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Abstract

Purpose - The purpose of this study was to propose a specific and empirical continuous transaction strategy through service
quality of improvement to small and medium Korean companies whose main business is B2B distribution and sale of

general-purpose SW.

Research design, data, and methodology - The research procedure is largely divided into two phases. In the first phase, the
service quality, the customer satisfaction, and the continuous transaction research hypothesis and the verification are carried
out. Experimental data were collected from 450 companies, CEO companies of SMEs innovation institutes, and 510
companies from medium and large enterprises. From September 15 to October 5, 2015, 215 questionnaires were used. And
research hypothesis and test were conducted by SPSS SW Ver. 20.

Results - The results of the study confirm that service quality has a positive effect on customer satisfaction and continuous
transaction: as the detailed items for improving the service quality, ‘responsiveness’, 'assurance' and 'empathy' have been
adopted. Therefore, there are critical factors of a company's survival through continuous transaction.

Conclusions - Through this study, we confirmed that the survival of small businesses require continuous improvement in
service quality. Among the factors improving service quality, empathy means service satisfaction of customers; so, it is
necessary to continuously improve it by evaluating customer satisfaction. Responsiveness means rapid response to customer
needs and reliability; it is necessary to enhance customer responsiveness by continuous job training and service training.
Finally, assurance is the same as sales product or after service. This means that it is necessary to not only issue the
“supply contract,” but also improve the reliability of the sales product by securing the competence of the consulting
professional. However, because the service quality measurement factors selected in this study are the measurement factors
that are mainly applied to large companies or those in the service industries, it is important to consider the type of sales of

software distribution companies.
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Table 1: The Major Characteristics of Service Quality and Determinant Factors

Authors

Characteristics of Service Quality and Determinant Factors

Parasuraman et al.
(1985)

* Ten elements are derived from quality components for the major service industries in the United States.
- Access, Communication, Competence, Courtesy, Credibility, Reliability, Security, Responsiveness, Tangibles,
Understanding/Knowing the Customer

Parasuraman et al.

* In 1985, the previous proposal was reduced to 5 dimensions in consideration of 10 dimensions of redundancy.
(1988) - Tangibles, Reliability, Responsiveness, Assurance, Empathy

Cronin & Taylor(1992) |* Using the 22 elements of PZB(1985), reclassified in terms of performance.

Kettinger & Smith(2009)

* They are simplified the ten elements to four elements from Parasuraman et al. (1985).
- Reliability, Responsiveness, Assurance, ,Empathy(IS-SERVQUAL)

* 12 factors are proposed focused on food franchising.
Chang et al.(2000) - Tangibility, Hygiene Reliability, Service Reliability, Responsiveness, Convenience, Verifiability, Empathy.
Geographical location, Parking Facilities, External Environment, Food Quality, Business Image.

*

Kim & Park(2006)

On-time service quality factor was added to PZB(1988) as a determinant factor of regular ship service
quality, considering maritime specificity.
Tangibility, Reliability, Empathy, Responsiveness, Stability, Timeliness

Suh & Lee(2006)

* They are propose a model based on five Korean service quality indices.
Reliability, Kindness, Support, Accessibility, and Physical Environment

Delone & Mclean(1992)

* Defining categories and model proposals for successful information systems(D&M).
System Quality Information, Information Quality, IT Support Quality (IT service quality), User Satisfaction, Benefits

Gronroos(1990)
Yang & Choi(2006)

* Reorganize existing service quality of elements.
- Expertise/Skill, Attitude/Behavior, Accessibility/Reliability, Reliability/Trust, Service Recovery, Reputation and Credit

Shin(2011)

* Using KS-SQI, Consumer quality to measuring of IT outsourcing.
Original Service, Unexpected Service, Responsibility, Kindness, Active Supportability, Accessibility, Physical
Environment. Satisfaction of IT Outsourcing, Intention of Renewal

*Source : Literature surveyed
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Table 2: The Repurchasing Intention Factor and Continuous Transaction Factors by Major Industries

Fields Authors

Repurchase Intention Factor

Hong et al. (2009) | Consumer confidence, satisfaction, immersion, attachment

Chun & Kim(2004) | Consumer Satisfaction, High participation, affection

Na & Hong(2008) Intention

Consumer Satisfaction of Shopping, Perceived Risk, Efficacy Shopping Mall Attitude, Purchase

Kim(2008)

Store atmosphere, product / information service, reliability, after-sales service, convenience,
customer satisfaction, repurchase intention, word of mouth intention

Internet Shopping
Lee & Jung(2008)

Product characteristics, site characteristics, service characteristics, usability, satisfaction, reliability,
continuous use of Internet shopping Site

Jin & Lee(2012)

Quality of service of Social commerce are(information, product diversity, responsiveness, price),
satisfaction, and repurchase of social commerce

Dai & Lee(2018)

Web Characteristic (security, convenience, interactivity, Information provided), Distribution Service
Quality(rapidness, reliability, intimacy, correctness),

Logistics

Hong & Park(2011) | The ability of the shippers' ability, the reliability, and the long-term continuation of the transaction

Aviation Service | Yoon & Mun(2012) | Social benefits, psychological benefits, economic benefits, special treatment benefits
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Hwang et al. (2007) | Long-term relationship, trust and commitment, satisfaction, communication and conflict

Apparels and Relationship between customer satisfaction and repurchase behavior is contingent on the
Distribution Seiders et al. (2005) | moderating effects of convenience, competitive intensity, customer involvement, and household
income.
Continuous transaction intention, deposit interest rate and loan interest rate level, number of
Banking Ha(2012) additional transaction financial institutions other than main bank, ordinary deposit balance, gender,
age
Mobile

The strength of the relationship, duration of the service provider-customer relationship,

communication Bolton(1998) considering heterogeneity across customers

Fee Service

*Source : Literature review surveyed

Table 3: Comparison of Previous Studies on Service Quality, Customer Satisfaction, and Continuous Transaction(Repurchasing)

Author | Field Ma.r";ing Hypothesis(Variables) Implication
) Service Quality(Tangibles, Reliability, With a focus on responsiveness and
Kim & Lee )
(2014) Restaurant B2C Responsiveness, Assurance, Empathy) — Customer assurance,
Value Customer Satisfaction — Behavioral Intention If done, customer satisfaction is higher.
Kim & Qual!ty Satnsfa_ctlon(Seerce Encognter Quallty, Product Confirm that the resulting variables of the
. Quality, Cleanliness, Overall Interior, Convenience, .
Shim |Coffee Shop| B2C . . ity & L extended 7 quality factors affect customer
(2017) Purchase Quality, Aesthetics) — Quality & Reliability — satisfaction and reliability
Customer Satisfaction/Trust — Behavioral Intention '
Internet Service Quality(Interaction Quality, Physical Recognition and enhancement of service
Kim(2008) | Shopping B2C Environment, Design Quality, Result Quality) — Service | quality factors can maximize service value
Moll Value, Customer Satisfaction — Customer Behavior and customer satisfaction.
Internet Purchase Review (Amusement, Consensus, Consumer confidence needs to be improved
Hong et al. Shoppin B2C Overstatement, Genuineness, Usefulness) — Trust, through efficient management of purchasing
(2009) M‘;’?I 9 Satisfaction, Commitment — Word-of Mouth Intention, | review so that purchasing review is not
Repurchase Intention exaggerated.
Service Quality(Physical Facility, Worker Attitude,
Program, Safety, Support Service) — Service Value . o
Marine (Monetary Value, Non-monetary Value), Customer Empha.S|ze the negd f or quallty .lmprovement
An(2013) - B2C . : - . . A : .| strategies that maximize the utility value
Facility Satisfaction(Facility Satisfaction, Participation Satisfaction h
- . L : perceived by customers.
— Behavioral Intention (Revisit Intention,
Recommendation Intention)
Service Quality(Display Method, Exhibition Contents, In order to improve the behavioral intention
Lee & Lee, Exhibition B2C Facilities, Event Management, Staff Service, and satisfaction of visitors,
(2015) Supplementary Programs, Promotion, Transportation) — | It can be seen that there is a need to
Behavior Intention — Satisfaction improve the service quality.
Service Quality(Tangibles, Reliability, Responsiveness,
Kim & Gim| Package B2C Assurance, Empathy)/Product Quality(Functionality, User satisfaction on quality of package SW
(2009) Sw Reliability, Usability, Efficiency) — User Satisfaction — | affects word of mouth and intention to reuse.
Word-of-Mouth/Reuse Intention
Koo & Service Quality(Reliability, Professionalism, Tangibility, |0 T consultants, service quality factors are
. . . . reliability, professionalism, and empathy, and
Park Consulting B2B Empathy, Responsiveness) — Customer Satisfaction — . - )
. customer satisfaction has a great influence on
(2007) Reuse Intention . . .
customer's reuse intention.
Hwang et Domestic Apparel Firms/Cooperative Companies Increase trust and commitment to maintain
9 Apparels B2B between Communication — Conflict — Satisfaction — | long-term relationship between trading
al. (2007) . : :
Trust — Commitment — Long-term Relationship partners.
In this study, we derive service quality
<Step 1> Service Quality(Tangibles, Reliability, improvement items through research
. Universal Responsiveness, Assurance, Empathy) — Customer hypotheses and apply them to case
This Study B2B - ; : . .
Sw Satisfaction — Continuous Transaction companies, and propose concrete and

<Step 2> Continuous Transaction Strategy Suggestion | empirical sustainable continuous transaction
strategies.
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02 R FYY S 50-2009 0Ojgte] F27|0| FF

£ O|F1 QICf ESH FE AMBSH= SW &tEH SHS
MSALS| QEZZ M| A{(150%H, 69.8%)7 7+&F Bt Tz
L} HE|DO|C|O|& SWO| AL, AdobeAt2| Autodesk?} 7{9
ot ULt J|E E+YFE0|L Z2I% HA8e| 42,
SEHA #7t SAFE LEL & o= Melstgict

o M| =x o™/
HY 2 H50|A= Dodds and Monroe(1985)2| AH|A
2 53 AFoM g ‘8ot FFotuAt otht. ol=

=

iRl SW FET0f FM7(e| 4L, SWa| Xix|7HL-
O§7} ot 2bd XEol| Chet HO-F&2 = ALz st
7| W2OICt Ol “AMH|A EFES MHA MY Edof 2t
SFtRICE 2D F=ESE 23 Yang and Choi(2006)2| H1ZA4t
ot 2ototCt.

[N 2 SFR0|M SWO| AH|A EA =XS SERVPERF
A A HZ2 dHH(Cronin & Taylor, 1992) ZHE0|AM 2EHA O
2 1% 3ol g£(Kim & Shin, 2001; Suh & Lee, 2006; Kim
& Gim, 2009)8l11 = SERVQUAL 57}X| gh=(Parasuraman
et al, 1988)2 ZEHFE MG, THHN(ZIEF)= A
A BEFE &)t K& AzH(1) &F) 27FKEAM Kim
and Gim(2009)2| MHARAE EIZXS}T|, AH|A ZtH 10HO|
MEZL T CiH HEXA ZIHE F7L 2HEsH0] BE9|
g & ZEE HOIE SIRICH<Table 4>). M&F Z=E FF
HE)Y=2 Appendix <Table A.1>0 H 2|5 JACE

$O TE T O

Table 4: Definition of Variables

Variables(ltems) Definition
. Size of service provider
Tangibles
®) company, appearance of
manpower etc.
Reliability Abl|llty to provide meapmgful
(11) services and to trust in
processing power
Service . - -
Independent .. |Responsiveness| Service commitment through
. Quality
Variables (36) 5) consumer (user) support
The attitude of the sales
Assurance |company’s technology and
(7) confidence to the
purchasing company
Empathy Attitudes to be interested in
(7) customers
Customer Satisfaction |Overall satisfaction rating
(2) after service experience
Dependent - .
Variables | Continuous Transaction Con_t inued commitment to
@) trading through the level of
service experience

R AEY 252 QB MEX| 215718 Yo SPSS
Ver. 20 AT EQIOIE &850 ME|ME ABSIRCE 42
=9| MEZEdE ASeh Zah, M WA LzHd "HIoHEEol
Cronbach's o Z}0| 0.759~0.9642 L}EILI B E =X H=Z9|
ME|EE= 253t HO 2 LIEIGCH<Table 5>).

ol
of
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Table 5: The Resulted of Reliability Test

87

E-5 196 855 .070 157 191

Variables(Code) ltems Crongach's E-4 322 .800 .056 233 .160

: E-2 366 799 .088 134 251

Responsiveness(Res) 6 0.964 E-3 19 795 047 203 027

Senvice TE::]ZT;LVS((ET)) g 8'2‘;; E-1 261 774|040 257 220

Quality(SQ) : E-7 A71 658  -.087 323  -016

Assurance(A) 7| 083 E-6 335 629| 086 213| 270

Reliability(Re) 1| 0759 Res-3 530  612| -236 239 152

Customer Se;":velczalt';zzt\zx;i” 2 | o7 T3 o072 -128| 916 -039| -02

Satisfaction(CS) Required(CS-2) T-4 108 | -.141 .901 -084| -019

Willingness to Trading(CT-1) 15 104 -017 L 077 198

Expect Continuous Transaction T-1 299 038 695 -159 074

Continuous (CT-2) A 0522 T-6 277 186 589 319  -147

Transaction(CT) | Repurchase Intention(CT-3) : A-6 .066 101 17 .803 .136

Commodity Rel-11 157 338 057 731 .028

Recommendation(CT-4) A-7 165 .209 .098 727 .001

Rel-10 .066 412 -014 663 184

0|0 EfEtA =S EMMX QolEMS £t MS-Z =X Rel-8 188 225 .050 442 688

SIACE HA AtmieiEnl Bartlett 247 3! KMO(Kaiser Meyer Rel-7 .008 269 012 521 677

Olkin) Z4Z Z1}, KMOZ}2 0.8932 2 LIEFT, Bartletto] T T-2 292 156 019 -114 670
Yy 4 2otk p<010|M FolZHE2 0.0002F LIEHL} B

b MAEde 2R ZEDI0 MY QQlEMAnt:  {o|o| 44, ADtEM

(<Table 6>)3t A= EMEIQICE HIZ2 20 FE A| FE&

=4(PCAS S0t HIZ|MWAES HESIFL O|uf TA| 574 A <7bd 1>01 ‘MH|A EE(C2M(Res), ZZA(E), L8N

HA B2 42 59 FMHE 24| 74.5%0|CH<Table 7>). (M), ESX(A), MZ[M(Rel))Dt ‘AFRA} BHE Q01 7t AbpkEA

Table 6: KMO and Bartlett's Test

2 dAlst 2o, AHIA EE Q9 57X 25 p-value<0.01

HOt SA LIELE ME|A FEE2 AEA BHELF 1R =2 &
Kaiser-Meyer-Olkin Measure of Sampling Adequacy .893 DA T Q= HOZ LIEMGD, <7Hd 2> ‘AFRX} OHEE(CSY
Approx. Chi-Square 9226.034 b K|E AHZH(CTY ZF MEHEAM A A, p<.010{A 0.0002
ey of 60| 2 LIEW} TSS9l CTE oje 5 MmEATL USS Ml
Sig. 000 S} RUCH<Table 8>).
Table 7: An Factors Analysis of Service Quality Survey ltems Table 8: Resulted of Correlation Analysis
Component Rs| E | T | A |Rel
Responsiveness| Empathy | Tangibles|Assurance|Reliability Res Pearson Correlation| 1 [.761**| .359** |.455"*.530**
(Res) (E) m (A (Rel) Sig.(2-tailed) .000 | .000 |.000 |.000
Rel-5 .830 164 129 225 .268 E Pearson Correlation |.761**| 1 .079 |.578**.500**
Rel-3 .826 254 196 -.011 .249 Sig.(2-tailed) .000 .247 | .000 | .000
Rel-6 .808 .228 164 165 192 T Pearson Correlation |.359**| .079 | 1 |.174*|.156*
A-5 .788 273 .307 135 -.027 Sig.(2-tailed) .000 | .247 .011 | .022
A4 .769 .239 .360 .092 -.064 A Pearson Correlation |.455**(.578** .174* | 1 |.380**
A-1 .703 .333 428 -.074 107 Sig.(2-tailed) .000 | .000 | .011 .000
Rel-4 .684 .307 136 .035 468 R Pearson Correlation |.530**|.500**| .156* |.380** 1
Rel-1 677 .073 .379 197 .350 Sig.(2-tailed) .000 | .000 | .022 |.000
A-3 673 313 .354 131 101 Customer | Pearson Correlation |.772**|.828**| .200** |.577**|.483**
A2 667 353 432 -122 .065 Satisfaction(CS)|  Sig.(2-tailed) | .000 | .000 | .003 | .000 | .000
Res-1 .649 467 -222 .267 -.010 CS CT
Res-4 .641 .603 -.086 185 .099 Customer | Pearson Correlation 1 .653**
Res-5 632 543 - 114 230 .062 Satisfaction(CS)|  Sig.(2-tailed) .000
Res-2 .628 510 -.114 278 -.041 Continuous | Pearson Correlation .653** 1
Rel-2 .552 .318 151 185 449 Transaction(CT)|  Sig.(2-tailed) .000
Rel-9 518 .323 -.067 491 115 * n= 215, *p<.01
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45 3| M 7t AS Rel-1 | -203] 083 -195| -2.450] 015
L o Rel-2 205|  .080 188| 2.570| 011
e R i e e e o e Respon- | Re3 | -182] 11 ~172| -1.639| 103
7o o| Col|stEo o -
R a2 0747, Fol Ro|S82 000092 L& p<O10f A siveness | Rel4 | 207 .103 201 2016 .045
Qolsiin Eah, AH|A EHO| Qo3 AL} RIS BE (Res)
OB Zhe IZLME), TheM(Res) EEMASZ LIEHLTH Rebo | 134 15 124 1159] 248
(<Table 9). Rel-6 001 106 001 .009| .993
Rel-9 113|064 119| 1.776| 077
Table 9: Regression Analysis Model Summary Results between (Constant)| .483 192 2512 013
Service Quality and Customer Satisfaction E1 260 079 261 3293 001
Sum of Mean ; E-2 -.006 101 -006| -.061| .952
Squares o Square 7 Sig.
| > g E3 | 358 .087 350 4.117] 000
Re&fj:;c’” 318.447 5| 63689| 123581| .000 Em(pEa)thy E4 173 .084 178 2065 .040
1 _ E-5 -032| 076 -034| -414| 679
Residence 107.711 209 515
E6 063]  .053 065| 1.177| 241
Sum 426158 214 E7 -.053 048 -.056| -1.114| 267
R=.864 R’=.747 Adj. R>=.741 F-value=.718**(p<0.01) Rel-3 168 056 178 3019 003
Non-standardized | Standardized (Constant)| 2.497 224 11.131| .000
Coefficient Coefficent | | A6 .032| 066 -040| -492| 623
~=value p-vaiue
Beta | Standard Beta i ASS;J/S‘”CE A7 | 243  .066 295 3714 .000
Error
mo Re-10 | 179 096 193] 1.852| .065
(Constant)|  -.459 253 1.816] .071 Rel-11 | 210  .086 260 2432 .016
Res 025 005 311| 4990 .000
1 E 072 009 507| 8.044| .000 ) ‘if%|9§—2 <7t§| 2>0f CHst fﬂ%@"aﬁl—'h ETo*—:ﬂ Heles
A™A=(R) 20| 0.5372 LIENGD, Fo| {9o|=&L2 0.000
T .005 .009 023 581 .562 =o T BA S T2
(p<0.01)2 LIE}ELCE &, AMEAL PHE(Beta=0.733)0| &L=
A 035 om 195] 3094] 002 zio xjrigE HOHEE olnjsttt SACH<Table 11>).
R 005 022 010 243| .808

et <7td 1>9| 42, &g (Res), SUY(E), ESd
(A) 37HS| H==0F XHEHZ|QI D XHEHZHE LY M R840l ‘THSd
(Res)2 A-3, Res-5, Rel-4, Rel-27} Qo814 1, ‘SZUA(E)2
E-3, E-1, Rel-3, E-4, 12|11 "2ZH(A)2 A7, Rel-110] 242t
Rolgt Aoz 2Mg|Q{CK<Table 10>).

Table 10: Regression Analysis Results of Significant Variable to
Customer Satisfaction

Non-standardized | Standardized
Coefficient Coefficient | t p-
Standard value |value
Beta Eror Beta
(Constant)| -.014 .276 -.050| .960
Res-1 .081 .093 .084| .871| .385
Res-2 .032 .094 .034| 344 731
Res-4 .053 .099 .057| .531| .596
Respon- | pes.5 217 .102 226\ 2.128, .035
slveness
(Res) A1 071 145 069| .488| .626
A-2 -.104 126 -.099| -822| 412
A3 251 .084 232 3.000 .003
A-4 .087 136 .079| .640| .523
A-5 .029 1130 027 .222| .824

Table 11: Regression Analysis Model Summary Results of
Customer Satisfaction and Continuous Transaction

Sum of Mean .
Squares £ Square b Sig.
Regression | 447 559 1| 137.259|149.830| .000b
Model
' ['Residence | 118176] 129] 916
sum | 255435 130

R=733 R’=537 Adj. R*=534 F-value=.9571**(p<0.01)

Non-standardized | Standardized

Coefficient Coefficient
Standard t-value |p-value

ndal
Beta Error Beta

] (Constant) | 1.962 278 7.058 .000
CSs .650 .053 733 | 12.241 .000
2N <7Hd 1>2 <H1-3>, <H1-4>, <H1-5>0F X{EHE|QIO
O, <7 2>& 25 HEHC|QICH<Table 12>). O|2{8t Hits
MHA 22 250 ‘U8, ‘25, ‘ST AL UE
Ol 28% Fe= O|X|0 0| 37IX[E OfEHA H2st=7t7F At
X7L Hel 7|datel XSHHE |Xisten 28 dEgS

St o= moHElL)
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Table 12: Final Resulted of Hypothesis Test

Research Hypothesis

The Tangibility of service quality will
be positive(+) affected on customer | Rejected
satisfaction.

Decision

T
=
kN

The Reliability of service quality will
H1-2|be positive(+) affected on customer | Rejected

Service
satisfaction.

Quality

The Responsiveness of service

l H1-3|quality will be positive(+) affected Accepted
on customer satisfaction.
chs}og.er The Assurance of service quality
ausIaction| 14 4\ will be positive(+) affected on Accepted

customer satisfaction.

The Empathy of service quality will
H1-5|be positive(+) affected on customer |Accepted

satisfaction.
Customer
Satisfaction The Customer satisfaction will be
} H2 |positive(+) affected on continuous | Accepted
Continuous transaction.
Transaction

4.6. MHIA~ SENES ST XIEAH /Al T

—

= ATOME §A 45T(1EHA)S| 7t ZaK(<Table 12>)

T M2 2E/4H0| Ea ot QRIe2M ‘FHYE), ‘BEY
(A, ‘THESS(Res)0f| CHLO <Table A1>S 2850 Abef CH
o ZIGKADO| HE3H X[£AH FA| TS HQrett.

46.1. AT MHIA ZRIIM

‘ZZEA(E: Empathy)0|2t “DZ4S O|sH3lT HjEists EHE”
Olct. &, “ALEXIofA X s{Z

iy

JIEXE2 MR & UCKRel3).”, “ALERI7H |st= Z0f T
of X£H2l 2es ECHE4). "7t 7olst 22150tk ShX|T
= A7 ZOre B2, MH|A REEZO| 2ot MAATSO|
Ao gle A=z 2 AF0ME At CHeZ|FKADZS] |
S22 7|4 59 DAAD 1574 g2z 2015 10
MM 122 AfO[0] B R =ME SO SHE ME &
=2 B0 2 70| HESHUC,.

22 24 21 XEAHY /XIS flof 2ast 1249
42 =017| flshiM= BEAE F7K6.47F THE), AH|
2 T EYA MHA B2 T-G97H TE) S0 28
O=F LIEMGCH<Table 13>). O|= AH|AQ| CHist WIF & &2
=1t et Bt WE uME Rols A= 20t Hi|
ME MH[20| CHH AFEAF =20 B2 A2z HOoIC) M}
M AR BHEES floh M| JHdOl Al SiZSHOF o=
A2 EHEEH 074 AMH[A F7E| et S8 dastE
=% 7iM0] EE ez HOILL 0| 23 Z4a6E/7TH
TR =2 49, AR dE & QHEE Xg, dF
Aok 7ritd #0 52 HEs Folst, S2BH~6H)Y
F MHA DS TSI 5gERFE olohel BRos 1A
SRE BE A ASAY FdH R0, MHA Muga 22

ot
rot | > ok
SY rio oM

r

A3 07 oY 0

=8 MH|A JiM 20| LQE ZHoZ JHCHE

Table 13: Customer's View on Adopting a Service Evaluation
System

Average Score

Inquiry Contents (7point scale)

1) | would like you to conduct a service
evaluation for the person in charge after 5.9
completing the service for all request.

2) | would like to conduct a service evaluation

for the company on a monthly basis. 54
3) | would like to conduct a service evaluation
. . 6.4
for the person in charge on a monthly basis.
4) If the evaluation of the person in charge is
not good, the person in charge should be 3.7

replaced.

*Source : Additional surveyed from 15 royal companies

46.2. hSMI} MH|A ZEIHM

‘CH8/(Res: Responsiveness)?| ZA<L, “THOjAM|el CIE
oo MESE T2 = UCHAY)Y, “gH Ms HEs 22
= QUCHRes-5)”, 2|1 “YHQl us X2 ME[E = UACt
(Rel-4).”, “BH=tXtet Hefst X| 220 T2 5= UACKHRel-2).”
7t /elO0|StRALE ol A=, YEXAo| gt Qld X 0|
8% AU o0t A22M HE W|0[Lt MH|A EF
Srag Qe Yl us S22 HAISHo 04 @70f Chet A%
FOHSH gt ME|ME =0jof & ez HOQICL

09l

ot

46.3. BSMIF MH|A JHM

‘HEM(A: Assurance)’O|2t THOf X|ZO0|L} A/SQt ZHE2 Al=
| =& olOjstot. oM Feoldjst @flezM “KMETof
Al ‘2ESEAY S MASHD UCHA-7).QE “HE £F M0 Cf
ot AMEE o 2 UCKRel-11).7F {ol0lst J2 2 LIE}
=0 o7|M AT2 Aol SW O KETOH Al Ol= (7
=2 ‘EESSAHYO| O|FO|MOF o= ZAES 2|0[5HH,
‘Rel-11'2 SW XE &FM0| Cfst 02 Aol =ChH= AS
ojojgtE & = UCK MEtM Thed| SW XIS THOHOAM HER
OlM 2o 28 O Lto7p 1z o] Hgtst FH7|&el Mg
AHLEO| 71SSHEE St 58 =27 /st 0l AH|A
BHE0| AFEXL BHEE AlZ|H, 7|E e gH et oLl A
HeW LMK =7¢ 02 eIt 74 S3817| WZ0|Ct.

a0

4.6.4. 7|E} T2} MH|A ZETYA

a8 ME|A FEVIMS flet dE22= AEA Hold
flet W XAt Ar=22| MH[A(AS) X0 & = U=
J0|Ct Wg X2 HMEE A SW AI8Y &5 XIS
Pt HFZRIZ=AD, MEETA HE), 2E2tIZE HEA
gel), 2EABEMZAL WF MO|E) S0| & # U2H
AS XISl Be, XA K@ Es 2F HHETYFEM 2
A2 S+t 20| 7|2 MEME S8 ASVt 7tstt 3
)0l el 0 2F0| =2t Al™soF Stoth O|F s 2
SWE ZHO|(HIZ=AD, AS HE(AHMFE]) SO FH =
ag Aoz Mz ELh

0 X o

ME T
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= g7 g8 Swof ofgt B2B RS-EME F A
St U M SA7|YS ez MHA FRINMS
X&He RAl MES MetotnAd st A2 M
SHO| AR8AF TEI K& S8H SeS 0K AS
OISIRACE 53] MH[A FSENMEES flot MB E52=M Of
&4, ‘2EY, 'SEF0| MEEUA=H Ol 0B HHdst=
7b7F J|HSE 2-Y AdEE e A= AR ECh F,
Mbla FEVIME 23l SEd2 F7IHY HA 7t O

i

= on |0
[> 1ot Hu

g2 8%, BYA0| tict F7|Hel U Zoiet AHA
=9 4, 12|31 ‘2342 3%, i 2% 37|ek A
o] ‘FFSeAHAE HZstd M2=E =0{0F & Zo|tt 1
ol MH|A~ FRNMS flof Thedl MEF EOEEE OofL2t
SW £R4u 22 7Y AEE TE UEE JIsk: €8st
Aoz HQICt

= A9l 2ol Ciaah Zhh HM, J7F A& FEO|LE
Mol 2= Sab Z2 Cifhe dd= =2 7| oLt
M| A SO =otE|o AME[A FEO AT £ FY
HeE flct 200 thet siAol|M HojLt 22X CHERle
HE SW =02 EA B2B 78 HOi7|¥S CHd22 MFst
ACH= Z0ICh. =M, LErHQl MH|A F-, 0 B, X7
of Sof et Chchke HATE MMEIHE 201 siMof =F
Of 30X URACHH = 7= 7[PYES ISt #HHo| L
HEHY XEAHUFA HEES Moz 7|PeFoM o
H HEdhE &+ As €T MY @7eks AOoICh mEtM =2
AT ZIVL o SW 7& TO| M7|e YEHSE =0l=
o, o= Y= OlHXE £ AS A= ME ECh

2t Ch3it 22 o SAEE ZHERACE W, 17|X|
Swe| 3%, MHIA B2 3 Al ME 21 MHES 5
25E HIEt0 aHAF BFREE FFok= A0 LEHHO|Ct
(Kim & Gim, 2009). Ol= 7| AM|7H/EOf OfF0f ket
SW RSEON 7[0 HE Al ANt 2R FHEE =
7] MZOlch. =W, MHA FE FF2 92 20 M4E¥2
PZB(1988)2| 57tX| SERVQUAL L9l11} MlALASS E11d|
g2 ME7F JEE 28% 2 €52 MY HESIUC
SHA|ZH Ol F= B2C WEHQ| CH7|RO[L; 8t MH|A 7|¢
of 2 H83ts MHA B2 58 YH2=2AM 2= A
B2B R& TONV|YE CHYC=Z & Al AFZD0N L7 X
o7k A= == ALk

ek e SW Il R&7|Yol HOfHE (A7 =
th= RSEONEEX 14 S90|Lt ASE MH[A J4d S
oh a7t St 22 FI7HHQ A7t 2eF A= Al=ECL

-~
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<Appendix>
Table A.1: Survey Inquiry(ltems) on Service Quality, Customer Satisfaction and Continuous Transactions
Variables ltems Code Question of Survey Measurement
T-1 | The Sales company has long been established.
T-2 |It is located close to our company.
. T-3 | The size of business is large.
Tangibles
T-4 | There are many employees of the sales company.
T-5 |The seller has a lot of consulting staff.
T-6 |There is a variety of products handled by the seller.
Rel-1 | It's been a long time since I've traded with a trading company.
Rel-2 It hgs been a long time since | have been in contact with a representative of a
trading company.
Rel-3 | The technical support of the trader is reliable.
Rel-4 | Educational support of traders is trustworthy.
Rel-5 | The information provided by the trading company is reliable.
Reliability Rel-6 | The results of service processing by traders can be trusted.
Rel-7 Mon.thly reports (purchgsing status, renewal cycle, interception information) are
received from the trading company.
Rel-8 || can count on monthly reports from traders.
Rel-9 || can trust cooperation with illegal software enforcement from dealers.
Rel-10 || also has consulting on hardware from dealers.
) Rel-11 || also has consulting on solutions from dealers.
%ir;\llli(t:; Res-1 |It's easy to ask for support from a trading partner.
Res-2 | The trader will promptly process my support request.
Responsiveness Res-3 | Trading companies reflect user requirements.
Res-4 | The trader is faithful to the user user problem solving process.
Res-5 | The trader minimizes the wait for the customer from the request to the end.
A-1 |l can trust the vendor's technology.
A-2 | The vendor has expertise.
A-3 | Other sales products from vendors can also be trusted.
Assurance A-4 | The quality assurance for the product sold is certain.
A-5 | Transactions with vendors are safe.
A-6 | When it makes its first transaction with a vendor, it is signing 'MOU contract'.
A-7 | When purchasing a product, it enters into a supply contract.
E-1 | Seller strives to provide user-specific services.
E-2 | The vendor provides the right information for the user's personal environment.
E-3 | The seller gives the user a good description of the problem.
E-4 | The seller has an ongoing interest in what the user wants.
Empathy - -
E-5 |The sales person strives to communicate by user.
E-6 The_vendor shall investigate the service satisfaction level and try to improve the
service.
E-7 | The price offered is reasonable.
Customer Service Satisfaction CS-1 | Overall, | am satisfied with the quality of the service.
Satisfaction | Required Service Improvement | CS-2 | The vendor has something to improve on the service quality.
Willingness to Trading CT-1 |l intend to keep doing business with this company.
Continuous | Expect Continuous Transaction | CT-2 || hope you will continue to deal with this company.
Transaction Repurchase Intention CT-3 |1 will also use other products that the company suggests.
Commodity Recommendation | CT-4 || will introduce this company to an acquaintance.

*Source : The expert groups modified and reconfigured based on PZB(1988) and Kim & Gim(2009).





