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<# 2> 43S 54

= 5t
i Cli 2 N = %
" =2t 183 27.5%
CE Ol 2} 483 72.5%
H5} 2
51 =SS 108 33.0%
B ALK A 251 112
Mz _ 117 ,
= & 34.3%
I HnrE [EE=ETPN 111 °
113
QHpe HoA 103 32.7%
20-29A| 173 26.0%
L 30-39A 223 33.5%
tol 40-49A| 201 30.2%
>50 M| 69 10.3%
D=0|5t 98 14.7%
z| &5t CHE (AEh 494 74.2%
CHEH O|AF (AIEH 74 11.1%
2008+2] O]k 78 11.7%
200-4002+2] O] ot 223 33.5%
20! 400-6002H] O] 3k 223 33.5%
600-8002+2] O] QF 81 12.2%
8000 O AF 61 9.2%
SHAl 75 11.3%
Ex=] 105 15.8%
2| 240l 350 52.6%
2| S2H 14 2.1%
249 39 5.9%
ezl 46 6.9%
oz 37 5.6%
XA AASH T &2 oY Bl 2 AN HES AlYstct AAIeE B2 9 EA2
Aol =l o, Waly, thPutE, HHFY A <3 2>°f Al e viet Aot
HAE o] 8ol o] = AFEET AE &
g 7HsotE S otk £ AFE 98, 7 A= 2. EpE/g(Validity)at 12| 4d (Reliability)
ARAEGES 715202 129 GAE AAsHE AL,
oof] i e}d-2 S| WS vt A A A E 21, o gt 2 Aol AFHolE = SmartPLS 2.05 ©]-835}
E= onfESt SEe| A, REtd-S FF} 2|npA of WA} Aebgd, xS BAE
< AT A& st7] SlsiA, -SEAEIA SIS, ZF AHiE JFTA o] A 2ol E AS
Z 6719 A2 F 7PY ARot= HEE spugt A St Z+ TAIS Y, A g, X SAAEE 3
st & AAstglon, o]¢ AFEoA = A A Sh= Fes <3 3> 2
gt PASIE ) AeH]-E, 18 SAAEE 53 7HdHA GA, Bt EE HE5H7] st &
St £ @0l S HoHE S otk & AollA = A QRIEA(EFA)S AAISHA 4 891& &
AE 73 & & AFESHlo ™, & 6669 -SEAt Zot7] 9ol F4& EA(Principle component



<E 3> PG|, M1, dESHEo| 27
s Z2 ol - 27 23t £
~
. CB1 O HZLE Az|g 4 ot
2]
Al MH|A B2tk 2 CB2 O] HEO A= YBHE AHIAS BHS 240|240 BHAIBIC, Gwinner et
= RAESH =2+ U= _ al.(1998)
3l Al2|20l 5{ed CB3 Ol RO & A0l £TE 4 ULk, '
EH
B CB4 Ol ZZO| SOA2 Of MHIAS S 4 U272 oEICt,
= stpi | O EEOIAE CIE DH(HI3I9, B H7|H o2 weshs 1% 5)0)
5 JORPTE— @3 RotE SHEQI0|L SIES T0fE £ ct
py 2 AlS al _ Gwinner et
0| sressussas | s | ol @EOlE CE 320 ¥l RoHE MHIAS MBS S AUt A(199%)
222 H22 2 Si|EH '
3 | BUAHSTHE Ol E 251CHR 0 HEOIAS 12 DTASEC T 82 MB|AE wE
e STB3 ek ]
A RBI Ol HZOIM £WBHE 2 Lo 7RIS B S SAZL
B | ABlA HB2tet 27 K3 Chang and
2 Al, AAZZO|LL 94l =312 | RB2 O] HZo| 22 Wt 25 T 20| S5 SOisiCh Chen (2007)
Bl | L4 s MalEel HE ; R
ey RB3 0l HZo| hR7tLto| HBS AIYZCH
) SBI | Ol HEJ}ON C}2 HEE 22 085H= 242 U2 H|80| S Z40|ct
M| 20| 7|20 ol gt Chatura (2003)
@ fixﬁr’al s jﬁ sB2 22 0831 HES UL 22 B2 A2} =20| s} one (G009
2} 45t Ch2 2 ang an
g Hdstst=r| 2 o e F2 0|85t MEE HHRLISHE M2 HETL O L2 MH|AS Chen (2007)
SB3 °T=
HBBICHD HAF 4 gt
LOY1 FAFSH HEIH Y| HRtE L O] ES Y28 200t Narayandas
AH|2E7} M 55 Of2f -
g | mEorecsyamo | 1OV o HES Zt RSOl 21 Zolct Oy
cc et al.
S ol 7|7F SoF _ _ .
2 ;EHOH =0 7|.E_ S LOY3 A TS Sjopet [, O] AXo| Y28 2MA o2 11245 Z{0|C}. Zeithaml et al
- oY =2 7HA| 10 (1996)
° HEg y=soR LOY4 0| HEZ T2 ARSI SYZ 22 0[opy| & Zo|ct Yang and
Hl':' 1% SHe
== FoilS o = o &t ol k0| Ol peterson(2004)
LOY5 AORE 2% 0] HZOIIM &ES TOHE 20| QUCH
. =) = = 1) s
analysis) ©]-85t3.0 ™, @1 A2 H3H5 ©|, Cronbach’s Alpha 2= H=oflA] 0.6 ©]/F

Axtstz] /s A ae)d

HEA] (Varimax) S AH8-5H3

of ghol ¥= H AL, A F = HA 0.7 ol o=

o} E3F, A5-4k(eigen value)©] 1.0 o/ 7|&2
2 Beg Assigon], A=A 0.6 oo

= S1AT} <X 4>,
2 &0l A Wl o

|, €214 9 Q124 (Confirmatory Factor Analysis)

2 At 27 m o] el 2 Ny EAE
A Aottt B Ad5Lof| A= Cronbach’s Alpha%t -
A1 Z] I (Composite Reliability)E AF-&-oto] A
QeI AZoG 1 23 <B 4ol Leht

AR g o] A ddole A7 Sl AL
2 gyrie 4 Qlth T3k 3% EFd T (Convergent
validity)S EA4517] Qe 99z kel 2
AVE(Average Variance Extracted)fd5= A A5
O 7 A3, < 450 4] B 4 gFo], BE 2l A
A Z](Factor loading)©] 0.5 0|4+ S 2 e} 15 E}

q T

G 7HIE 22 B 4 9ich E4, AVE
3L SA B 0.5 o0 R i} BE 274 WSS

o] RTAE FESH 2L FAT 5 ek,
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<H 4> &t A 002 U H2|d A
013 2012 40|
Construct Measurement A AVE CR C.A

CBI 0.894

SHA A of| EH CB2 0.898 0.780 0.914 0.859
CB3 0.857
STB1 0.864

EHRLHIEH STB2 0.928 0.810 0.928 0.884
STB3 0.908
RBI 0.881

2|2 5ed RB2 0.910 0.832 0.938 0.899
RB3 0.945
SB1 0.797

Het 4 SB2 0.899 0.727 0.889 0.811
SB3 0.858
LOY! 0.842
LOY2 0.862

ZNE LOY3 0.881 0.749 0.937 0.916
LOY4 0.908
LOY5 0.831

<E 5> THEEIEY 2 As}giet

4t | Az | S°
243 BIA|Z =
95 e | e | 2
ME 0.865
X5t
2 0.3811 0.853
o
LA
SiJed 0.6991 | 0.3813 0.883
EHO
_'ET 0.4817 | 0.4600 | 0.5277
5| Et
ks
_ 0.5159 | 0.4784 | 0.6164
of| Et
Note, :AVE A
npzjeko 2 - wHHEGAJ(Discriminant  Validity)
A& #sll AVE AlEd 437 wxpg9l

o)

3.71243

AFE Y2 AS5H7] 915l SmartPLS O] FEXAE
23 (bootstrapping) *&4]-& o]-§5to] A2 3= &
S SAA froldS dEstet & Aol Al
279 HY3HE 50002 AHSHATHChin
1998; Efron and Tibshirani 1997). -3 ] ot
AFLE A7 Sl AR JEFSAE
(Store loyalty)°l] Tt R27H-S A H et} H-5 R2
2ol 0260101 M 2T E 0] AT WS
710 2 WhE THCohen 1988). THahA] A4 =elo]
A R2%0] 0.532% YEht F2 RO Ag 7t =
o3 TlsteTt Wak, dhgere, woiel Ao~
o) 2t7} A B A % B R2ZEo] 0.5 A alehe
Aoz wol, ] Al Ee o2 Uehe
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E3H PLS Z21WS o] 835
A, AHESHE 271A] o] P AT gr2 A 23kt
GOF#l= SIof & &= Qlth. <® 6>l A & 5 Q1=
o], B Ao M= f2gfo] 1.1307 2P Agr
7} =2 Aoz eyttt XS GOF 37] A
0.644°. 2 e} B o] A7t =2 A& &<l

<H 6> DHAST
21
= f2 GOF
Y= | 7]
NE | 2 _
| Z! 2= R2/(1-R2) SQRT(AVE x R*)

R2E37| Y ASE 37|
It 7|12 | Small | Medium | Large | Small | Medium | Large
0.02 | 0.13 | 0.26 | 0.1 0.25 | 0.36

=203 1.13 0.644
A & EH EamA

Ay O\l
]

—— 593
--------- > Roloh g

*p<0.05, ** p<001, *** p<0.001

<07 2> 2[5 a ey,
HE 8= A ES

AFo xHaNE HE5H] Yol & A= H2
2.2 203082 AolFAom, FrdELE 40-50
o 7 oMo Helatt & AL F23
o Hus 12 AReg00, 1S 1979
o1, B2 HulEs 002 A,
BB 269701500 2 15 2 Z2ke] Ao
Slo] 4734 w2 BE PR o] P 2A
o}l o, o]of mE 2 A S(path coefficient)S
0]-8-5}, Chin et al.(1998)0] A A gF H 4] o]-8-5}

of deo] x4 aTHE AEoAc
2

4 23 <& 7>0llM HE vte) gol, d253%
SdSNA A E o] 2 Tkl A= ¥
Fol trE Aoz ZAEAM. 53], Heol 7144
olft= A AH AHA sEh2 A=, H2 T
MeE HE SAH= Forlet FF2 72 &%
A, Ao E H2SYEl i Folet
Y= AL Ao mEkA, d2sh Sedse
B ekste] 4 Heol M= Rolvlet Ayt =
=54 AT s AshE 4= A

Eeh 2 22T oA A g o] 2o
E Ededisg I HEFAHLE v ¥
ol Y r HE Zom FHHAU. A2FolA



= ‘S g o] HxFAAL e A= ko]
w$- folgh Ao Hlal, FrdFol AL folnle
FFHAE EE5HA] Zotnh. AHA o9 at
"S- jslE o 4] o]o} 7 A Aol7} L=
AL k&3 o] sjAehE 4= Slck. 3 F2 A
Hog AR Erks A4 2Teks FFol 9
ok &, &Hlof QoA AHS Aol 4B EH
Hrh, 7H e e wEThe F Mg
F3the Zolth mebA, He Fe Ay nAg
et 7HA el F2 FHA 847 2o E 5
o] mAste, $HESL AEgold
NS HHE F e AW o] EFAL
ol 2 g M Ao Ad 5 AUt
<B7>Hyd H 2ASA L)
H2ESvs LHS
Path coefficients He2z sLEE t-
(S.D) (3979) (269%H) value
BHAI 25 el 0.536%** | (.617%*** 1074
S AT =NT (0.053) (0.048) '
EHQOYSEN | 0.179%** | -0.027 5 380"
—dE ESHE (0.050) (0.075) :
|2 5| 0072 | 0215% |
—HL SHE (0.059) (0.062)
SHAIZ 5| Ed— 0.105 0.078
M5k (0.066) (0.088) 0.250
EYQMGIES > | 0.210%* | 0.29]%* 0.690
3R (0.074) (0.092) '
HHA SE | 0.298%** | (.214%* 0.788
M5k (0.062) (0.092) '

*: p<0.05, **:p<0.01, ***:p<0.001

4. HEHEHO E =Erat S

AEHe] zdans AZs7] g8 NsA

(220%), P RFE(2287), HHFYL A 2(2187)<]

Al 1EE = Z42He] BAs| g o] H 2 S Eof 7] A
+ QS FAI5H] <& 8> o] BASHIH 4 4
T <3 g>of| A K= HRe} o] < AIA §E o] A
g mlA]= FFS M-AM2oA 71 =4
e AIRE, S diae o] Med o nlx]=
FF2 Mt o] 71 A VrERE T TR, A H A
Se o] Hebgdof nx|= JF tHFutE A
7V = vEr oS, A xS of et 4
ZFE E F2ASE v 2ok GAA SEp
o] HEZFALo| nA]= FFE M-AH LA 7}
& A3A vetgten, k3t 5 3edis" o] Ha
FAE A A= G A M-AH 20X 7 A
Al Yebd-Z SIstITt. vpz|eto 2 <A H A o =
o] HEFAE nA+= I WA 7
A UesTh <& 8> HEdH ¥ ARATE
e ™, 2t T dEREe] A=A4-E vl st
of fofu|sHA At A2t Aotk
<H 8> HEHUE| H Z2A
Path _
S =
i e e | me | 2
A | 0019 | 0064 | 0215+ Zﬂ;:gj,éf
B | 0053) | 0050) | 004 | ZT 0T
iifj“ 0.413%** | 0,095 0.171 ﬁi?;l\é;:
g | 007D | (0045 | (0.060) o
zlgf 0.136 | 0464%* | 0.191* ;ﬁﬁf@;
g | 0070 | (005 | (0045) 2
i'lh}'\—l;s“ sk seskok seskok M_;LIEHA>EH
St | 05437 | 055255 | 0.649 i
Zae | 0029 | ©003) | ©0037) =
:%fj” 0008 | 0053 | 0.141% “;D;:Siéf
amaye | O04) | 0040) | ©039) | T
iﬂﬁziﬁ 0.369%%* | 01058 | -0.063 ﬁii&;ﬁé;:
sae | 0039 | 0039 | ©040) o

*: p<0.05, **:p<0.01, ***:p<0.001

1) Y utEL}F M-A A9 2pol&= 0.0 1 H | A F-o]u| gt Z}olE B (t-value:2.059). EH, W5Hd v} M- 2.9] X}e]= 0.01EH o

A G-olu]gt x}o] & HY (t-value:2.597).
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=

3} M B0 Zo]

]
=1

HQl (t-value:3.820). T3t B3}

Aol g

5

SREEL

=il
=

= 0.001]
K9l (t-value:2.607).

2) W5 T} P ntE 9] 2po]

=

=

pal

St 2}o]

o

A 5-olH]
3) W3} 3t o gutE 9] x}o]

29] 2ol 0.001

o, HPUES M-A T

B¢ (t-value:3.788). =

Aol 2

g

0.001 ol 4] F-2]H]
H Q] (t-value:3.964).

A=
=

=

=

3k 2o

ol A1 f-2u]
4) PFE 9} M-AH A 0] Zfo]

o.01=&

=
T

3} M5 29] Zpo]

2pol & K (t-value:1.993). 3, ¥ 5}

5

Fojn)

0.05 & of| A

r
K9l (t-value:2.262).
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il

PERE
5) WS 3} M-A ™ 2] 2ol

0.001H ]|

A=
=

3} M- m29] Ffo]
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t 2ol & B (t-value:8.611). TEgF, W3}t

gk 2}olE K (t-value:2.266).
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The Effect of Relational Benefits on Switching Barriers
and Store Loyalty: Group Differences between Offline Stores

and Mobile Commerce

YongGu Suh*, Jungmin Yu**, Eunhye Kim***

ABSTRACT

In recent years, the retail market in Korea has been confronted by new hurdles, facing severe
competition from various types of retailers: department stores, hypermarkets, e-commerce and
m-commerce. In the past competition was mainly intra-type — same categories of retailers competing
amongst each other. But recently this has evolved into a multi-faceted competition stemming from the
internet that is more based around offline vs online contests. Marketing managers have examined the
consumer store selection process and have searched for the distinguishing competitive advantage of
their store. As a result, marketers have concentrated not only on merchandising but also on relational
benefits as the customer maintenance strategy. Relational benefits are concerned with long-term
relationships with customers, not only the main monetary exchanges. It is important for a company to
establish a long-term relationship with its customers because maintaining existing customers rather than
attracting new customers will help them to secure competitive advantage and generate more profits.
Thus, relational benefits are becoming an ever more important strategic goal to maintain long-term
relationships with existing customers.

This paper has two objectives. Firstly, this study will investigate the effect relational benefits have
on switching barriers and store loyalty respectively. Moreover it will explore the additional dimensions
of having relational benefits in a retail context. Since previous studies of relational benefits have the
viewpoint of Western industry, adopting an Asian perspective provide a wider and richer analysis.
Thus, since a fundamental element of respect is added to proceedings (from“Guanxi’- a meaning of
relationship or connection between stores and customers) we expect this paper significantly to existing
studies.

Secondly, this paper will conduct the test of group difference for examining distinctive relational
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benefits of each store types among department stores, hypermarkets and mobile commerce. Consumers
accommodate different relational benefits with corresponding store types. For example, department store
customers expect higher service levels due to the retail prices and shopping environment. Mobile
shopping customers, on the other hand, are used to cheaper bargains and prompt delivery as well as
many other benefits that traditional brick and mortar retailers cannot offer.

The purpose of this study is to find the differences between department stores, hyper-markets and
mobile commerce in terms of how their consumers perceive the various relational benefits they offer.
This paper has developed the following eight hypotheses: HI1 (confidence benefits), H2 (special
treatment benefits), and H3 (respect benefits) have a positive impact on switching barriers. In addition,
H4 (confidence benefits), H5 (special treatment benefits) and H6 (respect benefits) have a positive
impact on store loyalty. H7 is that switching barriers have a positive impact on store loyalty. Lastly,
HS8 anticipated that the effect of relational benefits on switching barriers and store loyalty would differ

depending on the types of retailer. <Figure 1> shows our research model.

H8: Moderating effect

Store Type
(Department store / Hypermarket store / Mobile commerce)

Relational Benefits Outcome Variables

Confidence
Benefits

Switching
Barriers

Special
treatment
Benefits

H7

Respect
Benefits

<Figure 1> Research Model

The sample consists of 666 respondents among which 228 were for hypermarkets, 220 were for
department stores, and 218 were for mobile commerce. We conducted confirmatory factor analysis
(CFA) using SmarPLS 2.0 and verified that composite reliability (CR), discriminant validity and
convergent validity were exceeding the recommended level.

The results indicated that ‘Confidence benefits’, ‘Special treatment benefits’and ‘Respect benefits’have

a positive impact on switching barriers. Accordingly, H1, H2, and H3 were supported. Furthermore,
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‘Confidence benefits’, ‘Special treatment benefits’ have a positive impact on store loyalty. Accordingly,
H4 and H5 were supported. However, the path coefficient for ‘respect benefits’ was found

non-significant and thus H6 was not supported (see Figure 2).

Relational Benefits Outcome Variables

Confidence
Benefits

0.097%

Switching
Barriers

Supported

_—

Special
treatment
Benefits

A * Not Supported

= p<0.03, **: p<0.01, ***= p<0.001

Respect
Benefits

<Figure 2> The path coefficient for the effect relational benefits on switching barriers and store loyalty

We conducted t-tests for multi-group analysis and compared the effect of relational benefits in
determining switching barrier and store loyalty among three different store types. The effect relational
benefits on switching barriers and store loyalty were shown to differ depending on the types of
retailer. Through the analysis we found a key feature of relational benefits for each retailer types;
department store was deemed ‘respect benefits’and m-commerce was deemed ‘Confidence benefits.

Table 1 shows the result of t-test between relational benefits and each retailer types.

<Table 1> The moderating effect of retailer types

Path coefficients (S.D) Depsatztrrzent Hypermarket | M-commerce Results
Confidence Benefits—Switching 0.019 0.064 0.215%** M-commerce>Hypermarket
Barrier (0.053) (0.050) (0.054) >Department store
Special Treatment — Switching 0.413%*%* 0.095 0.171 Department store
Barrier (0.071) (0.045) (0.060) >M-commerce>Hypermarket
Respect Benefits— Switching 0.136 0.464** 0.191* Hypermarket
Barrier (0.070) (0.052) (0.045) >M-commerce>Department store
Confidence Benefits — Store 0.543%%* 0.552%** 0.649%*** M-commerce>Hypermarket
Loyalty (0.029) (0.032) (0.037) >Department store
Special Treatment — Store 0.008 0.053 0.141* M-commerce>Hypermarket
Loyalty (0.044) (0.040) (0.039) >Department store
0.369%%*%* -0.1058 -0.063 Department store
Respect Benefits — Store Loyalty (0.039) (0.039) (0.040) >M-commerce>Hypermarket
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The major results and implications of this study are as follow. Firstly, we found that three types of
Relational benefits — confidence benefits, special treatment benefits and respect benefits - have a
positive impact to switching barrier and store loyalty levels. Retail managers should therefore consider
relational benefits to manage their customer retention strategies by increasing customer satisfaction or
erecting switching barriers. Secondly, we discovered that the impact of relational benefits on switching
barrier and store loyalty differs significantly depending on the retailer’s types. ‘Respect benefits’ was
the most distinctive relational benefit for department stores, implying that the strategy for providing
consumers a sense of respect is crucial to differentiate the store in the competition. With respect to
hypermarket, ‘respect benefits’ was the most important relational benefit for improving switching
barriers. Thus, it is necessary for hypermarket managers to improve loyalty by preventing switching
behavior through continuous service development such as supplementing quality for customer service.
Lastly, ‘confidence benefits’ was the most important relational benefit for m-commerce. This implies
that the ability to make the customer feel comfortable and welcome in a sterile mobile arena is
paramount. In conclusion, relational benefits should correspond accordingly to different retail types.
Creating an effective communication strategy that highlights the unique relational benefits of each retail

types will be a key challenge for future retail businesses.

Keywords : Relational benefits, Retailer type, Switching barrier, Store loyalty



