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ABSTRACT

Purpose: The purpose of this study is to recognize the importance of a cooperative relationship in which
parents of early childhood education institutions share responsibility and authority, and to suggest ways to
establish efficient management strategies.

Methods: The survey was conducted through online responses using Google surveys and SNS. The collected
data was collected using SPSS 22.0 and Smart PLS 4.0 statistical programs.

Results: Among the 13 hypotheses, only expertise in educational service quality was confirmed to have no
effect on customer trust. The verification results of 11 mediation effects confirmed that customer satisfaction
does not mediate the relationship between non-verbal communication and customer loyalty, and that customer
trust does not mediate the relationship between expertise and verbal communication on customer loyalty.
Conclusion: We presented basic data for establishing a marketing strategy that can improve the quality of

services of infant and toddler education institutions and increase management performance.
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Table 13} 2t} RE =4 =3 74 {2z A
Table 1. Operational Definition of Variables and Measurement Details
Variable Operational Definition Measurement Details References
Professional knowledge and Rich in professional knowledge
performance capabilities Highly experienced
. . . . Marley et
Profession that enable service Accurately identify developmental level Al.(2004)
al providers to carry out their Continuously acquiring knowledge and ) ;
. . i Moon(2022)
work efficiently and information
effectively Comply with ethical practices
Empathy and understanding of requirements
Individual attention and Empathy and understanding of complaints
E . . . . . . Parasuraman
S consideration given to We strive to provide the best educational ot al(1988)
Empathy infants and children using services ) ’
Q . ) ) : . Gug(2020),
the service and their Trying to show affection and attention to
. Park(2021)
parents children
Treating children with respect and dignity
. Responds quickly to what is needed
We are prepared to provide P d Y .
. . . Responds accurately to requirements Parasuraman
Responsive | appropriate services when . . .
hess service USers request or Respond quickly to parental inconveniences et al.(1988),
4 Responds quickly to infants’ complaints Park(2021)
need them .. . . .
Delivering needed information and services
Provide clear answers to questions
The degree to which one Listen carefully to the story and then
Verbal & . ' v v Gabbott &
. can communicate respond
Communica ) o ) Hogg(2000),
. accurately to parents using | Tells you the detailed information you want
tion . ) Lee(2022)
speech and writing Speak in comfortable language
Answer questions politely
C The employee’s expression is bright and
. entle
M The degree to which g . .
. Employee eye contact is appropriate
gestures, tone, speed, time, . . . .
Nonverbal . Employee provide service in a polite and Sundaram &
. and space are symbolized
Communica and expressed through courteous manner Webster(2000)
tion N The employee’s speaking speed is Lee(2022)
means of communication ADDropriate
other than speech or writing , bbrop D .
The employee’s tone of voice is appropriate
The employee’s appearance is neat and tidy
. . . Satisfied with the educational program
A state in which previously . .
recoanized expectations Satisfied with infant care
Customer areg et thropu b the Satisfied with parent management Oliver(1980),
Satisfaction & Satisfied with the service Gug(2020)
response felt by parents . . e
. Using the current educational institution is a
who use the service . .
wise choice
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Variable Operational Definition Measurement Details References
It originates from the
experience and intention of You keep your promises
Customer parents using the service, Honest and trustworthy Morgan &
Trust and has a positive and I have faith Hunt(1994),
confident attitude at the Gives a sense of trust Lee(2022)
level of expectations, If a problem arises, try to solve it
beliefs, and emotions
Emotional state of Will continue to use it.
. [ would continue to use it if possible. Oliver(1980),
Customer attachment or affection for . .
Lovalt early childhood education I would recommend it to others Kim and
valty iSrflstitution services I will talk positively Park(2022)
Willing to help if it helps
=) -
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skl TR BAS AHEES o™ Varimax 3 4%2S A8315ith 2914 et
gt} KMOZ =+ 0.965, Bartlett®] 734 715 27 0.00022 82184 23o] Agtet Aoz sl=rt 413
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Table 2. Exploratory Factor Analysis and Reliability Analysis

Factor Loading

Variables 1 5 3 1 5 5 Z 3 Cronbach’s a
Nonverbal 4 .768 078 .168 .067 146 143 .067 170
Nonverbal 5 .750 173 .199 125 146 144 .085 .180
Nonverbal 6 .733 .095 191 161 .059 132 .070 .185 912
Nonverbal 1 722 176 .065 117 178 .203 .250 104 ’
Nonverbal 2 .708 223 101 .130 262 .158 248 .026
Nonverbal 3 .698 .208 .128 .220 .230 .200 .132 142
Customer Loyalty 1 115 .839 .081 074 .153 .168 .186 .155
Customer Loyalty 2 .180 .821 .097 107 116 173 165 .210
Customer Loyalty 4 .186 .815 .168 149 144 185 141 .064 941
Customer Loyalty 3 172 .808 .169 175 171 181 .193 .039
Customer Loyalty 5 177 751 .252 .290 .093 .094 072 .099
Professional 1 .158 122 748 .156 247 .155 .180 .223
Professional 2 181 .200 734 .207 .254 .097 152 .202
Professional 5 .329 .109 .697 .203 110 .188 .155 .106 915
Professional 3 149 .285 .667 .188 .230 184 223 .206
Professional 4 167 .263 .610 .105 241 .193 321 222
Responsiveness 4 146 197 271 729 .047 .189 197 217
Responsiveness 2 212 193 .168 715 .252 .160 175 .298
Responsiveness 5 .220 179 .196 672 .265 .306 .126 .085 .926
Responsiveness 1 211 222 .153 .668 .264 221 .248 .230
Responsiveness 3 151 .205 .140 .646 .289 .209 278 .236
Verbal 4 .251 .189 227 201 .670 151 190 .236
Verbal 1 .189 .169 .256 .336 .649 .166 .206 .096
Verbal 3 212 224 .255 .183 .635 .210 173 133 .906
Verbal 2 .334 .198 213 214 .606 .235 .236 139
Verbal 5 .369 .135 251 141 .598 247 .043 .261
Customer Trust 4 .256 237 173 .236 .205 732 170 194
Customer Trust 3 .256 257 .133 173 218 707 .285 192
Customer Trust 2 .243 .264 178 175 210 .697 173 224 926
Customer Trust 1 .239 .188 247 275 179 .605 154 .210
Customer Trust 5 .301 202 .196 315 177 .600 170 .136
Customer Satisfaction 1 .220 .248 254 242 143 164 .703 171
Customer Satisfaction 4 228 .285 .266 241 .235 .245 .649 212 936
Customer Satisfaction 2 .261 179 .339 .252 123 .279 .636 211 :936
Customer Satisfaction 5 .213 .330 .269 251 .216 .240 .603 .210
Customer Satisfaction 3 197 244 .189 .248 .355 .188 .592 .203
Empathy 4 .308 197 316 .186 .074 165 170 .666
Empathy 1 214 121 201 .246 327 .249 181 .658
Empathy 5 .290 .130 319 .268 .046 182 137 .656 913
Empathy 2 173 154 172 241 373 .265 .209 .609
Empathy 3 .169 242 .169 .280 313 .202 .305 .589
Eigen-value 21.720 | 2.244 | 1.955 | 1465 | 1.131 | 1.071 | 1.031 | 0.956
Variance(%) 52.977 | 5.474 | 4.769 | 3573 | 2.758 | 2.611 | 2.514 | 2.332
Kaiser-Meyer—-0lkin
Factor Adequacy 0.965
Bartlett®] Bartlett 0.000

test(P-value)
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Table 3. Summary of Reflective Measurement Model Evaluation Results

Convergent validity Internal .cop'sistency Discrirpipation
reliability validity
Out .
tl;fln—t Measured loading In(rhei?—tor AVE | GTOmba o e | CR HTMT
able variable rele— ability ch's a
vance
0.60 0.60 Confidence interval
»0.70 70:50 70:50 ~0.90 »0.70 ~0.90 | does not include 1
Professional 1 .879 773
Professional 2 .875 766
PF Professional 3 .885 783 748 916 918 937 Not included
Professional 4 .866 750
Professional 5 .817 .667
Empathy 1 .885 783
Empathy 2 .870 7157
EP Empathy 3 .873 762 744 914 916 .936 Not included
Empathy 4 .849 720
Empathy 5 .836 .699
Responsiveness 1 .897 .805
Responsiveness 2 .907 .823 ]
e o ol B I
Responsiveness 4 .854 729
Responsiveness 5 .853 728
Verbal 1 .860 740
Verbal 2 .880 74
VB Verbal 3 .826 .682 729 .907 .908 931 Not included
Verbal 4 .863 745
Verbal 5 .838 702
Nonverbal 1 .847 717
Nonverbal 2 .851 742
Ng | Donverbal 3 862 5 1 Gos | o12 | 916 | 932 Not included
Nonverbal 4 .810 .656
Nonverbal 5 .843 711
Nonverbal 6 .786 .618
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Convergent validity Internal .cop'sistency Discrimipation
reliability validity
Out .
f:in—t Measured loading In(rtcna—tor AvE | Gomba o 0 | cr HTMT
able variable rele- ability ch's a
vance
0.60 0.60 Confidence interval
»0.70 70:50 70:50 ~0.90 »0.70 ~0.90 | does not include 1

CS1 .880 74
CS 2 .898 .806

CS CS 3 .857 734 798 .937 .938 952 Not included
CS 4 .928 .861
CS 5 .903 815
Customer Trust 1 .834 .696
Customer Trust 2 .890 792

CT | Customer Trust 3 .906 .821 771 925 .926 944 Not included
Customer Trust 4 915 .837
Customer Trust 5 .843 711
Customer Loyalty 1 .901 812
Customer Loyalty 2 .909 .826

CL | Customer Loyalty 3 918 .843 .809 941 942 .955 Not included
Customer Loyalty 4 .909 .826
Customer Loyalty 5 .859 738

e E Hr7HEa 3 E HTMT Y153 Fornell- Larcker 7]58 &-831o] 8218 4= 9JtH(Shin, 2023). ¥ A<
Fornell- Larcker ¥4 A3}= Table 49} 7t}
Table 4. Evaluation Results of Discriminant Validity According to the Fornell-Larcker Criterion
CS CT CL EM RP NB VB PF
CS .893
CT 735 878
CL .636 .607 .900
EM 737 721 .538 .863
RP 738 722 .568 740 .878
NB .624 .657 .507 625 .580 .834
VB 725 712 .559 723 710 .665 .854
PF 733 .648 .556 712 .651 .582 703 .865
* T2 ZE 82 AVE Al gk
4.4 7VdH%
A4, H19 #ZE A3z AdeAde xF3t F2A9%E 0.268(t=5.015, p<0.001), F#Ae] AZAS=
0.173(t=2.708, p<0.01), WF-A ] F=ZA4+= 0.267(t=5.160, p<0.001) 2.2 Belxo] BF f-ol3t kS n|x
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© o2 Yeiwth 18 E& HI-1, H1-2, H1-3& B A=t &4, H29) A5 A% A 153 4=
A4 0.021(t=0.402, p=0.687)2 H2-12 7|Z= k. 28 ¥4 F53F H2A4E 0.167(t=2.853, p
<0.01), ¥HgA 9 F+3F FZAFE 0.216(t=3.792, p<0.00DE <15 o] H2-2, H2-3& A=t A, H3
o HF: A dojd iAE HRASE 0.154(=2.928, p<0.01), HA|HJALE] HRAFE
0.103(t=2.048, p<0.05) 2.2 1= o] H3-1, H3-2% A= Ach YA, HA9 AT A7 doj4] orpige] H=
AGE 0.141(t=2.181, p<0.05), HAAHJ A FS] AR2AFE 0.184(t=3.910, p<0.001)Z 1= H4-1,
H4-2% AEEdek oA, H59 A543 uavkEo] uAN e gk 4 245 0.219(t=3.846, p<0.001) &
SRlslo] Hoe= AEEHATE AXNA, HES A5 Axp aAwtso] uAFAd ke tigh ARAG+= 0.414(t=5.725, p
<0.00DZE FRl=o] H6S A= Art. dua, H7e] A2 3 14217 aAZ L tg B2ZAFE 0.302
(t=4.752, p<0.00D)E F<lxo] H7S A=t B Ao 778 % 3= Figure 2 and Table 58 2t}

1z

= Education =3

Service Quality

|
I
]
]
i
|
Coroemonat
‘i\ R - 0.697
emany DN
]
!
]
]
]

R® = 0.447

Customer Lovyalty
e ___

R® = 0.673 ———» Significant at the p=0.05 level

Figure 2. Hypotheses Testing Results

Table 5. Hypotheses Testing Results

Hypothesized Path Pa.th' Star?dgrd T Value | P Value | Result
Coefficient | Deviation

Professional - .268 .053 5.015 .000™ | Accept
Hl Empathy S Customer 173 064 | 2708 | 007" | Accept

Satisfaction o
Responsiveness - .267 .052 5.160 .000™ | Accept
Professional = .021 .053 0.402 .687 Reject
12 Empathy > Cuﬁiger 167 059 9853 | 004 | Accept
Responsiveness - 216 .057 3.792 .000™ | Accept
13 Verbal - Customer 154 .053 2.928 .003™ Accept
Nonverbal - Satisfaction .103 .050 2.048 0417 Accept
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Hypothesized Path PaF h Star}dgrd T Value | P Value | Result
Coefficient | Deviation
Ha Verbal - Customer 141 .065 2.181 .029" Accept
Nonverbal - Trust 184 .047 3.910 .000™ | Accept
15 Customer - Customer 219 057 3.846 | .000™ | Accept
Satisfaction Trust
16 Customer - Customer 414 072 5725 | .000™ | Accept
Satisfaction Loyalty
H7 Customer Trust - Customer .302 .064 4,752 .000™ | Accept
Loyalty
**p<0.001, ™ p<0.01, “p<0.05
FIHEAG Boje] AU AFL oA Ee] AAE, DANHE v ste] LAFAwe] A e
= Zgolslgion A A= AEA->uANSS>aASZA wo 3 A2 A= 0.111(t=3.618, p<0.00) = &<l
3L, v]dold AL T AT >aANFY R te A2 A5 0.043(t=1.900, p=0.057)= &1E i} 1
2y, AEA-uANFo>uAZwo ggk FZA4E 0.006(t=0.380, p=0.704)Z ¥, olo]F orpiE

o
» s

, p=0.057)2 FRIFt). F71E4 A= Table 63}

Table 6. Mediation Effect Verification Results

Path Standard
Path Coefficient Deviation T Value P Value
Professional - - A11 .031 3.618 .000™
Empathy - - .072 .026 2.773 .006™
Responsiveness | — | Lustomer |77 Customer 110 031 3.519 000"
Satisfaction Loyalty
Verbal - - .064 .026 2.489 013"
Nonverbal = = .043 .022 1.900 .057
Professional = = .006 .017 0.380 704
Empathy — - .050 .020 2.503 012
Responsiveness | — Customer —| Customer .065 .023 2.871 .004™
Trust Loyalty
Verbal - - .043 .022 1.902 .057
Nonverbal - - .056 .018 3.027 .002™
Customer Customer Customer o
Satisfaction Trust Loyalty 066 022 3.002 003
“* p<0.001, * p<0.01, "p<0.05
5 ° 7JE %
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