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Abstract This study focuses on the impact of service expansion for tax service customers and
the change in customer’s re-use intention, according to the degree of psychological ownership of
internal employees when expanding differentiated service areas and the reinforcement of profits
according to the representative’s tendency. The effects of emphasis, cost emphasis, and double
emphasis (revenue and cost dual emphasis) were analyzed. As a result of the study, it was
possible to see the changes in the customer’s re-use intention according to the psychological
ownership of internal workers and satisfying users’ customer satisfaction. In addition, it is
meaningful to enable the tax agent to pursue a change in the direction of future-oriented service
provision, and a new research direction was suggested in terms of the professionalism, quality,

and service expansion of the tax agent.
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A Study on the Reuse Intention and Profit Impact of Customer Satisfaction and Service Expansion by Internal Customers
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Table 2 Descriptive Statistics of Variable (N=310)

Ave Mini Maxi Standard kurto
W .

assortment . S
rage mum mum Deviation sis

Core Qualityl 5.77 116 128 191
Core Quality2 5.58 1.28 071 0.14
Relational Qualityl 5.47 1.25 064 0.13
Relational Quality2 | 5.40 1.28 089 042
Relational Quality3 | 5.56 128 089 042
Relational Quality4 | 5.31 1.39 052 0.58
Relational Qualitys 564 1.28 0.81 0.01
Perceived Valuel 6.12 0.93 0.86 0.19
Perceived Value2 5.85 1.02 1.10 1.62
Perceived Value3 5.65 1.23 0.76  0.04
Customer Satisfactionl | 5.70 1.10 0.70 0.92
Customer Satisfaction2 | 5.43 1.19 0.71 0.53
Customer Satisfaction3| 5.74 1.16 0.80 0.22
Customer Satisfactiond | 5.61 112 068 0.74
Customer Satisfaction5| 5.83 1.15 0.83 0.21
Customer Satisfaction6| 563 1.20 0.70 0.04
Future intentionl 5.63 1.31 0.76  0.05
Future intention2 554 1.29 069 0.14
Future intention3 5.48 1.26 0.66 0.15
Future intention4 5.47 1.31 0.79 0.64
Future intention5 6.01 1.05 1.11 1.10
Service extensionl 5.06 1.62 050 0.74
Service extension2 552 1.34 0.62 0.45
Service extension3 5.57 1.14 1.45 0.28
Service extensiond | 5.13 1.37 023 0.79
Internal customerl | 5.584 1.364 -0.753-0.307
Internal customer2 | 5.492 1.381 -0.926 0.249
Internal customer3 | 5.717 1.2 -0.711-0.029
Internal customerd | 5.425 1.372  -0.666-0.085
Internal customer5 | 4.629 1.782 -0.576-0.553
Internal customer6 | 5.625 1.338 -0.978 0.395
Internal customer? | 4.406 1.934 -0.39 -0.867
Internal customer8 | 5.111 1.444 -0.463-0.478
Internal customer9 | 5.343 1.263 -0.506-0.269
Internal customerl0 | 5.248 1481 -0.415-0.944
Internal customerll | 5.263 1.388 -0.538-0.296
Internal customer12 | 5.213 1.573 -0.583-0.352
Internal customerl3 | 5.454 1.347 -0.853 0.842
Internal customerl4 | 5.267 1.349 -0.26 -0.881
Internal customerl5 | 5.463 1.359 -0.646-0.318
Internal customerl6 | 5.667 1.242 -0.632-0.305
Revenue Emphasis 1 | 5.69 1.27 0.81 0.07
Revenue Emphasis 2 | 5.69 1.20 046 047
Revenue Emphasis 3 | 5.55 1.1 0.7 0.77
Revenue Emphasis 4 | 5.61 1.27 0.78 0.19
Revenue Emphasis 5 | 5.83 1.04 056 0.43
Cost Emphasisl 548 1.38 1.08 0.94
Cost Emphasis2 591 1.13 108 094
Cost Emphasis3 5.71 1.29 123 1.8

Revenue and Cost Dual 5.90 114 117 150
Emphasisl

—
]
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Revenue and Cost Duall 5 g5 5 7 101 042 072
Emphasis2

fevenue and Cost Duall 588 1 7 109 083 096
mphasis3

fovenwe and Cot Duall 583 1 7 095 074 138
mphasis4
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Table 3 Correlation of Variable

ssortment Relational Perceived Customer  Future  Service Internal  Revenue Cost Revenue and Cost
assortmen Quality Value  Satisfaction intention extension customer Emphasis Emphasis Dual Emphasis
Core Quality .000 .000 567 .062 5517 -.036 336" .360™ 356"
Relational 1 000 460 004 442" 020 293" 316" 454"
Quality
Perceived Valug .000 1 258" -.010 225" -.052 227 239" 263"
qcu.swrf‘.er 460" 258™ 1 022 804™ 026 524 562" 685"
Satisfaction
Future intention| .004 -.010 022 1 .000 .000 .006 -.056 -.013
Service 4427 225" 804™ 000 1 .000 495 485™ 624
extension
Internal 020 052 026 000 000 1 067 026 032
customer
EReve‘?lf? 293" 227" 504 006 4957 067 1 480" A495™
<mphasis
Cost Emphasis| .316™ 239" 5627 -.056 A485™ .026 4807 1 7157
Revenue and
Cost Dual 454 263" 685" -.013 624" .032 495" 7157 1
Emphasis
x P, w6 P<05, xxx P<01
2 Both ol #AY Fdol ¥24F nAW
257k Follte AL ovstn B AT s
_ Core quality | Future
o= \ .
/\22 g X] X] @—q' b intention @ 0110260
2 o= = S o]5 A\ y © 043,854
Z] Z]—% 7]';(] Q]' ALz ks s 0.258% T“] g E67(12.074) ot / @ 021(.443)
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Table 6 Hypothesis 3 Test Regression Analysis

Customer Satisfaction= al+a2Core Quality

Customer Satisfaction= al+a2 Perceived Value

EE TN
al 0.0005 0.001 al 0.0003 0.007
a2 0.567" 12.074 a2 0.258sx 4.685
R* 0.319 R2 0.063

* P, wx P05, #xx P01

Table 5 Hypothesis 2 Test Regression Analysis

x P, #x P<05, = POl oA 23t

Table 7 Hypothesis 4 Test Regression Analysis

Customer Satisfaction= al+a2 Relational Quality

Future intention= al+a2Customer Satisfaction

e | T e | R R
al 0.0005 0.001 al 0.0008 0.002
a2 0.460%** 9.090 a2 0.022 0.391
R2 0.209 R2 0.063

* P, wx P<0D, sk P01

x P, s P<05, #xx P<01
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Table 8 Hypothesis 5 Test Regression Analysis

Table 10 Hypothesis 7 Test Regression Analysis

Future intention= al+a2Custorer SatisfactionInternal
customer+a3Customer SatisfactiontadInternal customer

Service extension= al+a2Customer Satisfaction

variable coefficient significance
values (t-value)
al 0.0007 0.005
a2 0.804 23.717
R2 0.646

* P, wk P<05, ##x P<01

Table 9 Hypothesis 6 Test Regression Analysis

Future intention= al+a2Customer Satisfaction*Internal
custormer+a3Custorer SatisfactiontodInternal custormer

variable Cosgiucei(;nt Si(g[ lji\”fﬁirel;:e
al -0.003 -0.053
a2 0.1165%5x 2.067
a3 0.029 0512
od 0.011 0.198
R2 0.060

* P, wx P<0D, sk P01

variable cosghcéznt Signiﬁﬁirel;:e(tfva
al -0.001 -0.006
a2 0.053 1.654x*
a3 0.799 2347053
a4 -0.040 -1.114
R2 0.646
« P<.1, = P<.05, ##% P<.0l

Table 11 Hypothesis 8 Test Regression Analysis

Panel A. Revenue
Variable

Emphasis Dependent

Revenue Enphasis = al+aZ2Future intentionxInternal
custorer+a3Future intention+odinternal custormer

variable coefficient values Siﬁ?i\}cgiig)ce

al 0.066 1.513

a2 0.011 0.261

a3 0.008 0.179

a4 0.048 1.025

R2 0.069
Panel B. Cost Emphasis Dependent
Variable

Cost Emphasis= al+aZFuture intention*Internal
customer+a3Future intention+adInternal customer

variable coefficient values s1<gtr711\f;clir;>ce
al 0.049 0.983
a2 0.043 0.854
a3 =0.035%%* -0.664
a4 0.007 0.138
R2 0.078

Panel C. Revenue and Cost Dual Emphasis
Dependent Variable

Revenue and Cost Dual Emphasis= al+a

2Future  intention*Internal  customer+a
3Future intention+a4Internal customer
variable coefficient values Slﬁ?l\fﬁig;:e
al 0.061 1.292
a2 0.021 0.443
a3 -0.004 -0.071
a4 0.019 0.382
R2 0.069
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Table 12 Hypothesis 8 Test Regression Analysis
Panel A. Revenue Emphasis Dependent Variable

T a29 ATite

Journal of the Korea Industrial Information Systems Research Vol.25 No.6, Dec. 2020

Revenue Emphasis= a+a2Service extension«Internal
customer-+a3Service extension+adnternal customer

R

+
o
o

3
o

significance
(t-value)
1.756
2.120
1.553
10.204

0.646

coefficient values
0.066%
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0.38653#*

variable
al
a2
a3
a4
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