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1. ME

4z e, F2U9 o= 589 txdE
%k (digital transformation)< 7F53kE|9lom T
Ae w72 ofw] 23] Fogk AdE A F9kh
nfo] AR A ES] Al ¥ Ao == 1994 d ]
23 (banking) = FEAHE, 23 (bank) >
40 glE Aoz}t Ausigion, 30do] A A=
AAsE =1 Qo AAR, 20224 7

o)1= 3=
ol AA LA 5.5%0] thEafdel &8
Ae Edl dojua, YA 94.5%2] &3y AY=

ATM, MBI, Brkdis] 5 vl AfdelA
dojubal Qlth(Bank of Korea, 2023). ©] oA
T oY BAole el Qe BullE &
Sk Bl Ajdo] A Ae] F&5 olFaL Atk
SoRE HgHE WY e olgAk= tS% &
7kt Fow oEwnh 2017 Qe A28
FHOT V|E AT i oY Wehks 543]
FReta Q7] wiEelth tlxEAoeR, 20201
Ae3e] tAd WA elE  Blid A
W o] ThssiAEA, A A R

o] QA oJtAu vt WA s Fel Aok

=S
L.

N

23] A AxE /AT = A HAUT
AgAoz 28 ‘1 A el (Customer
Relationship Management, CRM)’ & SA]8) ¢kt

=

FAY AR E Sl 3ol dist 7]ojke
w2} AEAYE = 414 (loyal customer)
Agsto] olzellAl wEl, TR T Ut slEs
Azal gy of2y, VIP n2¥#e], PB(Private
Banking), AE AL B CRM AlAEE 3l ¢
F IS FAstA kst nHE e ES
AMsligkey. 2ev 5] dAdstE dia st
Zol51 28AH F T3 FAH Zofmel w
2 = SAL S I S A
olfish= Aol Fash AR FFeHA Hth

=0
B
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E3], 7129 28 FAuAS] XY WAL o]
23] Qo] ojudt YIS Ho|=A] oldfslal o5
T Aoz 2 Ajsiolshe EAlel Hwsti 9l

of AAE, vt &3 Ax e 20124
7,69970914 2021 6,102702 ZolE Bl Utk
(Financial Supervisory Service, 2022). Whd, &
Rl e B R o B e B e o =

skar, 20239 5€¥ 195 AxX #H daE g

¢

Jete o Aot (Maeil Business Newspaper,
2023). AEIAT2, A 7Y & A2 7

AL Edshs A" AW7]e] 7]E 232 tA
g W7o A e AR AT dERs Algler @
/o] A7]=aL Sl Aolrk

A" W7 B vl V1E s AgE 3
O]&(TPB), 7I&78°1&(TAM), €&7]&TEolE
(UTAUT) AREato], tAE W AREALE]
YT (satisfaction), 2% (oyalty), 4] (retention)
4l ARE-OI % (intention) & S, ool FE=
AEA 9RlE qrdehe st
(Tarhini et al, 2016; Rahi et al, 2017; Joo,
2018; Kaur et al, 2021). o|H¥ 7]E9] =&
& 2R i AERAR AR VNS T OE
9] T JwF gAaEigien, AA 7I]iA; Hlold
£ 7INte® O59 qF AUE AvE e A
Ao w FE3itt

olef, & A=

\=iye]

o=

SRS

a9 TlE F A
o]

A

53], Aw7iEe 28, o aHAE A
SRS AU £ 9le AR7IRE A 3
oA, S TRIAAHQ A, D) 2l

WEAE AR AL gk
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o
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CIXIY %2 Zolol3e) AHI% BS MEjol Dot BN ¢17 -2¥ SYIUS FNo=-

B A7) A74342 $3) 204 PEolee] Fe
e SRAOR Helsha, UAY PP A
A gl i olsle] Bz ATl 1 AF

B9 AEYAT-LaA] AT ekl da A
A

2. OJEX i
2.1 Cx|e W

e w7 2 &9 APE A 4
HUS B4 vjddez 238 AFE A ¢
= & W3 (Shin, 2019). TAHo® A3},
Y, A A2 QIEFO|AE ARgsle] i
AujAst FUE SEAHAE BgEeR ws F
AE Zg W8tk (Sundarraj and Wu, 2005). 23
& A T d7h gekst Tss ESlete] i

Au)A AES gzbslslgitl. Hoehle et al.(2012)

EA S/

AhEE

.

o Eiel w=H, 1970dthel]l ATMS] 54°0%
AL 28 ArE T AL dEE R e S
o 28 FE A v A 5 A =S
o} S

o

ope} v, AN T AEHTE 7h
A =90ck 1990 el QIEZ]o] =]
o] B} W F§ ANAE &3S ek ¢al
PCE &3l & 4 ol =13lem, 2000 el &
nlEES] FAI9} 8 mukd wW7jo] FAlEe] 17
o o] ofbA] ok A Uiy &8 PE
B 2 9A Pk 20229 715 $vker 14
LAY F AU 9 mapd WA AP E
9= BEE 82.2%0] @alal Urk(Bank of Korea,
2023). 53], evehs ¥ AnfEE RFEY}
A mupd wFlo] EAskea glom, HAb mup

9 WHol tAY WA o] Hi FAoltk

i

of e o
[¢} r_‘\l ’

|

2022 7= v AA Oxd W7 A F
ukd W7)e] HlES 81.7%%, Tl W7 AR
A= 2018 oF 6WRk HHellA 2022\ oF 169t
How JlshgrAo® AAst v Qltk(Bank of
Korea, 2023).

UAE WAe AEA LAY Aulag The

24 & ,

ol 47 Wk = 7 Atk 3dl Alleed &
ol zme] wEm g9dolo)dnlE(Cost Income
Ratio, CIR: ©]¢] tiu] n]-§)2 tAd W7 xjdo]
ol A AR oF 7% J% Wit} 289
QoA k= us, A7s & vle
8 A9 JdnlE =Y 5 71l bAE WA

M A v s AT Utk webA
AL w9 AT 7K Al tAY S ARgskE
2 e Aees F glon, dE 7kl
A= 23R W 52l dEtEe Al

o
G ol oleld ol ATl LA

X

3=l
Ko

R

nj

i

N, o

Hro. ]
= = b |
o] VIP nA¥} Ahdsh= oA YAd w7
S ARBPIE stk B4, OX " 7 s
Me 28 7 FaAo] 7hssith dEAel 23
ARl M 1A & 23 FEAE 1Y U=
2HIAE AEiEo] Asteh s YAd S
o) AL 7| 23l ohe} olE{ul T3y,
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7Fssitt. 2020 719€ dlofe] 3w
Bl B

s
2

Al

E )
AE H%em, 2022 %7—1@0
woldlolE] (MyData)” Aol A1z
ot} mloldlolEE 28 ZHAL, KA of

el Fa5rh 33713 59 B ARE 9dE
e 71»4 QW7 Wk g W a&4l
AARe S 7Fs | Sk 142 wlolEjofE] AjH]
25 A5 A" WS Fa ®o 9 dskst g
FY o8 AAE Aeds F Sk

ojxg tAE WAL on] Fod WY A=
Aizistolon, 7] o 23T Anashs
e 54S 7R Stk ol olslE wiEoR,
2 ATells oAY WS JEY - AREES A}
g3h= vl W7 Auiaz Aoglth olo]

A Wl A BF A BAS g5, <
o mwjel Wel A 11 5 gl uthd g

A7l ABIAE AT dPde s AAsHIch
2.2 SMDH

wA AT (customer loyalty)’ @ 4AS 7)
2l 54 AAFEolu AHIAE v Fujshs Zlo
2, AT 1 AL Assks AdFold A
2o tisl] HHEAQl @55 $Hh(Seo, 2020). Raju
et al.(1990) 17 FAEE 54 B {§A
(retention) 3h= 5oz Hoslgion, FAL}
o WAL 54 HIES v HIAE ob) dg
sioha Wik olefsh SIS 7|99 A Y
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Al 2o AEAQ] FulE B8 A]Hoz o9
S Agste sast %5&9& "ELEV% oItk (Lee and

I °6“°ﬂ*1 A % 53, Erz} 5o F

(Larsson and VutaOJa 2017)
HEFog 23] Mo =

HEEL2 BU= A (brand loyalty), Al (trust),

A A~FEA (service quality) £©°] +=2]%9 o (Alj

41:01] ks u] ]

et al, 2014), 2n[ARe] QIFAREISH 549 (3 -
o] - 2E5F 58 QY AH|A o]& U &
Au)A o]g o] 9SS wx= QelESo]7]e,
U8 WY A AF AelE 93E v 5
&0l FEEAHSeo, 2020). TIE], 7]Ee] 1
A s B A el SR

AHHel po] 93l AFE uh

(e—loyalty) 2} 213491
2001)

Ohjr(Gommans et al.,

ERp—

QA1 O

9] FoAE gy % QJ_ “jr.
710 AES AR,
H@lTof tjgt g7} §
H]of ii%“’]”r e S
(experience)’ = WO Z 7ﬂﬂ1°5“°ﬂ o B2
s 7 313310& FEEE 20| PHE HAF
THSeo, 2020). AEA O wAE Rolo At
a4 4] vlgo] 7| FXHE ] 6¥)] 7

6}7] U:H"’“Oﬂ =]

77

E ¢ Ige A74E3E 7S 2 (Rosenberg et
al., 1984), B2 7|¢do] 7| SIS X8k



cixe 92

g7l0=2 LH X HS

AEHo

@) ol A

| 5 ARERE 2
VEF SEF, 43,

zﬂ-/\;@i_ MSHA 31714:,L /g'uaﬂ%
H¥ (K—means clustering) & ARE3le] o= —?6
Holty delE, wSTE L9 AHLT,
AdARE, o), A, 4E o HolHE P%‘“
o7 3 HHow 28 uAS BFIAY
(Farajian and Mohammadi., 2010), 7]& 233}
gAd WAl luel, S5, 71 7 AddA
9 HolEE B 1S R AlHlEe] ol
st (Hosseini et al., 2022). o]&]3t AgaA+
SIS FE Aol wt Bste], 23]

Hm

FPN

L
R

71057 & S-S sk Ao vl
Zdzsith giEo] o] A7 54 &8 A9
A Ad Aol s =3 txE B AR
Tl ARFAQN G mAE e rEEeEM,
&30 AR HAE W7 o] ga dHE fJEiA
= 7188 aATE 2 A - defsfeldls Adde)
ATHKaur et al., 2021)
2.3 2H|[X} #S

2:B]A} 85 (consumer behavior) o] 718 7S
ARIAREE AFA ARLE AY3 B3k (goal) AFH
R 74°]E]r(Laran and Janiszewski,

oo &2
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oL 77

A A SIS e, WS R
A 2g ojstEe], auAH: AnAES & o) 9

o

she e 24elIA SES FrEh ol a)
2} B3 F7-(consumer goal pursuit)’ 2= 7Y
I} S ol aHAF B Fteb wE 3t
o AFE AmrY, IA gHA H5x S
(conscious goal pursuit) 9} ‘FJA HE F

“(unconscious goal pursuit)’ & YAt (Laran,
2016). 2A4A Hx F=t A B3E 24
7] Qe Hx F oFE S (feedback)
g],: 5_04 _q]/kl;d z‘sﬂE.P_ 3}‘:_ 74_0_ U%}‘:}(Van
Osselaer and Janiszewski, 2012). dE &°1, &
VA ATUEE el B s, Al

/\l@ﬂ] 1% U A

2R F
H] E3Eo]
(Chartrand et al., 2008). ":ﬂ%
I GARS A AsE AH|X

_\:%_cq/\lx% o7 747L)\1 :lluﬂz‘sa}
SR ST 0

M= o Hv— Hf‘dltﬂ

=071 (promotion  sensitivity) 2F
A8k (seriousness) ol eI ] st 2jol 7t
o A pdo] ¢ oAl yES sty 8kE7

v} I} Byun et al., 2020)

olo] bl W, 5] QB WA W &
N A B ATES Avne, AnRe a

(consumer habit)” ©] QTEY w7 A}§-2)%0f 2]
Al S vx= ZoE HEITHAlalwan
et al., 2015). &B|A} ol 7]E] sk g
= 7IREe® AR A E AEAoE B
= 21& 9vlgth(Venkatesh et al.2012). 4]
A FE T3 Q1L AIRE, Aa, AR A,
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O AoR e, o 3 ARY 2 %
B LN R FAE 89 3 el

(Liu—Thompkins and Tam., 2013)
Au) A0 et T AR mll-¢-

B Ande] Qg e, e

AT o7 AASILE E o
e QUEML - Bukd Wil MRt 7}?:!—2
td 1 Ay AujAo)al, HAEA
9 vkt 2 T APEAe 2t

A, AEHRA 23 A 22 471959 7
e SEARAPE AT Sl Sl )
Sh= ollwe] Fells Al A& - ARA - A
29 37 F77F Aok AR elwolst, &3] 4
du &2 ool g, 14
713 23l AR

w89 oJAE AlFshs Aol
TZLJ "9 AP Al 7i1e] ARk P‘Oﬂ o] A4
gt os 5ol dudS dARIe AARTES
ATl ARk kel st A7lelEel 71
gt W7 Al D GARICIA EeFaL oleol#t
oA Aok 7= 7102 meanAt
sEet & vk v A edls
574713kl vlEet w27t obd
ojAE FHsHA Hrt dEA<l
Ael= g719= 711 A 18, 370
1d, 3d & Azl 73717 el el

stolck. shAe B WHe] Eguw

ol e
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é

mlo

r°*'

[

o[
ox
Bl
2

of
rlo ﬂ?
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A Agslz mAe] AREA el 719071
AT % A B3

S, ABHA 2 AFE PR G
AT % gl w, TAE ARES 399 2
FRU) oA ha o] sk Aol 3=
S /RIF 5 ok OAg WY gES A )
gk oheh AQAAE ~nw 44E 4 ok
B AT oled B4 2% 59 AFeq9 v
A oAF 4F FPlEE Sael, Tl
B39 A1l IR A8 A 2 ANE F
HuAsh A g4 PEe) ol g
2 pustuat g

3. Ay

3.1 Ak

AT ) 1784 AFeRe UAE ol

X
el 7Rdet S8Rk diojElE @8}0% A
Fack Sgan] H3s) 713 Aol B
Weks wohl7] flste], 20239 AjelE “‘Olo}
19 19914 19 797 454 2t bxd
7 g AR olFdEel 71dE 179 HloE]
2 gty B oSS e 9 mat
Aol g 7id7best tAd WY A8 AR
w AEORE, 19 YellA IIE AGEAl o
7MP7IREE AT ¢ Jla, HAZRE S 1Rk,
FHo7RRla e 29dot}. & A4 T
7HIE S84 HolH (R 7i
A;}g U_] H}\-]—}oilﬂr

2 0%?-01]*14 A 3 Als2e]
A 7N AHESISich tRdE WA 47
719 7202249 1249
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HXE 87 7052 LH X HS

AEHo

Lo eqel F4uze] sl glgion,
AT o] 1EghE FEIH

3.2 Al

2 Qe 29 delee] 548 dsu] 9
@ BAS 2R GATAY Ao e
2l 4% AH HlEE A% B4 A 5
ST MR, FEW50) JEEARY 0 A
B9l WA BAS FRSon, FANOE mAR

A (chi—square test), Hd¥%* (mean analysis),
=Y E t—7A%4 (independent sample t—test), ©]
Yafx] BAREA (two—way anova) S E3 H|o|E]
=

= A8t
e
4. uzEs

4.1 7|= BMzn;
WA, 2 ATl AREE EE(N=1,145) 9
& 2t} <Tab. 4—1>8} 7o), AHe
| 6667 (58.2%), B 4795 (41.8%) 0% 3
717 W o8 7R 25 o Bdtes ¢
Tk oo, e 400 3119 (27.2%), 30tH 287
4(25.1%), 504 263%(23.0%), 20t 1709
(14.8%), 60t 95 (8.3%), 70t] 108(0.9%),
10t) 89 (0.7%), 7183 80th 1'H(0.1%) +°o%
uebsth &, 20dielld 50t ZRIAE A2
90.1%% 28k & HAXE W79 7% 71
A= T2 20t)ellA 5091 A o® YERiT ol
20229 6€ 7l A9 gAY WA F ARA
9] 87.9%7F 20thelM 50tiehs 719 B4 KB

o} AR X0 tH(Gallup Korea, 2022).
IAGEHE AntuA 6621 (57.8%) I A A
4839 (42.2%) 07 WA 5 FEECh
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1:]7\]% 767]0:]]:'- 7}?40151 oﬂc]jol 9051:5]
(79%) 3+ F5 2407 (21%) °19. 0, AFA e
A& 4039(35.2%), 77] 3038 (26.5%), A
11140.7%), A% 819 (7.1%), 39 649
(5.6%), 54+ 618 (5.3%), =3 584 (5.1%), 7
T 4479 (3.8%), 7Y 16W(1.4%) 18]al AT 4
4(0.3%) +oZ JERL

ug 7]

ol
=
Ml

Tab. 4—1 Demographic Results of Data

g 22 HIE(Y) HIE(%)
oy =\ 479 41.8
(n=1,145) o4 Xt 666 58.2
10CH 8 0.7
20CH 170 14.8
30CH 287 25.1
oAy 4004 311 27.2
(n=1,145) 50CH 263 23.0
60CH 95 8.3
70CH 10 0.9
80CH 1 0.1
PLE=E= 2 BF ) 2H 662 57.8
(n=1,145) E80AH 483 42.2
Jpelel EER 905 79.0
(n=1,145) 29 240 21.0
22 16 1.4
A0 303 26.5
B 44 3.8
EE 81 7.1
HEXA 24 61 5.3
(n=1,145) N 403 35.2
Ol & 111 9.7
SES 4 0.3
=3 58 5.1
sy 64 5.6

olo], Ald tlAg W7 &bl A el 3
o2 Augith HIAHGAY, FFD Y wE
Holg AFHIA, TALES HEdte] LA 23}
Srelg Aol(y2 =37.26, p<00D7} Q= Aow
YUEFATIK Tab. 4-2>. 53], MZAY1 20t]~30t)
T AR T Al Hls el UXg
W7 A7l | el ke 2oz e,
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Tab. 4—2 Results of Chi—square Test

o SR - 2
&% 55w | sz | X P
2 6 8
100 | (059%) | (75%) | (100%)
62 108 | 170
200 | (35.5% | (63.5%) | (100%)
67 | 220 | 287
S0CH | (o3.3%) | (76.7%) | (100%)
55 256 | 311
A0CH | (17.79%) | (82.3%) | (100%)
3726w | 0.000
som |, 40 223 | 263
(15.0%) | (84.8%) | (100%)
12 83 95
6O | (126%) | (87.4%) | (100%)
2 8 10
70U | (20%) | (80%) | (100%)
0 i 1
80LK | (0o%) | (100%) | (100%)
| 240 | 905 | 1,145
X 21%) | (79%) | (100%)
wex p<.001

B2 gl grd W7 GrleE 71lEe 3
2 40,995,183¢ (SD=49,204,744 ) o], T]X]
g w7 Aol 7F717Re Hit 2609 (SD=111

o)) o]t Tabh. 4—3>.

Tab. 4—3 Results of Mean Analysis #1

72 [ EZat | moet [ EZ | EEEN
0%%?;%! 1,000,000 | 200000000 | 40996183 | 49204744
%Eig:)l 31 364 260.37 111.45
4.2 DMRAE LR BS 24 2

tAg W7 A7E ZFdadel gk 1AR3(
5, T8 o) JKRIUAE AvEd vhgd
FoKTab. 4-4>. ARka2e] 79 4648 (70.1%)
o] YAl "xd WA Y7]el= (M=37,486,533
Dell 7148l 198 (29.9%) 0] FF-Uel ti#]
g w7 7)ol (M=35,782,388¢) o 713)3k3ick
ST 749 44178 (91.3%) 0] FAYel txE

7 A71EM=47,420,154) o 7118k,

137

fon=Re)|

427 B.7%)°] Fdel HAd
(M=36,869,825¢) el 7F43}5itt.

W 7=

Tab. 4—4 Results of Mean Analysis #2

A EE EEEX | N

pesfeaies 37,486,533 | 47,096,939 | 464
SN[t

s 35,782,388 | 47,398,257 | 198
_ pesfeaier 47,420,154 | 51,621,726 | 441
eIkl

Y 36,869,825 | 48,803,178 | 42

TAE W7 g7lels 71371kl dist A3
o LA e 2 548 HIUKTab.
4=5>. AvtuAe] g dddel duwrid Al Eat
ZFA7IREE 2281801901, Fdell w7 Al
it 7RIS 2456942 YeRgth S
B AdLel ddErrd Al B IRk
300.35¢0191a, FH-Uell AF7I] Al Ht 71
73R 265.249 % UERsiTh

Tab. 4—5 Results of Mean analysis #3

DAY | JlUR | Bm | BEEEx | N

epeege 228.18 109.72 464
STkl

=R 245.69 110.69 198
_ pepeepe 300.35 101.16 441
B8N

s29 | 26524 | 10931 | 42

|
2UKTab. 4-6>. FHEE
o OAd W7 Qe e de 1AGEed o
2§98 AJolE HSItHt=3.205, p<.001). A
Aoz  FAIAM=46,502,7349)0] Lutuzd
(M=36,976,334¢) dn] 7I_lgeleo] o =
R 1S s M = v S P R = T L S|
F3t 2Jo1= BATHt=10.100, p<.001).
A(M=297%)0] Anka(M=233%) K}
AR du7idrIzte] | 21 Ao® Uepsith

rlo
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» EE Hzfﬂoﬁx%@ﬂe_zwjﬂ o)
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An Exploratory Study on Consumer Behavior of Digital
Banking Deposits: Focusing on Bank Loyal Customers

Inkwan Cho* - Soo Kyung Park** - Bong Gyou Lee***

ABSTRACT

The digital transformation of finance is accelerating, and digital banking has already become
a major banking channel. Banks have traditionally placed importance on CRM(Customer
Relationship Management) and have tried to retain their loyal customers, who contribute
significantly to the bank, such as long—term transactions, holding accounts with a certain
balance or more, and holding loans. In this situation, this study exploratorily analyzed the
consumer behavior of digital banking deposits in a major bank of Korea(l,145 samples).
Statistical analysis was performed using SPSS.

The main findings of the study are summarized as follows. It was found that there were
differences of consumer behavior in digital banking deposits by generation, and the MZ
generation used digital banking more on holidays than other generations. As a result of
analyzing the behavior of existing loyal customers and regular customers of digital banking
deposit, there was a significant difference in both the amount and period of the deposit. It
was confirmed that the existing loyal customers of the bank also engage in consumer
behavior that contributes to the bank in digital banking. In addition, the interaction between
the customer type and the date of sign up for the deposit period, which is the goal setting of
financial consumers, it was found that there was a significant effect.

This study empirically analyzed the consumer behavior of digital banking in a situation
where decrease of bank branches and encounters with digital banking. The major concepts of
the consumer behavior theory are Loyal Customer, Goal Pursuit, and Habit, which were
confirmed in an example of digital banking. The results of this study can suggest practical
implications for existing banks and Internet—only banks, including the importance of customer
management in digital banking.

Keywords: Digital Banking, Term deposit, Loyal customer, Consumer behavior, Consumer goal
pursuit, Consumer habit
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