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Abstract

Purpose — The convenience store business sector in South
Korea has contributed to economic growth and job creation, and
the growth potential of this market segment remains very high.
In addition, service value is a more important factor than price
in determining purchase intention. Research in the convenience
store market is relatively very low compared to other retail
sectors. In particular, research on service quality for the con-
venience of retailers who examine and analyze customer behav-
ior and service quality factors used in the convenience store
side of the situation is very inadequate. We have investigated
the relationship of store service quality, service satisfaction, and
store loyalty. In addition, we have examined the way service
value moderates the relationship among these variables.

Research design, data, and methodology — The questionnaire
was developed using modified and supplementary questions
based on the KD-SQS and RSQS models. The study suggested
a theoretical model composed of 15 hypotheses on the relations
between theoretic variables, and surveys conducted with con-
sumers in discount stores in the Seoul and Gyunggi
Metropolitan area in order to verify the hypotheses. We used
the SPSS/PC statistical packages to analyze the results. The
number of surveys used was 227. Moreover, a structural equat-
ing model was also used to analyze the reliability and validity of
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the composing
hypotheses.

Results — The overall results of this study are as follows.
First, all service quality elements have a significant effect on
service satisfaction. Second, all service quality elements have a
significant effect on store loyalty. Third, service satisfaction has
a significant effect on store loyalty. Finally, when the participants
were divided into high and low service value the results of the
multiple regression analyses showed that only the relationship
between policy of service quality and satisfaction, and human
interaction and policy of service quality and loyalty were
significant. The implications are discussed based on the findings
of the study.

Conclusions — First, through direct hypotheses testing, we
confirmed that the convenience service quality positively impacts
the service satisfaction and loyalty of buyers. In particular, the
reliability, origin benefit, and promotion were found to have more
influence on satisfaction and loyalty of consumers of a con-
venience store. Further, for the service quality of the con-
venience for the consumer loyalty, greater human interaction
was a high-value and statistically significantly higher than the
degree of improvement in consumer loyalty. This underscores
the importance of education and human services management
of employees working in a convenience store. In particular, fre-
quent changes in personnel generate results that negatively im-
pact loyalty with customers. These results may lead to a seri-
ous problem in the economics of the store. Therefore, it should
enhance the value of services through the establishment of
training and compensation for employees. In addition, a certain
educational level is required as well as a basis for compensa-
tion and retention.

elements and to verify the suggested
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I HOIY A2 1980 52 SYTMAE0 YR A=Y
g2 1282 ARz 20073 127§ o= Zut Bt 4
Of Zof FMz==ol Mol 280 7§ A|CHE Solst
Association of Convenience Store Industry, 2011). O|2{st HHOo|H
2 768 T HEHQ MHAMYSE, AH[XHEO| i OjE2
ERH MHAE OfEA 27t Ee MHA HSIHEE OfE
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= £ jZEIte| ANo|Ct of2{2t AH|A0 CHPt X|ZHEl H
7+E Parasuraman et al.(1985)2 AMH|AZZAO| JJHOZAM H9|
SIRIOM, 7ol MAHQl 24o|L} EREMO| CHst AH|XtO
mEto 2 Md|Aol MEPY e Ciet n24o| W2t SHRICE
Hellier et al., 2003; Zeithaml, 1987). =5t ~0f2 AJLS0| O|S}
H AOfFO| MHIAZEE FFHoE FH 29| JHX| HE0
L BHE, EEIHE0 ot g2 O|Xs Aoz 2 o
7t Tz D QO m{(Kim, 2014), MH|A XRZ0F |2k MH|AE 0]
8l AH[XE 7ol MEE el HAof oo MH|AZEO| JHME
= 7| WEo| MHAZHEO| Cigt 02 "HIte| 5240| £
7| AZSIGCta & %= QICHParasuraman et al., 1991; Yi &
Gong, 2005; Yoon & Suh, 2003; Kim et al., 2013; X|2I£).
TLfo| Ho|Fo|| AR MMAT= MEHo== ZHEHSEHA T
FELE FEo g7E 20, Ho|FE AH|XRIA, MEigQOl 3 HO|
H SAhPgnt X W HolE M3l £ 2 JEst S/
A =0 Chst SFAIAHO| CHst 20t7F 7|1& 2es| AE HE
AUASL} 2000EHC) FHHO= Hol™ JHY™IL 7HMFEO| ZEHKO|
=(Kim & Kim, 2010), HC|& VMD(Shim & Byun, 2012) 50| ™
TE= EUWEE JHX|D UQUACE 2Lt FSAIFOIM HoE &
Mol HEFEMO|E S5t HOFAIF gt A= 7|&E 04
EQL HIWWES I EHTIL AIEeE 01 £Fot Ho|1,
£3| HoF 0|8 ZHOIM MH|A SR-Q0I nMAFZS 20
Gltet AH|XHEL| HolF™oj| tiet MH|AEE EIto| gt Ate
02 Ojg%t HFo|ct 0|0 £ AT AME HO|FAMH|A0 CHet
MHAZEEIL A otREo| EME S X[SH2RE F7I5tn U
= HO|Ho| 2880l 2FH2E 2lo] HHSO0| MIst= AfH|
A5 AH|XHS0| O{EA Eotstn S2A| of7|=X|of Cist £HO
MHIAEE Q152 mEte2XM, o|of CHoh &2|™ HHo| &
I H

(==}
82 SO HoFe LTYLS =ESIUAt oIt
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2. G170l B
21. 0|28 HjH

211, MHIAEZH

MH|AZHO[Z 7| NMSEle AMH|AS 244 SO0 Chot
AH|XfQ| THEHO|DY, MH|AS| MEIPY Tk CHot n2iof Hrt
2 ™o|gt &= QICHHellier et al., 2003; Parasuraman et al., 1985;
Zeithaml, 1987; Kim et al., 2013; X{QI&). £S5t AH|XFZF QK|S
= MHAEEHR0I2 £T MESHA El= AMHA 4S9 e
2 HO|Z|H(Kim et al., 2010), & AMHAEZER2 Z ST AMH|A
£ 0|83tz AH|XHEQ| Q140 ofsf AFECE O|2g MH[AZ
22 H7te EEETExs Oliver(1980)2] 7|Ch-dut 24X &2
3l (expectation-performance disconfirmation)& O|2X 7|HtoZ Ot

=0{Z SERVQUAL ZEo| =0, & siT2E2 & NAXHc=E
MHIAEEHE FESe 7t EEQ =2 Z8E( AL
(Parasuraman et al., 1991). 12{Lf SERVQUAL ZES M3l o
TE2| HE MHE EH FEAMHA 2 Y ZHOIMe| EtE
‘go| SIS, SHMAIAME 229t 220 EXSICL £3] 1
THKR0l M2 SEE|D 225t0] HFEQ AMEEZ M35t
BlECH= H[EE 230 o2t A0 E0KRerailing)of X8t
Qo] M3Xo=z HEE|X| Z82t2m(Carman, 1990; Dobholkar
et al., 1995), = AOjFO| XMoot ZHo| Hedo| X7|=of o
2} XS &, Siu and Cheung(2001), Dabholker et al. (1995)
of o8l 0|23} =l RSQS I E(Retail Service Quality Scale mod-
el)0| 7H|RUCt. ESH LYo = Ji and Lee (2010)2] 0| M
HioPH A2 HYeR S2XEFH, LMald, AXNYZEE, ZX
sid, M S O 7HX[2 XE_2E F4E RSQS Zd2 H5
=ML O|lF AO0iF MH|2~ EIF REZXM Noh and Seo
(2008)= RSQS MH|AEZHO &HE &=2 X X 224M 3t
0 KD-SQS(Korean-type Discountstore Service Quality Scale)Z
fustion, 2 KD-SQS EE2 U A0y HFo Malst
H XTO|H(Noh & Seo, 2008), S2|XZH, A QIXASEL

A%l

d
olo

SUNHE, TN J8|n $IFNEY o 67hx| ZYHS
2 YYSISIon ol ALY ANWY AHo| Ny SYNE2 I

Zrgta ATk

2.1.2. MH|A 0=

Z=
otdoz BE=O|ZH B AH[XPZL HFO[LE AH|A0 CHSHY
Z= 7|0Qt HN dYe Hluweh AuE LE{M ACh Lo of
8 I V|0 Ero| OIXE STI0| AHS WFOf B 7Y
gz A7) TAEAXT, XZ0|= HFO|Lt AMH|20| CHE
2H|R| Z4EE Q45 O30 CHRE FE/MEezM AL
OfX|2 ALt Ol 2 AFOM MHAFEHO| A0 7|t o
o Hluzt= EMO| MH|AEZE SERVQUAL ZYo| 7|XJjEe
2 AF2E|0] 2CHYi & La, 2003).

Oliver(1980)= £-H|AI2| HZROE= 3YH HEHE2 =&
MYz o=t Mol Q=0 Feges FM, £ Lee and
Cunningham (2001)2 1ZHOEEO| 7|Ql0] %9l =7iet nZAMzE
HIE&S HLAAHAFTL, MFOio| oist RXHES E0FH 37|
olo| B82S EOIFCHD 1%L 3t Fomell(1992)0f [M2g 11
A= =2 7|Q0| HE = U= =00 O|2{et ¢E2 7|
E=n2o| SHE B, J|E DM ojgux|, A M|
o SC= OHE0 H80| Ak, 7|gYd oz 2t
7h QUCHD SIRICE DRSS MEHY QIS A2) SR DAt
Z02 QEEICHANderson et al., 1994).

i

r

2.1.3. MH|ATHK|

MH|AZIK| = AH|XFE0| HFO|L MH|IAE &3l 7|Cist= Of
Qlo|Lt &j|EtZ o|O|5HH, AH|XE0| FONE ZAEst=0l 74 &t
O &Q% Q0loz At2sICHZeithaml, 1988; Zeithaml & Bitner,
1996). EEDF AH|XIQ| X[2H0] 2AHSIH XEO|Lt MH|AZEO| Cf
of MEHM ol "Wotatn g 4= o, MH|AEE0| ChiH| X238 7t
HoZA AH|A THK|Q Hu HHEoE T = UCKYoon,
2012). MH|ATEK|Q| 7HEE2 FE MH[AZEAL 040 Ztof QU
oM MZ2 Oi7iH==(parameter) 2A F=R2 AFIF FAED
= 7{E0|Ct. E3| MH[AT|YE2 IHMECE =0]7] SiM= M
HIAZIX|E M DA|7OF BiCte ZHO|AM Q2 AFRXS0| o5 A

7t Tl E|ACHCronin et al., 1997; Lee & Kim, 1999).
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214 BEEHE

HEFHE= AHXEZL O2HA =0 £ ME0|LE MH|AE X
TOStH= 2ol=E YolohX|Tt, ZEst FHE(Trueloyalty)= =
=F0 AEeI0| EHd(Inertia)2| ot 7|22 EWMEES X045}
Cheot E8&(Spurious -loyalty)@t CHH|E|l= 7HESEM =Y
o= &Ll H7bEoel of dWeM HiEsE SHH, THE
(Loyalty)of| CH3t Gt ‘HHESHE(brand loyalty), ‘S7HEH
L (vendor loyalty)OjA AXHo=z ‘HuEZM T (store loyalty)2t=
JHEoz = gHMEIe 2CHCho & Lim, 1999; La, 2005).

Auh and Johnson(2005)2 1o Z=ME oA MHEH I,
B 2 W S5 ™29 I3A M 7HXIZ CHEEICtn FEs;
e, Ol 52 MIHES MxE FSEEE MUE 5857| ¢
off AH|XLe| EHELOY WS} o MOl Ef=o| & JHX| 7Hd
L 112{8}0{0of ICH= Z40|CHDick & Basu, 1994).

o

rir

2.2. 749l 7|t

221, MH|AZZI0| AMH|ADIEQ| OjX|= Yt

bl S | o

MEAL0| |5HH Cronin and Taylor(1994)= AH|AEZXO| 11
FEaE ool =0 F¥S O|X|0, 0A0HE2 7|Ciet ZH0|
N FEE 2o m(Anderson et al. 1994), LS MH|AZEZRLS
OtE1F FOjo|= o Fek2 O|XICHBrady & Cronin, 2001) St
Ch MHAZED n40tE7to] M, =3 ZAFE UANNM
Ch 22X ®7|(Issue)7t EA2Lt MH[AZEES NZHBERO| MW
B2 BE 20| ABHO|D AHABE-DAUTZHESO|T
HEJF VA EPYS AE2E HOFSOX|D QCKYi & La, 2003).
matM ChEar 242 7tE8 dHESHRACE

3@ k1 1o ¥
N ot
—_L

<H1> HoIF MHIAFZE2 MH|IATRO| Fol+) s DIE
Z0|Ct.

222 MHIAZHO| HZEEE0 DXl I

MHIAEZO| ZME0| O/Xl= o CHs =ARE GE2
CHHEECeZE 28 Sde ZFAIF Z Xtlel 542 HEE
2 A3(Yi & La, 2003; Lee et al.,, 2000; Baker et al., 2002)2}
of 71X 22 £40| Ex FE20| 0jX|l= s SR &
A3 (Yoon & Suh, 2004) 59| HEHZ L}wICL. AMH|A ZXO0| 1
Aotx G FMx ZME0f| O/Xl= G0 CHel AR o2 A=S
2 8010 MH[AZHZ2 FEZHEet HTHCl gk A7} Ues
Aoz BISMLCE(Yi & La, 2003; Lee et al., 2000; Bitner 1990;
Sirohi et al., 1998; Zeithaml et al.,1996). [t2tA CrS4dF 22 7t
HE HHIAC

<H2> HOIFH MH|AZEHZ2 FEZHZO
Zolct.

2
lo
=z
02
O
o
p

223. MH[ATHO| HEzEEE0 0Kl I

HmISH-= DAUFRC0 Qe 7t 3A g2 2o T
= 7 A2 X0 2O H(Bloemer & Ruyter, 1998), £
Reichheld and Sasser (1989)= Dt=st 12 50| S =
U= olEHof CHSto] Cf Bo| X|E& QX7 oM, JHAMSO|
CHSHY o Q0| S &2t SHHM O|AH2 &, =2 0|t 1

SY=E objstttn SIQICt oMY M APSS S H=E

o

SY=0| I OjX|= B+E CHAIHQ 2-A 83 2ot
UH0| ESYE Y s OXls AS HRCh w2t
M CHEat 22 7tEE 285

<H3> MH|ADHEZ2 HESFE0| Fol(+) s 0/E Aol

224 MHIAEE AQIE0f Oish MB[AZEX] =E= 1}

ZHX10f CHot 2 MUMARLESES HIECE = Uf = JHKEY A
2E0| = ME, MHAE Sdf 7|0idt= O|Yo|Lt Bz
mWRtEICt E3| Lee and Kim(1999)2 ‘7HX|(Valuey Q| 7HEX Ho|
Ol CHsl =, X|Zste 7t40l T3t =Sote X|[24E FEo ‘o
M2IPE JHERt S0 SAIO MH[ATEK|ZF nAok=o| IS
Ol #H+=2US HAEH2E NA[SIRAULCE 3l 20| X[2fdt=
ZHX[7t MHIAZEZE QI5h of2] HEHe| AutMs=o| IS 0O[H
= UASS TS [0 AFLSE Soff MHIAZSED 7HX|Zte|
28Xl MAHE HAIBtD QUCHChang & Wildt, 1994; Dodds et
al., 1991).

Cronin et al.(1997)2 AH|A 7|12 nZOEZ 2 =0|7]| Q|d)
Me MHIAZIXE M A|Z{0f oLt SHIQM, Dodds et al.
(1991)= THE# OiLl2t oz &, B0 I¥E2 F= A0
= MH|AZIX|ZED SHHM X|ZHE ME|ATHEK7F dso|eof 2 F
SS O|XICta =HQkct oo mat & A7l MH|AZEX|el 7HEHA
Td0f A0| MHAZED BHE Sl Hozol FHEo| A
A0l MH|ATEX|Z} 2 H=eto] MAE ZHEY ZAo|2tn =Lt
m2tM ChEat 22 7HE S EESIRACH

<H4a> MH|AZIK|S MH|AZET} MH|ADEEDRO| 2HA|
Mg Zo|ct

<Hda-1> MH|AZHK|= S2HZH MHAZE 200af MH|A
OrE1to] MAE Z=EY Ao|ch

<H4a-2> MH|AZHK= R7PHHEOIY MH[AFE 201t AMH|
A0HETRO] MAE ZEY AOo|Ch

<Hd4a-3> MH|ATHK|= QMMZAE MHIAZEE Q9lat My
A0HETRO] MAE ZEY AOo|Ch

<Hda-4> MH|A7HK= 2 MH|AFE QI MH|ADHSD}
o HAE AF ZAo|ct

<H4a-5> MH|ATHK|= 2RAS -T2 MHAEEH Q0
1 MH|AZEEDRO] 2AE ZEE 0|k

<Hd4a-6> MH|ATHK|= d2ld MH|AEE Qlat MH|ARHE
el BAE mFEE Ao|ct

S

i

<H4b> MH|ATHX|E MHIAFZEL HEZSEEAS| HAE =
Hgh Ao|ch.

<HAb-1> MH|AZHAE S2|HEH MHAZE 20 HEE
gEeo| #AE =Y Ao|Ch

<H4b-2> MH|AZHK|= S7M4EHOIY AMH|AZE 2010t HX
SgEeto HAE ==Y AOICL

<H4b-3> MH|AZHK|= QIMYSAE MHIAEE 2
SgEete #AE =EY AO|CH

<H4b-4> MH|A7HK|= FH MB|AFE Q00 HESYEet
o HAE =E Aot

<H4b-5> MH|ATHK|E 2N H-Z2EM MHAZE 29
W HESYEeo #AE ZHEY AOIC

<H4b-6> MH|AZHAE A2ld MHAEE ol §ESEE
ofo| HAE =Y Ao\t
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23. o424

= g7 JAAUFE 2HE AFZES 2YOIRACE KS-SQS
MEIAZE Q02 =N Z2Rd, ANYSHE, NS
T, M, FIPEOIGo| 5749 AHEez Y5tRien RSQS 4
2l d=5s ot B6719] MEAZE SFIT=22 PSR
Ch M7 SS S ez 20 HOHEo| HEZHE9
LAY 222M ME|AZE2 Z719 dot0 388 g2 oA
1 U, Ol MH|ATRO| DRf2 X-E5IH MH|AZEXZE =
ZHs2AM 2 2000 CfSt WSS REHCZ QI3 AMH|ATH
ZF BEEE =0 HVIHZE 7|Yo| +A=FO| 7|Ho| Elt=
Ho2 SiMEIL). Ol= 10| = MBIAZEE K25 oM
PEER 0 MH|AZHKIE 7|Hez HESYE0 Y 2220
g8 7tseE € = AS AOICL o|¥e| 7|&E A HEE HE
Yoz ri3it 22 ArRYs =EIICh

/ Service Qudlity \

KD-S0

Moderating variables:
Service value

Physical aspect

Store loyalty

H4a ™ Hab
Additional .

convenience

Human interaction e

Service
satisfaction

H1 x

Origin benefit

Promotion

Reliability

<Figure 1> Research Model

=<
3. A3+
31, Qi
2 @7 ME U #7|EA|oe) HUCHOE 22 SEY Y

HIE HO|M 0|80 274F 2 L[HMCOZE HEZME HAGHY
oo, X 17§zt 1813 o4 Ho|EZ 0|8%t n= &

sk, xtE 420| SIS SiRICt 2 270 ol &=
SEiXb= o{A0| 447 %, 40| 55.3 %2 WX} B2 Hoz
LIECE A™HZE= 194 O|FHO| 19.6%, 19~254 O|2tO|
25.3%, 25~30AM| O|2t0| 33.5%, 30A|~40M| O]3t0| 13.3%, 40X
O|&0| 5.8%, FSE0| 25%=2 LIEtRICE O2|n Ho|Fd vtEdl
O Cistol & =Z 13| 0|8t7} 5.7%, 2~33|7} 17.5%, 4~53|
7t 37.4%, 63| O|A0| 39.4%=2 LIERICE BEO0|F0] CHst HE
o AEMHMREZNFOY 3 AAME RBIMTE 501%E 7+ =H
LIEtGt oM, 4=&E Foi7t 35.1%, 7|Et7F 101 % d2|a 2
SE0| 4.7%2 LIEFSCH RE 22 PASW Statistics 20.02 O]
2510] ZYEFQ| Mgt EfHFE S LOtET| 2|5t0] EHAEE QI
SOIEMZ MA[GIHCM, Cronbach's Alpha A= MESHY &

3.2. FFEFO| 7

Ho|Fo| MH|AEHO|Z HO[EEZ 0|8stHA XSt El=
Fa3ot MH|ASMo| Cot Ef=2 ol 4= UCE Ho|Fof| CHt
MH|AEZE! X|Zt2 Parasuraman et al. (1991)2| AH|AEAX|Zt
of CHot Mot o=y 2old MH|AZE Z7H0| Cigt Noh and
Seo (2008)2| KD-SQSE 7|tz 2 d4o| SX0| MLsI=E
=, HRI510| & 357|110 23tg ZHdsSCt.

HO|FO| MH|ADHER HOIHMZ 0|83t = 0|8 oty ! ZAnt
Off CHa{ X|2{$h AH|XF THEEEE Folgh 4= UCH HoIE AMH|A
THE2 Noh and Seo(2008)2| AHTE F-EHel5l0] & 5712 2
a2 58 2|HE H=E Ar83IRICH

HO|MO| MEZHLs= AHAPZF £ F=o| s 20l= =
OF EHiE S SHHCOE WEES S50 MEZ2 TSt EET
Of ol=2 H™o|stl (Cho & Lim, 1999), Choi and Lee(2005)2]
At 7|Ee 2 “SotN FEo| o3t EHEE2 85I AT
3, 25t dENo| Mst & 3749 Ea2 58 2|H
HEE ABSIRILE
HO|E MH|ATIK|= HOE O|8A| X|2dt= 7H40| LY
2SstE 28 W XZE EXO| Chet ‘Mzt zE o2 Holg

|

|m niju

CHet Z8S ?I8 Lee and Kim(1999)9| ¢iF1E 7|Hte= & A7
o FHO| MYYSI=F 7, EA0] Zgst & 5/ 22 5
H 2IHE HE=E AL,

33, 40| Al2lY U EIY 2
331, MHIABTO| izt RUIEATH Azly 24

ME|2 BTo| chet Q01 2D, <Table 1> OjAet Zo]
Ofoj Zk 1877~ 39892 RN HYm2DM, Mz, oI
Mozg, 22N 50, YA 12|10 2o Moy Sof 6% 2

20| =EE|AUC.

<Table 1> Reliability and Validity

CUEST Eigen-Value| Factor Loading |Cronbach’s o
number
Origin benefit 4 2918 615 ~ .862 818
Promotion
Reliability 5 3.652 633 ~ 738 828
_ Human 6 3.989 690 ~ .802 907
interaction
Physical aspect| 4 2.615 .605 ~ .735 .807
Policy 2 1.877 783 ~ .842 827
Additional 3 2517 773 ~ 786 834
convenience

KMO = .876 Bettlett = 2608.074(df=300) p=.000

332 0%, B4 12|71 (0] Cfet IR AIt Maly A
LO18M AL <Table. 2> O|AQF 20|, Of0|Al 72 2.006~3.280
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QIStAILE. Q=0 o 29210| O S OIX=XE =lst|

?lof tHE=lHEd s o

Algt Zit= 42| g(B=.249, p<.01), =&

elo| =X AYH(%)2 78542%=2 LIEILL MZ|E 0] HA|Z|RUC, Mo 22 Ed(B=244, p<01) 2| EIHHEOY(PR=179,
p<01)9] 0= LIEFLITY
<Table 2> Reliability and Validity (moderate, result Variable)
Qs - <Table 4> Mediator effect Result
uestion Eigen-Value actor Cronbach’s a
number Loading Mediator
- Independent ; 2
Service 3 2568 | .776 ~ .809 906 variable Step variable | R F Sobel
satisfaction (satisfaction)
Store loyalty 3 2.006 .551 ~ .867 776 1(81) 0,645
Store Value 4 3.280 .750 ~ .849 914 : —
KMO = 970 Bettlett = 1288.772(df=42) p=.000 Service 2p2) 0.709% |1 738]48.490* | 3.436+
quality 3(B3,Independent)|  0.288**
3.3.3. ALnhnbAH 24 3(B4,Mediate) 0.506**
ST QolEM2 Sof B2 2 PHRISO| N2 ofE
ghb ol FHEo| BAIE A=XE YOtET| fsf ket =4 w3l MH|A DHED} M E 70| QGETAS 2AE AT AMH|
S FAIE 2ah= <Table 3>0f RIARHACE & BEET} SHEE=709, p<ONE SAXCZ Rol0[E (A
N Qsk0| QleS SHOIBIQICE MEtA <7hA 1>, <7Hd 2>, <7Hd 3>
H Aq 7;1—' oo MO = AN = ’ = ) =
34. 2|H=M ZAut ° X{EfZ|QiCt
R e oi7izat 252 26l e+ SAXH 548 SHSHL Baron &
341 At=H gatof Cheh A Kenny(1986)2| 3CHH OY7H3| 7| £ A(three-step mediated re
<Table 3> Correlation Coefficient Matrix(Pearson Correlation)
Origin benefit, I Human Physical . Additional Service
Promotion RE Il interaction aspect el convenience | satisfaction Bl el
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