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This study analyzed what premium features significantly affect customer satisfaction and their recommendation, and what factors
significantly affect product attributes. In the process, first, the loyalty program and the customer compensation program were
studied to determine the impact of the customer satisfaction and recommendation. The study analyzed that quality and design
of product properties had significant effects on all factors, but the brand was not significantly affected. Second, while superiority,
differentiation and scarcity of luxury items are significant to customer satisfaction but superiority is only significant in relation
to recommendation intention. Third, the preceding study shows that the customer compensation program has a significant impact
on sales growth, but the study found that it was not for imported luxury car customers. Fourth, if the royalties program is low
in awareness, it has been analyzed that the scarcity and customer satisfaction relationships among luxury goods have been adjusted.
On the contrary, if there is a high level of awareness, it is analyzed that there is a control effect customer satisfaction and
differentiation among luxury brands. In the conclusion, in order to satisfy customers at the import luxury car market, the differ-
entiation of luxury goods by standard index must be strengthened and the brand must be strengthened among the attributes of
the product. In addition, by raising awareness of the royalties program, the relationship between differentiation and customer

satisfaction can be enhanced. 1)
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Ratio
21.6%
18.7%
11.3%
7.8%
2.8%
1.4%
0.7%
6.7%
100.0%
2.5%
0.4%
0.4%
32.2%
7.4%
4.6%
1.1%
38.2%
1.4%
5.7%
6.4%
100.0%

Respondent
61
53
32
22
19

283
91
21
13
108
16
18
283

Jaguar&Land Rover
Hyundai Motors
Kia Motors
Samsung Motors
Volkswagen
Jaguar&Land Rover

Volkswagen
Volvo

Lexus

Etc
Lexus

Benz
BMW
AUDI
Sum
Benz
BMW
AUDI
Etc
Sum

Sortation

ownership
vehicle

Desired

Ratio
69.3%
30.7%
100.0%
34.6%
48.4%
17.0%
100.0%
14.8%
50.5%
26.5%
8.1%
100.0%
18.7%
30.0%
27.2%
24.0%
100.0%
17.3%
7.8%
3.9%

<Table 1> Demographic Characteristics

Respondent
196
87
283
98
137
48
283
42
143
75
23
283
53
85
71
68
283
49
22
11

5~6 million won
6million won~
Hyundai Motors
Kia Motors
Samsung Motors

Sum

Single
Married(Child)
Sum

20~29

30~39

40~49

50~

Sum

Sum

Sortation
Married(Non Child)
2~4 million won
4~5 million won

Male

Female

Gender
Marriage
status
Age
Income
(monthly)
ownership

Vehicle in
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<Table 2> Reliability Analysis Results

Concept No path coefficient std. error Cronbach’s « AVE CR.
X1 0.74(-) 031
Quality X2 0.72(11.36) 0.45 0.795 0.625 0.833
X3 0.81(12.63) 0.27
X4 0.68(-) 0.40
Product .
attribute Design X5 0.86(12.52) 0.14 0.812 0.724 0.886
X6 0.83(12.22) 0.19
X7 0.83(-) 0.18
Brand X8 0.85(14.92) 0.16 0.774 0.677 0.860
X9 0.58(9.82) 0.51
X10 0.82(-) 0.18
o XI11 0.85(16.61) 0.14
Superiority 0.838 0.703 0.904
X12 0.67(11.95) 0.38
X13 0.71(13.07) 0.29
X14 0.67(-) 035
Luxury Scarcity X1 0.5785) 0.75 0.782 0.555 0.831
property X16 0.78(11) 0.22
X17 0.75(10.71) 0.26
X18 0.79(-) 0.26
L X19 0.83(14.97) 0.16
Distinctiveness 0.861 0.711 0.907
X20 0.8(14.4) 0.25
X21 0.72(12.63) 0.34
X22 0.72(-) 0.26
X23 0.8(13.06) 0.19
Customer satisfaction X24 0.87(14.22) 0.16 0.876 0.720 0.927
X25 0.83(13.67) 0.17
X26 0.63(10.26) 0.39
X27 0.87(-) 0.13
. X28 0.88(20.11) 0.12
Recommendation 0.922 0.844 0.956
X29 0.87(19.44) 0.14
X30 0.84(18.54) 0.17
X31 0.96(-) 0.06
Loyalty X32 0.94(29.45) 0.09 0.933 0.846 0.942
X33 0.78(18.62) 0.28
X34 0.89(-) 0.17
Compensation X35 0.81(16.20) 0.33 0.881 0.709 0.879
X36 0.75(14.72) 033
522 A% 9 el #£4 W] BAREAFE g2 BE a919e] AaAdAA T
1A QRIFAS ANE oz g AHEE H Bo Aok shd o] E W A5 el Aol EASH
Zokal, ®AFEE 2| 4(Average Variance Extracted, AVE)  thal b 4= gtk A 4700l gl &els QoA
2 59 ATEIAN DAL PTL AT £ 0D YRS AW <Table 220 AN A7 2ow,
t e 59 FAMNES S48 AT AR UE ¢ = 1084.206(d.f. = 549, p < 0.001) 2=
Zrel drbut #Age] e A& SotH, SAARES = frolste] A 948 Tt dy £4 FRAtEo] Apol
ol7] §l3le] ZHR DY BAE FASAT FAA 29 7} vk ATAAE A7t Hol AT BAE A
B A4 3 225 ensYn oARe) ghor ¥ % glon), o) R A7)0 e A%z e 4
HE AVEE AAke = 9o dubdoz 1 Fho] 05 = AFEY 7 HrFE djok elgsith o]o) <Table 3>l
ol Folofof gt d A &= 1 gho] 0.7 o]dolojof  A|A|gE vpe} o] 7} AP AFES AU 58 7Edt
Mdetddel Szt Add = ok sidsts A FEoE vEh By AREE greqtha & 4 vk
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<Table 3> Model Fit Analysis Results = 0.924, IFI = 0.924, RMR = 0.041, RMSEA = 0.063 &<
: : 2 depston, /1EAE wEea gl 47298 59
MeSa(s)urrt:l(:I?/zr:lue 108;(.206 j:; < 01.3001 4 “] Heed gRsigne Jre 5 glor, wepd
Criteria value |close to freedom bigger > 0.05 = B Ei sk A=A et 7S TSl
e YutHow 7 A= o] f94E HEE] A
CFI IFI RMR RMSEA SAAEE, B 7o BAlo] ALEE AMOS Z21 mﬂ
20'9;30 20'9;(5)0 SO'O;ZS ;).0(;38 A& d'd g2 CR(Critical Ratio) gt 2 C%?ﬂ’/}
S ARATE BTLAE Uir FHOoEA, 2 ﬁp_i %—
S5 5%l A CR o] 1.965 o ﬂiﬁ]fr Foelek=
o2 ARG AN SAFFHAZATIONT  Huins s)zksie] T W Aol olulaA7} 9= A
TAHOR B freld le- oHEE WEAVE o gaspl Gt <HLBo] 0 2284 25 §4
@t e AE = grol Zh7he] ZIEA (0.5 B 0)E WE o) 2002 mTAS oNF AR 2O Ao e
she AloR UER A Ak BEAel BF e g o= mEae 994 824, EA B 20l A]
j;oo igilﬁ%%}giil; j;ijé‘l Eﬁj 247k g#3 ARG 7kol 06060 = 8.170, p < 0.001),
= = = T 0.467(t = 5.754, p<0001)0231( 3.632, p<0001)
T <Table 4>} 2oy 7A/NE 247k] AVEZF #AME wxgo] o222 190 % G493t Aoz A} &
7+ “Jﬂrﬂrﬁ]ol Arrc AW FAedAdol AR goig mely T WENS o] 95 =a uq
[4]. 22 TA7N A AR Il ZATE A2 g o £ ginh <HI2>9) AFEA A ORI ¢
L}E}kkt}. cARls ApdA ] AL 0824, APEA 91 710) Azl A 0.231(t = 3.949, p < 0.001), 8243}
B arSsel ARV 0763 SO wE AW o g 0.400( = 4.280, p < 0.001), AR B
AZF el oy, Ao BAEEA 4= ol A 0.618(t = 7.128, p < 0.001)& Yeh} EA3} wpzirpA =2
AL AR A7) wiel] EErdY s FRIANAT  mzage o)x5y] 98k 2o WS oF 4 9] 3}
2 87k 5 8l AR <H1-3>9) BA=s} 9EA 2 aQlste] HREA
A3 BE AzolA oA ¥ A7t =EHo|, B
53 71E&E 2 A=) B9oli= BELL AAT] AF F2 WG} of
Ao etk vgow HEd 7 el uA
531 FREH B4 THEol WA= JFHEE <H2>E At B4& A
UA AA G AFEYP FAB] FRYAA BYPS SGivh A A 94, s, AEA T HEE B
T8 oM, AMOS 22,05 &8st A4S AN 7 AN §o8 ()Y FFE A Aow &
o ATRYP A rpdS ASE] A 4 AR AEAr A7 £F3F BEAFIE 0.218(t = 2.590, p <
A A <F1gure 2>} Zro] vEbyith AR 0.010), 0.254(t = 2.884, p < 0.004), 0.439(t = 5.261, p <
A A5 2 = 811,526, d.f. = 386, p < 0.001, CFI  0.001)= YER} fFoF 1% A% SAXCR Fofeh
<Table 4> Correlation Analysis
CcC Q D B Su Di CS Re L Co
Q 0.791
0.571 0.851
B 0.555 0.714 0.823
Su 0.732 0.712 0.645 0.838
Sc 0.730 0.700 0.619 0.746 0.745
Di 0.652 0.824 0.686 0.692 0.735 0.843
CS 0.627 0.742 0.613 0.713 0.727 0.763 0.849
Re 0.621 0.633 0.525 0.740 0.625 0.631 0.522 0.919
L 0.460 0.443 0.310 0.508 0.530 0.478 0.531 0.554 0.920
Co 0.442 0.424 0.264 0.483 0.577 0.496 0.554 0.483 0.739 0.842
*Diagonal lines show VAVE.
CC : composition concept, Q : quality, D : design, B : brand, SS : superiority, Sc : scarcity, EDI : distinctiveness, CS : customer satisfaction,
Re : recommendation, L : loyalty, Co : compensation.



Analysis of Reward and Royalty Programs Affecting Customer Satisfaction and Recommendations in the Purchase Process in Luxury Goods 155

0% GeEhgth 2F3 ARAFE ARy v 7}
2 4FS vAE 89 Al Aoz & 4 Qi
w3k EAge] 7 el T ARE A 4
= %%*é*{ol 0.411(t = 4.783, p < 0.001)9] 232 1}
Ehfo] fro)5a 1%l 7Fo] Afed Aoz eyt
k. A “‘OE ThE} R o] AFRA A BE
3} A15=7F 0.544(t = 5.846, p < 0.001)F LJER} WHEL =
Aol JFs A Fag daueels &+ qrh
9 A M AFe] Sl FEY FFE MAE 2
e FAF TR F 2llds & & Aslen, Ba=
= WEA 4TS XA g oRE YEgth ¥E
Ao aATEe] A= BE HEAY] 2910 uA
ghol] FAA o R frold G UEAL e Aow
BAE o, FHggeE YEAHY 82 F LW
o] o3 4SS F Ao EAHUY Ao
DAL S50 7o) AAAME fojgh F GRS

AMOS Z2I3S 283 2day 7448 A 8]
3] A48 dolgE TAY AR uASHE 7}
7hel Fts FACR A(E) IR AE)IEFoE T
gto] g BAS AASet e R 2HavE
AAs7] Aol 72t AFHE SAUFE T A48
i PEAE delRE FAFYE A8E AAseh |
A QA S 2EE 9 ARG 4740 FiEAE 7
Foz Jug Bhstgen, e dEdd 4
& At £ AFelA g B4s AT 34
O AGRY Jd 1 FUAY AFRY ] HFPEE
Hlagk Ay, 2AE] 9 aARg g 2dav 4%
T AFe VEAE FHAAL, O mAes A
2 UERdARE AvH o 8 Hse o e
(CFI = 0.901~0.902, IFI = 0.866~0.884, RMR = 0.050~

0.047, RMSEA = 0.052~0.057) 7t AR 2day)
2 AuR7] YA 2 Aol AARLS AANEAT S =
Qe JErt BEYH W Aol AR} A S
AR A, 545 AU fold 22 EM

sor], 94 wE BAGAE EAHOR fel
3 zAEe) A7k Ve stk olel felat
JeE AmdaAel gg EAe ANg 2%, 29}

B

< AdelA s o) ol ¢ A vkt

Uﬂ](low group : 0.568(p = 0.015), high group : 0.106(p =
3)’ ]_tﬂkh,]_ u]-,.”/] ﬁioﬂ;ﬂ‘— iod]:/]ﬂ_ lr:O 711:]—
gFol o AA HERTHlow group 0.325(p = 0.036),

high group : 0.482(p = 0.000)). Th5O. 2 L H /o] w2

B s 19 Aol BAE AxeALen, bl

2Rl Aol a3 AEAT BEY BAE Fol5

<Table 5> An Analysis of the Difference Between Luxury
and Customer Satisfaction by Loyalty Level

Path ) ) Ax? Sig.
Coefficient X d-f- axt/af Dif.
Non
Coefficient 1481.471 772 - -
Model
Su—CS | 1483753 m 2282 . Non
Significant
Sc — CS | 1485.684 773 4213 Significant
Di — CS | 1484.621 773 3.150 Significant
"When o = 0.10, d.f. = 1, ¥ = 2.71.
"When a = 0.5, d.f. = 1, ¥* = 3.84.

<Table 6> Path Analysis Results by Loyalty Group

Low High
Path Standardized | t-value | Standardized | t-value
Coefficient |(p-value)| Coefficient |(p-value)
Su — CS 0.033 (gégg) 0.243 (3(3)?2)
S¢ — CS 0.568 ((2)3%2) 0.106 (ééég)
Di — CS 0325 (3822) 0.482 (33(1)3)

<Table 7> Analysis of the Difference Between Luxury and
Customer Satisfaction by Customer Rewards

—
Path x2 d.f. Al df 4 XDifS'g'
Non
Coefficient | 1363.319 772 - .
Model
Su—CS | 1364.195 773 0.876 _ Non
significant
Sc — CS - - - -
Di — CS - - - -
"When o = 0.10, d.f. = 1, ¥ = 2.71.
"When o = 0.5, d.f. = 1, ¥ = 3.84.
A A E ST, LA ke A2 g v
AT At B4 23, a g -4
TrEo] ARZAM 2AgHE dF5ETS AL 2AE
2b2) Lakgith, 2dadel digk EAARE TS,
24E 9 uARY T ZEET WEA Y T Alolof A
frojgt 24 g¥E Jetlon, 1 F iy A
T Abolo A o] 2H gt e ASE YENT 814
Bh 5148 9 vkl BAl A= REE ATt WE
5 gFgo] w2 o ApAA I Y] BA oA =
2HE ALVt 2555 o] 22 o= ity A
#I7F YERSETh
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<Table 8> Hypothesis Test Results
Path Coefficient Significant | Adoption
Path Std. error t-value .
Un-Standardization Standardization probability status
H1-1-1 Q — Su 0.604 0.606 0.074 8.170 p < 0.001 Adoption
H1-1-2 Q — Sc 0.401 0.467 0.070 5.754 p < 0.001 Adoption
H1-1-3 Q — Di 0.241 0.231 0.066 3.632 p < 0.001 Adoption
H1-2-1 D — Su 0.300 0.308 0.076 3.949 p < 0.001 Adoption
H1-2-2 D — Sc 0.336 0.400 0.079 4.280 p < 0.001 Adoption
H1-2-3 D — Di 0.633 0.618 0.089 7.128 p < 0.001 Adoption
H1-3-1 B — Su 0.083 0.086 0.072 1.148 0.251 Reject
H1-3-2 B — Sc 0.068 0.082 0.072 0.943 0.346 Reject
H1-3-3 B — Di 0.120 0.119 0.077 1.556 0.120 Reject
H2-1 Su — CS 0.190 0.218 0.073 2.590 0.010 Adoption
H2-2 S¢ — CS 0.256 0.254 0.089 2.884 0.004 Adoption
H2-3 Di — CS 0.365 0.439 0.069 5.261 p < 0.001 Adoption
H3-1 Su — Re 0.419 0411 0.088 4.783 p < 0.001 Adoption
H3-2 Sc Re -0.060 -0.051 0.103 -0.579 0.562 Reject
H3-3 Di — Re -0.043 -0.044 0.084 -0.511 0.609 Reject
H4 CC — Re 0.649 0.554 0.111 5.846 p < 0.001 Adoption
*Diagonal lines show VAVE.
606+ Superiority
30 HAA ‘218;(';{';{'
Customer
AT A117 Satisfaction
A
400 25 ok i
\‘23 A A
A A
618**+ 43 lecommendation
**p < 0.01, *p < 0.05, p < 0.1.
<Model’s goodness of fit>
¥ = 811.526, d.f. = 386, p < 0.001, CFI = 0.924, IFI = 0.924, RMR = 0.041, RMSEA = 0.063.
<Figure 2> Path Analysis Result
6. o179 Zdb} U AJARH < B9 AFud 44 HH HE fA9k Sl
28 F5o] ohd 5 glk. 2y Zzade ug
6.1 %7 29F I AIARY Arke] FaAow MANTE J1ie] nIEE B9
ojn] FAl] A &Aooz Felo gt FH ool A
s Feks 7Igde] AAL Wi g RA=e = = Qu® gt ozt o & gled v A
st SN A T2 oHAE FHATIE €S o IYE AL Yo E AEZH BAS FA 8L, L
@ A7 we) g FAnAe R Ad FRFL A AL FUT 5 U vblY FEolch
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