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ABSTRACT

Purpose: The paper aims to measure customer experience at banks in South Korea. This study examines
six factors of customer experience and identifies their impacts on customer loyalty.

Methods: The collected data with surveys were analyzed by using multitegression analysis. The measurement
tools used for this study were categorized into six dimensions: Customization, Employees, Servicescape,
Internet Banking, Value addition, and the Presence of other customers.

Results: Customer experience has an influence on customer satisfaction: The effects of Customization,
Employees, Servicescape, Internet Banking and Value addition were found. However, the presence of other
customers was not significant on customer satisfaction. Interestingly, it was found that customer satisfaction
made a statistically significant influence on customer loyalty.

Conclusion: This study focuses on a bank sector of customer experience. Thus, six factors of measuring
customer experience were found. The results of this study will predict customers’ experience and also build

up effective strategies for the utmost satisfaction of the customers.
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Figure 1. Research Model
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FEo] 542 Table 13 Zo) A Fxe JY vlEo] A9 e Folal Yol 20t el4] 5007} H]
TEE B3lom 60th7h 118 o= Hlas] A ek ST
z 14.8%°l &3k w84 EE 10,000,000 0
31, 599 o)) 7 AlQEhd R 1E FAEE HS

Agom AEAI F57L 1 HE gk

r

gk
QA7 Aol Bol 64.8%E AA L, sk
A1 50,000,00091 Ato]7} 53 .= 71 Wol 23% %
th AGEE BH Sjabelo] 47.4%= A ] Ak A}

Table 1. Sample Characteristics

Demographic variables Frequency Valid percentage(%)
Male 116 50.4
Gender
Female 114 49.6
20 - 29 53 23.0
30 - 39 52 22.6
Age 40 - 49 59 25.7
50 - 59 55 23.9
60 - 69 11 4.8
. High school and below 47 20.4
Bducation University graduate 149 64.8
level

Master degree and over 34 14.8
5,000,000 below 41 17.8
Financial 5,000,000~10,000,000 41 17.8

assets size
10,000,000~50,000,000 53 23.0
50,000,000~100,000,000 42 18.3

(Currency:
KRW) 100,000,000~500,000,000 39 17.0
500,000,000 over 14 6.1
Government official 11 4.8
Company employe 109 474
Self-employed person 15 6.5
Occupation professional 33 14.3
University student 25 10.9
Homemaker 28 12.2
The others 9 3.9
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A A3 12709 291 5 6709 a]le] Bhdg ¥t Aol SRS, 6709 812 Aol SHEA] kTt &
A3} Convenience(CON), Speed(SPE), Marketing mix(MM),Core service(CS), Service process(SP), Smart
Banking(SMB)& 57 £350] QSR FHolA| Fonw & dydMe SHHsE AR f7]= a3l

FZ3817] YA FAEEA (Principal Component Analysis)S AHEslE o, 2914
AA ] Gests ok A A (Varimax)& A e3ith Sy 6719 #ed 303 T 3w8 o] o]&+
Zeol| BEx] @A A A E o] AASAL HEH SR 277 T FE Aol o] &3St & AFellA Fe] HErEe i
ak(Eigen-value)2 107, QAA A= 0.40 o3-S 7|0 =2 3+, 67] Factord] aLfrgke] E5F 20]4} o]
LQAHARE 0.600]d0]R e, 67] 290 AAHEF2] 65.5%F AHstal o] FAHIEE2] EfdA o] S
1231 7} Factord U¥H4 o H-E hda}y] 918 23444 sk9lom o714 Chronbach o AT o
w4 o 2 A}3|7}el Holo| A= Chronbach agko] 0.60]4 © T2 oAl B, B A4 HA AlFEE
7} 0.7430] 31 T2 570 Factord] azte 0.8000] 4 o =
Wee 2 ATEES sk e 8jlES BT "Jﬂ/‘éol 5
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Table 2. The validity and reliability of measurement items

Factors Items 1 2 3 4 5 6 Cro'nl;ach

CUS3 0.799
CUS2 0.775
Customization (CUS) CUS1 0.768 0.884
CUS5 0.754
CUS4 0.740
EMP5 0.798
EMP6 0.735
Employees (EM) EMP4 0.723 0.851
EMP3 0.705
EMP1 0.647
SS5 0.756
SS2 0.714
Servicescape (SS) SS3 0.687 0.835
SS1 0.683
SS4 0.679

POOC2 0.889

Presence of other POOC1 0.841

customers 0.848
(POOC) POOC4 0.820

POOC3 0.688

Value addition (VA) VA4 0.820 0.802




366 J Korean Soc Qual Manag \ol. 44, No, 2:357-372, June 2016

VAD 0.745
VA3 0.681
VA2 0.624
INB5 0.814
; INB4 0.813
Intern(eﬁ\l g?nkmg o T 0.743
INB2 0.629
Eigen-value 3.562 3.182 3.128 2.896 2.513 2411
Variance explained(%) 13.192 11.786 11.585 10.726 9.307 8.928
Cumulation percent(%) 13.192 | 24.978 | 36.563 | 47.289 | 56.596 | 65.525
BomedlA AR SyRes ke dEAdd BEEs gelelr] flste] AuaARAS Arlsielth ®g
d = YEbwtar, Customization®} Value addition?tol]

Employees®} Servicescape?te] 233717} 0.606 0.2 ThA
T 0.5629] FAAAE B o] 25 A9t BEF HE
Aglst Foltt

o) AL} Bre Aoz vEhyth Table 3& BAATES

Table 3. Correlation analysis

Inter-Construct Correlations
Factors Mean SD
1 2 3 4 5 6

Customization (CUS) 2.9 0.7 1.000

Employees (EM) 3.7 0.5 0.427%x 1.0

Servicescape (SS) 3.7 0.5 0.428#x | 0.606%* 1.0

Presence of other ) .

customers(POOC) 3.2 0.7 0.253#% | 0.183#* | 0.204* 1.0

Value addition (VA) 2.8 0.7 0.562+x | 0.399#+ | 0.350+x | 0.298:* 1.0
Internet Banking(INB) 3.6 0.7 0.190#x | 0.310#* | 0.362+x | 0.188#* | 0.143* 1.0

#x The correlation coefficient are significant at : 0.01 level (two tailed)
x. The correlation coefficient are significant at : 0.05 level (two tailed)

4.4 749 A
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Table 4. Regression analysis 1.

med_iating Independent variable Standard s t—value Signific.gnt Tol.er.amce
variable error probability limits
(Constant) .303 -.939 .349
Customization (CUS) .067 191 2.987 003k .609
Employees (EM) .085 .201 3.055 003 .575
Customer Servicescape (SS) .089 215 3.252 00 L .566

satisfaction

Presence of other

customers(POOC) .053 .027 510 .610 881
Value addition (VA) .064 131 2.083 038 630
Internet Banking(INB) .057 .184 3.381 L0015 .843

R=.668, R>=.446, F=29.944, p=.000, Durbin-Watson=1.811

Note: * P-value < .10, =** P-value < .05, ##+ P-value < .01
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Table 5. Regression analysis 2.

dependent variable mediating variable Standard error B t-value Slgmf@nt
probability
. . (Constant) 182 8.877 .000
intention to use
sustainable Customer satisfaction .051 .628 12.197 000

R=.628, R?=.395 F=148.795, p=.000
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