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Abstract Recently, there has been a demand for high quality services as the number of stores that use IT
devices increases, and the importance regarding that matter has been emphasized. This study analyzed the
factors that influence the effects of Store-IT Management Service. With customers who experienced Store-1T
Management Service Quality as targets, it figured out the effects that Store-IT Management Service Quality had
on Service Confirmation, Customer Satisfaction, and Continuous Intention. As a result, looking closely at the
effects that Store-IT Management Service Quality had on Service Confirmation, it turned out that empathy,
reliability, tangibility, and assurance had positive effects. As for the effects that Store-IT Management Service
Quality had on Customer Satisfaction, empathy, reliability, and tangibility turned out to be important factors
that had positive effects. In addition, Service Confirmation and Customer Satisfaction to Store-IT Management
Service Quality turned out to have positive effects on Continuous Intention. With these results, given factors of
Store-IT Management Service Quality, via Service Confirmation and Customer Satisfaction, were verified to
have positive effect relationships with Continuous Intention. The result of this study is expected to help
enhance Store-IT Management Service Quality.
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An Empirical Study on the Effects of Store—IT Management Service Quality on Continuous Intention
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(Table 1) Demographic data

Category Frequency Ratio
male 158 60.3
Gender
Female 104 39.7
10-19 5 1.9
20-29 73 279
30-39 67 256
Age
40-49 64 244
50-59 40 153
60 < 13 50
Convenience 157 593
Type of business |store
Restaurant 104 39.7
Part-time job 37 14.1
Job Position | Staff 86 32.8
Store-owner 139 53.1
) 2 years > 120 458
Usage Period
2 years < 142 67.6
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(Table 2) Validity Reliability test of EFA

Cronbach

Constructs 1 2 3 4 5
s

0155 | 0252 | 0773 | 0151 | 0.280
EMP 0262 | 0229 | 0776 | 0129 | 0.251 0.867
0131 | 0194 | 0813 | 0269 | 0.159
0292 | 019 | 0259 | 0101 | 0.751
RES 0133 | 0231 | 0228 | 0199 | 0.766 0.835
0287 | 0198 | 0194 | 0199 | 0.752
0164 | 0789 | 0186 | 0243 | 0.183
0246 | 0802 | 0259 | 0191 | 0.56
REL 0305 | 0766 | 0199 | 0177 | 0.267 0.909
0332 | 0698 | 0207 | 0267 | 0.202
0278 | 0292 | 0132 | 0.735 | 0172
TAN 0115 | 0233 | 0194 | 0845 | 0.140 0.856
0361 | 0198 | 0286 | 0695 | 0.230
0771 | 0229 | 0204 | 0097 | 0.201
0704 | 0313 | 0127 | 0322 | 0.156 -
ASS 0807 | 0228 | 0162 | 0113 | 0217 0879
0738 | 0176 | 0131 | 0289 | 0.209

(Table 3) Validity Reliability test of EFA

Cronbach’s
Constructs 1 2 3
[0
0.799 0.352 0.273
. 0.748 0412 0.334
¢ 0.717 0.292 0.429 0924
0.787 0.276 0.347
0.344 0.399 0.750
- 0.334 0.368 0.780 ’
& 044 0.370 0.701 0934
0410 0.397 0.696
0.299 0.79% 0.327
. 0.368 0.754 0.362
a 0.289 0.703 0.458 0923
0412 0.745 0.321

ki

A
i3 212 =(Construct Reliability) 9] 0.7¢]/3o]
% edA (Convergent Validity)& 7
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(Average Variance Extracted)©] 0.5°]73{20] o]ojof &t
kil FgEch

=
ok
=2
=
Ol
ok
2
D)
=5

Journal of Digital Convergence | 119



HmTE| MHIAZEO| XIEAELI=0 0|Xl= &

gfol| et o

0l

I_?-

Amos 18% )83 A RFE 2t g7 24
S A4s7] 918 g14 8R1EAS AAskdth 1 A
Md Al1F Z(Construct Reliability) kel A 0.860,
A= (Average Variance Extracted) #te] & #
5762 et RF eldAdel o)ide] fleS sk
Wl BEAS AAs] HE 54 Bl ok i
b FZgke] AlE2 3(The Square Root of Average
Variance Extracted Value)o] 7I1d W 7he] A5
(Correlations) Bt} 2w, W= Alolofl= i EldAlo]
A= Aoz A3 Fornell & Larckere] ¥
21t T M2 o2 ZAHS 7k 2ol
e AEE dotry] g3 wd el A4& AA
A3 Amosoll Al A3k A5 (Correlations) 9 F-E
2EHS B3 ForEs IASATE 1 A3 <Table
4>9F Zol 2+ F4 W i 7] AdagE s
RAOF Zh W Atolol| A &k Hak FE34] Al
 #H(The Square Root of AVE)o] 2z W<=e] 2437
B} A7) vl 8 §i A el 3 EpdAdel

TAZE $lsol SE A

£

S o
3
I
2

)

T
k)

of S 7 X i

(Table 4) Discriminant Validity

Constructs | CR |AVE|{EMP| RES|REL| TAN [ASS| SC | CS | CI
EMP  [0.873/0.696] 1
RES  |0.860[0.673|0.718] 1
REL  ]0.906|0.707|0.675 0.68| 1
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(Table 5) Model fitness test

ode)7F 9o FEF7E solibd prt 0.0002
she S40] 917] Wl 2ol <ls Aok =
"ol PAFsIha heAlehE o] AxHoE 57
R N R R ]

Az 4G BYY 5 ) v
=

Fit indices Indicator Desirable range
X ACMIN)p ?320(1)(7)? p=0.05~0.1023]
X ACMINV/Af(Q) | 1616 1.0=CMIN/df<3.0[24]
Absolute fit RMSEA 0.049 =0.08[24]
index RMR 0.037 <0.08[25]
GFI 0.873 >0.8~09[27]
AGFI 0.843 >0.8~0.9[26]
PGFI 0.710 >05~0.6[28]
Incremental NFI 0917 >0.8~0.9[29]
it index NNFI(TLI) 0.961 >0.8~0.9[29]
CFI 0.966 =>0.8~0.9[30]
Parsimony fit PNFI 0.799 =>0.6[31]
index PCFI 0.843 >0.5~06[31]

3.5 A7RHe HS

7Hdel diste] A &
S [Fig. 2], <Table 6>} 7t}
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Service
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0.288

0.573

Continuous
Intention
@)

Customer
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[Fig. 2] The Result of hypothesis test
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An Empirical Study on the Effects of Store—IT Management Service Quality on Continuous Intention

6>} 2l AH R o & 43S F= SHNFE ¢
1A} s AolE A FaEE s 273 A
4*(Standardized Regression W@ght)% A RE
9 2KStandard Error: SE)E 249 A= (HA4)
& olu3it). el Al of B CR(Crm Ratio) 3t

o] £1.9601%4, frelE #h(P-Value) 0.050]81= 7132
7102 sto] A3, 33].

(Table 6) The Result of Path Analysis

Hypothesis Standardized | . P-
< Estimate SE. CR value Results
EMP 0.241 0.097 | 3.032 | 0.002 (0]
RES -0.023 0.107 | -0.263 | 0.792 X
SC REL 0.277 0.091 | 3414 wHK (0]
TAN 0.239 0.084 | 2901 | 0.004 (0]
ASS 0.213 0.100 | 2498 | 0.012 (0]
EMP 0150 | 008 | 2193 | 0028 | O
RES 0078 | 0091 | -1.086 | 0277 | X
cs REL 0173 | 0079 | 2495 | 0013 | ©
TAN 0.181 0.073 | 2561 | 0.010 (0]
ASS 0020 | 0086|0219 0781 | X
S SC 0573 | 0076 | 7688 | = | O
a SC 0.288 0.082 | 3.280 | 0.001 (0]
CS 0645 0.084 | 7.023 wx% (0]
=% p < 0,001 % p < 001 * p <005
ZrzZvo] Wed AZEA 8-S durd I, A
A, 84, FAld2 Au2 AR H(+)] GFE T
Ao} vkgAd2 Mu)2s AX|o] AH(+)e] S nx]A|
ot 3, AEA, 8L nAREE AH(+)9
S Mo, WA, Bl aAvE R ke
WX A e ASZ YERTE upA Yo R A AU X =
AR A(+)e] TS WFow, Auj~Ux] 1
AT T3 A EHALE mof] A(+)] kS mH T
46 ZX™gut 2M Znt
A A MEES HA A9E EEda 2 7ME
o] %, A& A1t whe} ojw gk 2ol & Hol=H
ol 7] {8t 2day £4S ATy 4 W
MO )& W 4H] ul(Pairwise Parameter Comparison)
£ &3l 7 7k Aol & ERIE ) Je 1k Aol 7t
A=A oJ¥+= Critical Ratios for Differences Between

Parameters (Z-Statistics, Z-SA4 %)= #-sic}
JEoll w2 2P Aol X= AlF|Ado] nARS

2 Qo] vAE] glo] AEITHAN 25 AL}
= o Al o Be e nRE o e
stk
(Table 7) Type of business Group Hypothesis
Comparison
Group Critical Ratio
| tndenendent Convenience Restaurant for
Ij\i@ﬁn n epel; len store © Differences
anapie | vanabie | gtondardized | standardized | Between
Estimate Estimate Parameters
EMP 0262 0213 e
.202% - (No difference)
- - 1318
RES 0.090 0161 |\ difference)
‘ . -0.175
e REL 0.290%x 0.228 (No_difference)
o -0.841
TAN 0.297++ 0139 | Ny difference)
— 0.619
ASS 0.156 0256 | Ny difference)
. - 1550
EMP 0,220 0005 | N difference)
- PV B -0.125
RES 0.076 0.98 (No difference)
‘ — 1724
cs REL 0104 0.355% (difference)
- - 1.583
TAN 0.042 03610 |\ difference)
0.639
ASS 0677 0052 | No difference)

skl p < 0,001 #x p < 0.01 * p < 0.05

(Table 8) Job Position Group Hypothesis Comparison

Group ritical Rati
S : Critical Ratio
Dependant | Independent Job, Dore. -
Variable | variable Staff onner Dgff)erences
standardized |standardized| ° rtween s
Bstimate Estimate Parameters
0.577
EMP 0.231 0330 | (N dfference)
- B -1.972
RES 0.18 0.185 (difference)
3 ‘ — 0.308
e REL 0.161 0260+ (No_difference)
-0.097
LY <
TAN 0.245 0211 (No _difference)
- , 1.204
ASS 0.117 0.324% (No difference)
- 0.055
EMP 0.079 0.085 (No _difference)
0.843
RES 0113 0027 (N difference)
N ~ -2615
cs REL 0.39 s+ 0.043 (difference)
- 1.440
TAN 0123 0.3090 (No difference)
= ‘ ) 2425
ASS 0.146 0.260 (difference)

ek p < 0,001+ p <001 * p <005

Journal of Digital Convergence | 121



AT A

9]

o

ITE] A u] 20]] )

=

Ea

Kol
=

=
=

o2 3
s

g

o] 7ItHdA| ¢} ¥

AR v

]

&

ArZelz0of OXl=

By
=

ta| AMH|AZE0| X|

T2

=

pS|
=

w5 OB AN ® o No dp mi 4 X T o qOR TR RT W T T
Wb Mo ol e w ool gy E o B o B WSy NE T AN
Ko gl AFPRglygdr spspTTx PR DL
BT wovw,ﬁm‘mu TN ERE BX oS PRET LGS LW
Ppo oS HNE Koy ® ®E ALY g T
P 2o MITTY e x® om By T HN g TR oW
5 & wwo_;ﬂg o A S N o [ M R JR A
—_ w W o= — = O mo ol —y 7T e P NP X
Gy s o R oW X B E o o © i e iy oo
B TP oo Tgulae LeafosRi@ToTR
TE ERX TR aeE IHdRBREw TP
) ] R =T (] o) o X { R e I3 ~n Wowe X ~ 3
ﬁm_m ° X %L#ﬂﬁmﬂﬂo iﬁ%ﬂ#d.wr% Wﬁmaz%ﬂ%ﬁﬁ
T JePrEEedepdzNAlroNg e Eee R M
Y I e EMETIITEAcIARELweCdEREE
0 ° = ~ 0 5o R Sl ol o =
W ﬂ&ﬂuNAﬂMﬂWi%%tHE_Ewmomcmgow@w{ﬂ,O%EOM
= o = jry ﬂﬂ?;w_;mT]}_o;oL:i..éAHll 1X_v,lewm_l1kl g
o| o o Koo N I e ol W B =1 Jboeg 9 o XX A
"B ﬂ%mao,zﬂhg,oﬂogajﬂ izﬁwﬁﬂégiﬁﬂﬁi_:
UH mATRTTE MRS R e T BT Yo X
® o x,m7or@uﬂnonfx,ﬂuuldnwur‘_dlwuﬂﬂEWLﬁLﬂ@ﬁﬂﬂlqmﬂﬂAU
WY RX P X T p TR R ERN s e T e PR oW o oo
Jp  RxdagTreWorops o dv @b A0 ° %ooa (B %
T AXBPIAP TESIHUFTR ORETITERDT PN E F P
§ls 4 o 2 3 2 2] 2 3 3 T 2 3 5 AN R
o |k 3 = & e ST <] = = = = = s ) = roH
£ mclmmmﬂ@L&ﬂdeLdeLdOd&dOd =i oo o Y
S |5 =% 2 2 2 2 2 2 2 2 2 2 = )
) o m
% <me ¥ ¥ x | @ £ £ » nLA,DI %MEHAIHAF
122 — | * * * *
3 SlEE S8 |S 2518 slelg|s xR o o
w ym&OOOOOOOOO.Or MHW ‘muiwﬂuu
v LB s 27 T g2
"3 B ECH DN - . z Mui wuﬂﬂm,ﬁwny
o w8 T| % A < — L
T5 ct5 &8 lelglz|B8le|s2l0 Y A S =%
Sog | |ZEE S5 2|FITIF|G T =, 2w
Ke] N3 = A o
ﬂ ] e v _imM mw%moiE
S 22 & Z & Z " Wmﬂu zti@rﬁmn
o gE 2l 8|23 B2 2|3 ¥ > ~ Mo
o8 5 ZIE|B|E |2 |8 |E|EB|E|2]F 5 % ool =
X2 £ g = L%mmﬂ_d
T8 — N ~ o W 5= oo
© R : do W 2 SRS
ol el s Q & = P oo N o K
o0 ®© § ’ ¥ < X oo
o Y = 3 N .
BT * <0 To) He T ol

13k

SR

5

o AEITAE A B 28 AFsh= o

R

H] s

o]

ok

I3

=

2 Ao® vepgton Jd& Al o A

Al

B

o

Au|zE A 0] 2ol

=

p

ol u}

7

o, 4

obr gttt

122 1 Journal of Digital Convergence 2016 Aug; 14(8): 115-125

=

=



An Empirical Study on the Effects of Store—IT Management Service Quality on Continuous Intention

FelslFe B3 A5 A 4R Ashe Ao
2 pot, DANEE 877 te 2AEd 3
olofl i 24 v, 24 ol M Aol Helstel A
% 5 e e Aol gl Aew Ye
wpeto R F)gjel Ao AAYHE, 13 A %ol g
= 7l feld dewAst s Aow ehton,
ol Aol AR whsl o] 7RI s} we]
Aol gol o] AAAQ G v AL o
Fo AEITRAN 25 AE] ASHOR A
& §4 & 5 A w9 Jltlst BES 98 Hr|2
] 248 Dok & Nage naT oy
REFERENCES

[1] Han C. Y., Jang H. W., "An Empirical Study on the
Use of POS System for Inventory Efficiency.”
Journal of the Korea Industrial Information Systems
Research, Vol. 10, pp.81-83, 2005.

[2] Kim Y. H, “A Study on Strategic Use of POS
System”, Korean Journal of Food Marketing Econorrics,
1999.

[3] Parasuraman, A., Zeithaml, V. & Berry, L.,
"Servqual: A Multiple-Item Scale for Measuring
Consumer Perception of Service Quality”,Journal of
Retailing, Vol. 64, pp.12-40, 1938

[4] Oliver, R. L., “A Cognitive Model of the Antecedents
and Consequences of Satisfaction Decisions”, Journal of
Marketing Research, Vol. 17, No. 4, pp.460-469,
1930.

[5] Tolman, E. C., “Purposive Behavior in Animals and
Men”, Appleton-Century, 1932.

[6] Bhattacherjee, A., “An Empirical Analysis of the
Antecedents of Electronic Commerce Service
Continuance”, Decision Support Systems, Vol. 32,
No. 2, pp.201-214, 2001.

[7] Bhattacherjee, A., “Understanding Information
Systems Continuance: An Expectation-Confirmation
Model”, MIS Quarterly, pp.351-370, 2001.

[8] Parasuraman, A., Zeithaml, V. A, BerryL. L., “A
Conceptual Model of Service : Quality and Its

Implications for Future Research”, Journal of
Marketing, Vol. 49, pp.41-50, 1985.

[9] Na Y. B, Lee, S. H, Myeong, Y. J. and Jo, S. R,
“Effects on the System, Contents, and Service Quality
of e-book User Purchase”, Journal of Digital
Convergence, Vol. 14, No. 1, pp.141-150, 2016.

[10] Oliver, R. L., Rust, R. T. and Varki, S., “Customer
Delight: Foundations, findings, and managerial
insight”, Journal of Retailing, Vol. 73, No. 3,
pp.311-336, 1997.

[11] Cho, ]J. H, Ha G. R., “An Empirical Study on the
Effects of M-Safer Service Quality on Customer
Satisfaction, Trust and Customer Retention”, Entrue
Journal of Information Technology, Vol. 15, No. 2,
pp113-130, 2015.

[12] Hong, S. J, Thong, J. Y. L. and Tam K Y,
“Understanding continued information technology
usage behavior: A comparison of three models in
the context of mobile internet,” Decision Support
Systems, Vol. 42, No. 3, ppl819-1834, 2006.

[13] Keiningham, T. L., Perkins-Munn, T. and Evans,
H., “The Impact of Customer Satisfaction on Share
of Wallet in a Business to Business Environment”,
Journal of Service Research, Vol. 6, No. 1, pp37-50,
2003.

[14] Dorsch, M. J. Grove, S. ]J. and Darden, W. R,
“Consumer Intentions to Use a Service Category’,
Journal of Services Marketing, Vol. 14, No. 2,
pp92-117, 2000.

[15] Bitner, M. J., “Evaluating Service Encounters: The
Effects of Physical Surroundings and Employee
Responses”, Journal of Marketing, Vol. 54, No. 2,
pp69-82, 1990.

[16] Engel, J. F., Blackwell, R. D. and Miniard, P. W.,
“Consumer Behavior”, Dryden Press, 1990.

[17] Park, H. J., Park, B. G. and Kim, Y. H,, “A Study
on the Relationship among Social Support, Self
Expression, Tourism Experience and Tourism SNS
Use Intention”, Journal of Digital Convergence, Vol.
13, No. 12, ppl05-115, 2015.

[18] Hwang D. R, Lee S. H.,, “A Study on the Influence

Journal of Digital Convergence | 123



HMETEE| MHAZEIO| X|2AIRQ

|=0il OjX|= Skl et

45 otn

of Convergence Apartment Brand Image on Brand
Loyalty : The Consumer-Brand Relationship Quality
on the Mediating Effect”, Journal of Digital
Convergence, Vol. 13, No. 12, pp235-243, 2015.

[19] Pyo, C. K, Han, K. S. and Ryy, G. S, “ An
Empirical Study on the Factors Influencing User
Satisfaction of Military Smart-Education”, Journal
of Digital Convergence, Vol. 14, No. 2, ppdl-48, 2016.

[20] Kwak. D. S., Yim,, K. H,, and Kwon., J. H,, “Study
on the Influence of Enterprise Features of SNS
Service on Relationship Commitment and On-line
Word-of-Mouth”, The Journal of Digital Policy &
Management, Vol. 11, No. 5, pp.225-235, 2013.

[21] Lee, J. J. and Han, K. S., “A Study on Factors
Affecting the Usage of the Digital Copyright
Exchange in Knowledge Service Convergence Era”,
The Journal of Digital Policy & Management, Vol.
10, No.6, pp.153-158, 2012.

[22] Kim, K. S, Han, K. S. and Huh, H W., “A Study
on the Benefits of PLM system baed on Data
Integration and Process Management”, The Journal
of Digital Policy & Management, Vol. 10, No.5,
ppl133-140, 2012

[23] Muthén, B., & Kaplan D., "A comparison of some
methodologies for the factor analysis of non—normal
Likert variables”, British Journal —of Mathematical
and Statistical Psychology, 38, 1985.

[24] Carmines, E. G., & Mclver, J. P, "Analyzing
Models with Unobserved Variables: Analysis of
Covariance Structures.” In George W. Bohrnstedt
and Edgar F. Borgatta, eds. Social Measurement:
Current Issues. Beverly Hills, Sage Publications, 1981.

[25] Browne, M. W., & Michael W., & Cudeck, R,
"Alternative ways of assessing model fit Sociological
Methods & Research, 1992.

[26] Hair, J. F. Jr, Black, W. C, Babin, B. J, &
Anderson, R. E., "Multivariate Data Analysis”, 7th
edition, pearson Hall, 2010.

[27] Joreskog, K. G., & Sorbom, D. “LISREL VI
Analysis of linear structural relationships by the
method of maximum likelihood. Chi— cago: National

Educational Resources”, 1984

[28] Mulaik, S.A., James, LR., Van Alstine, J., Bennet,
N, Lind, S, and Stilwell, CD., "Evaluation of
Goodness-of-Fit Indices for Structural Equation
Models,” Psychological Bulletin, Vol. 105 No. 3,
pp430-445, 1989.

[29] Bentler, PM.,, & Bonett, D.G., “Significance tests
and goodness of fit in the analysis of covariance
structures”, Psychological Bulletin, Vol. 83,
ppd88-606., 1980.

[30] Bentler, PM, "Comparative Fit Indexes in
Structural Models,” Psychological Bulletin, Vol. 107
No. 2, pp238-46, 1990.

[31] James, Lawrence R., Stanley A. Mulaik, and
Jeanne M. Brett, “Causal Analysis: Assumptions,
Models, and Data, Beverly Hills, CA: Sage”, 1932.

[32] Park, H. H, Nho H. O.,, Kim Y. H,, “The Impact
of Perceived IT Threat on Convergence Information
System Performance”, Journal of the Korea
Convergence Society, Vol. 6, No. 3, pp. 66-71, 2015.

[33] Tag D. I, “A Study on The Influence of
Convergence Benefit of Facebook Fan Page in
Brand Attachment and Brand Commitment”,
Journal of the Korea Convergence Society, Vol. 6,
No. 5, pp. 199-206, 2015.

3t ¥ AJ(Han, Byung Sung)

-19783 79 ~
B

- 1985 109 ~ 1994 9¢ @ Ake-
B Tl

<1999 12¢ ~ EA -
() Lol

- 2007 8¢ ¢ TUIstL A
Heel A

1983 744 EdiA

Rise e

) T Y9I HudHA 4
~2010»ﬂ 29 73 it Zogdsted Aﬂﬂﬂrﬂ L1
<2016\ 2€ ¢ aE e AHA =AY 8

- 201614 ?ﬂzﬂ S et 7 st (atAg)
e R o e e R R

« R0k : Crowd Sourcing, Crowd Funding

E-Mail : hbs0324@hansungit.co.kr

124 1 Journal of Digital Convergence 2016 Aug; 14(8): 115-125



An Empirical Study on the Effects of Store—IT Management Service Quality on Continuous Intention

ol 4 Z(An, Yong Jun)

- 20159 8Y ¢ FAWEta st}
AR £

- AR ¢ Cloud, POS System,
CSR, CSV, 7494RA12=4 tjxg
33

- E-Mail : lifeishahaha@gmail.com

3l 7 Al(Han, Kyeong Suk)

19799 29 AEdishal E3AL

- 1934 89 Al guigtul gk 7
g8t MAp

- 1939 8¢ : W= HFoistal djsh
A A EA 25 E BAL

1990 89 ~ 1990 89 : )%
ECR ETESE

19934 3¢ ~ A AT A

S i b R AR Bt BRTA

- ¥lateok ¢ PLM, e-bussiness, ERP, AIS, 47|94 1.3},

A=A 2, ete.

- E-Mail : kshan@ssu.ac.kr

Journal of Digital Convergence | 125



