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Abstract

Purpose - This study aims to examine the correlations between relationship benefits, quality, and continuity intention of
community services. It further investigates the mediation effect of relationship quality operating on the association between
relationship benefits and relationship continuity intention. Thus, this study will aim to elucidate the correlations between
relationship benefits, quality and community services intention.

Research design, data, and methodology - To achieve these objectives, this study executed a questionnaire from the users
of the child.adolescent psychological support service which represents part of community services. The research framework
that was utilized in this study was of three main factors. They were relationship quality, relationship benefits, and intention
of relationship continuity. In relationship quality, factors such as trust and commitment was included in this section. For
relationship benefits, factors such as society benefits and commitment benefits were the essence. The control variable in
this study was gender, age, income, hours of service used, and the number of times service was used in community
services.

Results - The key research findings are as follows. First, this study found out that the more the social benefits was
enhanced in the community services, the higher the relationship continuity intention was. Second, this study has found out
that the higher the trust of community services, the higher the relationship continuity intention. Third, this study has shown
that the more the relationship benefits was enhanced in the community services, the higher the recognition by the users’
relationship quality was. Fourth, the trust in the community services played a mediating role between the relationship
benefits and relationship continuity intention.

Conclusions — Many associations could be discovered on the correlations between relationship benefits, quality, and
community service continuality intention. These results will have important implications for the future of child and adolescent
psychological support services. In terms of relationship marketing, the three factors; benefits, quality, and continuity intention
in community services were proved to be pivotal. In order for the continuity intention in community services, the two factors
of benefits and quality were the influential factors. From a policy maker's standpoint, the relationship continuity was the
most important factor.
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MH[A HBZ7|2e| ZIYE |F=5tn HRRX(vouchenE Sdf
MH[A0]| CHoE MERS O|8XL &Y & £ URE T2EM,
MHIA Z37(8e| Cidetet A =f, Lot X|GAte| S X|
o &g =0|=H A7|2 XLl QUCHKIM & Jung, 2012).

0|2t Z0| X|YAlz| B4o| ARIMH|A STHE X|FALZ|M
H|A0| MBI ZIME[HA, MH|A O|XEQ| BA K|S =
£ HMuAZ|= Aol MI7|# LM Z23 M7t £l
AL Matels AIEZEAA StolM AMH|A ZHo|8& X FH 9
L2 O|0X|= O|8XIEQ| #AXKS Q== ZYE XRI0|A
F23% J|Eo|7| WEolCk

ol2fst HHOIM X|HAR|MH|A FHO|ME MH|A O &AL
efo| ¥7|EQl HAE FX5t=H FAEE F= 24 O E
& HZo| Zasich

SAO S-S dastH ME|oF S0 22 A XSl &
A, AMEH-2AE Xpelo] AAYEES =HEY = dn, Ol
= O|8XZ2l HAKIEZCQEE HIAZ|l= EERQI0] E|7|
U}20|CHLee, 2010). Al2|EX| HEHoZE HIRK HAloR
HEE= XYARMHAE A BAlo2 MH|AYL HSE1
AH[EO| 2t AH|A O] 8XIet MSAH 7t 2A 7} A=z3Q|
HS™ AL ot AHUA, HEAN, DjojA A2 HEZ|Of
FofdE &S A2L8Z(Kim, 2010), O|8X7 2ASH=
HAZEY A S A2 e =2 ESHo|oh £t
YHMHOR L X|GAR|AMH|AZL X|GFRIC] 70| E33Ie
£ St Aol EF Y =0 BHESIo HAX|EZSZE X
EE o= A2 Mol JEd HEE I3 ZH-aelo| =t
AL} XS K[GAt=|AMH| A9 LEQl HHO= S5t
HASE S e, BAKX[S O CHEE X[HHE KA HA
MOl W7t H2 O|55iQict Ol Z= 2 Tt Z™2
Sl MH|A O|8AIEL| O|8HE EETHICHE X[GAt=|AMH|
20| YMEHQl HiX|Z|l= £&0|Ct

MM RO R X|YAR|MH|A HHpa| =X Q1 K[EEREK|E
N AMH|A O|8Xt7h QIAISH: A S HASE, BAX|
£o|zE XKooz metgt Eart ULk HIS7|# £ ol
gt S48 QlAls I ZYN Xl Z™HE g =+
QUCE SEX|TH OtA! X|HALR|MH|A O X7 QIASH= A
EiF ZHAESE HIL BAKIECze fHdes AMF
Mot A= MY 3lA%h HH-HOICH §3] A

X

P

so|= Afolo| BABHO| NS N CIE @7 Fo}
g % gt

ol 2 A7e XA ez Y A HdlzD A=
KA MBI T 7FS RN MH|AQ| StLiQl OFF. Fa
HY2XRAMEIAE o=z MH[A O|8Xfe| A 8l
HAZE Btk BAXIERE Zto] BAE 3ok, Lot}
EAS R BAKISE ZH0| AE3Sts BAZE Di7i=at
£ A3t} oit). o]2et A7 FHE 25| Q6 = &
7oA Moz CIROT AFEME ohEdh Zth AW,
K|ALR A0 BA S, BASE, BAXISZOE 79| &
A E ofietrt? =M, X|HAR|ME|AS] HAFES 2
S|Eiat BAXIECE 7to] BAE Di7ist=7t? 2 A7l Z
M= X[GARIME|LS| BAX|EOEE BEAE Sy
M BAGEL AAZE Y SRES =Yt AlAL
He M3e A2z 7|HEr;.

2. 0|2 Hj
21, BB

ZHA| 8| el (relationship benefits)2 1ZHO| &7|H HAE E
Sl ZICHSts YA MH|AO| it 0|49 S ZA, 2HA
|

Ao =F0| A= HEHe| =S 2f0|SHTHGwinner et al.,
1998). =, A EO|ZE MH|A O|8A7E HMSAR F7|H el

HBARXE Sl Tt s IHEHCE Qg =+ U= OH
olzt & = QUL mMetM O|8XE2 Asts d|=of 7|=sty
MH|ALE HES FOiSHCHReynolds & Beatty, 1999).

ZAS|EE O] FHEE <Table 1>0{AM{Qf 20| AFXS0OICH =
M =2 THED Yot

<Table 1> Major studies on the types of relationship benefits.

Researcher Types of Relationship Benefits
Beatty et al.(1996) social benefits, functional benefits
Lee (2005), social benefits, psychological benefits,

Kim & Seo (2006) economic benefits, customer benefits

social benefits, confidence benefits,

Gwinner et al.(1998) special service benefits

confidence benefits, special service

Yen & Gwinner(2003) | ' e

social benefits, psychological benefits,

Lee (2010) customer benefits

Byun & Oh (2006)

Moon & Kim (2014) social benefits, confidence benefits

interest and affirmation benefits,

Lim (2008) relationship benefits, respect benefits

Klemperer(1987) financial benefits, economic benefits

Bitner(1995) psychological benefits

Source: Added and revised from Lim, (2008).

Gwinner et al.(1998)2 ZASHS At=|X =, 2HH o
SEUP &= 37tX| S22 FLYECID HACH At
o2 MH|A O|8XAtel MEAL Zhe| 2Ale] #EY &2
oojsh= 20|, &N =2 Sstdds SOl=H =3
= o AEOICE SECHR H=2 XA SIS ok
L 149 S et AolCh MY HE2 MH|A
A7t BAZRE BHMH 0|52 2ASst1 o= &2
AR 22 38 oSt O WE M| HSab Cf
= AHA MSKE MEA Red Zele AMZE Zofses
So| HH 0|55 ZIAtCh N Aot S22 M| H|
SAZE A JHlofA HEHCR LIRS H2=M oX=
sleioz N, Swel I SME e, HENoZ ol
OiX|= A &2 ZoltCHLee, 2010; Gwinner et al., 1998).
Beatty et al.(1996)2 {s}d NASS ChAo=z 3+ 70|
N, EASSS MR Dt 715N HHoR st
AfelH =2 EOf0] nziap 2Esh 2 8 F2
AE 7Hl= A, HOjAD 22 AZtE 2U47| S0|1, 7|sH
ofEf2 AIZHES, Hold, mdxQl, d8(d O L2 FIiEY
of 2HE ez LG5It oo Q=X |2E e

ofo fot

U Hu © pE mjo mjo 4% 4m
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2 g Lim(2008)2] Ao 2ot o, Tlmet Y,
T2 I 2= A =S TSI,

= A70ME Byun and Oh(2006)1f Z0| At &=t
HUE S|EHo| 271K R0lez ANz FHESIALt. O]
BHH &= i Es o=nt 22 SEe =0
AR MH|A Bl vt ool 2SR G2 OB,
O|&Zt 7W7HelE EFdH= AMHIA §80|= HYoHA| RCtn
THESHAY| HEOICt

o

ot

Ay

211 A=A o=

Al2|® &|Eli(social benefits)2 AMH|A O|&XtQ} HEX} ZH
o 4zEEO| ANENM, MH|A HIAHZL O|8XIE 7HRIES
2 YOrZCHALL O|8Xtet NSt Atolof FEHZO|LE FIRst
Ol A= HEHE 20|BtCKBerry, 1995). &, O|&At7t Lil|&
XM, JHRIAE XIE, - 22 ARRE A = AlRH
™S Ko

2t Ats|E B2 MH|A O|8Xtet HSXE Zte| JHelA
ol FOEAC| eIt 52 MHAYS 20N F2 LIEMLE
o, Xzl Z4d, 71e1™ 2IX|, 27, Aeld X|@ S0| =g
EICHGwinner et al., 1998).

Ol&tnt Zo| At=|X EH2 MH|A KSRt O|8X 7+Q
olset 7| ZHZM Oofsfe = A2M, Ol F7|H Haj
HAHE |FRECEN X|ZEl= XY, At S FdE
%= QICHMoon & Kim, 2014).

212, AT B

BHAA 5| El(confidence benefits)2 d2|X &E{O|2F 20{2
T ME8E=0l, ergd, mord, Sotd da, ME W g
deote Aoz Holgt &= QCHGwinner et al., 1998). X,
MH|2 OJZAH MSAIRE |UBAE 7HEH2ZMN 9”0l &
OIS 22 SHIsio] QYEIE H2|HQl orYo| BN s=o]
CHBerry, 1995).

Ojdut 20| =il 82 Sedds E0l=H =8 &

A KME22A, MH|A O|8RIete] F7|1H2 A RX0 =

HEOl Gt OJEICH Wt SN SEHS X|SAIMEA
7} Z50{0F & siMl@aEtn o & Lt

2.2.

rk

HAIEE

ZtH|Z E(relationship quality)2 MH|A H&Xtet O|2X} 7+
o MutNOl A HAZ HthSHE CHHR 74 JHEo 2 M,
AT Al HE L A ZZOof Cist O|8Xtel BAMH
T™IIE o|0|3CHCrosby et al, 1990; Morgan & Hunt, 1994).

HAZEHE <Table 2>0|AQt Z0| SHAHEOICt CHEA 74
o] UX|T FE A9t BHF, Y, MAE SO0 F2 2
oloz MA|Z|X QUCt O] & Morgan and Hunt (1994)2} Kim
et al. (2007) S2 A2t SR EAEEHZ FMOIICE
Crosby et al. (1990)1} Hwang and Jang (2007) S& AZ|2t
=S SAEZR Qo2 EQL1, WuIf et al.(2001)1} Lee and
Jang (2014)= tIE2|Qt =S¢, THRQ| 37| QRIeE HAFEHES
WotstRICE O BofX Palmatier et al.(2006)2 A EZZE K9l
oz M|, o ZAAHES HULD, Stobacka et al. (1994)2

oE, ¢, AAE, ZEo=2 BAEES MAISIYCH

2 A0 M= Morgan and Hunt(1994) 59| ¢I1& 7|x=2
of

oto] dzer 2oz HAFES FHsIACh

<Table 2> Factors of relationship qualities.

Researcher Dimensions

Morgan & Hunt(1994)
Kalafatis & Miller(1997)
Anderson &Gerbing(1988)
Kim et al. (2007)
Kim(2010)

Crosby et al.(1990)
Hwang & Jang(2007)
Lee(2009)

Han & Kim(2010)

Wulf et al.(2001)
Lee & Kim(2014)

trust) commitment

trust) satisfaction

trust) commitment, satisfaction

adjustment, trust,
communication, participation,
problem solving

Mohr & Spekman(1994)

Morales(2005) thankfulness, compensation

satisfaction, commitment,

Stobacka et al.(1994) solidarity

Palmatier et al.(2006) trust) promise, relationships

Source: Revised from Lee and Jang (2014).

22.1. AMZ|

ME|(trust)= mBHEA A AHHACHRIO| CHSE TIALDE A
2|d0| Cjst ¥ 28 ZCKHausman & Johnston, 2010) =, A
HIA X3Atel Kd2kof| cist ZSol2t7|20t HMISAH Z2olH
o2 WIS, O|8AIE A7l EH7|zte| o|dg =I[st
M, O|8Ate| 3-A Mg opr|g ¥ st -8 Mut
£ ople #E2 oA %2 Aol2ts TE e 7|CHE <IO|
StCHAnderson & Narus, 1990).

ol2fst 42l= MH|A O|8Xtte| A7[HQl 2A =1k 2
AXEZLZ(E= TO|82Aho| F¥E O|X|= A= ZHFE|
1 QUCKKIM & Son, 2012; Kim & Min, 2015). 2t X|SAL
PIMHIA SO AElE d3HQ A =S 7HsoHA B
Ci= FOoIM AMH|AQ| ditet AL, O Y XHAME &
710180 2 +=AFRES 7tsstA stk HolA S350t

222 ¢
o

= U(commitment)2 WEHEAOA AMH|A O|XI7} MISK}
Qo] X|&HQl A s JHK Ues BAHE KSR} SH=
235 L=stCHAnderson & Weitz, 1992). =, SQI0|2H mstet
AHREZE A0 ObLp Zo] #ojstn £ O BAE 28 X%
N7 St7te FE Es MOl X|&Hel HAE 7
Xst7| Qs z[Me| =g & ZHK|7t QUL =) ARE
MEC|OE %= QCHMorgan & Hunt, 1994).

o2t SUS d3HQ ug ZAE #HH7| st L=
AN, MEQF BHH BAHOIAES HHHSE QA 2
CHGarbarino & Johnson, 1999). &, S22
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X|&g Aolgks d=2M, 20| =255 AMH|2 08Xt
HAREL| == FOHEILE MERM X[ HARAHIA FHOME
=22 &2 TE WAXEE RESHEAM 7MY A=z
LIOtZEA Stoh= HolM 378Xl F7| 2AZS| HyiEo|H,
DAY E +=4EE2 O|ofTICHs HolM 2|2t el
st gez 2 EL QU

2.3. TAX|HCE

A X| 9| E(relationship continuity intention)2F A{H|A O]
SAtet MSAt 7+l Oj2fof X|&X Mz msto| glgh = QL
= ™k 8 JtsdE 9|0|$tCHNoordewier et al., 1990). O|=
2| TO|ELAl, RO 8L|E, MH[A X|£Z0|E Qg EHAT,
NAUSHE S8 281 e, 1 20 CHAZE 10|
sie MEOILE MHIAE ZRst = CHA| 0|88taAt S= 27
AEfE SHME|D QICHCzepiel & Gilmore, 1987; Hellier et al.,
2003).

Z, BAXISoEs == MH[A XHO|E(HO|8), TTLA
(FHEoAhet 22 WSHE X2 SMATYE st KHEH
JHEOIR}, MH|AE CRA| O]8" HOIX|0f CHSH AHIXIES|
V& 7t AFFoZ LEE X&2Eke FoM, MHAEE
oF BEE "WILQF XH0|7F QUCKHKIM & Jung, 2012).

Ol & TZt AESEY0M BAX|ECES SHEE F5R%
A ZEE o0 s OF0|Ch BAX|ELEe S22 AMH|
MS7|82 oA E Hl8e Ha, 1 o FOjEIL B2,
HE &4, SdnMo| =HZ ot g 0 J7t, &4
o WA JtANdE ER Y dAaE st JtH4mz|n|
it 59| ZXMA e F2 £ 97| I20|CHReichheld,
. SAIO MH|A O|8AL YFOME 7| O|8X17t Ee
HEAE, Al2[H, ZHE Xtlel AL 242 2olS
= A4, E MS7|8 ¢ 4 FEE O L2 MH[AE
7+540| =O0XICH= FOjlA o[2lo|Ct.

olzfst HHOM HAAX|EL|= Mo =32 AFE &
Aoz HFkls ME|MH|A HIRXALY AY, &9 XY Ata
‘40| Z3tE|0] MH|A XME7|8 7 dH™Oo| X|EX|n A=
KGAIR ME[AEXIALY HH0|M 235 2YE X|®7t EICh
ot FAMAOl AMRANME BAX|SS = M Yol mut
‘do|L HYHE dECH= ZHOIM 523 7 E0|CHKIm &
Jung, 2012).

© 02 kI Ho >k
N oQ

©
&

Nk ne Hu
fjo mjo =

24. BAGE, BASE, BAXSAE 2t

rk

HA

241, A E AKX S =

MAATLS0IN ZHAIS =0 CHEE XIS =G olst
X[oh CHHAMOZ BAX|Z2Z0| CHSE ZHAISERS] Fol3t F
20| =olIshct L oIEX|2E CHAo 2 Bt Lim(2008)2] AH-of|
Me A =@ oY, Tmet EZ, £5)0| A X|H2)
20| H(+)o ¥erS D|XD, THYS CHeSZ SH Oh(2006)
O AFOME ZHAISEO| BAX|ZOZ0 HTEHQ 2
O/X|= AoZ LIEFACE Park and Nah(2004)2 SEl n7HE
0| X|Ztet EAG 0| HAX|EO =0 27852l Fek2 O|H
2OI3}RICE Yen and Gwinner(2003)= QIE{4ll THOf A{H|
A 0|81 E0| X|Zst= AN E(MEIN =, EYUL<?)
S|E0| BHAX|HCI=0 3™EQ g2 OjH2 EOFALCL

> Mo

2t Byun and Oh(2006)2 A7|2|ZEQ| ZAH|=0| A X|
SO0 Relgt FYgs OIXIX| @etts ATFZME HMAlSH
01|:|-
AN .

242 BAZEL BAX|SO =

TASEHD BAXSOE 7 EAE TESH AFS0AME
SEHo2 HAZSHO| AXS =0 7S O/X| AS0|
golz[n QUCE Ryu et al.(2010)= FHI S HAE2E A2
ot SS9 AZHO| BAX|LL =0 3¥H FgS O|xICt
= dR4dnE HMA|SIE D, Kim et al.(2008)= QAN E LY
do2 o AFNM MEIQL S0 BAX|EZZN Folot F
kS 0|AS =ZQISIRICtE Kim and Lee(2010)= Atzs|EX|7|&
I SRR HAZEES AMEQ 2, L2 FHStA Of

H0| 2RO BAX|SO=(FRXEE, EIIFH, S8
of7Nofl d(+)2l &= DAL= AS =elstR, HS2|7|
2 MHIAE Y2 o Park(2010)2] ATOME M2, =

e, TE ZZ0] BAX|Se R0 SEA FS O[XICH= At
£ QSSIQUCE 0]8+0] Kim and Cha(2002), Gu(1996)= Bt=
o AMEl2 Fdst AASEHO| BAXELZ Foot WS
0X|= AS ZASSISLCt B Hwang and Hwang(2005)2 O]
EMHIAE o2 of AFoAM ZAHZEDE, ME|, =Y
z AEIQt 22 AX|Z =0 ROl FoS LIEFIX[DL
=2 O%X| RolCHs AAE MASIER, Q2 MH[AE Tf
#22 o Lee and Jang(2014)2| ATON BAZEHE] =
e, BE) 1480 & 1t MHEL2 BAX|S=(Mo|E9
£, #HolR)of 3EAE dyS OI/X|E, MEls folst IF
2 OXIX| Y= A= LIERCE

24.3. A= HASE

A HAZEL

IAS DA MBATSS 2ol
TR0 T2 HO[BHRIB LMoz A0 BH B
of H(r)ol Y2 A2 HOISHRACE Byun and Oh(2006)2

2F|E[ZEQ| ZASEH(AIRE S|, ZHAIH BE, SHOR
siE)O] Al2|ot S, THEO| BAZHO 3T-H ¥ oK
Cte A2 AZ39D, Ju and Jung(2004)2 IfMEI DM
o2 oF AN ZHAISIEI(ALR of|&, &2 o=, £
Hofe siE)o| dlzlof SFYHQ Fees D|RCHL SHAC
Park(2003)2 22tQl MH|A O|8XtE CiMZ ot AT
A EO| S0 S FEE FEL= FTFELE HA|
SIRAA, Seo(2003)2 ZtASIEH(AMRIH o=, H2|H =, &
HX o=, 07l =)ol 471X QQl T AR|H o=, g
o=, dHA o= oot S0 3¥Eel ke ojZict
1 SIUCE Bt XL DMZ 22 Bt Yoon(2012)2] A
TOM= ZARBIE T ARIH SE2 Mo FH+)el S
oot d2ld e M2(0 |olgh dge DX|X| 8=
Ao 2 LIEIGCE

_

244, BHSE, PASE U BHR|ZO|E

BAS RN BAZE, BAXELAE ZF 3% BAE DES
A2 S AL BAFE, AL 2AR|EL
&, BAZSEN BAXSAE Se2 YATEUES AEHSID
UR|Z, 270 AFME BASE(EZ, S )| DH7fAL o
FEotn QUCh of & OfdAR 121 7|Y¥S 2= ¢ Lim et
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al.(2014)9| ATFOM= ZHASEH(ARY o=, Y H =

SEH )t Mz, BARLAE ZH BAOIM = S = <7H2 1> X|GABIME[2] BA SRS BA XS =0
O AMBH MZ|7F ZAX|E|E AOJOIA DH7AEE St AZ (+)2] g2 oA Zo|ct
O| LIEFGICE DRZ|HAESZS CfASZ s Kim and Park <7 2> X|YAIS|MH|AS| EAZEEL AAX|ESZ H
(2010)2] ATOM = BAH MY &=, Ha|H &=, Z (+)2] g2 oA Zojct.
X ofs, 23l s=)0 A XL ALO|o] SY0| DHHY <7H2 3> X|GALRIAH| 20| ZHA SRS BAZE H(+)2
g2 st AS0| AR, LIS 22 3t Seo e nE Ziolﬁf-
and Ju(2012)Q| AFOIM= ZHASIRE(ALSI o=, 1243} o <7H2 4> X|GALR|MH| 20| ZA S E 0 BA XSO = A
S, ZHA =) 22 T AR s=u a3} oAt of BAZTS Oy &M= XD Ho|ck
SU0| BARX|Z2E AO[OA B DIZHHEE St AU
32. XEad 3 2AYHY
3. dTH 2 OTE X GAS|MEAERAYO| BILERA Y M|
T HS7/2 =2t O|8Xt 0|M 27t 7t 2 ots-HAad
3.1, gns ME|X|AMH|A O|8XHE CH4So =2 BlCt O MH|AE T
18AM| O[3t Ots-HAHO| ZHBS(ADHD)S ZaA|7|1, F
XIIABIMHIAC] BADE, TOIROIAL MHIAZT zto]  AMEE MOj=o| wHg olop Bux Mag x| =X
WA BEE7| o <Figure 1>0| DS AMHSIQIC. Of ALt =4 L2 Ci7et B 74=' |91§ THeE Hlﬂ*g
= g7 B2 opjRgez, MAdrLSe 3y g2 o ByYHe aorfyyc=z ﬂii‘é S, *t7 +
o 2HsH AEE|QICH ES AT ZALRE & ZRALR FE2510] ZZSHRALE HECIHRF
o M ZAME ol ZAY=EE a74|°hAJ—, O|E Elfz ®
023t MImES0| 2H3I0] 2 AROA ZHEMoZ HZ 0 ofgt M2l Y EIPE A5 HAISIRICEL MEE R Ef
StaXf S FT7HES CH3at 2ok S=h 22E BHS SLOR & A 20154 280M 3

Relationship quality

® Trust
® Commitment

H3

Relationship benefits

. ) H1
® Society benefits Intention of relationship

v

® Commitment benefits L.
continuity

Control variables: Gender, age, income, hours of service used, number of times service used.

<Figure 1> Conceptual framework
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A 2700l 2N TREUC. 22X = ors-FHaEY2|K|
BAHIA HS7|Re| STUH2RES BEINOA HIZsI
MH|A O|2XKO|®ALS| EHBRHOIH HYHFZZ stAoD,
MH|A O|8Atel ofF S Haunt e 22Xt HY 7Y
ot 2EXIE MHIA HE7|2E Sl 2dts YH2Z K=
= FUSIRALE dEX= & 40057+ B0, 74%Q! 296

b 2ls=E|QACt. O] 7t2H EEEE & otk M35
2 24T AHRE M5, ZFT 2692(67.25%)2 24
A

b9 SExtel S4, J2m
PSS WIN 19.02 AFEdIRL,
97Ed 9 7 AZS AMOS 2202 ¥8dl0l 1EIY
2N2 AL TERY 24 IFHOIN BX o] Mg
£ U EIFE 245 SYRY NyT A5 AL Cf
go2 AR@UY Mzs ieln, JHHUSS UAGHE
CF. 0j2{3t 24 0| FIIHOE JTAIBY HASS S
8 SOIE ARHII} QRIEEXIS BASIYCE

J

QTSI NS KIHABIMHIAERARO| 018Xt &
7}E 402 XNHo=R HolSiCt 0|AHOIS HAM) 54
2 M4, o1z, Mo |2, M2 012 J|2h 15T M| of
2 3%, MHIZ 0|2 T2, AMHIA BB Q¥ S 7) &
S02, JI% 42 olgXele] B, HE, A, N3,
P ENEAT O, J1E &, YBF ASSE AH|2 2o

SEELILEES B 1)

3.3.2. ZHA|oi|Ed

HAS|EE2 MH|A O|8XPF MSAtRE FI|E 2l 2AFXIE
S8 F71 EE AEEHoR @2 4 9L ooz AAH
O F HO|SHCHGwinner et al., 1998). ZtAEC| QQloz=
X|GAte|MH[A0| £ Bl OjHE 12{510] At =il =

alz¢

AMA eI FMSIQCE FHECE, AlB|H & XY
of X, HRIH QIX|, ROALE =ZFo= TYo|H
(Gwinner et al., 1998), =™ Gwinner et al.(1998), Moon
and Kim(2014)2 &15l0] 2 A0 XA stRct 2
M G2 2otz A, ozt ME| W EE AHsE A
Oz HO|5t1(Gwinner et al., 1998), =82 Gwinner et al.
(1998), Moon and Jung(2014)S #1150 2 ALY A ==
FoIRALE HEYE2 01 2EX| ACPAF)oIA ‘o 1™
CP(SER)MA| 2l E(Likert) 58 HEE AMESIRALCE

0

HASES MH|L O8It MEAte| d=2A el x|
Chet O|8XAte| MM HWIIE ZEXNo=Z YOS Crosby et
al, 1990). 2AZES 22 M2t Y= FGot=t,
Ol MHAFSOM HEHoZ HALNS Y458 =
2D SAOf RIGARIMH| AL ME|A E4E BHdg + A
£ 202 THEY| 0|t

4>

THECE, HAZE 9 & MEl= WA A Hafa
Ojhol =o|Xog2 WEst, ofE Lo, ¥HE Cfg A
Ozl WEoz ZXEXo=zZ 7HO|stCHAnderson & Narus,
1990; Dwyer et al., 1987). O|0f C{3t =X Kim and Son
(2012)2| ARE EIGIRACE HFELF2 0 DX LCP(1
oM "D JHCPGEE)IA| 2|7 E(Likert) 58 HEE At
SR

2oz, Y2 MH|A O|8Xt7h Hrietnte| X|&5& ol 2t
AE |XISH] 6 £Me| =S & JHK|7t Ut =7)|=
Hoz2 ZEXMoZ HO|stCHMorgan & Hunt, 1994). O|0f| CH
st =¥ Kim and Son(2012)°| & X SISCt =Xt
=2 "0 3ZX| LCPIFE)AM “0f JZCPGE)IER] 21H
E(Likert) 58 MTZE AIRSIQLCL

3.3.4. BAKX|2OE

HAKX|EZLEE MH|A O|8X7L =0z siY MHIAE
X|&EXoZ 0|88t1X}t ot oX|o MEZ XEM™oz 9|
StCHNoordewier et al., 1990). 0|0 CHet =X Park(2010)
o AFE HISt0] 0|8& QMO HHEQl O[82AL ELQI
OllAl s 7|8t MH|AQ| & ATY, 7|2 MH[A0| CHot A&
HOl O|82[Af, ST 7|8 MHIAE ERQIOIA FHeA S 4
N g=EoR ZHSIRUCL FH2 57 2|7 E(Likert) = E 0
Bt SALCE.

4. BA7T
41. BE2EM

MH|A O] 8Ate EAL YA QI ArS|StY E42 <Table
3>0f LEtL QUCh. XA, AMH|A O|8XIQl Ot & Yao
82 H8(62.1%)0| 0{-94(37.9%) 2Lt of 1.68] B2H|, Ol=
Ots - FHaEME|X[JME[A KM 2| dAY HE0| O] AMH|A
€ 282 o= H/80| 57| 222 EO|ECh 0] AMH|A2
Ol8 A= X2 BF 2MOA Z[CH BF 18M7HX| CHYSIH,

Yo ™2 O 88M(EZEHAL 3.49A)0|Ct O T T 3~7A
0|8} &tF7| OFZ0| 37.2%(100%), B 8~13K XSBHA0]|

51.7%(139F), Tt 13~18A] HAEHO| 11.2%((30H)Z, 2F 89%
7t 2 3M| Ofd 13A DO|2tof SHFEICE =D AMH|A O|EAf
CHF2(88.8%)2 SoSES Al B2 A= LIEHRLCY.

CHEo2 SEAMRE MH|A O|8XIete] A= Ot &
Ho| 227t 89.2%E AXIHH, SEAS| Fa AB2 394
(EZHAL 10.04M)= LIEtRICE o2 Oistu E¢ 0|40
T1%2, NstEXT Cke8 KHX|SHRILCE

ot SE 7Ol dEE VIxdgsg YRL ot B
®7t 66.9%A20, 7t HEI 52 2674TA(ERTHA
12310t 2 XA 5020 A X|CH 800PHANLX| A7 3
Al LIEFLE 7 250 2HAQL0| O MH[AE EENo=z O
8ot UgE € &+ UCL

ojgfo| MH|A 08 7|Zhe Ha 13.97HE(EEHAL 11174
)=, 159XF 69.1%=2 2Xt0] B[ oF 3Hf Ofd RRtL,
MH[A 0|8 32| B F 13| 0|8(75.5%)0| 7+ BUCE



Hyun-Ju Lee, Moo-Yul Huh / International Journal of Industrial Distribution & Business 8-4 (2017) 53-63 59

<Table 3> Characteristics of the users.

Frequency Percentage
Category (number of o 9
(%)
people)
Men 167 62.1
Gender Women 102 37.9
Total 269 100.0
Characteristics Yes 30 11.2
of users | pisapility No 239 88.8
Total 269 100.0
Ade Average 8.82years old,
9 STDEV 3.49years old
Men 32 11.9
Gender
Women 237 88.1
Parents 240 89.2
Relation- |Grandparents 12 4.5
ship Relative 7 26
Other 10 3.7
No Degree 2 7
Elementary
school 5 1.9
graduation
Characteristics Middle school| 4, 3.7
) graduation
on family b
egree i
g High school 61 297
graduation
College 162 60.2
graduation
Graduate
school 29 10.8
graduation
Ade Average 39.0years old,
9 STDEV 10.04years old
Monthly income Average 2,674,000won,
y STDEV 1,231,000won
Once a week 203 75.5
Number of i e a weel{ 56 20.8
Characteristics | times used
on service Other 10 37
Average 13.9months,
Used hours STDEV 11.1months
(N=269)

42 M2|: 3 EfEHE

7hd HB0| YN TS0z TNE WS Yoz M|
Sof EIHEE SRl MEls 2N B golsant
solx golEMg Sdf ElFmrt HolE $BES FYo=
SASIQICt 2t TAPREEE AN BME 02N At
SE YS0IM ROI03 EHYS LIEICE T8t FA| 29

2 EEste SEEY0| gt <holE QOIEM ZAnto|A A
X220 17) S22 E=3}Ztloading value)O| SO} M|74s}
[e;]

>

Ct.
"de golps ol o SN NgeE snw
o, B0 DIZ5H x°ZH2 178.463(94, p=.000)2 LIE}GL, X
2/df= 1.8992 7|0 £2tkls Ao 2 LIEHGICE GFI= 919,
AGFl= .883, RMR= .014, NFl= .946, CFl= 974, TLI=
966, RESEA= .0602 L}EIL}, MEI® o=z Mote X|$=9| 7|
FU2 FFGHE AR LIEHLCE

ME|Z 24 ZNE TEEHH <Table 4>0 XAl Hiot 2
C}. Cronbach’ agfe .863, AVEZ}2 .819, C.RZE .931 O|At
OS2 LIEIL BF J|E 22 MB[SIRACL AVELES T|1ECR
HH 2 A9 g 25 XAk 81.9% 0|42 At UZ
Q& 4= QICt EESH Fornell and Larcker(1981)7}F XAt =&
Z0l AVE 5 0|4), CR .7 O|&0| SFL[= A2 LIEILY,
SEMEE 2 M2zt SRS S SISt

fjo

M N\

I

<Table 4> Results of trust evaluation.

First Last | Cronbach's AVE CR
Items ltems a
Society 3 3 0898 | 0.873 | 0.954
benefits
Affirmation 4 4 0901 | 0847 | 0957
benefits
Trust 3 3 0.876 0.852 0.945
Commitment 0.863 0.819 | 0.931
Relationship
continuity 4 3 0.921 0.870 0.971
intention

CHgO= Wazto] WEEITES SMot| M TAHE
zto] aEiAot AVE HZ20| 243 S 24
£4 ZlE <Table 5>0] LIttt tief Zo], 2
of MR+ 20| ChZHMel AVE HF2
o 9lo] EEEIT0| BREISS U + Y

<Table 5> Analysis of the validity.

. ) . Intention of
Society | Affirmation . . .
) Trust |Commitment| relationship
benefits | benefits .
continuity
Society
benefits 0.934
Afflrma.tlon 0.81% 0920
benefits

Trust 0.769 | 0.778* | 0.923

Commitment| 0.698** | 0.734** |0.818** 0.905
Relationship

continuity | 0.669** | 0.633** |0.655**| 0.569** 0.933
intention

Diagnally is the Square root of AVE
**P<0.01
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43. 718 45

7t 43S ?IsiA AMOS v.228 ALEst PREE 24
= HABIRACE FERE 24 ZibEs <Table 6>0f HA|E H
oF 2.

<Table 6> Direct influence analysis

Path |Standard
Hypotheses routes coefficient| deviation S

Society benefits 0.437*** 0.11 4.083

Trust

Affirmation benefits 0.543*** 0.1 4.035

Society benefits 0.359** 0.12 2.946

Commitment

Affirmation benefits 0.604*** 0.12 4.891

->

0.363** 013 | 2.884

Intention of | (142 0.14 1.008
relationship
continuity 0.014 0.083 174

Society benefits

Affirmation benefits

Commitment

Trust 0.256* 0.11 2.382
*p<0.05, *p<0.01, *p<0.001, 2-tailed

PROY MDo| AL, y=216.467(95, p=.000), X/df=
2.279, GFI=.903, AGFI=.862, RMR=.021, NFI=.935, CFI=.962,
TLI=.952, RESEA=.0722 LIEfL}, MHIHOo=Z stz X|Z40|
7|EUE S5t Ao Z LIEIRLCL

TERDE 2N ZIIE EOE HK, A R0 2AX|E2
Z0f OjX|l= Fgkof st <7td 129 82 HHEH, AlF
A G2 BAX|IZLO XFPHOE Folot H(+)o FEHP
=363)2 O|X|= A2 R LIEGCE HHHO| SN e 2HA
K& =0 SBANMCE [olst AFXQl IR (B=.142)S LIE}
LHX' OFOI-E_'»

CIEoE, HAEE0| ZAXIEC =0 OjX|l= FEo
<Itd 2> AoEH, dMEls HAXSe R0 AFEEHe
oI5t H(+)2 YeHpP=256)2 O|X|= A= LIERICE O
=YoM= m74I7<|-"‘-°I501I SHECE Folot AEHOI
(B=.014)0| LIEILEX] QURUCE

TAHG|ERO| A ERO O/X|= Fgkof et <7td 3> A
HEM, AR|H &|Eh(B=.437)at %**._'X* |EH(B=.543) == AlZ|
of Felet "(+)2 &2 OiX|l= A= '—PEf‘xIEf £35| g
M Sf|EHO| At2|H 0| Hlsi Al2[of OjX|= o] =
Ch EEoh ZHASE4e] S0 CHeE FEOIM L, MEIE. 5 E4(B
=359)1 24X o|Ei(B=.604) 25 S0 H(+)2l F@=Z 0|
A= ACE LIEIRCE O] EBH 2K §fBi0| AlD|H &8
C} =20 gt 0| HUj¥ez o Zdst A2 EoF1
ACH

ol2fgt #ZXEE BM ZNE
2> HEXMoz XX, <

A

—
= € 5 ULk 0|8 JEH

0% I~ Horet

o ™

=

= , <7Fd 1>0f <7
ThA
Al

3>2 AHY| X|X|E/AS
}6}'34 <Figure 2>Q} ZC}.

=3sim
>=

0.363
—
4 Society N
benefit
= 0.256*
" Relationship
; continuity
S . intention g
/0,014

,

Confidence 3
benefits —F7 - Commitment

Zt, 0|Q 2'* s °'-_rl/\f2|°UH E’S ﬁ—ﬁ*— SH5H FxEE
MEZ HAIS PC“EF SN+ iiﬁi TEEM Zll, dEAS
o dzkof CHst Fo|MolLt Hato| Mty f gle A2 =g
= URUCL MEPA BAGE, ZASE, 2|0 BAXISLE
of aret =X A9 Eﬂpl' glg2 & = ULCL
OX[eto =2, EAG M BAKXIS2E Ato[of ZAZSEHQ|
Oi7H=at0] B8 <7t 4> ZAZ8H7| |8l Bootstrap HHEHO|

oot FZEE FAHE ZAIBIIL). 24 Zif= <Table 7>0f
LIEFE Biet ZTh

A = HAX| S AO[2] BHAFES o7zt 24
ZNE HTHEH, AN BAX|E: ALOjof AE2l= Of
k== 7QI'—IE dHEHO|, 22 welct O7H=07h LIEFLER|
HRACE =, AR|H o= AR|EL= ALO[Of] Al2l= F(+)
o] DHZHZuHB=120F XL, =Y &=t HAX|EO| e
AfOjol = M2l “g(+)2] Oi7H=nk(p=.135)F XIL| RUCf. =
o =M GEF 2AR|SFOIE ALO[OM AZ|of Of7H= ot
dtiHe2 A LEL= A4S E0F0 ALk

o2 Zit= ZtA = BAXIHCI = ALO[OfA 2HAZE
o oiZh=atof chet <7td 4>7F BAFE 210l MEIE S
oz BEHoR XX&1 UASFS ENF= Aot

PN

<Table 7> Results of relationship quality catalysts

Route Average | p value

Society benefits | — (Trust) — relationship | -120" .036

confidence benefits continuity intention .135* .036

Society benefits | - (Focus) — relationship| -040 297

confidence benefits continuity intention .063 .336

*P<0.05, **P<0.01, **P<0.001, 2-tailed

5 228 A 2o
2 o1o| Sxe X|YAENEIAS BAKSES FYR
= siysioloe N TN BASHO| ot R4 3t
OISHEG) SICH 018 9P XIGARRINHIAS CHESHS OFS. %
AEYEIXIUNHIAS ChoE BT BAZT, 2K
Sl 2 AR USHTE g ites REAC,
2GRN SEE e ARANE C12D 2Tk AW,
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AR BAXEOE ZF BAC B2, BANHY 22 T
MY =2 BAR|EAZ0| Folot F(+)2| FH(B=-363)=
LIEFRIR| T, 2 S22 SANHLZ ROt g2 LEtL
X| HUACE =W, BASED BAXIELE ZH BAOIA, A
22 20 T 2= AXSAZ Foloh F(+)2 ISP
=256)2 DIM2LL 282 SAN2=E RIS PAUAL. AR,
BAS RO BAZSES BANM, BAHEY 221 T A=Y &
EH(B=437)1t =L o=(p=543) 2T TASE 2010 4=
of Relet (el IS HEHHH, HASE e =¢
o= ARl o =4(B=.359) 24X &f=(p=.604) 2F Y(+)2
et OIMCh SUW, 2AS|EDE 2AR|S2 = ALO[O]Af 2t
=2 202 & i=2l= iRE LiEWE B, 282 /2
oF DH7H=ap7t LIERLER] GERLTE

Ol B0l SHMSHH KM, X|HASB|AMH|A0|A 2t
e 20 T MY HES dotd I O|8AtS2 BAXIE
o7t =0tHE & =+ UM =M, XGA=|ME|A0A 08
AHE0| MH|A MSAES M2l 0 BARS2E £0H
= € 7 ALk AW, XFA=|MBA0A A E(AR]H &
S, =Y )2 duie I O|8AS0| BAZEWE, &
s =4 BoreE € 5 Uth YR, XA ME[20A
AR BAX| SO 70| AE OSHE M, OIS Aol
Oi7fEHQI0NRE HAZE 2012 M=o st S2dE F4Y
a7t At

Olds Hge=z 2 A7s Chaa 22 0|2, g4y 8
WY golg JHEiLh B, 0|2 eeo|2=, OfFt A=A
7t Ofl OfE} 4h AHO|MTE CHROI2 ZEAS|=at 2HAZZ,
BARZLE 7t BAE XFARIME[L FHoM 0= ot
S2M O|F BAE O|RHCZ MASSIACHE HAM 22|
7t QB LIOEZE, XS] AMfSl=X| EYel HAATSM=
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