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Abstract

The purpose of this study was to understand the effect of the characteristics of coupons purchased through
a social shopping site upon customer satisfaction and future behavior intention. Based on total 332 samples
who had bought franchise restaurant coupons and used them before, this study reviewed reliability and fitness
of the research model and verified total 4 hypotheses with AMOS and SPSS program. The hypothesized
relationships among the models were tested simultaneously by using a structure equation model(SEM). The
proposed model provided an adequate fit to the data, x?>=309.795(df=103, p<.001), CMIN/DF=3.008,
RMR=.103, GFI=.912, NFI=.927, CFI=.950, RMSEA=.074. The result showed that the coupon proneness(3
=.645) and price sensitivity(3=-.315) had a significant influence on restaurant satisfaction(p<.001) and only
coupon proneness(3=1.040) had a significant influence on coupon satisfaction(p<.001). Also, restaurant
satisfaction had a positive significant influence on restaurant customers' revisit intention(8=.603, p<.001) and
coupon users' repurchase intention(8=.335, p<.001). Furthermore, coupon satisfaction had a positive significant
influence on coupon repurchase intention(8=.353, p<.001) but had a negative significant influence on
restaurant revisit intention(3=-.263, p<.001). Limitations and future research directions were also discussed.
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1. ZAICHAIAIC| BIROI EM
ZAL t7gAke] AubAQl 542 <Table 1>
gow, F 33279 SR FolA FAF 1187
(35.5%), A} 21478(64.5%)°1 3L, AFERE
204 \IRE 37(0.9%), 20~29A41 2307H(69.3%),
30~3941 9178(27.4%), 4041 ©17F 8%8(2.4%) 5|

o Feloh=® ARHAT, Aol Al FUE Fol  REES Hole Aow AL, ALz
FEAS SHE AL oEslo] oS =9nh F R Al 18] AR o2 39 Y o4t
FX o= SPSS(version 16.0)9F AMOS(version ¢ H|Fro] 27.4%% 7} ©ikth
7.0) 2135 o] 83t
<Table 1> Demographic characteristics of the sample
Characteristic N(332) %(100) Characteristic N(332) %(100)
Male 118 35.5 More than 8 times 2 0.6
Gender .
Female 214 64.5 4~8 times 17 5.1
Frequency of .
~20 3 0.9 Visits 2~4 times 24 7.2
Age(yr) 20~29 230 69.3 h 1~2 times 121 36.4
ger 30~39 91 274 (per month) 0.5~1 times 120 36.1
40~ 8 24 Less than 0.5 times 48 14.5
Student 140 422 1~1.9 14 42
Company worker 140 422 Expense 2~2.9 75 22.6
Job Public official 12 3.6 (10 O(I))O ) 3~3.9 91 27.4
Business 3 0.7 oL won 4-49 86 25.9
Etc 37 11.1 More than 5 66 19.9
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2. ZHE=0| dIZIM BN 2M o] &3t = AR HHH o] FE ol §

Tuigh FE &4 A Zel| ek S =T A o® WHsglon, ol 2 I F 44 I
B Eet AFeE A EY] g8 &4 aQld  (Pl4)oR FES Fuetal o] &8 wf A&k 7t
S AAESITE 7 AFedAe FAEEAS A dib] 7R3 #Ee] TR o
Eote] 24339 VarimaxH S AHESIL,  WHESTh HAER s 1-3) 2 FE ) T
29l FEHA e JoM e FholA S ALst E(es 1~3)9F FFAFAEEZN HAEG AT
o] Eigen valuezke] 1.0HT}F 2 29lo] thall 891  o%(mri 1~3)¢ FF A7 9 =(cri 1~3) ]
g} stk AR v 35 SAAARS 2084 S S0 A3 KMO%2} Bartlett
Holz W /0E AASIaL, A & F&e] 21 glo] Ugkth 8918 23 o 2aEw =, ‘#
S E(KMO)A S, Bartlett] 784 A% A3 = Z w2 grgg AR w <FE 2|
T AT FEo] aRIEAE s A3t = F a7l eRle® mEEon FAHY
3 Ao g ATt Q1B Aw 2 o7le] & HL 78396%= LEFETH<Table 2,3>).
o] =EHen FAHEEE L 70.468%31 Tt 1A QA Ad x>=521.639(p<.001),
29 12 & 4l FEC14)e2 73t FES  CMIN/DF=3.365, RMR=.099, GFI=.872, NFI=.875,

{Table 2> Exploratory factor analysis of the independent variables

Variables Communalities iy loailo Elgen. value
Factor 1 Factor 2 (Variance)

Cl1 613 752

Coupon Proneness 2 197 882 3.808
C3 .681 818 (47.598)
C4 .599 766
P1 707 827

Price Sensitivity P2 777 881 1.830

P3 .619 710 (22.870)
P4 .844 907

KMO=0.821 , x>=1327.230 (df=28, p<0.001)

* Total Cumulative: 70.468%

<Table 3> Exploratory factor analysis of the dependent variables

Variabl C it Factor loading Eigen value
AHADIES OMMUNAHES  pactor 1 Factor 2 Factor 3 Factor 4  (Variance)
Restaurant Satisfacti rs; ‘223 .zzz 4754
estaurant Satisfaction  rs. . .
153 776 816 (39:616)
. . csl 835 .852 2397
Coupon Satisfaction cs2 173 .837 19.972
cs3 793 .840 (19.972)
rril .835 .897
Rest 1 ! 1.252
e; aur.a.nt ICus 9mers i ‘00 303 b 4534
evisit Intention i3 7 276 (10.434)
Coupon Users' Repurchase cr12 22? ggg 1.005
. cri . .
Intention o3 641 798 8.374)

KMO=0.825 , x*>=2266.879 (df=66, p<0.001)

* Total Cumulative: 78.396%
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CFI=.908, RMSEA=.085 ‘5 2. & ZA=] o] H] w7
223 g 21 A o' YESITH<Table 4>).

3. 01 &S

1 A A% B oR T BY
& Abgsiglon, 2] ol mYe AP A5E

X?=548.240(p<.001), CMIN/DF=3.583, RMR=.208,
GFI=.867, NFI=.869, CFI=.901, RMSEA=.088 &
YERTE EA2 3 2ol thg p-value® 0.001=
FAACE FolsHA UEstov 2 Ao &
A7) 332700 BE FE 7] B =Y Ao
Wzt Bkgshe e Holw Patvte® A
ot vtk A5k 3 S|

stich whebs] Ho Ak B g Qe ¢

Ag o] u]-}_];.__g}_

o2k

T }o gl v 4 101
(df=103, p<.001), CMIN/DF=3.008, RMR=.103,
GFI=912, NFI=.927, CFI=.950, RMSEA=074%
=EHfeH, A RYds gl ASHE
7 A4+ Figure 2 2 Table 59} ZTH<Fig. 2>,
<Table 5>).

X2 B 2

4
2 Aol g FEe] FEo| 847 7

n] 9% 5 g% Peozol nx= A7 &3
g F7Hem nEstazt 84%len, AMOS out-
putel] AAE= BE2AFY g o8 2 &3
AS3ATE olo tdt AT <Table 67} 2
AT A, g FE9 o] 8 7RG
o FE EAL d2EH AT =t F
Al o & B A7 A1 d gk nlX]
Aoz Jehgtt 1 2ake] 7 ==
o] FE AFul o] %o n|x]= J3Fo] 0.583

ox fr e oox Lo

{Table 4> Confirmatory factor analysis and reliability analysis

Variables Estimate  Standardized Estimate C.R. Cronbach's a CCR AVE
C1 1.010 721 1142277
2 1.108 877 13.169
Coupon Proneness - 1023 753 11.846™" 0.837 0.759 0.576
C4 1.000 669 -
Pl 927 782 17484
. L P2 898 810 18.466
Price Sensitivity P 762 633 14.288° 0.871 0.759 0.642
P4 1.000 914 -
sl 1.116 885 17.444™"
Restaurant
o 1s2 1.149 901 17.716 0.890 0.834 0.733
Satisfaction 3 1,000 779 )
csl 982 882 18.750"
Coupon Satisfaction cs2 832 753 15399 0.866 0.833 0.686
cs3 1.000 844 -
Restaurant il 956 894 19452
Customers' Revisit r1i2 873 782 16.804™" 0.886 0.807 0.723
Intention i3 1.000 871 -
Coupon Users'  cri 1.789 867 8.197"
Repurchase a2 1.401 734 7995 0.743 0.718 0.510
Intention cri3 1.000 481 -

X*=521.639(p=.000), RMR=.099, GFI=.872, AGFI=.827, NFI=.875, CFI=.908, RMSEA=.085

#5p<(0,001
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Coupon " BA5(8 108 Restaurant B3 (7477 Re};‘taurﬂnt
: ) " . evisit
Proneness ; Satisfaction Intention
B J.040"(7.422) _ —
Price ; Y Coupon g
o i : Repurchase
Sensitivity i .DB1'={1.220) Satisfaction 353 (56D

Intention

<Fig. 2> A final model for coupon features, satisfaction and future behavior intention
( ) CR

{Table 5> Results of the structure equation model

Hypothesized Relationship Estimate Stand,ardlzed CR. Result
Estimate

H1 Coupon Proneness—Restaurant Satisfaction (+) 1.170 .645 8.108" accepted
H2 Price Sensitivity—Restaurant Satisfaction (-) -.297 =315 2687 accepted
H3 Coupon Proneness—Coupon Satisfaction (+) 1.552 1.040 7422 accepted
H4 Price Sensitivity—Coupon Satisfaction (+) .048 .061 1220  rejected
H5 Restaurant Satisfaction—Restaurant Customers' Revisit Intention (+) .609 .603 7477 accepted
H6 Coupon Satisfaction—Restaurant Customers' Revisit Intention (-) -.323 -.263 3303 accepted
H7 Restaurant Satisfaction—Coupon Users' Repurchase Intention (+) 304 335 4927 accepted
H8 Coupon Satisfaction—>Coupon Users' Repurchase Intention (+) 388 353 5052 accepted

X*=309.795(df=103, p<.001), CMIN/DF=3.008, RMR=.103, GFI=.912, ANFI=927, CFI=.950, RMSEA=.074

"'p<0.001

= 7bg 2 0 59E JHE Ao e v.2 =2

A Qe Aol bl awd ARE o wo

YRR AR R BUE FE o & {00 2D Y £9)

AT, ¥ A7E Fa Polg 2EY olg 57189
2 B2dhn, FE 0§ 571293} 10| 9

{Table 6> Direct & Indirect effects among the factors

Coupon Price Restaurant Coupon

Proneness Sensitivity Satisfaction Satisfaction
Restaurant Satisfaction .645 -315 - -
Coupon Satisfaction 1.040 .061 - -
Restaurant Customers' Revisit Intention (.115) (--206) .603 -.263
Coupon Users' Repurchase Intention (.583) (-.084) 335 353

Note: (Parentheses) = Indirect Effect; “-” means “not the path”.
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