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—1 Abstract |

The information service management models developed thus far have put their
focuses mostly on technical dimensions of information systems (IS), finding their
rationale from the goods-dominant logic (GDL) that IS as goods has value in itself.
Information systems, however, is nothing more than a mechanism by which value is
delivered to the users. According to the service-dominant logic (SDL), value is created
and determined not at the time serve is made by the providers but at the time it is
consumed by the users. The users therefore should be regarded as active value
creators not as passive consumers of the value delivered by the providers.

Based on the service-dominant logic, DISQM (Dynamic Information Service
Quality Model) is developed. DISQM’s backbone is designed in causal loop diagrams
referring to and reinterpreting in systems thinking the ‘Parasuraman, Zeithaml &
Berry’s GAP Model’ and ‘SERVQUAL’ as an operational tool for the GAP Model, and
the main IS success constructs are mapped onto the model exploiting the ‘DelLone &
MacLean’s IS Success Model. With VENSIM simulation software, this paper also
shows how DISQM works in computer-simulation settings. After confirming DISQM’s
validity with the base simulation run, two scenarios are developed for the exemplary
purpose and tested in terms of IS quality, service quality, and net benefits from the
service for the public information service. Implications from the simulation runs are

also discussed.
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2. MHIA B Z2| 2Y: GAP 2Y

A= B8] GEA g o 2A9] -3 A SKintangible products) A4S A
Z HA9 T i, S ‘producing & resourcing’ 0.2 B} A HSITE 1S
B2} (operand resource)| Al 71X o] 5E4 25l (operant resource)Z 3l
ef, Aujs 4 el FEAstRA Y A S WA oy Al FEE)
(service life cycle) ZRtell A Sej2] e ow upyjojop gtk

PZB(1985)= AlH]2x ¥He] mdle] 7dA B9l GAPRES Hx & whEoluijlth 1 &
A= o]-§Ake] A Zto| ofal] AR Y= Mu| 2 FEL ok [21H 2] Aik(Area A)olA B
© Hkgk Zo] VlEAeR AR|A FEQ: Quality)> e AH|Zo] Tk 7] oiE:
Expectation) 9} 72 §3F A ZHP: Perception)?] #}o]& AH(Q = E-P)HU= HAE W
AL oy el 7ol A 2be] zfo]E PZBE ‘Service Gap(Gap 5)ole} A8 A,
o] Gap AlFA FH(Area B)] U] 7HA] Gapell 23] d&S Dt WAE UM
Atk

¢ Needs Gap> L74€] 7|T(E: expectation) 9} Alg2ke] a7 7]ehol] g I2)(A:
Awareness) AFo]9] IF5(Gap 1)E B3, Service Gaps FiEets AldHlow 7MY T
Gap©|t}. Design Gap> A& 117 7])dfo]l gt QIAI(A: Awareness)Z} Al 3% = A0~
o] AFSFHAS: Specification) A}o]e] 7FHHGap 2)S W31, Delivery Gap A 353 AJH]
229 AFSTYAIS: Specification) @} A A &, AFEE AH|22 AR Reality) Alo]9] ZH
(Gap 3)& Wetth. 2O = Marketing Gap> AA| T AU~ AR Realiy) 7} 0] 2] 4
o5 uAA FHE= A} FEHC: Communication) AFe]9] {F(Gap 4)& E3ith

ol o] Aula AFA G itel] EAlet= Ul 7HA Gapdl WE-S Foksd (&
2y9} 2t} 12y PZBY] Gap REL wlx] DM REle] A9 mde] 1A 7k <y}
WAE St e Bdol= Ndaeae] Faba duErt AlAEo] 9ls W Eekg Qlakat
Alst o] 4w Al(contextual specifications)i= G o] 1A etk o]Zlo] FHEA] F= F

Gapmle Aulz o] AYE)E Ao A9E 9B 59

pud

(o
il
rlr
ot
ofo
i)
&
32
i of.
bl
{12

A4 gYudn A BT, 2010)



S HeAdlA X po| 2 131
A— T | el L= HHAH Area A
JITEE TEL TS L ) I\
1, B24(Access) =
2, 284 (Communication) o 7| el Au| A
3, 3 24(Competenc) My|2 &3
i ool Baricn sl
(Service Gap)
o | oA "t iz -
:Eﬂﬁm ‘\ | Gapd 3;12-Q£=$er\‘keQualjt)'
16'!'0?"?;[‘:“] (Marke‘lmg ﬂ P= l’er(’eptiu_n
A derstanding) Gap 1 MH|A B2 alk gl'lﬁl'lﬂgl# E =Expectation
S ——— _ | g0l
H3x (NeedsGap) Gap3 § AreaB
[Deliverysa%gx} olx|g|
| =M
Gap 2 I
(Design Gap) 27|49
| ZER x|
(12l 2] PZBe| GAPEE THAE
(E 2> MElA HEX 5ol 474%] Gap
=(Gap) He|(A) 72 U2
C(g) 12o] Au| s RS ol @A
L e | A DS AT SR R B ool REoR Wy
1 Neels G|y Apelsl 6| -Gl AgEAR 03 A Alsle) o4
It G Gop1 = E-A  |A% 37, 2474% 248 50 249 134
Z0), nAzte) Wi 5
L (9 A Sleel HS] A Au) s E
o AZA QAW AW A BES AgsT A AP S AREe
O o | A Als) 0 | FARANE 5 $Eem e
(AT e Gap 2 = A-S S A BES Aeka Al AT
4e w23
Aol A= Al ZTANAS] Bl a it 2]
o Aoz AGAGSE Aoz |Sol Abe] AFE A3 A1F 2 FAe 2
Gp e DAy S| sy Aele) 2% | ol
A BEA
(7% %S G Gip3=s-R|-GI RA 48, 44 49 Al g
Held Anad =
L (9] vltle] Fueh Alek AR MR
N Aplz AA®S dad (G4 Tk o 2 olo] tjg Al AFAe
Gop 0 Varke® S| opap) dolel 25 |9u ¥Eem W
\=}
GHFACIA Gop) G4 =R-C |+ A4 Ahn 2ANE FHe 2
o] k3t o3




132 "st= AIARICIO[LRIA o5t M123 M4= 2011. 12

3. Mi|& E& &3 24 SERVQUAL =Y

SERVQUALS u}2 oA =28t GAPE.Eo| 7| %3 8 =249 Mul~ 4
74 Rdo]tk(Parasuraman et al., 1988). Aa7HA HHAIE Lokl o] Mu| 2~ F4 B 1=
= 7] 5 SERVQUALY| 7] Z3tal it} sl & #Felo] ofyt}l. SERVQUALS AH| A &
Aol gk ‘thaHE 54 =K multi-item scale)’ =4 <7]th-<Q14] EUX] AR o] EfjE
T otk BEskE AZAAE Sote] Mu|aFdS BUeo R AZAAY] A
AL (7 A AEES gRE o dvke S T e AoE WE XA
2& SHelA SERVQUALYY| A&l ek =Ao] Al&E ok
A FA3 1 wke] ol st FAo|th SERVQUALS 7Aoo = A
H] 2 %é(Q)ﬂ} A WHEKS) Abeloll A(+)e] FHAAQ — 97F Ue= AAR L YA
1 Az o M FAI S MEEA] A(H)E] ARIAE 2t AS o e Fe] 9
A geolH
UH_,ELoﬂ 01}\]7@0]
A 7o £3]a W] wjitoleh=
|2 S T KL R S OS] - Qr FTHL
Bitner(1990)¢} Bolton * Drew(1991a, 1991b)E gk Aol A 9] An|2 F4o gk A
ol H Aol o] AMujx F-o] gk 1] FHE X Ziresidual perception)¥} A Al
0]-& YH(customer satisfaction)”} 5314 02 2-83lo] AA et T}
=4, Ml 54, A 9=, QAR A] Abel o] AEtA7E REsithe=
olu] =3k npe} 7L°l TR} S *13 TEYE 7401 ks Aiﬂl ié(Q)TJr

r2otlo U{L 1o, v

> A

X

offt
>,

(Oliver 1980). AH]~ =

of T4 detel wt

)

>>L >i
o o

fass
=

N

1o

1]

d

o

o]

RS

pal

R

A

N
@
>~
>
o,
o
e
o>
o
fol
&
[
é‘:
)
)
N
N
I
B
_?L
L
]
5
3
5
0
9
i
i_,
\(
z
lo,
B
>~
>
b
o,
>
(e
e
i

4~

% 7 o 2 el ol A5 3 awfﬂ fe] ehlet E 43t 2l el
sago2 AAE = FHAY Aol &3tk SERVQUALS| 7]3 7F4 3} Oliver®] 71
£ QA %(Casual Diagram)z ]’ ]% Hlashd [19 3(@)]9F 3Fo] SERVQUALL- 1l

o] 7ItHE)SF A1 ZkP) 2fol = Iz](Q)O] A4EH, A7 48 W) I &
© Aol e AAITe] 7] Zxskal itk WM Oliver®] Adl= [18 3(b)]SF 2ol
$407 e, T2 AT el4e 289 =g 2 49 42 A
=

JPN

o] 4



SEY YEAH|A~ 2 22| 22 133

Expectation(E) Fxpectation (E)
\Quahty(Q)—l-Saﬁsﬁcﬁon(S) \Aleity(Q) » Satistiction (S)
/"
Perception(P) 4 Perception (P)
Use(U)
(@ PZBS| A3| - &4 Ala (b) Oliver®] Al - =1 Az

(38 3] FE-CE-TAE 2ol 5 7K sl

AR 2 4 2P pZBO] GAPR | Q74 WAS Rabsle] 1 9]¢ DMK
do] Azl JFeass ¢S Aow & 5 Stk ok [1d 4]94 AIA &= A
34 wkag S 9 PZBY GAPREOA Aulx AFHA] WAlE UE Needs
Gap, Design Gap, Delivery Gap, Marketing Gap 5 47] Gap AFe]9] 9|rn]& HAE <A3}A]

Quality
@,
Pru UIIUﬂ s s 1S Degign Spec. Provider's
A areness
GAP“ : cAP2

™~ GAP3
| !: (Dellevery [Dg gn
QGPI1

g6GP2 DGEF: ! .DGPE

'\\ PZB GAP 2 22| QlaX| =

(23 4] DISQM elzt =&



134 Tst= AIARICIO[LRIA o5t M123 M4= 2011. 12

T2 Yl 2o, 1 9o FEALHS] F4-7174 AR S ddele BREFAN A~
g 4 5 7 719 82xconstruc)E | (mapping) ¢ 20|t}

Needs Gap- ©]-82+2] 7] th(Expectation) ¢} A& 2FS] Q14 (Awareness) Alo]€] zfo] & A

= Z0E, o] Gapo| AA YIS AlFA] A (Awareness)©] 7315 o] GapE ol
B AlZ7F dojdtkBl).

Design Gapo A|-4}2] 91 2(Awareness) 0.2 AR E = ARA| 28 AAwA o] 8w
(Desired Design Spec.) 24| JHA| 28 HAAHA|(IS Design Spec.) Ape]e] xfo]= H-AYy]
Aoz, o] Gapo] A UebdsE FHA 2T HAAIS Design Spec)E 7418t Gaps =
olgl= A7t dojdthB2).

Delivery Gap< AA] AHA| 28] HAHAUIS Design Spec)Z AAEE HHA|2E F
Ao] 8F(Desired 1S Quality)?} 2A| FHE HHA|Z~E FZ(Information Quality 2}
Systems Quality) Ato]9] Aol WA= Z o7, o Gapo| A YEPEFTSH HHA|AE
3 H(Information Quality®} Systems Quality)S 7§4131] GapS Zo|e= A7t dojudt}
(B3-1, B3-2). o714 3+ 714 38 2& PZB GAPR o)A Delivery Gape 9 Z}<lo]
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IV. Al&l BEI(SFD: Stock Flow Diagram)
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1) PZB GAP 229 7|8 Fx9} 354
AR 2 Al Ao £2)35}= Needs Gap, Design Gap, Delivery Gap, Marketing Gap

2 ol [2¥ 7]3 22 T8 FE(Balancing Loop)d] T35 #AJs}
237} A 24

54

I GapEL FEHo

9)t}. A PZB GAPR Y-S GAP1HE| GAP4A7}A| 47019 o83t w3+

al Sx

sk dle] dATxR dME 5 ol

P QOutput (V)

Net Increase
Output (N)

T w

@)
Input X0 GAP X -Y)
—

[H

[O8 7] GAP 29| 7Y B= 71X
Needs Gap, Design Gap, Delivery Gap, Marketing Gap 5 47] Gap2] =7]+= Outpur(Y)
9} Z+e 423 WM (Level Variable)®= Uwtald 4= Qlt} ojuf] A|A to| 4] FFHSF Y 7+
= T (DI 2ol YO 271 ghol AR ekl o] @Azt 3 skamne] doz ARt
Hr) o]7]4 M3E W(Rate Variable) N& GAPKX - V)2 (350l wh yehis A

2 AZAe) Al ojn g,

t
YV, = 17700 T O 1)
(0) /0( )+ Yio)
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oluf AJA toll 4 N ZhS GAP1H-E GAP4AZIA| - &4 o2 v} 42 3)S 8353t

1 1
N(t):_@GAP(Qt)"FgGAP(t) ........................................................................ (3)
o] 7)ol AEH 7S A2l Abare] A& (Archetype) F el E3E O] FEFH(Drifting

Goal)* & il ‘3}‘31"/}. 5 @A oVdER) Alole] ko] dAFE ol 2=

o% FEsE AAIATL FoA AT AAFEE doldW BaEE wFel A
27k 45N Bdel ol o 27 2§l wol Awee A ot Qud
e T s R Aol B AR AN o] Zojui AL Selg
9] Wl (17 81 2ol ABelold LN BEE 15 ge] RS 1
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1 N
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(32! 8] GAP sl =2dof| cHst 7+A

AR el Ae] GAPS] A7) 4 (st o] Sl AelN BEAE Xo AUSE ¥
o Aoz H@Y 5 9
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o2 4 ()l Hddete] 54 @F GAPe] WgE FA o2 whre] EHW 74 )

1
Y= Yu-nt H— 21 X~ y(t))2}+{§ . (X, — Y(”)HJF Yoy )

PZB GAPRE. 2] UERY 31 471 GAP Fo)A] Delivery Gap(GAP3)] 729+ A
W A="FEE e o]2= A Higk V]2 ARE ARRANE S3 EEdt
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ARl o]ZE AJIZF XS SMOOTH3 0.2 F &3tk o] ARE AT} A|2eEZ o
21 7)Mol GAPl(Provider’s Awareness)o|A] GAP2(IS Design Spec), —12]il GAP3(IS
Quality Improvement)ol] ©]Z7|7}4] Z}zb A|7F A o] ZA)HAwE 7 GAPol| U

Qg 2AR=E 27k Q7] Wil BRAAHED A o2 AA A7k
of A&ttt v 4 O A2 o 2F¢8] SMOOTHe thet 4224)5 &3 o]
TKSterman, 2000).
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Output= SMOOTH,(N, D) s ©6)
Output = Y|,

t
Yo = /0 (Niy)+ Yio)
Yipy=X

N = {(X_ Y,y)/ (D/n) fort=1
o= (Y(tfl)i Y(z))/(D/n) forte (2,...,77,)

Aol Ml 2ZAAE 392 (Logistic
Regression Function)e A|{HA|1E REIS 4=24] (6)ol #|$H5}STh
eXp[]+ Z (Vn X I/’ncoef)]
n=1
y= s 7
1+exp[/+ Y, (V, x Vcoer )]
n=1
I=y&dH
V,=9FAx

A (DA GAP39] A9 AR Vad HHEIAINQ) SN}, HAAAAEEA
(CQ S/N7F 1l aFH™, A B BT AG(Va Coefficient) o} yHHL 3| 7]E4ES 3

=Ed ge omgth
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@3} 7|®) Aol A gow w5 vk o] 8Ahe] AZHPe AuAel A A
§ FAsQ¥ o4 o)®), 1)L o] &4 JtE) AFAe] ZREMPRI o] &E )
B FHTEE 27 w@S

t
Service Quallty(f) = / (P(f) — E(f) )+ Service Quahty<0) ................................. (8)
0

Py = 15Qu) + By)
By = PRy + By

F4o] 17 WHEXSTU: Satisfaction from Use)®l J3S W],
=8 AH| 2 o] &FF(USU: Information Service Use)d 3o P/l . o]ojA A
S48 AIZPEATRS: Saving), QF-FHAT: Transparency), 2HJ(P: Productivity)
S o] && el G WAL o] Al AF| WHOE HF o]FEB)S A= FE
AH] 2 o] B(ISU) S & YER = AIRPETKS: Saving), ST T8I Transparency), *J2H3
(P: Productivity) 52| ©]8&%B)2 524 (9} #o| 599 Wals ¥y, 5 AH|2 AL
o] Z¥zto]l g ool wx= WIAIZFE FBKN: Net Increase in Benefits)©] T4% #HO=Z
Uehdtl olwf N& AEx2AME 3 & 7|ZuolEE 7 Aleet A3 3]7EA 2

3] yARASUYT} B FAAFAU DS AHESHEL, 54 (10)7} o] A2 ALET} A3} A}
o] AlZF AADye] SMOOTH 342 5835t}
t
B(f) = / (N(f)>+ B(()) ............................................................................................ )
0
Ny = SMOOTH([SUZ—F ([SU(” X[Serf)’ Db) ................................................ (10)

R 3 MESTUT A2 ol §asU) 1ol AE2AL A}
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ISU,) = SMOOTH(STUi + (STU(t) > STUcoef)7 Dl) ........................................ (11)
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2. 7I= AMEd0|M A (Base Run)

o, Algdold Al 775 607id =

& AL ARA 2O dubA] RS wkedgk ot

e Time Base: Month

e Initial Time: 0

e Final Time: 60(5%)

e DT(Delta Time): 0.015625

olgff [ 10]¢] Al&Holde] A¥E AHEH HEAIAH FZAS Quality)> A
ol ‘8 AF=AS Ho|x gtk AH|2 EH(Service Quality) = Z7|ol= ok} slekalA v
‘S AGE o] FaL Qi o] Z7|el AR FHo] ZiukE 55 A koA sEtetaitt
7t A Alzro] A ashEA] ARAIZE Fdo] s wet 1 AR AR A A8 A

p AR
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A S AR 5 FERE A2 BRIUG 4ah 249 AP
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559 442
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i

V. DIz 2M (Sensitivity Analysis)

olw] At nel o] DISQME “474<] EALimit to Growth)” T-3E 7}l 9lth
etA GAPS o9A #AE 217 gt Al Al A =g ShllA] o] FofA]=
BHEA2E A2 o] 7P Fag 947 "k

olgigh Wigtoll A & uj AlEdolds T AH v £4S fla Zad Avges
AU AFA Yol #2481 Needs Gap, Design Gap, Delivery Gap, Marketing Gap
S 4719 GAPS of9A dvht wejshithel whet FEAAE FA4I o]l F9F AuH|X
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= AU 1 Gap SAE A wHe BEE 209 BT 4§ /1% AgHH
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02 I ' i
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(322 11] GAP a2 ==of ot AL
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3SR 7 WFe TS TR 7HF0] 189 o]27] 7kAE hee] AR
Z Mg o] Y& ZeEAnt 180] $ = ko] AAW 3|8 M Hip
Zol=E 7|2 HHS 2dE g2y d AW dAFFAYE L 19 S 20%) H
EE S ot

40

20

0 3] 12 18 24 30 3% 42 48 B &0
Time (Month)

"ZHE 20% &3 = = + + 22 +—3

"o 0% S = - = -

"Ha 0% S : : z

(32 12] ATH GAPoll ZA FHE ol =={o| JHEf S}

[72% 12]= BAAe] o AAE Al 7FA] F(Gap) 34 o] FRAH| 2~ At
5ol EA3}= Needs Gap, Design Gap, Delivery Gap, Marketing Gap 5 4712] GAP9|
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=4 ) 8] ARdel BE 4 0 T 4 (3), 14 o] 4% F A
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WAS AR F4S ] tido] ofyet B (Process) O K= 30
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At 2 E=PSONE:S XEI=
Ee| o ey INQI

BEo 2% HEd INQ2

HEA BEO A5 #dA INQ3
I g o R R INQ4

re| 784 7154 INQS

PAREFANAE AR 27} AFete FR FTA] AN INQI
Alz=¥ll QIE o] 9] AZHd CsQ1

Al z=E 7159 5 284 CsQ2

A 2" EA E} Alzglzke] 538 5 AAg CSQ3
Alz=El 2 gold B WA CSQ4

Alz-Ele] A RA) Bl CsQs

AMANARZANAE | AEAME 27} AFshe 7s $49 A= CsQI

ol 8T A HAMH 2] ANEA o] 847 ISU
o|gE B HAMB] 20 AR I ApA )% STU
A5 APEr] B gAY A A= NBF1

o] 8733 A7 54 P A= NBF2
Ao A gl i3k 7o) He NBF3

Cronbach’s Alpha 0.928
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{E 6y AlEallold 23 Input 2k

i Input Zk i Input 2t
INQ1 4.268 INQ2 4.689
INQ3 4.492 INQ4 4.084
INQ5 4.369 CSQ1 4.317
CSQ2 4.447 CSQ3 4.278
CSQ4 4.355 CSQ5 4.688
Saving 4.540 Transparency 4.728
Productivity 4.661 INQ Improvement Delay 9.986
CSQ Improvement Delay 14.866 Al 2~E]l A2 8% Delay 0.034
AH| 2 AR AT Alole] XA 2.307 p INQ Intercept 2.314
p INQ1 0.145 p INQ2 0.132
p INQ3 0.148 p INQ4 0.041
p INQ5S 0.066 p CSQ Intercept 2.175
p CSQ1 0.123 p CSQ2 0.132
p CSQ3 0.057 p CSQ4 0.059
p CSQ5 0.187 p Satisfaction Intercept 1.883
p Satisfaction 0.388 p Saving Intercept 3.726
p Saving 0.178 p Transparency Intercept 3.537
p Transparency 0.260 p Productivity Intercept 3.720
p Productivity 0.206
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CE 7> A28l 2H 4

o 4+ A
Benefits ( Productivity Benefits + Saving Benefits + Transparency Benefits ) / 3
CSQ INTEG ( Net Increase CSQ, 0)
Expectation Promotion + Benefits
Gapl(Needs) Expectation - Provider’s Awareness
Gap2(Design) Provider’s Awareness - IS Design Spec
Gap3(Delivery) IS Design Spec - Overall ISQ
Gap4(Marketing) Overall ISQ - Promotion
Gap5(Service) Expectation - Perception
INQ INTEG ( Net Increase INQ, 0)

IS Design Spec

INTEG ( Net Increase DS, 0)

IS Quality

Overall 1SQ * 10

Net Increase CSQ

SMOOTH3 ( MAX ( ( p Gap3 a * ( Gap3(Delivery)~2 ) ) + ( p Gap3 b *
Gap3(Delivery) ), 0 ), CSQ Improvement Delay ) * (EXP ( CSQ1 * p CSQ1 +
CSQ2 * p CSQ2 + CSQ3 * p CSQ3 + CSQ4 * p CSQ4 + CSQ5 * p CSQ5
+ p CSQ Intercept ) / (1 + EXP ( CSQ1 * p CSQ1 + CSQ2 * p CSQ2 +
CSQ3 * p CSQ3 + CSQ4 * p CSQ4 + CSQ5 * p CSQ5 + p CSQ Intercept
)))

Net Increase DS

MAX ( ( p Gap2 a * ( Gap2(Design)~2 ) ) + ( p Gap2 b * Gap2(Design) ),
0)

Net Increase in

Productivity Benefits

SMOOTH ( ( ( Setrvice Use * p Productivity ) + p Productivity Intercept ), ]
¥ AVE T} A} Alole] A )

Net Increase in

Saving Benefits

SMOOTH ( ( ( Service Use * p Saving ) + p Saving Intercept ), AH| A AR
3} 33} Alole] A )

Net Increase in

Transparency Benefits

SMOOTH ( ( ( Service Use * p Transparency ) + p Transparency Intercept ),
Apl2 A48 43t Aole] A4 )

Net Increase INQ

SMOOTH3 ( MAX ( ( p Gap3 a * ( Gap3(Delivery)~2 ) ) + ( p Gap3 b *
Gap3(Delivery) ), 0 ), INQ Improvement Delay ) * ( EXP ( p INQ Intercept
+ p INQL * INQ1 + p INQ2 * INQ2 + p INQ3 * INQ3 + p INQ4 *
INQ4 + p INQ5 * INQ5 ) / (1 + EXP ( p INQ Intercept + p INQI1 *
INQ1 + p INQ2 * INQ2 + p INQ3 * INQ3 + p INQ4 * INQ4 + p
INQ5 * INQ5 ) ))
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MAX ( ( p Gapl a * ( Gapl(Needs)™2 ) ) + ( p Gapl b * Gapl(Needs) ),
0)

Net increase PA

MAX ( ( p Gap4d a * ( Gap4(Marketing)™2 ) ) + ( p Gapd b *
Gap4(Marketing) ), 0)

Net Increase Promotion

Net Increase SQ Perception - Expectation

Overall ISQ INQ + CSQ

Perception Overall ISQ + Benefits

Productivity Benefits INTEG ( Net Increase in Productivity Benefits, 0)
Promotion INTEG ( Net Increase Promotion, 0)

Provider’s Awareness INTEG ( Net increase PA, 0)

Saving Benefits INTEG ( Net Increase in Saving Benefits, 0)
Service Quality INTEG ( Net Increase SQ, 0)

SMOOTH ( p Satisfaction Intercept + ( User Satisfaction * p Satisfaction ) ,A]

Service Use _
2" A2 8<% Delay )

Transparency Benefits INTEG ( Net Increase in Transparency Benefits, 0)

User Satisfaction Service Quality

p Gapl~4 a -1/ 324

p Gapl~4 b 1/9




