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Satisfaction, and Customer Behavioral Intentions
: The mediating effect of resort use satisfaction
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Abstract

Purpose: According to previous studies, customer experience had a significant effect on consumer behaviors. In this perspective, this
study investigates the structural relationship among customer experience, resort use satisfaction, and customer behavioral intentions,
with focus on the mediating role of resort use satisfaction. Research design, data, and methodology: Data collected from 361
individuals who had experienced the resort service were analyzed using SPSS 29.0 and AMOS 29.0, involving frequency analysis,
HTMT, reliability analysis, correlation analysis, confirmatory factor analysis, and structural equation model testing. Result: Firstly,
cognitive, and relational experiences had significant effect on resort use satisfaction. Secondly, resort use satisfaction had significant
effect on customer behavioral intentions. Thirdly, resort use satisfaction had partial mediating effects in the relationship between
customer experiences and customer behavioral intentions. Conclusion: This study academically confirmed the empirical link between
customer experience and consumer behaviors. From a practical standpoint, it suggests the necessity of marketing activities that enhance
customers’ perception of their experiences, as well as resort use satisfaction and customer behavioral intentions, through systematic
CS education and management of the physical environment.
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1. Introduction

Chetels H&es 2023 @ 5 24, COVID-19 Y
(Endemi2 MOASIRACE O|2M = HZH X|EE|AH
HWHY (Pandemic) &0 BHOLE Loz EFSIHA
CIRACE R &2 2& A o™ X|H (Dow Jones Travel
and Tourism Index) E10A{0f [E2EH, F2LH19 2l =
O U 2HEAtRiol CHob CHREA X|=7F F 3226%

SHEFRUCEDD LIELL} (Anguera et al, 2021; Zivkov et al,

2023, A=Lt 19 7[ZtEQt Aol ISzt
SHSIRQE A2 017 = = UCE ALt 2| REE
HIZoh 22 M2 QMY O|=0| 2= AH| HEZ|2
oI5l ojA=Q7t ZESIH, Ef MYt H|wStUS [jf, 2

HolE HO0|l= 20f2ta & = RUCL
0|8 3YSI%, 2022-23 d =4I X|& (OS)of| [HEH,
o 2| ZEE Zohoh A =Eh e A2 ™ Y|
ok 77% B7totY O, 2020 A CHH| 2F 147% S& =
& MO O|Xel £=F2E 3FstL JUCte LS
LIEFLHZ QAT (Onda, 2023). 7|2 Ol O E |4 R
o PPbS|

25 |0, 2EMYel A=
40| oigh ZES OrEst= 7|27 EIACH

HAHol= MESHQ OIAHE 30| FE MEQ Y5,
2, 740 58S 52 UAUX|TF (Frow & Payne, 2007;
Hightower et al, 2002), Holbrook and Hirschman (1982)0|
dgolgl= JiEe AH|IRF dEZe] Fa Qee=
HASHA =[BA, OHAHE S0 2 Zgof| Ciet
TRY0| BUEA =|ALCE

O|FX 7[gel H&f Sl OIS 22 AlCHO| et

1%
re
0x
)l
=t}
in}
MHT
1

d

Il

H

~—

Hotz| D QUL ES| 2|=E MY2 DM OJERT 22
M 2O, 7|22 OZAEARZ| (CRM: Customer

Relationship Management)S

2 oEL ZHZ Pl cHol 2t
et al, 2022; Lee & Lee 2005). D HO|z 275t 7|&
CRM TEF2 7|Q0| 2R3t 124 0|52

2 2A2|StH =FHO| S

ofm
OF

2

s

HAXHL 02 22|

==

<
>
30
3Q
|0
[al
Hu
[l
S
oY
oot

7HXIE MAstk=H U

g,

SHAIEOl LIEFLIA E|RACE
(CEM:  Customer
Management) H2F2  7[Q0] X Sdh=
MH|20f Ot dEE  HEFe=
TZENAZRAN, DHE M2 s
HAE St +AYS M5t/ ot LyolEta g
A2 (Bai & Han, 2015), 12 AH2 At A

A

slo
= [ ==
28| 1Py mete 28 4E d= A8 by

0

07 e

Bl =2 8 4> 1o 1r

O &3 gg=
™Molgt 4= QUC} (Jain et al, 2017). 12 AHS FH =2
Ch=of MAAHT (Chang & Horong, 2010; Pine & Gilmore,
1998; O'Sullivan & Spangler, 1998)0f A= 11Z40| AMH|AE
HIRSH 45 4H| g2 M2 848 SFA7|7
fIet MHIA HSS2AM, 7219l Q70 et X0
HMsd =+ UCkD SigcE 122z 7|g2
=

op=st
[ |

rot

UA=E A

N = rk

Qo) -
2 9 NI
>| = -
X oo g
2 K )

|> oF
= (o T
_O'_}- -_

Of s
C&))l ] of
0 oon o 4y
sl rir s
HT 0 » T

doro & &=
= ] 1>

_EI.
" ot 4>

il

o

il

ro

X

o

=

N
=
v
HA
rot
|-|=I
g
=]
o
b
ot
HT
o
k1

2
St
OF
w
P
i
N
©
u
Jo W
>t
o
(@]

0 4o — mu
SF
X ne
rir rot

0%
oot ¥
o
n

mo N o

XOH
SX[&joF & Zdo|ct
3oz 2XE
CHekstm, Lfob7h Aol ZHolzef

Flet e YU22=M
=t

-r

Woo &

2
I
mjo

Eomy R
k>
o
Ral
o JH
ofn
mjo
for
0x
ot
Of
N

oN
n%
i
I
e
m
=
i
Of ™
A

A

Ra i
Ik
1
2
I

HC oY
Hn 3o

T

C

o
m &

=

3

i)
P

I © @ o N ro
ox om
ko)
oy

A

faal

re
>

k

N~
oN
oot

[

ol
pa

t
(Im, 2019; Kim et al, 2022; Lee, 2018) 7} Rl¥|
Ol2{gt MM Z|Z=E 0|8 ¢

B, wEolzet 2 AH|X

!



Hyun Ki SHIN, Byung Min KIM, Chae Won HA/ Korean Journal of Franchise Management 15-1 (2024) 43-60

(014)= ZHX[ a

Y20 DXl @7E THSIRACH, o= Zt

gtd dd Qoo IEM SYEE =

o[e[of= =LA Ci=2] AT (Gilmore & Pione,

2002; Kim et al, 2009; Kim & Park, 2012; Slatten & Krogh

Connolley, 2011; Xiang et al, 20150A DZHAH,
1

DS, ZHEO 22 CHYT AH[RRYS 22

&
2t
i

R

1 AHIRYES =

[l
Ot

M S ol iy K
ne
F

41 o oX

om mu n 1
>
gt (r)or
or U=
= e

o 8 1
0=

r < R
> i
Ju ]
Mo~ T
o [m
S
o 2

ol
(TN
2 o

2
Al

o
(=]
Ly
o
=2
H1 Ml
i
4
o
E
]
o

Ol
>
r
>
N
rr
2
~
N
n
3
n
k1
mot
nrae +

°
H 2
U =)
o

k=
o e

0 b
fO
o

>

N o B [m

ox

1A

E

ot

Hu

Hore R

&

10

O|=0] t=H H3l5h= 2t
2&or dFolct 12z
LI=7F CHRfsHX| 2, AH|E|
AHO|M 2|ZE O|820| K|St 0
O|8LHE, 1 AW=Zole 7t XX A
AT= 207t UAE ALE A= EICE
2t 2 AF0AME Schmitt (1999)2] A& O E
Ol22 Z/E 3o, 1M FdHg oXH, =2,
BAX MIHX| iRtz FESHUAC ot M

2 ZE 0lgRIET}

n
~
rE
o fot
Of
rir
[m e

mn ox
oot
i)

nx -
=]

HC
rir

o
a
e

o
o
ra
1M
o
[

M O mo mu > Iy rr

1

S|=of ZAO|A Of7H

ox o0f oM
fjo
>

2 O]
Ll
|0
tu
=l
ox
ok
!
n
g

fob 0
s

k7t

30

=
10 ot 1O pot oo po
=

Of
=2
A orE
=)
0z
o
bal
o
Mo
e
_El
U
PN
o
=

0z
=
1%
2 K
=
oX
oot

M gm Huonn
[n ot o
for
mju o
ofm N 1
2 P

m B
N ro
R =

18
ES
M
o
Rl
tn
=
H
i
ot
ale
$Q
)
rlr
ozt

ot
pau]
(@)
[
r — |o 4> oot

o> El ojm

O lot
>
R

2 I
=

[0 12 o2 ox © I

tu

o
od oox oY U

X\
re
Rl

o

I
(&

Olsf ZKO|X HIZLA Dol Cfst TYO|
SOI|D QICt 1222 2 nojMs EAE Ans
ECf2 70N HRHOR H8H 4 Ut AHA
HAS NABIRR: of0, O|2f3t AAEES Soff 2IZE
Zygysiel mR0Ix BUS o2 @ Y

2
A0 = =50 Z[2A} it

o
i

2. Literature Review

2.1. Customer Experience
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0|88tz 400 FE CHHCE HEXAIE HASHAULCH
HizZE HEX & HEO| F2AZ(JAAL S
SEP HoZ mTig|E 39 BE XSt & 361 £t
Atz 240 AR ERACE A=K 2= SPSS 2901 AMOS
290 O] AFBE|COH, BIZ 24, ME|T 24, Akt
24, =™ QolgM  FRUFPA DYEATS

4. Analysis

4.1. Demographic Profile of the Respondents
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1 3f ZCh
(368%)TITHO| H|SH B
20 Cf EEHOl 157 F 435%) 22 7HY WRt2n, 30 Cf
ZIEHol 86 H (238%), 40 CH Of& EEHO| 61 F (169%),
|4 TTHO] 24 (6.6%)

@
Q
0R
=2
il
rot
L e
rt
A
Jm
0x
rlo
o
o
(0]

10CH &ITHO] 33 H (9.1%), 50 CH
2O LIEFSC

Table 1: Demographic Profiles (n = 361)

Category Freq(l:l;ency %

Gender Male 228 63.2

Female 133 36.8

10~19years 33 9.1

20 ~ 29 years 157 43.5

Age 30 ~ 39 years 86 23.8

40 ~49 years 61 16.9

Over 50years 24 6.6

Seoul 196 54.3

Residential Area GyeongGi-Do 105 29.1

Others 60 16.6

Biennial Use 51 14.1

Average Number 1 time per year 141 39.1
of Visits -

per Year 2 time per year 86 23.8

More than 3 times 83 23.0

Family 208 57.6

Companion Type Friend 86 23.8

Loved One 27 7.5

Alone or Others 40 111

HAFX|E2 M2 0] 196 F (543%) 22 7Hat BIQtoH,
47| QIHOol 105 ¥ (29.14%), ZIEF X|<O| 60
(166%)x=2= LIEIGCE SH |2 71510 2
o5t TETHO| 208 B (576%E I HUCH,
XIQt oA EOfSH= TETHO| 86 F (23.8%), =Xt &0

S 7|E} ZEHO| 40 B (11.1%) HQluat A Eolst=
o] 27 B 75%)=l=2 LIEIRCE o R HE
sl 1 3 08 Tl 141 FH (39.1%=2 7HE
URtOH, 23| 0|8 TTHO| 86 F (23.8%),3 | 0|4 0|8
ZETHol 83 H (23.0%), &AY o|g H™EHO| 51 F
(141%)7=2 2 LIELGICE

4.2. Measurement Model
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Root Mean Square Residual), TA|@A B AtES 2%t
RMSEA (Root Mean Square Error of Approximation), NFl
(Normed Fit Index), CFl (Comparative Fit Index), TLI (Tuker-
Lewis Index S Sl 2O ZAESIALE
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(Bentler, 1990), NFI, TLI .90 O|4} (Kim et al, 2007), RMSEA
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Cist 4 EtE HZBZ1= Appendix 1204 2Lt

S QXM Ay, =28 Y, UAR ZY 2RE
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Cronbach's oZf2 928 ~ 993 9&, (CR #f2 859
~ 923 22 700 O|&2= LIEIGOD, AVE 4f2 618
~ 707 22 AVE %10| 500 O|&o 2 LtEttenz, 2t
=X B0 CHS SHEFSHA 0| SHEE|QACH (Hair Jret al,
2021). ot T EtEEE2 7HE A4t 7|1EQl HTMT
(Heterotrait-monotrait  ratio)= o EpEETL
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=Rl

Appendix 2).

4.3. Correlation Analysis
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4.4. Hypotheses Testing
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The Structural Relationship among Customer Experience, Resort Use Satisfaction, and Customer Behavioral Intentions
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4.4.2. The Relationship between Resort Use

Satisfaction and Customer Behavioral

Intention
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4.4.3. The Mediationg Effect of Resort Use Satisfaction in
the Relationship Between Customer Experience
and Customer Behavioral Intention
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5. Conclusions and Implications
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Appendixes
Appendix1: Measurement model
Constructs and ltems B SE t value a C.R AVE
Cognitive Experience
| received the desired services at the resort. 777 | .040 | 16.021™
IThe resort adequately provided information regarding its products and services. 782 | .044 | 16.103™ 928 866 618
IThe resort services were customer oriented. 774 | 042 | 17.124™ | ' '
| felt that | achieved my desired goals while receiving services at the resort. .812 | .044 -
Physical Experience
IThe resort’s environment and overall atmosphere were attractive. .846 | .043 | 17.053™
IThe color scheme and interior of the resort facilities provided a comfortable feeling. 816 | .047 | 16.237™
[The lighting in the resort facilities created a pleasant and cheerful ambiance. .798 | .046 | 15.858™ 937 908 624
IThe services offed at the resort sparked curiosity. 717 | .054 | 12.658™ | ° ' '
IThe resort services provided a delightful experience. 792 | .048 | 15.687™
Staying at the resort made me a sense of escape from the daily life. 767 | .046 -
Relational Experience
IThe service encounter in the resort provided me with thoughtful service. .850 | .041 | 22.983™
IThe service encounter in the resort treated me with friendliness and kindness. .851 | .045 | 18.622™
[The interaction with the resort sfaff at service touchpoints made me comfortable. .810 | .050 | 18.411™ | .942 .923 .707
| felt a sense of warmth from the service encounter staff in the resort. .804 | .044 | 21.720™
| experienced a feeling of being respected by the service encounter staff in the resort. | .889 | .042 -
Resort Use Satisfaction
IThe overall satisfaction with the price of the resort | utilized was at a satisfactory level.| .801 | .042 -
IThe resort services | experienced were generally satisfactory. .822 | .045 | 21.343™ | .993 .860 .673
IThe resort provided accurate information, enhancing my stay’s convenience. .838 | .044 | 17.429™
Customer Behavioral Intention
Due to my satisfaction with the diverse product quality of the resort, | have the intention| 867 .044 )
to revisit. )
Considering my satisfaction with the quality of the resort, | intend to recommend the .047 o | .936 .859 .672
778 15.520
resort to others.
| have the intention to continue using this resort brand in the future. 812 | .050 | 17.756™
¥?=293.552(df=170, %/df=1.727, p=value =0.000), CFI=.980, TLI=.975, NFI=.954, IFI=.980, SRMR=.028, RMSEA.045
Appendix 2: Heterotrait-monotrait ratio (HTMT)
Constructs 1 2 3 4
1  Customer Behavioral Intention
2 Resort Use Satisfaction .876
3 Relational Experience 779 .804
4 Physical Experience 774 .795 .766
5  Cognitive Experience 772 .810 762 .844
Appendix 3: Correlation Test
Constructs 1 2 3 4
1 Cognitive Experience 1
2 Physical Experience 744" 1
3  Relational Experience .690™ 720" 1
4 Resort Use Satisfaction .690™ .699” 747 1
5  Cucstomer Behavioral Intention 675" 670" 713" 748"
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Appendix4: Standardized Parameter Estimates

Paths B SE t-value Results
H1-1 Cognitive Experience — Resort Use Satisfaction .350 .104 3.367™ Supported
H1-2 Physical Experience — Resort Use Satisfaction .187 .098 1.902 Non-supported
H1-3 Relational Experience — Resort Use Satisfaction .340 .064 5.339™ Supported
H2 Resort Use Satisfaction — Customer Behavioral Intention .855 137 4.928™ Supported
RZ
Resort Use Satisfaction .798
Customer Behavioral Intention .807

Appendix5: Test the Significance of the Mediating Effect

Paths

Direct Effect

Indirect Effect

Total Effect

Cognitive Experience — Resort Use Satisfaction 3717 - 371
Resort Use Satisfaction — Customer Behavioral Intention 761" - 761
Cognitive Experience — Customer Behavioral Intention -.009 .283" 274
Physical Experience — Resort Use Satisfaction .196 - .196
Resort Use Satisfaction — Customer Behavioral Intention 761 - 7617
Physical Experience — Customer Behavioral Intention .091 .149 .240
Relational Experience — Resort Use Satisfaction 761™ - .388™
Resort Use Satisfaction — Customer Behavioral Intention .080 - 7617
Relational Experience — Customer Behavioral Intention .388™ .295™ .375™




