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g soll mhek Al o] w7k FA 6] ARttt A #hE AL, oAl Aot Bl E A BAI Zlol2ka ARt
VATE ] AAFFS A B AR ATt Al o) ol et FF o] BAH R Folgt Ao g e, 1A
== e R R e s P R ) =N B o = el R e g o) U A P et il == o o
Atof o] i o] Wstrt A0 Qlis vl A HeS B Alol2ta 347 Aprbdo] A H ek A E £A S
o nAREE} Aol o] FAH A, Bl A PAE Bk 2 @A o2 Slg 4 gl
B AT aATEo] A fFol =EE 71 goll A 53] oul ol AAE S AlFdttt vle w2 fE NATES
AT 7140 A9, AR o] Y2 7|t npriA 2 D ATE Aj A o] A ufel e oz AAE 4 glo], A<
HESES o 52 GAR P71 7] Sl 8-S FA 7EA 7 Qlgol Wel At Bet u NS o] oo
Atof o] s A E A s 7192] 243700 thete Aeed 4= glek. 94 2k Folo] A8 $la n AT gt
EAE EolAY, I BA7|E Holutd Ao 7t G4 5] FE 4 vk HolA @A) nARE +& A5
AEetAY, TATES oS 8bA 0 2 PFAIZ] 0 24 Atul o o] A FHS Fol& HehE ISk Aot
FHof : BHE, X{OfO| =, HIME R 2HA, nHotE AY
L A& 2] HE (key performance index)Z {14510, 7|4 0
2 AjAje] Bt 228 BUE YS9 gol
«ol@7| 5hH H| L2 d So]|11 1 Mo] &7|o] Af thH(Mittal and Kamakura 2001; Simester et al. 2000).
F ABIAE BHA] o] BSHA & = Q& 7F ofrt ot wid 7|dse] AR s WL R
AE w25} g E o] 7| FE o] 1 HIsHE S 5= 0]=r oA 7 thel il o] ACSI(American Customer
Q] Aot} Es] @ =43 A& o] Z3lEoj7l= AF Satisfaction Index: http://www.theacsi. org/)2} SH=
oA, 712 TS SRt AL 7199 oA A4 H/d 25 O] NCSI(National Customer Satisfaction
Zxgaty g 2 ek 18 Ho|A] <o AuE Ao Index: http://www.ncsi.or.kr) AL Zitof| w2,
S A 2097 = STe A 5 F e 7149 A ARtEo] IpA o H|s S| =
Ty M3} Lot 7ol ARA it A 1E SUAIEE, F 5ol =otEole ¥ ofdE 7Y
Y AP A S SHOE Qe 3 T AOIE BOIT ot AR ket =
CH(Luo and Homburg 2007; Szymanski and Henard WA} e, BUL L eof Hls] AT o] HA|
2001). T Eof| B2 7| A So] DATES A A7} FAEA] Fokal Q= Aol it ofy 2 X ot

W 4(goodtogreat0118@gmail.com)
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(Jones and Sasser 1995; Ngobo 1999; Mittal and
Kamakura 2001; Agustin and Singh 2005; Finn
2012; Kim and Park 2014).
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(Rust, Zahorik and Keiningham 1995; Kumar 1996;
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B VIF Durbin-Watson
AU fld 1.124
oz o8 1411
THOIE 2952 1.895
(1Zot=y’ 1.129
(DZHHZY’ 2,605
a & @0l CHet =420 Bt b S MAMAE
O] Bt 74t FE4ko] S Al o] et U S35 I asaAd o £ E A s
A A=A 5 G (shared variance) Tt 2 Z1S2 1} 2] oForct,
ERY, T e o] ShaE A0 2 Ueieh(Table
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A A= 075, 29A1= 374, 34 T3 374, 0}A]

o,

wAE z= Ao

3} Aot 3, v
2 ol sha 4 gtk

<Figure 1> AR AP & A w H A Hpep 2F

ko 2 ATHA = 4082 4THA S| A RV /M E o] DTS} A e o] o] G A, v AP A A
Ao 2 Uyt & 1ATSZ QA o)t e B Ho AEH o R SIS S Qlr WA AT
YAE AT 23 A4 R7F F45] Ad5sta(l ol Bt S FAE 7SR — 1004 -.04
oA thE] AR’=299), AlFF-S EETE 3TAlOlA PR AFSE diols AFuiel® Al —1.2004
+ A9 37 Qe A S-S RHEgH4TAlel  -.027HA] F47] A5t Ao E UEt shAut
A BHA] gsohe Ao 2 ERIFHITGEHA tHH] A AT o] .04 A HS A WAA L E = A 9
R’=.033, AF-value=5.099). T4 4G4 3|4 21e] Lo o] tyA AP A-S AT 5= it
Aol 7P Eohal & & ok TP 4AlolA o] R FFE 1 AREERO] 6 A H ol =2 w7t
AICEEe] —231.316, BICGC] —208.844= 71 28 w9 AA 2| &}, 9HH, I AT 0] 6 A5 A
2 A0 2 Yeputth e 1 AgE A pofole 7 o] SHE = oA A= rt FA 5] Adgote
o] WA= 4 A oA A H 3| A2 0] 7 & A 70 2 e}
o= A0 = SRIE Gt} S 4| 3] Alof|A] 12 o|H gt Atz I AT O] IAL =2 7 A]
AREE O] A FFE] A7t 2922 BAACRE § & 1ARS0| F7ESE QA= rt Fbetal,
oIt ¥ of gt 4R YERGEY] wiiel, IARE FF oA 1 ATS o] S e Al o]k



1of
o
Bl

o
OF

14

12

0.8

e
=]

=
=

o
=]

=1

~ =
=] <

SlolaL iy

<@
=]

-08

-1.2

-14

12

0.6 0.8

0.4

0.2

-0.2

-0.6 -04

-0.8

-1.2

AP

o
__oo

T

of Wkt Ao gl WG 2

3} A7 ol
ATelel w7t 725 4%

2k

o} A 721

N

19

1A

340

O 2= AR A o =t 5

Mo
B
o T
=
o 4
ol
o =
W T
o =
T
o &ﬁ
r B
ﬂmo ﬂﬁ
7 M
T T
a ok
T
<lo
O
< B
y
T T
o m
o OM
-
e
<0 To
o=
mr N}
< M
N
Ly
=
H o
LlM RF
U _—
< &
=3 N
w Xfo
il
o
i %
T I

Bolton and Drew 1991; Cronin and Taylor 1992; Rust
and Zahorik 1991; Anderson et al. 1994; Taylor and

Ao A 7 HEe} Zro](Bearden and Teel 1983;
Baker 1994; Mittal et al.

Al

i
R

Vv

1998; Garbarino and

25

Johnson 1999; Szymanski and Henard 2001), 2!

1. Aol 29

A

fx

i, =&

S

of a3 Q1A of f

B5

o] A7

o

P 2%

S



ot M Of e =2 H

SFZ|TH(Jones and Sasser 1995; Ngobo 1999; Mittal

=
=
[e]

F

240t
A
and Kamakura 2001; Agustin and Singh 2005; Finn

i

o] 1]

_]

A
o

s

=]
=

H

[9)

=

[}

T

T

H

A

Al

1

—

A7 o)

FERTTTITITTHE I URATRAN BN T BER oy T W
TEBEN Y ST T TRupe & W4T ) T s E X
Nore T B arof Wypor EX ) o®E o AP mogos y 2oz
REHT TR D g PR AT g pgMAT @ ®atg g A
TR s R L EE N e ad By QBN P RET o W F T
TREGUXREDPp P aegaP a2 d PR e @ TE s o 0w X
T TS g BTN xRN e o o MR N
N W g — X o N o e N o o= RGN
Tl iR e Ty T E GRSy NN S ogoom W
%ﬁ%ﬁgﬁmﬂ%%:arﬂQ;}ohﬂmauoﬂx]ﬂo_1@%&@@5;&:_Lo
T Il Tas i i dgldgs s Bl STk >
A B R o TR N R A A Sl T I
ST Epr Rl T we pT Rl ey (TS
I I = e N S Sl i T I I - o i
S Jo - = 5017ﬂmﬁu,_oaﬁoﬁamﬂ%ﬂmlx;o_ﬂ_D]mtz*omﬂ]b‘_ﬁaV7ATB:_
A E NN o M o s = oE 2 T W

R I - T e = B - NN ol U B ) ol S
SR EM T QX Tl TR T A pr e m Tl b T TR X TR
EmPon P EREFAT T tht®es 28 xmn g <8 7 %
.K,@Ruamﬂ%ﬂu.ﬂﬂﬂi%ﬂ#%@%ﬁ@ﬁﬁﬁﬂuﬂ_@ﬂ%_ﬂ_w%J,m_x
Sy PRy PR BT Ny ooy oy mm N Moy oo N MR e
ST”TMEH T T PR HETMHNT PR TR MM B x0T o W
o ® 3 T WU e B W HE O w M T T B Moo ®°
T pWE pFT R ®p o8 g ®F TV B R 5
FeNTEayE® wagATEREMYT W o oo
i%iﬂﬂ#%ﬂ% éﬂﬂ_/ﬂduxo_ N BN <P oM
of o M B L5 N o =7 ,E_Ez_o%@ﬂﬁL_L%ﬂi T =Y
Wﬂoﬂlﬁmﬂﬁ_w%zo ﬂﬁm.@umﬂ#ﬂﬁaiw_ﬂ_,rlﬂ = o &
R T T e M B O I N iy o
%é%ﬂﬁwﬂune&m%.,mLolmmLMmo_a%ov{ﬂ.wuﬁ o T W
FEaRH PR FE T T o e T oy TNy = T O
W5 el SWCERF T po B a Mo R gy oy
R AN I - R I C R DT R G
p%ul,q_olim%W&M%AT%MW%ﬂﬂlﬂﬂmxmﬂ;ﬂao. R L
W oA NS ® = o XN N e e TN o Z0 Nr e g
O_Ewﬂﬂ%ﬂm_ﬂﬂ@ﬂﬂ.ﬂo@r,__:_o%_iﬂ%%%mm,,m e
mﬁiﬂ.ﬂﬁoﬂﬂ %Qﬁa%ﬂuﬂ%ﬂo_emﬂ,_oﬂuﬂmmﬂ T TT g
HO_EQQQM%,o_aﬂié%frﬂao__%ﬂ%éfﬂ -r e
Mo d PR Tl aprr®ienXs @ K pof
W = g X wn © = J ooy o= m _._.___h = =
i~ = WO o W S I~ VR o R & o R 5 < — T+ < T
THERTrRPEr A g rE sl T S ®MIT
BER Tyl X g B ragsr P p®EL § & o W
HRTBETAST Um FTRT ANMHT ST T AN R

24 24}

1

F4w7}

T

o)
hid

bl Ao o] 2 5 Bl %

9

2~

o

ol &

AN Z
T



10f
g
Bl

o
OF

o] 71(Ngobo 1999; Ho et al. 2006), 7+4

g %

1=
T

bl
_

=4l

5

7| s}

ee)
[e)

#) 9|57} of

o gt

s

= AlA

Jrhs o)

(Park 2012). & 7o) W2 H 7]

7o) 3] wet

A A

g

Rr
o

Al
=

15|

W7t A5

ol q

25

ol

A

o}, Ao o] AAT7ko] HA 73t 5 7

o At =4, FA 9

Jﬁmo

o
oo

JERONA B

A

5

o] Aol el ] 7]

A

T 7HA]

S}
=

L=

=
=

b Ao ol

o] 455

=
=

1:1]1.

)
~

o)

O

I~
oju

()

IH

<=
oju
el

il

“

w
o1
=
ol N
go T
T
s o
oF X
~
)
< <
<0 T
100 ==
E
ﬂ —_—
>
ol J|J
o5
TR
o
N N
<= ol
N~
=Wk

fof
J00

ol

<
o
el
olp
2%

B

A, 2 ATl A]

A

e,
of whe} A 7o o] 7}

A= Q= 71l A 73

L.
T_‘Xé

of| = Ao 2] &=

]
=

A 45t

St
)=

F

SR

L= oF A7l 2] €]

1?1_

75t

ek, wrel Ao

1o A

=
[€)

% A

AR, off Ao 2 =7t A o]

fl7+3ke] 7F

Ao o] 2 0] A%

=
o

olo

31

AA]

ol
Lo}

olu

o



ARHE T} Y ROpS =0 BIAEN Ao Bt e | 31

fol
)
iy
o
ol
o
<
i
1y
I
ol
el
rlr
)
Ani
54
rlo
>,
>
%
ftlo

% 30
2 o
i,
)
I,L

el 4 7748 2
&, g bl 43t 7]
7]
oF

o

%
_O'L
(ST

ol
oL
L
)
[
oolo N4y
S,
o
\o

g 0 g
bol' r

HHo s ouu] 7]
2 }C‘r. ]
]_

<
%
ox
z
2

F
ot

Rl

H,
o 9
N

N
re
o
rﬁ
_H

ink

N Ho

fol

1c)

2

lo

HU

ool

Ji

>,

\E

%0

ftjo

-~ XN
(o =2 kil o,
2 My 2 N P

rd
lo
e g
-
N
N
o,
o
i)
e,
Fo
N
N
%9,
0
O o ol rEoox S Y 4o

>

meh o I o ok
ol
o
>
N
rr
>
FN
2
X
v
(o]
i)
N
-~
N

4 XN o = 1l qle
o
ﬂJIO ool md

s

=
g, & o
- W
L
ic)
no
o
o
2
g2
N o
M
2
)
o
é
4;

S| (R CTR X}

i\l
)

i
F‘F
o,
rlu
H1
I o
>~ mlo

0
=)
i

o8, Aol
At 1?«36}04 Aol
AW 91, AE 9 Qo BA Ak, Al
&, 7149] 9t H 5 Hof oherst 2k
71491 AEZF Hasih &
F/goll whet Aol
£ A o] & 0]

Jof| A, o]=gt a]lEe Eé%—_:‘. Eﬂ—% g5t
o] oju]7} §l-& Zo]

% %
N
o
St
of
2,

~ ko

_l
0°|‘ o
o?: >
ol
"
N
N
WU
©
iy
=l

_UN_ELé

w k
1-4
_m

44221 2017. 05. 19.
H4=<:2017. 06. 30.
AAEAHL: 2017. 07. 01.

e

Agustin, Clara and Jagdip Singh (2005),

“Curvilinear Effects of Consumer Loyalty
in Relational

Determinants Exchanges,”

Journal of Marketing Research, 42(1),
96-108.

Amold, Mark J., Kristy E. Reynolds, Nichole Ponder
and Jason E. Lueg (2005), “Customer Delight
in a Retail Context: Investigating Delightful
and Terrible Shopping Experiences,” Journal
of Business Research, 58, 1132-1145.

Anderson, Eugene. W., Claes Fornell and Donald R.
Lehmann (1994), “Customer Satisfac- tion,
Market Share, and Profitability: Findings
from Sweden,” Journal of Marketing, 58, 53—
66.

, and Ronald T. Rust (1997),

“Customer Satisfaction, Producti- vity, and

Profitability: Differences between Goods and
Services,” 16(2),

129-145.

Marketing  Science,

and Mary W. Sullivan (1993),

“The Antecedents and Consequences of

Customer Satisfaction for Firms,” Marketing
Science, 12(Spring), 125-143.
and Vikas Mittal (2002),

“Strengthen the Satisfaction-Profit Chain,”
Journal of Service Research, 3(2), 107-120.
Bagozzi, Richard P. and Youjae Yi (2012),

“Specification, Evaluation, and Inter-

pretation of Structural Equation Models,”

Journal of the Academy of Marketing
Science, 40 (1), 8-34.

Bearden, William O. and Jesse E. Teel (1983),
“Selected

Determinants of Consumer

Satisfaction and Complaint Reports,” Journal
of Marketing Research, 20(1), 21-28.

Blocker, Christopher P., Daniel J. Flint, Matthew B.

Slater (2011),

Myers and Stanley F.



32 | gE97 224 33

“Proactive Customer Orientation and Its Role
for Creating Customer Value in Global
Markets,” Journal of the Academy of
Marketing Science, 39(3), 213-233.

Bolton, Ruth N. and James H. Drew (1991), “A
Longitudinal Analysis of the Impact of
Service Changes on Customer Attitude,”
Journal of Marketing, 55(1), 1-9.

Chitturi, Ravindra, Rajagopal Raghunathan and
Vijay Mahajan (2008), “Delight by Design:
The Role of Hedonic Versus Ultilitarian
Benefits,” Journal of Marketing, 72(3),
48-63.

Cronin, J. Joseph. and Steven A. Taylor (1992),
“Measuring Service Quality: A Reexamina-
tion and Extension,” Journal of Marketing,
56(3), 55-68.

Dholakia, Utpal M. and Vicki G. Morwitz (2002),
“The Scope and Persistence of Mere-
Measurement Effects: Evidence from a Field
Study of Customer Satisfaction Measurement,”
Journal of Consumer Research, 29(2), 159.

Finn, Adam (2012), “Reassessing the Foundations of
Customer Delight,”
Research, 8(2), 103-116.

Claes (1992),

Satisfaction = Barometer:  The

Journal of Service

“A  National Customer
Swedish
Experience,” Journal of Marketing, 56(1), 1—
21.

Fornell,

and David F. Lacker (1981),
“Evaluating Structural Equation Models with
Unobservable Variables and Measure- ment
Error,” Journal of Marketing Research, 18,
39-50.

, Michael D. Johnson, Eugene W.

Anderson, Jaesung Cha and Barbara Everitt
Bryant (1996), “The American Customer
Satisfaction Index: Nature, Purpose, and
Findings,” Journal of Marketing, 60(4), 7-18.

Garbarino, Ellen and Mark S. Johnson (1999), The
Different Roles of Satisfaction, Trust and
Commitment in Customer Relation- ships,”
Journal of Marketing, 63(2), 70-87.

Hair, Joseph F., Bill Black, Barry Babin, Rolph E.
Anderson and Ronald L. Tatham (2006),
Multivariate Data Analysis (6th edition),

Prentice Hall.
Ho, Teck-Hua, Yong-Hoon Park and Yong-Pin Zhou
(2006), “Incorporating Satisfaction into

Customer  Value  Analysis: Optimal
Investment in Lifetime Value,” Marketing
Science, 25(3), 260-277.

Homburg, Christian, Nicole Koschate, and Wayne D.
Hoyer (2005),

Really Pay More? A Study of the Relation-

“Do Satisfied Customers

ship between Customer Satisfaction and
Willingness to Pay,” Journal of Marketing,
69(2), 84-96.

Irwin, Julie R. and Gary H. McClelland (2001),
“Misleading Heuristics and Moderated
Multiple Regression Models,” Journal of
Marketing Research, 38(1), 100-109.

Jones, Thomas O. and W. Earl Sasser (1995), “Why
Satisfied Customers Defect,”
Business Review, 73(5), 88-99.

Kamakura, Wagner A., Vikas Mittal, Fernando de
Rosa and Jose Afonso Mazzon (2002),
“Assessing  the Profit Chain,”
Marketing Science, 21(3), 294-317.

Keiningham, Timothy L., Melinda K. M. Goddard,

Harvard

Service



DHOEED R ROjo = o] HIMHE BA o 2ot a1 | 33

Terry G. Vavra and Andrew J. laci (1999),
“Customer Delight and the Bottom Line,”
Marketing Management, 8(3), 57-63.

Keiningham, Timothy L., Tiffany Perkins-Munn,
Heather Evans (2003), “The Impact of
Customer Satisfaction on Share-of-Wallet in a
Business-to-Business Environment,” Journal
of Service Research, 6(1), 37-50.

Kim, Mi Jeong and Sang Il Park (2014), “Are
Delighted Customers Really More Loyal?:
The Liniear and Nonlinear Effects of
Customer Satisfaction and Customer Delight
on Customer Loyalty,” Journal of Korean
Marketing Association, 29(3), 19-50.

Kim, Sang-Hyeon and Sang-Hyeon Oh (2002), “The
Determinants of Repurchase Intentions in the
Service Industry: Customer Value, Customer
Satisfaction, Switching Costs and
Attractiveness of Alternatives,” Journal of
Korean Marketing Association, 17(2), 25-55.

Kumar, Anand (1996), “Customer Delight: Creating
and Maintaining Competitive Advantage,”
Unpublished Doctoral Disser- tation, Indiana
University.

Luo, Xueming and Christian Homburg (2007),
“Neglected Outcomes of Customer Out-
comes,” Journal of Marketing, 71(2),
133-149.

Mittal, Vikas, William T. Ross Jr. and Patrick M.
Baldasare (1998), “The Asymmetric Impact
of Negative and Positive Attribute-Level
Performance on Overall Satisfaction and
Repurchase  Intentions,”  Jowrnal  of

Marketing, 62(1), 33-47.

and Wagner A. Kamakura (2001),

“Satisfaction, Repurchase Intent, and

Repurchase Behavior: Investigating the
Moderating Effect of Customer Character-
istics,” Journal of Marketing Research, 38(1),
131-42.

Ngobo, Paul-Valentin (1999), “Decreasing Returns
in Customer Loyalty: Does it Really Matter to
Delight the
Consumer Research, 26(1), 469-476.

Nunnally, Jum C. (1978), Psychometric Theory, New
York: McGraw-Hill.

Oliver, Richard L. (1980), “A Cognitive Model of

the Antecedents

Customers?” Advances in

and Consequences of
Satisfaction Decisions,” Journal of Marketing
Research, 17(4), 460-469.

(1981), “Measurement and Evaluation
of Satisfaction Process in Retailing Setting,”
Journal of Retailing, 57(3), 25-48.

(1997), Satisfaction: A Behavioral
Perspective on the Consumer, McGraw-Hill.
and Roland T. Rust and Sajeev Varki
(1997), “Customer Delight: Foundations and
Findings and Managerial Insight,” Journal of
Retailing, 73(3), 311-336.
Park, Sang-June (2012), “A Theoretical Study for
Efficient

Investing Marketing Resources

under Saturation of Customer
Satisfaction,” Journal of Korean Marketing
Association, 27(3), 35-49.

, Youjae Yi and Chenglim Lee (2010),
“Dynamic Analysis of Customer Satisfaction
Index,” Journal of Korean Marketing

Association, 25(3), 97-117.

Reichheld, Frederick F. (1996), The Loyalty Effect:

The Hidden Force Behind Growth, Profits



34 | gE97 224 33

and Lasting Value, Harvard Business School
Press, Boston: Massachusetts.

Rockkan, Aksel 1., Jan B. Heide and Kenneth H.
Wathne (2003), “Specific Investments in
Marketing Relationships: Expropriation and
Bonding Effects,” Journal of Marketing
Research, 40(2), 210-224.

Rust, Roland T. and A. J. Zahorik (1991), “The
Value of Customer Satisfaction,” Working
paper, Vanderbilt University, June.

, and Timothy L.

Keiningham (1995), “Return on Quality :

Making  Service  Quality  Financially
Accountable,” Journal of Marketing, 59(2),
58-70.

Schneider, Benjamin and David. E. Bowen (1999),
Delight and
Outrage,” MIT Sloan Management, 41(1),
35-45.

Simester,

“Understanding ~ Customer

John R. Hauser,
Wernerfelt, and Ronald T. Rust (2000),
Quality
Programs Designed to Enhance Customer

Duncan, Birger

“Implementing Improvement

Satisfaction: Quasi-Experiments in the United

States and Spain,”
Research, 37(1), 102-112.

Skogland, Iselin and Judy A. Siguaw (2004), “Are
Your Satisfied Customers Loyal?” Cornell
Hotel and  Restaurant
Quarterly, 45(3), 221-234.

Stock, Ruth Maria (2005),

Satisfaction Decrease Price Sensitivity in

Journal of Marketing

Administration
“Can Customer
Business-to-Business Markets?” Journal of

Business-to-Business Marketing, 12(3), 59—
87.

Bernd and Patricia Neuhaus

“The  Qualitative

Strauss, (1997),

Satisfaction  Model,”
International Journal of Service Industry
Management, 8(3), 236-249.

Szymanski, David M. and David H. Henard (2001),
“Customer Satisfaction: A Meta-Analysis of
the Empirical Evidence,” Journal of the
Academy of Marketing Science, 29(1), 16-35.

Taylor, Steven A. and Thomas L. Baker (1994),
“An  Assessment of the Relationship

between Service Quality and Customer

Satisfaction in  the  Formation  of
Consumers’ Purchase Intentions,” Journal
of Retailing, 70(2), 163-178.

Thibaut, John and Harold Kelley (1959), The
Social Psychology of Groups, New York:
Wiley.

Westbrook, Robert A. and Richard L. Oliver (1991),
"The Dimensionality of Consumption

Emotion Patterns and Consumer

Satisfaction," Journal of Consumer Research,

18(1), 84-91.
Zeithanml, Valarie A., Leonard L. Berry and A.
Parasuraman  (1996), “The Behavioral

Consequences of Service Quality,” Journal of
Marketing, 60(2), 31-46.



DHOHED R ROjo = o] HIMHE BA o 2ot a1 | 35

A Study of the Nonlinear Relationship
between Customer Satisfaction and Repurchase Intension

Hyeon Mi Yoo*

ABSTRACT

Managing customer satisfaction has been recognized as the most effective marketing tool for changing
customers’ purchasing behavior and uplifiting enterprises financially that has been introduced in the last 20
years.

The ACSI (American Customer Satisfaction Index survey developed by the University of Michigan), and
the NCSI (National Customer Satisfaction Index survey conducted by the Korea Productivity Center) provide
annual assessments of customer satisfaction vis a vis companies’ financial performance. Recent survey results
indicate that whereas customer satisfaction had been on the increase for most of the past 20 years, it has
recently tapered off. Results of these surveys also indicate few differences among enterprises. The data suggest
that it is becoming more difficult for companies to achieve customer satisfaction with the same amount of effort
they have previously expended.

This situation makes it difficult for enterprises to establish a good marketing strategy, because they have
little motivation to bear the expense of improving customer satisfaction unless they can induce the customer to
repurchase their product. It thus becomes necessary to conduct a study of whether an additional effort to
improve customer satisfaction would lead to an incremental increase in repurchase intension even if customer
satisfaction seems to have reached a certain level.

Results of the current study reveal which groups of customers would most effectively be induced to
repurchase, leading to an improvement in the customer satisfaction index. The findings were based on vertical
assessments of the leading national enterprises of both the US and Korea, as well as the leading types of
industries in both countries. Results of the present study suggest that the relationship between customer
satisfaction and repurchase intension could be nonlinear, because repurchase intension was increased; was kept
in retention for a period of time; then was subsequently increased again according to the increment of customer

satisfaction.

* Adjunct Professor of IT Business, Hanshin University
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<Table 1> Results of Hierarchical Polynomial Regression Analysis on Repurchase Intention

Dependent Variable: Repurchase Intention
Variables
Step 1 Step 2 Step 3 Step 4

Customer Satisfaction 571 (6.589)** 575 (6.535)** 337 (2.468)*
(Customer Satisfaction)® -026 (-294) 011 (122)
(Customer Satisfaction)’ 292 (2.238)*
Control Variables

Market Status 255 (2.516)** 116 (1.337) 119 (1.355) .146 (1.688)
Industry Type -066 (-.650) 005 (.057) .000 (.0035) -003 (-.040)
Model Fit

AF-value 3.716 43411 .086 5.009

R’ 075 374 374 408
Adjusted R 055 353 346 374
AR 075 299 001 033
AIC -113.483 -219.674 -223.281 -231.316
BIC -104.291 -196.915 -198.705 -208.844
Best Model \%

a. All regression coefficient estimates are standardized and t-values are in parentheses
b. Control variables(Market Status and Industry Type) are dummy variables recorded

(Market Status: ‘High’=1, ‘Low’=0; Industry Type: ‘Manufacturing’=1, ‘Service’=0)
c. ¥*p<.05, **p<.01

Use of regression analysis including the cube of 3 to determine customer satisfaction exercises a
statistically meaningful influence on repurchase intension (See Table 1). This finding supports the hypothesis
that repurchase intension is increased according to the increment of customer satisfaction in the low-level and
high-level groups, but not in the middle-level group. Additionally, the nonlinear and affirmative relationship
between customer satisfaction and repurchase intension was confirmed intuitively by scatter plot analysis (See
Figure 1).

This is the first study on the results of which have indicated a positive relationship between customer
satisfaction and repurchase intension that is nonlinear with two inflection points. Results of some studies have
suggested that a nonlinear relationship exists by indicating a gradual decrease in customer loyalty, including
repurchase intension, when customer satisfaction hit a certain level; however, such studies have not yet shown
that the relationship could be changed to include the possibility of a gradual increase.

It is meaningful that the results of this study have been deduced from data and methods most closely
linked to the actual market situation, whereas conclusions drawn from other studies have been based on
studying experimentally simulated brands, or the subjects of these studies have been limited to a relatively few

types, even when actual industry brands were used. Results of this study have led to the possibility of
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generalization, because it was comprised of investigations into 23 types of industries, including those of durable
goods and nondurable goods, as well as service industries. This improved the accuracy of the investigation by
defining the types of customers specific to certain industries. This study utilized a methodology that captured
the relationship between customer satisfaction and repurchase intension at a certain point in time; thus results of
this study more effectively reflect the real market situation based on a two-year interval period of vertical

investigation of how repurchase intension would be changed when enterprises improve customer satisfaction.
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<Figure 1> The Effects of Customer Satisfaction on Repurchase Intention

Results of this study have practical implications for real-world enterprises. It has become clear that it is
valuable for companies that have achieved a high level or even a low level of customer satisfaction to invest
money in order to achieve a higher level of satisfaction, if this can be linked to improving repurchase intension.
Enterprises whose customers have a sluggish reaction relative to repurchase intension in spite of having a high
level of customer satisfaction can consider three alternative measures. First, they can seek ways to reduce their
investment in increasing customer satisfaction, thereby improving investment efficacy. Second, they can

maintain the present level of investment with the expectation that repurchase intension will increase following
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the sluggish period. Finally, they can consider implementing other mechanisms for shortening the period of

sluggish repurchase intension.

Keywords : Customer satisfaction, Repurchase intention, Nonlinear effect, Satisfaction management



