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ABSTRACT

Purpose: This study would measure the users’perceived overall quality level of A automobile Company, which
has leading market power in the domestic automobile market and analyze the causal relationships in the quality
value process Model to quality capability, customer value and loyalty based on that. Especially, this study
would analyze the relative impacts of the users’perceived risks appearing in the quality value process model
of the formation of Quality Factors(QF), Customer Value(CV), and Customer Loyalty(CL) and analyze the
moderating effect of the causal relationships among the components.

Methods: For an analysis of causal relationships connected to QF, CV, and CL of the customers who purchased
Auto manufacturer A’s automobile users, 179 users who used within 3 years were utilized as samples for
the analysis. As for QF, based on the Garvin(1988), the QF of automobiles were redesigned. For a structural
equation analysis of the entire research model, the PLS(S(Partial Least Square) model was utilized.
Results: As a result of an analysis, R2 of CV and CL was 0.652 for CV and 0.664 for CL, which was a very
stable Goodness of fit. As a result of an analysis of the hypotheses of QF and CV, automobile performance,
conformance, aesthetics, serviceability, and durability. In addition, it turned out that the perceived risk had
a moderating effect on convenience, service availability, and perceived quality.

Conclusion: This study found that the perceived quality risk appearing among automobile users had negative

effects on the quality value process model to QF, CV and CL. In contrast, there were factors not affecting
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the users’quality value process in spite of the perceived risk. These factors can suggest important managerial

implications in that they can be utilized as Auto manufacturer A’s market-dominant strengths.

Key Words: Quality Value Process Model, Perceived Risk, Quality Factor, Customer Value, Loyalty
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Table 2. Profile of the Respondents

Category Frequency Ratio
Gender male 132 74.2
female 46 25.8
178 100
Age 20-29 23 12.9
30-39 78 43.8
40-49 67 37.6
50 and above 10 5.6
178 100
suv 77 43.3
type sedan 66 37.1
small sized sedan 35 19.7
178 100.0
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Figure 1. Research Model
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Table 3. Verification statistic standard of PLS—-SEM.

Verification Item

Verification Criteria

confirmatory Factor

. Factor Loadings
analysis

At least of 0.5, Recommended more than 0.7

Reliability

Cronbach’s Alpha, At least of 0.5, Recommended more than 0.7

AVE

Recommended not fewer than 0.5

Internal Consistency - —
composite reliability

Recommended not fewer than 0.7

rho_A Recommended not fewer than 0.7
o o Communality Recommended not fewer than 0.5
Discriminant validity - - —
Square AVE More than Highest of Correlation Coefficient

Convergent Validity Standard Loadings

At least of 0.5, Recommended more than 0.7

Redundancy

Positive Number on All Variables

R-Square

Good(over 0.26), Fair(0.13~0.26), Poor(0.02~0.13)

Model Suitability
Verification
Goodness of Fit

Square Root of R-Square of all Variables multiplied by Mean
of Communality, At least of 0.1
Good(over 0.36), Fair(0.25~0.36), Poor(0.1~0.25)

Hypothesis Testing Bootstrapping

Significance of Path Coefficient(P-Value)

PLS 3 LA 2
N B
HCronbach’s alpha)7} &5 §
7ﬂ g5 9t} o]# 3 WA
L AVE ghuth 25 A5 7h a9z SHAR] 54
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Table 4. Result of CFA (Reliability & Validity)

Item No

Ql

Q2

Q3

Q4

Q5

Q6

Q7

PR

Cv

rho_A

CR

AVE

QP1

0.764

QP2

0.747

QP4

0.815

QPS5

0.688

QP6

0.604

QP7

0.747

0.84

0.95

0.87

0.53

QCI

0.750

QC2

0.920

QC3

0.792

0.77

0.88

0.86

0.67

QAL

0.819

QA2

0.846

QA3

0.867

QA4

0.578

0.79

0.85

0.86

0.61

QCF1

0.837

QCF2

0.892

QCF3

0.895

QCr4

0.835

QCF5

0.831

Q_CF6

0.902

0.93

0.93

0.94

0.75

QD1

0.744

QD2

0.686

QD4

0.821

QD5

0.804

0.76

0.76

0.84

0.58

PQ2

0.823

PQ4

0.816

PQ5

0.842

0.77

0.77

0.86

0.68

SQ1

0.714

SQ2

0.725

SQ4

0.576

SQ5

0.634

SQ6

0.782

SQ7

0.551

SQ9

0.684

SQ10

0.672

SQ15

0.591

0.88

0.88

0.90

0.69
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Item No| Q1 Q2 Q3 Q4 Q5 Q6 Q7 PR Ccv CL a |rho,A| CR | AVE
PR1 0.875
PR2 0.891 0.81| 0.82 |0.88 | 0.72
PR3 0.784
vl 0.909 0.75] 0.76 10.88 | 0.79
Cv2 0.879
CL1 0.867

0.74] 0.77 10.88 | 0.79
CL2 0.917

Q1 : Performance, Q2: Convenience; Q3: Aesthetics, Q4: Conformance, Q5: Durability, Q6: Perceived Quality,
Q7: Serviceability, PR: Perceived Risk, CV: Customer Value, CL: Customer Loyalty

TAelel thek WA A& (Internal Consistency)¥} F5EFEA(Convergent Validity) 5299 o]o] +4 Q91
7 EPAS SHsE # E} A 32418 Table 40l A|A)3F vle} Zo] SMC(Squared Multi Correlation)9] 74
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Table 5. Result of CFA (Reliability & Validity)

Ql Q2 Q3 Q4 Q5 Q6 Q7 PR Cv CL VIFsex
Q1 0.533% 1.944
Q2 0.242 | 0.679% 2.346
Q3 0.267 | 0.445 | 0.618% 2.298
Q4 0.192 | 0.253 | 0.154 | 0.75% 1.638
Q5 0.283 | 0.075 | 0.160 | 0.180 | 0.587x 2.288
Q6 0.197 | 0.122 | 0.193 | 0.152 | 0.178 | 0.684* 3.291
Q7 0.274 | 0.152 | 0.258 | 0.168 | 0.342 | 0.434 | 0.695% 4.648
PR 0.219 | 0.097 | 0.159 | 0.080 | 0.360 | 0.229 | 0.352 | 0.724x 1.926
Ccv 0.509 | 0.086 | 0.085 | 0.239 | 0.339 | 0.156 | 0.230 | 0.237 | 0.799* 1.347
CL 0.350 | 0.135 | 0.138 | 0.319 | 0.318 | 0.252 | 0.292 | 0.250 | 0.451 | 0.797+ | 1.311

Q1 : Performance, Q2: Convenience; Q3: Aesthetics, Q4: Conformance, Q5: Durability, Q6: Perceived Quality,
Q7: Serviceability, PR: Perceived Risk, CV: Customer Value, CL: Customer Loyalty

* Diagonal matrix is equal to AVE, #xVIF(Variance Inflation Factor, Collinearity Statistics)

PLS Bdo] A% 42 37k4] W wg} A Hed 2 54459 Redundancy, BEAEE S
el R27 2elo] A3 X]-’F(Goodness of Fit)E 7|9re.& o]Fojzlt}. Redundancy & 718 WSl sk
Redundancy ko] %< 2d Ao t3k Aeet =g A FE=v Redundancy S BiEAEER

=
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Ql AVE #¥} mdo] ik dyes el RS w8kl A&kl 9ri(Chin 1988). 2 koA Yehdt
Redundancy #2 B ¥42 el da3Ao A7 Sle Ao2 Yt
o] AreES ehhE RIZES Falk & Miller(1992)7F A1A 8 10%2] A ele durdo s 3881 9=t
2 AFAE FE8RNY A H o] aATEA| o v = AW HL 0.652, 117
0.664% a1 910% nd ?“*Oﬂ o gt E‘r”“* SHAA w953k Bdoje} g 4= oot Uk o R PLS &
6

S #A4eh= Ao] a&4Y 4 JtKChin 1998; Hair et al. 2011; Henseler et al. 2009).

2 A oM Yehd FH8907 u771A] 7k9) R°gh 0.6528 Ul on] nAztx e} nAFAE 7+e) R
2 0.664% ER) )9 P A £F o2 YERgTE PLS BEel 24 X3 %=2]4(GoF, Global Criteria of
Goodness of Fit)i= Tenenhaus et al.(2004)°l] 2J&f AA|E Zd43e Frphios 354 gk Hityh wdA
wEol RPgEe] ol thEt Vet Ed e AET 4= Qduh GoFoll that el A 34 7)o thell Wetzels et
al.(2009)0] AAIS 715=& 488 79- AVE #tol 0.55 7152 Z(Fornell & Larcker 1981)%} Chin(1998)°] AJA]

SR WY 12 Bol o] HFE FEL TRE A5 058 o3 B35 w4} B SRl F
1 QEe] Aol 0.4-0.58, Fe AFE FFES 0.3-0.4Y B9 FHch

2 AT mde] A 7 $AA% Gol-0660% tehta glo] AR T WA oS g ®
92 Yrhg 4 ek AR o] e A% H7h Avks Table 60 AT,

Table 6. Structural Model Test Results

Variables Communality* adjust R? Redundancy
Q1 0.534 0.348
Q2 0.679 0.443
Q3 0.618 0.403
Q4 0.75 0.489
Q5 0.586 0.652 0.382
Q6 0.684 0.446
Q7 0.695 0.453
PR 0.725 0.473
Cv 0.799 0.522
CL 0.797 0.664 0.529

Goodness of Fit V(Commundlity Average) < (R? Average) =0.669

Q1 : Performance, Q2: Convenience; Q3: Aesthetics, Q4: Conformance, Q5: Durability, Q6: Perceived Quality,
Q7: Serviceability, PR: Perceived Risk, CV: Customer Value, CL: Customer Loyalty

* Communality of PLS Model is equal to AVE
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Table 7. Path coefficient and hypothesis testing

Hypothesis Path Beta Steiriljigi T p Hyp;etzteSiS
H1.1 Performance(Ql) — CV 0.615 0.047 13.093 0.000ss3 Accepted
H1.2 Convenience(Q2) — CV -0.084 0.054 1.559 0.120 Rejected
H1.3 Aesthetics(Q3) — CV 0.183 0.055 3.329 0.001 5 Accepted
H1.4 Conformance(Q4) — CV 0.2 0.042 4.725 0.000xx Accepted
H1.5 Durability(Q5) — CV 0.128 0.053 2.4 0.017xx Accepted
H1.6 Perceived Quality(Q6) — CV | 0.075 0.052 1.429 0.154 Rejected
H1.7 Serviceability(Q7) — CV 0.182 0.058 3.126 0.002:x Accepted
H2 Cv = CL 0.736 0.036 20.325 0.000x Accepted
H3.1 PR — CV -0.123 0.047 2.638 0.009sx Accepted
H3.2 PR — CL -0.140 0.041 3.404 0.00 s Accepted
H4.1 Q1 X PR) = CV -0.056 0.054 1.036 0.301 Rejected
H4.2 Q2 X PR) = CV 0.099 0.05 1.979 0.048x Accepted
H4.3 (Q3 X PR) = CV 0.039 0.041 0.941 0.347 Rejected
H4.4 Q4 X PR) — CV -0.032 0.048 0.677 0.499 Rejected
H4.5 Q5 X PR) = CV 0.035 0.057 0.62 0.536 Rejected
H4.6 (Q6 X PR) = CV 0.142 0.064 2.211 0.027% Accepted
H4.7 Q7 X PR) = CV 0.145 0.059 2.449 0.015% Accepted
H5 (CV X PR) —» CL 0.016 0.03 0.52 0.603 Rejected

Q1 : Performance, Q2: Convenience; Q3: Aesthetics, Q4: Conformance, Q5: Durability, Q6: Perceived Quality,
Q7: Serviceability, PR: Perceived Risk, CV: Customer Value, CL: Customer Loyalty

=% p<0.001, =*+ p<0.01, =* p<0.05

7V AR Ay AAY] AFEALE o] &t IS

A4 (B= 0.2), AW (B=0.183), Au] =74 (B=0 182) LH%LH(B:OJZS)% o= 17%‘7M°ﬂ K J—% A= A

o2 vekrl. 53, gt )RSl 4ol ol gAEe] AxshE 17“7Pi1°ﬂ TV Be S vHE Ao

vebtizel olel@ Avhs AEAE olgal ol
2|

AEZE EYT F7], o] 8aF A AN S4%
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