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3.573 0.941
3.345 0.876
3.498 0.869
3.472 0.900

3

2.996
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Bagozzi and Yi 1988

Bagozzi and Yi 1988 LISREL 8.51

maximum likelihood ,ML

( )

4-5-1 ²/df PNFI PGFI

RMR RMSEA GFI AGFI NFI

CFI

4-5-1

²/df 3 2.506
GFI 0.9 0.719

RMR 0.05 0.052
RMSEA 0.05 0.077

AGFI 0.9 0.685
NFI 0.9 0.688
CFI 0.9 0.783

PNFI >0.5 0.641
PGFI >0.5 0.641
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( )

Bagozzi and Yi 1988

1. 2. 3.

0.5~0.95 4.

4-5-2

Bagozzi and Yi

11 15 20

28 33 34

0.5

4-5-2

t
1 1 0.803 -- --
2 1.011 0.765 0.079 12.858**
3 0.975 0.635 0.094 10.378**
4 0.869 0.625 0.085 10.202**
5 1.035 0.652 0.097 10.691**
6 1 0.752 -- --
7 1.109 0.794 0.087 12.740**

8 1.052 0.779 0.084 12.499**
9 1.124 0.743 0.094 11.894**

10 0.730 0.516 0.090 8.087**
11 1 0.364 -- --
12 1.966 0.703 0.381 5.158**
13 1.883 0.811 0.361 5.218**
14 1.206 0.579 0.247 4.894**
15 0.573 0.281 0.170 3.377**

16 1 0.675 -- --
17 1.294 0.808 0.120 10.746**

18 1.121 0.667 0.120 9.318**
19 0.720 0.531 0.095 7.614**
20 0.676 0.486 0.096 7.024**

21 1 0.688 -- --
22 1.243 0.712 0.114 10.945**
23 1.165 0.694 0.109 10.683**
24 1.254 0.722 0.113 11.091**
25 1.172 0.716 0.107 11.006**
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26 1.164 0.638 0.118 9.872**
27 1.030 0.564 0.117 8.769**
28 0.784 0.489 0.103 7.643**
29 1 0.697 -- --
30 1.065 0.784 0.095 11.266**
31 1.108 0.788 0.098 11.310**
32 1.053 0.782 0.094 11.239**
33 0.714 0.485 0.099 7.230**
34 0.581 0.322 0.120 4.858**
35 1 0.663 -- --
36 1.050 0.779 0.101 10.440**
37 1 -- -- --
38 1 0.818 -- --
39 0.962 0.835 0.066 14.470**

40 1 0.833 -- --
41 1.052 0.850 0.069 15.297**

42 1 0.693 -- --
43 1.005 0.748 0.091 11.048**
44 0.686 0.515 0.088 7.780**

t * P 0.05 ** P 0.01
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( )

Bagozzi and Yi

4-5-3 ²/df RMR

PNFI PGFI GFI AGFI RMSEA NFI CFI

4-5-3

²/df 3 2.197
GFI 0.9 0.773

RMR 0.05 0.040
RMSEA 0.05 0.069

AGFI 0.9 0.739
NFI 0.9 0.765
CFI 0.9 0.855

PNFI >0.5 0.702
PGFI >0.5 0.673

( )

4-5-4 19 0.494

0.5

Bagozzi and Yi

Tan 2001 Fornell and 

Larcker 1981

0.5 0.494~0.872

0.554~0.724 0.680~0.810

0.666~0.779 0.819~0.833

0.830~0.853

0.512~0.750 0.5
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4-5-4

t
1 1 0.803 -- --
2 1.012 0.766 0.078 12.891**
3 0.976 0.635 0.094 10.402**
4 0.868 0.625 0.085 10.201**
5 1.033 0.651 0.097 10.685**
6 1 0.754 -- --
7 1.107 0.794 0.087 12.778**

8 1.050 0.779 0.084 12.525**
9 1.121 0.743 0.094 11.909**

10 0.728 0.515 0.090 8.086**
12 1 0.681 -- --
13 1.064 0.872 0.132 8.041**
14 0.595 0.544 0.078 7.608**

16 1 0.673 -- --
17 1.342 0.835 0.124 10.793**

18 1.108 0.658 0.121 9.165**
19 0.672 0.494 0.095 7.104**

21 1 0.693 -- --
22 1.234 0.711 0.112 10.999**
23 1.162 0.697 0.108 10.781**
24 1.248 0.724 0.112 11.178**
25 1.165 0.716 0.105 11.073**

26 1.150 0.635 0.117 9.859**
27 1.005 0.554 0.116 8.653**
29 1 0.680 -- --
30 1.095 0.786 0.100 10.904**
31 1.168 0.810 0.105 11.139**
32 1.082 0.783 0.100 10.878**
35 1 0.666 -- --
36 1.052 0.779 0.101 10.465**
37 1 -- -- --
38 1 0.819 -- --
39 0.958 0.833 0.066 14.528**

40 1 0.830 -- --
41 1.059 0.853 0.069 15.316**

42 1 0.694 -- --
43 1.007 0.750 0.091 11.069**
44 0.681 0.512 0.088 7.734**

t * P 0.05 ** P 0.01
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( )

individual

item reliability 0.2 Bentler and Wu, 1993 Jöreskog and Sörbom, 1989

composite reliability 0.6 average variance 

extracted 0.5 Bagozzi and Yi, 1988

0.5 Fornell and Larcker, 1981

1. X Y R2

R2(Xi) = 1  ( ii ii) 

ii

ii

2.

=( ij)2 ( ij)2

ij

3.

= ij2 ( ij2 )

ij

4-5-5 0.2

0.6 0.5
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4-5-5

0.645
0.586
0.404
0.390

1

0.423

0.902 0.650

0.568
0.630
0.607
0.551

2

0.265

0.889 0.621

0.464
0.7613
0.296

0.814 0.602

0.452
0.697
0.433

4

0.244

0.866 0.625

0.480
0.506
0.485
0.524
0.513
0.403

1

0.307

0.913 0.601

0.462
0.618
0.656

2

0.614

0.920 0.743

0.4443
0.608

0.749 0.600

4 0.427 -- --
0.6715
0.694

0.862 0.757

0.6896
0.728

0.851 0.740

0.481
0.5627
0.262

0.739 0.491
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4-5-6 4-5-1

4-5-6

T-value 
0.377 5.564** H1.1
0.149 2.333* H1.2
0.067 2.169* H1.3

ij

0.310 4.276** H1.4
ij 0.406 4.909** H2 

1.304 9.353** H3.1
1.479 9.987** H3.2
1.442 10.989** H3.3
1.620 11.185** H3.4

ij

1.497 10.154** H3.5
-0.218 -2.870** H4.1
-0.449 -3.971** H4.2
-0.103 -1.364 H4.3
-0.388 -4.505** H4.4

ij

-0.297 -3.769** H4.5
t * P 0.05 ** P 0.01
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*
P

0.
05

**
P

0.
01

4-
5-

1

21

0.
37

7*
*

0.
14

9 *

0.
06

7*

0.
31

0*
*

0.
40

6*
*

1.
30

4*
*

1.
47

9*
*

1.
44

2*
*

1.
62

0*
*

1.
49

7*
*

-0
.2

18
**

-0
.4

49
**

-0
.3

88
**

-0
.2

97
**-0

.1
03

1 2 3 4
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H1.1

4-5-6

0.377

H1.1

H1.2

4-5-6

0.149

H1.2

H1.3

4-5-6

0.067

H1.3

H1.4

4-5-6

0.310

H1.4

H1

Stanley and Sewall, 1976 Bloemer and Ruyter, 1997
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4-5-6 0.406

H2

H2

2002

H3.1

4-5-6

1.304

H3.1

H3.2

4-5-6

1.479

H3.2

H3.3

4-5-6

1.442

H3.3
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H3.4

4-5-6

1.620

H3.4

H3.5

4-5-6

1.497

H3.5

H3

Sirohi, McLaughlin and Wittink, 1998 Bloemer and Schröder, 2002

Lin and Wang, 2006

H4.1

4-5-6

-0.218

H4.1

H4.2

4-5-6

-0.449

H4.2
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H4.3

4-5-6

-0.103

H4.3

H4.4

4-5-6

-0.388

H4.4

H4.5

4-5-6

-0.297

H4.5

H4

Fay, 1994 Fredericks and Salter, 1995

Neal, 1999
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4-5-7

4-5-7
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4-5-7

/

1 2 3 4 5 6 7
1

0.377** --- --- --- --- --- ---
--- 0.153** 0.458** --- 0.528** 0.551** 0.519**

0.377** 0.153** 0.458** --- 0.528** 0.551** 0.519**

2
0.149* --- --- --- --- --- ---

--- 0.060* 0.181* --- 0.208* 0.217* 0.205*

0.149* 0.060* 0.181* --- 0.208* 0.217* 0.205*

3
0.067* --- --- --- --- --- ---

--- 0.027* 0.081* --- 0.094* 0.098* 0.092*

0.067* 0.027* 0.081* --- 0.094* 0.098* 0.092*

4
0.310** --- --- --- --- --- ---

--- 0.126** 0.376** --- 0.433** 0.453** 0.426**

0.310** 0.126** 0.376** --- 0.433** 0.453** 0.426**

1
0.406** 1.215** --- 1.400** 1.462** 1.377**

--- -0.088* --- -0.042 -0.158** -0.120**

0.406** 1.304** --- 1.442** 1.620** 1.497**

2
-0.218** -0.449** -0.103 -0.388** -0.297**

--- --- --- --- ---
-0.218** -0.449** -0.103 -0.388** -0.297**

* P 0.05 ** P 0.01
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4-6-1

4-6-1

P
5.457 0.487
0.711 0.399
0.047 0.977
7.639 0.106
5.997 0.199

18.591 0.000*
4.853 0.088
3.823 0.281
9.608 0.212
5.564 0.234

* P 0.05

4-6-1 P 0.000

0.05 P 0.05

4-6-2

73.0

14.4 17.3 20.2

4-6-2

15 14.4 16 9.8
50 48.1 119 73.0
18 17.3 10 6.1
21 20.2 18 11.0
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30 30 157 110

4-6-3

4-6-3

P
10.227 0.115 
0.029 0.865

10.262 0.006*
57.341 0.000*
6.409 0.171

23.492 0.000*
23.781 0.000*
20.550 0.000*
45.998 0.000*
2.803 0.591

* P 0.05

4-6-3

P 0.000 0.05

4-6-4 30 30

29.9 30

64.3 30 74.5

30 68.2 15.9

30 56.4

25.5 49.7 30 51.8 30

30 35.0

30 43.6 30 301-600

32.5 30 1801 28.2
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4-6-4

30 30

11 2 45 28.7 44 40.0
2 5 47 29.9 15 13.6
5 10 65 41.4 51 46.4

5 3.2 4 3.6
1 0.6 0 0
4 2.5 3 2.7

101 64.3 21 19.1
46 29.3 82 74.5

25 15.9 6 5.5
107 68.2 62 56.4

14 8.9 14 12.7
11 7.0 28 25.5

36 22.9 57 51.8
78 49.7 34 30.9
43 27.4 19 17.3

2 55 35.0 17 15.5
3 40 25.5 21 19.1
4 27 17.2 24 21.8

5 35 22.3 48 43.6

150 5 3.2 2 1.8
151-300 26 16.6 11 10.0
301-600 51 32.5 17 15.5
601-900 35 22.3 10 9.1
901-1200 18 11.5 17 15.5

1201-1500 5 3.2 13 11.8
1501-1800 7 4.5 9 8.2
1801 10 6.4 31 28.2
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4-6-5

4-6-5

P
11.797 0.067
3.078 0.079

12.267 0.002*
47.608 0.000*
8.116 0.087

31.624 0.000*
20.687 0.000*
23.923 0.000*
55.533 0.000*
4.445 0.349

* P 0.05

4-6-5

P 0.000 0.05

4-6-6

28.5

73.7 61.0

53.7 27.4

68.6 16.3 52.6

48.8

44.2 34.9

1801 31.6

301-600 31.4 601-900 20.9
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4-6-6

11 2 43 45.3 46 26.7
2 5 13 13.7 49 28.5
5 10 39 41.1 77 44.8

4 4.2 5 2.9
1 1.1 0 0
3 3.2 4 2.3

17 17.9 105 61.0
70 73.7 58 33.7

3 3.2 28 16.3
51 53.7 118 68.6
15 15.8 13 7.6
26 27.4 13 7.6

50 52.6 43 25.0
28 29.5 84 48.8
17 17.9 45 26.2

2 12 12.6 60 34.9
3 17 17.9 44 25.6
4 24 25.3 27 15.7

5 42 44.2 41 23.8

150 0 0 7 4.1
151-300 7 7.4 30 17.4
301-600 14 14.7 54 31.4
601-900 9 9.5 36 20.9
901-1200 14 14.7 21 12.2

1201-1500 11 11.6 7 4.1
1501-1800 10 10.5 6 3.5
1801 30 31.6 11 6.4
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60 207

4-6-7

4-6-7

P
8.840 0.205
0.125 0.724
9.722 0.008*

57.019 0.000*
9.924 0.054

17.380 0.001*
13.344 0.001*
5.716 0.126

17.996 0.012*
4.631 0.327

* P 0.05

4-6-7

P 0.000 0.05 4-6-8

30.0 53.3

38.2 40.6

88.3 58.9

73.3 20.0

60.4 16.9 13.5

60.0 40.1

36.7

301-600 33.3 601-900 151-300

23.3 20.0 301-600 23.2 1801

18.8
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4-6-8

11 2 10 16.7 79 38.2
2 5 18 30.0 44 21.3
5 10 32 53.3 84 40.6

1 1.7 8 3.9
0 0 1 0.5
0 0 7 3.4

53 88.3 69 33.3
6 10.0 122 58.9

12 20.0 19 9.2
44 73.3 125 60.4

0 0 28 13.5
4 6.7 35 16.9

10 16.7 83 40.1
36 60.0 76 36.7
14 23.3 48 23.2

150 0 0 7 3.4
151-300 12 20.0 25 12.1
301-600 20 33.3 48 23.2
601-900 14 23.3 31 15.0
901-1200 8 13.3 27 13.0

1201-1500 3 5.0 15 7.2
1501-1800 1 1.7 15 7.2
1801 2 3.3 39 18.8
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4-6-9

4-6-9

P
17.731 0.474
3.838 0.279
5.954 0.428

21.816 0.040*
22.172 0.036*
12.836 0.170
5.108 0.530
6.131 0.727

27.036 0.170
15.618 0.209

* P 0.05

4-6-9

P 0.000 0.05 4-6-10

30

70

4-6-10

0 0 2 3.2 4 3.1 3 6.7
0 0 0 0 0 0 1 2.2
0 0 2 3.2 4 3.1 1 2.2

13 43.3 23 36.5 73 56.6 13 28.9
17 56.7 36 57.1 48 37.2 27 60.0

30 22 73.3 45 71.4 94 72.9 31 68.9
30 -60 8 26.7 13 20.6 24 18.6 6 13.3
60 -90 0 0 2 3.2 1 0.8 6 13.3
90 -120 0 0 0 0 1 0.8 0 0
120 0 0 3 4.8 9 7.0 2 4.4
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4-6-11

4-6-11 

P
21.042 0.887
7.954 0.159

16.542 0.085
84.617 0.000*
33.662 0.029*
42.347 0.000*
27.604 0.002*
25.701 0.041*
64.405 0.002*
21.731 0.355

* P 0.05

4-6-11

P 0.000 0.05

4-6-12 30000 30000

30 70 20000

20001-40000 50001

40000

40001 50000

301-600 50000 1801



80

4-6-12

10000 10001-
20000

20001-
30000

30001-
40000

40001-
50000

50001

2 3.5 0 0 0 0 3 6.0 1 3.1 3 5.7

0 0 0 0 0 0 0 0 0 0 1 1.9

0 0 1 4.0 1 2.0 4 8.0 0 0 1 1.9

45 78.9 15 60.0 31 62.0 19 38.0 7 21.9 5 9.4

10 17.5 9 36.0 18 36.0 24 48.0 24 75.0 43 81.1

30 42 73.7 21 84.0 35 70.0 35 70.0 22 68.8 37 69.8

30 -60 15 26.3 3 12.0 12 24.0 11 22.0 4 12.5 6 11.3

60 -90 0 0 1 4.0 2 4.0 0 0 1 3.1 5 9.4

90 -120 0 0 0 0 0 0 1 2.0 0 0 0 0

120 0 0 0 0 1 2.0 3 6.0 5 15.6 5 9.4

9 15.8 3 12.0 5 10.0 4 8.0 9 28.1 1 1.9

42 73.7 19 76.0 32 64.0 32 64.0 16 50.0 28 52.8

0 0 1 4.0 8 16.0 9 18.0 3 9.4 7 13.2

6 10.5 2 8.0 5 10.0 5 10.0 4 12.5 17 32.1

14 24.5 6 24.0 10 20.0 17 34.0 13 40.6 33 62.3

28 49.1 13 52.0 24 48.0 21 42.0 12 37.5 14 26.4

15 26.3 6 24.0 16 32.0 12 24.0 7 21.9 6 11.3

2 17 29.8 10 40.0 17 34.0 9 18.0 13 40.6 6 11.3

3 14 24.6 6 24.0 14 28.0 13 26.0 3 9.4 11 20.8

4 8 14.0 2 16.0 10 20.0 13 26.0 4 12.5 14 26.4

5 18 31.6 7 28.0 9 18.0 15 30.0 12 37.5 22 41.5

150 0 0 1 4.0 1 2.0 3 6.0 2 6.3 0 0

151-300 13 22.8 6 24.0 10 20.0 0 0 2 6.3 6 11.3

301-600 19 33.3 6 24.0 13 26.0 15 30.0 7 21.9 8 15.1

601-900 11 19.3 5 20.0 9 18.0 12 24.0 7 21.9 1 1.9

901-1200 6 10.5 2 8.0 6 12.0 7 14.0 6 18.8 8 15.1

1201-1500 4 7.0 2 8.0 3 6.0 2 4.0 0 0 7 13.2

1501-1800 0 0 1 4.0 2 4.0 4 8.0 3 9.4 6 11.3

1801 4 7.0 2 8.0 6 12.0 7 14.0 5 15.6 17 32.1
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183 84

4-6-13

4-6-13

P
38.298 0.000*
0.198 0.656
3.044 0.218

16.552 0.002*
54.491 0.000*
18.047 0.000*
14.001 0.001*
2.998 0.392
7.753 0.355
2.644 0.619

* P 0.05

4-6-13

P 0.000 0.05

4-6-14

23.5 17.5 17.5

25.0 23.8

59.5 83.6 30

76.2 60 16.7

120

63.1 21.4

53.6
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4-6-14

9 4.9 20 23.8
32 17.5 21 25.0
43 23.5 16 19.0
32 17.5 6 7.1
20 10.9 3 3.6
18 9.8 0 0
29 15.8 18 21.4

9 4.9 0 0
1 0.5 0 0
2 1.1 5 6.0

93 50.8 29 34.5
78 42.6 50 59.5

30 153 83.6 39 46.4
30 -60 26 14.2 25 29.8
60 -90 3 1.6 6 7.1
90 -120 1 0.5 0 0
120 0 0 14 16.7

13 7.1 18 21.4
116 63.4 53 63.1
26 14.2 2 2.4
28 15.3 11 13.1

62 33.9 31 36.9
67 36.6 45 53.6
54 29.5 8 9.5
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4-6-15

4-6-15

--

--



84

20000

40000
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5-1-1

5-1-1

H1
H1.1
H1.2
H1.3
H1.4

H2
H3

H3.1
H3.2
H3.3
H3.4
H3.5

H4
H4.1
H4.2
H4.3
H4.4
H4.5
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H1

Stanley and Sewall, 1976 Bloemer and Ruyter, 

1997

H2

2002

H3

Sirohi, McLaughlin and Wittink, 1998 Bloemer and Schröder, 

2002 Lin and Wang, 2006

H4

Fay, 1994 Fredericks and Salter, 1995

Neal, 1999
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1.

2.

3.

4.

…
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5.

VIP

1.

2.

3.

4.
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2.

3.
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(2003)

(2004)

(2005)
2005 11

(2004) Lisrel

(2005) 2005 5

(2002)

(2003)

1998

(2002) -

Aiello, J., Czepiel, K., & Rosenberg, L.J., (1976). Consumer satisfaction: Toward an 
integrative framework. Proceedings of the Southern Marketing Association, Vol.12, 
No.3, pp. 169-171. 

Ailawadi, K.L. & Keller, K.L., (2004).Understanding retail branding: conceptual 
insights and research priorities. Journal of Retailing, Vol.80, No.4, pp. 331–342. 

Ahluwalia, R.H., Unnava, R., & Burnkrant, R.E. (1999). Towards understanding the 
value of a loyal customer: an information-processing perspective (Report No. 99–116). 
Cambridge, MA: Marketing Science Institute. 

Anderson,E.W., Fornell, C., & Lehmann, D.R., (1994). Customer satisfaction, market 
share, and profitability: findings from Sweden, Journal of Marketing, Vol.58 (July), pp. 
53–66.

Anderson, E.W. & Sullivan, M.W., (1993).The Antecedents and Consequences of 
Customer Satisfaction for Firms. Marketing Sciences, Vol.12, No.2, pp.125-143. 

Anderson, R.E. & Srinivasan, S.S., (2003). e-satisfaction and e-loyalty: A contingency 
framework. Psychology and Marketing, Vol.20, No.2, pp.99–121. 
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Applebaum, W., (1966). Methods for Determining Store Trade Areas, Market 
Penetration and Potential Sales, Journal of Marketing Research, 3(May): 127-144. 

Athanassopoulos, A.D., (2000). Customer satisfaction cues to support market 
segmentation and explain switching behavior, Journal of Business Research, Vol.47, pp. 
191-207.

Auh, S., & Johnson, M.D., (2005). Compatibility effects in evaluations of satisfaction 
and loyalty. Journal of Economic Psychology, Vol.26, No.1, pp. 35. 

Bagozzi, R.P., and Yi Y., (1988). On the evaluation of structural equation model, Journal 
of Academy of Marketing Science, Vol.16, No.1, pp.74-94. 

Bearden, W.O., (1977). Determinant Attributes of Store Patronage: Downtown Versus 
Outlying Shopping Centers, Journal of Retailing, Vol.53, No.2, pp.15-22. 

Bearden, W.O., Malhotra M.K., & Uscátegui K.H., (1998). Customer contact and the 
evaluation of service experience: propositions and implications for the design of 
services, Psychology and Marketing, Vol. 15, No. 8, pp.793-809. 

Bei, L.T., & Chiao Y.C.,(2001). An Integrated Model for the Effect of Product, 
Perceived Service Quality, and Perceived Price Fairness on Consumer Satisfaction and 
Loyalty, Journal of Consumer Satisfaction,Dissatisfaction and Complaining Behavior, 
Vol.14, pp.125-140. 

Bell, S.J., (1999). Image and consumer attraction to intraurban retail areas: an 
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