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The Effect of Status, Truth of Messages, Involvement on Loyalty
When Customer Experience Demotion in Retail Loyalty Program

Jong-Kuk Shin’, Min-Sook Park
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Abstract It empirically studied the effects of customer status, truth of messages, and involvement on loyalty
when customer experience demotion in loyalty program. A scenario based 2(customer demotion: highest status
customer/middle status customer) x 2(truth of messages: high/low) x 2(involvement: high/low) between-subjects
factorial design experiments are conducted for the hypotheses. According to the result of ANCOVA, highest
status customer's loyalty and middle status customer's loyalty decrease when they experience demotion. But
middle status customer's loyalty less decreases than the highest status customer. Loyalty of the group who feel
high truth of message less decreases than those of other groups. And loyalty of the low-involvement group's
loyalty less decreases than those of other groups. Moreover it test three way interactions among customer
status, truth of messages, and involvement. The result indicates that loyalty of the group who feel high truth of
message and low-involvement less decreases than those of other groups.

Key Words : Status, Demotion, Truth of Messages, Involvement, Loyalty, Loyalty Program

Received 30 December 2013, Revised 30 January 2014 © The Society of Digital Policy & Management. All rights
Accepted 20 March 2014 reserved. This is an open-access article distributed under the
Corresponding Author: Min-Sook Park (Catholic University terms of the Creative Commons Attribution Non-Commercial
of Pusan) License (http://creativecommons.otg/licenses/by-nc/3.0), which
Email: mspark@cup.ac.kr permits unrestricted non-commercial use, distribution, and

reproduction in any medium, provided the original work is
ISSN: 1738-1916 properly cited.

Journal of Digital Convergence | 89



o P
hﬂlW%ﬂoﬂﬂu%mAﬂ
o> oﬁaim.muToT;lﬂ%m%lﬂo Mo
Bo o 2o o= B o TR | " ool ®o
w o T F U = B O T o A R
£ ﬂn%@m%mﬂ?@fr%uﬂﬂﬂ %oﬂn%g.ﬂmalrum;oﬂﬂ_o%
s ﬂ%édi%aﬂama% T 7_&3%@@_“%1@@0@1@% o o
= i ?wﬁﬁ%ﬂ%?mﬂﬂo% ﬂﬁ&u%ﬂimwourmmo%d.ﬂi%& %iﬁ T O K
0 - TELT S LB e Y osB of ot o~
o ﬂmmﬂoz_l‘%;o%ﬂ éAT%NE71%Vlw&ﬂﬁﬂ%%lﬂz7 o BT
i afﬁ.m_aoa o B "2 Mo B4 igﬂwv1ax§aﬂoﬁ~l£ I
Mo ﬁﬁLNﬂL(&.o@aJHiﬂﬂo:HMoﬂmﬁ E@Wtﬂu@l ﬂo,Mo,.m yd_léamﬂ_m_lﬂ_oi&dl owremwﬁ
) moykwwﬂi%ﬁu@ﬁogow@ ﬂuMﬁﬂ%i%mzmﬂwmc?lz@%%. 2R
7 HTQW»@m.ﬂaﬂgél% %%o»wmeﬁwwﬂmﬂhgiﬂwggﬁo,Lur - =
& Wmﬁ%%ﬁ@ﬂé&@.ﬁ% 1.@5%&%1%%12\o#ﬂop&wx%%ﬂmﬂ Eqm_,ogo
m Eo_&ozT io»ﬂﬂ,ﬁvoﬂemﬂoﬁl E@oﬁvwiHlo]»ﬁlﬂdlmﬁ&wﬂﬁﬁéodlﬂako#aﬂA nmowmdlnb.
mM o Hunm,mu,ﬁrﬁg.moéﬂ%w M@moﬂwﬂomammﬁrﬂW@%.@NEHMVWM% zojlgam
& %Wﬂoﬁo_%ﬂﬁ%ﬂmﬁﬂﬁo %xuMOWJWﬂﬂﬂﬂ_omﬁ?W%ﬂﬁ%W%ﬁ ﬂuWWﬂ.
7 1OZUW%WH?EE%Mzﬂﬂiwﬁagwxd_lma@no%ﬁoﬂz@mﬂoﬂ R e %
X ﬁ%%%?}wa@mwgqmqa%@mwmw%%qm@mﬂ%ﬁﬁaw Sz
X e ~ 0= O,E;oqo,l,l,._. = . 1o ‘M\OU_ = e —_—
- @%%M%Mq%wqﬁwﬁw%ﬁﬂ@aEM£mgm%tWﬂﬂQ@ﬁg Az e
- - ) B f — o =~ O v
o HMAT%uul];HdﬁeEu]oﬂﬂtin_%LLoEMNQJﬂﬂEXb7mﬂEdvaﬁco&A VBI__ULZE
He oiuEEﬁﬁv]oLEo?mqu%d@ﬂﬂr@l Hmoﬁﬂ},_x;gﬁﬂu% R =Y < B o o
3 T X W T ﬂ@ﬂ%iMﬂﬂﬂu?}mouﬁgﬂimgﬂqw%é;a%i T oMo W
=T T P B 1w B = of B° o D RO R RO Jorlm o) T ™ T o
™ - ® %.ﬂr&m%ﬂ%iqvx%M%&d%ﬂﬂm Wom o
i ot E T FoyTansTatizcds TELy
o mouLmMﬂaﬂEWﬂ%#g% C TR T BT 3T LR
L4 T of T & NS = T Ow T Mo T " N~
i W@%zﬂﬁz%%k%Mwaﬂmgmw%&iﬂﬁé e
o Yo E L 75 T B o E B G Naﬂwoo#ﬂﬂorlr
iq.bo#a_ﬂ,%@eﬁlmumfﬂJHAV ™ L]té,_ otn_u.ﬂmowr_u;o%ﬂﬁbt
g %ﬂﬂoﬂm%;EMﬂ1iouwmo_ﬂeuo1mq.ﬂzwmlfio%a o =
w_ N ) E oo g I og%ﬂauiﬁmdﬂﬂ%??%ﬂ%?ﬂ R
W$3;@%mmﬂ@ﬁaw@ﬂ%ﬂqfmmE%QEaR%W% )
z am%wmﬂmaﬁwﬁ%g@owawﬂwmmew%ﬂ@mﬁﬁ@% T B
- ],' — H ' o )
2 wu%ﬂMMq%%ﬂa%omﬂu%ﬁéymlﬁ%%gﬁgwﬁ i
) {meaoWwﬂgd..%mgﬂzﬂo%oﬂ%:.ﬂoi T P e %i;l
il = ﬂﬂoﬂzﬂﬂ%%:o%wuuq1;%%&%&%%%%35 i
o E%ﬂoa1%?%?;%&&1E7xﬂMo_ﬂ.7ﬂ%JLgeuﬁiwu@% o
e @W%w;%%ﬂgwgﬂ@ﬁw%wwag%ﬂMWEmw11%@ 0o
- 9 ‘Jllnnﬁo - ;01_7 EE ]L,A_ v ‘ubwl[‘:“_/l;o =) I _QE
- a%ﬂﬂ%_ivoxW_EW%%%“@EﬂE%%&%M@%%HNEEEﬂW SR
= Zﬁoﬁlﬂdegﬁgenﬂﬁo%ﬁﬂ.aour_,% @oﬂhoiyﬁoo%.y o N 4R
= ﬂﬁﬂﬂ7maﬂ|é8 W ?QonMdoEaT}.oEVﬂrEEoﬁaml;o,_o#ac* - g
4 b ﬁqmﬂoa;,@mioog R oz Fﬂqaﬂﬂra@%%a K iy
< uyITAE;H;Ho_emﬂ%@@gﬂ?%ﬂ@%%ﬂ@ﬁLTEZM%AE?Oﬂ o LT
A o = o Fo ® N m ° oo ~ 3 by —om = )
- ﬂmmM%ww%%ﬂﬂwnﬁ@%%ﬁqﬁ%ﬂ@%%%mﬂwWw = Fz
- aeS w raniihed . Nr < — o oo o _
7 7ﬂawuwx%uﬁﬂrﬂﬂﬂﬂ%ﬂﬁEozwa%aa@hqug _T T o
AR AN « S LEETT g S o X oE o
W oB T W X g T _}1:;_%%@ W U
MEEEPOA‘%W#O.AO#] 0 —_ ﬂvlib
Hiﬁﬂﬂﬂﬁlu%u‘_ﬂi 0 — B =~
<BRC T W o~ Mo
5 TUE

90 1 Journal
of Digi
Digital Convergence 2014 Mar; 1
ar; 12(3): 89-94



The Effect of Status, Truth of Messages, Involvement on Loyalty When Customer Experience Demotion in Retail Loyalty Program

f
1=
ot
il
ol
ol
1
>
>
>
&
i
)
(o
fiu
By
f
12
1o
-z
ox
ax

o oy o

)
0,
2
)

o
o,
'
o
-
o
ol
o
N
Ho
:oé
X
rir
o
oX,
a
ro
)
NG
=
jan)

o © o &

r
IS
o,
offl
>,
2
o
H
i
9

o3
o
o
A
—
)
g
5
)
)

o A T oxl ¥2 oo

N
N
-
.
=
(¢3

& o, A7E a1 AT Fa
A AhE shek A 3] A
o] TH1]. o]l AAA 9l A2k
o, AR AL A S Aol B
4 olu]x) 31%S 93 ol f
A7 & ugred), oA 17
LA WA o] A olulA 5%

HeB). olejd A7anE ngow

o o

o
fo
¥ o

Hoox

ol

>~
s

m&iﬁ
&Moo oox Eomn X o2 A2 xR

o

=2
ol
ool

o X

my ko omlo 2 owx owx orff 22 oox MW oHr i o R
o
)
k)
o @
ol

o
i
=

S

&
ol
Fis
I

O

2 oA 29 w3 Husw/els
FX2FAIA] WA a1/ A )x<2(e S L/ A) e 1 A
14 Al (between—subjects factorial design)ol we} 2307
o] et =S 7 ARl A2 vt Ade
AN AT AFAE O Z Qg MG IE A A3}
7] $18h 200 digt o2 T, S HAke] 582%7}

9
e
o
o,
O,
>
el
1o,
S}
_>|:4
o
o,
[
fru
e
o
[kl
i
[
e
2
=

3 Bt dofo o

sElell gk Al oo e FAEE S5, A MIAA
[e]
K<

=) 370e] WskH T g MEkie] AnE Algste] W3t

A SFILAL 1d3E Flolel] met nA 9] 5

SH(VIP, A, B2 Z FE 73S 28519t} o

o} Ayl oo uSFT) & es A A
o

= = = = = = L
RS 24Y S F5E 54
=

all
o

2

={
Ly
[
i
&‘—".

>
N

STo =
5o HAAE AAEEe] wAA ] X
S DR EIEE

ojnjA] gl FA=ol W3tE HSE <
A

Apgate] Alutel 2ol A4l el

oX,
=l
Huj 5
ed
o=
fu Ay ot Lo 8 =

Ho ol
b
k=) e w2

of ox
=2

M
oot
tlo
e

r
Y

e oo o W
it
ks
m
o
<

1o
o,
o
1o,
o
o
=
n&
R
r ¥ e msll
ol
g

rr
M1 ool 2

2 i o &

o

)
o
—
Sl
o
(o
il
|
o2l
ol
2
£
S
°
Ak
o
S
X
rr
AU
o
ol
k=l

2 2] 2dE] Z2 ] s &
o ek 1) Bakow A3t
T E3 vfy 29 ZRa9S ol 7

#1930z S SRS
H

r
£
b
rlr
o,

ko
o
-
X
oZ
N
~
of
-
o rr
ox
kit

4

kA, 2 ATo] Th Ar| 749} w4l
< 98 AW gre) Hite] &

Journal of Digital Convergence | 91



o1& B ATHMyign=0.98, Miow=1.36, t=1.668, p<0.1). %3
Poles JHS 71Fo0 7 uolsl Aol w B7381%]
o T FAr EAZOE Fo3t AolZ H

leo Mzzq

A

°§‘3J ANCOVA~ *e‘ Alstitt

<Table 2> Mean and Standard Deviation

Status highest middle
Truth High Low High | Low Total
Involvemen
High 145 | 185 | 0628 | 2537 | 1.365
Low 098 | 133 | 0208 | 0504 | 0985
Total 1184 | 1484 | 0404 | 1206 | 1.128
1.34 0.885 -
<Table 3> ANCOVA Analysis
source DF M.S. F-value
A. Status 1 9.740 4637
B. Involvement 1 19631 9.346™
C. Truth 1 27152 12.927™
A x B (HD) 1 6.331 3.014
AxC 1 6.393 3.044
BxC 1 8.740 4161
AxBxC 1 7.253 3453
(Covariate) Experience 1 11.439 5.446
Error 209 2.100 -

#*p<0.1, *¥p<0.05, *#++p< 0.001
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