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ABSTRACT

Purpose: The main purpose of this study was to explore the factors that can increase parental loyalty from
the perspective of management marketing in order to acquire information on strategies related to early child—
hood education institutions.

Methods: For this purpose, frequency analysis, reliability and validity analysis, correlation analysis, hypothesis
testing, and mediating effect analysis were performed using SPSS 22.0.

Results: As a result of this study, first, among the sub—factors of relationship benefits, economic benefits,
psychological benefits, and customerization benefits were found to have a significant influence on customer
value. Second, among the sub—factors of relationship benefits, economic benefits, psychological benefits, and
customerization benefits were found to have a significant effect on customer satisfaction. Third, customer
value was found to have a significant effect on customer satisfaction. Fourth, customer value was found to
have a significant effect on loyalty. Fifth, customer satisfaction was found to have a significant effect on
loyalty.

Conclusion: The results of this study suggest the necessity and importance of forming a relationship that
considers the psychological aspect, economic aspect, and customerization aspect in the relationship with pa-

rents who use early childhood education institutions. This study sets the relational benefit as an independent
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Table 1. Operational Definition of Variables and Measurement Details

Variable Operational Definition Measurement details References
¢ Asking questions with interest to my
Has an emotional per- child and my family
Social sonality, and the de— | ¢ Listen to my child
Benefits gree of personal lik— | * My child can make new friends
ing and friendship ¢ Remember my child and call him by
name
¢ | always welcome my child
¢ Accepting and respecting my child for
. Degree of comfort,
Psychological trust. and  psvcho- who they are
Benefits o ic;ll safet psy e | trust the institution my child attends
& Y e My child can comfortably meet with )
friends Gwinner et al.
(1998)
: Degr f - - . .
Relatlgnal taig ieer?efiznsizneas * The economical savings are large Jgong Moon
Benefits reds;c ton of time or | More convenient than using other ed- | Kim (2020)
Economical learning costs. psy— ucational institutions Seong  Hee
Benefits g » DSy e Offers a variety of programs Park (2021)
chological costs as . .
* Easy access to useful information or
well as monetary : .
. advice on parenting
benefits
Preferential treatment
compared to other | ¢ Let me know my child's strengths and
customers, and the abilities
Customization | degree of special | * Offer special services and programs
Benefits treatment benefits | ¢ Encourage my child to develop organs
tailored to the identi- or skills
fication and manage— | ¢ Adequately respond to special needs
ment of needs
* The early childhood education in- | Sweeny — &
. , stitution my child attends is excellent | Soutar (2001)
The degree to which a person's needs
Customer or inferests are satisfied or thought to ¢ Worth more than the cost I pay Tae Young
Value be satisfiod g * Better than other educational in- | Kim (2020)
' stitutions Min Hyuk Kim
* Provides pleasure, joy and security | (2021)
¢ | am satisfied with the early childhood
education institution my child attends
e[ am satisfied with the parent man-—
agement of the early childhood edu- .
. gement oF the yen Oliver (1999)
The degree of difference between pa-— cation institution my child attends Seone Ho In
Customer rents' expectations and perceptions | ¢ Satisfied with the management of in— 201 Zg)
Satisfaction | after the experience in the use experi- fants and toddlers at the early child—
N . Kyu Sun Lee
ence hood education institution my child
(2014)
attends
e Satisfied with the services provided
to my child's early childhood educa-
tion institution
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Variable

Operational Definition

Measurement details

References

* We will continue to use our current
educational institutions for infants and
toddlers.

* Priority is given to the educational in-
stitution for infants and toddlers cur—

Oliver (1999)

Favorable attitude towards the early rently in use. Seong Ho In

Loyalty childhood education institutions cur— | ¢ I will recommend the early childhood | (2012)
rently in use education institution I am currently | Young Ok Yoo

using to others. (2020)

| will use the early childhood educa-
tion institution I am currently using
even if it is more expensive than other
early childhood education institutions.

oA I Fgo] A% vAl= G IAE st APAFE nFste] B g shakd o s
A3 A Ee AeA e aAs) de AAE eSS AAEa Wel 7ke] 3 AAE AFstaAt i) o=
A8 AAE A5 = IBM SPSS 22.08 &83sto] 7M. A5S st 498 B431800
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HE 20220 19 240710 T2 AR, A GE R 52 o83t BE 2412 ANSth FH8 ARAE
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A APPALY 24 ki) SH3jel W LAE Dtslont £ s«@% e aokst thest gt
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2 43 =4 o] @91 AAgF 2 KMOE 0.9062.% 93] 2 HolH, Bartlette] 734
A& 00082 2R1EA 8] ARgo] Ao g acle]l AR & 4= glvh. E3F Cronbach's a A1577} 0.6
olgelmz Negs uH e FusUes & 5 9
ohe WS IAZEAISE 17 B FEWS YR BAaH Ry A%t S4RPe) 89 AAF D KMO
T 0948 433 £ Ho|n, Bartlett®] TH4HAE 00002 Q914 o] Abgo] Agtsin FEa<lo] EAle
thal & = Qv E@ Cronbach’s a 177} 0.6 o do] B2 2 A 4 dddE SRelss & o vt
Table 2. Reliability and Validity Verification Results of Relational Benefits
Variables Factor Loading Cronbach 's a
1 2 3 4
Customerization Benefits 3 759 310 .235 .196
Customeri'zation Customerization Benefits 1 716 141 .259 199 860
Benefits Customerization Benefits 2 | 713 429 180 101
Customerization Benefits 4 .686 .269 .267 .150
Psychological Benefit 1 .079 756 .091 192
Psychological Psychological Benefit 3 297 743 215 174 28
Benefit Psychological Benefit 4 .280 736 167 120
Psychological Benefit 2 374 .581 .309 .092
Social Benefits 2 .327 -.155 735 .145
Socigl Social Benefits 3 189 291 716 198 769
Benefits Social Benefits 1 250 295 685 084
Social Benefits 4 114 430 674 .058
Economic Benefits 2 -.021 .120 162 .838
Economic Economic Benefits 3 .194 .354 .018 715
Benefits Economic Benefits 4 424 192 201 626 e
Economic Benefits 1 499 -.047 124 .621
Eigen-value 3.065 2.935 2.461 2.263
Variance(%) 19.154 18.344 15.383 14.146
Kaiser-Meyer-Olkin Factor Adequacy .906
Bartlett®] Bartlett test(P-value) .000
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Table 3. Reliability and Validity Verification Results of Customer Value, Customer Satisfaction and Loyalty

Factor Loading
Variables Cronbach 's a
1 2 3
Customer Satisfaction 3 .801 .260 .335
Customer Customer Satisfaction 2 .786 272 274 013
Satisfaction Customer Satisfaction 4 77 318 .329
Customer Satisfaction 1 746 .367 321
Loyalty 2 .282 811 318
Loyalty 1 310 .780 316
Loyalty .892
Loyalty 3 337 .699 413
Loyalty 4 .307 .665 324
Customer Value 1 337 .338 .756
Customer Value 2 324 .359 742
Customer Value 905
Customer Value 3 .349 364 741
Customer Value 4 .333 337 712
Eigen-value 3.254 3.065 3.054
Variance(%) 27.117 25.539 25.447
Kaiser—-Meyer-0Olkin Factor Adequacy 948
Bartlett] Bartlett test(P-value) .000
4 3 7]-/}_:,4_ AZ
A ezt A7A] 7ke] G BAE EA% A3} Table 49F 2ol ALE%] F= 018, p = .712)& &4
FlElell ol Gaks WX A F= AR YERRT o] A AEHRS] JHAAS T ‘5& Tdrﬁ]”r Hjg], Zpalel ojst
FHES GRS MIAA oS % 5 glor FoAF AP AXF0] GBS MAX B FE gl AR B4

5
. 1), AAH 8B = .135, p < .01), A3} (B = .460, p <
00D #A gell A+)e] & mAE o= UrE}kM b 7R 1-18 712 H91aL, 12, 1-3, 14+
A]4*(Variance Inflation Factor)= ol B2 thg A
A el g} elo] FolAdLE oFfof WST|BE o] &
&= SRS uATRA| 7L FolA= ﬁﬁi 37t HAek xE5} Al 2718 Hlals 2
el

(B = .307), BAA €@ = .135) o TS MAe Aow AFHAY
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Table 4. Relationship Between Relational Benefits and Customer Value

Dependent Independent
Variable Variable b T P Result
Social 018 370 712 Reject
Benefits
Psychological 307 6.145 0003 Accept
Customer Benefit
Value ;
Economic 135 2.964 003%x Accept
Benefits
Customerization
. 460 8.298 000 Accept
Benefits
R2 = .630, F = 115.831, P = .000, Durbin - Watson = 2.294

#xp < 015 #e+p < .001

oo s A slea 1A vk ko] 98k #AE EA% AP Table 59 2ol A4 SE(B = .030, p =
712)8 1A el fro gk FS WA @ Ao R YERgTh o] wAAEe] Q1A HHgk dA 975,
|- Al AolA SHEEIF FAg FE o Q12 5}
2 e = .318, p < .001), AAH =@ =
264, p <.001), A3} FE(B = .301, p < .001)E A W=Eo|] H(+)e] AFFS n A= Ao T VLT whabA
TV 2-18 714 EaL, 2-2, 2-3, 2-4% AEEA FAF s BT 018 231 2RS4 (Variance
Inflation Factor)% 10W|Fto]| B2 th5 FAA = HAI7E §le o=
214 =B = .318), A3t SE(B = .301), BAIA SE(E = .264) =
AeA FE, s Fe, FAA slgo] woldrE ol w7 IS o] &8 RS 1 WL Eol|

el
ASR H7hE I

n
facs
B lo
U =
O

)
s
o>
°

rlo
§

E

Table 5. Relationship Between Relational Benefits and Customer Satisfaction

Dependent Independent

Variable Variable B T P Result
Social 030 584 560 Reject

Benefits
Psychological 318 5.973 000+ Accept

Customer Benefit

Satisfaction :
Economic 264 5.438 000+ Accept

Benefits
Customerization 301 5.094 000w+ Accept

Benefits
Rz = 580, F = 93.890, P = .000, Durbin — Watson = 2.011

wexp <001
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Table 6. Relationship Between Customer Value and Customer Satisfaction

Dependent Independent
Variable Variable B T P Result
Customer Customer 760 19.380 000+ Accept
Satisfaction Value
Re = 577, F = 375.581, P = .000, Durbin — Watson = 2.082
wkap <001
HEoR TWIA SUE 0 9Y IS BAT Ak AYRL 4 3592 HuR = 65

R Aoz B
00DE FAE o1 Aol G A

Durbin-Watson A% 2.054% 0
3| AAIG2 A5 A= Table 73 o] 7B = .797, p <
= ASZ Yehy 7Md 4= AYEHSY & 27T Bold S FAL) moAe Ao HUFEHSI

i

Table 7. Relationship Between Customer Value and Loyalty

Dependent Independent
Variable Variable B T P Result
Loyalty Customer 797 21.875 0003 Accept
Value
R2 = 635, F = 478.503, P = .000, Durbin — Watson = 2.054
wxkp < 001

a8 I FAE 7R T A Sk Ay A2 oF 53.8% 2 LELGI(R2 = .538), Durbin-Watson
2ko 1.821% =84 7Vé°ﬂt AZE $= A o= HrkE A 39

G913k A(+)9] TS nx= Aow
Aoz BrAHA,

Table 8. The Relationship Between Customer Satisfaction and Loyalty

Dependent Independent
Variable Variable B T P Result
Loyalty Cgstomgr 734 17.897 0003 Accept
Satisfaction
Re = 538, F = 320.316, P = .000, Durbin — Watson = 1.821

wkp <001
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