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A Study on the Effects of Loyalty Program on Relationship Quality and Re-visit intention
- A Focus on the Moderating Effects of Restaurant Type -

Sun Lyung Lee, Young Namkung, Hye Hyun Yoon*

Department of Culinary Service Management, Kyung Hee University

Abstract

The purpose of this study was to understand the effect of loyalty program in family and fastfood restaurant on relationship
quality (trust, commitment) and revisit intention. Based on total 394 samples obtained from empirical research, this study
reviewed the reliability and fitness of a research model using the Amos program. The hypothesized relationships in the model
were simultaneously tested using a structural equation model (SEM). The proposed model provided an adequate fit to the
data, ¥? 102.338 (df 48), GFI .959, RMR .049, NFI .970, CFI .984 SEM resulted that loyalty progam (B = .429, t=7.880,
p< .001) showed a positive significant effect on trust, and that loyalty program (= .455,t=9.532, p < .001) had a positive
significant effect on commitment. Also, both trust (B = .450, t=6.595, p < .001) and commitment (= .474, t=5.117,
p< .001) had a positive significant effect on revisit intention. In addition, there were moderating effects related to restaurant
type (family and fastfood restaurant) in terms of causal relationships between loyalty program, relationship quality and revisit
intention. Limitations and future research directions are also discussed.
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A AR en ATEELS <Figure 1>3 7T},

Hl: 9249A1e] 2AEZZ g8 Ao 498 & (+)2]
FFE = Aolth
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<Table 1> Demographic characteristics of samples (=394)

Characteristic N % Characteristic N %

Gend Male 148 376 6~ 122 31.0
endet Female 246 624 Average 45 129 327

A 20~29 163 414 monthly 2-3 55 14.0
(ygrf 30~39 129 327 visit | 58 147
40~ 102 259 Others 30 76

~100 142 36.0 ~1 259 14.7

Monthly 101~200 87 2.1 Average 1.1-2.0 112 284
income 201~300 91 23.1 payment 2.1-3.0 104 26.4
(10,000) 301~400 45 114 in one visit 3.1~4.0 49 124
401~ 29 74 (10,000) 4.1~5.0 35 89

Restaurant Family restuarant 224 56.9 5.1~ 36 9.1
type Fastfood 170 43.1 Total 394 100

1. BE2o Hirol E4

FHO] JulA¢] EALS <Table [>3 7HoH, & 3949 <]
SEHAF FollM FA 37.6%, A4 62.4%103, AFUE 20
o] 62.4%, 3000 41.4%, 400 ©]%¢ 25.9% 59| wo=2 =

;
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Bl JFEFYE S AtH( Anderson & Gerbing 1988).

< 98l EFREEwE A At
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<Table 2> Confirmatory factoer and are reliability analysis among

latent constructs
Standardized Cronbach’s
Ttems Estimates t-value CCR AVE i
Lo L 802 fixed
rzy‘r’a% LP2 909  18943** 780 690 .883
Prog LP3 776 16.520%%*
RQI 885 fixed
Trust  RQ2 873 24111%%* 85 79 852
RQ3 913 26222%%*
RQ4 839 fixed
Commitment RQ5 809  18370%** 847 659 874
RQ6 788  17.733%*
Rl 77 fixed
ﬁ:ﬁf& RI2 819 15261%** 704 650 899
RI3 876 16.118%%*

%> 107.035 (df 48), RMR .050, GFI .957, AGFI .925, NFI .968, CFI
.982, RMSEA .056

***p<.001 CCR=Composite construct reliability, AVE=Average
variance extracted

<Table 3> Correlation analysis among the latent constructs

Items 1 2 3 4 M=+SD
1. Loyalty program 1 4.40+1.23
2. Trust .393%* 1 4.71£1.01
3. Commitment 605%*  664%* 1 4.55+0.89
4. Revisit intention  .465%* 714*%* 6O4** 1 4.41+1.01

Pearson correlation coefficient: **p<.01
Mean+Standard Deviation; All items were measured on a 7-point
Likert scale from 1-strongly disagree to 7-strongly

(df 48), RMR .050, GFI 957, AGFI .925, NFI .968,
CFI 982, RMSEA .056 592 ZAlE o] A& w3l 43
o|At.
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<Table 4> Structural equation model results among the latent constructs

Hypothesized relationship

H1 Loyalty program — Trust

H2 Loyalty program — Commitment
H3 Loyalty program — Revisit intention
H4 Trust - Commitment

H5 Trust — Revisit intention

H6 Commitment — Revisit intention

450

Standardized Estimates t-value Results
7.880%** Accepted
9.532%** Accepted
-.009 -.150 Rejected
11.748%** Accepted
6.595%** Accepted
S.A17*** Accepted

+? 102.338 (df 48), GFI .959, RMR .049, NFI .970, CFI .984
#£%p<0.001

285

513

[rar] [ [rs

Commitment

3 Revisit
intention

RQ4 RQ5 RQ&

<Figure 2> Structural equation model with parameter estimate relationships
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(df 48), GFI .959, RMR .049, NFI .970, CFI 984 %]
A3t 02 ZAME I tHHair 5 2010). 72U &
S 3 AF5H A2AGE <Table 5>, <Figure 2>} 2t}

71 13 2 s ZEads AAEA R, B9)9]
AIHAIE AvjE Aoz 7 1S SAEZZ 13 (B= 429,
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7172+= At} o]+ Jeon & Hyun(2011), Lee(2011) 52| <1
TollA FAEZZ O] I FAE B Ao x| &
oJgt T2 e IR A Aol AFE eI

V4w A=7F Bl folgh JEs miAe sloE A
At Ed A= (B=.544, t=11.748, p<0.001)7} Bl
olgt H(+H)e FFS viA= AS=Z YEFST. Henning-
Thurau & Klee(1997), Park 5(2009)2] A-llA] A7} &
Pe FHshs T8 HEE AN d8S vR= A=
veld A fAReE 43S B

7159 62 HAFAL AR EE AAE VER A
° 7 7Md5E AF(B=450, t=6.595, p<0.001)7} A==
of folg F(+Hel FFS vA= FeE, 7He> =9
(B= 474, t=5.117, p<0.001)°] AR =o] F2]3+ A (+)2]
FEFS PAE AR e olyg A= AYAER
ez A% Kim & Jeong(2011)0] AlF 9} Elo]
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<Table 5> Moderating effects of restaurant type

Family restaurant (n=224) Fastfood restaurant (n=117) Baseline model > Nested model x> Ay?
B t-value B t-value (d=96) (df=97) (df=1)
HI .539 6.882%*+* 327 4.008%*** 140.059 147.431 7372"
H2 371 5.262%*+* A57 6.468%** 140.059 140.201 142
H3 125 1.598 -119 -1.374 140.059 144.345 4.256"
H4 602 8.631#%* 551 7.896%*** 140.059 141.072 1.013
H5 384 3.066** A78 3.478%** 140.059 140.090 031
H6 449 4.529% A74 4.453% % 140.059 140.369 310

%2 140.059 (df 96), GFI .944, RMR .050, NFI .957, CFI .986
#p<0.05 **p<0.01 **+%p<0.001

family restaurant

fastfood restaurant

<Figure 3> Moderating effects of restaurant type
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FHE T2 WAED B AR Az
A HaER §30) e 2dads EA5] fate] bl
ok dly) Az Aokprds HAsle] T 2 Alole] A&
=8 I sl 2Ao] Aol2 2PALS
(Anderson & Gerbing 1988).

HEE" F3o & 2da3 $4Z23= <Table 5>,
<Figure 3>} 72om H|Afzd o] A== 42 140.059(df
96), GFI .944, RMR .050, NFI .957, CFI .986 TS =2 1}
Bt R o] A= FollH 4% 2Tt A= Ale]é]
AAA N oA AP AEGT} HLEFEH o3t
ok A&7 e Ae® FAHO 7HE 72 FEA
o2 AU} o= FAEZZ AT} Al QA ol
A L E=EZ(P= 539, t=6.882, p<0.001)°] HAEF=

A (B= 327, t=4.008, p<0.001)°] Hate] W X|= 3
Z ASZ Yett. 22y thE o] AR BT
ogt zolE YeA = Eatith. o]#s A3}+= Ahn
(2011)3 Jang & Mattila(2005)2] AA7-ollA FLejg=E
I HEEFTEH] Mulx 4, BAHE Fof gt o]
AR ZF fAE A9E JERISIT
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2 S MABE st FAEZE T o] F
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FAREZR IR A AFTIEIR], IRE Ay 59 o
EAQ T2 aEve] FEI it 28 ER ddeys
7A9E BEAES APEsE I A71H BAE A
22X F JE geksl FAEzZ2 7388 /sl Zlo] B
o FQsithal & 4 QU Bgk HAEFTR A JIt
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F HREFEHNN 27} Falshe SAEZRIY]
I HRS v2A Aok dtke 24 ARE ANEE @
d fope] 7|2ARRE 889 o AzhEn

S WAl HaERe] f8 e 2dans AuE
o7 QAIYPES] FAEZR I 99 k] JxAE
£ ARl st Ao FRA9E o 2

1. Z=zaao] AAFAS] 319182120 A1 (p<0.001)
o} EY(p<0.001)9 578AA G HAE= FOE AN
o] 7Hd 13} 2& 7 AEEe] s AERT} fAEF
=Re] FAEZE O] 9] A9} BYS S
o= R
2. 7W3e TR a0 ARz fofst dFS
X Aoz A5 SAEZE2H(B=-.009, t=
-.150, ns)°] ARl fFoJsA] e Ao R vER} 7t
A 3 714= A

3. 7Md4= AE7E 29l Fos 9FS A= Ze
AR B e A= (B=.544, t=11.748, p<0.001)7} ZYell
oJgt A (+)e] JFS VA= ZoE A7t EYS FAT
F2 WL 34 9L nXe Ao Yt
4. 7FA59 62 AAIFAT AT EE IAE YER
Aoz 7MA5E A (=450, t=6.595, p<0.001)7} A2
ol folst Aol dF rAE 2o, /M6 =Y
(B= 474, t=5.117, p<0.001)°] A =o] fFolgh A (+)2]
P HAE o= YR

5. 7MA7S HEER F@o wE FAAEZEIH A
F4 9 ARt QlFAA e 2EaAE FAT A
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