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The Effects of Department Store Customers’ Satisfaction and Commitment on
Relationship Switching Intention and Multi-channel Use Intention

Do Yeon Kim and Ho Jung Choo'
Dept. Clothing and Textiles, Seoul National University;, Seoul, Korea

Abstract : This study identifies meaningful factors that influence relationship switching intention and multi-channel use
intention for department store customers. Two types of commitment (affective and calculative commitment) are proposed
as mediators between satisfaction and behavioral intention. A web-based survey collected fashion product data from con-
sumers who had a relationship with a department store. A total of 150 responses were analyzed by frequency analysis
and reliability analysis, CFA, and SEM analysis with SPSS 18.0 and AMOS 18.0. Department store attributes were com-
posed of four factors (product, salespersons, facilities and place, and price and promotion). Department store satisfaction
was specified as a second order latent construct which was reflected in the satisfaction with the four department store
attributes. Department store satisfaction had a significant negative influence on calculative commitment and a positive
effect on affective commitment. Calculative commitment affected switching intention and affective commitment deter-
mined multichannel use intention. This study has implications for retail marketers that target fashion consumers and aca-
demics who research consumer behavior in retail settings. The most important result is that the affective commitment
and the calculative commitment serve different functions. Department store managers need to make an increased effort
to instigate an affective customer commitment in order to reduce switching intention.

Key words: relationship switching intention(Z4] 7 3} ¢] ), multi-channel use intention (HE|A|d o] &2 %), com-

mitment(& ), satisfaction(¥+=), department store(® 3}7)
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Fig. 1. Research model.
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Table 1. Confirmatory factor analysis results
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3.3 X2y o Saddi

ARZARE A BAA 713 dg o83t 2012 9¢
Bt A=l AFsl= 300-600] 34 1504 %
ST B Ao BEAof Hitslr] 3] wishde] 38 ¢
Y 1980t 1990 thell FAH &3 AEES HE F de
AFA 300 oo ojdem Aol e s oH
A ol ool WsdolN A AFS FulskA e &
AE A AT
FEo Zod vPae A% @ dgugoz s 3000 50
g, 40t 50, 50~60th S0MelReH HA F 17%= "L,
A 83%= 71E Adelel ASTh AA SR T oF 40%+=
AR FH, 38%E AHF-Folen Y HE M 89S
300~5005-4t 7} 44%ES ZFA|Uc).

FHE 150709 $EAEE SPSS 18.0 TR 7S ARR-3)]
A EEAS AAEAT AMOS 18.02 AMgsle] Felz o
A, FRGA BES ASsIGIT

u

Factors Scales Std. loading t-value Cronbach’s o
X, reliability 911 a 793
Salesperson X, product knowledge .888 23.075
X3 problem solving ability 814 19.242
X, trendy products .959 a .860
Product X5 brand variety 926 31.106
X products availability .801 20.626
X5 convenient location and parking .680 a 697
Facility & place »
Xg excellent facility 818 10.503
Xg discount rate in sale season 787 a .846
Price & X various promotional events .878 16.118
promotion X, financial benefit for using credit card 774 14.044
X, coupon and gift offering 754 13.615
y; love .843 a .880
Affective  Y» attached .809 15.208
commitment vy, trust 763
y,4 feeling like family 710 12.995
ys5 unwilling to .830 a 828
Calculati .
acu.a ve ye no other choices 925 15.690
commitment
y7 tied to .646 11.834
Relationship Y8 intend to change to other type stores 720 a 761
Switching  yo intend to increase use of other department stores 797 10.735
intention y1o intend to reduce shopping frequency for the store 715 10.329
y11 selectively use among department stores and other types of stores depending on situations .807 a 192
Multi channel-use .
. . y1p use various types of stores 789 12.067
intention
yy3 in addition to department stores, use other types of stores 719 11.496

x’= 454232 Normed x*(;*/df)=1.839 GFI=897 AGFI=864 CFI=954 RMSEA=053
a: When unstandardized coefficient is fixed as 1, t & p values are not estimated

All estimates are significant at p<.001
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Table 2. AVE and squared correlation between latent variables

Sales Product Facility &  Price & Affective Calculative Relationship Multi
Person place promotion commitment commitment  switching intention channel-intention

Salesperson .599°

Product 393° 690

Facility & place 258 285 .622

Price & promotion 310 308 417 .587

Affective commitment 217 327 225 314 655

Caleulative 078 141 187 162 148 641

commitment

Relationship switching 001 000 000 006 053 540

intention

Multi

u 010 025 .061 .076 .039 .005 111 .568

channel-intention

% Diagonal values are the Average Variance Extracted(AVE) for each construct
® Values lower from diagonal are squared correlations between latent constructs
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2 % el

4.1. Etetzel MEE E—1

2 Ao ARE SR AFee) BEE HSel] 9
3 1A Q8-S Q’\]E}%iq—ﬂable 1). 2323 (measurement
model)-% A= y’= 454232, (df=247, p<.001), Normed
X (X /df)=l.839, GFI=897, AGFI=.864, CFI=954, RMSEA=.053
o2 78 wel Zlo" FRE g

THEFG = (convergent validity)yS 7

ZWAVE)D 8178t frold&

Salesperson

61—

=371 I3l B
grolstd ). AVE%ALO

.709™

762" -507"

Satisfaction
739"

Facility &
Place

697

797

Price &
promotion

864

849

540~6909£ WEAT S SF0]Qon BE ZHwso] ol
RHFE 1% SN fols ehgrh, AHES slsh

|
el Z} H49] Cronbach’s ofts AHE A3} 697~ 88094
HAZ A dBAde gigt 78S SFAFAY. WHEEE

(discriminant validity)g €R13}7] €18l Table 2414 + W+
7 2BA Al LJ)r 7 W] AVERES vlwsiint. 7+ ©
o] AVEgte] B 5 oo yehton, BE Wk A

PAA AEgkol AVE”EE} S vehd A ahde
s SFAF

. - Relationship
Calculative 223 Switching
commitment intention

010 i
\\\ /,
.
I,\\
RN
SN
, N

\

] 022
Affective Multi-channel
commitment 215 use intention
822" 820" \ 742" gopn 02 \731"

x2= 390.086 (df=265, p<,001), Normed x2(x?/df)=1.472, GFI=.834, CFI=.932, RMSEA=.056

*p<.05, ** p<.01, ***p<.001

Fig. 2. Structural model test results.
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