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Impact of Instrumenta Factors on Dissatisfaction and Complaint Behaviors:
Moderating Role of Expected Profitability*
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Abstract

Purpose - Based on expectation-disconfirmation theory, this study attempted to fill the gap in the literature by treating the
expected profitability as a moderator in the relationship between these constructs, identifying what instrumental factors have
effects on dissatisfaction, in turn lead to exit intention, neglect, voice, and loyalty, and provide the managerial implications for
building long-term relationship to enhance the partnership between franchisor and franchisee.

Research design, data and methodology — In order to test the hypotheses, the authors developed several hypotheses. The
data were collected from 254 franchisees in Seoul and Gyeonggi Province with SPSS 18.0 and SmartPLS 2.0.

Results — The findings of the study are as follows. First, marketing support and competitiveness of product and service had
a negative effect on dissatisfaction, but did not on logistics support. Second, franchisee dissatisfaction had a positive effect
on exit intention and neglect, and had a negative effect on loyalty. However, franchisee dissatisfaction had not a significant
effect on voice. Third, expected profits play a moderating role in the relationships between marketing support,
competitiveness of product and service and dissatisfaction, between dissatisfaction and exit intention, voice, loyalty, and
neglect. First, marketing support and competitiveness of product and service were found to have a greater influence on
dissatisfaction for the low expected profitability group than the highly expected profitability group. Also, dissatisfaction had a
greater impact on exit intention, voice, and neglect for the low expected profitability group than the high expected profitability
group while dissatisfaction had a weaker impact on loyalty for high expected profitability group.

Conclusions — The result of this study indicates that franchisors should reduce dissatisfaction and prevent or improve
complaint behaviors by continuously identifying the impact relationship between franchisee dissatisfaction and decision factors
caused by difference in expectations for roles of franchisees and franchisors. In addition, franchisors should acknowledge
that the impacts of marketing support, and product and service competitiveness on franchisee dissatisfaction and on exit
intention, neglect, and loyalty differ by expected profits. Therefore they should provide support in perceiving high expected
profits through creating direct profits including high sales, low costs, and low rents.

Keywords: Instrumental Factors, Dissatisfaction, Expectancy-Disconfirmation Theory, Exit Intention, Voice, Loyalty, Neglect,
Expected Profitability.
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1. M 2
2 B2B A|FOM S
OXl= oA EesE Zdatsto oA 52

Ol 288 1™ & 2 YAt e H8HE XS
oz st QULCL Ol 7|Y¥ES0| nZmto] HI|1N UAE H
RN 7|gel XAl WXt FHI|1H fod SHHE ¢
o Aol 2E HCh= 7|ENHO| RX|E ALl S
2 QA Q7| MEO0|CHEvans, 2002; Eshghi, Haughton,
Teebagy, & Topi, 2006). £3| ZHKIO|= A|AHIO|AN TtYE
Fo| o st JtYFO| Z|Cf Koo o3 =THE
(dissatisfaction)0| X|&= AL AHaf oD 22 ojgr 9 &2
8 AN S22 ZNE Jtsdo| &7 WEo JtEERE
71F JtEEel 2ME 0s JHMAIFlE =S SHof St
(Ping, 1993; Matzler, Bailom, Hinterhuber, Renzl, & Pichler
2004).

IHXIO|= A|ABIOA Z7tY2Set 7Y HAE K[EH
o2 [XG7(0ll= 2 o{HI0| EXSt=0, 7IYFe| Hut
QF BHHE H40| IS OX|= QEEc= OFAE IA0
SISt =& QOl(instrumental factors) &2 & = RULCH
(Lee, Lim, & Yoon, 2005). & A|&0| & 22N U= A0}
O|E MESIY HufZtsdE £0|7] s ZHK0|= Alx
HES M JtUHEO| AFOIM 7IYERo| SATAHE X|J,
RS0 2HEE XY 2|0 ME R MH[A Z-HE2 It
WH EH/ECUR0 2 0Kl 523 HsE E8oH
£9| Jt8FEel 7|0f £=Moj w2t ozt =& KQIS0|
S0E0| O|X|z Il eIt 2Lt & 4= RUCHPelham
& Wilson, 1996).

7tW 20| Chot ZtUEe| J|Ci7t SFEIX| 2ot Ll
= 2UE2 o7 X EHASOIE, 2AMHAH7|, sdE, &
ANE YMA|ZICHPIng, 1993; Singh, 1990; Yoo & Suh, 2012;
Cho, 2012). ZHXIO|= A[ARIO|M O|RHE2 A SiX|Qt 22
HE BEH2 QI0lstH, ETHH7|= EUE A"E sfdstn
At sk ol=rh EH7Zl HdEQl wololl, sdEs EUES
A7 |E 2010] SidE ZHe=E Y it BHE HFO|
2t g 4= QICHPing, 1993). A= 20IEOZ Qlst ZHES
S ASIAX}; St= oMot 3 E SHX| o, 2AHE YXSt=
A& o|O0|BtCH(Ping, 1993, 1995; Yoo & Suh, 2012).

SAX| B2C A|EEZ CMLE 1 F0E 2HA S0
OXl= F8 2020 ofgt A4 Ol ZI™AE|UCHIY, 2011;
Son, 2008; An, Han, & Lee, 2008). T12{Lf B2B A|&S CHA
o2 I FUEO0 S 0[X|= [olo st s 25
ot Ho|, £3| 24 mEXjo|= A|RO|M ZIMFEe| J|0f ==
ol dof 2t 7H¥E =0HE0| O|X|= g At 2tEe=E
Rl Of7|E|l= O|E, 2TH7|, SHE, FAl 81 &2 =%
430 OXs 9+e= O £5% HHoICL OE =
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e, 2 olfs SEAE & =9 Heel 20| 2™t
QF JHUES-JIA Zho| A #2lof ATEA g2 0[X|=
20| US|z S50, IEFYO|LL OjLX EFZO0| E
SIR7| 20 =M FoS UHSIK| Rot H2E HOICH

ZHXIO|= A2 JtUR2 R 7HUH|H BESRE X
St 2EEEIE HoHAM JIMAEe| AFEE H2siF= Che|
H|8(agency costs) HMZ 7|222 st41, Ol 2HE 7Y
Mol EXj3t HIBHCE O B2 9| & 09 BEZ Il
AHef =S Z sCHMathewson & Winter, 1985). 0|Z{2 2H
Ao|l= d39| =2 M3 |0 59| oLty 7Y=Lt 7+
ol & 3RE SBRE 2I5t0] 2 stHAM A= 7to] 59
(BHH, 4288 29) X2k AS LstHLee, Kim, Kim,
Lee, & Lim, 2015). 0|2 ZHO|AM Lee et al.(2015)2 7|WH
O X|Zfot AXHD MEX 72lo| 7IWH™O| BH=, XA te|
T, FHoE, I|X[ggo YA F&2 O[XICtn ShQict
M2t 718 A E Al 7MY 2RI kS5 =9 e 0| &
Z£0| O|ROX|X| AE=CHH, 7HYHO| 71y L0 Cist E0HE
2 AHE ZAo|, 1 Z1}, 7tUEe| dsel: & OE, ZSTHA|
7|, FAl= B7tE|1, SHEEs A4 Aolch §3], MAY
AXZL B2 L ZEXO|= MMt 20|, AXEEZ FX}
ot JIYEEC| 4%, THUXO|=E S0 7HY=E7L KM AISH
2L, XHAO| Z|CHet =RCH M2 =2F A/JCHH, 7IY=
ot 71WH 7to] 452 O HZE AO|Ch M2t & A0l
£ 7t4EO| 7|CHEl +=Unt AN HEEE A2 1, M2 {82
St JtY RSO N 2HE-E0HE-JIUE HFZ2=(0|E, =2
7|, FAl, BEE) 7ol AE CHEAEHEME 01851
MG AR} S

o2t 2 AFoM= 24 ZAo|= JYEES| N
QO(FUDAEX Y, =F3S K&, MEL MH[A ZE)0|
VWAl 7|0 =9-doj| w2t STHFO| OjX|= Fg0o| oL
Ct2a, EUFCE Qg op7|El= EEAHS(0IE, =07,
ML, FADO| ofist FEZ O|K[&=X| 45 BM5taXt ot
Cf. 3t 2 oM Ee 24 Z1E EE ETET 71UH
0| ojjst 2T S St=XAIE 245t Ol2fst 2SS
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AP O|gstn, JHlE RO FYHE Zelotl JtYEItel ot
ElY Zoter FI7[HQ HAE X&517] Qe AFH AIME

= MSStaA} Shct.

2. 0|2 Hj

21. =g

10

[FESE20|M BAHEFZS 3SXQE FOHXE 2HA0| CHer ™
BHENQOl WL ZIEA FORKIRl ADHAH| | AHA MEjZ2
O|=IC}Anderson & Narus, 1984; Han & Woo, 2010).
Oliver(1980)= 7|CH-7|Cf EYX| O|ECE BFH/EUEZ HY
St =TS22 0ol Rof ™ Z|CHo| Fof =o| MHutrt
7|Chs=E0 OIX|X| ZStALL B-HEHoz SLUKSHAH W &
MSHCE D SFSLCE Orsingher and Marzocchi(2003)= £0HE&
AHXZE FEA KHBO|L FIA MH|A PO = 27| H|
DO|XMOl 7ol dEo R, TOfXIt AH|XIC| Z|THE SFA
7|X| ot 42, B2 TojXt7L MESeh MH[AZF EARAESICHD

= 2H[Xte] XN JEf2tn ofRic § 0 SiE2 o
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MAdgo| ArMZ|CHo| OJX[X] ZSCHD XS ME|MEE
o|o|sHCHOliver, 1980; Yoo, & Suh, 2012).

detxoz DIERZ2 [FSHENAN SSARE FOfAL AtO[Q
YEES S7MAA BAXREE FEoiH, BAC 4 da
A7, BtEA] 11280| DHEJUCID SN =THEQQI0| T
= AL OfLCKYoo, Ju, Kim, & Lee, 2013). Tikkanen,
Alajoutsijarvi, and Tahtinen(2000)2 20t=0| FOje| ™ 1Py
OllAM 'Wlsty| MEo| FOiE = o Z7HX|2te n24o| 7|k
S SZAM7IX| ZotH FojZ™ TAof Chsf STHESHA EICH
1 SR STHE2 00| HNE BRSte MH[A B2 F|
29| £=FEELH 10| 7|Ci=F0| Aot 27tof w2t &
DE 00| 7|IiEFE flot 7|gel 0| ZRsICt M2t
FEE 20N 2TES2 THESIE ML= D40 Hls] +
HAo|n HH Jtset iEol7| WEo| STHE 2|0 F3}
= Z0| 7|E0HRX|0| mutHol2tn g = UCKYoo et al,
2013)

B2B A|ZOIM OFAHE HA0 siHSt= =75 QQIS0| &
A CE/E0HE0| FEekE O|XICh 53| ZXpo|x AHHOl|AM
7IUWFESl 2UEE2 ME R MH[A0 CHot S0HE1F YRR
of X|olLt FHM Fof Cffet EtEE = = U=l

— AN ’
Perkins(1993)= FYX|Y A 7|&X[@ MH|~, HFo| 2ot
Mz, SRS, SAHE, SAsE 58 §) 52 =

0= o QRlez Hn FMHE0| S5 SHASS =t
Ct1 SRQUCt Bearden and Teel(1983)1t Kotler and Keller
(2006) = ZZHXIO|= A|ARIO|AM HESO|L} AMH|AO0| CHSH 7t
WHol STHE0| O50| SEASO 2 Jds 01AICHD ot
=0, ol2fst EMELRE Qg op|xls EHASS F7HEQ
TOHE BEFE @0 ofLet 2Ll FHE St1, S
HYREAH BEdE a7stks ds2 FStHAL HM32l 7|
S0 =SS HYSts YAleE HEECHDay & Landon,
1977; Yoo, & Suh, 2012).
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22. E4X Q9
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SeARE FOiRe| A BHE R EUHE0| deES 0OK|s
LN Q52 ZHAO|= 7IMELo| O E Jls & 41
of HEE =0 Fes OjX|= o8 YAE o|O|siCt. Of
2ot =78 Q052 B2B A|HO|A S2YXQl ZaMX0|=
ZIWER0| Mt 7HAEN, f82 2 R O E AR
AOIM 522 FAMEICHAbdul-Muhmin, 2005; Chiou, Hsieh,
& Yang, 2004; Lee, Shim, Chang, & Kim, 2011). Schellhase,
Hardock, and Ohlwein(1999)2 AOiZZI0|A =74 20I=0|
Fmot £X ST 2L oY X, ME L JHHEE I,
Je2|2 =fFS A S 22 Crfet oFE gaz 3
EICtT SIQICE Lim, Jin, & Lee(2004)= Z=2HXIO|= 7t Q|
DIEO| ¥SFS OlX|E JHWEHO| TN Q0IS0| MEHE,
JhAI JHHE, OIS £F 2 RENAZ O|Z0TCD o
RFUOM, Lee et al.(2005)2 2QAIAQI ZEXIO|= JIUWH OHE
Lo g2 0Xle =78 gelez 08 7l & 2utd
ol 78 M, ME X 7t4S HMAISHYCE

o2t 2 AFoM= Ol2fst MYAUFEZ J|He=E =&
Xo|= AABe| EME 1B, =78 QS FOMH
g X¥, SFXE, HMEL MHA Z-EHoZE HAISIAXt
C}.

B

2.1.1. EoA g X2

ZAO|= 7ROl JHAFO| ot FYUDHAIE X
(marketing support)2 =52| YL STt O|0X|E =
B517| flsf IY g2 KRSt SHSts +2E A Al
AHIOZ(Khan, 1993), 7MAo| EL20| Cjst o|ELE =0|11
e U= AAHES QXA SICHGanesan, 1994; Lim,
2004). FRAOHE X2 XY, YRXAIR, AZZAL &
YEMS, ug2d, 38, OHFE X¥E@EL, 88, 5T
Of, mHOf=ZE) 50| CEZO|CHAbdul-Muhmin, 2005; Chiou,
Hsieh, & Yang, 2004; Yilmaz, Sezen, & Kabadayi, 2004).

Coughlan, Anderson, Stern, and El-Ansary(2001)= Z2HX}
Ol= 289 71UHE X2 7HE T X1 7HE = K@=z
T, AEHAEN H3kle X2 AFTAL YX|MTE,
g S, used 50| ZeHECtD SHRICh 7HE =0 X
L£Hoz HIEes X2 ZEXE HIRS SYR s,
30 % EOfET XY, AZAE S0t 22 RS, @A
M 2E X 50| Zoen|, sty oS 3 S0
AHHol HekS O|XICHCoughlan et al.,, 2001; Kim, 2007).

222 =E8X&

E5-9E MH|A £ X|R(logistics support)2 ZHX}O|=
IR0l AR FES 0K OFAE Y& 24 F
stLtolCh 7HE DHE/Z0HRO| FEE 0|X|e S2FRX|IRC 6
e aflezs THX|R(MEH MH|Z), 7] JIKHIS), 29

—_

— =2
X, ZHXY S0 Chst Koz FLEEICKSchellhase et
al., 1999; Lee et al., 2005).

DARYUL TS MBS WMSHR| Y| Mg Mo}
A YFE MHI20D, L7 MTHE M 2 217, HE

Ut F, LD Feol FESY, 2 FE0| e fA
ot Y sEHo=zE FMEICKYimaz et al., 2004; Lim et al,
2004). 2EX|@ AMELL TEHX|E 2o 7|9 A, &
ME2|E st X, joge] M, Fed ZFIel =&
Ald 22| & /X[Of ofgt X[ 50| Zk|H, SHX|A2
¥ Dot 7IWEEol 2N =2 =278 52 M3

(Chiou et al., 2004; Yilmaz et al., 2004).

0

I1Ho

2.2.3. NZ1} MH|A ZHH

SE Mt FOIN 2 2SI ERE0| FRE Xl 2
ol & NE14t MH|A ZX = (competitiveness of product and
service)2 &%t 4 & SILIO|C} Schellhase et al.(1999)
2 ZUXOo|= A AFOM nEH HEF FXIA 2H=0|
2 MEO| HB, ANE L5 S0| JUY BE0 I
2 OjFCHD SHCE So| 94| TAKO|Z A ARHThet
birs HEC HHEo2A TABE £ BOS0| 528
2 O/X|l= Q9lo|gt & £ QICHHan & Woo, 2010). EEsH
TOHR-SSAE AtOle] ZAOM ZHY™2 7HY=RIL HSSt
= AHESHE MZFAF MH[AE HISEY|E |5k, ™ALl 7t
Y227t MSot= MBOILE MH[A2o] ZA™YHZ H|WoCE
MM ZMEER= HMEBOILE AMBj2el 2 /Al & /WS
ot Y o BUHL2Z djjof StCi(Lee et al, 2011).
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23 EHAE

o

e

EHA-S(complaint behaviors)2 1ZHO| ETHE0|A 7|9l
= WSOo|Lt #WEol =22 9|0|stCHRogers, Ross, &
Williams, 1992). SZX-TOiXt2| A0 FO§XI7H BRSH=
M0l s SSX7H Of=A CiXNStn HSSH=Ltoj| et
M SSYHZH Eotel=l, TR He SMHE0 2iEe
2 SjAn|X| YS 42 FOiXtel S0HE0| Wstn 1of
2 EWMIM=E0| Of7|=ICt. Mowen(1990)1t Jacoby and Jaccard
(1981)= 2HHSO|ZH HMBO|Lt MHA FOHE Sof ZRst
£ 2350 Y82 Y NE E= MHAE KM=SHALE T
ojst 71 H MBRHAE, AH|A} HSEHA|, HE S)0A 2
7| 9Bt DZMKIQ| OIAIAEO|2D BFALCE Cho(2012)= 1
ol EEUSO| 2TFA 7|Ql5t= A2 7|Yo| HE0
L MH|AE OFFE| 2A9stA MSict stHete 02 0=
2 doXoz Mottt SHACH

ozt 2HASE FE MY T E= 35 WS2E
£0| =0, AMHA dEso2s X[QIo|L RFoA 2EE +
2 st7iLt §8 ®MEO| Chst =71l Mo BE 50| =3
CHDay & Landon, 1977). 38 #HZ2 X|=°| uzto|L} =t
2 MH[A HZALE EORXEQL 7| Hol[AH 2+StALE 5
2 A AHXF EHY| S0l DSt dES 20| Mowen,
0). 3HH Singh and Howell(1985)2 SHeHZ0| TZ40| X|
L Z0IZ0|M 7|Qlsts WEX HSED OfL|at OfRA

O= HIWEX USIIX|E E30| STk Lt

Z20HK] 2EdS2 AEXE| 2t Ok & =9
ALRIL T RUCHHansen, Powers, & Swan, 1997;
Hirschman, 1970; Ping, 1993; Singh, 1990; Yoo & Suh,
2012; Cho, 2012). Hirschman(1970)2 £4dH =SS O|E9| Lk,
E0X7|, BEEE 2 52, Ping(1993)2 O|E2lL, &
DHRZ|, BAlL Z|2lFe, SHEE 2RSIUCEL £ Hansen
et al.(1997)2 B2B A0 EEASS FEH 8 St &
2 M dE, R ds, 38 dEeE A5 Asien,
Singh(1990)2 X[ZE =2UFLERH Of7|E= 2HASO|
=38 dF, A7, 285 £ S O|E, HI3Xjof CHst
EECOE O|0RICtD StFC) M2t 2 SHF0IM= of2{st o
HATLSES 7|HeE ZAMAO|= AAOIAM YT 2EAS
€ EVLN EE g 28310 O|Z9o|(Exit Intention), =0HK|7|
(Voice), = T (Loyalty), FA|(Neglect)2 H|A|SFO] HSIOK}
SiCE

ot

oln
X |0

o N ML
ra H

©
©

N
Ot
Ir

b J
O
Rl
o2
rir

2.3.1. 0|9l

O|E2 o=o| 7HME|X| 242 AOl2t= Y320 7|3t 0Of
© ZRZOIL} 7|Pe2RY J|E0 AMBSHE MEO|Lt MH[A
0|82 BELIStALE AR HNMetstaXt sh= AE 2|O|stC}
(Hirschman, 1970; Ryu & Nam, 2006). &g Ar-7+0fXt 2HA|0f
M o] FUEAZR AYO0| A Z2 TOjXIel 2HEH
ot OIME Qs X|&E|H, nAM2 J|&E HHYHle| HAHE
CHESI XL S, oY MEBO|L MH|AE KISt CHRHRA
£ Z0X} SHCKHPing, 1993; Yoo & Suh, 2012). &, O|EHo|E
(exit intention)= ETEZ d¥ste 427G R0| HEEHQ
ZEES [[LOXE 8= O|E0|CHPing, 1993). Reichheld(1992)
= ZHXo|= Ao ZIWEEIL HISSe MH[A BHEZ
WHO| HUHE [XSHA & =& AL O[Ho|zo| FEZ

N
oA

w
1
i
4]
[l

ta SERACE Of B2 EA K= Ol eHEo|AM
dg = Aon, o[ FAlQ] HAE SEEhM 2ABHK]
SC.

et o
2 27|k 3ot

2.3.2. 207

=T 7|(voice)= HHBA N STHHS JENRZFE L[S
7|20 SUES dEs BSA7|2R 2SS OpY[ot=
=HEiES flsi 1240] SERA Q2o SEHo|n A

MZ0| gHo10|CHPing, 1995; Ryu & Nam, 2006). £0HH|7| &
o oot WS Hojo| WAo2 7|¢o| mAo|Lt KXo
2 SUANEES 2T 22 487130 Y E2SAL
ol2] 7tX| O|QJX|7| HAlZ Sdf ZHAZ =2 M 3Kt

HETIT Hirschman(1970)2 =THH|7| &4]0] Hei2tA ol A
Olge| UiM=2 0j? =M = ATt St Ol =T
Aol STH| 7|7} HMFO|Lt MH[A FES SIAT|=

=S} 7

e

E S=YME Y9AZE + A1, SEEHY REERMUM =
UES DIAZ|IE AUSQ EMEES TAsto] HdRlES
et M=Kl ZHsHZE 2ol nATES O|Z0d 5= U
CHRust & Zahorik, 1993).

233. 54

S8k (loyalty) A= EHAS2 STHE0| Lot Ao|XM
AZ0| & O 7|ME Z{0|2tn =HAISHH(Rusbult, Zembrodt, &
Gunn, 1982), CiAx =3Xez HY £ YK = FHL
ACl= HEHQl H3ol YRE 20|BICHping, 1993; Rusbult,
Johnson, & Morrow, 1986). O|2{¢t S = O|HO|ELt 2X|
Mot T JHEeR, £t E0ES HEE JHMA|7|
71?8 s Aol2t= =hlg HHEZE O[HQ=E oSt
HEH, ENEiES o AdEel LAl MM TIE ofA o
CHDowding, John, Mergoupis, & Vugt, 2000). Yoo and
Suh(2012)= SHEIt 5255 S0UE JE0|M UEAH O
YHHO= ZHEiES 2ot 2UH7IE & 7sd0| =20, A
eixof CHsll AtAS0| FARI7E & 5= U= FEE0| Lt
QIAlBICI D SHRICE oHH, Sd&E7F &2 00| gheb TS
742 ooy, 2HETH 1740
710 o] 7|HE SFAIZ #T OtLEt SHYEE AaA7|
= 20 Q0| 2|71 ZRBICHKeaveney, 1995).

M2t ZIHAO|= A[AED 22 REFZZM SE= U
= DM0| F7|1Zh {X|E[H, MYl 90| ZIFt A
7o =t HC} EfH| &0 EE|O, ZHXI0|= 7|9l 4
deelet +odgo| Ieta = RUCHPeppers & Rogers,
1993).

2.34. BA|

FAl(neglect)= O[Ef0l| CHot CHRICE HefAete| =2[H
H&EES SO0|0X} otz Q=0 w2 HefMete| &S FEX
22 MMESE F0|HAM O oY ZSSA-TOHXL ZHA0f 2
HMEg FX %1 BAE Ast= A2 2 0|HHRusbult,
Zembrodt, & Gunn, 1982). Ping(1993)2 FAIE S| £0tA
g2 MEHQ Halle |RASHHME uFE £0|1, etz &
U2 MES R [fistes & DEQIO| ZHAZHMO) CHDt =
2 7|20[K| YA EHM Mzo| BA= BT AtEICtn o
RAULE &, dztzls HZHBAE +=8EH2E Fe A2 FAl2t
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1 olct ok FAlE 2UFHLE Q) 8Nz O|FHs o
& Hoz ZH ofZMS HAlRHCHH

olzz ZIYHt H3
20jRte] DHEET} 4ZO0LK
et al., 1982; Ping, 1993).

S|
O|EtS ZHAA|Z! 2 QICHRusbult

24, 7|Ch-2AK| o|=2at 7|0 QA

7|t-=2 X O|22 O ZOfo|lA AH|A BHE/Z0HES
A%t 7t CHEZHQl OB 2 A7tk QUCKOliver, 1980;
Yi & Zeithaml, 1990; Choi, Kim, & Lee, 2014). 7|C{-22X|
O|20] ME2H, HF L AH|A0 CHsE AH|XEC| AP 7|CH
oF QIX|E dute| Hlm Ztof 2lshA PHE/=THE0| ZFEICt
(Erevelles & Leavitt, 1992; Oliver, 1997; Seo, Lee, & Ko,
2012). Higgs, Polonsky, and Hollick(2005)= 7|CHZt AH|X}7¢
Ojgjel ®ME Mut == Z0| s 7tX|l= AR of=o Lt Al
Ho=N I, 7, o|HZd &2 HEXY S &8t
o YLt SfQich AH[XH= of2{sh AM Z|CHet FOf &4
oM X5t Ot HlnEHAM e 7|0-294X He
7 A9l 7|tHEC ¥2 ACR Iitrs= 2%= B8E &
UK, 7|HECt 22 ZHoE WEElE 2= 3FE 22X,
|CHAE HEeb UXGHH ChEYUX|E Z™otA ECHChiy,
Hsu, Sun, Lin, & Sun, 2005). & 7|C{-22X| 0|22 11ZH9|
710 HEE S5t ARY Z[o7t X|ZHE Hatol| O|X|= I
2 HEBOoRM 17 SUES WwMAZlE QS0 of
st MEE HIsiCto & £ QICKPit, Watson, & Kavan,
1997).
B2B A|ZOIA Z|Qe| MHuaps=Lt HutEIto| JHY Azl
FE 202 =4Ho|Ct. FEME 20tolM Z[at 7Y
A= £ode| aEdlt 2atde 2 FHH0| ECi
Redl, YRt 284S FE%e XEE 28
HEEQt Z2 Hl MEH dote 2ukde| Y X HE
CH(Noordewier, John, & Nevin, 1990; Stern & EI-

ot f1 mot ! mjo
N
= 4>

o
rn

Marketing
support
Logistics
support

Competitivenes
of product and
rv' =

Expected
profitability

Ansary, 1977).

Moz REME ZOOIME 2FE LRI 7t
£ E0E0| 71514 &|=0|(McCollough, Berry, & Yadav,
2000), ZXO|= 7t =H0f Cist 7t¥Fol 2= Efel
ofAel =8 A olg S0 &S DITICHAudrain & Balague,
2008). £3| 7|f-=LX| = oot 2UH2 2EY A 28
o 78 Jd2|n Moo =0 Sast YekS 0[ACHL, Lu, &
Wang, 2012).

shpl, TRAKO|ZAY HOMOIN |Ci-2YUX|0|ZS HET
JlEol Jlof $old2 maxjo|x JlMELo| Y g
o =PH Q0 JIUH EUHE J2in BEUS A0/
ZHESIE EQICtn g = QUCHPelham & Wilson, 1996). [
2t =2 OiE, M2 OIE X2H8, 2 dM=H|, 0|
of Sut €2 ZtYFel 7|t g0 el tYEFo| Y
OAE XE, 2R3, ME 2 ME|S 38 50| 718Ee
EUFN EHFCZ QM LdE= OF, EUNY|, SHE,
FAl SO OjXl= B =7t tE AO|CHPelham & Wilson,
1996; Kim, 2008).

3. d+2A
31. ¢y

= g7e dad a7
1>0| A1y e MASIC)

Mg =2dot7| {I5t0] <Figure

g 248¢ ZEMAIO|= FtYHOl 7o =
olgof et ZMYER7t MIsts =7 (YOS A
2 =2F A MF 2 ME[x ZEH)0] SF oKX= &
g Bz OfFA Ch2a, JtYH 2UFO0| OJEe:, EAA|
7, 8=, FAl S0t 22 2FYI0| ofEpt S 0jXl=
K& MAlSaAL SHet

JA o

[> o

<Figure 1> Research Model
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3.2. Gl77pA

321, ERX QoI 2otE

Abdul-Muhmin(2005)2 B2BA|Z0|A ZIMEEO| O El 7|
S0l Cigt datet 2t El M50 4% Q0152 IO

g XY fFS=FAY % MEQ MHA d¥Hoz Hd
|1, o|2{st QQIS0| JIWE L et JHWH 7+ A PHE0| Aok
&£ O|XICtD SHALCE Schellhase et al.(1999)= =2Atet F10Of
Xt Atole| EHAIRH=O| FokS O|X|= M= CHASH O
QA0 =78 Q0152 HYSIFL, AIEE Ao H|
JtAnt JHAZXA, &n, oE fE3M 52 UHEEUR
Mali4=0| =X QOolo=Z X|A|SISICE Lee et al.(2005)
QM IZHXIO|=OIM HELS| ZHE AXA & 07t F&
F AR(MEMH|A, S, E7] dah), 29 ® nsXdS

A UE 52 SUF| IS OK= dAB+2t St

k1 morjo 1o mH om

Eliz o321 22 o

i

= AF0ME o2t HlAT
d

<H1> ZRO|= AlAHO| HP OPERIUS TuTHo| 2
BiS0) ()0 Y22 0|3 Holct

<Hz> TARO|Z AlAElS] SEX|US FHYHO| EoIZ0
£()0] Y2 0" FHo|ct

<H3> DARIO|= A|~Bo| MBT AHIA FRWS JhH
o] 2UE0| £()o| ¥&¥2 0" Holck

322, 2OIED} 17 EWUS

Tax, Brown, and Chandrashekaran(1998)2 7|Z 7{z2{{X{ 2}
o BIEZ2 F7|Zt HAHHAE IXIAZ|H, FHe| FILLE X2l
oF 22 CHE AIRMEAH 38EQ ATE YdAZ|= EHE,
71F HefEAo| UAoM SUFZ 7|E BAHE HHESID O
L2 DZIEHE HEF d= MASS o472 oot SHIck
Singh(1988)2 JgAtet TFOHXL ZAOAN FOHHSOIAN X[2f
= S0E0| Qs 1M S EWSO| Wls=0, 142 AutH
o=z Hy, 3| Hat & LS FHZ X1 2HAS
£ AL SHYUCE Ferguson and Johnston(2011)2 B2B
Aol 20tESH IHER O, BEE 1M, 4 59
EHYSZ otH, olzst EEAS EEHAN S3SHQ
Ciotel ==, A 2 S0HE XNe2|apd, A2 S0 =EY
atg SOt SEQUCE EESH Yoo and Suh(2012)2 SSR@ A
oM S=gHof it 2THF0| FOfYH el SEASC! O
g, FA|, 283 70| S OXICtn SHRALCE

of

= oAM= ol

tds 28ett.

| MBAITE E0iE CgT 2o AR

r

<H4> 7t¥EO| SUEH2 OlFQ 0| F(+)el Idg= niE

Zoj|ct.

<H5> 7t¥F™o| E0HR2 EUHN|7|0| F(+)e Jd&E¥S O/H
Zo|ct.

<H6> 7IWFO|l E0HEE Y0 F(-)2 Id¥E 0FE A
o|ct.

<H7> 714l STUFH2 FA0 F(+)2| S O Ao|Ct.

[Eaey Ry

323 7|0 2olMo| =R

Song, Ahn, and Park(2006)2 ZX}O|= A|AHIO|AM =
0| ZAIO|= HUHMZE MELHo| E¥E2 FCHn
UL Kim(2008)= RSXHE =OFOfA 7|PMutel =9
7|gel BE/ZTE0 FE¥2 0|FICtD SIR=M, Ol =
O|=4te =2OFollM ZHMFOl 7|0 £=ldoj 2} 7tYZ L0
Cigt S0t 10| e S EAHSO| CHEA LMttt Ae
o|o|gict. matM 7|Cf-2YX| 0|22 2AHE 71UHE 7| =
ol UX| HEof w2t 7Y=Ll =& g0lo| ETHEO
OXl= gt E0EF0| EHASO O/X|= 0| Cr2ctn
gt £~ QICKPelham & Wilson, 1996). &, 7|0 =M X H
Lo 22 JIE 20 Jof s=old 29X eIt =2 7Y™
OlM Ztl=So| =78 Qolo| S0t O|X|l= 2(-)el I
O| ZotA| LiEtD, E0H50| OEe|:, 2|7, FAl0f O]X]|
£ (9 gt SE=0 0jX|= £(-)e g2 7o +=2d
O] =2 7IYH 2ot B2 JHYHo| O Arctn g = ULk

i

e ox

nfepd £ A0S ol2fst MRS ECj2 C31 2
2 eiqrkg HEsict

<He> 71WEO| J|C) 40|42 maK0x JBE ROl &
5 golnt ol 2ot do| 0

1 AT Moo =-AS T Aok

b
ot I
L]
!
N
o2

33. #io| Mol U 5

2 onolM 0|2E BE ZWPSSL “IF=He 11X
UCFOIN 7H=0f2 1%Chel 2l7lE He 7H HEs 3
otk

w

.3.1. E2E(Dissatisfaction)

=UE2 LHAPE REH MSOILE FEX MH|A 70 =
M= Hl2oHQl HEe| dedez, TRyt aH|XRe| Z(Ch
S SSAFIX| Zot 42 52 TOHXPE MSS MH|ATF &
MESICIn 2 AH|XO| QIX|A AEfZ A, Geyskens et al.
(2000), Boyle, Dwyer, Robicheaux, and Simpson(1992), 12|
11 Gaski and Nevin(1985)0| 7jgist 20| 2 A Algof
A #EE0f 32 dFez SFEIUCK

v |r

3.3.2. Z3& QOl(Instrumental factors)

E7H QQl2 ZAMxXio|= JIY2Rol O E 7|5 & gt
ot BHE B0 kS D[X[= OAIE YAE 2fojpich =
UXIO|= JtURETL JHWH A X|iF= SHOE X2
2  Abdul-Mumin(2005), Chiou(2004) 5! Schellhase et
al.(1999, 2000) SO| 7Kt &=50| 2 AT XA +=HEof
4710 s=2oz2 =HEL|UCE SHFX|22 Abdul-Mumin(2005),
Chiou(2004), Schellhase et al.(1999, 2000) % Yilmaz et
al.(2004) 50| 7{&et 50| 2 AT HFo| A +=HE o
5709 d=ez ZHFPEACE HME A MHA ZPH2
Abdul-Mumin(2005), Schellhase et al.(1999, 2000), Gaski and
Nevin(1985) S0| 7i&st &=0| 2 A7 40| XA =
of 474e] g=moz ZFYE[UC
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3.3.3. & -Z(Complaining behavior)
SWYSS Do BESOIN 7|Qlcs WSOt WSOl

_75_3.:,*% o|0|stCHRogers, Ross, & Williams, 1992). O|Ero|=
= 95)1t Geyskens and Steenkamp(2000) S9|
*%OI 2 Ao BA =-E0f 4749 =2
2 =XC |M l. 20tX|7|= Geyskens et al.(2000), Gurdon,
Savitt, and Pribova(1999) S0| 7j|gtst SH=20| £ A0 SHA
2HEY 174e] =202 =HEQLCE =M T+ Chiou(2004),
Ping(1993, 1995) 3! Sharma and Patterson(2000) 52| ¢4
£ H&ESHY 3749 %‘%OI 2 A7 XHeE +HE ALEE
It EA|= Ping(1993, 1995)1} Geyskens and Steenkamp
(2000) S2| ATOIA AMEE B=O0| & AT =0l HAH
Felo] 3ol e=e 2 HFEIRULC

re
-
=2
_>,:

0 0
SRS
00 5

3.3.4. 7|0l £=2/d(Expected Profitability)

7|gnt 7|1 J | ZAE S H7txle MFEX datet v
MEH MHutol =242 Ha and Kim(2008)1t Pelham and
Wilson(1996) < | AT AFEE TE0| 2 AT A=
A =EEY 4 el 2=(7|CHH 4EEF =2 &g 22
1 QUCH 7|CHE AECH 0|0 o, M=z H|E0| &
OfM #=9l0| Q2 mo|Ch %2 3'-.3.7_@ = [Ijf, dExo=z X
Hot —1‘—932 o ACHez ZHHEUCH, o ¢f2 89622
LHEFRLCY.

34. BEMZ U MUY
2 aTE ARIlNe AS| Akl Me-Z7| Ko

SRS TUNOIE JIUHE (ISR MR ZAP} MAISIY
. SSZAE SSMo| Chefo] ABDRS we st 2
feiele MEAoR w80l MEmA Sol JuHE
S8 ¥O2 FAPE MAIE/QICE AEXIE B 30087} HhE
£/0f 26027} $1+5/%(3, 0] & SEO| EHMICID BT
L 655 FQoln 25457} £40f O} Z L

3=l X2 = SPSS 18.01t SmartPLS 2.0 SA {7 |X| =
2IYS 0[B10] 240| MAE|ACE FACHARIO| sty
S42 morsy| Slof M=RY, SYET| Mzlzet EE
£3S 9o TN 012N U 4T 2N, J2in Aot
gl A7 HS2 QIof SmartPLS 25 0[8310] 1xREE
No| MAE|CE PLSE 0|2 #ZTt ol2 okt 2ol A
SE|0, ASAZ2 AHME AFBECL 2|1 PLSE 7|Z0
FEDHEN J|HEC He MBS0 Y0 R8I, 2 o
FOIN JtfRele JIEOR 1, X YRS REIAS FP,
/}:',"E* =7} 200 olsfo|l2 &2 PLS'.: S851H H2EICHKIM et

I, 2014)

4. AEEA
41. E20| Aoty £

= o] dEof SEI SHA 254F0f Cist LUty £
g2 <Table 1>1} ZCh BA, dE=2= H4E(58.7%)0] oy
(41.3%)0 H|sto] BEkoni, wgFES 1STW EYO

33.1%, 43X CHEt =SY0| 32.7%=2 H|=d

G| Chet

297 MEH52.4%)0| &

Z20| 31.5%2 A2

Ef- O*’SE XZIR7t 39.8%=2 7ty A2,
9%, EMF7t 13.8%, 2|=A SHFIF 11%2] =2

=27} 20.
2 LIEpStCE B,

0|5}7t 53.

101

[gon), 1oz 2

o 4 9l 2|3 F9le
SFUTENETE B HoZ UER
UoH, CI3eZ2 TuT/

3 Hoolo| mAKI0|= J7|ZtS 24

5%2 7P eton, ChEo 2 3-5H0| 29.9%, 64

0|40 16.5%2| =22 LIEGICE. OiX|8e =,
3-50| 52%, 2Y O[s}7} 21.7%,

=0io] AL
SEE TCT

6-9HO0| 16.1%2| =22 Lt

EtL} CHS2 109 DJ2HQl Z4o 2 LIEHRICE
<Table 1> Demographic Profiles
Frequency (n) |[Percentage(%)
Total/High/Low Total/High/Low
Male 149/67/82 |58.7/26.4/32.3
Gender
Female 105/47/58 |41.3/18.5/22.8
High school or less 84/ 24/60 33.1/9.4/23.6
Two-year college 80/41/39  |31.5/16.1/15.4
Education
Four-year college 83/45/38 (32.7/17.1/15.0
Graduate school or more| 6/3/3 2.4/11.211.2
N Owner 121/49/72  |47.6/19.3/28.3
Position
Owner and Manager 133/65/68 |52.4/25.6/26.8
General Korean food 12/6/6 4.7/2.4/12.4
Meat based Korean food 6/3/3 2.4/1.21.2
Hof/Drink 53/27/26  |20.9/10.6/10.2
Category Flour based food 35/10/25 13.8/3.9/9.8
of Foreign food 28/21/7 11.0/8.3/2.8
franchise Bakery 6/2/4 2.4/0.8/1.6
business
Coffee/Beverage/ 10/3/7 3.91.2/2.8
Ice cream
Chicken 101/42/59 |39.8/16.5/23.2
Missing 3/0/3 1.2/0.0/1.2
Length of <2 136/64/72 |53.5/25.2/28.3
franv‘;mf'”g 3-5 years 76/36/40  |29.9/14.2/15.7
franchise 26 42/14/28 16.5/5.5/11.0
<2 55/19/36 21.7/7.5/14.2
Number of 3-5 132/56/76 |52.0/22.0/30.0
employees 6-9 41/26/15 16.1/10.2/5.9
>10 26/13/13 10.2/5.1/5.1
42. 574 20| 24

2 G0N O Y202 TYE ATEl0l AR

AEot7| ?I6t0] <Table 2>0A{2t Z0|,
otof =RM2 AZE 7|t

QRS

1o L

of tiste iz2jeet 5F2Y

A, MERE =4 ZDh JYUOHAHE I,

NHIZ 7™, BOIE, ool

=7 I,

SmartPLS 2& 0|8
oy HPLIPIS HQS ot
A-|o| *'A|E|°*E|'

IIT._J, HME o
8=, FAQ

Cronbach's o= 22t 0.784, 0.872, 0.774, 0.686, 0.870,
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1.000, 0.722, 0.768=2 L{EIL}, LHHOZ HAME|K|= £
21 0.7 0|2z LEHRCE 7|th+2d0] =2 HEH 22
thol M2lE =4 Zuf, 2t AEHe(Q] Cronbach's o=
og ALKz =& O|42E LIEIGCH<Table 2> EX).

Cheo 2, M ATEHeIS0| oist HExtRdes d335H|
o =™ S E M (Measurement model analysis)O| AIA|L
H<Table 2> &Zx). M Za}, 2} AFEYE FHsH= H
HAZIX fren, Z AFEeISo| et +=HEEY
THEEIRE 2 CH3o| WHez ATL(UCEL HA, 2 Af
|S0l HIE 2 2HEQ QA 7+ %27t 0.6282

22 Y

M ok

& 4> 30 o
un
ro

—Ho

<Table 2> Results of Measurement Model

7|1Z=X|Ql 0.5 oMoz LIEGtOn, AVE(HAEAMEZE) 40|
A|A7} 0597, %7} 072022 7|Z=X|Ql 0.5 Ot 2 LIE}
L} SBEIO| Qe 2O2 LIERTE J2|n Ereeigye

= 5- = S LIS A
SHEY 24 3, gL g

S2 B 2t GRS 7ho 4

B X5 0| B 0|2 ATCSISO| AVE ZwL We
HOR ABESC|, <Table 2>0Me} ZO|, AT X5 Y
O HZ 0|2 HITERISO| AVE ZBCH LOf EHEIEo]
ASEUCL JI$N0l F2 W) W2 FEto| ZHEY

szt
H
o

2t GiEte|So| Chet 4Et

C!
g4

P EEEIEEE

e, | Vs c
(Total/High/Low) (Total/High/Low) | (Total/High/Low) | (Total/High/Low)

Marketing support .604/.536/.618 .859/.816/.865 .784/.750/.802
1. Qur flfanchlsor provides supports in business management 702/.839/.665

including law, labor, and tax.
2. Our franchisor offers accurate and sufficient market information. | .850/.863/.831
3. Our. franchisor’s cu'st'omer management assistance makes our 812/.647/.846

business to run efficiently.
4. Our franchisor provides performance analysis of franchisees. .738/.527/.790
Logistics support .655/.626/.634 .904/.891/.874 .872/.888/.811
1. Our franchisor supplies ordered products quickly and accurately. | .818/.824/.801
2. Our frf'anch|sor maintains enough inventories for smooth 795/.883/.786

operation.
3. Our franchisor cor_ltams relatively competitive supply system for 879/.577/.862

products and services compared to other franchise systems.
4. Our franchisor quickly responds to urgent orders. .749/.824/.726
5. Our. franchlspr maintains proper tempgrature and manages 800/.815/.794

hygiene during the transport and storing of products.
Competitiveness of product and service .597/.596/.547 .855/.854/.827 .774/.802/.717
1. Our.franchlsor hag competltlveness in products and service 799/.741/.804

quality among similar priced products.
2. Ogr franchlsor.haf\s competltlveness in products and service 750/.706/.743

price among similar quality products.
3. Our fran(?hlsor has higher customer satisfaction for products 847/.804/.802

and service.
4. Franchisor has excellent capability to develop new products. .685/.832/.589
Dissatisfaction .624/.630/.606 .830/.834/.821 .686/.696/.670
1. | am dissatisfied with the products provided by our franchisor. .837/.802/.819
2. | am d_|ssat|sf_|ed with the inefficiency of our franchisor’s 628/.660/.687

marketing policy.
3. | am dissatisfied with service provided by our franchisor. .882/.901/.822
Exit .720/.728/.677 .911/.914/.893 .870/.875/.841
1. Occasmna!ly, | would like to end the business relationship with 840/.833/.830

our franchisor.
2. | am looking for other better franchisor for replacement. .820/.8771.717
3. | would like to end the business relationship with our franchisor. | .890/.883/.896
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f:é;':dg:ézirelgs (TotaﬁI}I/iEﬁ/Low) (TotaI/CI:-lliRtt)'n/Low) (TotaI/H? h/Low)
(Total/High/Low) 9 9 9
4. | am looking for alternative franchise industry. .842/.820/.838
Voice - - -
1. | discuss with other franchisees to solve any issues with our )
franchisor.
Loyalty .640/.634/.606 .842/.832/.821 .722/.752/.680
1. This franchisor and the franchisee have common goals. .742/.862/.679
2.1 _ab|<_je by the policy of our franchisor even if | do not agree 854/.925/ 816
with it.
3. | have trust in our franchisor as it solves issues well. .800/.550/.832
Neglect .684/.756/.618 .866/.902/.829 .768/.839/.691
1.1 be!leve that the pr‘oblems of the franchisor's products and 861/.911/.812
service can not be improved.
2. | am currently in q bad r.elatlonshllp with our franchisor, and | 780/.834/.760
do not have intention to improve it.
3. | believe that our store operation will be more difficult in the 838/.863/.786
future.
a Average variance extracted (AVE) b Composite reliability (CR)
43, MTEH BN (<Table 4> &%), A70Y 2M2 7|0 $oA82 SHEL
AEE 47 =S 2ot Eaoh (Mean=2.76)2 TH2=Z
ChUXeINol YASE 2zt GIRCHYof risto] Azl At HIURC #2 FE2 1 Iy FE, H2 FER A
Off sFo|, Ol MEo| BAE ZH=X| Lot27| 3l A 7|Ci=2ld HEtez S 7MUEO| 2REQICE FRRY 2

A =HS Al 21t <Table 3>0f|Afet Z0] 2= A7
telE 2t = p<0.05 +Z0|M FH)F()2 Hat
AE 7l A2 UERCE Wty ApRga Aotdo)|
M HAlg BieS Zho| Wek2 R[5ts A2 LEHRCY.

4.4, ATIHA 0| 7H

441, ALLHO| 2N

MZAMO| HytE(Goodness of Fitye HHH(R’)Q| Hgiat
R 22|E|(Communality)2| HtgfS S5t0] M2 It
EICt <Table 4>0jA{2f 20| dEHO| W72 0.160, HRE
2IE|o] TWHZ'E 06912 HetE7F 0.3339] Zf(V(0.160 x
0.691)2 H0o| =™ Z{o=2 L}EFCKTenenhaus, Vinzi,
Chatelin, & Lauro, 2005; Zolkepli & Kamarulzaman, 2015).
dHtdo 2, Mot = 12 W8, 25 7 2|1 .360|H,
=522 HIIEICE SHH, LfMH=It =0 s A

K b= 238R2)E 40 2 2, ETE2 0.247(24.7%), O
2 G0 O|8E YTFLRIE el #=F HAHE ABY| Eto|z = 0.143(14.3%), ZHA7|= 0.015(1.5%), =ME=
?I5to] SmartPLS 25 0|8t TFZEY =40 HAIEACH 0.144(14.4%), FA|= 0.250(25.0%)2 LIEFSLCY.
<Table 3> Construct Intercorrelations, Mean, and Standardized Deviation
1 2 3 4 5 6 7 8
Total | 1. Marketing support 1
2. Logistics support .310* 1
e, | e | e |
4. Dissatisfaction -.398** -212% -.367* 1
5. Loyalty 449** AT4 .507** -.369** 1
6. Neglect -.302** -.183** -.182%* 495** -.308** 1
7. Exit intention -.362** -.236** -.263** .376* -.460** .568** 1
8. Voice .018 1 .136* .136* .066 -.089 .006 1
Mean 3.03 3.61 3.20 2.95 294 291 2.78 3.07
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1 2 3 4 5 6 7 8
SD .65 71 .66 74 .68 .78 .92 1.10
High | 1. Marketing support 1
2. Logistics support 331 1
3. Competitiveness gf og4* 661 1
product and service
4. Dissatisfaction -.453* -.370** -.482** 1
5. Loyalty 427 449** .392** -.429** 1
6. Neglect -.373* -.242** -.198* 537+ -.219* 1
7. Exit intention -.307* -.095 =111 .341** -.388* .498** 1
8. Voice -143 -.226** -.167* 241** -.280* .017 .232* 1
Mean 3.15 3.73 341 2.75 3.12 2.66 2.46 3.24
SD .63 72 .65 .67 .64 .76 .88 1.13
Low | 1. Marketing support 1
2. Logistics support 244* 1
3. Competitiveness gf 77 703% 1
product and service
4. Dissatisfaction -.252** .065 -.100 1
5. Loyalty 424** 467+ 577 -.187* 1
6. Neglect -132 -.040 -.004 .348** -.315* 1
7. Exit intention -.354** -.329** -.284** .300** -461* .559** 1
8. Voice 157 444+ .406** .096 420** -.133 -.156 1
Mean 2.92 3.52 3.03 3.12 2.80 3.11 3.05 2.94
SD .65 .69 .63 .75 .68 .75 .88 1.06
**p<0.01, *p<0.05
442, HAIMMo| 2B LIEFSTHp<.01). [f2bh] <HS>Z R|QIsh <H4>, <HB>, <H7>
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<Figure 2> The estimated structural model(PLS)
**p<0.01, *p<0.05
<Table 4> Structural Estimates (PLS)
Total(n=254) High(n=114) Low(n=140)
Paths Estimate
beta SE t-value | beta SE | tvalue | beta SE t-value | difference | t-value
(A-B)
Markeling support -> -352 | 058 | 6.081™ | -320 | 124 | 2578 | -385 | 066 | 5849~ | 065 | 5344
issatisfaction
Logistics support -> Dissatisfaction | .137 .080 1.711 .286 178 1.612 | -.003 104 .024 .289 -
Co”‘s"e?,gfg’:zegslsggtg;‘;‘iggtn and | 349 | 093 | 3737 | -205 | 173 | 1190 | -370 | 107 | 3460~ | 165 9.310
Dissatisfaction -> Exit intention 379 | .070 | 5.428* | .299 A13 | 2.640% | .357 .098 | 3.639** -.058 -4.379
Dissatisfaction -> Voice 123 | 079 1.554 .075 135 .556 .300 .096 | 3.141* -225 -15.491
Dissatisfaction -> Loyalty -380 | .062 | 6.112* | -.251 A14 | 2197* | -453 .080 | 5.641** .202 16.553
Dissatisfaction -> Neglect 500 | .079 | 7.867** | .360 .094 |3.824* | .533 .099 | 5.397* -173 -14.168
Communality
Marketing support .604 .536 .618
Logistics support .655 .626 .634
Competitiveness _of product and 597 596 547
service
Dissatisfaction .624 .630 .606
Exit intention .720 728 677
Voice 1.000 1.000 1.000
Loyalty .640 .634 .606
Neglect .684 .756 .618
R(%)
Dissatisfaction 247(24.7%) .161(16.1%) .377(37.7%)
Exit intention .143(14.3%) .089(8.9%) .128(12.8%)
Voice .015(1.5%) .005(0.5%) .070(7.0%)
Loyalty 144(14.4%) .063(6.3%) .208(20.8%)
Neglect .250(25.0%) .129(12.9%) .282(28.2%)

**p<0.01, * p<0.05
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