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Abstract

Considering rapid development of Internet Portal Site Contents in Korea, it is an important issue to analyze
consumers' satisfaction and e-loyalty.

This research develops, and empirically test a model for explaining/predicting the satisfaction and e-loyalty with
internet-based Electronic Trade Site. This paper describes a theoretical model for investigating the Satisfaction and
e-Loyalty of the Electronic Trade Site.

This study investigates the concept of the satisfaction, e-loyalty in Electronic Trade Site and its determinants,
and tries to establish e-loyalty analyzing model. The model of the satisfaction, e-loyalty electronic trade site is
tested here using data from 158 samples.

Based on the research model, a comprehensive set of hypotheses is formulated and a methodology for testing
them is outlined. some of the hypotheses are tested empirically to demonstrate the applicability of the theoretical
model.

In examining the relationships of the determinants factors, service quality satisfaction show in significantly by
Reliability, Information Provided, Trustworthiness, Convenience, International of contents but that show in not
significantly by Interaction. In addition, Electronic Trade site retention shows indirect effect between customer
satisfaction and referral.

Although our research can not show the determinants of e-loyalty in the electronic trade site the empirical result
give both theoretical and managerial implication for managing the consumers' satisfaction and e-loyalty in electronic
trade site.

Key Words : Electronic Trade Site, e-loyalty, consumers' satisfaction

¥ o] =i

rlo
lo,
ﬁo
rup

20029 % ZAdIgh gl H] o] A Ug wol AFEH S



=
=

e

A7} A
Az

L

.

st

[

3L

[¢)

ol A

E

SR ERERE

[e)

I. A
Uollelde] QS §
97k 8 g

=

=]
T

3k AYAE 75 gl of

B 7

SR AT AR AT (2006 68 25%)

o AR

=

o1 Aol

HH

=

=

wolge An

7‘51_

o 8

[e)

=

s, of

°

afjof

]

=

o WAz S ATRE JHRAd 43

A A

2 4ol
dE& 5 Aa, A Auigte] JRus 2 A

=
=

H

Z o
50

A4

Aol o

O
4
ofp
ZH
il
T=
o
wt
O

¢+

—

K
e

™

71Ho g

=
=

o HyAT

=%
[¢)

}od Parsuraman et al(1985,1988), Jarvenpaa and Todd(1997), <& £1(1999), &*355(2000), Moe

[e)
and Fader(2001), Reichheld and Schefter(2000), 7 A14=(2002)

Y #
ohge] A4

AH]

L
Fu

AAA A}

oyt
Br
al

O
plo

btk

o

A



FAYAL] ALY o §UEI o~ FHE] B AT 61

AR ol2d wz

AR MH| 2= Timmers(1998)Del] o] 3l Al71E e AN RET SR ZdozA 7
Y, AR EY, A=Y, FEAE 5 PRIl T F Utk THEGAI|EE XEHAL]
o 7] Au2Ql email 7|5, &8 TIP3 HHE & HPHoR Fihete] 3|Uzte] tpekdt et
&5 FEste] Pl g E ApEstE A= AlTS B5H0R shs XEAIES Wit o))
2 eMPY 7] 5 WPE‘r A2 F2E BAskEd F838 8152 F= Parasuraman
(e}

%@(?Tﬂr@ F2)3 QIHA %QM@ FA)E FHEeth 1E]al PZB(1988)3)+= Mé %él% 71
- 2ol Jhdstell FAREEH S Sl AZE Myl F4S Wrketr] 918 SERVQUALS 7iEet
Atkd &, WRAGS Aste]l A gk dEs Sl Aul 2 Fdol B3 dES HAAT & o
FEOTHE KP4, NI, $H4 4, , SR, A27bs, ARuAelA, e
olg] 5 107k Aoz FAE A2~ FH AHQRNS Folya o]& A {34, A=, S
A, A4, TR 5 7R APer E5ih

Ao edEs AdEHY A 2R & 223k A4Z Jarvenpaa and
Todd(1997)97F A=t o= AAWNE 4714 SHo W 5, AlE dig AZNEE, F
T, 7HA), 23400, A, EA9), IAMNIEEA, A4, AFA, §84, T9) 183
AR SAAEAAR AF, AEA A9, A, ZekelHAl 919) ol 9tk 123l Olsina et
al(1999)0> QJNEYL Ato|Eof tfgt u7te] JaFaclos 764, AMERolA, a8, A=AdS Al
Al gk

ol dul Ze MulA EA Bid wEl AAR002)NE TE AH|2A Fdo w3k Ao 7o)

1) Timmers, P., “Business Models for Electronic Markets”, Electronic Markets, Vol.8, No.2, Spring, 1998, pp.3-8.

2) Parasuraman, A., Zeithaml, V. A., anf Berry, L. L., “A Conceptual Model of Service Quality and its implications for Future
Research”, Journal of Marketing, Fall, 1985, pp.41-50.

3) Parasuraman, A., and L. L. Berry, and V. A. Zeithaml, “SERVQUAL: A Multiple-item Scale for Measuring Consumer
Perception of Service Quality”, Journal of Retailing, Vol.64, No.1, 1988, pp.12-40.

4) A. Parasurman, V. A., Zeithaml And L.L. Berry, “SERVQUAL: A Multiple-Item Scale for Measuring Consumer Perception of
Service Quality”, Journal of Retailing, 64(Spring), 1988, p.15.

5) Jarvenpaa, SL L. and P. A. Todd, “Consumer Relations to Electronic Shopping on the World Wide Web”, International
Journal of Electronic Commerce, Vol.1, No.2, 1997, pp.59-88.

6) Olsina, L,, D. Godoy, G. J. Lafuente, and G. Rossi, “Specifying Quality Characteristics and Attributes for Websites”, Paper
Presented and the First ICSE Working on Web Engineering(WebE-99), Los Angeles USA, 1999.

7 A SIEY EE AolEe] AMAEANge B A, AGEAT, , AT AT, FRALEE, 2002,
pp.191-206.



62 TR AT AA AT (2006 6E 25%)

npEss TEMEA 2SS 96
& M 2 AolE FEHE 3
! o]%x}sq A} B
g A Aol E2002)8= e A7l (Aldwanin and
Plavia, 2002; Ranganathan and Ganapathy, 2002; Liu and Amett, 2000) 5] AYPAFE -85} AMH|~

=
FAL WS 1202 G684, SO, B, AAA4, A4, A 5 olgetel, Fox

A
A 3

N

i

5
_18 2
el
i)
>~
>
o,
m
Lo
B
=
>
e ]
i
o,
N
N
=2
g
5

SAOE ol gAte] WESES BASYT, FAzeAel N AT A2 s, Aold

Aol olgAe] WL Fobd Aoz At 9)

o
?\_:
>
J
41
18
e
)
o,
o,
o

T [¢)
FAAAT} eMP7} AlFsHs AMHl~ F4& o] gsla W T Tk Ve HeE e o
ALk Y <] 291(1999)2 Parsuraman et al(1988, 1991, 1994)2] /\WV\E’“U%OH 71z3ste] SEYl &
e

o AuizEel AARAY At vAE o vk RUSA 1 A0 QB £9F AHEA
o WMEe AR M9 FFE A Aoz etk $YA %zﬁ—(zool) AR

A Aulz el wEE Al M IEHl gEe] 2]l AHjs 7P<1 22l Lﬁ“&é, Ao
O

Agato] T diQk Hrtel SlojA & °M}°] = A4 1 -4*‘/‘}01 EE AdYste A
AL dAeHe Fujgol B fiato] Eobe] HlmId S Aufof W =RHR)o] JAJHETAL Stk
1420002 JNETY FEEA ] 7HAE 584 Z}%jﬂr A Ao ® il o5 Zhx|Ake] Q1
HY &gs Wz Fujelre ofWl JEs vXeAE AR Btk A7A% 584 7AW
o] &¥E WHEWIEY JES mAH, HEWETF 5575 TR & AR YEETE Moe
and Fader(2001)2] SAoA QJQHY 432 7] EEd dsoz FA4Ho vpa FshdA 3 A
A SAE aHAREe] 54 Al|EE WEete] ARSF, kgt T4 25S & AU o=
AR Ha, - WA GAE I Al EoM A52 AR, vkt 58 8 TlelTE A%

aA A,

QTE{ I} S AUl Apo]Eo] Ajukiol] w3t AFES K Reichheld and Schefter(2000)2 <1E]

U ellA Bdshs o] 84 AL Alo|Ed| gk AT RS F7RAZITAL AAEAL A,

Menon and Kahn(2002)9] <1-ollA % QIE Yl Alo|EcA] E2AFS Bo| AHAGFF Alo|Ee Fatal
(e}

A sz ook o FbAE, Axel Aol e 4G ANWES @ bsAel Fohirka sk

§) FAAAlH, PALDACIE Hulz o[4S WHA] BF AT, (RAFAVEERY ), BT,
2002.8, pp.149-159.



Ao AR o] gHE} o~ FHES] B AT 63

& Y] A7 FA4E 2] AeiM e AAFG ] RS} e e
CWEbA o] 2R 27 HE ARATE AHELA gk IEY AN &
-SA S (e-loyalty)Zhar ghf9) Awbd o R AHxl FAHAEE 54 AEoY 71l
e uAe) Asee 3 P95 woled], JdEY &= T E2 AR A SEEE 54
Ao Eoll gk A Bl B A=A JdskE 4= 9E ZloltKSohn, 2002).100 EF IATA e

1 A ool g e Ao Qe AelEE AR she are) o
Sekal AQoJek 4= Qlth(Assael 2001; Harvey, 1999; Al €], 2001).1D

A= B AHS A BAA R, B A, 1A B SHAA AuE gl @9
A HRAE AN FAEE dA7IERMY SAAE B Az tigk gkRate] JekoRA Aol
EU(Flavian et al,, 2001).12 5, 54 &5 Bo] AEFd= FHozM FAHE P Y
g adE5s o] Aete RIEEA AHAFAEAEE SAS S Wlolth H=A #Ale] Sk
= 2R FAE EE AR Ee AYy EYo® sidseti(Anderassen and Lindestad, 1998

Gerpott et al., 2001; Lee and Cunningham, 2001; Lee et al., 2001). Anderassen and Lindestad(1998)!13)+= 2=
Hab ZAEE A 9w FAA A, Gerpott et al,( 2001)49& ATl 9=l FH, Lee and
Cunningham(2001)15) 242] Z29]4], Lee et al,,(2001)10 AFv] o= AA A37|a] 9 3]
I, Sirohi et al(1998)10& A7m) o ® Aolatar vk AW An|AFe] AyA BEogA AH|A
TAES SAsH T Hed #1322 AR ”U] A Yol digk olellE WRAARE ©
%

!
e vl WARS ME ek % ZoH Bt 34 vde) A4 TGS 23T S+ g

9) Reichheld, F. and P. Schefter, "E-loyalty: your secret weapon on the web," Harvard Business Review, 78(4), 2000,
pp.105-113.

10) Sohn, C. and D, Lee, "Trust to build customers' loyalty in internet markets," Decision Science Institute 2002 annual Meeting
Proceedings, 2002, pp.657-661.

11) Assael, H., "Consumer Behavior and Marketing Action," 6ed., Thomson Learning, 2001.; Harvey, L., "Enabling Customer
Loyalty for E-Businesses,”" White Paper, Patricia Seybold Group, Inc., 1999.; Z'&Al- —H’gol AW, LHAYd TR
o MA= gFaclel et AT =G 2E A, A26H, 2001, pp.8s-97.

12) Flavian, C., E. Matrinez and Y. Polo, "Loyalty to Grocery Stores in the Spanish Market of the 1990s," Journal of Retailing
and Consumer Service, 8, 2001, pp.85-93.

13) Andreassen, T. and B. Lindestad, "Customer Loyalty and Complex Services," International Journal of Service Industry
Management, 9(1), 1998, pp.7-23.

14) Gerpott, T., W. Rams, and A. Schindler, "Customer Retention, Loyalty, and Satisfaction in the German Mobile Cellular
Telecommunications Market," Telecommunications Policy, 25, 2001, pp.249-269.

15) Lee, M. and L. Cunningham, "A Cost/Benefit Approach to Understanding Service Loyalty," Journal of Services Marketing,
15(2), 2001, pp.113-130.

16) Lee, J., J. Lee, and L. Feick, "The Impact of Switching Costs on the Customer Satisfaction-Loyalty Link," Journal of
Services Marketing, 15(1), 2001, pp.35-48.

17) Sirohi, N. E. Mclaughlin and D. Witting, "A Model of Consumer Perceptions and Store Loyalty Intentions for a Supermarket
Retailer," Journal of Retailing, 74(2), 1998, pp.223-245.



64 BAHRAT AA AT (2006 6E 25%)

T A% EAE Hzolel AT w(Fishbein, 1978),19) Bl omoh= FHEojof glo = Eatal
71E9] HxA B AFEL o]F FAxERE /Y ol &8skl ARk gtk
534 #7404 Dick and Basu(1994)19+= 394 El:me} ke BFo| os) FAEI 5A
sojob ghe FAIT 5, of W 71ES] A9A wiA v B SR Ao=A v v
2 3L QlTHbloemer and Ruyter, 1998).20) Pritchard et al.(1999)2D> /3% Ej%=
T2 ud3 594 %@ﬂﬁ% ZESFS AL, Ruyter et al,(1998)22) As4 FAE, 714
BT So=A MR f2A SHstaL Tk Oliver(1999)3)= 2HAF $4=
& FAE A AR A FAE, A9
AR s oz Addtka 436 ek Schultz(2000)24E QTEY &g EolA] 3¢
A F4EE FEWN] AaME 2Rk o] wlg- Fadirhal Fska IARE QTEEL A4 €]
J A .3: 3]]0]:1:!]— o}‘:_ ;HEFG /\]XPE_E]— q\_ ]:—1
X7 ®tHGommans et al., 2001).25)
= | FHE AR e ST AEel gt & A ==
HE=2A st doh webA oleld AdS AHY Bl ALdrhd i 2P E Alo]Eo|
443 g7 4 ¢ %l"%(Gommans et al., 2001).
Smith(2000)20+= S %=4] FA%w AFel ok 284 7 v A o FAETaL gomn,
Bl &g 2ol Sl g aFE Ao JA7L oA FAEe AHg 44
#7F 2 5 olvkar ok
iwﬂ 21200129 QTEHL Ade] Tkl FFS MH= aQlo® A AR A AYEA
o] 5oz FEST AR SH08A FeAa 715 A en, Al SAd=

o

hu

rlr

ot

Im
-
=
o
2
o
M

O

18) Fishbein, B., "A theory of Reasoned Action: Some Applications and Implications," in H. Howe and M. Page(eds.), Nebraska
Symposium on Motivation, Lincoln, NE: University of Nebraska Press, 1978, pp.66-116.

19) Dick, A. and K. Nasu, "Customer Loyalty: Toward and Integrated Conceptual Framework," Journal of the Academy of
Marketing Science, 22(2), 1994, pp.99-113.

20) Bloemae J. and K. Ruyter, "On the Relationship between Store Image, Store Satisfaction and Store Loyalty," European
Journal of Marketing, 32(5/6), 1998, pp.499-513.

21) Pritchard, M., M. Havitz, and D. Howard, "Analyzing the Commitment-Loyalty Ling in Service Contexts," Journal of the
Academy of Marketing Science, 27(3), 1999, pp.333-348.

22) Ruyter, K., Wetzels, and J. Bloemer, "On the Relationship Between Perceived Service Quality, Service Loyalty and Switching
Costs," International Journal of Service Industry Management, 9(5), 1998, pp.436-453.

23) Oliver, R., "Whence Consumer Loyalty," Journal of Marketing, 63, 1999, pp.33-44.

24) Schultz, D., "Customer/Brand Loyalty in and Interactive Marketplace," Journal of Advertising Research, 40(3), 2000, pp.41-53.

25) Gommans, M., K. Krishanan, and K. Scheffold, "From Brand Loyalty to e-Loyalty: A Conceptual Framework," Journal of
Economic and Social Research, 3(1), 2001, pp.43-58.

26) Smith, E., E-Loyalty, New York: Harper Collins, 2000.

27) AERLERFE, A eFEole) 2uA 4
2004.4, pp.573-599.

) EPAUFLFAE, LAY FAme WAL Jgadel DR A7 BRHIHNHA, A, 201,
pp.85-97.

BYTAT AR Apg, F5749%,

1—n
of
oL
H
A

4

b
ofl



65

wegialel A ol

ofpy

=

Aol

)

oH

A3t A

=
=

AL, ALgA

A =

0

o} 9

s

]

AR FEA, §), BTN, W AEA

L

Jae Frha mglth oo AelA

|

(2003)29)
] o]

-4 %9 %
ks

o]

=o
L, ARANE, BT, A, 570, ARSI

SAZo 7 vERth e OAelat 1w

o7

7], AF

1o

O

Ao
1

aiN

o, =

ks

q

S
&

90
4

s

wsh 3

e

7, Lee and Cunningham(2001)2] 31.742]

_]

74

I

=
T

1

0]
PR

Far

3]

S g B o

Ly
a

o4 o

3

ol A

7
o

o

Dick and Basu(1994)<]

Anderassen and Lindestad(1998)7} | A]
Pritchard et al.(1999)$} A%

, T12]3L Gerpott et al.( 2001)7F AF3 A7l o=t

1A
z

L
0,
H

fu

A
T

94, Lee et al,(2001)9] A7 ok, AN Ask7]9] 9 L, Sirohi et al(1998)2] A7)

At
_]

1 e =g
4

&

TC

7l

il
P

—_—

X

il

Fv 1

o]

o7 M v

=

[

R

Oliver(1999)2] =
A

}

o
ol

2

w95
 Anlz E4

e

}3 2% Ruyter et al,(1998)2]
3}3], 2003.10, pp.1479-1501.

[e)
2] Sohn and Lee(2002)7} A|AISH AR ASHA, 7]5A4,

%



66 BAAHRAT AA AT (2006 6€ 25%)

A, ATUE, B 28713519 AlE, A, § AlES ARl 5 87 QAES e-TA Y A
AeQl T¥]3 Gommans et al(2001)7F ATt A= A AtolE Vs EA, JIAAE, DAL Al
¥ B oHRE BAE ofujx] 5o 57HA] QAE TR AP0l 5 B A7 B FHske
o &3tk

o] Iuel A= 22kl A

al
% sl e 19 4, A8 9 e

)
ol
o,

lﬂ

of
o%
ko
ro
=2
rd

et
r2
-1
=
2

52 %9 9002 AT UBS B,
e ARUESE ALEA Szl BE AT ARIE BYE, HEe) W, JEA8Y, 2
W) ANEACHAS, BAY 5L ARUE A8 F

ox
k1
lo,
X
fo
2
02(:14
fo
ro,
o
fi
re
o
ot

AM7A92003832) T QHEE-0]518](2001),33) oA E(2001b)34) SO AFE st AT EYS
A7 st
ATE St ARAEA, Ay, F5AeA, ez FA4, A4 S
7] gRlo R EHate]l RS sk ojeh & 57HA] AA a9 vREE Sl AREAEY
O

[J8 1-1] A9 29

SN > fHYH CE S pmm) UE F BHER
4 \ 4 \ 4

‘ d2M34d

Hel s I

X =
=S

a@i :X‘”/\-' j/
NIEE

30) Srinivasan, S., Anderson, and K. Ponnavolu, "Customer Loyalty in e-Commerce: an Exploration of its Antecedents and
Consequences," Journal of Retailing, 78(1), 2002, pp.41-50.

31) ARl A, 2ol JolAel nAFYmA JFS WAL 8] BE AT TAAIES FyHoR,
A BEAT 13(1), 2003, pp.172-195.

32) MAF, “dEY ARUE Y A IS0l ARgAL Ak MR

) dwolsal, AN £ABAANS TAFAEA AE A A BE A FUART 69F S
FHo Ry HAFREIAT, 11(4), 2001, pp.136-153.

34) oA, dle] aqE o] FulREe] e AT, AMEF AlsH ABE, AR, 20011231,
pp.275-300.

AL
=}

fob
0x

&k g REAT 13(2), 2003, pp.1-21.

5



oX,
Tt
2,
i
ot
re
-4

67

ofy

RGO AATY o FUH o

2. 7 AA

& Qe AR R R ek diR A7E 7] S8 b s dAesls o
ato] 7hdE el 7HaEs AAste QoA 71 el A aANREe}t T ko] A
A Crosby et al.(1990$359-2 wlg|e] Fu)7|3]7} 174 <]
% al

A
NFsh HEe| APH o o)Ea] B T4 2LoM, Day et al(1988)9L

o=
= UtkBitner, 1990; Formell et al., 1996; Oliver, 1997

of ARAOR FPS F Wi ohle MEL B FHES] JFS Fo}

ox
fol
Y J_‘}_I, o
oo
il
>,
tott
o
ox
fol
o
oo
-
il
zl
o o
ot
il
"y
k=
il
zl
rlo
ful
>
&
_1\1
of
o
1
-
o2
o
o
SN
ful
=
ol
2

jo7 e A
ZhA ESjo] 4
s

Jarvenpaa et al(1997)39& AZ|7} QlE|UlAdollA] An|ate] Fujo]wE A7) 98-S dhal Qv
FeraA B &Y AEoAR AHE Fekon A7t AnRte] s A7 1EM
2E "R FAAA 9GS nAH PR E 7RIt AMS ARSI ok d R
and Schefter(2000)> TEYL ol A HRsh= 149] FA4 7142 Abo|Eo| tigh A
ANt AASEZ 9131, Menon and Kahn(2002)2] SA-olA = QJQEYl Alo]Ed|A &4
S Afo]Eol] Hataral sk ot o FkebARE Az ASo] vhs A9 Iydss & vt
s/do] wokxivkal vk ZAI92002y40 8] Aol M= e, 54, A
o

(¢}
B Folov], Eg WAUHE TUAOIE JIE o849 APRA BT FoIF JFS v

—
13
&

35) Crosby, L., K. Evans, and D. Cowles, "Relationship Quality in Services Selling: An Interpersonal Influence Perspective,"
Journal of Marketing, 54(July), 1990, 68-81.

36) Day, R. L. Dention, and J. Hickner, "Clients' Selection and Retention Criteria: Some Marketing Implications for the Small
CPA Firm," Journal of Professional Services Marketing, 3(4), 1988, pp.85-91.

37) FHEAAETAZ92001), “IAFAE(Customer Loyalty)o] 93-S mx& 22491 A9 T840 dish LISEL
Bd BA g1 AL, 2001, pp.1-20.

38) Bitnet, M.J., “Evaluation Service Encounters: The Effects of Physical Surroundings and Employee Responses,” Journal of
Marketing, 54, 1990, pp.69-82.; Oliver, R.L., "Satisfaction; A Behavioral Perspective on the Consumer," McGraw-Hill, 1997.

39) Jarvenpaa, Sl. L. and P. A. Todd, Consumer Relations to Electronic Shopping on the World Wide Web,
International Journal of Electronic Commerce, Vol.1, No.2, 1997, pp.59—88.

40) AAF, ABY £Y Ao Eo] MujaFazere] #d A, F9eAT 31(1), F578 933, 2002, pp.191-206.



Ly
a

g

=
o

e-

g2

al

Fo Az FAelze] 67)e] mE Qo)

T

gud

o

o=

] o

QA v

[¢Z]
=

=]
T

Helgol

SR AT AR AT (2006 68 25%)
Ry

DAY JHAFA ] FAYA Pl
DAY ARz wAAe] T

RS EIRE

Aow ek
A

HI
H2
H4
H5

L
fu

68

(ec21, ceplaza, kotra, simpc, tpage, e-trade, kobo, silkroad21,

2o} gl Afo]E

17h A7

bz

[e3]
H

Br
al sy

)

AT

Igicorp. samsungcorp, skglobal &)l A] |5

ol

o A,

1=

piis

]

15

484, 2

= A

3

=

=

web oje] AEzA}

b 490l Ak 2}

Aol FAFS

he 7o

9

&

W

ol thste] ZAE 5

2

ofpy

o

2005 1295-H

L

.

FAT AEA]

[e)
1587]9] AEA =2

71

=
-

}

o
ol

+od

9

Al <]

IZ71

R EE AYS §

—1'H
[eZ]
PA

A A
555

ST
B

To A2 Spss 121 F7

=4

1:1:-551}

[

olA WEEA el F8Adel A Sl

200653 447HA]



Al AARE ol §uEA o~ FYE B AT 69

MERNS HASGom, b A3 9 SHETY Bt AEE AYa] A5 29y
azet gstel WALRA PAE SN B ABAE AFH] A B E OFEARA
2 sont

83l FUAAE o S UEAEE TS ATEAH
=
74 13270 GA(51.9%), FHAA7E 1370 AA(14.6%), TEAAL FALATT 10370 AA(33.5%)7F S

=4, ArES Zéste 79 e Axdd FAdel 6719 A424%), ST TFdAATFEY
gl 2 o3h7E 2HAAG7.6%)7F SHBISTE AA, AR ZEg FAPAL] HdFel QoA
B F-AAGATE 33MGA(20.9%), A7-ARAATE 25 WG AN (15.8%), URWIAl 2 AR FAA 7}
1470 A(15.2%), HZESE5DA7F 1989A(12.0%), AFH3A7F 167894 (10.1%), 2]l &4, &
FAEGA, Mratel, SAREQAY coR vehgth U, dAT9E d8ste] oS %*é*]
7 FA9A AEEs BY, SH7IY 1587094 T 48704 A(30.4%)7F 10-20% 0] HARF-S & Eato
A& sholom, 3871 (24.1%)7F 30-40%, 3170 AN(19.6%)7F 10%7IRE 1870 A (11.4%)7F 50-60%2]
AT &85 YeERa gieh oA, Fo88 Al|E9] w7Rlo)R2= o] AlelEZF 7Y
A (58.2%), g0l AL EZF 49719 A(31.0%), S50l AFCIE 87N A(S.1%) LE]ar dito], xgkrof A}
o|E9] o Ueiyth oA, SEe FAAY FulolA] FHARE v i FEHIrhel
SHY FAJATE 10104A(63.9%)°1™, TFeHA @kl SHE FAAA7E 5774 A(36.1%) =
LFES T

i

DESEEL

£ A= Parasuraman, Zeithaml, and Berry(1988)©] 7I1'&dt SERVQUAL®] 571A] Aln]2~ &4 A=t
A S, A, AFA, 1384, T2 John Eighmey(1997)7F T-238F viAY 2|2}, 22421 7}

2918 743

A, ARZEA, AR A, A, A5 & APATlA Fxste] At

ATk o}&2 Jarvenpaa and Todd(1997)7F 3t AlFell gk AZ(#FZ, &/, 7H4), &34 (=4, 4
A, EAR), DA A(SHA, S, AFA, F34, F4)F Olsina et. al(1999)7F #A|ATSH 2.2
A 71, AR, a8, A Telal AAG2002)7F TR 2919 AFEA, Heldd, ARAlE
4, L84, BEAEAd AN 29 E #ek ATE FAHoE AR A 9 8%

lo,
e
4
il
i
o
P,L
2
O,



70  BAAHRAT AA AT (2006 6E 25%)

g AT Htﬂé F4o] HFER (o], 2001; 98, 2000; -4, 2000), 23
4%, 2000), (©1AF, 2001a) G2 AFolA AASIL JE HAAFH AH]|

o W 9 S, SS9 A 06 A AV e 4 Ao

AAL sjelutelo] AH, S8 B FAAE, off B SuR 5 gt FUHEE Al AUdE R
Y, =Fed % BRI, A8 2 dEdA, B8 R #AY9T A 5 ARA VT s Fam

3|, Anderassen and Lindestad(1998)7} A|ASI U&= AHIAF FAEE AT =9} FAHY F+A,
T12]3L Gerpott et al.,(2001)7F 53k Ao =9} 33, Lee and Cunningham(2001)2] 317272] FA4 <]
#], Lee et al.,(2001)e] A7) 2%, AR Aslr|y] 2 FH%E, Sirohi et al.,(1998)2] AlGH] 2]%d
e A A BHolM soH geef wHEuiA e Bl o) ATt SAu ook 3 7
g Dick and Basu(1994)9] A7 &u|ap F4%7) QA S48, A FALE, owA AR, @9
A F4%0 AGAIR 23 Oliver(1999)9] A7 & o]&ato], AAPFAolA Algatal = AHl 2=

Az 9oz WSt Me Y agle ST

CE IV-1> H7 140 Mas4 2l A4
20l e Hase
AR o] A0 AZA 6713
4 AR o] Ay 6713
A] 3
8 T gaae 1T
A I
AT Ad= A4 K
AT o) 223 STl
205 [ AR BEE [T 28iA ] Axde] tgk AukAl el vk 1)
e AATS :
o R e R L e Ll 1N




FAQA ] WA o] §RHHI} ¢ — A el BI AT 71

(B IV-2> RN

20l Component

1 2 3 4 5

FE-FRARE NESH A

oA AANA D AuA AGare] AR AE 782
an |TEY AFS AR A ng
o, (AR, AT Aol B s FuAT -

A8 sy Al AS ARAE, 7 B)el JuAE 20

do] BguAs gy or HHEE AuAE 2(1):21

Cronbach's Alpha : .8710

A FalolAE Aol AFEZAA F
538 £ ol W 2 o] Lojelns Aq 761
AETNGRIE oA 2aw AU S A 137
djolaze) NE4ARE LelRloR AF 879
Aol H A AE 9 ekt 9] e g A9 71
Ao AADNs B P 528 Aul 7)) F Hol 9% 653

Cronbach's Alpha : .8870 643

i
Ak
oX,

WA AFERY VENS B3 58S 5

FAZE AR, 5, B8 S AAA9L 2 8 Fu i
e [FOALAT R AFQA Aol Sk 9T7h 2 Ho A T

S |ghe) At eekel ARUAlA AHzrt 7 FHo] e 618

e AN B W AFHES GolFER AU # 53 368

sl Aol EulolX, FdRaRH e Hart & Hol AP i(s)g
Cronbach's Alpha : .8638 '

%0, ool

o=

A TS0 F8317] o]g3kiL Tk
A0 | AAAGA ARl vz s Aus Grow AT oS 823
=9 |AAA Fo PRl o] AFHoR 5T F JEF I 133
e

PA
44 |3 FAQAE 98 tho] Auas AR Fu U ggg

Cronbach's Alpha : .8512

EEEERE R e BT S T

el Z djol 2 F7171909] Ho] Fol AL 714 3

sy | FEHRAAE 45502 AT} Asg M -

SEHE e A e AEA G NS Bl F

71974 5.e] 1k ebdAe] gl QS 293
Cronbach's Alpha : .8728 A7

Eigenvalue 11.023]3.148 | 2.081 | 1.527 | 1.263

FAEAEE (%) 38.009|48.865(56.040(61.307 |65.662




Fe ool M) MRS 2ARAS @ A3 s7l9 adle.

om, 71 MFEL 297] MFER o] Fo

[e]

=

=
-

T

o
his

AAPEA el

i

9
pid

SR AT AR AT (2006 68 25%)

& Aol 2

72

S

N
N

1y

A
=

=
=

Ak 65%

stol 2912

S

3}

=

T
o

Q29lo] 65.662°0. %

u}

il e2le] 5 570= Al
1

| o
[¢}

ol

S

55 F17) 9
79 2.91% oA

L

L

o

=

1

(e}
p8s

24

sol @
AuAE

o}

L
1
.

.

],

S

ot

°]3]

&9 Wk Z22]3 Eigenvalues #ke] 1.000 ©]

=
webd 2 oA

KR
=
[ShYe)
Lot

T
il
NJo
eyl

571 2913 1t

=

] o=

I3

o,

A1
A

3%

L

.

],

S

Tk

=

=

A

L

L

s

0

[e]
=

Al sk

sglom, il

&l i

]
o
°

Ao
=

of me} £447) of

i

Yol
T = s A

=

3}

e
i

H
M-

o

au

B
ol

1) A

Cpall
2

=

rou

S
4

(e}

4
of e eMP UFHEo| me P

B RAFE 047502 47%7}

Ptk VIFEE] 101tk

53]

5 0

Q

o

=

o}
°]

=

=

3

=

Aol v

Z

[e3]
H

O e

=

3led VIF(Varinace Inflaction Factor)

Hl

)

*
gkt

b1 9

&

o2
o5

s

)

Bl

A

| 272

=

=

0|

stol AR Auls Fo] 7Y

H

=]
=
s

29y,
=
o



Aol AR o] g} e — Aol W AT 73

i%z;ﬂ “Hl : qu]_?o:l ARAZA o Do:l A Wk gt =
2440l 0.001= p<0.00194 28k VIFZ} 1.8940] B2 tagAdo] EAskA] g=t}. ughA 7}
AL AE A

A, “H2 AR HEAde] FYGA Bl dFS F stk JHel mE HAEE HY
ool 0.024% p<0.05¢l4 frolsh VIF7} 24810 B2 thgadido] S84 et wheba] 7Hde
AHe = At

AR, “H3 @ AR A8 F9Al v S & slojthre] s mE A5E BY
FoAdol 0492 p<0.05olA )R] ko VIF7} 24640 B2 UgdiAdo] EAEA Gl upelbA
7P 712bE A

YA, “H4 2R ddl=9] A o] FAYA vl G = Aot o] JHdd e A
HH FoAdo] 0.000 p<0.001g==olA 234, VIFZ} 26760 22 thag-aldo] EA5HA] ¢kom u}
ghr] 7P AE ik

CHLA, “HS @ AARTS AlEAdo] FAdA we] GEs & Aolrh.o M) wE HSE B

frelAdel 0.0002.2 p<0.001914 fl8hH, VIFZ} 2.1920] 22 thgg-xAdo] EAsA] St wEhA
ZHAE AGEE 5, A9 7ol AEE 85 AT E FEshe FIYAES ARl 5

Ao mEwd] Al ek & 5 oo,

V=3> AT QISE 3|4 =4
H| EZ=SHE A EE3E A
— - t Sig. VIF
B EZ2A} Beta
T -4.79E-02 149 -322 749
AR A A .194 059 174 3.287 001* 1.894
A4 130 057 138 2.276 024% 2.481
RS 4.082E-02 059 042 686 492 2.464
Ael =0l =74 225 .060 238 3.770 .000% 2.676
N 287 051 320 5.617 .000% 2.192
TEWUF AT BEE R2 10475

sig. : ¥**p<0.1 **p<0.05, *p<0.01

D) AARY WEE} 3

AN FEE FAYANT] QARG Ao|ENA AFHT Y AWEE FEFOEA
UERE wEEe) Jeln A5RAS Fole Ueht A%E 2AST. 3 498 Fael Ueht 1
2wk AATAY e FHEE FHH] G5 AATY AUz PR SN s, W

=
i
o
ox,
k1
il
o
AP
e
4
il
P‘l"
2
uV)
7N
ol
X
Hr
1
o
P‘l"
3
o



SR AT AR AT (2006 68 25%)

FE3]4

FENS B RAFL 03572 35%7}
b oolnh whEbA dARES e o)

Al
=

el

No

iljK

o,

3 B2 3

s

o e Fhae

Aot =

=
T

473l

T84

3 VIF7} 1.0000] 22 t}

7] 0.0002 p<0.00101A <]

A= At

CH IV=4> HX}

VIF

1.000

2o

067
.000%*

1.846
8.066

<+
=)
<0
o
1o{
Kk
H

Beta

598

<+

=N
<0
]
o}
KK
H

'K

KK
H

333
.096

614
73

&)

A}

constant(

=.000

65.068 Sig F

% R2=352. F

g

DA e
A

% p<0.05, ** p<0.01

af

g 9

oA HrEA 5 A

L
L

AR Aol = AARY ARG AFBE FLYA

285

)

L
.

#hol 7

ZAAE T

3

FAY Aol

=%
o

SIAFZAL A AGEA, ANSH, A, 0E, &5

X

kil A2

9

Wz FAe A9Y BAE S8

ob& FAARAE

]
H

SHAl

Faz, AAA] Al

A WA ©

]
it

A el Aol

Al

&=

3

B

ofpy
B
\mvo
=
w5
o

Elkss

S|

A
L

A=

Sallof &

o] A%Hogw u

o] At A AL Av]

l

x

E¢)

b= wE Aol

A &3]

=
=

ARG

ga

Bt

=
Hul2rh Az olFold

S

s

VS
8

o1&l FeiiAel B

1- S
T =

7} olA o

Rk

F459}

i

5

FL7t wobA F9Fe] AoEn vepd Zlolt) wEkA AxHEY Ale|Er} AlEs)

3714

g

8

i
=

Bl



75

seigiale] AR of

*% BETILLLET L§Q 2UIED
" B XX o R .
L . A I R R N A W A o I
jang e 1rL o X ~0 =~ = o] ;Ir.y| = —~ OM ,_Iwyl ii :IM%
T = TR ol T Y oW T w TSI
pk Be¥gygw, THE T DHEBE
%= FoEzofzgl LU EogoXog
o o | . " N
¥ FTasiso %% zeg PEY Lo
JI a0 o - — B @Br N
m T %ﬁaﬂq,mwﬁaavmhmooﬂ wom- 9 Mo o T
TR T E e Y e w K Ewog
R T o ol Foowm AT T W o F
PR Aarxeo o x= 2T < E P "omog £
T Lo RRERFEEL dTE ¥ SE
= P =~ 2 £3 3 o T _—
A@ﬁ%mﬁ%7ﬂ4hbﬂr“fr o au%m_xﬁ.
T W S R I =
gemum.,_ﬂriowil ohomuww% oW ﬂu_ujwmﬂﬁw
,JIIL\_| J.Ar 7 = = LN -
cTigIbEzsEFF® Npx LG
FREYE  Vewtsg g rT BE o ¥
<M dﬁﬂ%ﬂ@. I = - = T EE MO oo
QMEUTMHOWUT EIOF_‘OI_,Tr %.ﬁc,# E# ‘w_lufﬂ.ho#a
® B oo L~ I L =) =T o G up
T ol T o P No = = =W T o
iz o R L e .o NH wo = = o
R = B R I BT W A4 of
R T gy S EEH Ry g PR
—_ o = T
Trw s lho Ll E oH¥T Ty dF
I T N B I B NN + N N Lo SO T
TR T EF e s B el g2EEETEOZ
MIrL \m.L_LE £ ‘71&.__10;0%L OE HMMMﬂ ‘lﬂ_ZlH.#ﬂ_W‘._flﬂ_m.Lﬂrﬂx
o o - X on X o 3O & oL ]
X o T g ko T oo o
R - R e TR PR o BF
S B G R U < B o
R g ed oo = Nz o Do = o ®
o} ogEZMﬂ.dﬁ‘Ul_/Q%OUT_ OL].Iﬂ7O€]:iHM
R B A o T A T )
G - T I O I o
S T ¥R AER® G g gy TR g DT
wEWew B o e antw o ew ™ RT
— = To X — )
,MmLWnLLﬂTAOWM:;M%HedrﬂL,%oﬁaWLm_ﬂv ﬂimﬁﬂo,&
T o R s = N - X o 9T oo o=
NN R gy OO E B o oww T E Mg oy WOROX
RO OO I ST N o - S ST Y
oo T R R s M T NS W M= ~X %= 0

3], 2002,

o33k

sofoF & Aotk

T 311, B

i

[e>

g]

13, 2005.8, pp.1101-1123.

a1
o

3

T AB4E AT, B

1.

]

RS

AATF, <
pp.191-206.



76  BAARRAT AA AT (2006 6€ 25%)

AgaiAideldnd, “Ql Aolxel aAFAHE FFE mAE adld] g AT EEAL|
EEZ FAoR» TgARsAT 13(1), 2003, pp.172-195.

Y, AEU B gl Ao 2HA FAE(-FHE) wARY, FasdT A ALs,

BRI AL QA sk Al=Ele] Hol 1A mE|e)] wA|= G, fe-Hl2y2AT Al6d
A3Z, Ale-R] =Y 283], 2005, pp.95-118.
M, B ARUEY] SAI USR] ARA SR WAE 93 THeRRSAT
13(2), 2003, pp.1-21.
bEE-ol 53], “QIEYl g3 Ae] uAZ YT FFS A= adld] #we AT FuIQIEY
£3Em RS TR THYFREAT 114), 2001, pp.136-153.
, =eAdel delM Ed9 SEo] AREA I AR wAE o
st AT A2 AsE, S 98], 200310, pp.1479-1501.
TR, vt FAA B FAANLAA|ES SA3) il TR EAT A
29 ARz, g E ] 2000, pp.70-95.
, PP E Abo|E AF = A a3} Frufolafe] x| el wdk AlEdold A
sty #1298 A3E, =7 g8hs], 2000, pp.353-376.
ORI, “EHUF-AE o] &gt AFAFETFE B4t Wt A, A, Aped As, FmTo
s3], 2001, pp.86-124.
OJAIE, “Fl]aBES o] &g HAAIAY WKLo AFEAD, [FAHEAT A3 ApS, st
4183 2001.12, pp.71-92.
ojAlE, s &FE ol gxte] FuntEe] #ek A, AIERL ASE ABE, A,

o}

N

2001.12.31, pp.275-300.

Ao FAE, LEIAY SR wAe dgadld #e A F=EAdHEIA, Al
264, 2001, pp.85-97.

H YT ARS, “AAFAE(Customer Loyalty)oll G wXE 291 Al F8a4d o
3 LISEL 29 24 g skl 411, 2001, pp.1-20.

FR3, “FHEErpolEC]] A alld #HFF A, YA, ARt ARE, dEeEd]
2002, pp.97-120.

Andreassen, T. and B. Lindestad, "Customer Loyalty and Complex Services," International Journal of Service
Industry Management, 9(1), 1998, pp.7-23.

Assael, H., "Consumer Behavior and Marketing Action," 6ed., Thomson Learning, 2001.; Harvey, L.,
"Enabling Customer Loyalty for E-Businesses," White Paper, Patricia Seybold Group, Inc., 1999.; =
WA FEE, LAY SR WA= el w3 A =g A,



wolglale] AR o] §UHI ¢ — Ao

Eld 77

i

A267, 2001, pp.85-97.

Bitnet, M.J., “Evaluation Service Encounters: The Effects of Physical Surroundings and Employee Responses,”
Journal of Marketing, 54, 1990, pp.69-82.; Oliver, R.L., "Satisfaction; A Behavioral Perspective on
the Consumer," McGraw-Hill, 1997.

Bloemae J. and K. Ruyter, "On the Relationship between Store Image, Store Satisfaction and Store Loyalty,"
European Journal of Marketing, 32(5/6), 1998, pp.499-513.

Blood, R., "How Blogging Software Reshapes the Online Community," Communications of the ACM, 47(2),
2004, pp.53-55.

Crosby, L., K. Evans, and D. Cowles, "Relationship Quality in Services Selling: An Interpersonal Influence
Perspective," Journal of Marketing, 54(July), 1990, 68-81.

Day, R. L. Dention, and J. Hickner, "Clients' Selection and Retention Criteria: Some Marketing Implications
for the Small CPA Firm," Journal of Professional Services Marketing, 3(4), 1988, pp.85-91.

Dick, A. and K. Nasu, "Customer Loyalty: Toward and Integrated Conceptual Framework," Journal of the
Academy of Marketing Science, 22(2), 1994, pp.99-113.

Fishbein, B., "A theory of Reasoned Action: Some Applications and Implications," in H. Howe and M.
Page(eds.), Nebraska Symposium on Motivation, Lincoln, NE: University of Nebraska Press, 1978,
pp.66-116.

Flavian, C., E. Matrinez and Y. Polo, "Loyalty to Grocery Stores in the Spanish Market of the 1990s,"
Journal of Retailing and Consumer Service, 8, 2001, pp.85-93.

Gerpott, T., W. Rams, and A. Schindler, "Customer Retention, Loyalty, and Satisfaction in the German
Mobile Cellular Telecommunications Market," Telecommunications Policy, 25, 2001, pp.249-269.
Gommans, M., K. Krishanan, and K. Scheffold, "From Brand Loyalty to e-Loyalty: A Conceptual

Framework," Journal of Economic and Social Research, 3(1), 2001, pp.43-58.

Jarvenpaa, Sl. L. and P. A. Todd, Consumer Relations to Electronic Shopping on the World Wide Web,
International Journal of Electronic Commerce, Vol.l, No.2, 1997, pp.59-88.

Lee, J., J. Lee, and L. Feick, "The Impact of Switching Costs on the Customer Satisfaction-Loyalty Link,"
Journal of Services Marketing, 15(1), 2001, pp.35-48.

Lee, M. and L. Cunningham, "A Cost/Benefit Approach to Understanding Service Loyalty," Journal of
Services Marketing, 15(2), 2001, pp.113-130.

Oliver, R., "Whence Consumer Loyalty," Journal of Marketing, 63, 1999, pp.33-44.

Olsina, L,, D. Godoy, G. J. Lafuente, and G. Rossi, “Specifying Quality Characteristics and Attributes for
Websites”, Paper Presented and the First ICSE Working on Web Engineering(WebE-99), Los Angeles,
USA, 1999.



78  BAAHRAT AA AT (2006 6€ 25%)

Parasuraman, A., and L. L. Berry, and V. A. Zeithaml, “SERVQUAL: A Multiple-item Scale for Measuring
Consumer Perception of Service Quality”, Journal of Retailing, Vol.64, No.1, 1988, pp.12-40.
Parasuraman, A., Zeithaml, V. A., anf Berry, L. L., “A Conceptual Model of Service Quality and its

implications for Future Research”, Journal of Marketing, Fall, 1985, pp.41-50.

Pritchard, M., M. Havitz, and D. Howard, "Analyzing the Commitment-Loyalty Ling in Service Contexts,"
Journal of the Academy of Marketing Science, 27(3), 1999, pp.333-348.

Reichheld, F. and P. Schefter, "E-loyalty: your secret weapon on the web," Harvard Business Review, 78(4),
2000, pp.105-113.

Ruyter, K., Wetzels, and J. Bloemer, "On the Relationship Between Perceived Service Quality, Service
Loyalty and Switching Costs," International Journal of Service Industry Management, 9(5), 1998,
pp.436-453.

Schultz, D., "Customer/Brand Loyalty in and Interactive Marketplace," Journal of Advertising Research, 40(3),
2000, pp.41-53.

Sirohi, N. E. Mclaughlin and D. Witting, "A Model of Consumer Perceptions and Store Loyalty Intentions
for a Supermarket Retailer," Journal of Retailing, 74(2), 1998, pp.223-245.

Smith, E., E-Loyalty, New York: Harper Collins, 2000.

Sohn, C. and D, Lee, "Trust to Build Customers' Loyalty in Internet Markets," Decision Science Institute
2002 annual Meeting Proceedings, 2002, pp.657-661.

Srinivasan, S., Anderson, and K. Ponnavolu, "Customer Loyalty in e-Commerce: an Exploration of its
Antecedents and Consequences," Journal of Retailing, 78(1), 2002, pp.41-50.

Timmers, P., “Business Models for Electronic Markets”, Electronic Markets, Vol.8, No.2, Spring, 1998,
pp-3-8.

Zhang, P., and Dran, G.M.v, "User Expectations and Rankings of Quality Factors in Different Web Site

Domains," International Journal of Electronic Commerce, 6(2), pp.9-33.



