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Abstract

There has been increased interest in revealing how well-being and selection attribute affect customer
satisfaction and customer loyalty. Recently, there are growing needs to pursue health and better life,
and this study has proposed to explore the relations between well-being and selection attribute and
customer satisfaction and customer loyalty. The results are as follows. First, well-being significantly
affected customer satisfaction and customer loyalty, showing that well-being was an important variable
for improving customer satisfaction and loyalty for Korean traditional pastry. Second, selection attribute
had significant influence on customer satisfaction, but not customer loyalty, which are supposed to
confuse the minds of customers who select traditional pastry. In this respect, it is concluded that
customer satisfaction and loyalty were made according to the customer needs to be more healthier and
pursue better life based on the colors and tastes of Korean traditional pastry.
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{Table 1> Korean traditional food market and official support

(Hundred millions, %)

Food Total(A) Official support(B) Ratio(B/A)
Rice cake 1,443 13 0.9
Traditional pastry 1,677 296 43.8
Bean food 3,128 188 6.0
Jelly food 307 89 29.0
Kimchi 6,643 1,338 20.1
Pickles 1,728 703 40.7
Oils 1,190 71 5.9
Paste and sauce 7,204 726 10.1
Tea foods 3,843 627 16.3
Drinks 407 22 53
Liquor 6,137 437 7.1

Source: Kim et al.(2006), Consumer Evaluation and Market Revitalization Strategy for Korean Traditional Foods, Korean

Rural Economy Institute.
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<Fig. 1> Research model of well being and selection attribute.

{Table 2> Questionnaire design

Variables Classification

Reference

Well-being trends

Awareness, function for well-being of traditional pastry Soonhee Choi(2006)

Selection attribute ~ Nutrition value, functionality, taste

Soonhee Choi et al.(2006),
Yonhbum Cho et al.(2006)

Satisfaction Satisfaction, taste, trust

Oliver(1981), Sanghyun Kim & Sanghyun
Oh(2002), YooJae Lee(2000)

Dick and Basu(2004), Kunhan Park,

Loyalty Recommendation, loyalty, repurchase intention Hunjin Park, Jinwoo Joung(2008), Yong-
bum Cho et al.(2008)
D hi
emogap e Age, education, job, income -
categories
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{Table 3> General characteristics

Sz g3)x] Al 1538 Al 33(2009)

of the subject

Variables Name No. %
Male 45 254
Gender
Female 132 74.6
Below 100 32 18.1
Income 101~200 39 22.0
(millions)  201~400 47 26.6
Over 400 59 333
20~30 28 15.8
31~40 21 11.9
Age
~50 76 429
Over 51 52 29.4
High school 88 49.7
Education  College 68 38.4
University 21 11.9
. Single 40 22.6
Marriage .
Married 137 77.4
Below 1 year 20 11.3
1~5 years 31 17.5
Career
6~10 years 29 16.4
Over 10 year 97 54.8
Housewife 74 41.8
Student 18 10.2
Manufacturer 5 2.8
Job Salesman 28 15.8
Public officer 7 4.0
Professional 19 10.7
Others 26 14.7

{Table 4> Reliability test for the variables
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t} AFA HFe] A= (Table 49 YEPE A
AE 0.6 o]Fo 2 Ve IS wigl Eo R
YERSTE

e old S83taat sk dolu S4S
Al SAFA=7HE HERA
=, Jidelv A48 FA35H] flste] JiEs
=4 =77 TS AL = sk A
3l BAlol Hrislee EAE A SYsh=
LAloltk 738 A(1999) s ukgzgh 2%l
AAA At 7S AT TR we th2
U, dubFel Ha 7)FES felFo] 0.300]H,
frejarEel 0.500] HE 739 8219 34 Al
m-¢- F a3 Yu]E 7HAA Fokar &k a9l
B8 53 94 71X= 0.809, 75 1?7}080
gt 402 QRlstE
), gt 7o) 0.761, 7]% uk=0] (.760, ﬁﬁb}

Variables Mean SD Correlation Coefficient Cronbach's «
Well-being ~ Well-being awareness 3.59 1.068 0.486 0.472 0742
trends Function 325 1.016 0.404 0.283 ’
Nutrition value 3.57 1.090 0.413 0.270
Selecti
CON Functionality 3.40 0.995 0.604 0.545 0.848
attribute
Taste 321 1.020 0.560 0.495
Satisfaction with function 3.20 0.961 0.675 0.532
Satisfaction  Satisfaction with taste 3.29 0.942 0.670 0.541 0.808
Trust 3.19 1.080 0.675 0.539
Recommendation 3.30 1.130 0.623 0.551
Loyalty . . 0.720
Repurchase intention 295 1.070 0.582 0.492
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{Table 5> Factor analysis for the variables
Variables Selection Satisfaction Well-being Loyalty
Nutrition value 0.809
Function 0.805
Taste 0.643
Satisfaction with taste 0.761
Satisfaction with function 0.760
Trust 0.757
Well-being 0.841
Functuality 0.793
Repurchase intention 0.893
Recommendation 0.888
Eigen value 3.820 1.970 1.640 1.030
Percent(%) 34.20 15.110 9.710 3.200
07572 HHow astHdtt 3k 4 A Ebon, 3 FFEFeke] i Ha Ve
0] 0.841, 7I554°] 0.7930.2 AX FF= 82 0.6 oFo®E YEh FREEEAES ASEHUTH
slElom, Al o= 0.893, 3 9|=7}0.888  THA/NERE WEHENSAH HEE I8t dEaA
2 g Ueht FAke] 746%S AW S 1% Ao oAl 4Bt 1.00] £
gog 71Aa 3lo] (Table 59} o] Ueh} 8 ] edol 7A/NE STl ddetgAo] g
e Aow FAHH T HATA & F vk 28 AT E 7435
223 1Ee AR He Z9FE) Ois]) AMOS 31 e FETFAAY HA FHE =E3] A
4,0 Z21YWL o] &) (Table 6)¢] 1A 22l A= 2 HGrlslr] Y3t 7152 2 GFI(Goodness

F-X(CFA: confirmatory factor analysis)S 53l
FHEIGA AFS AT A5 EY BE

AEEN iR EF ol FUF Ao v}

{Table 6> Confirmatory analysis for the variables

of Fit Index; >0.90°] H}gH4)), AGFI(Adjusted
Goodness of Fit Index >0.90¢] w}&3]), RMR
(Root Mean Square Residual; 0.50 Rt} 245

Variables Measure Coefficient t value Creditability AVE
) Well-being awareness 0.87 15.24

Well-being trends o 0.94 0.90
Functionality 0.79 10.19
Nutrition value 0.92 11.89

Selection attribute Functionality 0.89 10.24 0.92 0.90
Taste 0.84 9.04
Satisfaction with function 0.92 12.31

Satisfaction Satisfaction with taste 0.88 10.78 0.90 0.88
Trust 0.87 10.04
Recommendation 0.91 12.11

Loyalty ) ) 0.92 0.90
Repurchase intention 0.84 10.62

Test 17°=196.8, df=68, RMR=0.05, GFI=0.91, AGFI=0.89, CFI=0.90, NFI=0.93
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HheH4]), NFI(Normed Fit Index; >0.90°] whd AR o3 A=z Fof AFdte] +
Z)), CFI(Comparative Fit Index >0.90°] B}&-32]), v fo] AW F3 ko Me] Z=Aof] JIS
So oSkt gl 8l B4 AEA 4 Faglen, A9 42 17 S S v
Fe DUJATE 087, 7140l 0797 B4 Au, 1A ofsolle IS PIXA ek
ZE(AVE)°] 09002 YEhal glom, Ad & 23AE 7L o= As & 5 0t
e A% 7HA7E 092, 715 F771 0.89, Bl
0.848 HA5Z3ko] 090202 Yehytr). =3k a1 V. et 3 ZE
A NEL 7 o] 0.92, Bt wH=Ro] 0.88, A
|7} 0.872 AFE4k0] 0.88=2 Yehtal, aA  AFE T3 M A AGS WEshs ¢
e FH It 091, A7l 4=t 084  FAo] HAFdtate] e LR - AT} A=
B BEEe] 09008 23k @910 g 91y HAo] a7 vk} 317 of 3] ofd JFE
= A5 & F AdH v A=A e 7] fla] A7skdk 2008 11
€ 2097 20089 12¢ 297HA] FAF 54 &
4. 7H A EUSAEE o] 83k WESY 2T 54 7
AFFoY WY 7 G WEo] A=A S sk BBAS WIOE F 3000 )
F 0.18, 5ol 3.422 (Table 73 o] f2gk  Fste o] 7hed] F-g7olu ol 25771 9
BAEAE<00)E HEA G nNE Qo & ARAS A 1779 FE BRS 4
2 ehta glol, 4 1 Ak w3 A sk R4S
) S o) ARAS 0.14, gh] 2922 F WY FT AP Ae £4o] A W} 1
% BEAE<00DE wo] JFS PNE Ao A oEwe JF WS Avnw, 4 F7 4
2 uehta glo] 7bd 2= AuEgiey Y 2 Fe A4 230 aQRAe 56 9 s
T Aol 1A fsme] GBS VAT Y Hom astsle] Ui gom, A 4
3 ARAF 062 o] SA8E U1 )T A & GY IHA, Vs S4, Bo s FesEe A
FAE<00DE Holm o] GFL M AL L AW & ANtk 14 WEL g U, ]
& 5 Qglon), Y S4o] 1A smels F  FA U, AE TREW glom, 14 ofEw
A5 005, @to] 0922 @ A=AS WA & AT O, EE, 3w TREc
Raha glol, GFL MNA R A ¢ 5+ olHUF Jadn Aracle) WS TR
Sk, A ES wA o) BEe)] ARAF 097, AL Bl Avnu, 4 F7 AR 2
7ol 8192 vl o3 BAS TR = AS & ol disl ARATTE0.18, 18ke] 3422 o3
AT ATk 7H 4T AISL BE 7ol F WAE AE o= tehda Qov, A
{Table 7> Hypotheses test
Path coefficient Path Coefficient t value
Well-being( & 1)—Satisfaction( 7 2) 711 0.18 3.42%*
Well-being( & 1)—Loyalty(72) 731 0.62 5.48%*
Selection attribute( & 2)— Satisfaction( 7 1) 721 0.14 2.92%
Selection attribute( & 2)— Loyalty( 7 2) 712 0.05 0.92
Satisfaction( 7 1)— Loyalty( 72) 722 0.97 8.19%*

#p<0.01, 2(68)=196.8, p=0.000, GFI=0.91, AGFI=0.89, RMR=0.05, NFI=0.93, CFI=0.90
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