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ABSTRACT

An Empirical Study of the Effects of Determinants on e-loyalty

-Focused on Visiting Tourist in Jeju

Sung-Soo Yang
Department of Tourism Management
The Graduate School of Jeju National University

(Directed by professor Hyang-Jin, Huh)

In today’s turbulent internet business environment, the scale of domestic
Internet shopping mall is growing dramatically. Also one of the
information -intensive industry such as tourism industry is increasingly
recognized in Internet business. According to the recent research about
on-line shows that  customer satisfaction is directly related to customer
loyalty. But they have only focused on identifying limited variables such
as traditional web site image or customer satisfaction relation. Also the
research model of them was not fully explained.

Based on the studies mentioned above, the purpose of this study is to
find the determinants on e-loyalty by taking customer satisfaction and
switching cost into account. To this end, a theoretical framework was

presented and empirical test was used to explain the research model.
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Survey data were collected from 250 respondents by convenience
sampling. A final 209 valid questionnaires were used for empirical analysis
after verifying data. The data analysis was carried out using a reliability
test, factor analysis, and regression analysis and T-test. Then these
factors were applied to the measurement equation.

The findings of this study are as follows;

First, customer satisfaction and switching cost positively influenced on
e-loyalty in internet travel agencies. It shows that the on-line and the
off-line become more important factor in online transaction than before.

Second, the variables which influence on customer satisfaction are all
variables of the research model, service quality, value of the tour product,
brand image, structural assurance. Except for service quality, the rest of
the variables influenced on. trust.

Third, switching cost was influenced by brand image only. And it is
predictable that there may be other variables, which this research does not
mention.

This study has some limits.

First, it focuses on service quality in web site such as Javenpaa and
Todd's service quality measurement and ignores the other methods.

Second, the scope of the subject was confined to the customers using
internet shopping in Jeju.

In spite of these limits, this study gives some meaningful implications to
marketers and managers. Further study will lay solid foundation on the

research by applying more variables.
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1) =l Ed | 20043 Ay AR 3PN eI AL http://www.nida.or.kr/index.htm, 2004. 8.

2) Steeiner, Thomas and Dufour, Arnaud., Agent-based Cybermarketing in the Tourism Industry,
Proceedings of the ENTER'98 conference in Istanbul, spring, 1998 ; &34 33 WebsiteE ¢
3l Site Contents ¥4, #3374 sAT,; |, A8A A1E, #3474 348k3], 2004, pp.357~378.

3) A4, UTYHI w3y, WAERAL 2004, pp.367~ 392.
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-gS abA FE3 Aytolr}, 1A FA| (customer retention)= Al w7 FEo] u] s

A2 orjgo] diHor Homw Ao olgFEel SlolA Fagh Agteltto)
oYl =Y A7p BEtal web merchant Abolol]l A Aol A da A A AE Ul

Hl 22U Ao Ao 12 T4 E(e-loyalty) 7} A-F=o]#]7] Al #sld ). e-loyalty =
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A5 9% Aol ESe) BF APt e ol FolA T

D850 BaAe 9 FABEAA T2 S(fow)e] AReelI Tt By AT
ANA AFAS #AFAS FHoR OFS AAS T FE2(flow)e] EHHF7E B33
Aol 9 BEAG] WS RFoIAL gom B YRS PAY] 9%
4) Bakos, Jy., , "Reducing buyer search costs: implications for electronic marketplaces",

Management Science, Vol. 43, No. 12, 1997, pp.1676-1692.
Strader, T. J., and M. J. Shaw, "characteristics of electronic markets", Decision Support
Systems, Vol. 21, 1997, pp.185~198.

5) AEEol 73], “RIEY &30l nAFTHE &S WA= Qe ek AT Ty JAEY
4235 S FAow” FgARSATY; | A1l A4, =rFIARES], 2001, pp.135~
154.

6) Zeithaml, Valarie A, Leonard L. Berry, and A. Parasuraman, "The Behavioral Consequence of
Service Quality", Journal of Marketing, 1996, pp.31~46.

) EZRYAL, TARES L AF Fuo] HEAEES] AL Ea] BF AT, AP AT
A143 A1ZE, S=vpAYEs], 1999, pp.47~75.
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pp.225~271.
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<E 20> SAFFS AHEEA A
no | Item | Meam |Std Dev| alpha no | Item | Meam |Std Dev| alpha
1 | Q1 | 31770 | 7482 9215 21 | P3 | 3.0574 6910 9212
2 | Q2 | 3275 | .8318 9216 22 | P4 | 3.0096 7658 9208
3 | Q3 | 3.0239 | .8288 9224 23 | P5 | 3.2010 7645 9205
4 | Q4 | 3.0861 | .8217 9219 24 | Bl | 3.2249 7153 9208
5 | Q5 | 3.0674 | .8697 9227 25 | B2 | 31818 1567 9218
6 | Q6 | 3.0622 | .8610 9213 26 | B3 | 29904 71966 9207
7| Q7 | 29617 | .9346 9210 27 | B4 | 3.0909 1248 9213
8 | Q8 | 3.1388 | .8520 9210 28 | B5 | 3.2679 7690 9205
9 | Q9 | 3.2249 | .8504 9220 29 | S1 | 3.14%4 7085 9215
10 | Q10 | 3.0957 | .8663 9211 30 | S2 | 3.0239 6682 9216
11 | Q11 | 3.1100 | .7353 9202 31 | S3 | 31675 7042 9214
12 | Q12 | 3.2249 | .8672 9204 32 | C1 | 26459 7960 9236
13 | Q13 | 3.3014 | .7967 9213 33 | -C2- | 2.77560 9213 9239
14 | Q14 | 3.3349 | 8451 9216 34 | C3 | 32010 | 1.0133 9254
15| Q15 | 3.3589 | .8663 9209 35 | E1 | 29617 9550 9229
16 | Q16 | 3.2679 | 1.0072 9213 36 | E2 | 3.1100 7859 9211
17 | Q17 | 3.2919 | .8582 9214 37 | E3 | 31914 1977 9212
18 | Q18 | 3.2249 | .8448 9210 38 | E4 | 29043 9043 9207
19| P1 | 31100 | .6880 9223 39 | E5 | 28134 9033 9234
20 | P2 | 29472 | 7545 9216 40
Reliahility Coefficients
N of Cases =209 N of Items = 39 Alpha = .9260
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