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The Effects of Franchise Customers’ Acquisition Utility and Exchange Utility
on Customer Loyalty and Customer Citizenship Behavior
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Abstract

Purpose - Customer loyalty and citizenship behavior are key success factors of franchise system. They make the
management of franchisee more effective and efficient. Prior studies, however, mainly dealt with only acquisition utility of
customer, such as perceived product/service quality and brand reputation to explain customer loyalty and citizenship
behavior, which explains only on one side. We tried to investigate the effect of exchange utility of customer, such as
relationship strength and psychological obligation together with the acquisition utility. In addition, we tried to investigate the
relationship between customer loyalty and citizenship behavior in franchise context.

Research design, data, and methodology - This study used data collected from the dining franchisee managers of 342
franchisors in South Korea. The franchisors consist of more than ten franchisees, the majority of which participated directly
in the transaction with franchisor and have worked for more than six months. To test the hypotheses, the study used
structural equation model analysis.

Results - H1-1, 1-2, 1-3 predicted that acquisition utility would increase customer loyalty to franchisee. In support of H1-1,
1-2, 1-3, the results indicated that acquisition utilities such as perceived product value, perceived service value, and
franchise brand reputation had positive effects on customer loyalty. H2-1, 2-2 predicted that exchange utility would increase
customer loyalty to franchisee. In support of H2-2, the result indicated that psychological obligation had positive effects on
customer loyalty like other acquisition utilities. However, H2-1 was not supported. Relationship strength had no significant
effect on customer loyalty. H3 predicted that customer loyalty would increase customer citizenship behavior. In support of
H3, the results indicated that customer loyalty had positive effect on customer citizenship behavior. Overall, the evidences
generally supported the hypotheses.

Conclusion - The results of the study show that not only acquisition utility but also exchange utility increases customer
loyalty to franchisee and also show that customer loyalty increases customer citizenship behavior. Interestingly, however,
relationship strength has no significant effect on customer loyalty. These results have two implications. The one is that
increasing exchange utility can improve customer loyalty as acquisition utility can. The other one is that both of customer
utilities can improve customer citizenship via customer loyalty.
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1. M2

1980 AL FHIOIZE Ate] FxeF IFEE 2|1 AN
AHEol Wl mAHLISO &5t AFS0| B2 EMZ /UL
(Granovetter, 1985; Uzzi, 1997; Aldrich & Fiol, 1994). O|2{st
ATFES0M F2 CHROIT J7E0| Atz|&  HiE}AO|CKsocial
embeddedness) (Granovetter, 1985). HEfA2 ZX7|0|= At
A 2|1 Zotd Qflo| ZXE msto| OjX|l= FEol| CHal
CIROIR L, %20l A=l HEYIAS FSadut =0 of
st fAMoz  O|0fX|L  QCHJack & Anderson, 2002;
McKeever, Anderson, & Jack, 2014).

Ol2{st HHERME-2 Atz|H SSO| OfEA ZMatz|l, OfEA
AMzl=X| dEY= OBHE 7tsstH  siCHPortes &
Sensenbrenner, 1993). O£ £0{, Frenzen and Davis(1990)
= ZAHIERAEO] Q= HHEHE Ol A|EH(embedded market)Of A
Oj¥=0| Ate|& StOjH-=S(social buying behavior)g HOILC}
A2 HBSIQCt =9 ¢T0| QISHH AH|XE0| FOIE
2H Q= 282 MEa A= 5802 2S5 E(acquisition
utility) ot THORXIRLC Ate|H ZEA|QF ZHEE ZEQ usta g
(exchange utility) 257} FO{RES0| He2 O[XICH= AMEE
LSt o3t AN ZAHIE}EO| LIEHE 7Hsd0| &

OlXMItny Bi=kErevelles & Fukawa, 2013), AMH|A ZFXt
HEISE MH|ADA E MEKBerry, 1995; Kim & Cho, 2011)
M ZBHA| LIEFHCE 3], F(i5)0| AS2=of gt FekE

7l e REHEe] HHE s EUE M(Park,
im, & Kim, 2006) ustegnt #HE As 0* SQ5iCt
gk 5= QUCL SHX|TH AH[XIC| T ES CHE CHEES| AT
HNEBCEREH QA = SASEE0 XS X1 UL,
[=] = MOl BE=3H MEO|CKFrenzen & Davis, 1990;
Rassega, Troisi, Torre, Chcino, Santoro, & Prudents, 2015).

olof & ¢Tts 5281 nag&E A0 Zast= ¢
TEYEEZ LS, O 2Ho| dEEME Sl neta&o| It
e HAUES mYstaxt stk o] mf, ATRHO| =3ty
= AHX Hsoz2= M= (Gitomer, 1998)2F 11ZHA|DOI
sl =(customer citizenship behavior) (Yi & Gong, 2008)g M
FoIRALE. Ol NASZHEETL NAOERE0 o £BH0l dE
H=0| 0, NHADAFZTE2 SEEE 71T DHOAM FE2 Lt
EfLt= FIAFS|™ SiE(prosocial behavior)O|7| [H&2O|Ct.

27, 2 g7 M2 AW, 1o 5z 8ut usty
80| 1S M=o OX|= &S Y= Ao, S, 1
HEHE7h DHWARHEO| 0Kl dF¥S2 fYsk= ZAo|Ch
oHH oo ATt ZEYE HBSH7| s 24 ZaXo|= L+

ACiA Moz MFSIQLE Ol 2aZzXio|=s K|

(B4 ME|AE SA0f EOfSHHA S| I EOfA
2A4F 7K1 7| MEo uEgn AERE ZFIt
ME = UCkn HEHSEYT| MHE0|Ch
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rjo
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2.1. APS|® oy

ol

CiFE2l AHAES A7t FO0H7F MSFOILE ME[AZRE
HMatls HYS 2Sotuxt ot 2H[A=2| S7(0] QoM
O[RO{ZICt: oLt SEX[T Of21gt 7HE2 Ar=lH A0

9 UAX| W= JEOAM HEF + RACBen-Porath, 1980;
Blau, 1964). G| S0, AlelH A7} ©H gl= =50 3
A MM FOiRS2 FoHECl Hojg XREH F7ot
1, OE AIEE2 dgs 2X| G=CHGranovetter, 1985). O]
B 70| JEECEL SHXIZF 2ot AAMAME FOHRE
=2 W2 ARIE 20 A5 D, Mz ChE ARSI
BAE /A EE 27| fst FOE SiCh OE =

Akerloff(1982)2] &==(2=) dEue dgoM= FOiXE0|
g8 7HEE NSUA T 452 2xrdE X YA o=
Moz mofxtel o|f= I8 &oiE H=MEt THef TRt
2% =0 7ot MFJ22RH P= 28 M0 FOfSCt
St Akerloff(1982)2] HOMM Y FOIXHS 0| H|O|gX ¢l
= @0l o gt dg{ut FOiX=0] HUX=2 R
280| UCHH o nsoM= EAHLY 0|55 s =+

30 M@ty kI
rrm
o

[l

b,

OIME FOHXIEE AMZ|H Zt7H(social ties)of 2 AZAE
CHORAFERe| mets Sd 28&S YeCh O] M AR 2HA
= AMg|XH2(social capital) (Coleman, 1988; Woolcock &
Narayan, 2000; Lin, 2017)22 O|&}&t & QICt =, AlS|H 2t
Ae HEZHYHM(ascription achievement) 1PHO| ZAUtZ A
A2 XHES 2| ESHCH(Wilensky & Lawrence, 1979). O|& &
5 7Helol HEHQ HAE SRALH Q152 B2 FU
LALL AHAE S/REY FUS A ECh 2|2 0|23k At
RtEE FHAIFIBEM O =2 &2 U2t E22X|E ¥
‘ot ElCkBlau, 1964). 2L} MEH 2= FRGHK|=
L} Ol BHZ0| MOjEto| ZO|E HHEX o2 2|0 SiCtH
A AtEICE D ALR|AHRO| HE%H BAHELH £ETH 2HA
olM & &H Astert

2N SHE= MHEF, AMH|A, E¥E E= ZF0| Ofph 2
o| HerHQl of%tolLt Z2 2 RS 2|0|BtCH(Oliver, 1999).
BHEo=z Hd M2 O RO| BEsiM Foiste, 7HHo|
DSHH, oA AH SFEHL TS LoZICHKatrine &
Harini, 2018; Cronin, Brady, & Hult, 2000; Zeithaml, Berry, &
Parasuraman, 1996; Krishnamuthi & Raj, 1991). 7|®0| A
S {XSH7| RI6) XE5h= HIEE 7IE 1US |/XAISH|
2t H|82| 6Hf O0|&0|7| [{Z0f|(Rosenberg & Czepiel,
1984), 7|1E 1ol ZHEEE ot A2 2sd 7|Ye
MIjo| 0§ =Q3+ 2010| T QUCKChoi, 2018). 1 7| YO
MH|AQ] MZ{o| st 7|¥U4+E [ 12{8}CHReichheld &
Sasser, 1990). AH|A 7|219] AL A{H|AQ| H|EZ|Y
(inseparability)2 A{H|AQ| EX0| MH|AZ} HBE= 1 =7t
of Z8=1, MEAZgA7t ofl nzbof Qs ZFECH=
A8 9|0|3tCHSeay, Seaman, & Cohen, 1996). O|2{st A{H|
2o 24 Xzte £ 2ol 2 B M= Xl O
Mg 2 sta, O XHEFQ QIAM0| IS EEo| Z7H0| K
7| j2o|ct

Evanschitzky, Ramaseshan, Woisetschlager, Richelsen,
Blut, and Backhaus(2011)2| HO|A= 7|0 CHsE A< £
oh 0 S0 FRE Fhh= AMME EHSIRCE Ol
SEge CIRE 2 AT0IM OIQ oojgls wrojet & &
%I\

C
Eo

uw pe 18

-

A 2

=
b5, ZHX0|= 7|0 ¢t SESe| 2A Eol
| =

o -
Lb ME|A9] X|ZtE SEXNY DAS G0 Jge &



Sang-Duck Kim, Hyang-Mi Im, Ki-Hong Seo, Ok-Sook Yoon, Jong-Hun Kim / International Journal of Industrial Distribution & Business 10-2 (2019) 39-49 41

UAS2 olgt7| mEo|ct
2.3. AET} MH|AO| X|ZEl JHK|

A0 OjA|gREtel 7|22l 280|2L 7HK|e| 7HEE Al
Sl1 QUL Caruana, Money, and Berthon (2000)0f 2|stH Bt
2 2% 1AE2 HE XHE A= 40| otLzt ME2]
=9| T¥0| MIst= 780 HE 7HXE FOiRCID =
Cf. CRAl el 74K[= 20| MFOILE MH|A, S=Y%t
2l 79| ABLERY A ke HLl HIE(E)
K2l &= A4l(perceived net trade-off)2fd & %= QUCL
M HBO|L} MH|AQ| 7HX|= X|ZHEl JHKEAM Ofs{E =
CHGarcia-Fernandez, Galvez-Ruiz, Fernandez-Gavira, Velez-
Colon, Pitts, & Bernal-Garcia, 2018; Raghubir, 1998; Flint &
Woodruff, 2001; Snoj, Korda, & Mumel, 2004). O|2{st X|Zt
EH 7= NELEEH AHXZE @ HO| AH[XRZE O
ME WMol X|Zsiof st &7[EQl HIEEDH S [f wdst
CHSlater & Narver, 2000). X|Zt=l 7tX|= AH|X}o| =MHOf|A
HMH AH| ZHXEF & 4= JU7| [IE0|(Jung, Goo, Kim, & Kim,
2014), AH|X}o| HEES AN TQTH QQ90Z AH|X9|
Bzl HESS 0|FSt= o|=X|&#0|7|= St ME0| 2 Of
Aggso =Het g = U= nATHdzt: THESH HAHS
X2 JUCKHYang & Peterson, 2004). 2X-31-50|-Z(goal and
action theory) (Sirdeshmukh, Singh, & Sabol, 2002) °|5}H,
1ZHo| THK|E AQ|Z2X(superordinate goal)O|1, DHEME
= =X O|E2ZA 3If=2X(subordinate goal)O|z2f & &= U
Ct. 20| X|2tE 7HK|= o 23t 7HXIE M3shs neto
Oisff #SH o=Q FHEZE XA SHCKSirdeshmukh,
Singh, & Sabol, 2002, p.21). 7|& ASAHAAE £ 0|2t
AAEE SIEHAISED QICKBolton & Drew, 1991; Chang &
Wildt, 1994; Yang & Peterson, 2004).

olgfst X|ZEl 7K HMZH# OtL|2h AH|A0]| CHsHAME Lt
Ef-tCHLiljander & Strandvik, 1993; Leblanc & Nguyen,
1999). MEtM X[ZHEl MH|AZEX] ESE DMZHEE 23|
ZICtn g &= QUCKHKuo, Wu, & Deng, 2009; Park, Lee, &
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HrH(reputation)2 O|0|X|2t= CHE JHE2Z O|0JX|7} H

oA X2 JEXAH B AEol2tH BT HlwX FU|7Rel
SO0f CHSt ZFK|EHEHO|2t . & o= QUCHBalmer, 1997). Hwang,
Kang, and Yoon(2014)2| HF10f 9|sl™H HIto| XZO0|Lt A
HIA0| =237 ECH= 7| HA0 CHst Z7HXQS LS
1, Fombrun(1996)2 A& =M # OfL|2} M, STHH,
2™ KRN HEZ Ofsisof oot FESIACE Of2{t
BEk2 M7EX| ZHO|M ZXIO|= 7|Ye| ZHK|E BtHBICh
HX ASO|E(signalling theory) (Morris, 1987)0|A FXdt=
AN HE2 7o £Hd EE NSshs =R oA
X7] M2 ME X AMHA0 CHeE MEIE 2FAAIZICHChoi,
2016; Herbig & Milewicz, 1993; Lee & Dubelaar, 2005). Ct2
OF Hi2 maiXiol= MYo|M EIHE Z-XIE0| cist 7
Adetgez A857| ME0| d™WXE0| n=o| MENCior
(consideration set)0ff Z&Hz|X| Z&}AH SHCHDellarocas, Dini,
& Spagnolo, 2006). HEt2 ESE ZQSE HEXAM0| [0 &
HXIO|= 7|Ye| ZtX|E BCHAIZICHBoyd & Bergh, 2010;
Park-Poaps & Kang, 2018).

Ol2fot EER2 CHX| J|YOoAHI2H HEE|l= 7§EO| OfL|Ch
HEO|Lt E2HE=(Selnes, 1993), ItOlRl(Echchakoui, 2016) &
Ol EE2 HMEEICL HEO|L} EHE, TOYE S0
ofsf &7|Zt WE JIXEEE T = QUCE 2 FF0A
HE 72 Qe ZHXjo|x= EHEo| W2 HHMEO| =Tt

Mo ZQ TR0 BLo| BT QA FHS HOHX

oF SRS} ChYE P HAUCHE CIE BES Y 4 9

= o=
Ch. HEHE FE2 e oist MERE SdA7|n, BEA

=2 MEDIQH| ZSAF|X] ZSHA Sta, EME XpH|Q| X2
El 7HKIE S7HAFAM THE ME2Ql 7tH0] QYE[EHELE AH|
A7t B oIZskA HhE25tAH StCH(Herbig & Milewicz, 1993;
Lee & Dubelaar, 2005; Dellarocas, Dini, & Spagnolo, 2006;
Boyd & Bergh, 2010; Erdem, Swait, & Louviere, 2002).

SIEE BEYWE HEO| nM ZH0| OjXl= 2o CHskof
A3t Chang, Roh, and Gye(2009)2 EME MIHO| nZHo|
BE oist EMAE SH= & OfLet dEH Zd=Ek &
SIBICHE AMME 8745131, Ou, Shih, and Chen(2012) ¢
CESH HHO| UZuto| HAEEE FPAF|L, IAFEEE
Zeloitt= AZANE YWHSIRIM 0l2{3 A= & A9
CHeihRlQl RiXto| =0 M LIEHHCHD & 4= Qo ZRat
MH|29] FAEo|| et Mz2(7F HOHe 2 st ZaX0|
Z0| 4% HHWO| ECt= A EFM MHIAE A" =
Ch= olofo|ct. o3t Mzl & EHWEQ st n2o| o
L2 O|0ZICt: & 4= ULt Oj¢o| &S EME T3t &
2 7Hdg =gg + Utk

H 1-3:

PHA|Z Z(relationship strength)y2 17H0| M|Z, XM=, nOj
SO CHell XtopAatd, A&o| HEE ZdHA XAt Ues
AEE o|O|$tCHAaker, Fournier, & Brasel, 2004). *|Z 4 E
30|22 0|83t OHE ZOFE2| F8 Ol & tLio|Ct
(Gummesson, 2002). 017|M A ZZ= 7HQlnt 7HQl 7ko| 2
A2 OfL[2f, AH|XIQt HIHE, XE, MH[ATL A= 2HA
O 8 20toAM =2 O|FO{X| UCHFincham & Bradbury,
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1987; Park & Jung, 2010). Aaker, Fournier, and Brasel(2004)
2 BAZZIL Xtopetd(self-connection), £I2A(intimacy),
OF=(satisfaction), Z<(commitment) 52| 7JEEZ FHL|
UCH FESHULCE

2 A7o| B2 QAAMZMXI0|= JIUEO| BF e Y
b 7 zto| RAO|C HIZ BN 7ho| BAZLET}
=93t ol™utilj(Levy & Sharma, 1994; Erevelles & Fukawa,
2013)= OfL|X|Bt Qi|zzHXIO|= JHYHO| HFL FUAS
2 MH|A SEAEM n20to| HAE ddsty, AT}
=2 4% QFmojol moj-1IZM Zh EHA QL FARSH dHE
HoICtn & 4= QICKBerry, 1995; Kim & Cho, 2011). £3|,
olmol 22 BAZEZ F(1E)Ol2ke =53 YENE LIEILYY|
I SICHPark et al., 2006).

Olzf3t HAZEE Doz stolgd A mYS ZA B0
(Chen & Hu, 2010), ®|Z0|L} MHAZEE Q= =m0}
= O usta g &Fs7|E ot o] ZHXI0|=F T4
©2 3t Chen and Hu (2010)2] SIT7OAM= ARZE BAHZE
7t DW= MEE Z3shI| 2 SHSICE Park and Jung(2010) ™
T EESH nZnto| MAZEIE FESHENK GHZEE 3
shALt.

2 ATO| Tl QA ZRMXI0|=0| ZL Z4o| OjFof gt
SHo2 HESIHM FFL TYJASI BHAZE LA E
™, gt 0= OfE AHEEQN MH|AE NSEEA EICE O]
= 020] O 1S o AF YWESHH St= ol]7t =1, &
dXto|= 7tUFO| Ciot SHEZ O|0X|A ECh o4l W&
2 EMZ O30 22 7142 =3 = b

H 2-1: ZaiXjo|= JtUH ZYAL 028 Zto| AL EE

ol Mz FHEE Zalg ZAo|C

2.6. d2[H o7y

At3| 20| E(social exchange theory)2 @Q|XIS0| Atg|&
wsts S SN, HSEY HAE Fagerta FECt
(Blau, 1964). Of f LIEtLI= 40| =8| H(reciprocity)2| &
2|0|CHTadajewski, 2009). O &M AZ|= Al TELH 7t
o o= 3t Zo| ROUIE FH HULc=RH FAIE &
718 7|tjsta, RAVIE 2o ™ HTHHO|AH| ZaXt Sh= a2
X HEES Z=ChH= Z40[CHLevy, 2018). =84 e| 27t &
XAX= BAOM = KHAEA M= HEH J|CHet 2ES
K M (mutuality norm)0|  ErASH=0|(Campbell,
1997), O mf Lyl= H2Z™ =2HO| 2™ oFH
(psychological obligation)0|11, O A2|™ |22 7HE|IIEL
M7t =7l 20| AZO|RZO|Ct. Frenzen and Davis
(1990)2 1A4S0| o2|™ oR4Z 7HE W AN o ol +
Oj5icHs AMM S ZASIRICE Ol MEO|LE MH|IAZL H 2&
M =il 588 WF0| ofL|2t TOfAte| Atz|X 2HA|
OlM = wetmg WEO|Ch &AM ogsh AN Atz|d
Aes HSggEd aPgel AnEM MRS =S

_

(Wilensky & Lawrence, 1979). 12|11 F&ZFQl ZAE 3&
SICHH 22 =22 F1 2L HHE2 3RE ARES
2t EICKBlau, 1964). O|l= o= siolg w8 9
of OS] BAHE X|&SHA THELD, A= THOfR0| it

A= E2 LIEHACHReynolds & Arnold, 2000).

= g7 Ol QA IEXto|= JHUFO FL O|2fgt
Q0| LERHCE ®F = SRS L2 2240 XHEH
ol MHAE HMSE2 D42 10| 2ES sforeitts 2
o|FHE 7IE = Utk O H2H o/f WEH 1 iFS
H Atz 0183ta, ZYoiEo 7HX| e ofth o= X 1
A 8zt & 4 UCh oYl i8S EM= CiZat Z2

MO A2ISE A
s 8 = AUtk

H 2-1:

4| BI-Z (customer citizenship behavior)2 ZZIA| DI
ZO0|A] DHEE 7HE0|CKGroth, 2005). ZIEEO|AHLE HA|Z Ol
sa0| QS0|E AI8HQl WEoz N0 BEN J|5E 5
FAZ|BE #50 ZEA|IUYS(Organ, 1988)H2 n2A|L
S M2 FMBAE ££ 1 0jF 10| AwHoz
e Mula Milbd pofgt ojolo| WEolzh B 4 Utk
(Yi & Gong, 2008; Nguyen, Groth, Walsh, & Hennig-Thurau,
2014). THHOR IHADHES MHlA BIXIO|H St
7|0iut 2ol 7 glo| A1t IS, A8 E= e 1
oA OS2 F7| sl AEHoz WSS= AS 2l0|oict
(Chen, Chen, & Guo, 2018; Groth, 2005). Suh, Kang, and
Ahn(2010) AFOAM DZHA|RIMES2 D40 MH|A SEXF 2+
HAUTE o EEQ Q2US YHGHHM, HIE H=E
ZHAOIM LIEIL= HSOIX|EH O WF o= Qs 1 A7t
o 23t & ASE FYSIAUCL

S D2ADIYSS nAZHEo UH Be0| Uk B
2 2 nefg mf, 341

20| oot BiEXN ZED As™ 2ES 1
A2 MNEOILE MH[A, = EOYRU0) CHE Ei=EQl BHEE
7HX|7| = SFX|2HAaker et al., 2004; Park et al., 2006), &=
ol =MEE HO0|7|E BHCKCronin, Brady, & Hult, 2000;
Zeithaml, Berry, & Parasuraman, 1996; Yi & Gong, 2008;
Nguyen et al., 2014). 0|23t WS0|= Ches| X0, M
St 22 JHIE XtRlel dEE2 EHOlM, MHA 3SXete|
|0 7|Etst RIALS|A @S (prosocial behavior) g EBSH
CHOReilly & Chatman, 1986). OE EMH, AMH|AQS| =&FE
SEAAI7|7] Rl AEEQl QS SHCHEX|, MH[A ISRt
FE & St=& S=CHEX], CHE ARS0|A AMH[A0] CY
i & dYIICHEX| ot WES=2 o = UCKYi & Gong,
2008). 0|740] 2 DZHA|DISWSO|CE AMHFE Woo(2018) ¢+
OjMe DS EE7 DA DA SEH0l FeS 0|t
1 BOSIRACE mat Ol 242 Mg e = ULCL

H 3 ZAX0|X 7jU0| Tfet DASHES DUADBS

— [= =

K
Yt Ao|ct.

mo |kl

olgel g J8e= LEIE L3 Ar=2dgat 2ot
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o2 ZEXSQLCh CtgoE2 I1MEMEE= Bowen and
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1019H(29.5%), OjAt= 241(70.5%)2 &2 LIEIL} OfXIo| H|E
O] =UCE. SEAS| HHEZ 20A O|2to| 5F(1.5%), 20CH7}
99%H(28.9%), 30CH7} 83%H(24.3%), 40Ci= 101%(29.5%), 50
Oi= 503(14.6%), 60CH O|&42 4H(1.2%)2= LtELL} 20CH0
M 50T O[47HX| H|WA g 2ZEZ LIEIGCEL MYULEE
IARE 81H(23.7%), SFA2 17H(4.9%), uwAt= 359
(10.2%), MBS 57H(16.7%), XIEHS 44TH(12.9%), SHA
2 59(17.3%), 7|Et= 49%(14.3%)C2 HHIEMoz nE=H
LIBHGC. EESH SEXZL 0|88t ZAO|= JIUHE HUFS
QAl =2 238742 69.5%F LIEFGD, AMH|A HZEL2 687|
2 19.9%, TA0| HEL 36742 10.6%2 LIEIL} QAl 24
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Table 1: Characteristics of Respondents

Demographic Properties Frequency Percent(%)
Male 101 29.5
Gender
Female 241 70.5
Under 20 5 1.5
20~29 99 28.9
30~39 83 243
Age
40~49 101 29.5
50~59 50 14.6
Over 60 4 1.2
Salaried Worker 81 237
Public Official 17 4.9
Educator 35 10.2
Job Profession 57 16.7
Self-employment 44 12.9
Student 59 17.3
Etc. 49 14.3
Dining 238 69.5
Franchise Service 68 19.9
Industry
Retail 36 10.6
Total 342 100
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8 753t Ao 2 WILEICKBagozzi & Yi, 1988). £ 19|
SiolX  QOIEAM b, GFI(.844), CFI(.950), TLI(.943),
RMSEA(.066)2 LIEILt RE Aote X7t HXKE =F5t
= AoE SoIz|QUCt of23 2 ZFBRIS| Cfot BEEM
‘Aot EHEEEEE SRISHRICE B, TEEEY d30ls i
EHAZ|E(Construct  Reliability; C.R.)2} TREMFEZEX|4
(Average Variance Extracted; AVE)7} Z&E=ICL. CR Zf2
0.70|A+0| O|AZEO|H(Nunnally & Bernstein, 1994; Fornell &
Larcker, 1981), AVE Z}2 0.5 O|A0|H MTHSICtD KA =ICH
(Bagozzi & Yi, 1988). 24 ZAul, 2 U0 ALEE H BF

Table 2: Measurement Reliability and Convergent Validity

==97191 C.R. 0.7, AVE 0.58 M3|5t= ZHo=2 LIEILE &
SEHES0| S| RACE

OX[eto 2 FHEEIEE2 &£ e 7t AaA s MEad
(@2)2Ct 2t Fd7iEe| AVE 20| 2 [ &EREl= Ho=
(Fornell & Larcker, 1981), £ AHAINAM A=l B=E2 AVE
> Q28 D5 FFsI0] THEEIZH0| S E|QICt O|Ae| =0l
A QM Y HFEIYN 24 A= <Table 2>0f KA
o A2, 7|REA Y, Pearson AETHAH U THHEIY 2A
Z1}= <Table 3>0f| L{EHL} RACH

Construct ltem |Unstandardized Coefficient| Standard Error | Critical Ratio | Loadings(\) | Composite Reliability
VP3 1.000 - - .931
VP2 .950 .034 27.578 .894
Product Value ¢ 931 036 25.565 869 0-904
VP4 .961 .033 29.063 910
Acquisition Ejg 1'822 054 19,632 '2;411
Utility Service Value PJ1 1182 057 2079 921 0.874
PJ4 .944 .054 17.403 .814
V23 1.000 - - .800
Brand Reputation] V29 .925 .064 14.501 759 0.755
V27 1.016 .063 16.119 .838
V57 1.000 - - .920
Relationship V56 .995 .034 28.960 915 0.878
Exchange Strength V55 .978 .034 29.056 916
Utility V58 931 .037 25.196 .870
Psychological Ve 1.000 ~ = 936
Obligation V60 1.015 .026 38.787 971 0.898
V59 .883 .031 28.880 .895
V88 1.000 - - 763
Customer Loyalty V90 1.143 .066 17.231 877 0.845
Vo1 1.232 .068 18.043 .923
CB1 1.000 - - .837
CB2 1.047 .046 22.544 .909
CB3 1.106 .046 23.820 .936
Customer Citizenship Behavior| CB5 .943 .049 19.107 .826 0.929
CB6 1.028 .053 19.490 .836
CB7 974 .051 18.957 .822
CB8 1.007 .048 20.943 .872
chi-square/d.f = 823.366/329
GFl=.844, CFI=.950, TLI=.943, RMSEA=.066
Table 3: Descriptive Statistics and Measurement Discriminant Validity
Construct Mean Standard Deviation 1 2 3 4 5 6 7
1. Product Value 4.0015 1.25607 (.702)
2. Service Value 4.7507 1.14564 .554** | (.635)
3. Brand Reputation 4.3051 1.17630 .584** | .631** | (.507)
4. Relationship Strength 2.6827 1.47705 3217 | 161 | .244* | (.644)
5. Psychological Obligation 2.4162 1.47951 .282** .067 183 | .860** | (.747)
6. Customer Loyalty 4.1706 1.11588 .663** | .487* | 518" | .306* | .305** | (.646)
7. Customer Citizenship Behavior 4.8095 1.10965 490 | .649** | .558* .135* .043 .607** | (.651)

note. () Average Variance Extracted, ** p<0.01
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Table 4: Results of Structural Equation Model Analysis

Hypothesis Path Standardized Coefficient| Standard Error | Critical Ratio |p Value| Result
H1-1 Product Value — Customer Loyalty .361 .051 7.016 .000 | Supported
H1-2 Service Value — Customer Loyalty 125 .063 1.974 .048 | Supported
H1-3 Brand Reputation — Customer Loyalty .180 .072 2.524 .012 | Supported
H2-1 Relationship Strength — Customer Loyalty -.096 .082 -1.170 .242 Sup'\;l)ztrte d
H2-2 Psychological Obligation — Customer Loyalty .158 .081 1.956 .050 | Supported
H3 Customer Loyalty — Customer Citizenship Behavior| .766 .068 11.342 .000 | Supported

Chi-square/d.f = 661.227/323

GFI=.884, CFI=.966, TLI=.960, RMSEA=.055

3322 AMEMY BE
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o2 HNEICKNunnally & Bernstein, 1994).
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