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ABSTRACT

Purpose: The purpose of this study is to investigate the service quality factors in terms of customer trust,
satisfaction and loyalty of the Korean telecommunication companies(SKT, KT, LG U+ ). Specifically, this study
presents new business strategies of the each company, thereby pursuing the innovation for mature stage.
Methods: To analyze the telecommunication service quality factors that contribute to customer trust, sat-
isfaction and loyalty, this study conducted a survey targeting customers of each company. Using the data
collected, the research model was built, and empirical analysis was performed through statistical processing
to verify the model. Furthermore, the clarification of each hypothesis were held including the comparison
analysis of each company data.

Results: The results of this study are as follows; (1) When it comes to total dataset, all quality factors including
trust, satisfaction and loyalty showed significant relationship, accepting every hypothesis. (2) However, for
SKT and LG U+, empathy showed no significant impact on trust while the others showed significant effect.
(3) Finally for KT, all service quality factors such as responsiveness, empathy, security, and customer enable—-
ment had a significant effect on trust.

Conclusion: As the development of platform industry are intensified, telecommunication companies are re—

quired to manage service quality factors thoroughly, especially focusing on customer privacy and security.
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2. ol24 WA % AT

FH 2nfEE o] &F B 11 &8 WSITF SISl mhet AnpEZe] AHRbe] Groll FA4lo] W= Hukd 9 AlY)
7F =25k tHAhmed et al., 2020). O]Oﬂ upet Bukd delx 55 Adeks 2B A [oT 7uke] 2ntE
717] Tl sty ZHE FA FaA AJEA(Mobile Wireless Ecosystem) 71de] A&7 EXPB}O"E}(FCC
2017). 719 AT WA o]F FAAGAES JIEY Aulx 2 giy] Az QA FEAS AT, HE
I A =g B o siete T ek gl o AR Bl A3 Qoi‘jr(Jeon & Baik, 2013). 2=
o 7)E FAR B2y s 2o J45¢ WekE FEstaL olee AP Ul A&be S S A 7199
Eol vj-$- A9l ZA|thMin et al., 2018). Wk o] 554 7192 10T, Al & "Hf'a—r AREA7 = 55
S ANESFAL, EFHE 7Nk AR S AATo R A9 ARstE B u v o] FEEkal ok

1 Z3F 719 olFeAl A 3%

ZPE(Platform)& A2 T2 o] &x a0l AUy AE2ES 4T & 5= Ju= AT =eF, 73,
A=A Aoz FHAA(two-sided market)S wi7lsto] Hpo] A 7t FE528 S 24T =M A &
o3& A= 7% s ZEthKim, 2013). ofwf FHAIGol g sht B ol Jo] FHEe] AT o]o)s v
UAY A AdE Falstaat she B #HE AMA 2§ 1 AEAES 7 e Ao R AR &
2)th(Bataineh, 2020). °]= 9%, 93, ATEo] 5 thakdk Ak kel A e JeFS v
A At Ul ERFL Ao digk 17 FelE fEske A R, 94 O D59 75
Ak Williams 2021). o] 3t 7de] ZHF 71 AR T2 01584l Ak #AolA v Fash g8X
ALh ZPIEE B V|HoR o]F TS & = &
OSE 7|Wro & o] gap7} ey oz o] Fel o] =
7] W&ol tHPark et al., 2015). wabd AL&A} 2 7k 71%% AAsh= olEEAl 719 3
WatAl AAskaL, el Agker AH|2~E A A AlFsof & o] F-E At
U o] 7)9e u TS 5o A&vheA S weto =y FAE T Muja WS fEEa
o tiiEA o' SKT 3o A4t S5 94l s
EHE, T vivo] ZHE, [oT AH| 2= ERES A tHPark et al., 2015). B3 2021 19 o] 53}
g 2utEE FA0] oA FAIAR| 2 AlF 71gedA B3] Al E30F 7N 758 V|90 R [ AYUs
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HUHSKT offical site, 2021). KTE tjulo]x A% AFAx} S3to] 8L 7ulo g YES T Mu|AE A Zsh=
AFY kS A AR, Qe 7]uk ICT AF3S vlEre 2 M2M(Machine-to—-machine)/IoT AH] 2~ Z#E HeFS:
15tas glttUeon & Baik, 2013). LG Ut = Ttk A9 = s 9lsl LGRAFIA LG Ut 2 Al <

ou’.

% 1
78k, 0T tlapolx 78k Muj A ZE Ao =28 7}ska 9tiYang, 2015).

2.2 o]5§Al Aulx 4

A L] AFE A A Ao A Au| 9] FaAdo] Fzhdoe] wEt BE AAA Aol et Mt dAlstal
2ATHOzbekler, 2020; Evans et al. 2017). AA23(2018)¢] GDP £ w2w /b ZUEAAHGDP) T4
H& Z AMu|2 9 F717Ex] Au] 2 o] ¢oF 65%F ARk 5 719 AAES FRE] Hd FeozH Anja
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FAL A 1 98-S Fgstar ok webA 719 dE5A A 84 U 1A TAMYE FEHE] 3 Al

2 2 AS ulFEsoF e Ozbekler, 2020; Cotur & Oztirkoglu, 2016). o]wf MB]A EZo)gt 1A
S Aujeglow, 1 o] Ak Aola AbY WopdE wig- tget AolE ZH=thNunkoo 2019).
Gronroos(1984)= A& F4& o] w2 Xu|x9] 7|UAE Hrlele Aake] AEE2 A4S,

Parasuraman et al.(1988)+= AH] 2ol tal o] 1+ HA 7| e} Au]2 Aol tfsl 214 7F BUX A== 1A

Al FAS AF 9 46 BEF WA JAL 25 v, R 9 o)Ay 53 gL Y 542 ¥
817] Wikl A4 S o] w9 of 82 FE-o]tl(Trinkenereich, 2017). ©|&]gt SAE F535}7] 93] Au|= £

=X A7 3k S A7} o]Fojx] ¢vHTan. A. H. T et al, 2019; Heo & Kim, 2017; Huang, 2015;
Brooks et al., 2010; Santouridis, 2010; Keh & Xie, 2009; Parasuraman et al., 2005; Theoharakis & Hooley
2003; Carman 1990; Parasuraman et al., 1988; Gronroos, 1984). U324 ©.2 Parasuraman et al.(1988)= A1 H]
2~ FES 54T 5+ v ZE=E SERVQUALS A8ith. SERVQUALS AMHlA 4 a9ls 34
(Tangibles), 2124 (Reliability), 414d(Assurance), ™-5-4d(Responsiveness), &77d(Empathy)2] 5714 24S
2 FAslE, & d9e 71Ed #4E e Muls #4029 T di$d(Responsiveness), 33
(Empathy), B2 (Security), 28]} 8% %] (Customer Enablement)o] =1 o] 5241 Ak¢lo] o]if 3t S akS n

e R ERRS

o,

a5 e S 710l Ak sk 7149 oA R A& MHAE Aledts 7199 sHo® Hojd
Asubonteng(1996)& & 49| 7Igo] 8 Zog 7|E = e Ttk A4 719l Aleshs e
Fo] 5 W A WSS olF F kil It H2Y] 99 T Palese(2018)= AW T olE F3 11719
Au] 2 G7F A2l A Zh 4 g Rlo] mA= gkl s EA ki 1 Ad dieAel tiEk ) Frbe o
& 293 9y UA dule] &3 @S gdoh 5, tiede AR vl v Ao R QA HE a4 &
Aol 7199 te)A FAE A9k 8aeke Aotk webA teAdS HAFH dAZHA 719 AulA HeE
T TEUS AT ik

TS el gk 7]?39] WA A3 wE =, F—%Ur«] A FAel lo] Wk=A] arejafof sk AfH]X
R Zo]tK(Parasuraman et al., 1988). A1 ]&_ 7]%4—3— O EAA SR oA A4S AR =), Bl 7]
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<} = x U
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2020). Schneider et al.(2018)& 5G Network Slicing 7F4 oA AAS 212} A|F-XH(InP; Infrastructure
Provider), ®uld AH|2~ AFAHMSP; Mobile Service Provider), =EH}Y LﬂE%EL 9 2HMNO; Mobile
Network Operator)® A5ttt £3) 2utd WEY T 294 AdZg) A3t @ 2ot Au)A A3as a4
}‘“ & UESD 7* 2 AFE AT 'rr”P‘jE Agek 2k v R ol uAIAe] HlolE BeF w5
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25 & UESAE 7]H}°i Ashs 7)o 540w Qe Bebde w9 thekgh g ellA A
ATk AukAQl 7]k Mu]2 #F ol A Parasuraman et al.(2005) AxpAH] 2 F2 2] F(E-S-QUAL)
o=

2 A7t 917 Hl

2
29
rot

o
oE
o
o
>
E

2

Lo,
i)
»
r

& B Hetds L ZRE HASIA REH e ARR 71439 2H, Kim et al.(2009)
4 71 AE ehdo] 2AH QS wlATaL ARt wAEAE B A B

A AqH]) 2 o] 8212 Al B
aF Z9Ao] Zz%a 9= Ismail & Hussin(2013)& AME B3 2 Holo] 1A A&
yal

2
>
e
2
o,
rlo
UN
R
I

FAgo =N uA-7] 1F VA A BAE FASha ArEsleh. ek Chol & Song(2018)2 TAE ¥4
A 7] YAalel digh o]-&xte] ks WAskaL, A e] A2 Fuf| o= E o] FoU]7] 9lgk Aulx FA aglo
2ZH A 2" HotdS 723kt E38] Ervural & Ervural(2018)S AX URA 2 vl SA] $943 28
EAE 7N Au o] B0 R Qs BAEhE H5l A, AlolH 34 5 f-Elsh Alold Hek B 9] v s
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<Figure 1> AAE 5G Network Slicing T-%ol| W2, o]5EA A} E= AH|2~ A=e) AFAe} A2
MU AFAE AdsE 98-S 33t (Schneider et al., 2018). TA] @&l o] 5541 Al B9 o] &3/
s 54 A A FEAged 7 AET Adshs EHES AT, ole FHAI(two-sided market)
2 E4 o2 Aol ¥ thBataineh, 2020). Bolton et al.(2018)& &7, AF8] 4, 7|42 Sl theksh o) dA A}
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ol¢} ¥kedste], Casady(2020):= Wk gHgolA aZjo] A Al AlF B AH|AE o] &8l== A sk AH]
1Y

2 AlFAY e 32813 3L, Moon & Armstrong(2020)2 22121 U EH T AMu|2olA 117 4ge] 845 §
3 a7y W= gl AL A g kAl skl a4 A 2 aARRES ZRke R gk muked Au]s 7]nk
” A R A, Theksl Ak Fofol] B35 a1 9 th(Williams, 2021). 2+ 2kl <]
WEA S EAR, 7] FE ZEAZNM AR|E AlgAs 1A Fols ERFe e 7|¢-u 3 %}7]@1
HjZ=U A B9 4] 947t B 2EE 34 2 AE 4 A ©tk(Shulga et al., 2021).
wpehA], 2 Ao A= 5G B4 9 AR 4.0Ad1e] Z4 M| 89107 WO (Security)? 17 dE A
(Customer Enablement)& 5G WIEH A Au]= F4= Audte] 71E #d A4539] APEHS AA
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Table 1. Literature Review of Service Quality Factors in Accordance to Telecommunications Generation

Quality Factor

2G
(1991-2021)

3G
(2001-)

4G
(2012-)

5G
(2019-)

Li & Yen(2009)

Edy Rahmat &

Responsivene Mega et al(2007) Shen .et al.(2010) Ariyanti(2020) Meng & Sego(2020)
sS Mardikyan et al. Islam & Alam(2020) Si(2021)
(2012)
Shen et al.(2010) Edy Rahmat &
Empathy Mega et al(2007) Mardikyan et Ariyanti(2020) Si(2021)
al.(2012) Islam & Alam(2020)
. Mardikyan et al. Malisuwan et al. Mardian et al.(2019)
Security Sun(2007) (2012) (2016) Si2021)
Pierucci(2015)
Gacanin & Wagner
Customer ~ ~ Malisuwan et al. (2019)
Enablement (2016) Sila & Martini(2020)
Meng & Sego(2020)
Si(2021)
Trust - Li & Yen(2009) Aslam et al.(2018) Si(2021)
Sun(2007) Malisuwan et al. Pierucci(2015)

Satisfaciton

Mega et al(2007)

Li & Yen(2009)
Shen et al.(2010)

(2016)

Mardian et al.(2019)

Loyalty

Sun(2007) Mardikvan et al Aslam et al.(2018) | Meng & Sego(2020)
1(2%1 5 | Islam & Alam(2020) | Sila & Martini(2020)
Sun(2007)

Mega et al(2007)
Sun(2007)

Li & Yen(2009)
Mardikyan et al.
(2012)

Aslam et al.(2018)

Sila & Martini(2020)
Si(2021)
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FEe A= A alom VeA F4, 75 F4, 7Y O]U]Z]E A BT ol 7] F4
H] 2 7—&‘34%94 T onlsi, 753 Fdolw A ¥k 2wl T Au2 Al A9
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A% AN,
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= o
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d3hs divial 46 tHAl-dweeri et al. 2017). %A A ATo] A3} vpgt
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4.2 A2 9 S B34

js

N A5

o AFNA 7 wieEe] AlEAd 9 AHs B diste] A7) g 34 TleS o Ztk

D Y& YAY © Cronbach’s a > 0.7

2) Composite Reliability(CR) > 0.7

3) §s B9 . Loading > 0.7

4) AVE(Average Variance Extracted ' F2#455) > 0.5,

ofZfe] <Table 3> &4l 3AF HA| SEAtel ek SAFHREo] WALHL LI JFETEs
o HojErh

Table 3. Reliability and Internal Consistency Analysis Results for Respondents from All Three Telecommunications

Companies (N=364)

Variable Item Loading Cronbach’s a CR AVE Model Fitting
RESP1 0.889
Responsiveness | RESP2 0.885 0.921 0.921 0.796
RESP3 0.903
EMP1 | 0872 Chi-squared | 2.202
Empathy EMP2 0914 0.931 0.930 0.769
EMP3 0.845 D 0.000
EMP4 0.876
PRV1 0.896 RMR 0.044
PRV2 0.899 GFI 0.877
Security PRV3 0.909 0.952 0.952 0.799
PRV 4 0.910 AGFI 0.850
PRVS 0.854 PGFI 0.721
BEH1 0.818
Eig;iﬁg;t BEH2 | 0.895 0.904 0.905 0.760 NFI 0.939
BEH3 0.900
TRU1 0.835 RF 0.931
Trust TRUZ | 0861 0.895 0.894 0.679 IEl 0-965
TRU3 0.810
TRU4 | 0.787 TL 0.960
SAT1 0.930 CFI 0.965
Satisfaciton SAT2 0.948 0.954 0.948 0.860
SAT3 0.903 RMSEA 0.060
LOY1 0.917
LOY2 0.925 PNFI 0.832
Loyalty LOY3 0.917 0.964 0.964 0.843
LOY4 0.919
LOY5 0.913




A dlolE ek 71 2 WA Rde] b g A4S 918 AMOS 26.05 2-83k3itE ¢4, AA
(N=364)2] 214 a2l ¥X(Confirmatory Factor Analysis)s &3] Ea9] A%, 44 e}, I ElgAS
A7Vt Table 3, 4>. H7F A3}, 7@ 18] %=(CR : Composite Reliability)7} 0.894~0.964 H$lol A A =E
7, 918 A gko] 0.787~0.948% 0.75 Z33ste] SAE] Afatrte= AL & o vk E3h A80tE gt
Al9~(Cronbach’s @7} 0.895~0.964 WA AFLE 7IAH Hf b FZ(AVE : Average Variance
Extracted)©] 0.679~0.8602.% 0.5& Z3ato] SR s E11E & vk W 5343 A8 45,
AVE Al 35 B 748209 FaAlget vlatste] 3718 = 9l=ul|(Chen et al., 2012), ¥ 152 AVE Al
o k- <Table 4>9] T tizdel| siddttt. FaAbF=9 Alw ghol 0.7 o)dol &, <o v gut =
o), ¥EElgAd o] AEAdS whe 4= 9tk (Fornell and Larcker 1981). nlx|eto 2 B3 A3% AAL Hair et
al.(2006)7F BAeE A ol 71%38e Chi-squared(yd°] 3.0 ©]3}, CFl(Comparative Fit Index)7} 0.7 ©]4,
TLI(Tucker-Lewis Index)”7} 0.9 ©]%, RMSEA(Root Mean Square Error of Approximation)”} 0.1 ©]3} 72
2 Grrepdnh 54 EAHA o 0 N=364)2 y7df = 2.292, p < 0.001, CFI = 0.965, TLI = 0.960, RMSEA
= 0.0602.% 7] gt Y AgeE Bt

Aot Lt o s FA4l 3AKSKT, KT, LG U+)9] At doleld] dist A=A 2 Mz eFgAdS 2433k
4, SKT 2R($H} th - N=1200¢] SHel% a.0) 24 Az}, 4] E553] ov(CR=0.891~0.968, £.914

=)
Y
r,
i
i1

2 B x7dE1.721, p < 0.001, CFI1=0.943, TLI=0.936, RMSEA=0.078). KT HloJ&& & 12739 $¢at
dolHAe s 3% =, €17 29l 4 A3 Aol =&HUL(CR=0.891~0.963, 212 A#=0.772~
0.944, AZntE 45} A4=0.892~0.963, AVE=0.686~0.869) 41#| =} 28 A% w3t Su sy /df =
1.521, p < 0.001, CFI = 0.959, TLI = 0.954, RMSEA = 0.064). v}A©}o.2 LG U+ &) o] & At 1174l 3
o7 gol B8 2o APAS =& L(CR=0.899~0.961, 2.4 A%k=0.785~0.954, A2nr}5 L3} A
=0.898~0.959), A2} Aghw w3k B9 H v 2/d~1.687, p < 0.001, CFI=0.942, TLI=0.934, RMSEA=
0.077).

Table 4. Discriminant Validity Analysis Results for Respondents from All Telecommunications Companies (N=364)

Variable Responsiveness | Empathy | Security Customer Trust Satisfaciton Loyalty
enablement
Responsiveness 0.892
Empathy 0.802 0.877
Security 0.567 0.598 0.894
Customer 0.642 0.647 | 0596 0.872
enablement
Trust 0.764 0.771 0.679 0.752 0.824
Satisfaciton 0.744 0.664 0.559 0.633 0.780 0.927
Loyalty 0.734 0.700 0.574 0.666 0.790 0.867 0.918
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Table 5. Hypothesis Test Results by All Telecommunications Companies for All Respondents

ALL SKT KT LG U+
H Path

P.C. AR P.C. AR P.C. AR P.C. AR

H1 | Responsiveness — Trust | 0.347 A 0.428™ A 0.211" A 0.410° A

12 Bmpathy — Trust | 0.198" | A | 0178 | R |0231°| A | 0154 | R
13 Security — Trust  |0.153"| A | 0139 | A | 0122 | A |o0185"| A
14 Cusmmjr;ﬁ?emem 0355 | A |0311| A |o482”| A |03047| A

H5 Trust — Satisfaction 0.847™ A 0.854™ A 0.885™ A 0.804™ A

H6 Trust — Loyalty 0.328™ A 0.291" A 0.551™ A 0.300™ A

H7 Satisfaction — Loyalty | 0.626™ A 0.668™" A 0.409" A 0.652™" A

("p<0.05, "p<0.01, "p<0.001)
From Table 5, H = Hypothesis, P.C. = Path Coefficient, A = Adoption, R* = Reject
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Figure 2. Hypothesis Test Results for All Respondents (N=364)
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Figure 3. Domestic Mobile Communication Line Market Share Status by Year

x O o
A7 542 o5 e A0 A ol MHlA A 89le AtAska, AF, aAnRE % A
Lol tiek a9l FoLs Hlal E4 e, ZHF T Il ol FEAl A W A28 ME|s HEks AAlE
7] 9% 8 1S AN otk oleld BAL e A B 56 ol §AE0] EFHeIgE Ff 4
o & &AL 33(SKT, KT, LG U+)9] 20th+#8 70t) 143 7|8 = AAs) A2 R AAeith 48 wlo]
B 288 A7 BES 56k, Y B2 fads ASe] A8 AFE, o A, ¥ B Bt
ol

%7190 @A 56 /1% AR Ael Be 84S AR
Stk Kim. D. K. (20201 5G] % 34€ B4 40l 5 94 7162 Aeb] 9% ReD 9, 33899 F4
5G 71%:9] AW A8 B, A A FA9] 56 714 385 BAR TR, O tebk, 20199 A ek

HEg o= 5G 14E Heshn A% Fed vEN D e %L%aﬂ 913 5G + ek wEA. 3

}1\1_
F HeFe AT, 2riEREL, vtel, FEM, 20HE AE] 5 56 $4 A A=, oln o FEA
-

719 A A9l dgowA Fo e Besla Ik 1 2, KT A9 okl 9 gFas Aus F4e)
A& 714 WL, SKTE A4 A58 4 05 715 23 FA0 2uE Az 7% AEe 98 ok o)A



Koo et al : Analyzing the Impact of Service Quality Factors on Trust, Customer Satisfaction, and Customer Loyalty of Major Telecommunication Companies in Korea 497

ot
o
offt
oy
>
~N
fincs
o
lo
oXx
=
=
[
il
=
pail!
ol

o

B chpe 2ulx AlF L A 714 el Qo] A= EN e
12 48 Ak defol WIe S glofob Bt webA, ¥ Qi
Al

ek A4S A hste A A H2 7S XY AR V|

o,
o
rE
of
i,
2
=
[>
5 tc!
>
ko
o
tlo
o
ol
ol
ol
Rl
o

£ 4
= A
o
offt
oft
r
N,
r
tlo
=
i
ol
ox
v
lo
=
f
Ho
ox
ol
offt
)

)
s
[}
e}

O
r

FAAE SEFo=M Wglele 71E Sl tHlg o] FE Al AR 3
A thdol = 8 FAAKSKT, KT, LG U+)e] 17 =

el )] o) EA Aglel A% B Frol i ATE GATo 2N 47
g wla A gleh B, 2 Aol AN ol BEA A F 29 %
Aol FAFeZ g 71 AAL Aujx A g9l = T Qo] 1A
o] 53] wre Aol ik 272) Al alaals] R3] @A ol 5EA B4

=
& BAFoH 24 Qe W3t PP THT 5 Ak

e

Q,
Ny
rir

v}

dlo

_‘:i

.

4

0y

2
30
o
P
B
4 rlo
o> O
o
fru
oL
oxl
i
2
e e
=
=

2
b et
i
ox
tlo
PN
ol

o
2 M

ox >
=

-

e =2 &2 o o

ju)
o ol

>~ mp
fru
i3
Y
=3
[>
r_u

=
az
ot
i
1o
N
N
> ok
RN AN
=2,
> 2

ol
N
=~
2,
POk
rO
o
rr
>

2
2

REFERENCES

Ahmed, R. R., Salman, F., Malik, S. A., Streimikiene, D., Soomro, R. H., and Pahi, M. H. 2020. Smartphone use
and academic performance of university students: A mediation and moderation analysis. Sustainability
12(1):1-28.

Al-dweeri, R. M., Obeidat, Z. M., Al-dwiry, M. A., Alshurideh, M. T., and Alhorani, A. M. 2017. The Impact of
E-Service Quality and E-Loyalty on Online Shopping: Moderating Effect of E-Satisfaction and E-Trust.
International Journal of Marketing Studies 9(2):92-103.

Alkraiji, A. and Ameen, N. 2021. The Impact of Service Quality, Trust and Satisfaction on Young Citizen Loyalty
Towards Government E-Services. Information Technology & People, ahead—-of-print.

Anderson, J. C. and Gerbing, D. W. 1988. Structural Equation Modeling in Practice: A Review and Recommended
Two-Step Approach. Psychological Bulletin 103(3):411-423.

Anderson, J. M. 2003. Why We Need a New Definition of Information Security. Computers & Security 22(4):308-313.

Arcand, M., PromTep, S., Brun, 1., and Rajaobelina, L. 2017. Mobile Banking Service Quality and Customer
Relationships. International Journal of Bank Marketing 35(7):1068-1089.

Ascarza, E., Neslin, S. A., Netzer, O., Anderson, Z., Fader, P. S., Gupta, S., Hardie, B. G. S., Lemmens, A., Libai,
B., Neal, D., Provost, F., and Schrift, R. 2018. In Pursuit of Enhanced Customer Retention Management: Review,
Key Issues, and Future Directions. Customer Needs and Solutions 5(1):65-81.

Aslam, W., Arif, I., Farhat, K., and Khursheed, M. 2018. The Role of customer trust, service quality and value
dimensions in determining satisfaction and loyalty: An Empirical Study of Mobile Telecommunication Industry
in Pakistan. Market-TrZiste 30(2):177-194.

Asubonteng, P., McCleary, K. J., and Swan, J. E. 1996. SERVQUAL revisited: a critical review of service quality.
Journal of Services Marketing 10(6):62-81

Bahadur, W., Aziz, S., and Zulfiqar, S. 2018. Effect of Employee Empathy on Customer Satisfaction and Loyalty
during Employee—Customer Interactions: The Mediating Role of Customer Affective Commitment and
Perceived Service Quality. Cogent Business & Management 5(1):1-21.

Bahri-Ammari, N. and Bilgihan, A. 2017. The Effects of Distributive, Procedural, and Interactional Justice on
Customer Retention: An Empirical Investigation in the Mobile Telecom Industry in Tunisia. Journal of Retailing
and Consumer Services 37:89-100.



498 J Korean Soc Qual Manag Vol. 49, No, 4: 483-503, December 2021

Bataineh, A. S., Mizouni, R., Bentahar, J., and El Barachi, M. 2020. Toward Monetizing Personal Data: A Two-Sided
Market Analysis. Future Generation Computer Systems 111:435-459.

Bolton, R. N., McColl-Kennedy, J. R., Cheung, L., Gallan, A., Orsingher, C., Witell, L., and Zaki, M. 2018. Customer
experience challenges: bringing together digital, physical and social realms. Journal of Service Management
29(5):776-808.

Brooks, D. J. 2010. What is Security: Definition through Knowledge Categorization. Security Journal 23(3):225-239.

Carman, J. M. 1990. Consumer Perceptions of Service Quality: An Assessment of T. Journal of retailing 66(1):33-55.

Casady, C. B. 2020. Customer-led mobility: A research agenda for Mobility—as-a-Service (MaaS) enablement. Case
Studies on Transport Policy 8(4):1451-1457.

Chen, S. S., Chuang, Y. W., and Chen, P. Y. 2012. Behavioral intention formation in knowledge sharing: Examining
the roles of KMS quality, KMS self-efficacy, and organizational climate. Knowledge-Based Systems
31:106-118.

Choi, S. M. and Song, G. S. 2018. A Study on the Influence of System Quality Characteristics of Mobile Payment
Service on Discontinuance Intention. Journal of Korean Society for Quality Management 46(3):625-640.

Cotur, 0. K. and Oztirrkoglu, Y. 2016. Partnerships in Supply Chain Management. Handbook of Research on Global
Supply Chain Management IGI Global:161-185.

Danesh, S. N., Nasab, S. A., and Ling, K. C. 2012. The Study of Customer Satisfaction, Customer Trust and Switching

Barriers on Customer Retention in Malaysia Hypermarkets. International Journal of business and Management
7(7):141-150.

Davis, F. D. 1989. Perceived Usefulness, Perceived Ease of Use, and User Acceptance of Information Technology.
MIS quarterly 13(3):319-340.

Edy Rahmat, J. and Ariyanti, M. 2020. THE EFFECT OF PRODUCT QUALITY, SERVICE QUALITY AND PRICING
ON CUSTOMER SATISFACTION AND LOYALTY CASE STUDY ON 4G LTE-ADVANCED SMARTFREN. Asian
Journal of Management Sciences & Education 9(4):82-93

Eisingerich, A. B. and Bell, S. J. 2008. Perceived Service Quality and Customer Trust: Does Enhancing Customers'
Service Knowledge Matter?. Journal of service research 10(3):256-268.

Ervural, B. C. and Ervural, B. 2018. In Industry 4.0: Managing The Digital Transformation. Springer, Cham:267-284.

Eum, S. W., Ahn, C. O., and Rhim, H. S. 2019. The Impact of Customization of TV Home Shopping Mobile Applications
on Service Quality and Customer Loyalty. Journal of Korean Society for Quality Management 47(2):255-269.

Evans, S., Vladimirova, D., Holgado, M., Van Fossen, K., Yang, M., Silva, E. A., and Barlow, C. Y. 2017. Business
Model Innovation for Sustainability: Towards a Unified Perspective for Creation of Sustainable Business
Models. Business Strategy and the Environment 26(5):597-608.

FCC (Federal Communications Commission). 2017. Mobile Wireless Competition Report (20th Annual).[cited 2017
Sep 27]. Available from: https://www.fcc.gov/reports—research/reports/mobile-wireless—competition—reports/
mobile-wireless—competition—-report-20th.

Flint, D. J., Blocker, C. P., and Boutin Jr, P. J. 2011. Customer Value Anticipation, Customer Satisfaction and Loyalty:
An Empirical Examination. Industrial Marketing Management 40(2):219-230.

Fornell, C. and Larcker, D. F. 1981. Evaluating Structural Equation Models with Unobservable Variables and
Measurement Error. Journal of Marketing Research 18(1):39-50.

Gacanin, H. and Wagner, M. 2019. Artificial Intelligence Paradigm For Customer Experience Management In
Next-Generation Networks: Challenges And Perspectives. Ieee Network 33(2):188-194.

Geebren, A., Jabbar, A., and Luo, M. 2021. Examining the Role of Consumer Satisfaction within Mobile Eco-Systems:
Evidence from Mobile Banking Services. Computers in Human Behavior 114(1):1-12.



Koo et al : Analyzing the Impact of Service Quality Factors on Trust, Customer Satisfaction, and Customer Loyalty of Major Telecommunication Companies in Korea 499

Gronroos, C. 1984. A Service Quality Model and Its Marketing Implications. European Journal of Marketing
18(4):36-44.

Hair, J. F., Black, W.C., Babin, B. J., Anderson, R. E., and Tatham, R. L. 2006. Multivariate Data Analysis. Auflage,
Upper Saddle River.

Heo, J. Y. and Kim, K. J. 2017. Development of a Scale to Measure the Quality of Mobile Location—based Services.
Service Business 11(1):141-159.

Huang, E. Y., Lin, S. W,, and Fan, Y. C. 2015. MS-QUAL: Mobile Service Quality Measurement. Electronic Commerce
Research and Applications 14(2):126-142.

Islam, M. T. and Alam, S. 2020. Impact of 4G Mobile Service Quality on Customer Satisfaction in Dhaka City: An
Application of SERVQUAL Model. Bangladesh Journal of MIS 8(1):79-97.

Ismail, N. A. and Hussin, H. 2013. E-CRM Features in the Context of Airlines E-Ticket Purchasing: A Conceptual
Framework. In 2013 5th International Conference on Information and Communication Technology for the
Muslim World (ICT4M) IEEE:1-5.

Jeon, W. B. and Baik, S. H. 2013. Current Status of Technology Development and Service Related to M2M/IoT
by KT. OSIA Standards & Technology Review 26(2):64-72.

Kantsperger, R. and Kunz, W. H. 2010. Consumer Trust in Service Companies: A Multiple Mediating Analysis.
Managing Service Quality: An International Journal 20(1):4-25.

Kassim, N. M. and Abdullah, N. A. 2008. Customer Loyalty in E-=Commerce Settings: An Empirical Study. Electronic
Markets 18(3):275-290.

Keh, H. T. and Xie, Y. 2009. Corporate Reputation and Customer Behavioral Intentions: The Roles of Trust,
Identification and Commitment. Industrial Marketing Management 38(7):732-742.

Kim, D. K., Lee, H., Lee, S. C., and Lee, S. 2020. 5G Commercialization and Trials in Korea. Communications of
the ACM 63(4):82-85.

Kim, J., Jin, B., and Swinney, J. L. 2009. The Role of Etail Quality, E-Satisfaction and E-Trust in Online Loyalty
Development Process. Journal of Retailing and Consumer Services 16(4):239-247.

Kim, M. Y., Kim, M. K., and Park, M. C. 2004. A Cross—National Study on the Relationship of Service Quality, Customer
Satisfaction and Customer Loyalty in Mobile Telecommunication Services. The Journal of Korean Institute
of Communications and Information Sciences 29(1B):133-144.

Kim, N. R. and Yun, J. Y. 2020. The Effect of Easiness and Security on Preference of Mobile Easy Payment Service.
Journal of the HCI Society of Korea 15(1):29-37.

Kim, S. J. and Kim, J. K. 2017. Market Condition Analysis of Telecommunication Distribution Industry and Service
Quality Analysis by the Type of Retailers. Journal of Distribution and Management Research 20(4):81-91.

Kim, Y. J. 2013. The Implication of Platform Neutrality and the Regulation Method in the New Telecommunications
Environment. Journal of Law & Economic Regulation 6(1):188-206.

Leninkumar, V. 2017. The Relationship between Customer Satisfaction and Customer Trust on Customer Loyalty.
International Journal of Academic Research in Business and Social Sciences 7(4):450-465.

Li, Y. M. and Yen, Y. S. 2009. Service Quality's Impact on Mobile Satisfaction and Intention to Use 3G Service.
In 2009 42nd Hawaii International Conference on System Sciences, IEEE:1-10

Liu, F., Park, C. K., and Kim, C. B. 2016. A Study on Correlations Between Service Quality, Customer Satisfaction,
Customer Loyalty, Switching Barriers, and Switching Intention Regarding Mobile Carriers — Focusing on
Undergraduates in Their 20’s Residing in Daegu and Gyeongbuk. Korea Customer Satisfaction Management
Association 18(2):127-151.

Mabkhot, H. A., Shaari, H., and Salleh, S. M. 2017. The Influence of Brand Image and Brand Personality on Brand



500 J Korean Soc Qual Manag Vol. 49, No. 4: 483-503, December 2021

Loyalty, Mediating by Brand Trust: An Empirical Study. Jurnal Pengurusan (UKM Journal of Management)
50(7):71-82.
Malisuwan, S., Milindavanij, D., and Kaewphanuekrungsi, W. 2016. Quality of Service (QoS) and Quality of Experience
(QoE) of the 4G LTE Perspective. International Journal of Future Computer and Communication 5(3):158.
Mardian, R. D., Suryanegara, M., and Ramli, K. 2019. Measuring Quality of Service (QoS) and Quality of Experience
(QoE) on 5G Technology: A Review. In 2019 IEEE International Conference on Innovative Research and
Development (ICIRD), IEEE:1-6.

Mardikyan, S., Besiroglu, B., and Uzmaya, G. 2012. Behavioral Intention Towards the Use of 3G Technology.
Communications of the IBIMA 2012(2012):1-10.

McKechnie, S., Winklhofer, H., and Ennew, C. 2006. Applying the Technology Acceptance Model to the Online
Retailing of Financial Services. International Journal of Retail & Distribution Management 34(4):388-410.

Mega, E., Kyriazopoulos, P., and Samanta, I. 2007. The Influence of Service Quality into Customer Retention in
the Mobile Telephony Sector-The Case of the TIM Company. ACADEMIA:1-22.

Meng, M. and Sego, T. 2020. The Relationship Between Mobile Retail Service Quality, Customer Satisfaction and
Behavior Intentions. Academy of Marketing Studies Journal 24(2):1-16.

Mikkonen, K., Niskanen, H., Pynnonen, M., and Hallikas, J. 2015. The Presence of Emotional Factors: An Empirical

Exploration of Bundle Purchasing Process. Telecommunications Policy 39(8):642-657.

Min, B. S. 2016. A Study on the Effects of the Mobile Telecommunication Quality on Customer Satisfaction and

Customer Loyalty.~Focus on Moderation effect of Switching Barrier. Journal of Korean Society for Quality
Management 44(4):921-934.

Min, H., Yun, J., and Geum, Y. 2018. Analyzing Dynamic Change in Customer Requirements: An Approach Using
Review-based Kano Analysis. Sustainability 10(3):1-17.

Mohammed, S. S. and Shahin, O. 2020. Service Quality Perspectives in Telecommunication Sector: Trust and Loyalty
Investigation. Amazonia Investiga 9(28):394-403.

Moon, Y. and Armstrong, D. J. 2020. Service Quality Factors Affecting Customer Attitudes in Online-To-Offline
Commerce. Information Systems and e-Business Management 18(1):1-34.

Moorman, C., Deshpande, R., and Zaltman, G. 1993. Factors Affecting Trust in Market Research Relationships. Journal
of marketing 57(1):81-101.

Nunkoo, R., Teeroovengadum, V., Ringle, C. M., and Sunnassee, V. 2020. Service Quality and Customer Satisfaction:
The Moderating Effects of Hotel Star Rating. International Journal of Hospitality Management 91(1):1-15.

Olimid, R. F. and Nencioni, G. 2020. 5G network slicing: A security overview. IEEE Access 8:99999-100009.

Oliver, R. L. 1980. A Cognitive Model of the Antecedents and Consequences of Satisfaction Decisions. Journal of

marketing research 17(4):460-469.

Oughton, E., Frias, Z., Russell, T., Sicker, D., and Cleevely, D. D. 2018. Towards 5G: Scenario—based Assessment
of the Future Supply and Demand for Mobile Telecommunications Infrastructure. Technological Forecasting
and Social Change 133:141-155.

Ozbekler, T. M. and Ozturkoglu, Y. 2020. Analysing the Importance of Sustainability-Oriented Service Quality in
Competition Environment. Business Strategy and the Environment 29(3):1504-1516.

Palese, B. and Usai, A. 2018. The Relative Importance of Service Quality Dimensions in E-Commerce Experiences.
International Journal of Information Management 40:132-140.

Paparoidamis, N. G., Katsikeas, C. S., and Chumpitaz, R. 2019. The Role of Supplier Performance in Building Customer
Trust and Loyalty: A Cross—Country Examination. Industrial Marketing Management 78:183-197.

Parasuraman, A., Zeithaml, V. A., and Berry, L. 1988. SERVQUAL: A Multiple-Item Scale for Measuring Consumer



Koo et al : Analyzing the Impact of Service Quality Factors on Trust, Customer Satisfaction, and Customer Loyalty of Major Telecommunication Companies in Korea 501

Perceptions of Service Quality. Journal of Retailing 16(1):12-37.

Parasuraman, A., Zeithaml, V. A., and Malhotra, A. 2005. ES-QUAL: A Multiple-Item Scale for Assessing Electronic
Service Quality. Journal of Service Research 7(3):213-233.

Park, J. B., Kang, S. M., and Jung, S. U. 2015. Growth History and Future Vision of SK Telecom. The Review
of Business History 30(3):5-33.

Park, J. G, Kim, Y. S,, Lee, J. H., Jang, J. S., Mun, D. S., and Kim, I. G. 2020. 5G Edge Security Technology Trends.
Review of KIISC 30(6):7-16.

Pierucci, L. 2015. The Quality of Experience Perspective Toward 5G Technology. IEEE Wireless Communications
22(4):10-16.

Ranaweera, C. and Prabhu, J. 2003. The Influence of Satisfaction, Trust and Switching Barriers on Customer Retention
in a Continuous Purchasing Setting. International Journal of Service Industry Management 14(4):374-395.

Reichheld, F. F. and Sasser, W. E. 1990 Zero Defeofions: Quoliiy Comes to Services. Harvard Business Review
68(5):105-111.

Roos, 1., Friman, M., and Edvardsson, B. 2009. Emotions and Stability in Telecom-Customer Relationships. Journal
of Service Management 20(2):192-208.

Santouridis, 1., and Trivellas, P. 2010. Investigating the Impact of Service Quality and Customer Satisfaction on
Customer Loyalty in Mobile Telephony in Greece. The TQM Journal 22(3):330-343.

Schneider, P., Mannweiler, C., and Kerboeuf, S. 2018. Providing Strong 5G Mobile Network Slice Isolation for Highly
Sensitive Third-Party Services. In 2018 IEEE Wireless Communications and Networking Conference (WCNC),
[EEE:1-6.

Sfenrianto, S., Wijaya, T., and Wang, G. 2018. Assessing the buyer trust and satisfaction factors in the E-marketplace.
Journal of Theoretical and Applied Electronic Commerce Research 13(2):43-57.

Shen, J., Tang, S., and Zhu, H. 2010. The Investigation in Service Quality Management of 3G Business for Telecom
Operators. In 2010 International Conference on Management and Service Science, [EEE:1-4.

Shulga, L. V., Busser, J. A., Bai, B., and Kim, H. 2021. The Reciprocal Role of Trust in Customer Value Co-Creation.
Journal of Hospitality & Tourism Research 45(4):672-696.

Si, Y. 2021. Research on the Balanced Relationship between Online Consumer Behavior and E-Commerce Service
Quality Based on 5G Network. Mobile Information Systems 2021:1-12.

Sila, I. K. and Martini, I. A. 2020. TRANSFORMATION AND REVITALIZATION OF SERVICE QUALITY IN THE
DIGITAL ERA OF REVOLUTIONARY DISRUPTION 4.0. JMBI UNSRAT (Jurnal Ilmiah Manajemen Bisnis dan
Inovasi Universitas Sam Ratulangi) 7(2):197-205.

Singh, H. 2006. The Importance of Customer Satisfaction in Relation to Customer Loyalty and Retention. Academy
of Marketing Science 60:193-225.

SKT official site. Available from:https://www.sktelecom.com/view/introduce/mobile.do.

Sun, J. 2007. Investigate Consumers’ Attitude and Their Choice Towards Mobile Service China: Between 2G and
3G. South Yorkshire, UK: The University of Sheffield.

Tan, A. H., Muskat, B., and Johns, R. 2019. The Role of Empathy in the Service Experience. Journal of Service
Theory and Practice 29(2):142-164.

Theoharakis, V., and Hooley, G. 2003. Organizational resources enabling service responsiveness: Evidence from
Greece. Industrial Marketing Management 32(8):695-702.

Trinkenreich, B., Santos, G., Barcellos, M. P., and Conte, T. 2017. Eliciting Strategies for the GQM+ Strategies
Approach in IT Service Measurement Initiatives. 2017 ACM/IEEE International Symposium on Empirical
Software Engineering and Measurement:374-383



502 J Korean Soc Qual Manag Vol. 49, No. 4: 483-503, December 2021

Tuptuk, N. and Hailes, S. 2018. Security of Smart Manufacturing Systems. Journal of Manufacturing Systems
47:93-106.

Um, K. H. and Kim, S. M. 2018. Collaboration and Opportunism as Mediators of the Relationship between NPD
Project Uncertainty and NPD Project Performance. of Project Management
36(4):659-672.

Uncles, M. D., Dowling, G. R., and Hammond, K. 2003. Customer loyalty and Customer Loyalty Programs. Journal
of Consumer Marketing 20(4):294-316.

Wieseke, J., GeigenmUller, A., and Kraus, F. 2012. On the Role of Empathy in Customer-Employee Interactions.
Journal of Service Research 15(3):316-331.

Williams, M. D. 2021. Social Commerce and the Mobile Platform: Payment and Security Perceptions of Potential
Users. Computers in Human Behavior 115:1-12.

International Journal

Yang, H. S. 2015. Re-lightning of IoT Market and Direction of LG U plus. Information and Communications Magazine
32(5):42-47.

Yoo, J. H. and Kim, B. K. 2010. Changes in Product Innovation Strategy Reflecting Industry Evolutionary Phases
and Dynamic Capabilities in the Korea Wireless Internet Industry. Journal of Technology Innovation
18(2):253-288.

APPENDIX

Table 6. Operational Definitions, Details, References of Quality Factors

Variable Oper.atvlcvmal Item Details References
Definition
Willingness to help | RESP1 | Service business accuracy
mobile phone - - Parasuraman et al.(1988)
Responsiveness |  customers and | RESP2 | Instant service delivery Asubonteng(1996)
deliver services . . Palese(2018)
. RESP3 | Helping customers voluntarily
quickly
Individualized attention to the
Interest and EMP1 customer
cir;51%eer§t;)on EMP2 Truly care about the customer's Parasuraman et al.(1988)
Empathy provided by interests Wieseke et al.(2012)
telecommunication EMP3 |1 - - Bahadur(2018)
company to nterest in customer requirements
customers EMPA4 Collect and proactively provide
customer information
PRV1 Ensurmg access to customer
information
The nature of 9 Ensuring customer information
ensuring the PRV anonymous Anderson(2003)
security and Pnsuring access to customer Parasuraman et al.(2005)
Security safety of PRV3 anon mius information Arcand et al.(2017)
telecommunication y. Park et al.(2020)
company PRV Ensuring access to personally Kim & Yun(2020)
customers identified information
PRV Protect customer information about
cyberattacks
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Variable O]éjee;itilt?:jl Item Details References
BEHI Prov@e pre-purchase service
experience
Support for Provides opportunities for Davis(1989)
Customer consumers' actual BEH2 | pro duct—bazg d additional service McKechnie et al.(2006)
Enablement purchase chievelo ment Roos & Edvardsson(2009)
intentions P : Kim & Yun(2020)
BEH3 Provide an environment to help you
use the product
TRU1 Job processing commitment
Customer implementation Moorman et al.(1993)
Trust confldencg in TRU2 | Resolving customer issues Kassim et al.(2008)
telecommunication —— - Kantsperger(2010)
company TRUS3 | Belief in an enterprise Mabkhot(2017)
TRU4 | Degree of corporate reputation
Customer SAT1 | Satisfaction with enterprise choices Oliver(1980)
Satisfaciton satisfaction with SAT?Z2 | Judgment of corporate decisions Mikkonen et al.(2015)
the service SAT3 | Enterprise satisfaction Geebren et al.(2021)
LOY1 | Positive propagation intent
) LOYZ2 | Corporate recommendation intentions
Maintenance %md Company recommendation to Reichheld & Sasser(1990)
recommendation LOY3 .
Loyalty intentions for relatives Uncles et al.(2003)
. Kim et al.(2004)
telecommunication | 1 (y4 How do ‘you feel abou.t yor)ur Rum et al.(2019)
company company's future services? .
Willing to continue future
LOY5 relationships with the company
AR
T2 meivet gugeht s £ % Awtiet Agsta) At - Astel glen) e ok
F4ag, delguol~ e 2 24, &8 FAEA otk
AAF 77108 FHAN AT AR Esh A9 B4 AT o) B9 L Awndsa At A4
A Agsel lon 8 Aol Fd3E], Al=g F4, dloly iAol

A e FTanietn AbEety v H55ta A4 AdAuista Al %%@ﬂr WEE A FZFol},
2014\ d=EA7499ets] 84S wekon A Asia Network for Qua g3 gS B vk

F3F Auadshn AxgddEsy AL £ 2 AR} i 91 Akl glor Fa ddFitols Y
w4, E5A41Y, #4382l Folth



