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An Effect of 020 Service Users’ Motivation on Loyalty
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ABSTRACT

Purpose: 020 service are becoming popular in various industries such as food delivery and taxi. This research
explores how users’ motivation of 020 service influence customer loyalty through expectation—confirmation
and satisfaction. this study attempts to explore the motivation factor (i.e. pricing, enjoyment, immediately,
social influence) and to empirically examine the relationships between those and users’ loyalty to O20 service.
Methods: To test the proposed research model, a survey research methodology was used. Paper survey
was distributed to O20 service users in Korea. A total of 198 data were used for the analysis. Structural
equation modeling was used to test hypotheses.

Results: According to our findings, this study found that satisfaction was positively influenced by users’ moti—
vation factors. all hypotheses about the effect of motivation on expectation—confirmation were statistically
not significant.

Conclusion: 020 service providers should consider the results of this study to satisfy users’ expectations

and satisfaction for building a better O20 market.
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Figure 1. Research Model



An et al . An Effect of 020 Service Users’ Motivation on Loyalty through Expectation—confirmation and Satisfaction 929

3.2 A= A

£4317] 93 SAFEEL Jin and Lee (2012)F Fxdlo] “0h& Mujx9l vlalske] 02041027}
SHAl =AKIEE”, “020 AH|27E B ElE 9 S Aleshs A 2k, “020 AH|2 A4 g T
ARl Au| 2o} 7FA S AlFhe A B AL g5 A 41442 Mckinney et al.(2002)& ¥IEo.2 “020
M| HAY AR E AFe)”, “0204 0]~ Z 3 AHIT AlESHA A", “020 AR)aE A2 U
45 w27 guolEsta J"E SAHIEES FASNE T3, #3842 Moon and Kim(2001)2 Hsu and
Lin(2008)¢] A7l o] §5 ZAFEES F45}0] “Th Au| 20} wasto] 020 A2t A JrkaL AzHE”,
“020AH] 2 o] g2 STkl =AKIE”, “020 Mul2e= YellAl 7155 Algsts 2 2k 2 AAe3it) A
4 932 Hsu and Lin(2008)8] AAATE B2 “Uis FWARE] 0204128 ALS3ES A5k AHed
Aolt},”, “F AlEtEo] 0204 AE AFEEE Ut ARRSE Aloltl” So7 A3k}

5= Bhattacherjee(2001)2] SAHEE-S 28310 “020 AH]2=d digl] dukd o=z vrgir}.”, “0204H]
2 o] goll g AR RHE3T", Tgjal “dnbe o r whRit "2 SASgit 7 AR, A SAEE el g
=432 0 Bhattacherjee(2001)¢] TS Wrddte] 7|gdx] 2HFEL “020 AH| A= 7 ddd AR ke
Ak, “0204H] 2 5 7Y AR 94k, “0204 0] 20l thet ARk 4 E-E 7de Anc) F9k
2 ARSI ASAH S e “Uhis F2 0204 28 o 88 Zoltk”, ‘0204 28 o2 A% o] 83
Aot} “ThE AR AR 0204 B A X&H 02 o] 83 Ao|t}."&E A3t} npxe g 23 9% Chiu
et al (2013) Aol o188 ZAHFRES FA] “Urt ol sk 0204M] 28 e Aol A FAsHA”,
“020AMH]2=9] F& S ofe] Akl A o]obr] & Zlolt}.”, Zejal “FHAFE Al 0204 H] 20l s S A C.
2 olob] & Zloluh = AMgSIalt.

afy
An)
N
o

\i
oX,

i 1
ftllo

oo

N

3.3 B2 @ A2

2 d9e ANE AR AT 98] 020 AU AE o] 8t F7], 7| A9} v 1E]al Ajo] g9k
FH 0wl Palo] B AE-S AA ST AEHAAE 020 M| AE a2 AFEE o] gl o85S
Jo 2 ARSI ARFARE T2 FEHo] o] H T, A8 A ZAE dulg ARIYUE ddew
AEA] 2505 wiEsle] 21055 Fgstglon, g BAA SHE 3 12505 Ae F 19857t B4 AR
Ak A7 20164 109 1U5E 159714 & 2573 A=At

2= 4

Tl o]g¥ Fie] Q1T FAA 54 v okl AEEE wHAo] 908 (45.5%), /9] 1087
(54.5%)9] X5 HY 3, F2 o]t 020 M2 wjgdakd 020 Mu|2az 1029(G1.5%)% 7Fg Bekon,

FEA] B 020 AW 2R 83 (41.9%) 0= vEbeth gk 19 H A 07 0205 o]&ate Sl 23] o)d~5
3] o]5} 1028 (51.5%) % 7HE Bol vettor, 13] oat7} 57(28.8%) == Uetstth 7|8 & 542 o}
2] Table 13 7},

o,



930 J Korean Soc Qual Manag Vol. 46, No.4: 923-938, December 2018

Table 1. Characteristics of Respondents.

Variables Sample Percentage(%)
Male 90 45.5
Gender Female 108 54.5
Total 198 100.0
Delivery related 102 51.5
Call Taxi 83 41.9
Mainly used Real Estate 1 0.5
020 service Accommodation 7 3.5
etc 5 2.5
Total 198 100.0
TV or Radio Advertising 68 34.3
introduce by friends 80 40.4
Path to use 020 Social Network Service 39 19.7
service Print Media Advertising(magazines, newspapers, etc) 2 1.0
etc 9 45
Total 198 100.0
Less than once 57 28.8
Average mum- 2 to 5 times 102 51.5
ber of 020 6 to 10 times 23 11.6
Service usage 11 to 15 times 9 45
per month
Over 16 times 7 3.5
Total 198 100.0
Under W1 Million 173 87.4
Over W1 Million ~ Less than W1,5 Million 21 10.6
Monthly income Over W1.5 Million ~ Less than W2 Million 3 1.5
Over W2 Million ~ Less than W2.5 Million 1 0.5
Total 198 100.0
2 Adge BAEAE 9180 SPSS 21.03 AMOS 21.0 BAI7IAE o] &atlth. AFAT tidel et 754
A 4 AEEAN BAE stelel] A MERA S EARN S AN, ATRY) 34 2w
7ol QA S AZs7] YalA T+2EA A 28 (structural equation modeling, SEM) #41-8- 5}gic), =4 g9
1%L e Fed LARNE AAsgon] a5 YFEYush WHEES AFSn vHtos FEL
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Table 2. Confirmatory Factor Analysis Results

Variables Indicators |Factor loadings St;?foird Std t-value Cronbach's a| C.R AVE
pril 0.854 0.227 1.000 -
Pricing pri2 0.822 0.294 1.015 13.756%+ 0.891 0.901 | 0.753
pri3 0.889 0.199 1.115 15.069%+
imm1 0.822 0.197 1.000 -
Immediacy | imm2 0.945 0.069 1.166 16.405%+ 0.913 0.946 | 0.854
imm3 0.887 0.136 1.107 15477
plel 0.816 0.275 1.000 -
Playfulness ple2 0.949 0.09 1.205 16.185%+ 0.908 0.926 | 0.806
ple3 0.864 0.191 1.010 14.820%+
socl 0.893 0.326 1.000 -
Social s0c2 0.896 0.25 0.892 16.100%+ 0.853 0.852 | 0.660
Influence
soc3 0.678 0.483 0.552 10.625%+
sat1 0.940 0.061 1.000 -
Satisfaction sat2 0.910 0.091 1.175 13.109%+ 0.947 0.971 | 0.917
sat3 0.924 0.079 0.821 9.700%x
Expectation | &P 0.899 0.148 1.000 -
- exp?2 0.933 0.092 0.995 | 20.932% 0.933 0.952 | 0.869
confirmation [ s 0.898 0.136 0.942 18.94 3%+
. recl 0.903 0.164 1.000 -
Continuous
Intention to |  rec? 0.917 0.145 1.030 19,714+ 0.921 0.928 | 0.811
use rec3 0.868 0.252 1.032 17,418
. mol 0.787 0.361 1.000 -
Intention to
word of mo2 0.893 0.212 1.200 13.518%x 0.874 0.875 | 0.701
mouth mo3 0.850 0.338 1.230 12.810%

note) ** p<.01
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Table 3. Correlations and Square Roots of Average Variance Extracted.

Variables q0) 2 3) @y (5) (6) (7 ®
Pricing 0.868
Immediacy 0.437#x 0.924
Playfulness 0.187x 0.056 0.898
Social Influence 0.417# | 0.504= | 0.171* 0.812
Satisfaction 0.416# | 0.470% | 0.260%x | 0.424%x 0.958

Exp-Confrim 0.500%x | 0.597#x | 0.255%x | 0.485%x | 0.672%x 0.932
Intention to reuse | 0.507#+ | 0.458#x | 0.368#+ | 0.593#x | 0.609*x | 0.637%*x* 0.901
Word of mouth 0.540%x | 0.469#x | 0.270%x | 0.577#x | 0.516%x | 0.589%x | 0.707xx* 0.837
Average 3.473 3.926 3.049 3.333 3.779 3.704 3.436 3.249

SD 0.859 0.735 0.837 0.999 0.695 0.799 0.899 0.921

note) **p<.001, *p<.05, Diagonal elements (in italics) represent square root of AVE value for the corresponding construct.
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note) xxx p<.001, ** p<.05, * p<.01

Figure 2. Results of Structural Equation Model

Table 4. The Results of Hypotheses

intention to use

Word of mouth

Continuous

Intention to

Hypo. Path Estimate t-value Result
H1-1 | Pricing — Satisfaction 0.274 3.822kx Supported
H1-2 | Pricing — Expectation—confirmation 0.051 0.796 Reject
H2-1 | Immediacy — Satisfaction 0.496 5.337 %% Supported
H2-2 | Immediacy — Expectation—confirmation 0.104 1.231 Reject
H3-1 | Pleasure — Satisfaction 0.176 2.84 6 Supported
H3-2 | Pleasure — Expectation—confirmation 0.065 1.221 Reject
H4-1 | Social Influence — Satisfaction 0.116 2,250 Supported
H4-2 | Social Influence — Expectation—confirmation 0.009 0.198 Reject
Hb5 Expectation—confirmation — Satisfaction 0.508 6.681#xx Supported
H6-1 | Satisfaction — Continuous Intention to use 0.386 3.522%%x% Supported
H6-2 | Satisfaction — word of mouth 0.215 1.692% Supported
H7-1 | Expectation—confirmation — Continuous Intention to use 0.565 5.86 sk Supported
H7-2 | Expectation-confirmation — word of mouth 0.661 5795 Supported

note) ***p<.001, **p<.05
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