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This study aims to examine the impacts of service quality (SQ) on consumer-brand
relationship quality (BRQ), the mediation effects of brand trust (BT) in those relationships and the
moderated mediation effects of BT by the level of perceived product quality (PQ). A 376 valid sample was
obtained from the consumers who have visited the service centers of automotive brands. The findings
demonstrate the direct effects of SQ of the service centers in automotive brands on BRQ are not
significant, while the mediation effects of BT between SQ and BRQ are significant. Moreover, the findings
reveal that the mediation effects of BT in the lower perception group of PQ are stronger than those in
the higher group. Based on these findings, not only the necessary roles of a service center to improve BRQ
but also the transferring process from service centers’ SQ to building a strong brand are discussed.
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(Table 1) Profiles of respondents

Low High
product product  Combined
quality quality sample
Variables (n=215) (n=161) (n=376)
Gender
Male 120(55.8) 88(54.7)  208(55.3)
Female 95(44.2) 73453  168(44.7)
Age groups
20s 17(7.9) 9(5.6) 26(6.9)
30s 52(24.2) 29(18.0) 81(21.5)
40s 73(34.0) 41(25.5) 114(30.3)
50s 73(34.0) 82(50.9) 155(41.2)
Marital statuses
Single 42(19.5) 1509.3) 57(15.2)
Married 170(79.1) 142(83.2) 312(83.0)
Others 3(1.4) 425 7(1.9)
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Jobs
Officer 116(54.0) 77(478)  193(51.3)
Specialized/Administrative 35(16.3) 26(16.1) 61(16.2)
Sales/Service/Production 13(6.0) 150939 28(7.4)
Self-employed 23(10.7) 14(8.7) 37(9.8)
Homemaker 23(10.7) 23(14.9 46(12.2)
Others 5.3 6(3.7) 11(29)
Education levels
High school or below 30(14.0) 24(14.9) 54(14.4)
Associate degree 27(12.6) 20(12.4) 47(12.5)
Bachelor 136(63.3) 93(57.8) 229(60.9)
Master 16(7.4) 21(13.0) 3709.8)
Doctorate 6(2.8) 3(1.9) 9(2.4)
Income levels
W 0-1.99 MM 14(6.5) 3(1.9) 17(4.5)
¥ 2.00-3.99 MM 65(30.2) 44(27.3) 109(29.0)
% 4.00-5.99 MM 79(36.7) 62(38.5) 141(37.5)
W 6.00-7.99 MM 28(13.0) 32(19.9) 60(16.0)
% 8.00-9.99 MM 19(8.8) 13(8.1) 32(85)
¥ 10.00 MM or over 10(4.7) 7(4.3) 17(4.5)
Automotive brands
Hyundai 93(43.3 65(40.4)  158(42.0)
Kia 71(330) 49(304) 120(31.9)
Chevolet (GM Daewoo) 22(102) 14(87) 36(9.6)
Renault Samsung 23(10.7) 27(16.8) 50(13.3)
Ssangyong 6(2.8) 6(3.7) 12(3.2)
Purposes to visit service center
Warranty 29(135) 22(137) 51(136)
Collision 104.7) 13(8.1) 23(6.1)
Free maintenance 131609  107(665)  238(63.39)
Paid repair 43(20.0) 17(10.6) 60(16.0)
Others 2(09) 2(1.2) 4(1.1)

Unit: Frequency(%)

FEH-317<N =<3l —262<H =<1 249) et o}
E3F EE(-192<9 E<-762; 008<H E=<1.568) A Al
T AR B B R A B2 Aem F1H]
UH64]. =31 Harman®] @291 24 23} geld mdl
A AFE J2(65)=730.751(p<.001), Normed-
*=11.242, RMR=.045, TLI=736, CFI=730), RMSEA=219],
HEA FH 2 (65)=679.073(p<.001), Normed-y*=10.447,
RMR=.050, TLI=584, CFI=653, RMSEA=243], 5§ %
[2(65)=1384.078(p<.001), Normed-x?=21.294, RMR=
048, TLI=.740, CFI=.783, RMSEA=233]el| 4] =& 2§
] e Ao w Uehslth webd & At A 3
S Hoel ofef A7 fE= 2 ohd Al
F7HE AL
SAEE g A= FrF A, AFE FHdye

(62)=143549(p<.001),  Normed-?=2.315, RMR=.019,

fo o o

u

TLI=966, CFI=973, RMSEA=078], %4 o2
(62)=120.363(p<.001), Normed—y?=1.941, RMR=.017,
TLI=959, CFI=967, RMSEA=077], 3% mH[2

(62)=207.224(p<.001), Normed-x*=3.342, RMR=.017,
TLI=970, CFI=976, RMSEA=.079]¢} #o] & 3
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(Table 2) Scale reliability and validity

Apha  CR AVE MSV GSQ BT BRQ
Low product quality
GSQ 929 908 768 3B 876
BT 945 945 81 897 624" 901
BRQ %2 %1 806 697 5057 835" .898
High product quality

GSQ P25 910 1 34 878
BT 906 908 711 368 5867 843
BRQ 947 948 753 38 3T 6077 .867

Combined sample

GSQ 946 931 818 523 904

BT 954 95 B0 706 7237 917

BRQ 969 99 89 706 6197 40" 916

Notes. CR, AVE and MSV are abbreviations for construct reliability,
average variance extracted and maximum shared squared variance,
respectively. GSQ, BT and BRQ respectively represent global service
quality, brand trust and consumer-brand relationship quality. Bold figures
on each diagonal demonstrate the root squared value of AVEs.

we p < 001
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R?=.389(LPQ)
344 (HPQ)
523(CBS)
914 Functional
.896 Exchange
LPQ: .624(t=9.223**%) LPQ: .851(t=12.694%*%)
HPQ: .586(t=7.153**%) HPQ: .578(t=5.986***)
-840 CBS:.723(t=15.780%*%) CBS:.823(t=15.518**%) : Love
Interaction 856 .92
Quality LPQ: -.026(t=-.433) g6
HPQ: .049(t=.542) . Commitment
Phys Envo Global  » _________f Cl PE:;D_Z‘I(F_-“}E) ___________ N Consumer-Brand 5 .904
Quality Service Quality Relationship Quality’ .8
Mediation: LPQ=.531%*/HPQ=.339**/CBS=.505** - Attachment
Outcome . R?= 697(LPQ)
Quality . =
-907 Moderated Mediation .370(HPQ) Seh‘—conclept
LPQ > HPQ .706 (CBS) o Connection
Differences =.192** -916
.869 Partner
921 Quality

HPQ: X%62=120.363(p<.001
CBS: x%e2=207.224(p<.001

Model fit. LPQ: 3%e=143549(p<.001);

Perceived
Product Quality

)i Xdf=2.315; RMR=019; TLI=966; CFI=973; RMSEA=078
)i X/di=1941; RMR=017; TLI=959; CFI=967; RMSEA=077
)i X*/di=3.342 RMR=017; TLI=970; CFI=976; RMSEA=079

Notes. For mediation and moderated mediation tests, 1,000 of bootstrapping sub-samples were generated and then the biases were corrected in a 95%

*p < .05 = p< .01~ p< 001

confidence interval. LPQ, HPQ and CBS respectively represent low product quality, high product quality and combined sample. Factor loadings are
provided in sequence of sample (LPQ, HPQ and CBS). Standardized coefficients are shown for all hypotheses. A solid arrow implies a supported
hypothesis and a broken arrow stands for a rejected hypothesis.

[Fig. 2] Results of structural equation modeling
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