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Abstract

Purpose - This study plans to adopt a more sophisticated ap-
proach toward service recognition by customers in general su-
permarkets in order to revise the service quality measurement
methods that suit the context of Korean distribution channels. In
particular, in general supermarkets, where much of the shopping
process is in the form of self-service, there is high reliance on
the service recognized by the consumers; therefore, it is highly
likely that consumers would make their purchasing decisions
based on their recognition of service quality or guarantees. It al-
so utilized service quality elements of a basic level in the
KD-SQS development model in order to indicate that the quality
recognized by consumers impacts their loyalty to the stores with
financial value and abstract value.

Research design, data, and methodology - The study sug-
gested a theoretical model comprising 13 hypotheses on rela-
tions between theoretic variables, and conducted surveys with
consumers using discount stores in Seoul and Gyunggi
Metropolitan area in order to verify the hypotheses, while using
SPSS 20.0, AMOS 21.0 as the verification program. The survey
sheets used amounted to 332, and a structural equation model
was used to analyze the reliability and validity of constituent el-
ements and to verify the suggested hypothesis. Therefore, this
study analyzes the interrelations between service quality and
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guarantee factors in the distribution channel and their relations
with the loyalty to stores as a dependent variable.

Results - First, the results of the hypotheses tests helped
identify the relations between service quality, service guarantees,
service value, and customer loyalty, providing an opportunity to
define the relations between constituent elements. In particular,
service convenience in service quality has no impact on finan-
cial values. Further, stores’ service policy had no impact on ab-
stract values. Service recognition by service convenience has an
impact on abstract values such as good image, comfort, and
usability, while mileage systems promote financial values for
consumers. In order to improve consumer values in service
quality and values, general supermarkets should improve their
service convenience, membership, and mileage programs using
various strategies.

Conclusion - In order to improve consumer values in service
quality and values, general supermarkets should improve their
service convenience, membership, and mileage programs using
various strategies. Further, as service guarantee systems have a
significant and direct impact on customer loyalty, rather than
customer value recognition, service guarantees should be used
to encourage customers to re-visit the stores. Finally, this study
applied the findings of preceding studies in terms of service
quality measurement; it had limitations in referencing preceding
studies in a comprehensive manner. It also had limits in ex-
panding upon various preceding studies because it was difficult
to apply new measurement tools due to the lack of service
quality measurement tools for general supermarkets. Therefore,
it is necessary to conduct more studies on service quality to
measure service quality and develop measurement tools by in-
corporating various industry characteristics.
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2.2. MH|AZZ Service quality
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HASHY Y E|QICE O Zab Aol el MHIAZEEZ SE2
XM Xl(Physical Aspects), & *H(Policy), —.._—X1|oH7é(Solve Problem),

mjo np =

Il

ElO’_‘



Jong-Lak Kim / Journal of Distribution Science 13-1 (2015) 93-103 95
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<Figure 1> Research Model
3.2. A7

= FF0ME MEIAEE 210 7|8t D40 X|ZE JHK|
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2 FEo0 A3zl SY=0 R0l FHS A7sty| 2ol
el 0l8nZs ooz 20| Xst E MHAZH
KD-SQS Ryo| HF/NEES Lottt Ol=2M olgiol
KD-SQS MH|AZHE, MHIAEZO| MHIAZIXIE N2 HES
d=0f #HEHE euHAE 2Fst2 ottt Eot JHEEFo|
A0 KD-SQS =z2[H(physical)2212| O|&H2ld, F7HHHold
#2h OtL|2t H| =2|H(non-physical) 29I, AIHYSLE, YHOf
Chet =1t ME[AEZ0| Cfst 012 ES 08¢t AH[X}:
SYE0| 2ot SLHO| A0f MH|ATEX|E D72 M Folot
Feks 0l A o2k TH S, 2t 22152 Ao st 7+
25 d3otnAt ot

3.21. MH|AZZED MH[A THHTIX|Q] 2

ME|AZEIE ME|ATEKQ| ZA|O| 2t 1Z80] X|2f8h= 7HA]|
(value)= MH|AZELF 7HA0 o3 FE &S = UCLKChang
& Wildt, 1994; Dodds et al., 1991)= A7} XA} OH, O|F
MAATES MH|IAZHEHO| MH|AZEX| RU0] SEHQ Fets
X2 ASE HAlSER ALy FEYUS g2z THE Baker
et al.(2002)9] HTROAME OiZEILY QIEMH|A, SE|FMH|A 59|
MH|~ FE 252 48Y HIE0| X|ZE HE7H[o Ee2
ZE=X0| Cfst HFE SIQICt EESH Kashyap & Bojanic(2000)2
X ZE MH|AFZO| 7HA0| 2shA 717 HEEE MABIRA2

H, O|2{st &2 Bolton & Drew(1991)2| H1E ELHE AH|A
7Kl MH[AZEDF AH|Xe| 3l O2|0 AH|Ate| WHEY &4
YTEE YLD Ol AMHASE, oA H[8a H|Shm| & Hi
g, 17|z 2|0 0 JHHEEFe| XIO|2 Qls THX|of CHSH
ot JHE AH|Xto)| ot =I5 HEtE = ULt FHECE
M MH|AEHEO0| MH|ATHK|| M= 85| QT O|2{%t
MHARLSE ZHE 7HK|E Zeithaml(1988)2] 7HE FO|A{, ‘aH|
A2t & Ao Chsf BHe o2 Folst MH|AZSE ZXEQl
LK1 ZAOf US| CH21t 22 JHd S MAISHICE

<Ibd 12> SEHO| OlZHOLL HHlA FHHIRA H(+)
o g2 0|d Holct
b2 1b> QEHO| BIHEoe MHlA FHHIKY
(+)°] 82 0jE zHolck
b 10> REHO| ANYBHGS AMHlA FHHIAY
%2 0|3 Zolct

M| M2 Muls SERZEX(O| E(+)

<7td 1d> 783 =35

o Yek= OIE Ao|ct

3.22. MHIAZED MH|A FHHIEKS| A

fEot ol2fel ME|AZHK= H[RR| JHRIY S40 w2l et

—= =

Z % RUCHBolton & Drew, 1991). =, O AH|Xt= ZX|HQI

=
7H &, =HH 7HK| R2ES S2AI0HL, O &H[Rl= HIEHH
e =, AIZHel B[Ea AH|Xte] 7=, YEHQ ARR|H K|

S FdH JHKel JiEE FRABH| WEO0|CHJang, 2005;
Kim, 2014, X{218). MAATE HiZ22 MB|AZED HIZHE
oI ZEXIe] Ao QA0 CiZat 22 7HES MAISHILY.

<7td 2> REFC 0|8Ho 2 MH~
Aets OE AO|Ch
<7td 2b> REFQ FIHHOIEE2 AMHIA FEHIHKO F
o Yek= O|E AOo|Ch
AHYDHES MHA

ARl F(+)

1o 4o

|
<7td 2c> REH FEHER0 E

<72 2d> REEQ AHA FH2 MHA F
o Fek= OIE Ao|ct

SHIHXOf 8(+)

dHtdoz J|YE2 MHAES MEZE SsiM Do X|ZHE
S dAAZ & ot et FOfE™EES [ 7ol Chet Azl
£ S7tAZICtD 5FQI S H(McDougall et al., 1998), AH|AEZO
oiet ol AARI=2l et Al O|fZ! HE, Jun(2010) 2| Q17
of 2lgt MH|ARESO| £ 7IX| #Ecz FeseE® 1 JfEE 3
g, M, £ +=FQ| MHAE M3t CHs AH0|H, =
M, ol2f3t kLS MH|A HMSXIH X|7|X| Rot 42 Ol B4
SIZICHE 2U£2 QO|E LIFO0] Holg 4= QUCL & MH[AEZO|
DA BtLtel A2 KMAISH Ao 2 MH|A 7|CHeFEDt 2%z
MHIAE MBS B Al A2 M3 = U2 A7E 49
St DHE(Hart et al, 1991), OHO|AH MH|AO| Cfgt =82 &4
oF SR Mutet S7|F0Qt H|H™o| FokS FO{(Hays &Hil,
2001), HA|2tEl MH|ABZE 20| Q@S d4A|7|n, Hsl
MHARZES =EAF 2 MHAZHX] 0| g2 O|X|= A2E
Mat o= QICHMcDougall et al., 1998).

2 o

<7bd 32> REF MHABSS AHA STHIXO H(+)

o [y |
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o d&= OIE 2ot
<7td 3b> REF2 MHIAEZ2 AMH[A FYHIEX(O H(+)
|

324, MH|AEZI HESMHT oMol A

OME 2=% 7Z|YoM HAlBtD A= MHIAESZ Z2F
OAE=T2 0|85 Us & OfL2), IASEEE FES
20 7HICE oy ATt MAZD el MHAEF
HMEE MH|IA0 Chet D24o] Z|CHX|E RO 2HFAIZ|= AS
EolELRM IATHEE BYSt=H Exsicths A0 =HES
SFlon], 2t MH|A o] dofstn nZHo] 159 ZHof
s STS O 83 e AMH~ S5 Z2J-e 29| 7]
S22 NEot= AeR & [, MHAES2 179 SH=E o
A7, AMZEREE =0l BAIE d5e Aol &
UZ Ao|Ct.

0 O rjrrot

4> ol
1l

<td 4> FEEQ MHAEZ2 HESIE0 Y(+)2
ol Zo|ct.

mjo

3.2.5 MH|ATIX|QF HEEMHEo| A

Bolton & Drew(1991)= G112 E3A AH|A ZZDF MH|AT}
A, d2|1 F0f = #HF =2 MH0f ozot AHHS O|EXHS
2 HARACH, 19| AFE Sdll ‘0 MH|AIIK|E= 0
M0 et ooz XFXQ HZ O)XcP= S TH
T QIC B Dodds et al.(1991) SA| ‘A{H|A ERITIIQL 2
of 7tA0r MIo|Ee| Fokol| ot Ao Aeol=of 7HE B
2 IgZ F= A0l MH|AZIX|2tD FESIRICE 0 HFOoIM X
Fel MH|ASEDE X[ZHE H|80| X|ZHEl MH|ATHKIE dMstn
XZE MHAZER7 SEE0 7HE B2 g2 O|Rctn 29
Ct. Dodds et al.(1991)2 MH|AZEZE HII ZHEsE A FoM
HEFH Q0I0 THo|& ol=of 7HE & F¥2S O/X= HEE M
HIAZIX|E F=ESIQUCE O|2M 2 AFoAM= MR O|2X HY
22 EME O30t 22 7H4E XNAISHRIC

I_

N

<7td 5a> MH|A SHHIMK = FHESIE0 F(+)2l s

o) Zo|Ct.
<7t 5b> MH|A FHHIIKE HESEEN (el dgs
Ol Zo|ct.

33. B0l ZYHET SHYY

3.3.1. MHAZZ

2 =20Me MEAZHE0| oist "elof AY FF-SYH(olA
o BEF9l MHAS S¢t D4So| Furxol Bl #S0jztn
MO|sIRUCt 7|&E MY HAKHDabholkar et al., 1996; Back et al.,
2000)s2| ATOIM FETH JHEl ‘AOfFEe| MHAZHE HEO
Motz 7l =2 RSQS(Retail Service Quality Scale)2&S &%t
MHQVE HIECE FEYUENS| MHAZES MEE o] A
ol M2 X[2ets 2/ GjE, Z2aM, QA MDEE, 228
ZH, Hd, 2ItREOldo| 67l AHRE T RSQS2| CfEHN At
OM KD-SQSZE AUTAt7h ZEIA Foloh 47 7|2 XR;EQ 0|8
Hold, RIMAHEHO|Y, QX M2AE, FYME EUE MHAZEO|
OlgHOlY & 1474 2, £1H Holye 3 157 2¢, olxy

sEge 5 1) 2, PM2 5 12 BYOE TS
SHE Y23 YOI B0 2HE 78 M2 SHRIC)

3.3.2. MH|AES

MHIARZ 2 AYUEE 310z 7|50t H|Ho| da2 52
2 Qg MHAEH0 SHEQl FE2 =1 UACKHay & Hill,
2001). OElM £ AJOA= MH|AEZZ McDougall et al.
(1998)1} Hart (1993)2| AH-LO|A HA|E EEXNEZo| AlH, 2Sat
Hef=, AHefel otMdol Chst 282 ECHE MH[AEZO0| Cf
of -2 olYen, EEN Tl O/, HENE2l ME[M, Ao

Hdof CHot 2.0l B3 2EeR dsieiel g5 5 &
HEl =2 FHstn 2eisto] 2HE 7™ M2 FHFSIRULL

3.3.3. AH|ATIX|

ME|ATHK|= 7HKIE RIZ5t= 71400 TSt 2 S3k= X|2tEl
ZRO| ‘Ujmarz Folgh & ATt o[of CHe MH|AFH| T
ot X|Zt2 Lee & Kim(1999)2] AT E 7|H#ez 2 AP FH0
HMoSlE 2 £, Hel¥on, Zeithaml(1988), Dodds et
al.(1991), Cronin et al.(1997), Gooding(1995) 2| MAAHTE E
CH2 7HLst SRl Mu|ATKIQl SHH7EXK|Qt X|ZHel B| SiH|
HMIIXIS 747 ADIEE Mu|A EOof CHst AHIRIZF QIAIBHS
|28 7HX| QM o2 FTAIIK|QL =X Z2 F2510] 5teQ
g2 UEel, & 77 22z FH50] ATXE0| o5 M
dTE d=E T SHE <52 FHStL E|so 2HE TH
Hr 2 ZHs|Ct

- STEIHK|

of 2 G0l AN HRHE Be PHE Has AxerEC

- FAEIR

HBWe Mol QIMHQl L7, 0[] HOt, 0|8 Cf|A]
gHo| Y=g 2L 2YS HE2 ZFCN ATYIE 5
SHE $22 YA Hoolol HE2 SFOIAUCE

0]

334, MEZHE

= Oy SOfLH|of 2HIZPE 58 "2
el 20l= =9/H B & SaNeR YE= SO0 43 7
Ofst= BtEO0f o|==2 7Hosti(Jo & Im 1999; Choi & Lee,
2005) of At 7|dte| “SeY Yol oot 5YYFS 28t
Of B IS 4+, HSIYON, MUATE B2 YESYE
of Cist MEHAT(Lee & Ra, 2003; Baker et al. 2002; Dick and
Basu 1994)01 A HZSGE0| 510} 37HX| &5 5 CRA| O1E S
Yot HOHAHEE), g2 W8S F8 ARS0A st
HOHFH L), Y=ot OIE0| CHAl 25101 FOHSHD MEHERS
TOE 242 HES FopiRlen 5/ 2oz Fd5to] At
S0 Ar8et dRs & SUE FFS Mo B350 2[FH
E 78 HE=2 5F3}

ot
o2
H
of
0x
|.r|
o rr

3.4, =AEA

3.4.1. ZAMCYA 9 Xp24F die



98 Jong-Lak Kim / Journal of Distribution Science 13-1 (2015) 93-103

|

= =

20k 3743 O|Wf 32| O]y o8¢t FHO|
HEZAYLZ MYSIUCEL 2 A=ZAM
2 Moz YHE 0|22 Moz MEARY WS H8o|
UAOf MH|AZFEO| 2t 201 A MH|AEZFO| MH|AZHXE D74
2 HE34R0 OXl= g of Cisto] 2 AE TSI

0 @ Pt ¥

Il

34.2. TAFEE 9 ZANLYE

= 70 AEE FZ=TE= 7IE AFSS HEeR 4
=0 %A FgE 2=0Ick 2K FE2 A A
(8¢, std, A8 3), MHIAZFE, MHIATHK], ME|AES, 2
SEEE FEo| flot ZEE2 FEsien 782 iy A0
Hzo| MEIAFRY S2HFH, FIUHHY, AHY=YE, 3§
M MHARZ, MHIATHK], H§ESEE J2(1 AR
olFEASHA 81 b Areto| 87 gz FYE(0 Aol M
HAEE 2 g3 METE2 S2HST 47, BIHEoY 4
N, M A7), QY= RGO HYHS 474, MHAESe| SFH
= 3, MHIATEX|S] S-S 27, HESYE M2 Y5
oo, ITEAY U LAY 22 BN g=22 FESIRAL

rErk
e

4. R}

4.1, EEO| kx|

am
0x

2 422 Me =W TEUTHE 0|8t DUES HdEXTA
tfefoz  MESIRCE & AHAEEAMAME HOIEEFEHY
(convenience-sampling) 22 MHEE EES CHAMOZE HFAXZAL H
YU st HEXRAME TH SR T +=HE 368F & 294

H S
o LHES ANQleh 33272 ®E2(sample)S 2RALY.
42 Hof ey 8 EEE 24

2 QF0ME Cheol ez JHFoE 420 CisiM Azl
2olst7| flo LmAs=(Cronbach’s alpha)of oot AZ|= &
S AA|SISICE Murphy & Davids hofer(1988)2| oA|4=2| =&
=27 =% 06 0|3, ME|=7F 2 £F 0703, FisFE
0.7-0.9, J2|1 =2 £F2 0.9 o|AoZ 2 S &nsto] Al
EdE XNoAPle EE2 Helste HWEE AMESIACHChae,
2001). Azl 2440t ZE X0|A 083 O|M2E LIEILL &
Y= o] LA Lo Ok &2 ARQE THEHZ|RACE HED
20159 58 % Hzo| HNE ¢lsl 22 F= ZEH2 FdE
2 M(Principal component analysis)g A3 1T LA OS2
X 8= Ao Rl &=0[Lt o2 KQlof H|5HAH LQIX R 2
2ol g=g HASH| Qs 7|1E HEE2 UMz 5
Aol H|2|MA(Varimax) 2|™ME St BHME QlEME MAIS
QiCt O] nHEOIM of2] R2l0f HistAH e H=-==1t H=0
QOIFTYZ0| 0.4 OS2l HE=E H|AHSIRUCL O|2M LH 7|F0|
ool 292 MIX|E HQl HE ELHE <Table 2>2f Z0| 29l
= X Ho5t=n, O HHO| UoIM MAE KD-SQS MH|AE
A ol ofst 92 JEA HPo| BRsty Cad 20| 1 i
22 ME FHoSIRCL & QAXMMTEES 4L MACTQ
KD-SQS ZZ0i| gt Z2le| MH|A0| Cigt ME2d, Al2ld, Btd
g, 2Hsld s ofgt JHEE dYY = e HEE LdE

2% mjo

0 ijo

%

QOLL MHATES HHOR EMF Qolg Zn FMA
SHZrotE melete U IADIFMES| BE B4t oF 22 9
Ol0] RO O|ojy AH|AETo| AHNSHGI HRE Qo
of BYBID2 SUs ‘AXMSIE Reloz HOYUL. Eet
Sa[HZ=pio| 49 MMGITo| KD-SQS Eo| HIOIH Qi H
o, HZY, AN, BNl S BT 4 Uk wrz 7
ME|YOLt 2 MUOITE HHOR SMY Roles A X
AT EHIAO e U2 SFYS0| JIF0| Huol 0jZstol

HAHSHRA2H 22l

=

ot Folg "0|gHo|g ez M2 St

C
Ch. H=20] 7HZE MHAZE B7HHES 2 XS 93t A
= 55 o HABES ChA| LOHET| {3 Cronbach's al-

phagE O|&3t0] M2lds X 53 StRACE 4

o
EZ41

b RE KRO

A 0.829 O|At2Z 7|&EX| 0.7(Hair et al., 1998) & =1psl0] &
F 78 7ttt ASE LIEHR2 1 21t g2 ohEat 2Lt

<Table 1> Appropriateness of Exploratory Factor Analysis of
Measurement Model
Rotational matrix c
Fac’_[or Eigen AVEa | CCRb
loading| Value
Expertise5_3 .876
Reactivity7_1 .869
reliability6_1 .849
reliability6_3 .847
Human Solve problem8_1 .843 7.086 | 21.654 | 0.954
interaction Expertise5_2 .837
Solve problem 8_2 .833
Reactivity 7_3 .831
Expertise5_1 .817
Reactivity 7_2 .814
Beverage
Facilities10_3 831
Beverage
Facilities10_2 778
Beverage
Facilities10_1 778
Beverage
Facilities10_4 738
Lounge9_1 .709
Lounge9_4 .681
Additional Lounge9_3 .671 8.618 | 19.151 | 0.942
convenience convenient
facilities11_4 664
comfortable2_4 .654
Lounge9_2 .641
comfortable2_2 .640
convenient
facilities11_3 583
convenient
facilities11_1 552
convenient
facilities11_2 504
visibility3_2 722
visibility3_3 .622
Convenience visibility3_1 .599
convenience1_1 .560 4528 | 10.062 | 0.854
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<Table 2> Results of Exploratory Factor Analysis of result variable

accessibility4_3 527
convenience1_4 442 Rotational matrix
mileage16_1 .856
mileage16_2 .848 -
Policy mileage16_3 786 | 3.181 | 7.068 | 0.829 |E:g}gr 5332 AVEa |CCRb
business hours17_1 | .508 9
business hours17_2 | .448 Monetary Value18_3 859
Guarantee Monetary Value18_1 .850 3,107 31.068 | 0.903
reliability15_2 853
Service y1o_ Monetary Value18_2 .848
G tee clarity15_1| .795 | 3.177 | 7.060 | 0.923
guarantee | Buaraniee cary’s_ Monetary Value18_4 827
Guarantee safety15_3| .774
e — Abstract Value19_2 .897
a: CR (concept reliability)
Abstract Value19_3 .883 2.596 25957 | 0.915
b: AVE(average variance extracted) Abstract Value19_1 864
_Q_le-‘IHEk 7|7< G h(1983)°| =Xk Hl_ “ROIX.IXHEFO| Revisit 20_1 .899
O| X RH 2 = Gorsucl 2 Tt DHANS -
0.3 O|AFOl Z20| o|0|7} QLD HOFOD, E3H Kim(2012)2] X Revisit 20_2 .891 2.595 25.955 | 0.915
NE B3] “QolNTEE 7|F0= 0.3 OfStR Rol40| %3, 0.4 Repeat purchasing 211 | 832
OI5tH SHgES| 7old 2|1 0.5 O|40|H Fo|M0| =Cin a: CR (concept reliability)
gt 4= QICP 2t FASE "t Q=0 o33t 7|&=0 2713 7| b: AVE(average variance extracted)
B Ol S50 Cieh BN 024 Znt HIoh HAjEl
tﬂ#—?ﬂl- 20 K OIX |2k factor IoadiEg)O| 0.4 O|s}¢l t_/,*-% 421, ATFEIA A
HMASHRACE O IFYOoIM SEHH=0f Chot =2l =0f Cieh & es=TiEn
2 g5 9 FHo ofgt e=0| MA[RACE O|2M YH 7| CHIXIQIAMO| QUZE ZF HJCHQ|of| TSI MEo| ZA7F of
T 0lde 2ANMXE 2ol HsE ELjZ <Table 2>t Z0| [ sro|nY, Of= HEO| BAHEZ ZHEX| YOHET| Q8 AREHA
LIEtEE & =+ AUk G20 JWLE MHAEE HIEEo| 2 282 AMAIS ZI}, <Table 3>0{AQ} ZH0] BE ALY 7to|
S Tt U =5 2149l MEEE FEFIK| XM AR S p<.01 £T0M H(+) Es ()9 ARBAE FHX|=
0.903, F=AXMIIA| X2l 0.915, MESHE 0.915 2% 090|442 Ho=2 LIEFGCH

2 7|ZX| 0.7(Hair et al.1998) 2 D5 X3}0] BE 48 J}s
] o

=
$ Moloh 4O LiEpon 1 2 ghe Cfga 2ot

<Table 3> Correlation Coefficient Matrix

Correlation coefficient
Human Additional . . Service | Monetary | Abstract Store Mean Standard
. . ) Convenience| Policy L.
interaction convenience guarantee Value Value Loyalty deviation
Human interaction 1 5.3590 .89524
Additional 638 1 5.2811 81517
convenience
Convenience .560** .660** 1 5.1026 .90547
Policy 419 .316* .270** 5.8872 .91006
Service guarantee 468** .398* .285** .370** 1 5.1280 1.3059
Monetary Value 444* 406* .355** .281** .207* 1 4.8758 .94820
Abstract Value .654** .624** .628** .266** .329** 416** 1 4.9868 1.0464
Store Loyalty .604** 544** 444+ 313 .360** .524** .458** 1 4.9268 .94320
**_ Correlation coefficient is significant at the level of 0.01 (on both sides).
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422 =ZXFDY ElZdE: AS convenience Value
2 AF0MeE S-H0| Cist 7 EEFE = (construct validity) S —
= = = T eon = Additional Abstract .
25317| Qo) SN QoM ZuXE Efz ol oty convenience | | Value | 0287 |0.062) 4637
= HA[GIICE BMZNE S FEESI 222 o T Human o | Monetary | oo |0 074] 3876 |
£ HYs=TIE =olg = ARUCen, o] 2oz ZF 2010 s interaction | Value . ' '
St= JjidAE| = (construct reliability) 3! £AZZEX|4x(variance Human | | Abstract | o 70 | o56| g571 |+
extracted)& =9 & 4= QUCL O|2XOFE JJEMZ| == 0.7 Of4 interaction Value ’ : :
2|0 ZAFEEX|ss 05 O[40|H HHEY2 Aot st & Policy > Mslncletary 0.117 10057 2.063 | 0.039
£ A20{(Kim, 2007), O[0f CHot SA2 CH2ap Zrt aue
Policy | > A\?Zf[f .0.026 |0.042|-0618| 0536
AN = CEENYR2 / (CEEHK)2+ 5 E0 @ — e
‘dAP**XIAxr%E]Z FHMK2) [ [CEEHK2) + ZYH guarantee | ™7 | Value Bl bl il Wl
*T'__|_ = = ET'__ -'ET'__ + =3H i
e o oxpl B Tesr Sevice || Abstract | 58 0035|0219 | 0.826
= = guarantee Value
Store -
St ARHIMAIS 0|23 SHOIM QOIEM Zut RE A Monetary Value | ---> Loyalty 0.299 |0.046 | 6.564
sof BEETAE 05 OLOIUOL, HHRSIl FENFE | mparact vae | | S%° | s |ooeo| 773 | o
171, 17-290| ZFHEIF BEXXYK|O| O|X|X| 25t HAHSIIL : oyally
of, O|2M 2zt Qolof cHt JHEEtEE e S E|Qict 2t 2ol Sevice || Store 4474 10.038| 1.947 | 0.051
guarantee Loyalty

HGMRIZE O|SHOIM(0.82), BIFHTO(093) QIXABS
( 0.94), H*#4(0.88), MH|AEZ(0.86), AMH|ATFX| Bl H442(0.88)
ojp ZE QOIM ZFAJL 07 Ojioz MEM2 Swsiein,

X’=11.569, df=4, p=.021, GFI=.991, AGFI=.922, NFI=.990, CFI=.993,
IFI1=.993, RMR=.016, RFI=.927
* Appropriateness standard : GFI, AGFI, NFI : minimum 0.9, RMR:

2t BAFEEXsE AHMDEE(0.62), FIHEHO|4(0.50), 0|8 maximum 0.05: significant probability of x> at maximum 0.05
THO|A(0.438 : ZAXH| 4= r2=0.435 ), H*H(0.70), MH|AKEZ(0.67), *p < 0.1, *p < 0.05 **p < 0.01

MHIAZFK 3 ZME(0433 : ANAZ 12=0.427)2M O|gHo|

d, MH[2ZH] 8 SHE0| FAFEX|S 40| 0.50[5HE LIEILY <Figure 2>= ZFEIS o F2YWHAME EZ HHZHQ A
1 QUoL} HEAFHH(2) AUEM =2 F=XE LIELHD A2 TREE A5 ANEM 2F HYU|ES UESta flecz A
822 Zt 7igel EHEEIEY (discriminant validity)2 2t X[ QUCED BEEQl DsiAo] FE2|7F Ye AR MEHE M, of2iet Z2 4
g &= UCh TEEMSYOl HESH= WH2 QOQIA0[o| ok 24 27t dEHEES & = ALk

FEXFZL 24 2019 A ME, & AL 2H
T 20 AO|0f= EHEEtEE0] HEEQICID g 4= UCHKIm,
2007

_|

Convenience |,

~

ye
43. A77kd HHE Additional "

: onetary
convenience

Value

431 AT REO| PRYHA HMeT AS

Store
Human Loyalty

interaction

= =
ool A ZHDHU| SN QOIEMOA MIE ZHEA
ALB3I0] O|2HISS 70| TAS MFslol dnmyg B4
Jon, JHag HB| 93t SHHSS 2A3 AT} <Table
4>0f Z2 ZWTt EEE|UCE ZFZAD GFI(991), AGFI(.922), .
NFI(.990), CFI(.993), RMR(016)2 ZE H37|FES RtEstn 9

ooz HEHQl ZHESiMo| F27t gle A=z HHED, ZE
o

njn

\/

Abstract
Value

>

Ot mjo

—> Positive(+) Direction
........... > MNegative(-) Direction

23,"%%% ¢%’C§ D._l'_é.j' —/FZv:—J—.”' Ef%*gm NlE Z‘JEE rﬂ'l:._l'E._||:|' 3 Service ;:’;."’ Marginal significance
ot XIgE = U A7 CHRIE 7ol QuAE H3%dt= de 2 guarantee
22|17t @18 Ao Z TCHEICHHair et al.,, 1998)

%2=11.569, df=4, p=.021, GFI-.991, AGFI=.922, NFI-=.990, CFI-.993, [FI-.993, RMR=.016, R
*T 27| 2 - GFI AGFL NFI: 0.9 C|-4, RMR:0.05 0|3k 2 8 £0/2+2 005 0|3}

<Table 4> Path Analysis of the Research Model *p< 0L *p < 005, p <001
path
Path - S.E. |t-Val -val
a coefficient ale| pvale <Figure 2> Results of Study Model Testing
Monetary
Convenience |---> 0.081 |0.069| 1.17 0.242 432 IO HZ
Value = -
=] 25| O|MAISEAIR HJIMIEHO|AM 2mo|M X
Comvenionce | > | Abstract | [ T T = ol70f| 0|8El, JHNTHS, 2ItHEolY, 0|8 oY, &
Value M, MHARS, FHHIK, FAHIK, HESHE 5 A7 o
Additional ---> | Monetary 0.194 |0.084| 2.315 | 0.021 2 7io| BHA|O| CHSH 7HE S ASTEY| Q80 BASH A2 '
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2 LIE{LYH, <Table 5>1t ZC}.

<Table 5> Results of the Hypothesis Testing

Hypothesis Path path coefficient t-value
p-value Test results
H1a Convenience ---> Monetary Value 0.081 1.17 0.242 Reject
H1b Additional —-> Monetary Value 0.194 2.315 0.021 Adopt
convenience
H1lc Human interaction ---> Monetary Value 0.286 3.876 b Adopt
H1d Policy ---> Monetary Value 0.117 2.063 0.039 Adopt
H2a Convenience ---> Abstract Value 0.271 5.267 b Adopt
H2b Additional > Abstract Value 0.287 4,637 Adopt
convenience
H2c Human interaction ---> Abstract Value 0.477 8.571 b Adopt
H2d Policy ---> Abstract Value -0.026 -0.618 0.536 Reject
H3a Service guarantee ---> Monetary Value -0.036 -0.884 0.377 Reject
H3b Service guarantee ---> Abstract Value -0.008 -0.219 0.826 Reject
H4 Service guarantee --->  Store Loyalty 0.074 1.947 0.051 _Me_ir_gmal
significance
H5a Monetary Value --->  Store Loyalty 0.299 6.564 o Adopt
H5b Abstract Value -—->  Store Loyalty 0.536 7.73 o Adopt

X?=11.569, df=4, p=.021, GFI=.991, AGFI=.922, NFI=.990, CFI=.993, IFI=.993, RMR=.016, RFI=.927
* Appropriateness standard : GFI, AGFI, NFI : minimum 0.9, RMR: maximum 0.05: significant probability of x2 at maximum 0.05

**p < 0.05, *™*p < 0.01

4321 MH|AZE0| IHEIX|0| OjXlE ¥
HLS MHAZE(O|gEO, olMasng, =riduoly,
M)0| MHIATE] (BEEIIK)0 FBS 0jFCH JES HES

O oco=2
7 9Igt AOICh A, O|8H| 0| SHHIHK|0f F(+)2 Y=

Oj& Zo|Cl2k= Hla £ ZSst Z A2+ Z+2 0081, tgt2
1172 O|8Ho|d2 SHMIIK|0 EAXHoz Fost IS 0O
XX % HOZ LIEtGHCHp>.05). MatM Hlas 7|ZtE|QACH &
POl 0] ME|AZHK(BEX™ X)) H(+)o| ¥eg Oj& Zo|ct
gl= Hlb E A% 21}, d2AH = 442 0194, t442 23152 &
JHMEolde FHHIIK|O EAMcE [olpt IS OjXls A
OF LIEFSHCHp<.05). M2t Hlbs X|X|E|QICt QIEAMSELLO|
MHE|AZHX|(EE™ IR H(+)e deg O|& Zo|ckets Hlcg
HBoH 2L, BEA 2 0286, tgf2 3.876 02 QX AMTE
22 SHHIK|O EAXHCZ Qo3 HES D|X|= HOZ LIE}
5CHp<.01). 2t Hlcs X[X|x|Qict FHHZEHO| SHXYIHK|of
H(+)o| ge2 O|E Zo|cietes HIdE AT Zu F2As
2 0117, t3f2 20632 HHM2 ZTHIK|O| EAXSZ [ott
et O/X[& HOZ LIEHGCHp<.05). M2t Hld & XIX|Z|QACk

4322 ME[AZEO| ZAEIIXO) OjXle A3t

Hoi MHIAZE(O|SHON, QIHASIE SIixEoly,
0| MH|ATIK| (EAETIKNO| PEe DlfcE JpEe A
7| 9f¢h Zio|ch. BX|, O[BEOlN 0] HAEIIAOf H(+)o Het
Dj& ZolClate H2a2 ZESH AT, Z2AS 2L 0271, 13
52672 O|ZWOIMS FAEIIX|Y EANCZ Qo3 Yate
DJAle HO2 LIEFITHp<0D). [t H2at AE4E|QiC 27}
Ho|Mo| EAEIIA|O| H(+)o| HS O|A HolCkats H2b 2
2=k A1, AR S 0287, (242 46372 2IpEHoME
EAEIIKO| SHHO= Qo Wte OjXE Ho= LiekCt
(p<OD). W2t H2bi XIXIZIQUCE QIR ASEIR0| ZAE LA of

rlo mjo

F(+)2 = 0IE AO|tt2k= H2cg #3T 2at EB2A+ ot
2 0477, tg42 8571 2 AHI=HE2 FHHIHK|M SHH2
2 foot FE= DXz A== LEMTHp<.01). M2k H2ces
KIX|=| ALk SHMSZHO| FYHIEKOf F(+)o et Oj&E AOoICt
gls H2dE ZABst ZuL dE2A 5 442 -0.026, tgf2 -0618 2
FH2 FEHIHK | SAXH2Z Folot F&S OX|X| = A2
2 LIEHEHp>.05).I2k H2d= 7|2t At

4323. ME|ARZ0| MHIAZEX|O| OjX|& st

H3S MH|ARZO| ME|ATHX O ®H2 OjAiCHe 7Hee 25
817] 9f¢h Zio|ct. PR, Mu|ARZ0| IEEILX|0| H(+)o| Fl
S O/F ziolckats 7HM H3a B HES A, dRAS e
-0.036, tZ7t2 -0.084 2 MHARZ0| 2EXIIK|0| EAXHO=
Qolsh Wk OX|X| Y= HOE LIERKITHp>05). W2t H3a
L J|Zbe|9ict el MH[ABZ0| FAETLX|O| H(+)o| Azt
g Zolckats JHd H3b B HIS Ha, A=A e
-0.008, tZ+E -0.219 2 AMH|AEZO| FAMEIIX|0 EANC=R
Qofsh @ete XX Y= HoZ LIEHTHp>.05). M2t H3b
L 7|2t Ut

4324, MHAEZO0| MESAMLO| O/X|= Pt

Hi= MH|AEZ0| SE=0| IS 0jFICH= JHEE ASBS
St Zo|ct. WX, MHAEZO0| SHZ0| H(+)el IS O
202tz 7Hd H4 & AT Aul, BEA S 2 0.074, tg}
1947 2 MHAEZO0| FHHZ0 SAHLE FH
(marginal significant)g 0O|X|= Z{9 =2 LIEtGCHp>.05). 2}
Haas SHYE| M E|CH

=

0
> 09 rlo 2t N

4325 MH|AZHX|7F ME=sMHE0| O)K|= FeF
H5= MH|AZEX7L SEE0| s DTt
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flet Z0ICh A, Y X7t SE=0| Y(+)e IgS 0/E
Ao[Ct2t= 7+ H5a & AFJet 2, =A% U2 0.299, tgf
2 6564 2 XKL S0 SAH2z Rl Se= O]
K& A2 LIEFRCHp<.01). W2t HSaEs X|X|&|QAC ok 3
HH 77t SE=0| F(+)2 ks bl AO|Ct2k= 7HE Hob
£ d3% 21, =A% g2 0536, g2 7.73 22 FHIL
X7t =0 SAH2Z Folgt S OXlE A= LIERT
(p<.01). f2tA H5b= X|X|x| QAL

5. 22 % Hol

= AFME MHIAEE F5F HEE 7| WA AKNoh &
Seo, 2008)2| 674F 7|= A0 siESts 470 KRS HEDHO]
KD-SQS MH|AZEDL MH|AES 2|0 MH[ATEX|QfO| 27,
HEsgEetol 27 2[4 2t A of TSt 7 YSAUL.

7hof Cfgt APZNE EOZ = I 7|E2 ME|AFEa T
ol A0S AE EOt MFH22 mpsiin A0 AH|
AFE MH[AEF, MH[AZEK] 81 HESF=7to] 270 O]X|
= CHefet A7Z0E Higez Aol g o5 =0ls A7|7t
Z|QUCE. 53|, ME|AFZEO UM o|8H2|d2 aHHIIA(0| St
= FA| 2o, HE0 20FHEO| MH|A FH A FHHIIK|
of &= OIXX| Rot= 22 = Mf, O[8H[gof Cist AH|
25 S X|Zo| HI|H, e, MY TN Z tiBiEE FHH
7HR oA =R BeS OIX|H, Lot Z4F AMH|A Al Opd2(X|
HMe 52 Sof 2HANSZ 3105 29| B0 et X7}
XE O STUAZIL ASE & 5 UNUCEL OIME ME[AFZED}
ZER|of QUOf CHFst ZEAIE OIX[7] W20 Do CHet nZ47Hx|
e Pl =080 et HolMol FZH2|, SHHY S
St O|8Hold 7§41t =0 WHE Mol /4t ks
oF CHYet HEfez 2EE[0{0F g Aoz EEHEICE o AH|
2E H=s D47 QAAEL SEE2 s 0K UE
2] 7HX| dEig oot BEHES A[AFeEM A o, e
=8 RAAAHAZ TSt FHHES PHMor & AoIH, E3] &
OHAROIA Z|pto 7|E NZ0|2te 2HESI2E SX|ZAM “AH|
A2 NS XIS gEgets OEsts Aol & 7Y 38
= OFsE7| 250 24 UENOCH 00| |otke UFE MH|AS
M3zl feitel Fast 43247t =22t YZE
O|ZM = ATE SOt 2ol 20YNel B0 it 2]
Aol FeH BHO Foto] Ao JHEE St=E MH|AHE
KD-SQSE 8310 SHACZMN Lot HR0f Tt 2|X Al
AEE MSs F22td 2Lk O|=M MB|AZZEO| Cieh o2
=2 12510 TYFHoEle] ME|AEED MBIATHK], HEE
geefe| 24 2|1 ME|A 230)| tiet A7t7F sttt T
TSI, O|F &% BiS7te| #70 tiet dgs n3stn
At SEAC

= GTFZIE EfZ oY A0YM el Selwrmorlel 33
g Z3E e

=
E
S
Ea
of
o
=

=

ob X|HXH0|1 gt O Eo] Ste|ofof & Ao
2 HEEH, £ot = dE SOt0 Ohed 22 OEH AlAL
& MSdt= b Otk AR, FALLE ME|AFE HIHE J0f
M o|g8Holge 42 AKX wolO|st SYEAt Bl= &
Hoz = M, FISHAVIKS Hatd F, MH[20 080 st

oiE O[ojx|, ¢refet ME, CH7IAIZE B S S8 7HXIES0

[ S == |
FE5H0] DA EES0| =AiE|0foF & ZolLt. =M, 22|44

FIPHHEHOIAY R 0| &HYO UM= FEHIHKZL STHL

XECh 2 ARAS e wol o, S2Nel AEBS0| M
U g52 D02 S0l FAMO JjHo| HKgaS 2o
o, 0|2 ol¢f AofYES| E2 O|O[XIZ LAY Y= F8
Q0192 Al ULk AW, MHARZ FEs D220
oINEC SHEE NYYHS /X B2 oz JK| Ml o
o HEHES AYHORN X T, LS =S SAAMAHES
Ot FYMES THG0F T HOICh DRXUOR EHX| MH|AE
U o2t TASMET}L HEE £ gk B, 1o ZYE ¥
g2 MHABFE 1211 MHIAES HE SO 838 53 7t
x9N Bof Jhs 2oz B 4 Uonf SNl O e S0l
sirj £/0fof B Zo|ck

of2{gt ZTOM Jelsll = W, XHEStE AMAMH|AQL 24E &
CHAlE, O|8H2ld ME 2|1 754 W72l & 2xT FHut
M2 oot MH|AES FE A0l Cheh MB|AIZHEXYSO]| e
sy 242 S REMs sEotn ANt
HIXMHSZ otojg AX|E MH|AZIKE BS SHAI7|D HE0f §
ZEY=E S 2 + A= 22H OpFHIETE
of & Zo|Ct.

=
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