Mu|2EA 9l ko] AR |A BA | BE AT
SAEYMH A AEE FHOR

b
=

] [e] [ s md PR =
‘B e 7)) F e
"R AAEAATY EAAN 2 A FA T

Modeling a causal relationship among service quality factors with a time-lag

consideration: A case in the high-speed internet service

Jeong-Cheol Park’, In-Jun J eong*, Kwang-Jae Kim’,

Young-Jun Park ", Chan-Gyu Kim™, Min-Jeong Kim", Ji-Young Jung™
“Department of Industrial Engineering, Pohang University of Science and Technology, Pohang, 790-784

“Business Strategy Research Department, Electronics and Telecommunications Research Institute, Dagjeon, 305-350

Abstract el AT A el Z)%e] N3P RS
I} BAFAE Frsy) dss B FA

There are many researches investigating a causal qu| A2 Aol dtth o Tz Au)A

relationship among service performance level .

, : - L pAANE=T E ZFA)A 2. o)l pAFALT
customer satisfaction, and customer loyalty. It is 5 :;; 5 j";E 77 ]7 J;ﬂgzz"‘
believed that a high service performance level <l OE:EA ]O}AE 3’44(; 530?‘& l?j.}_ 24
increases customer satisfaction, which again has a b4 AFA el @A = v AA 2
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time-lagged. This paper aims to model a causal & 2o)tHo, 10].
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a time-lag consideration. This study i1s conducted on o j = — e T
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