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Fig. 1-1 Proposed Research Model
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Tab. 1-2. Constructs and references for variables

Dimensions and item References
CR1 |Composite evaluation of corporate management practices Yoon et al.(1993),
CR2 |ldentification of customer demand LeBlanc and Nguven
Companv| CR3 [Service tailored to the customer demand (1996), Donev and
Reputation| CR4 |Social contribution Cannon(1997),Grevser
CR5 |Successfulness (1999), Cretu et al.
CR6 |Innmovativeness (2007)
EAl [Mimmal learning curve ; =
_ EA? |Easy to understand Par a_su:zm?n(’zﬂ(]al.
Ease of use| a3 |Simple input methods S S o
EA4 |Simple to operate 1 et aliz
RT1 |Speedv transaction Barnes and Vidgen
. RT2 |Speedv commection (1999), Parasuraman
Responsiveness| pr3 [Service provided in minimal time (2005), Jeang(2000), J
RT4 |Prompt process of cancellation requests eon et al.(2010)
SE1 [|Protection of private data Parasuraman et al.
Securitv/Privacy| SE2 |Protection of transaction/purchase records (2005), Zeithal et al
SE3 |Trustworthiness of the system® s cyvber security {2000). Kim (2002)
. | EC1 [Reduction in commission rates
Economic| gy |Reduction in transaction costs JEG?EQOGD' Park et
Viability| £c3 | Overall economic benefits al. (2002)
RE1 [Uneasiness to the release of private information Park(2003)
Resistibility | RE2 |Anxiety over technical errors JZI' 2 a.l‘izt)ln
RE3 |Frustration over the difficulty of use eon et al( )
¢ C51 |[Satisfaction of overall service Spreng et al. (1996),
2 _u?ton}er €S2 |Satisfaction of the decision to use the service Oliver (1880),
austacion| cg3  |sansfaction compared to expectations Kim et al(2011)
Customer| CL1 [Prospective mcrease in the frequency of the service usage Bowen et al.(1998).
Lovalty| CL2 [Willingness to recommend the service Zins(2001)
CT1 |Lost miles/points of the previous service rewards program
Lost performance| CT2 |Lost discount benefits provided by the previous service Jones et a],{lE:rQS). Mo
costs| CT3 |Lost access to special events granted by the previous service provided |83 3“21 1}?1:{.)1%39943_
CT4 |Lost customized personal service provided by the previous provider Kine et al. (2611
CO1 [Cost of efforts in understanding the new service Granhaug and Gilly
Sunk costs| CO2 |Cost of leaving the previous service (1991), Morgan and
CO3 |Cost of efforts in adapting to the new service user interface Hunt(1994)
Pre-switching| EX1 |Time required to search for a new service Jones et al.(1998),
search and| EX2 |Economic cost of searching for a new service Kim et al. (2011),
evaluation costs| EX3 [Active efforts in searching for a new service Ruvter et al.(1998)
Post-switching| IN1 |[Inconvemence of providing personal information Lee et al. (2001),
behavioral and| INZ2 |Inconvenience of complicated inital setup processes Ruyter et al.(1997),
cognitive costs| IN3 |inconvenience of the registration prooess Kim et al. (2011)
LN1 |Difficulty in adapting to the new functionality Granhaug and Gillvy
Setup costs| LN2 |Difficulty in adapting to the new technology (1991), Morgan and
LN3 |Difficulty in adapting to the way of the new service Hunt(1994)
Attractiveness of | ATl |Low popularity of the current service
alternatives| AT2 |Low brand reputation of the current service Jomes et al. (2000
P RCI [Establishment of restorefrecovery processes in case of service faiure Granross(1988),
i ™ISl RC2 | Efforts to Improve customer service Smith et al(1998),
COVEIV| RC3 |Prompt settlement of customer complaints Kim et al. (2011
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Tab. 1-3. Demographic characteristics of respondents

Characteristics Frequency %
Male 134 51.3
G Female 127 48.7
20~29 151 27.9
Age 30~39 81 31.0
More than 39 29 11.1
Undergraduate/Graduate Student 99 379
Emploves 92 35.2
Ococupation Small business owner 35 13.4
Homemaker 20 .7
Others 15 5.7
High School 14 5.4
< Enrclled in CollegefUniversity 80 30.7
Edhcation Graduated from Eouegef[_.'njrersit:-' 153 58.6
Cthers 14 S.4
Less than 1.00 million Won 93 35.6
1.00~1.99 million Won 51 19.5
Income 2.00~2.99 million Won 37 14.2
3.00~-4.99 million Won 43 165
More than 4.99 million Won 37 14.2
Kakao Pay G4 24.5
Naver Pawv 83 31.8
Syrup 5 1.9
Frequently Samsung Pav 49 18.8
visited service PAYCO 34 13.0
TMON PAY I 0.4
Pav All 2 0.8
Others 23 5.8
Less than once per week B6 33.0
Use of 1-2 times per week 129 49.4
frequency 3~5 times per week 26 10.0
More than S times per week 20 T.7T
Purchasing gaming service 18 6.9
Purchasing culture contents 63 24.1
Purpose of Purchasing education contents 12 4.6
use Purchasing goods like clothes. shoes., or groceries 143 54.8
Paving utility bills or tax 14 5.4
Others 11 4.2
Less than 100 thousand Won 113 43.3
100-200 thousand Weon T2 27.6
Come of W= 200-400 thousand Won 42 16.1
DT norL 400~600 thousand Won 18 6.9
More than 600 thousand Won 11 4.2
ol245% I AHATOl188%E UErkom,  seld 29BMe otk <Table 1-He BE W
L = - -
o4 NEE= F1-237} 494%= 7M BTk ol % T AR AT QA aRlEY Adtelnt.
BrogE & A AR 5o A Pk ols S3wdel b AL seksk] del aFol
p = = T S
54.8%% 71 wekon, OugoRe d3h I, AREE RFES] AEEo] T alrdo] ofs)
o T w3t Tz TS Sl AnsE € 7 AREE HoleAE Esh] Aot

o1 §3H A7} Bkt PN B ol g
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27
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Tab. 1-4. Measures resulting from confirmatory factor analysis

; A Unstandardized Standardized Cronbach
Dimensions Coefficients =B, CR. P Coefficients G ¥
» CR1 0.574 0.064 | 13.688 | 0.000 0.791 0.625
Ompany F = = - 2 742
Reputation C-P..? l.?O{J _ 0.862 0.742 0.805
CRS 0.791 0.073 10,892 | 0.000 0,651 0.424
501 0.950 0.043 | 21.898 | 0.000 0.899 0.809
Ease of use 2 1.000 - - - 0.921 0.848 0.893
503 0.902 0.065 | 16.446 | 0.000 0.777 0.603
] 505 1.000 B - B 0.871 0.759
Rﬁﬁg‘f“ 506 1.008 0.058 | 17.528 | 0.000 0.857 0.734 0.889
807 0.987 0.058 16.85 0.000 0.835 0.697
i 509 1.065 0.053 | 20.247 | 0.000 0.898 0.506
curity — _ =
Bovacy sQ10 1.000 0.91 0.828 0.900
soll 0.982 0.059 | 16.728 | 0.000 0.799 0.638
sQ12 1.025 007 | 14722 | 0.000 0.834 0.695
Economic -
Viability s013 1.000 - - - 0.883 0.779 0.845
S04 0.856 0.07 12,189 | 0.000 0.701 0.491
- = s = = 3,
Resistibility Gk E000 - Gl findd 0.792
s019 0.698 0205 | 3.405 | 0.000 0.683 0.466
Customer sl 1.000 = = = 0.942 0.588 0.975
Satisfaction | s 1.004 004 | 24533 | 0.000 0.92 0.846 R
Cristomier CL1 0.907 0053 | 17.183 | 0.000 0.87 0.757 b
Lovalty CL2 1.000 - - - 0.9 0.809 ’
X< - 313.545, df - 161, p - 0.000,
RMR = 0.091, GFI = 0.898, AGFI = 0.854, NFI = 0.922, [F = 0.961, CFI = 0.960, TLI=0.948, RMSEA = 0.060

Lewis Index: TLD, ZFEFHAI=A4(Normed Fit
Index: NFD+= 0901, kAl A 5(Root
Mean Square Residual: RMR)2 0.05 o]a}, Y47t
9 2HRoot Mean Square Error of Approximation:
RMSEA)E 0.08 ©lst2 R itk & 39 GH,
CFl, NFI, TLL, IFI¢] AE gk 0.9 o)do= vehyt
31, RMSEAZL 9A] 7% 279 Hilshs 458 B
Itk Rk AGH, RMRO] AFE e 7Exded oF
2 mRAA] Bk FAE Btk v AGHE &
HEX] 7]Q18k nYdFA(inconsistencies) &= 13}
of PES HkS 2 glomg FHEX O FHE AH

+ CFE dista e As aegitd, £ 4
T-o] CFl A& grol 0.9600]7] wj&e] 2d 3=
+ 78 7Fssital "k 4= Uk (Bentler, 1990).
TS Bollen(1989)0] A|Qket AAMH #ARre} 4
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Tab. 1-5. Switching barriers dimensions from confirmatory factor analysis

3 3 Unstandardized Standardized Cronbach
Dimensions Coefficients E. | CR 4 Coefficients | 1< a
o SB1 1.034 0.054 | 19.125 [ 0.000 0.878 0.771
5
Gerformaios SB2 1.01 0.052 | 19.601 | 0.000 0.890 0791 | , - 930
costs SB3 0.99 0.052 | 19.126 | 0.000 0.878 0.771
SBd i - - - 0.866 0.750
<Bs 0.94 0.065 | 14.468 | 0.000 0.605 0.648
Sirk costs SBS 0.921 0.065 | 14.251 | 0.000 0.795 0.632 | 4 = 0.855
SB7 1 = = - 0.849 0.721
P're-switdﬁgg SB6 0.862 p.075 | 1155 | 0.000 0.709 0.503
s SB9 1168 0.088 | 13.48 | 0.000 0900 | 0.810 | « = 0839
costs SB10 1 - - = 0.786 0.617
Post-switching |__SBIL 1043 0.055 | 18.909 | 0.000 0.880 0.774
be]'lab'il}?il} SE12 1.076 0.054 19.938 0.000 0.910 0.629 o = 0418
and cognitive | . gpyg 1 - - - 0.872 0,760
0055
SEl4 0.897 0.038 | 23.415 0.000 0.867 0.752
Setup costs SB15 0.997 0.031 | 32.584 | 0.000 0.961 0.923 | @ = 0.946
SB16 1 E - = 0.948 0.899
Attractiveness | SB17 0.986 0.036 | 27.428 [ 0.000 0.963 0.927
y — a = 0.969
of alternatives SEl18 1 - - - 0.877 0.954
] SB19 1.013 0.071 | 14367 | 0.000 0.858 0.736
Service SB20 1.063 0.075 | 14124 | 0.000 0.854 0,730 | ¢ = 0.869
Recovery
SB21 1 g 2 E 0.782 0.612
X7 - 334,360, df = 168, p = 0.000,
RMR = 0.082, GFI = 0,893, AGFI = 0,853, NFI = 0.928, IF] = 0.963. CF] = 0.962. TLI=0.953, RMSEA = 0.062

Tab. 1-6. Construct inter-correlations, Average variance extracted and Construct reliability

1 2 & 4 i§ 8 Filin® 8 ||| B | W[ B | AE]| R
CRie' )| L 0424180 | 0.685707
FAlp")|.s08038n) 1 0807434 | 0521504
AT )| 6840440 |775ta00 | 1 1589038 | 0.817593
Eex PR W) IR IS B 14590704 | 0.811840
Eola )] 300118 Lazic 1 | sen 130 L sastzse | 1 043345 | 0994384
RE(p ). 1481022 | 0a3toom | 1810033 |.0)20000) | oaslace | 1 0481715 | 0431718
G0t U1 14000%0) |.032¢ 000 | 05700030 | 21100450 | 20000400 | 2520800 | 1 0586345 | 0.850374
GO0} | 18200281 | D1LL000H|.018L000) | 01800001 | 0561008 | 2330054 | 881048 | 1 0508741 | 0.756315
EX{p ). 3560127 | 3730199) | 2900080 | 4230179) | 5080256 |- 01700000 560007 | 222004 [ 1 0473298 | 0726119
IR 127010 | 1200010 | 20004 | ocotoon | osttone | ssaaab | 1estos | assc 15 [ oaacom| 1 0631754 | 0890773
m;!) L3gtoal) |- 158-,061(,0048.015¢,000) | 04510001 |.301C.08L) | 3020811 | 496(.248) | 14160000 | 488(.238) 1 0,726063 | 0.858007
(ATCR " ) 1130013 L27Cate)- Jagl.oleX- 010000} 043000 | 142000 | 3500 128 | 4390167 | 21240480 | 0500003 | 463230 | 1 0,358139 | 0920375
RO{p )] 650216 | 4070 168|383 Lam | 4010160 |.37aC 140y | os2toom | 3160100 |.2a7coaD | 5560310 | 176Coad | 1alcoln | castosn | 1 0620811 | 0830358
G801 72705 | 7061.496) | 8570408 | 545029 | 44702000 | 055L00D | 084L00T | 129017 | 5131269 | 2130047 |- 026L00L)- 136C.0laN 8030380 | 1 0811415 | 0595857
(CLLAR | st .5:5;:1311.55&(‘1;3: AL | 4840215 | 00000000 [ 1130013 | 1700020 | S08L250) | 187C0) |- 02400014 oasl.0ne| 4010240 | To0a20 | 1 | oisalisl | oTessel
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wEo] 2d HA3e= 58 Jhesitia Bt
Slth (Bentler, 1990). =3+ Bollen(1989)0] A|Qkat
Ao} S4is Zlfll A g 25

Z ity siXE 4 Sk mARe R 7 Wi
9] 2421 Cronbach a= 0.792 ~ 0.928 & UE}
Wk

5.2 SY=Ho| EIgY @t Znt

(Table 1-6>2 ShollA EA4% SR gy
Yl Aol & AT S9e mse

1 A3 g ﬂﬂ&
AARS AQsta BF 0.7 oY A2 Vekt

o ASEEAEY = OE A5 PHY #2731 8
Q1F AXZE RS w|, Standardized Regression
Weights #ko] 0.5XHTH EoH FFEFAol Avkar
B4 (Anderson et al, 1988), 7Id A=} 0.7
olato] L} oA 9kl BEES LA Y= FEIE
5 05 ol FXE B HSEHEE 9
Kokl Hrrd 4 itk

THEENES A flstd AVEgRS Akt
A3}, WRSAIZEe] AVEZE] A2 Xﬂi %k%
ZHsA] e ASE Yt 18y & -
AT (Two standard error interval estlmates)ﬂlfﬁ
= o= g
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{Table 1-7>& Akmdol] theh 2442 =

Tab. 1-7. Standardized structural estimates and tests of hypotheses

Path (hypotheses} Estimates | t-value | p-value | Results
RCOT"PE”_"" Company reputation -» Customer satisfaction (H1) 0.407 5.439 | 0.000"** | Accept
eputation
“.1;1_ H2) Company reputation —» Customer lovalty (H2) 0.179 2.197 0.028** Accept
Ease of use -» Customer satisfaction (H3-1) 0.295 3.606 0.000%** | Accept
Service Responsiveness -» Customer satisfaction (H3-2) 0.081 (.918 0.359 Reject
Quality Security/Privacy -» Customer satisfaction (H3-3) 0.170 2.968 0.003"* Accept
(H3) Economic viability -» Customer satisfaction (H3-4) 0.074 1.319 0.187 Reject
Resistbihity -> Customer satisfacton (H3-5) -0.063 -1.302 0.193 Reject
H4 Customer satisfaction -» Customer lovalty (H4) 0.663 8.145 0.000"** | Accept
X*=324.911, di=166, X~/df=1.957, p=0.000,
Fit indices GF1=0.895. AGFI=0.854. CFI-0.959. NFI=0.920, TLI-0.948. [F1-0.959
RMR=0.093, RMSEA=(.061

K005 **pe00L ***p<0.00L

o FHA Avjolty. #4 A, & AT A
T AHoR 78 Thed AR APEE B
FE ZoR Ueith AR 27=16835, df=5,
GF1=0.985,
TLI=0.924,

£/df=3.367,  p=0.000, RMR=0.045,
AGFI=0.889,  CFI=0.986,  NFI=0.981,
RMSEA=0.0952] =% 2 JJehygo).

7He AR IE vt 2ol UEiET: AiA, =
v 7 AA MRS Algske 7199 719 8
ol Aol =7l= Mulzel theh REEA] f+)2]
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Tab. 1-8. Moderated regression and tests of hypotheses

2 F3
Switching x3 x3 (X2 TX _
Pt ) (dby {Cntlc;]sc‘;)alue p—value Results
Lost Pﬁ;;‘t’;“&“ce 612.109(33) £04.012(332) 8.097 0.004%* Accept
RI-612 100, df-33%. X2jdi-1.838, p=0.000.
CFI=0.928. NFI=0.860. TLI=0.901. IF1=0.931. RMSEA=0.057
Sunk costs 564.225(333) 559.737(332) 4.489 0.034* Accept
Ni=564.225, df=333, X2/df=1.694, p=0.000,
CFI=0.940. NFI=0.869. TLI=0.917, [FI=0.942. BMSEA=0.052
Pre-switching
search and 607.213333) 605.596(332) 1.617 0.204 Reject
evaluation costs
X<=B07.213, df=333, X</df=-1.823, p=0.000,
CFI=0.923, NFI=0.848, TLI=0.903, IF]=0.925_ RMSEA=0.056
Post-switching
behavioral and 542082333 541.756(332) 0.326 0.568 Reject
cognitive Costs
RI-542.082, Af-333, X4af-1.628, p=0.000,
CFI=0.945. NFI=0.672. TLI=0.931. [F1=0.947. RMSEA=0.049
Setup costs ] 545.984(333) 542.017(332) 3.967 0.046* Accept
RI-545.964, Gr-333, X%4/af-1,640, p-0.000,
CFI=0.946, NF1=0.875. TLI=0.932, IFI=0.947, RMSEA=0.05
AGTaciiveness 540.392(333) 535.796(332) 4.598 0.032* Accept
of alternagves
MNi=540.392, df=-333. X/df=-1.623, p=0.000,
CFI-0.947. NFI-0.876. TLI-0.934, IFI-0.948. RMSEA=-0.061
Service recovery | 585.160(333) 581.270(332) 3.859 0.049* Accept
X*=585.160, di=333. X3/df=1.757, p=0.000,
CFI=0.933. NFI=0.860. TLI=0.915. IF1=0.934. BMSEA=0.054

Yp<0.05 rp0.0L
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theoz mukd 7HH ZA| AMulze] oig
o] 17 FAE] ] FIFS v Aolgh=
H4 9], t gho] 0.138(p=0.028)Z 99.9% A2 =4
FolgE sollA S mAE Aes wEHTh
7129 ATEY vRPIASL Bakd 2B AR A

ki

2o gk 17 wio] uA FAT7HA] 23k
FEFE HAE AL G F on Aoz

H4-2 Ae =]k

(Table 1-8>2 =Eukd 7HA ZAA| Au]2=e] 1A
SRS bl FANA Mg aQlo] =4
o gx 285 Zlolgh= HA9| HAAA oIt =
AyIs B8] 918l AMOS 20.0& o]&3ted ot
Heln FREAAEEEAS AASHTH
e SA 7t nested chi mode)S ©]-&ated]
7 0 R 2] AE AzAFAelE Blagith

e AR EA Y] 42 vy
Ghol] tigt AEAT7E e ARE el A
oltt. A&7} tErh= A AS3h] fal vA
FE AA A 5 HAEE FYI 3
oFstal, 71 thol| o] AEE AEAl B7FE

A 9QlEo] =4 8Rlow ZEsh=A
B8] flete] WA Zzke] AR acls o
st PR 2 o Rt 32 Hdo g
TESIATE B QhollA 2daaE SRIsh] Sl
2908 SHeFEECE Ure s TbHe B
o2 HaHe 7]Heltd (Stone and Hollenbeck,
1989). £ AFelx= AMOSE &-83te] 7holAlF9
PAAGB8HE TlE] pat o] (p0.05)& H]
wate] A3t

Agn]go] A WA 8QloEA AoH|gL 1A
To] SR mXE BANAY BEATY A}
oA A AFE 2k (Adf) 1o|A] FlelA|lF=to]
(Az?)E 8.097(p=0.0002 VFER} 99% FollA]
oJF ASE Uttt o] Ad= i 11| A=A
TE SAE ADE Aol mlsl 7oAy BAE
o] feJsAl AadtHes HolETh

s

ol

< Z=F A

= N

32

o8 g8 + WAl %Il ALH]E-2
a2 B FAS 7o) TAIM Y A=A 2}
o|BAoll A A= 2to] (AdS) 104 FolAlF A}l
(Az?)E 4.489(p=0.03)E UER} 9%5% oA
ok AoE Ut AlehEd rRPIAIZ A4
vl Ax} 9 Ao ko] ARATE FAZ A
oF3)E 7ol nlg) FlolAlE BAH] FoleA 7+
&39S HojFE

Zghgo Al WA QlIQl gAML 1A T
3 FAE bl A AE2AGY Afo)EA
M 2= 2ol (Adf) 1el4 FholAlFAtel(A
)= L617(p=0.20H)2 Ueht} BAHo = {ol8A)
Lo Zlo2 Ut o] Axe Hd 1 ARAS
AR AFYE 7ol vial) FholAF BAT
Zpol7F §l5-5 EhdTh

TR E Ao | M 2219 2ong
S HHE BACIAMY A=
A zpolEA oM A= 2ol (Adf) 1914 7}
olAlFatel(Az?)E 0.326 (p=0.568)2 e} BA1A
o2 foatA] e Ao veh} gAnlg Az}
TR 2 e 2F ARAFE BAZ AP A
ol vig) FholAlF FAF A7t e e
=3

Az g] vl 22191 SrH g 1A T
o] TA=l HX= BANAL HEATF Aol
Hol|A AR5 zho] (AdF) 1614 FholAlFAtelA
2*)E 3967(p=0.040F R} 5% FEollA freldt
ZOE YEth o] A= o 1 BEATE F
A2 AP Aol vls) FtolAlF FAF] 2
3 ZAe BolEh

T tieke] wige] 79
2= FACNA L] HEZAG AolRAoA A{=
ol (Adf) 194 FlelAIFRlALYE
4596(p=0.032)= FER} 5% G204 fo)3t Aow
Uehhs Zloz uiszith Al 3159 3¢ 7
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ZAI] ApolRAM A= 2ol (Adf) 104 2o et =R oA 2 aHEA e G
FrolAFA O AL E 3889 (p=0.049= e} 5% e THE A= ekt
FEAA Frefge] veivks Aoz g st ole] B 7= =ul EukY 7 AA| AHI~

Al JEe FFAL Y ofv] A APl A
6. U= U =o| dstd e TIHES S o]2A % AFH AA
e AT 5 3le Aotk
6.1 Si70| 27} U E9| AR, Aol tigh skez dalol F7iskaL
e whdel #d A7t wol o] FoAA ¢ 3l
A3 ZAeln Q= Anjale] muld ojgdky v ARlA E Ave = mrkd 3bE A A
W mullg B9 R RS Foslsp] g 2 ONEAE ties Al A vt 34
o AHl2Tt ZAEE e, mald g A4 = ARl 2EReRA Gl iAo s o
A2 A ‘Fo] AA’ olgt B u whEA A T3 HoA o]&4 oJolF 2 F U= Flo|th
Ao AL oljak 37 oA B Aulx A = B IgEe] dE2 st =) - 9
T J)Use Muls olg TEF ZAHEE o]y wuld 7hE AR Aulzol] g Balo] EolA|a
oJ3te] wAS AulA FhH Boe] Qare ma AT e WEst] Zukd 3 AA) Aful 2o
2= 9= gol=S woksly Teld Yare] gk gk 2 S A= S v F e o9
B e BaRe o] AZss ASS T 2] Al F4 815S Fobeta AFssithke A
Aoz ) wule 7hH AA] AHs o] 4xtSol ol o]22 2e7t & Aotk EZ olE T
AzFslT Q= A2 AZ 7)Ao WA tE 7} Arl 2o thgk s o] 8AES] S 54& ot
2, AHl ZA golSe] Al wE W 2w 7k WEhe Al =l Brid 1 AR Ae s A%
o) A5 A tiEl FHEtA d wak A of AYsteds #HA JIdEel v &3 AsTt
22 olg 17 WEETL FAEC viNE el 9 AN
o] AAB A FAHE AFslTAl ) o= AR, 2 ] Aol mEr o] 7]l o
E3) 2 meld 7h AA AHlAZ ojlgsle 1 o ASL 8l T & 719 BAe A v
MEo] Mu| 2 o]& HFEZS ola3laL, oo W A] I TR EF 0o IS vAE AeE Y
Bl AZASO] oA s 9wl mo= ojg  ERRTR olER Avks mukd 2k A Auls A
A Yol BRF A4S AFF 5 e Aol Boll FEste= 719g0] 2o U AAH 98
AMOS 722 mde o] 43 w28 ATl T3] HeiMe 71de] THAE =Y Badol 3l
Ax}, 1S Azkekal Q= 7o tE 7K = om nAEAA 9} e THHE ALsFe Al
719 BAe 1 uEn ZATo| oKy ATES, Z83lth= %S Yepdth Olson and Jacoby (1972)
Aulz ZA 90l ZolMe HoAT HolAo] mA © AlFolu Aulzo] A Fdo] Al Hls]

o TlES ZAHTo 583 2pEs) glo] BT 4-9ole 719 wAol
W0el YL FE Ao WP m, Agyg O U SRl 992 F 5 v 4R
B Folre Ao, Ang, sieulg, oigke] TR Bl AR 71 8BS 7] <l
olg e Al 8% adle] wA o] aul A ZIsdel AAARL AslelA S Z1dd A ol

3 BAAE T2 BAE FSEAL Ak B
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2 FAE doF & FaHo] ok (Bronn, 2007).
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FFE WA= 497t Bt (Palmer, 2002, Park and
Shin, 2012). &FAI¥Y, Park and Shin(2012)= 2~
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The Effect of Service Quality and Company Reputation on
Customer Satisfaction and Loyalty in Mobile Payment: Moderating
Effects of Switching Barriers

Eun Bi Kim*, Hongsuk Yang*

ABSTRACT

The purpose of this research is to investigate the factors that impact customer satisfaction and
loyalty in mobile payment services. Specifically, this research (1) studies the influence of company
reputation on customer satisfaction and loyalty, (2) examines service quality dimensions that increase
customer satisfaction, and (3) assesses switching barriers as moderators in influencing customer loyalty.
Findings of this empirical research reconfirm the point of view that company reputation, service
quality, and switching barriers are crucial for customer satisfaction in mobile payment services.

The research methodologies that were used to verify the hypothesis in this study included
customized surveys and structural equation modeling. The results demonstrated that company
reputation significantly affects customer satisfaction and loyalty. Additionally, the results indicated that
only two of the five total service qualities, ease of use and the security/privacy qualities, have
positive influences on customer satisfaction. Customer satisfaction has also proven to be a significant
influence on loyalty. Lastly, the results showed that among the factors of switching barriers, the
factors of lost performance costs, sunk costs, setup costs, the attractiveness of alternatives, and
service recovery have moderating effects on the relationships between customer satisfaction and
loyalty. Base on the results, this research recommends that firms aim at devising integrated strategies
that make switching barriers act as complements to customer satisfaction.

Keywords: mobile payment service, service quality, customer satisfaction, loyalty, switching

barriers
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