& JtK|= AH|XPZL H|
Z0|Lt MH|AZ AEHSln AIRIIEE SEsleh J|EHol £
o2 ZEg38lH =ICHYang & Jolly, 2009). e AREL AME2XO|
ZHOIM dBEl= 7188 JHX|7F 2R 2EE el dgS 0[X|1
28 HOZFQLCHCarpenter, 2008; Yoo et al., 2010). 7}& A0t
EZ0| M3ste BEZA, LH|A0|H, a5 B IA 7|52 |
olo] BXZ FIHOR LNIEE ofn YRS Cf B8HoE
HeoHA gezEMN O =2 UES MIotH EICHKm & Park,
2011). Choi & Kim(2012)2 &= AH|XHS0(A U0 Li74at of
ZE|AH0|Me| 7|s& 40| THEO| FyE O|XICtn SHRALCE o}
Bl 7I5E JHAle 940 BN CIRSE MHIAE S8 UHES
Zcysictn o 4 Uk

7t 1 718X T TE 38N FekS 0[E Aol

AR JHKE HBOILL MHIAS AFBSIBIA e =70|
b ZEN Mefep maiE @92 sitHSweeney & Soutar,
2001). ZHH JHE F2 IO A2 oujeln of7|ofs
5742, Mol 7|8, 92, AF, Mok 50| meHECkBabin et
al, 1994). O|X2 Ol ZWLS Urels UHH Il wr}
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Mojsel 30| o Be gwe Wi Hoz FEmoln Py

g ddoliM EMEs B2 = A
SNSeof HHt H4AMZ HHAME SR Tt BAE RAIY

g1 22 48N IHKs ADEES)
AEE|QAHE MH|A O[E0| U0 B Qs 22122 gLl
QUCHPihlstrom & Brush, 2008). Choi & Kim(2012)2 AOLEZQ|

HOH 5822 CIXel 80| = 2H|AS2| HES Sdots

O QolofsiAl EB3ICID BIQICh B Han(2011)S ATtEES
AHZH F R JHAL om0l JbE 2 ggee 2 g

ol mfo

-
N KO
8 BrEE

o
olm njo

HOIFYCE Wt Z2HE st S8 A
Chgtchn & 4 Aok

7te 2 48H 7H|= TEo| a5

@S 0|3 Zolck

ARH 7HK= EE MEO|L) MHIAE ALBEIOEM AH|XEF
CH2 AMEEDte| BAEE =2 Iff X2kl 282 LsHCKSheth
et al, 1991). O|l= A=A QIFYO[L} EIQIO| CHeE TpA| H E7F Z
CHOf| CHet AZZ S2 BtEslE Ao E ARRHQl A {0M A
2 g3g 0K PHOAM H|ZRE=ICHSweeney & Soutar, 2001).
O ME2 AFESH=M A0l AH|[Xp= FHQIQ| Fyg FiO
O FHRIN FARSE 2H40|| £5t0At S= £/40| UACHKang
Chae, 2011). Han(2011)2 AOEZE 0|88 Eof EIQIAL KAl
AHHBAI7| 0 ZRE-AR|E X/E AAEo=E LIERd = QU
1 StQICE Kang et al.(2013)2 2ghd 4t HES F0i5H=
A0| AH|XPZL 2HE0]| 20| U= F2[EQ ARRJUS LIEFLY
At2lE TEK|Qt BHEo| S-ECl HAE MBIIRALL £ 5=
=218 S84 MTo]| Hls JHRIFe|ECt HEFFOIE Ol Mol
FSHA| LIEHLIEZ ADFEEZ OIS0 QA0 Ats|H Fok 2010
QSHA EESHCHKImM et al., 2012). M2tA MAAN O|0O|X|E B

o
Ste AlRIH JHE 2SS SRttt o 5 QACk

S o # ng )y

0R of% oN rlo rlr

7Hd 3 MEIA THK| = HEO| 27EE QI Feks 0|E AOo|Ch

ZHE 7tK= ®ME A MH|ATE 27|HE FESHALE Mo"
=2 M35t XAl oigt E7E SFAZ I X|ZE= 282 9
O|5tCHSheth et al.,, 1991). 222 AH|XHS0| H|FO|LE MH|A
o] AME #10 SOIE A st 87|18 F03| FLHPihlstrom
& Brush, 2008). ot =58t LY S FHoLLAL ot &7
MEg St MESH=H Fek2 O|FICE AH[Xt= 71E ME
o AlMBIO|AM HOLITXL CHE HES #A 1 27|14 IE0
MEE MHAE ZAHHSI7|= oiCh 7ty AODEE 0|8 1nZAE2
EHA THK Of2o| MAEO| EAIEH 7|E CHHI|IE nASHD
KHEstEl MH|AO O B2 WS X2 7tsd0| =0t &
QUCE E3| 7|&Hzt7t O HE ADIEE AFO|ME & &
MNE O{EA THOH{L=LEPt MES| #240| T Qrt YHtNo=z
ME=0| Ot 7= ZE0|n IOl Hur 2AHC[H
(Pihlstrom & Brush, 2008), |22 &4l HEZS AIETC=ZMN G
Z=2+8 ¥AH EZICHRoehm Jr. & Roehm, 2005; Yang & Shim,
2013). M2tM FHE Itk ME20| gt EAH20| BEE 5
Ot g 5= QACE

il

7t 4 THH 7= TSN a8H2 deks O1E Ao|Ch

AN b BRMQI HISESE OfLlat AlZEL =2 3 EM
Sof Na|xol Higg mefelel Bkt o= B82S JHXE

Mote 523 2Q210|CHZeithaml, 1988). & H|E2 AN X|

7tADF 2HEElE AR el ST QXM g £HSh= et

| H|80| S7tg+8 7HKl= H25HA &

4% HRI FY A 2 HolE 0|8 25

= Olsist=0 &get Azt =30] Q%2

Z H82 7htE & gle 240|Ck ol2{sh MoA £ e

HZAE JIXE 0% H81 ol2[H HI822 F&E%t4, H[E 5

O 7tXIE X|Zst=0l A0l HY S St= A2 ZHFIIACH
(Suoranta et al., 2005; Kleijnenet et al., 2007).

Lee & Kim(2012)2 X{EX H|R0| ADEZ0]| CHSH Ef=0f &
o g2 D1FS #Hol ULk Choi & Kim(2012)2 = &
HIXESO|A RA0f AOREES| 7tH0| THES AMofjotrtd st
Sun et al.(2013)2 =TA 8 H2|H H|I&S =& X|ZE HIE
O &= AH|XIQ| ADEE ABQ=E HLAAIZICED QI 1
2|2 Lynch & Ariely(2000)= ‘SEEMY 1o CHst QIX|AQl =
2ol 3¥HY E=of J¥S DAL SN, Park &
You(2011)= ME22 MHIAE &8 552 = Us AXEETt
AOLEE 825 F7HAZICHD S Wt 8% H|&1t

H2ly H82 UEHS AMofptt g & Uk

7td 5. 2HH HI&2 US| Yol Jets 0jE Ho|th
7td 6: dE2[H HI&2 US| Yol I 0jE Ao|ch

BE2 HI[EQ HAE RAGHEE 7|8 Folste 2EEQ
2AEM TR0l BEE0| 0|X|= 3EEC g2 U2 AF0N
85N 2tCHAnderson & Sullivan, 1993; Magin et al.,, 2003). &
o2 THESH N2 1 7|0l MSst MEO[Lt MH|AL] Tt
XE =2 Eotet7| Mol 2 7|gofA ==0| &= WA=z A
Bl= B0 QUCHVerhoef et al, 2002). = &2 ZMEE x|

22 2 chato) Chsl Al2IHel OfEtg || wExel noj
S AHEH Z2ARAM2| FHALE oA Lt

UER2 1 HAE HS detiPle HE0A BN S8=9t
ZHHO| Qe Ade=Z g1 QCKCarpenter, 2008). A= 2
ol 00| Yohy| MR 2 +F0 UFS IO YHS

HIEtoZ2 HAHQl RUES ZTIsiCh Bansal et al.(2004)xf
Sweeney & Swait(2008)= EfE=X ZMEot A= MME =
Qo| BEo| Zut waelg PESIYCL O UFA2e FHo|
Chet SHE WL AZIS) B2 K0IM S Chao) Cist 2T
of EXIE Sgrets olufgict. & RHETH nA2 1 CiNof o ¥
2 ooz Rojsin M2Hel g Sof WM EHES 2
EICt M2t BHE2 BN SHEE F7AIZICH & = QUCh
712 Ao PHE2 XFO0f o|E, nZE:H, Fojnt 242
HEE TEE0 IFHQ JEE OX= He=E  LIERCCE
(Verhoef et al., 2002; Jones et al., 2006; Lombart & Louis,
2012). Park & Shin(2012)2 AOIEE AI2A7} Z|l= MEHEO|
S0l WEN SYE0 QoY ¥HS 0jES ASeHD
Fullerton(2011)2 DH=E9| ZANZ HEL|l= FHH 1
F $Eo2M D7 WEO| AYHE TISIRIC hnl
2 MBIt MHIAZ X|&Xo=2 POfsia T ARENH 3T
Mol AHS Wsin ZWAlS OpY TEOIE E UL 93
207 EITh WRtN DHES WEH SYEES STAICD B
olCH
QICt

0

Jy e
rir
0.

HE T RS =
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80 3852l 3= o2 Aok
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7td 8 UH2 ASH Y20 3EH YgS 0jE Aok

e AT WSS Rusin ZSAI|E FL3 XE2
2FED Qlon], HEX ZYEe WEN FMEo| IYHO
Ae B2 Ao osf X|X|Z| QUCHReynolds & Arnold, 2000;
Lombart & Louis, 2012). Chaudhuri & Ligas(2009)= Efj=X™ =M
EE X D42 4I3HQ HAE RXISH7| flsf O Be 3TH
2l XRE FOogt= ZdYo| USES HOIFUCL Overby &
Lee(2006)2} Pritchard et al.(1999)2 £ CHAO| Chet M7t
Ojo|=ot HHE0f WES FIHAIZICHD SHQCE E3] EME =
22 o2 7tX| HoES =55 st WS FHEEE 0|20
We=dl F=25A &8st AR HSMCKWuIf & Odekerken-
Schroder, 2003). & HAZoZ ZALE nZHe 7 MAE X5t
=0 %2 L¥E J[20|1 CHE Oete &2 7tsd0] Ren,
HO 3™l =HMESE H0|A = CHReynolds & Arnold, 2000;
Sweeney & Swait, 2008). M2t EfEX SME= HEX AT
£ B7tAZICt & £ QUL

e 9 HEY SEEs 3N S0 388 S
& Zojct.

mjo

ol

4. AT 9 2D}
41. X%

2 oljo| 432 33 HE, KE S0 AFGD Y AnE
0lg 1g CJNOR L. K EHTUS 20134 68 23YL
8 47X TAE|YOD, H22 5 31027} HiRE|CL Of
SYE0| Yo HEXE XN 30175 KT 240 0|8

aal

Ch. SEAtel E42 H4TEH H4d 47.2%, 0f’d 52.8% O|H,
CH= 20CH(66.8%)7} Zt&F QQtm, C2 o= 30CH(20.9%), 20
CH O|FH6.3%), 40CH O|&(5.9%) =2 = LIEIRICE 0|87|7H2 2
4 0|4H45.2%)0| 7ha UL, CHS2 1 O|¢-2'd O|2H37.5%),
13 0|TK17.3%)0|2t0 SEHSIRICE d2|n AFEX|Y9Y 2= &
= 47.5%, HE 52.5%% LIEILOM, sHEe CfsHal(45.8%)0| 7t
o B2 HES2 AKSHgL, g2 1E 0|5K30.6%), CHE Of4
(23.6%)2 =lz|QUCt

rR Ot ofy M i

af
A
=5
S

42. o] £

2 o0 mEE H4s J|E 2UES EME 25 5F 2|7
E HZE AR%lo] =HIQCt 7|5X™ JHK|= Yang &
Jolly(2009)2| HTE EC|E O] AOIEEQ| 7|50| CiFE O] A

0] 7ts3s

OIEE ALSOZ Halgh A% [ 0| ADEEQ| J52 o

-

g8 & 322 BH o 288 JHX= Yang &
Jolly(2009)2| 0| ADIEEZ O|8StH &gz, dEE, MOIJUS
S 3E2ES AEIIGLCE AtS|A JHX|= Yang & Jolly(2009)2t
Han(2011)2| AIF1E 7|2 O] AOIEEZ 0|8%1H LCHE AEE
oA £2 QM2 &, 0| ADIEEE AIR|A X0 Cist AFo
2 QIME O] AOIEE 0|82 X9t 559 HE IS ¢3S
T AS & 322 2 A0 LA ARESIRICE EHA THK=
Pihlstrom & Brush(2008)2| C|XtQI0| SETH AOEZS ZEOtE,

ME2Z AOEE AHIA0| Ol 27[8S =3, O] ADEE2 M
2 7150 e S 3EYS FYoIAUL:. 5N HIE2 Lee &

Kim(2012)°] 178 EC|2 0] ADIEE CHy| 7122 FHXo
2 REO0| &, 0| ADIEE HO|H MH|A 272 H|¥, 0] AOIE
ZEo| MHMMOl 0|8RF2 HIY S 32¥E & ¢7o & =3
5l ALE23IQUCtE AE2|A H[2L Kleijinen et al.(2007)1} Lee &
Kim(2012)2| A1 E 7|XZ 0| ANIEZEE KLz =85t /sl
Me B2 30| HR%d, 0| ADEES| ALBYUHE Ofdfst= A
2 02, 0| ADIEES 08ste A =X S 32¥S =
ATl A RS

OFE=2 Sweeney & Swait(2008)°| 0| AOIEZS MEHSH Lo
270 DHEE, O ADFEEOQ| MSdts AH|A0| DHSR, 0|84
o DHER, MRz ftEY § 422 FYSINCL E=H
EMES Lombart & Louis(2012)2] M2 ECjZ 0| AOEZS
0|8%t= Z0| £5, 0| A0EES 0|&3h= A0 =40 &, 0
ADIEEZ 0180l HEY & 32&S AFBSIRICE DXz
=™ =MECE= Lombart & Louis(2012)2} Chaudhuri &
Ligas(2009)2| O AOIEE HMEE CRA| FONY ZiY, FHO|
O] AOIEE 0|82 HE, F0| o] ADEEZ =g § 32

(==}
= 55U
43, Ho| M2l U EFEY 2

A=
2t #4s0)

3t = AN E

N = Rl e
|.

Cronbach's oS AtESIRACE HA 2 i S==S 2F
5L 5o = MER[EIF H2 #0f il M2=E Mol
= @F=S M HE22N H2|=E Jidsts AN S F O
Ct. <Table 1>0lAf LtEf Bt 20| M2lg =HEE 93 7|sH
ZHX|o| M ADIEZEO| HMSol= 7|52 P3N e 18=0| ML

ALt

<Table 1> Reliablity

Variables Number of Items | Final ltems | Cronbach's o
Functional 3 2 0.768
Value
Emotional 3 3 0.79
Value
Social Value 3 3 0.865
Epistemic 3 3 0.806
Value
Monetary Cost 3 3 0.815
Psychological 3 3 0.866
Cost
Satisfaction 4 4 0.822
Attitudinal 3 3 0.789
Loyalty
Behavioral 3 3 0.734
Loyalty

Ha=0| Bt TSENE DL THEHEIEEe R L0 HES
AUCL HXN WMo HSEEY HEE f6iM & ATF0ME
LISRELO| =7 2 (measurement model)E& O|&3}0] 221X Q9|
245 HAGIICE HSEIEES H7ls QFX S0l sAH
o2 [{OHO|ZHH(t>2.00), ESEIEE0] Ue Aoz # T
QICHAnderson & Gerbing, 1988). <Table 2>0|A & &= /U=
5YY2E0 QNN B EAHoE Rolsty, T

= 07 O|&Z Ho|1 ez Zt RY/EE2 HE g

A = 5+ ULk
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<Table 2> Confirmatory Factor Analysis
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Variables Item Loadings t value CR
Functional Functional Value1 0.802 14.228 0773
Value Functional Value2 0.787 13.956 )
Emotional Emot?onal Value1 0.757 14.304
Value Emot!onal Value2 0.723 13.460 0.796
Emotional Value3 0.777 14.818
Social Soc?al Value1 0.707 13.528
Value Soc!al Value2 0.902 19.071 0.867
Social Value3 0.866 17.964
Episternic Ep@stem?c Value1 0.743 13.812
Value Epistemic Value2 0.843 16.238 0.812
Epistemic Value3 0.717 13.200
Monetary Monetary Cost1 0.642 11.582
Cost Monetary Cost2 0.888 17.098 0.822
Monetary Cost3 0.796 14.940
Psychological Cost1 0.677 12.926
Psychological Cost Psychological Cost2 0.961 21.177 0.873
Psychological Cost3 0.851 17.602
Satisfaction1 0.693 12.767
. . Satisfaction2 0.735 13.803
Satisfaction Satisfaction3 0.738 13.887 0.825
Satisfaction4 0.775 14.827
Attitudinal Loyalty1 0.753 14.216
Attitudinal Loyalty Attitudinal Loyalty2 0.725 13.519 0.788
Attitudinal Loyalty3 0.756 14.305
Behavioral Loyalty1 0.305 5.179
Behavioral Loyalty Behavioral Loyalty2 0.906 18.871 0.783
Behavioral Loyalty3 0.914 19.133

X°=878.213, df=288, p=0.00, GFI=0.814,

CFI=0.936, NFI=0.908, RMR=0.057

<Table 3> Correlation Matrix

HTET| S| JHESTrol MLt
|2t3H=RI2] OIS ZE3IQICHAderson &
5% AZTZ0IA (@ + 2SE)7} 10| OpL|BH

EHEENEE0| QAT Hi= 20| <Table 3>2t 20|
AN EZLAE FHiSIO JEtA+E TStALE wiEH 10] Of

Sk A O

ez IHEEFEY0| Urtn & 4

1 3 4 5 6 7 8 9
1 1
) 0.478
(0.053)
3 0.039 0.318 )
(0.069) (0.061)
. 0.163 0.339 0.419 }
(0.070) (0.062) (0.053)
5 0.179 0.255 0.197 0.212 )
(0.068) (0.064) (0.065) (0.066)
5 -0.011 0.214 0.442 0.327 0.288 )
(0.068) (0.064) (0.048) (0.056) (0.059)
. 0.391 0.488 0.358 0.351 0.316 0.273 ]
(0.060) (0.051) (0.058) (0.061) (0.061) (0.060)
8 0.443 0.600 0.279 0.295 0.127 0.081 0.453 ]
(0.056) (0.042) (0.063) (0.065) (0.069) (0.066) (0.054)
° 0.190 0.440 0.391 0.436 0.134 0.220 0.351 0.596 ]
(0.068) (0.058) (0.050) (0.052) (0.065) (0.057) (0.061) (0.050)

1. Functional Value, 2. Emotional Value, 3. Social Value, 4. Epistemic Value, 5. Monetary
Loyalty, 9. Behavioral Loyalty
(

): Standard Error

Cost, 6. Psychological Cost, 7. Satisfaction, 8. Attitudinal
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44. A=

= G0N 7S HBEH7| 2o LISREL 8545 08¢t 3
2EME MABICEL ARLRHO| Mot X|4E x*=1357.379(df=315,
P=0.00), GFI=0.911, CFI=0.883, NFI=0.877, RMR=0.05622 &
Y Mo HuH oot 4oz WAL 2 ATF0|M el
& 7HEUT Zihe <Table 4>9F ZCH

MEES 21t 718N ZHX(BRAS=02, t=4.282)9f ZFH 7t
X(B=A+=0.218, t=4.066)= Rt=0f I3FHLl YFS OX=
Ao2 LEFOD, M| ZHX|(ZB27|4-=0.096, t=2.991)2t TI7|
A IHK(B2A5==0.069, t=2.065)= =0 DjX|&= FHO| 72
ot Aoz =QlmQich. L ITH  HIE(ZZA$=0.107,
t=2.750)1t 42| HIE(Z=AH$=0.044, t=1.385)0] ZUZH0|| O|X|

<Table 4> Hypothesis Test Results

= R8N L2 FOSHA| B2 A2 LIEILL 7|ZE QUL O
£ Sof 7158 7HK, g48H 7HK, MEH ZHK], HE IHK=
HES SHot=H =Ml oAE sz XESHA| T, 58
HIE1 d2ly HE2 THS Mofsted 22HY 2ot glg
S oF £ oI}

= =2 T

IS BN SHE0| IYHO FHS OlXE WRHHRIS
=0522, t=8.672), BHEO0| WEXH SHTO| DKl TS S
OZ [OISHX| UUYCHAZA+=0.141, t=1.958). O2|1 Ef=H
SYCE WEN FYE0| IYHO YFS OlXE HOE LiEH
CHZ274:=0.654, t=10.528). O|2{3t ZTpe BHEO| HIEA| #E
N SYES BESHE A2 OfLD, HEY SYEL WSH 54
SO FR% MHAYS HOIFD QUct.

Hypothesis Path Coefficient t-value result
H 1 Functional Value — Satisfaction 0.200 4.282 supported
H 2 Emotional Value — Satisfaction 0.218 4.066 supported
H3 Social Value — Satisfaction 0.096 2.991 supported
H 4 Epistemic Value — Satisfaction 0.069 2.065 supported
H5 Monetary Cost — Satisfaction 0.107 2.750 not supported
H6 Psychological Cost — Satisfaction 0.044 1.385 not supported
H7 Satisfaction — Attitudinal Loyalty 0.522 8.672 supported
H 8 Satisfaction — Behavioral Loyalty 0.141 1.958 not supported
H9 Attitudinal Loyalty — Behavioral Loyalty 0.654 10.528 supported
5. 4= HZS orS0l= Hoe H3HQ d&0| BYE Aoz
o

STs 3= AOEE O|8XAE W22 AH|7HK|eb B
gk 7te| EA o xHS FRUAC) XD = A0EE AF
CHet =2 & HIYSZ AH|XHS2| 20| ZAEIYUS| Hisiel &
A elzat JiM SO 0 o wEAH gFstn ULt of
of &= 2HXS0| AOEES 0|83ts &7|= 704, OfH
X E oi8H ez BoIohkeot0f et BE S 8842 A=
2le| E2 NSOt} SACt

AZ2ntet ofof Chet AAFEES F2loHE Ch3ab 2ok AW,
2HZH & 718H 7KK, &8H THK, A=lH 7HK], EHE 7HK]
= RN 37840 s OiXs A= LIEtHT) 53| THH0
OXl= JUHel 37|18 n2e I 7|88 7Kt 485 7t
FetHOo| HluH w2 Ao AQUL|QUL:. 0|F S &= L0IE
= O0|8AE2 0| 9X0|1 Z8XQl AHF 2t OfLl2t #48H

-

2 rjo »g

=20 1L

0|1 E72 2H|EEE Foe AS & = ULk & 37 &
OEE AIZOIM 7HY Fast O E ZQE= 240t 45t o
ot 7|52 22 F9He A=1 S22 AMHA HES0| 24
E[0{OF g2 AIAKSIT QUCh MEtM FolH MFZEof Cist oA E
HARUAOMS Bt HEoiES HS 2hstH, 72 1f
o BME et LIl MH|A S& 1efe Za7t Aot

Lot = AH[AE2 AOEE 0|85 St ARl 7HXIE 7|
thot TN 7HKIE =75t ASE € & ULk ol2fst Zut
= 1Eo| FXETS O|F =0 MA tB|H=22 FHBIHA
AMXZED BF S AHlE ESUE DAY 287 SOfLE, M2

n

o oo

L=}
Cf. 718, FR0IM T2 ADIEE0| M| HBS Aot
O|ZO2 QIMEo] BHME HECL, B MM
ACE MDD SO[ES FRots AH|2siet TS
T2 S Arh mRM B3 AR BE2 £007] s 7/Y

mrr @ Fo
K=}
rx o

[ N —1 IT
2 A2l QT AHRAE ZHX| D FofstE MEL=ZAML| o|d|
XE SZA17|0, ME M2~ Fur ZotE M 3sHE Sl
AHEHQI 7K ME Ao O E M2 AR E287F UL

=N, 2T& H[81t d2[H H[E&2 B0 0jX|l= £FHQ
b7t gle A2 LIEtRICE 7|oigtat= 2| 83 Hl8nt
2|8 H|8O0| 28| HEZ JI7|l= A2 20| Host S
At7F CHE2 20-30CHe| AMICH AH] E4& XL U7] WHEQ
AoE EO|ECE 5= AMOH FE2 nEgEel S0 38
E2S IROIHEM dEE 27| WEo| XAl Mz HEO
CisiA= 7]740| H|EE X|295}0(Samsung Economic Research
Institute, 2013), SHLEQl 20| A=shX|7| I A|ZtO|L} ==
of CHet RS X $EeChe AS 2O FECHLee & Kim,
2012). 2= %2 &3 UWolIM X7t AOEEO| AIEE S5t
UX|TH, FHAIFO| H2EQ ZBF 17t AOLEE0 CHS O E
TEF0| OS] FROICHE AE AlARSED QUL

ARy, P2 EfEX FZHE0 EEQ e OiX|= HHH,
WSE FEE0 O/Xs &2 FOISHA| URUACE 2|0 EH=H
Fdee ASH ZHEE Lot SRt dgS ote A=
LIEFGCE Of7|0f M BHEE2 Bi=X SHZE S W™ FH=
o] ¥&= OXICH= A2 & 4= UCL Oo|2fst Zut= Carpenter
(2008)2| Aot W2 ZO[St= HOE THRO| CiSH TER2 YA
HOl AH|aPE BAL|Z 2 A|ZHo| X|LHH #gh 4= QUKD EfE

4r
3
pua

oh o> fot
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=

H S8 O A0St XX ol ULt SHALE
50| #3H 9= FSEXU2 oL, AFH

A2 XM AH[XIY| SIS FZAP|L, BFUN Lo}
AT = ZYCE HYOR WS FYEE $0/= HHo|
HIZISOICH: S HOIED QUct

ol

52. Gi7o| 34| 9 &

ot
2

Ty

= G77b X[H= SHAIED ol Chet ok AFYES HMAISH
Ch21t 2L = A7 22 480 A0 &= Y=o AHEE

ooz AFZnE =Lsto] HEot=H F2[7F /U
Ch d2|1 2= SEAZL 20-30CH0 HIEO AUtts H= CHE
ULt Mt g=20s 2oh Z-elet A

o crefet o HEE RS M F2AE 7122
227t Uk

S, OIS0 YUS OjXE BRE LHIEKO| $HSH0] HAJ
T 9k 2Lt o] QofE MRS EY & Ut

50{0f T O, £ ADIEE A

7| SMfME B ojnjx|, F3
2 + 92 Ho2 ol

AR, HES Aot UG Crdet =B+ D25HK] B
QUCE AB|ZEXZF 2RO O|X|= B2 27SAHY gt 23t

= EMof wat ch2A Lepg 4 ok o
S, mg4E Y 23} Sof ZEBWE 1
AR osfsteE| o 98% Aoz ol
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