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internal business process
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conducting
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Tab. 2—3 Serv—Perval Summary

(Petrick, 2002)
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the non-monetary price of obtaining a
Behavioral ~ service. This includes the time and
Price effort used to search and attain the

service

the prestige or status of a service, as
reputation  perceived by the buyer, based on the
image of the service provider
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Tab. 4—1 Characteristics of Respondents

class frequency %
men 123 53.5

gender
women 107 46.5
under 20 24 10.4
208 93 40.4

age

30s 78 339
over 40 35 15.2
number 1-2 87 378
of uses 34 9 41.3
per year more than 5 48 20.9
wholesale / retail 67 29.1
food and lodging 56 24.3
type of ICT 3 187

service
entertainment / culture 39 17.0
etc. 25 10.9
total 230 100.0
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Tab. 4—2 Confirmation of Measurement Scale(Serv—Perval)

factor Cronbach

o 1 7 *
dimension item loading alpha AVE
Qutstanding Quality .818 875 718
Perceived Very Reliable 77
Quality Very Dependable 757
Very Consistent 721
Made Me Feel Good .808 825 .663
. Gave Me Pleasure 77
?ggso?]r;il Gave Me A Sense ‘Of Joy 745
Made Me Feel Delighted 716
Gave Me Happiness 595
Was A Good Buy 797 885 621
Was Worth The Money 770
Monetary Was Fairly Priced. 738
Price Was Reasonahbly Priced .681
Was Economical .628
Appeared To Be A Good Bargain 577
Was Easy To Buy 194 .888 631
. Required Little Energy To Purchase 768
Bel;i.‘ggr al Was Easy To Shop For 731
Required Little Effort To Buy 671
Was Easily Bought 561
Had Good Reputation 778 .884 .615
Was Well Respected 765
Reputation Was Well Thought Of 721
Had Status .653
Was Reputable 554

KMO = 0.860(p<0.000)
* AVE(Average Variance Extracted)

Tab. 4—3 Confirmation of Measurement scale(Satisfaction and Switching Barriers)

factor

Cronbach

dimensions item loading alpha AVE*
I think I did the right thing when I chose my main service provider. .867 879 .844
Satisfaction ~ Overall, I am happy with my main service provider. 873
My main service provider meets my expectation. 847
It is risky to change my main service provider(SP). .83 84 71
o [ would feel frustrated if I terminated my current relationship with my main SP. .809
Sgwla;[;z?sg It would cost me a lot of time to change my main SP. 197
The cost to stop using my main SP and start up with a new SP would be high. 797
It would cost me a lot of effort to change my main SP. 79

KMO = 0.935(p<0.000)
* AVE(Average Variance Extracted)
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Tab. 4—4 Results of multiple regression

Unstandardized Standardized :
Coefficients Coefficients ¢ Sig.
p-value
B Std. Error Beta

(constant) 2.169 327 6.627 .000
Perceived quality 147 019 757 7.563 .000
Emotional response 102 047 132 2.19% .029
Monetary Price 195 097 194 1.999 .047
Behavioral Price 120 043 153 2.763 .006
Reputation 125 .059 135 2.126 035

R? = 0.487, adjusted R? = 0.476,
F = 42,542 (p < 0.000), Durbin-Watson = 1.908
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Tab. 4—5 Moderating Effect of Switching Barriers(1) Tab.

H1-§-2 AR A FEL mIAE T
Aggelo] 2HEHNE JRRItt & 4 k.

4—7 Moderating Effect of Switching Barriers(3)

Std. Change Statistics Std. Change Statistics
i Mo adj. Error of
Mo adj. Error of 2 2 :
w R e RO F sgF e NN R me R F  SgF
Estimate  change  change  change Estimate chénge  change  change
1 53 .28 282 629 285 90778 000 1425 180 177 674 180 50134 .000
0 83 719 7T BL AU 507539 000 2 881 777 75 352 597 607.033 000
3889 791 788 342 012 13004 000 3 885 782 780 349 006 5730 017
Model 1 : Perceived quality Model 1 : Monetary Price o ‘
Model 2 : Perceived quality, SB(switching barrier) Model 2 : Monetary Pnce, SB(switching barljer)
Model 3 : Perceived quality, SB, Perceived quality X SB Model 3 : Monetary Price, SB, Monetary Price X SB
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Tab. 4—6 Moderating Effect of Switching Barriers(2)

4—8 Moderating Effect of Switching Barriers(4)

— Tab.

Std. Change Statistics

Mo , adj. Error of . .
o 2R o g R F Sig. F Vo

Estimate Cchange change  change 4
1 319 102 098 705 102 25865 000

Std. Change Statistics
adj. Error of
R K R% the R F Sig. F

Fstimate change change change
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1 469 220 217  .657 220 64.391 .000
2 883 .779 777 .31 059 573959 .000
3 884 .782 7719 .349 .003 3.255 073

Model 1 : Behavioral price
Model 2 : Behavioral price, SB(switching barrier)
Model 3 : Behavioral price, SB, Behavioral price X SB

Tab. 4-9°] A3oM & 5 SI%o] Ml 7H]
T B 1A NE folF e AH,

ME ARASR)E F7kha, olefd Fgel F
gl o8l felFe & ok mepA Aul g}
A FoM e DS FOlF S PAD
R, olelet AN AABo] ZUEAE 7

0 9ge ¢ 4 ek

Tab. 4—9 Moderating Effect of Switching Barriers(5)

Std. Change Statistics

Mo ad. Error of :
e &R R e o F SgF
e change change change
1 666 .444 441 555 444 181.819 .000
2 893 .797 .79%5  .336 354 395788 .000
3 899 .809 .806 .327 011 13,519 .000

Model 1 : Reputation
Model 2 : Reputation, SB(switching barrier)
Model 3 : Reputation, SB, Reputation X SB

ol 71deoNA Aul 2 4kgle] HIFe] AL
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ARl 2 7ol Akie] Fell FrofAl
= FAE & F Atk olol wet 1 WSS
ak7] 9I3k o2 7] o] ATE7 = g
olf] FAl= 4Ris} x18E =7HERE ot A
Hog AL I7ME Yehdes dgolt da
2 [shaq(2012)= I 2B M= o] FFAlako] &
W] SAE L glom, Aul 4 9 o]F IR}
Ar| 2 7HA7F Fasithe AE AABIATE o
of & AFeME 7|19 CRMIA A He))ollA
CEMaA A #ehE o|dfish= a4 whgsp]
Al 1A RS Aashr] 93 FHeE AH|A

A2

L

ARl 24E DR, E=@ ol DA
$gulo] ofm ZAENE AT Yo} BT
QAT Az e AT WS PSR A
2oz A7 7 BEe] 34H GHL AT
Agleh obge] @ WA olH AL
przos 24

olffZe Al Aurh ddjHoz 7l
 AFE TG € 7hsdol =] wiEolt
2 Kyung and Cheong(2016)> FAl4FE<]
HIZZ} A e Agele dde 7o s 5
AA Z1dEolEE AST A3 Al AuE A9
@ 49| o FEC] 1A o WAHT o 2-5u)

_L
2 b

7V =8-S ATk o9} o] Au|z) ik
F940] molAl= FAE 7Rkele] FEAH Afs}
ARH Fgo] o]Fojzjof & AHo|t}.
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The Service Value Affecting Customer Satisfaction and the
Moderator Effect of Switching Barriers

Hyeonsu Byeon*

ABSTRACT

The purpose of this work is to develop a model that understands perceived service value is useful
when explaining customer satisfaction and that examines the moderating effects of switching barriers on
the relationship between service value and customer satisfaction. Serv-Perval scale which consists of
five dimensions was adapted to measure perceived service value. Online and offline questionnaire survey
was empirically conducted with respondents who experienced services in the various areas. The results
show that five dimensions in Serv-Perval scale had impact on customer satisfaction respectively. And
the switching barrier moderates between service value and customer satisfaction. It indicates that
perceived value of service forecasts overall assessment on customer satisfaction and needs the optimal
use of switching barriers in the service industry were offered.

Keywords: service quality, service value, serv—perval, customer satisfaction, switching barrier
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