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Abstract

Purpose - With the growth of the duty free shop field and an increase in the executive interest in it, it becomes necessary
to examine if PBZ (1988) SERVQUAL could be applied to duty free shop service reflecting on this increased interest and
the importance of marketing strategy alternative managing multinational customers. Therefore, the present research focused
on the comparison of Korean and Chinese consumers. We examined how service quality would affect relationship quality
and customer loyalty.

Research design, data, and methodology - Surveys were distributed to 235 Korean and 220 Chinese consumers who have
visited a Korean duty free shop. We analyzed frequency analysis, mean difference analysis, and reliability analysis,
exploratory factor analysis, confirmatory factor analysis, structural equation model analysis, and multi-group analysis.

Results - First, perceived tangibles, responsiveness, empathy, assurance, price benefits, product diversity, and IT
convenience of duty free shop service all appeared to be positive effect on customer satisfaction; at the same time, only
tangibles, responsiveness, empathy, assurance, and price benefits positively affected customer trust. Secondly, customer
satisfaction and trust that are the components of the relationship quality appeared to be positive effect on customer loyalty.
Thirdly, customers' satisfaction was found to play a full mediating role effect among all of the service quality factors with
customer loyalty; however, customer trust was found to have the mediating effects only with tangibles, empathy, assurance,
and price benefits. Fourthly, we found a difference between how service quality influences relationship quality and how
service quality influences customer loyalty as a function of different nationality. As a result, it appeared that price benefits
and IT convenience affected customer satisfaction more among Koreans than among Chinese. Finally, it appeared that
customer satisfaction and trust affected customer loyalty more among Chinese than among Koreans.

Conclusions - The results of this study contribute to the theoretical knowledge, but also provide strategic alternatives to
enhance differentiation, international competence of enterprises led by duty free shop and service quality improvement and
customer loyalty of enterprises are drawn as a foundation for constructing international customer relationship in future global
era.
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HAIE AIZO| ESHHAN HMEEZ 09| L=0| F&5t
£ MHAE HM3S317| fls MHASEHE JFHSID 2|5
LHE 7|20|1 ULt 2 MAUTFE2 MHAEEE FF
Sl7| |8l Parasuraman, Zeithaml, and Berry (1988)0| A|¢t
of REd, t1E8d, 324, &, MEM 59| 55 23t
Brady and Cronin (2001)0| A|otst ZAutx £ E2|H =4
23, 428 EFH S K Z¥E FE A8t UCt ot
X2t o|2fst MHAZEE HEEES2 £ MH[A 30| X|
o st EME st JAX| RoChs oHAZE UCEH O]
ot SHAECSl 52 Qo HE AHFE2 7% MH|A B0
E3tEl MHIAFEH JFEEES st Aok HaXo=
Dabholkar, Thorpe, and Rentz (1996)2 Parasuraman et al.
(1988)Q| 5XtY ZYZ £t FSA01F0| Hgtst MH[A
E3 DYoo= F2[H EY, MEY, N MzEE, 2HHZ,
J2|0 8™ 5 65X ™S 7islein, Lee, La, and Song
(2009)2 THFY QIEUl MHAEEZ ZH7ESH7| 2I8i Brady
and Cronin (2001)Q| 3X}2l ZEE HIECZ ZAINEE, {&
H 42Eg E4, Fgd 438 23, MHaA oz EFH
S 4N EEE JHUStSIcE HMEE COhE fea0iEs F
2| HMEle 7HEE HY 24F XL Uk FiF 4E0|
FE YE BHHEE FHE0 UCHE FHoM XpEdE 2o
QICHJung, Cho, & Park, 2010). [t2FA| 7}AS|EHO| L0} X
Sk Aeriet Lot CHst HE HHEE ER3tD s
7= DAS9| HAMEL MH[A X[Zof 2 g-S 0E = AU
C}. EEot 22 AOIEEZ 08610 DMt #AE AF, Of

Fotd, 71A2Ql, o|HE 9| MEE EfMstn =8&%= 1
20| B7tettt= HojAM IT H2[Ho| MH[AEHE X0 2
of gtz g 4= QUCkn WER=ICh o2t =olof M2t 2 ¢
TOoM= HMES| MHAZE ZHEZ 2I6H Parasuraman et
al. (1988)0| X[Qtot 5712 QOlut A 7HAS|E, SECHY4,
IT H2|HS FI510] Ao E X} ST

HME 7te| Z™o| X|FX|HM HMEE A4S
X|stn #efstr| /gt =388 7(20|n U=H, Ol
NE 20| MHIAZE X2t HAFE, 12l nA4zd
Zto| A E HUS| AmE EQJ/t QUCh MAHAURE2 10
A "ol £a%t @Rl HAFEEHE Hetsta om, #
AZHE HAMH|A(Whang & Chang, 2007), Z&A{H|A
(Jang & Chung, 2007; Jang, 2008), SEA{H|A(Li & Shin,
2016) & CHASH AMH|A RO DHSHEE Fdst=d|
E22 F= ARE 5K Cth Eot Ol2fst AZEE M
HAZE X240 F&d2 = AR M UCHPark &
Lee, 2008; Whang & Chang, 2007). O|2{st =2|0| M2} &
Ao = HAMTE 40| X|25t= 2t MHAZE 2010] &
ASEN DMFHE0| O]X|= Dol s AHEOX; St

Z[Z HAMZFED 2EE FUHATSS BHATE 08 S7ILt
S8, MEisY, IEE, WHEQL, FHOT S0 Cis Lh=
ol Q=g AFECEZ HWSHe AHmEHLKLyu, 2013;
Chung, 2012), Li=¢l1t 2= 0lg 22t &350 AmEDT R
CHKo & Oh, 2012; Ko & Oh, 2001; Kim & Yhang, 2008; Li
& Shin, 2016; Jung et al., 2010). S}X|3t L{f=Qlat =0l
Husgh ARS2 Qs 749 HEALt QIutHAECH= 2t
2010 CHEt AH|XtO| Ef=0 &t CHED QUL OE =0,
Chung (2012)2 HI=EAMZS S L=, Y22, =2, +
OjQl AH|Xte| Z&d HAFES MzE, FOIEE, B, =
Heh S0 CHe 4HED QUCE 2 AF0MeE 7|E d7St

rlo
ol i1 2 do

-

21. HNH

HAMZE SLHOA AR AEQ| EITHKM EE 2F0|A
ILE S0i2 I 420 2ojgt= HME B F= HS
o|o|sta, TAI™O|Z O[2{3t HMEES Hosks FEL} Of
Fo|gtn g = Qo I HMES LEHEZ(ex: HBHE, Cf
SOE)Qt | Ao /AT HES| 7t 2F=H(ex: QI
, 2R, AlE 8)0] HEoZ K= ZR0T F0| Tt
SiCh= £E42 XL UCH 20164 7[EC2 U HAH
Z 4707t *YEE| D JQol, SIT HAE 2274, Al H
ME 197H, 7|E} X[ HAMEDF Qi HAMHE 6712 FHL|
UCL Yetxoz E=F HAE2 =L MFZL =0
£30| Jtstt S0 XISt UACE AL HMEZ2 AMS(ex:
RO/AEZVES2 HAE ), Fitex: ROVIR2CIO|A), =3
(ex: JMEMAH), S4hex: Tlot HAH), A ex: HE BHA|
H), E5EF(Eex ¥ HAE), tidex A2 M), T
(ex: AHEHMT) S FE Zo0| XISt A2, CH7|0|
25t HNEE HestH O f2& Huwd A2 mHo|ch
=L HANEel OjEAU2 20154 J|FE & 9.2X0| EHOHH
20004 ZHtof Hisl 108] O|& &SI}, £3| 2011HEH
£ 0= =52 MK HA HME AAM =718 HF
2 191 XHX[sta ACH

HAED s WAL E2 T2 HMES =X JiM
grotnt HEgMo| JMEakS HMAISH| fg A ETH(Yim &
Song, 2007)2t EtMAM AHAJ1(Chung, 2016), 12|11 THAMES
0|8st= AH|XIS| EM2 AHET| 2ot A5H dA7(Ko &
Oh, 2012; Ko & Oh, 2001; Kim & Yhang 2008; Li & Shin,
2016; Jung et al., 2010)2 F£& £ UALCL AHESZE Yim
and Song (2007)2 AlEtHA|ECS ZAYHZ Zslsta 7|9
TEFN JiM "otg A|msty| f{sto] AXE ME HEZS &
of MetHARe] Mef W JiME Asty ChED QUCE ESH
Ko and Oh (2001)2 2|=0Q ZZZS HHCZE NE, 74,
A8, AET, Held, ARAMHA & HAFES MEiSMo
O8] A EQOn, Kim and Yhang (2008)= 3{Q== ZY
0] &= =02 tjaez F2|d E40 S7Hdn HEdS
HO} 23510 HAES| MElMof| CHoll A2 UACt Sohn
and Kim (2007)= 2290 A2 oz HAHS| MElL
‘40| nATFLD} IfFOjeE, 2|0 FHe|z0f OjX|l= Ht
Off CHoll AmEU=0, HATE MESM JH2H 7H41 &2
2012 NAotR0| TS O[X|= gHHo| MH|A, H2d, &
fld2 Dotz FeE O|X|X| 4= HAo=E LIERGCE

LS F=0 S [HACE of MYCLASS HOEH,
Ko and Oh (2012)2 &=0 &0 HAN AWS7|et Tt
Zo| ZA0f| CHSl AmERJXSH, Fu, Kim, and Shin (2016)2
AUHAES o0jX|7t D=t oH=of O|X|= Fekof Cf
of AHERQUCE Li and Shin (2016)2 HAE S L2t 5=0
HAHZ YO E X[ZE EAG|0| 2ASEL DB

=
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2ol A Of Ciol HetH|82o| =EHN Ao thsl MmERACH
OX|Btez BMES O0|&83ts W=l 2/=¢ls Hlugh A
O CHoH HHEH, Lyu (2013)2 FA} 20810t HAEHOA
TOBEO| A= SHCULH|AL 12F0t oh=lAH|XH 108S
ez HEHPS S o=l =0 FHEMEHafl
S KO- CHol FSHRILE

2.2. MHAEA

MH|A= bt THztet S2| £, O1FM, HIZ2|, 28d
S°| £ #1 47| W0 MHAFE utifzte| E22
MNZ2 CIE 7jEoz2 ™0 SCKZeithaml, Parasuraman, &
Berry, 1985). MH|AZHO[ZF ‘MH|AQ| 4=/d0f 2HEASH Fut
MOl mCto|Lt EfE’2 N O|E|H(Parasuraman et al., 1988),
MHIAEEE ZHS| 9 Cidst R@ES0| HMotz|ln ct
X7 MHAZE =Xt st 3 (Parasuraman, Zeithaml,
& Berry, 1985)= AMH|AZZO| MQAZ 2N, HRLH
o|d, 9, oo, =M, A2, oi8d, e, fEd, 1
240l CiSt ols & 107kX| 2212 NQHSIRICE O|F 7|z
tAtel et G =Mo| 2t ELHARLSME MH[AE
Zo| 2HQAE =Sl HLKParasuraman et al., 1988) =X
Sl0§(Brady & Cronin, 2001; Dabholkar et al., 1996) At2s}11
QICt. AMXHSZ Parasuraman et al. (1988)2 LM, IS
g, g4, Y, Mald & KR Hofoh SERVQUAL
Dols K oHsHSICE EESH Brady and Cronin (2001)2 ZutA
23, 218 24 3 428 FFH S KRR HLE
MH|AER EHS X QHS5IRIol, Dabholkar et al. (1996)2
=28 EY, dald, oF 4z2E, EHsid, 120 g
S SAHECE JHHEl MHAZH DEES X eHSHRICE

£3|, Parasuraman et al. (1988)2] SERVQUAL ZZ2 C}
Aot MH[A AT ZOROA s M1 e, o us
MH|A(Min & Loh, 2016), °o|EAH|AKIM & Lee, 2004;
Headley & Miller, 1993; Lam, 1997), =8&A{H|A(Sohn &
Kim, 2016; Chi Cui, Lewis, & Park, 2003), B2B A{H|A
(Durvasula et al., 1999; Gounaris, 2005), 0{&(Khuong, 2014;
Sultan & Simpson, 2000), =Yt(Nam, 2010; Akbaba, 2006),
WwE(Tsaur, Chang, & Yen, 2002), 2|4l(Han, 2004; Qin,
Prybutok, & Zhao, 2010) AH|A, SEAOD] AMHAKM &
Hwang, 2003; Kim, 2014; Nam & Kwak, 2009; Hwang &
Kim, 2007) S0|A SERVQUAL REHS A0 ALESIRULCE

SIX|8t Parasuraman et al. (1988)2] SERVQUALS| = &0
CHst H|EEZ =X|SICE AR, SERVQUALS| ZEI2 nt=StAH
MH|2o| EEH0 =TS F1o ACt=  FO|CKButtle,
1996). =M, MH[A Z2Ofoj| 2t SAE HeX|5=7F A Lt
Ete £ QUCt= ZHO|CKCarman, 1990). Dabholkar et al.
(1996)2 FEAOfMO| MHAEZEES Z=Hsl=H SERVQUAL
£ 2 AE5H7|0| EXThsiCtn THESHe, SERVQUALZ|
1770 =0t fEA01FE Mt 1174 &858 F75t0 &
28710 -T2 OoZ O|F0{Xl Retaill-SERVQUAL ZEHIE 7)
LSHALE Z2 Yi and Lee (2014)= MH|AZE A ILHA
TN MAELS 1N2{5I0] MHIAZEO| THQAE JHY
SHe ZM0[Df, 0|2 3] AH[X| ZHA B3, QXA S,
#sols, TOHME Sof A Cfe) AmED Uk K|
11 QUCt Brady and Cronin (2001)2 AMH|AERE FAMHMQAE
fAT=EME Sot CHRE AFE0M 402 242 X

HAZHo[Z Eo|Lt AME, 2 § Rz 74
JHEez nzuol FI7|Ho|n X&HQl AR
HAEEM AFBE|ILD UCL 7|ute| BAEZEHE =A X4
5 M2 AFO0|L} MH|A0 Cigt S=tAMolLt -X|2f
0| ZAEICHHennig-Thurau, 2000). A S 2 AL=H0| o
2t 2AHA0|LE ChARIM 2 FAst QUCE HASEES 2K
oz FIot RS2 FE nA0EN OME[E 2HAHFHE
£ FMsla QL FX|ZXS = Crosby, Evans, and Cowles
(1990)= HAEES EAGHALRO st 2= Mejz
‘g5to] GYPAtRe| HOfEtol| OjX|= F2o| CHsl AmE
11, Fang, Qureshi, Sun, McCole, Ramsey, and Lim (2014)2
22FQIMH|AOAM OZot=at nZHAZ|TF HEE 0ol =0 O|
K= ggkof CHo Am{ERQUACE 0|0z nZHpH=nt nziAl 2
7t B2B 7|YMukdJi, 2006)0f O|X|= Fgkof CHej A= A
7} QUCH

HAZEES KRS Mo A

|

Mg, J2[0 ¢ S2E HAEES 745t ULk
0f, Park and Lee (2008), Lee and Jang (2014)2| AT10j|A
212t ERHISMH|AQL HAO|EMH|AM HAHZEE THE,
ME|, 5 & 3ARCE FESty nAFTHE0 OjX|l= I
O CHs AmEQICt O|QF OFELZEX|Z Wulf, Odekerken, and
lacobucciet (2001)2t Lee, Lee, and Han (2010)2| AHAO|A =
XS E FEE HAEHO| St AFMuto| OjX|=
Off CHsl AHEQCE EESH Walsh, Hennig-Thurau, Sassenberg
and Bornemann (2010)2 ZHAERES nAOt=E $o| Gl A=k
of cist Az, 28 S22 FH5t0 2ol 2=zl 2ty
oA BAHZSEO| DB Y=o O/X|= XEX Fokof CHsf 4

41
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ro
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Hu

|_J

o &
2
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i oy

rir mn 1%

-+

nASHEE AW 2MEol OpE 3o Estl M
Do BHEQ| XMEO|LE MHIAE XSHCE FOEOEMN
T EHERle| MAE Lolstn st s 1Mol o=
HOl=ICK(Yi & La, 2002; Oliver, 1999). &, 1HSZSHE= M
St= BEEE0 CHe -l Ef= et OfL2t =0 X|&5H
Ol Ht=xOol FOolAf, siEt 20| Chet ™t =HS
Z25k= 7§ E0|Ct Oliver (1999)= nZi=dE /a0 of
off QAXA, AMAE, dsolt, WE & 4EHAZ F+2510 oM
HED SEE Zte] EAI0| CHs| 67(X|2 ESIQUACE £t
Oliver (1999)2t Chaudhuri and Holbrook (2001)2 =MEE
=X SMEot dE5X 42 FE510, MXE sy 2
L0 CHet o|8Xte| = oA Efx, Z7d, OfE0|2t: Holst
, BXE ST EHEo| Cfst o|8Ate| =& IfFOielE, Ef
=H, =™ 20|zt Ho|StALE Yi & Lee (2007)= 11
SHE7 2+ W mojdar § 7| Edato] SEA

Feks 0Ttk AMe S B UL

o 8o L
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3. 9T Y 2

3.1. TIM|EO|| Cfst MH|AZZRo| X|ztnt DZHOLE 7}
o A

Parasuraman, Zeithaml, and Berry (1994)2 A{H|AZZIQ|
InzenkEaL NS EFEWI RS2 g3l 0|7, o|F9| AHLE
HIEC 2 Lol Be ¢7E0| a0l MH|AZH
nAokzEol HAE AMHBHeE FMSHL CHlee et al,
2000; Shin, Hwang, Lee, & Cho, 2015; Yoon & Kwon, 2008;
Yun & Choi, 2009). O € =0 Yoon and Kwon (2008)2 GH
SHEOIM 2IRE FO0DH 242 oS = AT
|, 0ISd, =M, ST S0l nATF| F+)o IF
= EI|7tl_ NS W en, Lee et al. (200002 AO01FES O
8%t 5302 AH|AE CHACE H|QIEMHIAFESl AlGXt
Hat 7P7—4.XP%OI AHIXIE =0 2EEQ S OjK|l= AS
SHS{UHCE EESE Park, Choi, and Moon (2013)2 HHAIAES 0]
B_ol- IS Aoz JpAsolo|Lt RESHOl S0 mOjEXR
TEfo| 7—'|‘E*—|01| d+)el Eg2 OjRICte AMHE HERe
M, Yun and Choi (2009)°| AT0A= =Ll CHYHOIEE 0|
ot nAZ HHC=2 2N et 2IH5 moldo| nAntE
of H(+)e ¥ak2 O|XICH= Ag 2ojF=n QICt o|2fst ZAut
=2 g o, HMES| MH[AZH0| Chst X|240| 2245
DIHOEEC o 2™AOl Yske 0| Aoz oAle 2 QIot
(Kim, 2013). & ¢t 7|EAT0IA H|Qtet MH|AZER Ol QI
351 - H|QIA Xput G20 IT HE|8ES F7I5t0 MHAEE

AE FYSIQULCE X2 22+21(Choi & Park, 2015)0|Lt ZH}
E(Park & Chung, 2014), AFEQIEUHI(Parck, 2014)E 0|23t
AESHA0| @mZ2iol AT E F23 FeS O|FCH AMd
nEfsflE If, HMEES 0|85tz 1o IT HE|[HE2 TA|
ol st MH|AFHEEZ TS 242 EEHE 5= QUCE O

geh =o|& 2AR C32| 7tdE 285U

fLI|O

0

<7 1> THMEY CHet MHAEZZE x|7_|}7 = (@) & OB,
(b) tHES, () S&E, (d) =, (o) 7PioilE"
() SSCHSE, (9) IT He[de AHTZO| F(+)
o gg= O/F AolLf.

32. BIMEO| et ME|AZEO| XZtat nZAIZ| 2t
of A

ME|ZH HEHYALRL 7Ho] ACHENO| #=0|2E HIECR
Astn x3lEA dsY 2ozt 7|CHE  2|0|3HCH(Hosmer,
1995). ME(= A2ICH0] CHat X|Al, AME S J|EeE X}
Aol A, X[, 42EES S AXE KM Hd
7| S, A|§|[HAI-0" Oish ZPMA MME Srjze E3)
48N KN EME7|E SHCHClack & Pyane, 1997). Al
EI: 4-7—.”9I e E=ddE BOFL, AT AETE =
FAM AHef Aol SEE 302 OjX|A ElCt

Chiou and Droge (2006)% g SIAES Fojst= 12
ez nZAZ|of OX|= MAMa=0f CHsl Ame Zf,
o F AlMo| CHot Of=-dar TojRel Enteflt X

258, U&HY0| DMz SFHY IS 0K A

N

ojo
mg;m

;

ZOISIH M, Yoo and Ko (2008)2 MEA|L EZ ZHIQ|
HAES UES NUZ HYCE o AN R, 04
X|SHA, ®A|AO| TZHAIZ|O 2HEOI HSFS O|AICHS ARAl
2 Ho{Wict ot 42 MTZANE TAMFEO HESHEH, T
NEo| ngAage '-H QF AEO|LE IT HE|% Il_f #¢2 =g
= a0 Cfst = DA YIS OjA = 9l
-|o§ of| Ab=IC}. |:|:o|. _,_7Ho oA 0|21t st 0|5H5f

e —
7] o222 FEL S=det 2o o) EojRol MEdS

20 Mot cfgeictel TNl 2ENe Yas o
% oloni, mojelol Aol et HHFl BolL RIS

263 20| S7Lt SHHS Torsta ShZsh ZECH DA
2l OIS £01X o= OjNE % ATk 3, BAEY /Y
M, CHSA, SN, ZZMS nZHAZ(0| 2R E0l gk |:||
’g oz 01|MEII:f £S5k Kim, Jeun, and Lee (2010)2 ©IF
4 aWg Mulzo] Zoof AECIEM0l DA Hetg
OjEIChHs AMdE HAWED, BMES ZR0: dELAFE2
DoAsiz0] 3RO RS o He WA 4 At &
St Kim (2007)= Q|EAH|AE 0|83t 1S MO FE ot A
TOM ZUEES X=HES| HEYD T=H| O Xzm
2 AAste] AlZ|o] 2™EQI O?Iolto OjXICH= AMAIS His
e, HMES R0 HMEES 0|83%t= 1A BHME
S8 7HAs|E BAEO| MSdts HHMo|L FtEER

2L O
St JHAsEE ROl X[AESE 27} HOIE He=Z

trQ H

[e]
ol

I

n

o
= o

ofeet 4 QAck oEX|gez 1T Held= nziilz|of 3FEQ
gets O ALz OdELt o2g =2lF ZH=Z 39
HeE 285Ut

<7h2 2> B0l ofgh MEIAEE X2, F (a) RESE,
(b) i34, (c) SHE, (d) =Y, (o) 7HHEH,
() SSLIEY, (9 IT Hald2 D=0 F(+)
o Ik O AOICh

Murray and Schlacter (1990)=
ol AAM IH§PEEF AMH|2-0f CHzt
1 SICt &, MH|AE 0|83l= £H[At= X|2ZHE 2R-O|Lt
=240l Chs O SISt o = U0k 2 MAAT
=2 DATEI AMMETF AAHZE L0 IJljtl TR 2
2lo[2t SRt FHH2 = Ji (2006)= LAY AIFOM S
HA40| DAZEEQ DAOLED nAAZ0 SHEHOI ¥
Oj™¥A =ZME0M0| 7|ofstctn SFICE EES Whang and
Chang (2007)= °|ZA{H|2, Jang (2008)% Z8AH|A, Lee
(014)= MSAMHIAUN 22 BAHETOl DAOED DAY
20} aMmEE0] UMl Qe ok dckn Sigick A
o ZL0|E DIEVIKZ BAFES olgsts mo| Brso|L
Mzt aASHE0 SFEe F¥E 01" AoEt odsi=
T ULt ol2fet =2|8 ZH=Z Hh3el 7HEE 275NN

AHAL HES ot
e o 27 xzeit

240t
Dotz nusHEol Hoo F8E ot
Zolct,
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34. MHIAZE, HAZE, DHSEE 2Ho| 24

|_

Zeithaml, Berry, and Parasuraman (1996)0]|
=2 X|Z0| 3HEE ddst=0 %t 9
oh Ofzf, CHYOLE, HWobd, iHYRd & R
ob B2 MAATFE0| MHAEZO| UATEo|
HLEole, FMo: S0 SEHQ IS 0XIcts 2E
S LEE=3IFCHYoon & Kwon, 2008; Shin & Chung, 2013;
Hwang & Kim, 2007; Choi & Myagmar, 2015). <, nZ40r=
2 Mo MHAZEA X[t UAMSHEE 7St A2
LIEFSICE EESH Wulf et al. (2001)2 oZok=nr aZHAZ|E
HAZEHE Foloty, BAZEHO| H=HEH FHRELAHOM,
YA 2Y, YEIR 59 SHESd AAFET 7o A
£ Oi7isttts AMME BHS{RiCh OlRb JAISHA Chiou and
Droge (2006)= Z4Rt=ab AZAHLM2[7} L - QF A[Ho| OfH
g, A&d, mojpel S7oel, Yol Mot & =gt
a4 e 72 Oi7HSte UCh= AMEE HSCH Ol ©
M7EO MBS, HATME DAR=ar nMMzZ 7
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<Table 1> Demographic Characteristics of Respondents
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Parasuraman et al. (1988)2] SERVQUALYI SEADJMH|AE
HQAE B Malldl(Lee et al., 2000; Yoon & Kwon,
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28, 38 42, Y 428, HHsE 42, 20
g 32d, IT HE|Y 428z 4E2 7ot Eot 2
Ao nAotR2 HMFO| Z|CHSt MH|ATF SFEACID
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Al-Alak (2014), Crosby et al. (1990), Dorsch, Swanson, and
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0
|

o Korean consumers Chinese consumers Total
Characteristic Category
Frequency Percentage Frequency Percentage Frequency Percentage
Male 108 46.0 84 38.2 192 42.2
Gender
Female 127 54.0 136 61.8 263 57.8
25~29s 23 9.8 10 45 33 7.2
A 30~34s 105 447 87 39.5 192 42.2
e
9 35~39s 97 41.3 89 40.5 186 40.9
40upper 10 42 34 15.5 44 9.7
City-based duty free 106 46.0 130 59.1 236 51.9
Store types -
Airport duty free 129 54.0 90 40.9 219 48.1
High school graduates 5 21 18 8.2 23 5.1
Education Current University students 8 34 8 3.6 16 35
University graduates 222 94.5 194 88.2 416 91.4
Less than 2636$ - - 74 33.6 74 16.3
Family monthly 2637$~3954% 155 66.0 77 35.0 232 51.0
Income 3954$~5273% 61 259 57 259 118 25.9
(US; Dollar) 5274$~6590% 3 13 9 4.1 12 26
More than 6591% 16 6.8 3 1.4 19 4.2
Total 235 100 220 100 455 100
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X7k 05 O|M9l HREZ HHOHEA S@E|HCHChurchil
1979). SPMX olea] AT, 42 20| 40 2goz 2
A510] QUK 528, 1S4 528, BUY 428, BN 4

_6_ o
o, JhslEl 428, AECH 328, IT Held 428, 1
[m]

N
H1

o
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<Table 2> Results of Exploratory Factor Analysis Tests

Item 1 2 3 4 5 6 7 8 9 10
Tangibles1 0.858 0.167 0.071 0.126 0.119 0.173 0.090 0.050 0.009 0.171
Tangibles2 0.814 0.197 0.135 0.151 0.161 0.178 0.130 0.105 0.120 0.182
Tangibles3 0.773 0.153 0.174 0.178 0.221 0.177 0.099 0.028 0.209 0.123
Tangibles4 0.695 0.212 0.141 0.176 0.137 0.190 0.229 0.044 0.305 -0.077
Tangibles5 0.781 0.165 0.153 0.121 0.228 0.161 0.167 0.003 0.194 -0.035

Responsiveness1 0.273 0.735 0.153 0.172 0.148 0.237 0.137 0.083 0.063 0.217
Responsiveness2 0.206 0.749 0.217 0.165 0.194 0.181 0.130 0.076 0.108 0.211
Responsiveness3 0.169 0.772 0.210 0.168 0.156 0.135 0.233 0.108 0.139 0.128
Responsiveness4 0.135 0.753 0.190 0.162 0.183 0.151 0.210 0.071 0.155 -0.001
Responsiveness5 0.184 0.753 0.192 0.146 0.214 0.196 0.182 0.093 0.112 -0.004
Empathy2 0.143 0.186 0.733 0.151 0.202 0.158 0.186 0.151 0.231 0.132
Empathy3 0.146 0.216 0.723 0.184 0.210 0.221 0.217 0.147 0.158 0.182
Empathy4 0.231 0.325 0.712 0.134 0.236 0.182 0.176 0.123 0.129 0.147
Empathy5 0.169 0.278 0.739 0.173 0.159 0.167 0.220 0.059 0.138 0.002
Assurance 0.249 0.238 0.200 0.165 0.204 0.783 0.172 0.116 0.141 0.112
Assurance2 0.240 0.245 0.195 0.179 0.218 0.785 0.152 0.097 0.118 0.104
Assurance3 0.282 0.240 0.228 0.190 0.216 0.676 0.183 0.129 0.190 0.093
Assurance4 0.291 0.247 0.154 0.145 0.184 0.636 0.227 0.113 0.238 0.138
Price benefits1 0.185 0.225 0.248 0.245 0.197 0.224 0.707 0.094 0.146 0.084
Price benefits2 0.206 0.218 0.259 0.250 0.174 0.105 0.735 0.103 0.117 0.111
Price benefits3 0.221 0.258 0.129 0.190 0.216 0.204 0.671 0.112 0.146 0.220
Price benefits4 0.135 0.313 0.242 0.225 0.234 0.203 0.655 0.112 0.197 0.105
Product diversity1 0.030 0.117 0.098 0.173 0.058 0.081 0.104 0.885 0.066 0.071
Product diversity2 0.068 0.071 0.067 0.182 0.085 0.060 0.028 0.900 0.059 0.105
Product diversity3 0.027 0.057 0.109 0.199 0.053 0.099 0.101 0.875 0.020 0.016
IT convenience1 0.229 0.208 0.209 0.721 0.151 0.152 0.237 0.204 0.176 0.126

IT convenience2 0.196 0.207 0.190 0.739 0.193 0.138 0.196 0.273 0.128 0.137

IT convenience3 0.185 0.226 0.207 0.737 0.150 0.170 0.228 0.293 0.095 0.117

IT convenience4 0.178 0.175 0.077 0.787 0.135 0.167 0.180 0.239 0.093 0.074
Customer satisfaction1 0.186 0.239 0.285 0.279 0.152 0.219 0.354 0.218 0.152 0.508
Customer satisfaction2 0.254 0.333 0.223 0.273 0.264 0.267 0.285 0.176 0.111 0.550
Customer satisfaction3 0.205 0.303 0.309 0.285 0.292 0.254 0.270 0.197 0.101 0.495
Customer satisfaction4 0.270 0.307 0.236 0.240 0.261 0.204 0.352 0.173 0.088 0.497
Customer trust1 0.205 0.216 0.229 0.178 0.711 0.209 0.225 0.045 0.116 0.046
Customer trust2 0.304 0.208 0.207 0.151 0.727 0.180 0.185 0.083 0.120 0.111
Customer trust3 0.178 0.240 0.213 0.115 0.717 0.170 0.159 0.123 0.243 0.174
Customer trust4 0.256 0.250 0.150 0.182 0.703 0.209 0.175 0.087 0.160 0.089
Customer loyalty1 0.341 0.213 0.164 0.140 0.216 0.304 0.114 0.086 0.637 0.127
Customer loyalty2 0.222 0.160 0.245 0.137 0.250 0.113 0.214 0.107 0.734 0.028
Customer loyalty3 0.314 0.186 0.250 0.191 0.153 0.251 0.183 0.038 0.655 0.089
Eigen value 4.711 4.616 3.502 3.477 3.363 3.355 3.338 3.032 2.208 1.595
Cumulative variance 11.78 23.32 32.07 40.76 49.17 57.56 65.90 73.48 79.00 82.99

KMO=.965, df=780, Bartlett's test of Sphericity= 18822.734, Sig.=.000

<Table 3> Measurement Items

and Results of Reliability Tests

Iltem Measurement ltems Cronbach Alpha
Tangibles1 1. XYZ has modernized infrastructure.
Tangibles2 2. The physical facilities at this store are visually appealing.
Tangibles3 3. It's Supplementary facilities are clean and easy to use. 0.940
Tangibles4 4. Uniform of employees and overall store atmosphere are refreshing.
Tangibles5 5. It has ease of access to xyz duty free shop.
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Item Measurement Items Cronbach Alpha
Responsiveness1 1. Employees are prompt in work processing.
Responsiveness2 2. They are quick to my attention.
Responsiveness3 3. They answer my questions promptly. 0.936
Responsiveness4 4. They quickly respond to my questions or inquiries.
Responsiveness5 5. They escort me out of the shop.
Empathy1 1. They give an eye contact with a smile when | enter the store. ns
Empathy2 2. They kept attention and consideration of me all the time.
Empathy3 3. They try to understand my desire and provide proposal. 0.907
Empathy4 4. They provide enough attention to my opinion.
Empathy5 5. They explain well to my question.
Assurance1 1. They are knowledgeable in characteristics, advantages of products.
Assurance2 2. They look confident in sales. 0.940
Assurance3 3. They have professional qualities.
Assurance4 4. They give exact answers to my inquiries.
Price benefits1 1. | can receive benefit in purchasing because of numerous promotions.
Price benefits2 2. | can receive financial benefit through promotions, coupons.
Price benefits3 3. | can receive discount with membership. 0922
Price benefits4 4. 1t is less expensive than other stores because it is without tax.
Product diversity1 1. XYZs has various products.
product diversity2 2. Various international brands are present. 0.919
Product diversity3 3. It has products that hard to get from other stores. (local products)
Product diversity4 4. Various local culture products are present. ns
IT convenience1 1. Self Service Technology helps to find stores easily.
IT convenience2 2. Self Service Technology helps to receive refund easily. 0.942
IT convenience3 3. Self Service Technology helps to save time and energy.
IT convenience4 4. Self Service Technology helps to shop easily.
Customer satisfaction1 1. | shopped well in XYZs duty free shop.
Customer satisfaction2 2. | am pleased with XYZs shop service.
Customer satisfaction3 3. | am satisfied in general with xyz shop's service. 0929
Customer satisfaction4 4. | like XYZs duty free shop.
Customer trust1 1. | am trust to XYZs duty free shop.
Customer trust2 2. XYZs employee is honest and truthful attitude. 0.916
Customer trust3 3. Products provided by XYZs are reliable.
Customer trust4 4. | have affection toward XYZs duty free shop.
Customer loyalty1 1. | want to recommend XYZs duty free shop to others.
Customer loyalty2 2. | am willing to revisit XYZs duty free shop. 0.868
Customer loyalty3 3. | want to tell other persons about good things of this XYZs shops.

52 RxDEO| Mtz Y

SO ROIRMS S¢f ATRHO| Hyzet 7HR0l I
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<Table 4> Results of Convergent Validity for Measurement Model

Item Factor Loading Standard Loading Variation S.E. t-value CR AVE
Tangibles1 1.071 0.868 0.527 0.044 24.521
Tangibles2 1.094 0.916 0.321 0.040 27.168
Tangibles3 1.079 0.896 0.398 0.041 26.061 0.888 0.614
Tangibles4 0.954 0.821 0.617 0.043 22.226
Tangibles5 1.000 0.854 0.520 - -
Responsiveness1 1.032 0.878 0.424 0.043 24115
Responsiveness?2 1.045 0.895 0.365 0.042 24.909 0.890 0619
Responsiveness3 1.027 0.891 0.368 0.042 24,724 ' '
Responsiveness4 0.922 0.816 0.575 0.043 21.344
Responsiveness5 1.000 0.838 0.571 - -
Empathy2 1.000 0.845 0.642 0.047 21.879
Empathy3 1.065 0.898 0.400 0.044 24.096 0.852 0.591
Empathy4 1.052 0.911 0.348 0.043 24.662
Empathy5 1.031 0.825 0.708 - -
Assurance 1.166 0.956 0.151 0.046 25.401
Assurance2 1.164 0.965 0.119 0.045 25.731
Assurance3 1.097 0.848 0.551 0.052 21.254 089 | 0681
Assurance4 1.000 0.796 0.676 -
Price benefits1 1.050 0.879 0.440 0.041 25.807
Price benefits2 1.004 0.863 0.469 0.040 24.909 0.865 0615
Price benefits3 0.984 0.844 0.533 0.041 23.866 ' '
Price benefits4 1.000 0.872 0.427 - -
Product diversity1 1.012 0.901 0.230 0.040 25.595
Product diversity2 1.024 0.909 0.213 0.040 25.907 0.914 0.779
Product diversity3 1.000 0.860 0.230 -
IT convenience1 1.180 0.893 0.365 0.046 25.469
IT convenience2 1.167 0.917 0.266 0.044 26.758 0.909 0714
IT convenience3 1.211 0.930 0.239 0.044 27.427 ' '
IT convenienced 1.000 0.845 0.416 - -
Customer satisfaction1 0.979 0.833 0.613 0.042 23.476
Customer satisfaction2 1.020 0.904 0.338 0.037 27.561 0.873 0633
Customer satisfaction3 1.034 0.901 0.359 0.038 27.376 ' '
Customer satisfaction4 1.000 0.868 0.474 - -
Customer trust1 1.005 0.836 0.593 0.045 22.359
Customer trust2 1.067 0.876 0.509 0.044 24.189 0.849 0585
Customer trust3 0.989 0.862 0.461 0.042 23.530 ' '
Customer trust4 1.000 0.851 0.520 0.000 -
Customer loyalty1 0.977 0.836 0.509 0.046 21.297
Customer loyalty?2 0.938 0.796 0.687 0.047 19.855 0.783 0.547
Customer loyalty3 1.000 0.852 0.509 0.000 -

%%(695)=1567.995, CMIN/DF=2.256, CFI= 0.953, TLI= 0.947, IFl= 0.953, RMSEA= 0.053

<Table 5> Compare Correlations and Square Roots of Average Variance Extracted

Factors 1 2 3 4 5 6 7 8 9 10
Tangibles .784
Responsiveness .568** .786
Empathy .538** .661** .768
Assurance .645** .657** .647** .825
Price benefits .569** .672** .687** .658** 784
Product diversity 201 297 .351** .324** .336** .883
IT convenience 544 .593** .596** .599** .679** 527 .845
Customer satisfaction .601** 712* 724** .716** 71 443 723 .796
Customer trust .620** .645** .659** .669** .669** .284** .580** .700** .765
Customer loyalty .668** .586** .656** .681** .681** .262** .566** .624** .660** .740
Mean 4.524 4.350 4,392 4.660 4.355 4478 4.414 4.465 4.673 4.679
S.D. 1.269 1.207 1.325 1.242 1.227 1.016 1.197 1.278 1.240 1.214

Note: Correlations are below the diagonal, and the squared roots of AVE are presented on the diagonal. Correlation is significant at the 0.01 level(2-tailed).
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53. 71443 >0.1)2 DA SAN2Z Rolgt Ses DIXX| = A
SR LIEfRC} W2t <otd 2>= 82 X[X|=Z|RACt ol2{et

A, BME MHAFE XZ0| AT OX= S0 Zik= CHEe SSTFHOILE T 21717 HMSots 28FE=
3._°F ka1 dH= 21 (a) #89( B=0-095, p < 0.01), (b) Al &Y FHUOM= TME MH|20 Ciet 7|IHHE SFA
CHE-8(P=0.168, p < 0.01), (c) SH-S(B=0.170, p < 0.01), (d) 7AM NARERO| SekS OIX[X|2 D2ap HAE 7] YMH
£Hg(p=0.133, p < 0.01), (e) 7tAH=4(B=0.313, p < 0.01), ol HAE dgot= Aats & g0l Hof AAM=|o=
() SSCHLS(B=0.096, p < 0.01), (g) IT H2|G(P=0.146, p = OXX| @2 A2z HEHEC) Lo MHAFE 7120 7t
< 001) 50| 25 NATR| F(+)2of L OXl= A= A5|=0] nAR=IE DZHLMR(0| Y 2 s OlKls A2
LIEHRICE M2t <7hd 1>0] X|X|Z|Q{CE THE22 BME A 2 UERtEH], ol BME2 DARES Q8 TMZ Qo
HIAZE X|Zf0| AZd=|of Xz o et <7td2>5 ZHAS| =R ofL2t &l T, OHMIE, 2¥E| 22Tl S
o= Za, (a) RE8(E=0229, p < 0.01), (b) CHSH(P Crefoh A9 7HAs|EES ez Jjaslor & deds
=0.115, p < 0.05), (c) SZ&d(B= 0.229, p < 0.01), (d) =l AlARSICL OpX|2to 2 nZ0RE(B=0.343, p < 0.01)xmf 244
A(B= 0.165, p < 0.01), (e) 7tA||E4(B=0.220, p < 0.01)2 2|(B=0.485, p < 0.01)7} DS HE0 H(+)Q| FE= O/X|&
7““Eloil el = 0Kl A= LIt J2iLt A= LIEL}; <7hd 3>0| X|X|E|UCt. <Table 6>2 <7t
() SSCHFE(E=-0.005, p > 0.1)1} (g) IT Ha[g(B=0.022, p 1>, <7t 2>, <7hd 3>ot #EE 24Z20E MASHL U

<Table 6> Result of Hypothesis Tests Using SEM

Summary of The Hypothesis Path Coefficient Std. Coefficient S.E. t-value Result
H1a. Tangibles — Customer satisfaction 0.101 0.095 0.036 2.762%* Accept
H1b. Responsiveness — Customer satisfaction 0.186 0.168 0.046 4.043*** Accept
H1c. Empathy — Customer satisfaction 0.164 0.170 0.042 3.949*** Accept
H1d. Assurance — Customer satisfaction 0.146 0.133 0.041 3.549*** Accept
H1e. Price benefits — Customer satisfaction 0.317 0.313 0.050 6.321*** Accept
H1f. Product diversity — Customer satisfaction 0.115 0.096 0.037 3.134*+ Accept
H1g. IT convenience — Customer trust 0.170 0.146 0.052 3.229*** Accept
H2a. Tangibles — Customer trust 0.240 0.229 0.049 4.916** Accept
H2b. Responsiveness — Customer trust 0.126 0.115 0.060 2.107* Accept
H2c. Empathy — Customer trust 0.219 0.229 0.055 4.002*** Accept
H2d. Assurance — Customer trust 0.179 0.165 0.054 3.314*** Accept
H2e. Price benefits — Customer trust 0.221 0.220 0.064 4.196** Accept
H2f. Product diversity — Customer trust -0.006 -0.005 0.048 -0.134 Reject
H2g. IT convenience — Customer trust 0.025 0.022 0.067 0.372 Reject
H3a. Customer satisfaction — Customer loyalty 0.343 0.353 0.060 5.765*** Accept
H3b. Customer trust — Customer loyalty 0.485 0.494 0.062 7.789*** Accept

D < 01 *p < 005 *p < 001

<Table 7> Result of Mediating Effect of Relationship Quality by Using Bootstrapping

v 0,

Summary of The Hypothesis Path Coff;(:;.ient varﬁje Blal_so\(lzvir:ected 93;:3:' Result
H4-1a. Tangibles — Customer satisfaction — Customer loyalty 0.084 0.002 0.030 0.155 Accept
H4-1b. Responsiveness — Customer satisfaction — Customer loyalty 0.122 0.004 0.048 0.196 Accept
H4-1c. Empathy — Customer satisfaction — Customer loyalty 0.135 0.003 0.060 0.227 Accept
H4-1d. Assurance — Customer satisfaction — Customer loyalty 0.106 0.004 0.044 0.188 Accept
H4-1e. Price benefits — Customer satisfaction — Customer loyalty 0.233 0.002 0.122 0.331 Accept
H4-1f. Product diversity — Customer satisfaction — Customer loyalty 0.068 0.006 0.019 0.116 Accept
H4-1g. IT convenience — Customer satisfaction — Customer loyalty 0.108 0.006 0.041 0.188 Accept
H4-2a. Tangibles — Customer trust — Customer loyalty 0.187 0.004 0.069 0.319 Accept
H4-2b. Responsiveness — Customer trust — Customer loyalty 0.090 0.143 -0.034 0.207 Reject
H4-2c. Empathy — Customer trust — Customer loyalty 0.186 0.002 0.100 0.292 Accept
H4-2d. Assurance — Customer trust — Customer loyalty 0.135 0.016 0.036 0.237 Accept
H4-2e. Price benefits — Customer trust — Customer loyalty 0.172 0.002 0.058 0.297 Accept
H4-2f. Product diversity — Customer trust — Customer loyalty -0.003 0.966 -0.071 0.072 Reject
H4-2g. IT convenience — Customer trust — Customer loyalty 0.023 0.661 -0.097 0.136 Reject

0 < 01 *p < 005 *p < 001
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O|OjM nZHBk=1p ZMM2Iol D72 NtE HmE7| sk
F2E2i¥(bootstrapping)2  HAISIAUCE FAEZHE HHES
o ME|FHE FHHM HEES A0 Chet MZ|F7Ho|
02 ZESIX| oM, pgfo| RolSHH Oi7i=atot ACHL =
= UCh <Table 7>E HMEH, JAMO=E2 (a) {4 [0.030,
0.155], (b) CHSA! [0.048, 0.196], (c) =ZHAl [0.060, 0.227],
(d) ZAIA [0.044, 0.188], (e) 7}ZSEH [0.122, 0.331], (f) At
ZCHEA [0.019, 0.166], (g) IT H2|A [0.041, 0.188] 5 2=
MHIAZH QQIEN NMBHEE Oj7)dt= 222 LIEFRLE
et <7td 4-1>0] X|X|Z[RUCt oHH, nAAR(= (a) R
[0.069, 0.319], (c) &ZA [0.100, 0.292], (d) EHAlA [0.036,
0.237], (e) 7}Z4S||E4 [0.058, 0.297]1} NASNETE Dj7{st=
Aoz LIE HHHOY, (b) CHS [-0.034, 0.207], () &SCh
%A [-0.071, 0.072], (g) IT H2|A [-0.097, 0.136]1t DA
TS OPHSHA] Qb= AQE LIERRLCE [M2tM <IHd 4-2>=
22 XX = AT

O|0jM sh=olat S=Q1 AH|Xte| X[0|E HmET| 2{sf Ct
HEEM S HASIRACE CHUCHRAM S HAISE FH2 ohmela
HIXtt S=Q1AH|XLO| Cist BE2AFIt SAXCZ SYLHt
o| O|RE S ZAO|CL YetMo=z MU= DHE H|H Y
gl 2o HIsto] XHRE0l| o) FHO|RIT(x) 40| 3.84ECt
2 Z0| " 7+ Xo|7t UCHn HEHSITHBae, 2011).

<Table 8>0ilA HMA|E BRet ZO| "7HAs|EH — N ZMBER(A
x°=10.210, p < 0.01)", “MECILA - DHIFH(AX*=2.993, p
< 010y, "IT EH2|A — DZHOEE(Ax?= 9.236, p < 0.01)", "CH
SN - DHME|(AX?= 3624, p < 0.10)", "SUY — nZLIZ|
(Ax*= 5186, p < 0.01)", "SHAA — DZHAMZ|(Ax?= 20.024,
p < 0.01)", "7t — DHAMZ|(AY2=2.552, p < 0.05)", "I
HOLE — NN E(AY?=42.603, p < 0.01)", "TZHAIZ| - 11
WEME(Ax*= 38500, p < 0.01)'9] ZRO|M XEH 2t Z=
A==o| Ko7t SAXoZ Rolot A2 LIEHGCE oHH, 7t

—

Ag|=o] A= NALZ|0f OjX|= S tSE0l 1
Ao OjXls g2 S=U0 o=elof o) o 2 ek

2 22 0|2t o &St oLt Bihol ATt LIEGLICE a2t
XN <7 5f>, <71 Bg>, <7tM 6¢c>, <7Hd 6d>, <7t Ta>,
<td 7b>7F X|X|El BHHO| <Ibd 5e>, <7HM 6b>, <7td
6e>= 7|ZZ|RUCEL THEOIA el o d1t= E2| =10 CF
RIZSHA g8st= A= LIEHt JHEE0| AQlof CHsl A
HH, ot=0l2 Z3010] Hlg{ =LY =sPEOo|Lt o232 & O
Ef REYMel 7MAEEE Hud &= g2 = A7 |
of HAMEO| N3dt= 7tAs|Ehof CHs =2Ct Rizhgk ot of
Lzl §9 &E9 Fojo E&Est= =010 H|si TR
CHS AfH|A0 CHSF 7|CH =F0| =7| W29l Ho =2 TEHEICE

HHHO|| ‘A — DHBEF(AY’=1.069, p > 0.1)", “TiSH
— DHBR(AY*=1.395, p > 0.1)", “BLY — DHTIF(A=1.495,
p > 0.1), ‘MY — DHUF(Ax’= 1.798, p > 0.1), "8
A - DHME|(AYP=1.193, p < 0.1), “AHECIYAN — Dz
(Ax?=0.319, p > 0.1), “T Ha|M - DZHAZ|(AX2=0.812, p
> 0.1)9] 20N RETH 2t BEA 59| X}0|7} SHNLE &
O|SHR| QUA| LIEFRICE [2bA <IHM Ba>, <7Hd 5b>, <7Hd
5c>, <74 5d>, <7t 6e>, <IHM6f>, <IHH6g>E= 7| ZE[RALCE

OX|He2 2 Ao 7HEEE AYPMoZ KAISHK| 2L
X[ ALEHAM™D SSHNE CHet sh=elat 53019 A
HAEH X0 CHet HXio|d™E MAISHERUC) <Table
9>E AmEH =019 Z20| SEHME CHP MHAE
A X|Z0| AHMEEL 25 =2 ZAOE LIEfGICH HiH
of, 2F=0lol A0 SYHMTL ALHAMF Zto] AMH|A
E3 X|Zo= Xto|7t gl= ALE LEIGICE O3 A=
FS0E 27|0| 2 MHAEHS| HIFMO|LE HAE 0|8
AZOo|Lt X|Alof mE XO|E2 Qlef WME o= FFPEICL
ESH F0E2 THHREE Soll AILHBEMES YEste 4
L7t 20, o|z{st ZHO| ALIHAIEO CHet MHAEE X|
Zto| 2 g¥2 O3S 7tsdx AN7IEICL Ol FHEHC=E
TS| s F=ATRA SEHMTD ALHHAMZEO CHet
St=olnt Z=01 AH|XEO| MH|AEZR X|ZH0| CEH LtEpH
glolnp s darors MUy HES TR -0 X|7|=/Ct.

<Table 8> Verification of Path Coefficient Difference Hypothesis of Korean and Chinese Consumers

. Korean Chinese 5

Summary of Hypothesis Cooff tvalue Cooff tvalue A Compare Result
H5a. Tangibles — Customer satisfaction 0.135 2,771 0.189 2.933*** 1.069 K=C Reject
H5b. Responsiveness — Customer satisfaction 0.170 2.613*** 0.234 3.309*** 1.395 K=C Reject
H5c. Empathy — Customer satisfaction 0.117 1.674* 0.226 4.262** 1.495 K=C Reject
H5d. Assurance — Customer satisfaction 0.124 2.484* 0.131 1.890* 1.798 K=C Reject
H5e. Price benefits — Customer satisfaction 0.415 5.506*** 0.176 2.570** | 10.210*** K>C Reject
H5f. Product diversity — Customer satisfaction 0.097 1.598 0.101 2817 2.993* K<C Accept
H5g. IT convenience — Customer satisfaction 0.189 2.790*** 0.077 0.945 9.236*** K>C Accept
H6a. Tangibles — Customer trust 0.222 3.127* 0.159 2.107* 1.193 =C Reject
H6b. Responsiveness — Customer trust 0.151 1.689* 0.081 0.985 3.624* K>C Reject
H6c. Empathy — Customer trust 0.140 1.434 0.227 3.686*** | 5.816*** K<C Accept
H6d. Assurance — Customer trust 0.050 731 0.486 5.819*** | 20.024*** K<C Accept
H6e. Price benefits — Customer trust 0.269 2.743** 0.166 2.076* 2.552* K>C Reject
H6f. Product diversity — Customer trust 0.028 0.337 -0.004 -0.078 0.319 =C Reject
H6g. IT convenience — Customer trust -0.015 -0.162 -0.071 -0.748 0.812 =C Reject
H7a. Customer satisfaction — Customer loyalty 0.191 2.07* 0.474 5.130*** | 42.603*** K<C Accept
H7b. Customer trust — Customer loyalty 0.369 3.673*** 0.492 5.472*** | 38.500*** K<C Accept

0 < 01 *p < 005 *p < 001
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<Table 9> Comparison of Perceived Service Quality between Korean and Chinese Consumers Based on Size
Total average Korean Chinese
Duty free - - t- p- : - t- p- - - i p-
Service quality city airport value value city airport value | value city airport value value
(n=236) | (n=219) (n=106) | (n=129) (n=130) | (n=90)
Tangibles 4.201 4.873 -5.850 | 0.000 | 4.523 4.629 -0.744 | 0.457 | 3.938 5.222 -7.270 | 0.000
Responsiveness 4.081 4.640 -5.076 | 0.000 | 4.062 4.033 0.219 | 0.827 | 4.095 5.511 -9.462 | 0.000
Empathy 4096 | 4.711 -5.077 | 0.000 | 4.009 4134 -0.840 | 0.402 | 4.167 5.539 -7.874 | 0.000
Assurance 4.311 5.035 -6.489 | 0.000 | 4.434 4.558 -0.858 | 0.392 | 4.212 5.719 -9.672 | 0.000
Price benefits 4.053 | 4.682 -5.642 | 0.000 | 4.158 4.246 -0.631 | 0.528 | 3.967 5.306 -8.144 | 0.000
Product diversity 4383 | 4.580 -2.069 | 0.039 | 4.094 4.277 -1.505 | 0.134 | 4.619 5.014 -2.873 | 0.004
IT convenience 4.089 | 4.756 -6.267 | 0.000 | 4.090 4.277 -1.508 | 0.133 | 4.088 5.464 -8.355 | 0.000
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