HIXSHAAT M1 M25(EH2ZE)
Journal of Venture Innovation, Vol.1. No.2, December. 2018, pp.61-73

SdE oISH H2E 4

5t

SHUH(CFM) H|uw

http:www.kavi.or.kr

o1

)
op
ox.
rE
ro,
i)
=2
o Jpu

9,
jn

[2

Bl

Ra)
g2 rr
lo
fru
2

o

pa)

=

ok
— |O )

i)
)
S
o

P
H

a2

P Ho
Y. o
&

Jo W

3o o

2

rflo 4>
28
= rr
re
-

J

)
-
ol
ol
)

pr
)
ol
)
fo
o)

O

re 4

-4

Y, ©
oo r

o
f o
ofo
M
O
o,

=
o 8
oru
J9:|o
J

o ™ oz Uy X Rl
o

s Mo

>

o

o
ia]
rln
2

=
_Qirulrumﬂ}r

Jo
)
2

=

tjo
ot
rlo
Flot
%
:on:'I‘

nE 2> of £ R
i
I

]
ofo

[>
ot
2
=]
)

ad

r
I

B £19]: service profit chain, AJH]

sto
£

710] Oﬂ

a1 o
==

urh

A AL

L2315

o2 g 7
E(NCSIHE
5 2ol

ZBRES(CS),

VROl AI26%
gasiac vy

5t

) g

oA 2o
JUKNPSZ o}
oIt ww Al 46}
Sollx] AulA BA(SQ), 1
s9l qEIsick

2017

24510 0

A
=
=2 o

ra
>
P

. Heskett £(1994)2
Service Profit Chain(SPC)2

Service
Quality

Customer

Sarisfaction

Lovalty

Customer

Profirability

AR @22 8UNE] T,
AR gt ms,

/-
AAUR, 20179 109 129, Zolgie
B
B

15 OB

%
e o nl,

: 2018-10-15 2744 2018-11-15

<73 1> Service Profit Chain

jrkim45@empas.com
gljoseph@nsu.ac.kr
Wtz AR 18R] A S
H, 20179 129 4, 2016 95T 0.9 Ak5st 75,68

H, 20173 129 18Y, H+ 56.3%d 02 2016\A o] 3.27d 5

- AR Y 2018-12-06

oo} Fyt2 77.54%



SPCo] 7lgol= MHE|A &
o2 FEE 7YY oleZ
A L st A= e rHDe Haan, et al., 2015 : Artz, 2017 ; Azman et al., 2015).

_llrrl o
ol

n7o] FHEL 790 A9 A GFE vlAlcks ARo] WalAIAA 1ol FYE Ang 9lat
3R welz il 2 B o) g WU ojF2 Ut PISHEE ofsh] i 29U
o8 TANRE, WAFMAL, TARINLS gt Zo] glot, A7 et o5 94l tlossp

Aolct.
Morgan and Rego(2006)= 17HUEE(CSI : Customer Satisfaction Index), 17ZBFEAX]4(NPS : Net
Promoter Score, Reichheld, 2003) J2]1 17Ay:2X]4(CES : Cutomer Effort Score, Dixon et al.,
2010)E mIst= 7j @O 2 Customer Feedback Metrics(o]st CEMol2} &2 AA|F Tt CFMo] 7149] tl2j
HIE Sgeten] oV B2 AEZL 0 lou, o SYHA, 97T, YL, BAUISS A7
£83t0] lojA] ol Z4e AR Ao} wfelo} x| BlLSPIIE FE Aolc. Aol Wt oj5eie) 94
of tabA Ukt gl Alolck. Aizio] tlRlE ol kA ekt 9lu, ol5S WU s
76t ol2 BYHo2 At st Zlo| oj5o] rhDe Haan et. al, 2015} A7Zute thow ok
£3] ¢i77} vlis] A7) o]2ofal CESe} oloh A% Rao] ofS2o] 228 WayE AElL Ak
ol £ ol IAEE, DAZHA, DAneL0 IAFROlSl BAR AnEs A2

L
m
T
=
30
rr
>

&7t

O
o BlwRAg stuat ik oF F3) ARFoRL ClUst AolM oL CFMES CFMe| 282 AISE
AR Aett] g0 Hul, stexoRy CRMo| dj50l Foit sHA7t gloni Uobt oitg ARste
2300] 2eUR|Z olsfsts &2 Falwat et

CEMt WS E, 7199] at BAIS olslists 212 Ul S5t ofdf] ¥ o3 MMEH thavt

2.1 DZHOF=E & (Customer Satisfaction Index : CSI)

WS E(CSl2t 719 Alololls el BT g B Felnl Abolt

Oliver et al.,(1997)& urxolztste QIX|A & HAMA QAE :shst ALRS m7to] ZAvlSatisfaction is
the result of a postconsumption or postusage evaluation, containing both cognitive and affective
clements)2til Aol5loir}. 7]0}-2Ux] o] 2o] oJst® 1AL A7t Autel o|Ho] FhAl L U 7|ThE bl
sto] QhEEolvs mrishcty gich ol2ish uARESS 271K] RS HAIA Qloh &, EA A @Y E
(transaction-specific satisfaction : TSS)It £A|A W& (cumulative satisfaction : CS)o]t}. TSSE= EA
B Ay omats, Mulaeh ARt 1710] Brtold, FAA EL XV Aled Aulal R
tiet AubRQl 7toltt.

2.2 D =K X|4(Net Promoter Score: NPS)

Reichheld(2003)= ‘The one number you need to grow 2t= =58 E3j| 7|&0] nATIEX]| = XIAsH
270 FHES S4s] oftin A4l olgk 19 o] nAFAEe 70| HolE 27T
DAGER|SE AN FEi AVVAZL Weke Rolch ol U¥S B8l FHol%likelhood of

62 Journal of Venture Innovation, 2018 12. Vol.1 No.2



1 FHE 95 HDE U2 FFYH(CFM) MDA

recommendation)o] ¥HEtOjo] 7Y & IS 0)RS wolWlch NPSE 4 9&e ooz FA
(referral) == ¥H2 F0f(repeat purchase) & &= & il sioy. NPSE &E4st= Jﬁﬂ% L%ﬂﬂr
136

Z :
AEtAlE At Al SR RAZ Aol ot dSU7M(How likely is it that would
recommend Company X to a friend or colleague?)’gh= £4 Q&g 2+ w3< offel 7301]/\1 He
gieh o] 1178 Az E43 E}Q Z4 178 H]g(promoter : 104, 9&-SIxNo|A] BIEM UM vl
(detractor : 68~0" 2TANH|-&2 WA AP

DETRACTORS PASSIVES PROMOTERS
| | | | | | ' R
0 1 2 3 L 5 6 9 10

Net Promoter Score — Y% Promoters EECEM 9% Detractors

<722> Net Promoter Score: NPS

Arts(2017)0l oot NPSQF 71ge] Adutefe]l wAlA MeiATt 471X|(De Haan et al., 2015
Keiningham et al., 2007 ; Morgan and Rego, 2006 ; Van Doorn et al., 2013)S &35t Ay}l NPS7t
e HgYEuc Ue 2ol gt 2L saelE sig

2.3 178 3 X| 4= (Cutomer Effort Score : CES)

olr

Dion et al 2010/ =22 F5) DAwxAets Hde rstdch o RARRARSE o) 27
=, 2701A slxjete] ofEl HEAGO] QoA E9lo] wzfo] ok}
Hole 2o AMA Tie Buses 1A g Foloex 1o SYEE ATY 4 o

gty 259 AIE w2l A7 siEsks Ao deAlle ARG 345 Ao fo5t J= it

st &)= Jale] @1 A2jshy| sl Yupt we wS AU ( “How much effort did you

personally have to put forth to handle your request?” )2 54 Az g mf2AL w3(1)ofA 0] U

w(5)@=r] 10] 2 Zol1 57} 1 Zoloe MEst dog g BA|9h w2jolats tojst 2sto] e}

theAl Agss APE et 234 FZols 39/vlEdz vt &, AP Yo A siAe 7

8 29T (The organization made it easy for me to handle my issue)2 BT} o] AFoz Ao

2x9} w2lolak tojo] 2A12 Fmshl o) Fct
of WALERAL 17 JER8u 2700 ojRls FHE0] ohe) Wlshes Yold 8% YR

AR Qltk. &2 olZlo] uAFH o] Fe DRl AFAE AAY 7IEF et 845 B 85t

T oAl AlgEs wAHE B m2 A §884 ook ojzld) e

e ot 2= olji2 A2 N3
A 712E 71U wARte] Joargdol glofA FYelol Aolajle AAste] 7ol golstAl wAIS 312
o A=s A9 Tt AlEA o2 SRojoiths Zlojot. A7 MH|AS s o 2RH FHYEE
de A 2ot 249 V|diaES A ez gofHE JtsAddl o &5 ¢ Aok

Ao Aol ARl A JeARg dejo] rEcitt 2-eneijle] AYgE ¢ AYHAYU A
ojct. CESe 7|24l Zo] & Assts AES Fdstke Zloloh. 142 AR 7124 2 2 Als
st Al=jgurd of AEieichs 7Pgoll 719S Fal 9ok CSILt NPSof| vjs 579 ole=™ LAAME|A

HARINAT H1A M22 (5322) 63



% AR Y & 2 oA Sk U SR|Eet Bek A A Fith. Jejoe CES
A ojelo] DABAES AAst: dlt AP ok 1ol Hl2o) /|E ABAME Aol gt
A9e 280 AR i AP olc

Oliver(1999):= 5% H Ak} WAL ARl 9Qlo|E s A4Ko 2 Assks Aol Ay
A PHEA o2 JofstuAL oh= 1789 WA Z<i(intrinsic commitment)0.2 o] sttt shH, Dick and
Basu (1994)= A7t $A4=+ JOiXEfz(high relative attitude)?t YH=E/d(repeat patronage)o] U+=
A9 wAstel, A Bles S4Ee WEA S Lreoich Rundie-Thielo(2005)0] oJskd 17454 0]

2502 5% Zlo| 19404t stol, Alo] FYES WY A YL 5 PEA

S WaoickBodet, 2008). ol% ElEAlel SUw A nafshl =Yt BlEx FYcds
(cognitive), ZHAA(affective) & 3=A(conative) @4 TS5 ndkst 7oz H 11 QITHOliver, 1999).

ol chgo) Sirgo] $HElE BEI HE 252 Tofshe ciRtEese PRElol girkezlol 50
ot QltKVelazquez et al., 2011). H|E Ej=A FAHEQl i34 FAHE7F HHo] QIA|TH Twhe Lo
E78e) Jigor B A-E AlNYsk Atk &, ¥ S=e A ek 22 ZAne] 2HS
B=d S4es AAA 7IHl £28E 71 9t 35S 45 Yt 4N HE2e AAuE,
BIE N s, JREE < A Ares FAI0E, ATl tiet A, Aol

o

r
=

x] A

F_E b{'
ro _||>|:
i

=

r{n
Jlm rL
o2 rd _>.:

%S ’ EH
o=, muly 7H4 A=At ot gHH, CPMu} 178570l Ao s tif2o A4 A3
(linear) A5 715t glod, 4+ A+ vl (non-linear)HAIE 7Pdsta Qloh

III.

A%

¥ WY HlD 2y

31 7|12 7}

CSit Mel2 EPS koIt DAUZES} koD, DAUSEL IASHES koln FIHOZ SR
7199 o]&g &Itk 73 YEsk 9ok WR, NPSE 1S FAAel A@uct RNl 3@e urt
o 284t Teb o2 142 P BUEYstL 052 o gl & T NPSE eRicks /Pge Yastn
9tk CESO] 29 17735 Bolo] 59 wojo] 282 FHao] o] w7 L2e ZolzozA 17 54
=2 olZo] A4 glrkw dict,

CESE T74Mu] 2 Aol

DAskE OJAIA g (micro-experience)®] £70] ZAo] SHRolx Qled|
gisto] NPSU CSli= 1789] HAA QI XY 188 AAIE tiid ezt 7AIA 7™ (macro-experience)?]

ol 270] StFof™ et

Zeithamal et al.(2006)2 &AUIHS 271A] AfPo g B=3519 =0 I sht= forward-lookingC 2 0]2j<]
Azt A7t olF &Y & Qe signald] £FE & Zojth. NPS7F gmAld efust ol2jio
= 2 sht= dXE :EFst  backward-looking © 2
a40] 7ol 27 £1 AAle] S0 FS £ ok fhmAl Zlo] CESelch

A9 EAFA A g FAs] giZoldt. CShe H[E 179 Ao 7|8k £ UA|Th

64 Journal of Venture Innovation, 2018 12. Vol.1 No.2



o AR AX AW 71Gue] ARl BAIS EF Qo] FAol B ¢ 23S 7 ol ¥ 4
ek,
<®E1> CSI, NPS, CESQ] AI7HA I vl
£79%99) A2 5749 g
A =4 CES
3R] =A cslI
ojef 2% NPS

7o) S74%=0f nlxle dZol sl 214 ol 27 e ROl NPS=
A Fal et T2t NPS7F CSIv CESOf| Hlwsto] 174 siEof tieh o 53o] =il
7199 duket o =2 A EAPE okl 2Ris)

542 9isiof CSL NPS % CES 2% 7&a MBAS AMgsin Aot CSIo) 49 3] B8 57

58=
P71 shal, AR =S FFsIe gttt A TR Eo] 9 VX tisl] ARHAoR gRESIUZ? (All
in all, how satisfied or unsatisfied are you with company X)2} A&t U} 20RE(]) Of-9R=E(7)x}
Zol 74 Arg Wo| L83ITh NPSQ 4L ©Y 502 ARSI A A ATy FE0
ZAgr olgko] Aot &SU7?(How likely is it that you would recommend Company X to a friend
or colleague?)’ehs FA1 AF £F& 118 Mz S4eit). ofe TZARITH0) oo 180H10)2 57350
FR 078 8l&{promoter : 104, YHSEHANOIM BIFAY ¥&{(detractor : 673~08 SEAN2 WA Ageich
CES 9] & d=og AZSIh it 4o A siES 7 slistHThe organization made it easy
for me to handle my issueol U1 Bl5Ol(1) hSFI(B)2 Sstel Baare FEAT W, o HS AL
= Sl4 o Fof ZA QAg sPIflel 7I9AIX ZAElS Al=gh Alo] QlsuU7H?(Did you try to contact
Company X with any kind of requst?)2b= A0 yesst Al&ut A5

34 88 20| HE 984

L =20 7171
A7) 9iet Zoluol met ol g o

CFME 8 2A0] wet 2 AHge, o2 SW LAURROING SRR AYEA EAIN
] OHO %
4 ol 2o ok SR SR get ol ARl Bt SAUNE

&

CFM IR ehucy o ARSIR A 584
CSI + + ++ +

NPS + ++ ++ +

CES - N /- -

6)12U Artz, M.(2017), “NPS - The one measure you really need to grow?,” Controlling & Management Review, 1, 32-30]
ofs}® NPS7} Ce Z7upsio] uls) Lhe Zo] Qicka st

7)De Haan, E., P.C. Verhoef, and T. Wiesel(2015), “The predictive ability of different customer feedback metrics for
retention,” /International Journal of Research in Marketing, 32, 195-2062] 1% YX= dHFsto] AP} A2)5t9-S

HARINAT H1A M22 (3322) 65



Cioat Algisolo] A8E|n glon], AlgiHolo] met 2k 5740 olyo] ch2A et gk De Haan
S(015)9) 975 7% Helstel theo] met Pk CSIo) A9 187 AldEols golat Zlol ) glos,

Mtk QAR Zlo] BHEAL ol §3 U 7bH 5 4 Holsitk. NSO %9 SUshA folat
Zlo] S7igion], Avted, SHEA, Eolls, shTRe 5 o]l ofE SN B 9N Zow
UeRdeh. 3, CESO) 749 23jEo} 29t 0lat 7102 Uehon], AR e gl 7o Uehir),

>'_\1£ 4

<#3> CSI, NPS, CES9] AgFopd 714 H|w &4

AbAEof Csl NPS CES
a3 1.000
Rl
o3y .985
DNEA] 1.000
9 MEA 1.000
oYX 722
A&
o1y 1.000
Elopt= 1.000
sz 1.000
Sopl
ok 970 982
RLLIES)
714 1.000
DIY 888 898
) 1.000
eaelojjef 969
22RQ14Y 884 734
kel 8/18 8/18 1/18
H|AE A3} 4/18 4/18 0/18

36 Hg ot

CSIo) 3% sjatet 17e] Al BAuCE 57
of %% Ao WP AskHololN MY EIES AY] FE

ox
for
2
o
=
Pr
N
lo
n
o
o,

A= Aol Qlot. ®FH, NPS

d% A9 A7) dete A AA AR 24 sitks S
A= SH7E 9tk CESO] Z¢ 1719 AL Mu|Ao] sHy A|ZI”at n78Mu]A0] Aofof] TijsiAl mteto]
7best, off u7io] 11 ZAIE AlZIskEAl &2 1 gol7h SoIQIA]of tish mpeto] Qb= FHAIZE EANSHE

8)De Haan, E., P.C. Verhoef, and T. Wiesel(2015), “The predictive ability of different customer feedback metrics for
retention,” International Journal of Research in Marketing, 32, 195-206.

66 Journal of Venture Innovation, 2018 12. Vol.1 No.2



1Y FYE A5 MOE fIgt ZYYH(CFM) HudA7

N.ZEE

ol2jst CEMS Qoo AMHHOF=o] AllHz 1 &0 9aXo| th27] Uehty, Fat BAcio)
of TetA = th2A Yl ot mebA AbdZofdt 2o o2t %
2 ARgEE "ot Qler giRlz gdrct Bidoa ARgs He H
Z¥zke 1p2o] A4 SIS AU Qloh B4 AEA 1 54
3te] SAlo] A% BgRloz ARgE 4 Qich

g €9 IAUSE toolS &Esto] 2

=

=2
5) S2afen] 591 w2 2oj24 UCHCES) 121 o] HHL ulgoR FHOAF Al Zojzs ot
o z o]
Ay

J
M
)
e
rl:l
A
b

(NPS). ol ojatel NPSeF CES= 4 2 e it w2lg A 591 Al

Mg she Aol girk Iolw § ARo] St mFAL Bert 9 Fo] dolME IR0l NPSE
RS APY 3 9] ol ojn shiel
7

ofl
ol
—
o
<
£
X
N
—
)
rr
>

5 e 7}
mizoll 23 o] Bt o5 S wd4 Qo Aot AFg Foll ofmst st 22

o1 3
satol] 7b MEER Folojsith. oM FRE AL ol2let Se] Wo| ofjet 2RI} Ao A

o chet 71E0] MY A7E o vl BAsiet. olsol
2 Wrt 9u, ojrjdt AolA ojui

A 52
xgol VY o5 £94 Al Aolut A7t Basi
REFERENCE

20)4, ¥rar(2014). ‘=

AOH(2012). ZHPE, 27ZE, YEYEIY BHFS B, HAES =R, syoixitieta ety

epdol, ol 9AH(2015). “TAWE, IAFHE, WAGHIY, nATAUE BA 20| B FUH 1A
alAE 442 30(1), 53-104.

w3 H=(2010)." nAQEEDE nAREAY wlke] WAl- Bl dnr AR RAFAT 0p)g e o7,
15(2), 71-92.

ol 3AN(2016). “AB|ARA, VAGE, WAFHE, RIE|L2 O] oo ofgh TR 1Y Fo AR
Fgerad L 45(6), 1763-1787.

Agustin, C. and J. Singh (2005), “Curvilinear effects of consumer loyalty determinants in relational
exchanges,” Journal of Marketing Research, 42(February), 96-108

Anderson, EW. and V. Mittal (2000), “Strengthening the satisfaction-profit chain,” Jjournal of
Service Research, 3(2), 107-120.

Artz, M.(2017), “NPS-The one measure you really need to grow?,” Controlling & Management
Review, 1, 32-38.

Az'man, S. and B. Gomis'c’ek(2015), “Functional form of connections between perceived service
quality, customer satisfaction and customer loyalty in the automotive servicing industry,”
Total Quality Management, 26(8), 888-904.

HARINAT H1A M22 (5322) 67



Baumann, C., G. Elliott, and S. Burton (2012) “Modeling customer satisfaction and loyalty: survey
data versus data mining,” Journal of Services Marketing, 26(3), 148-157.

Bodet, G. (2008), “Customer satisfaction and loyalty in service: Two concepts, four constructs,
several relationships,” Journal of Retailing and Consumer Services, 15(3), 156-162.

Bowman, D. and D. Narayandas(2004), “Linking customer management effort to customer
profitability in business markets,” Journal of Marketing Research,44(4), 433-447.

Caruana, A. (2002), “Service loyalty: The effects of service quality and the mediating role of
customer satisfaction,” European Journal of Marketing, 36(7), 811-828.

Chen, S. C(2015), “Customer value and customer loyalty: Is competition a missing link?," journal of
Retailing and Consumer Services, 22, 107-116.

Cheung, CM.K and MK.O. Lee(2009), “User satisfaction with an internet-based portal: An
asymmetric and nonlinear approach,” Journal of the American Society for I[nformation
Science and Technology, 60(1), 111-122.

Chiou, J. and C. Droge(2013), “Service quality, trust, specific asset investment, and expertise:
direct and indirect effects in a satisfaction-loyalty framework,” journal of the Academy of
Marketing Science, 34(4), 613-627.

Chuah, S.H., P.A. Rauschnabel, M. Marimuthu, R. Thurasamy, and B. Nguyen(2017), “Why do
satisfied customers defect? A closer look at the simultaneous effects of switching barriers
and inducements on customer loyalty,” Journal of Service Theory and Practice, 2A43),
616-641.

De Haan, E., P.C. Verhoef, and T. Wiesel(2015), “The predictive ability of different customer
feedback metrics for retention,” /nternational Journal of Research in Marketing, 32, 195-
206.

Dick, A. and K. Basu (1994), “Customer loyalty; toward an integral conceptual framework,” Jjournal
of the Academy of Marketing Science, 22 (Spring), 99-113.

Dixon, M., K. Freeman, and N. Toman(2010), “Stop trying to delight your customer," Harvard
Business Review, 88(7-8), 116-122.

Dong, S., M. Ding, R. Grewal, and P. Zhao(2011), “Functional forms of the
satisfaction-loyalty relationship,” /nternational Jjournal of Research in Marketing, 28, 38-50.

Finn, A.(2011), “Investigating the non-linear effects of e-service quality dimensions on customer
satisfaction,” Journal of Retailing and Consumer Services, 18), 27-37.

Fullerton, G. and S.Taylor(2002), “Mediating, interactive, and non-linear effects in service quality
and satisfaction with services research,” Canadian journal of Administrative Sciences, 19(2),
124-136.

Grénroos, C. (1984), “A service quality model and its marketing implications," European journal of
Marketing, 18, 36-44.

Groves, K.S. and C.M. Vance(2014), “Linear and nonlinear thinking: A multidimensional model and
measure,” The Journal of Creative Behavior, 49(2), 111-136.

Gruca, T.S. and L.L. Rego(2005), “Customer satisfaction, cash flow and shareholder value,” Jjournal
of Marketing, 69 (July), 115-130.

68 Journal of Venture Innovation, 2018 12. Vol.1 No.2



1Y FYE A5 MOE fIgt ZYYH(CFM) HudA7

Hamilton, R. W., R. T. Rust, and C. S. Dev(2017), “Which features increase customer retention?,"
MIT SLOAN Management Review, 58(2), 78-84.

Heskett,]. L., T.O. Jones, G. W. Loveman, W.E. Sasser Jr., and L.A.Schlesinger(1994), “Putting the
service—profit chain to work,” Harvard Business Review, T2(2), 164-174.

Homburg, C., N. Koschate, and W. D. Hoyer(2005), “Do satisfied customers really pay more? A
study of the relationship between customer satisfaction and willingness to pay,” Journal of
Marketing, 69(2), 84-96.

Is oraité, M(2016), “Customer loyalty theoretical aspects,” Ecoforum, 5(2), 292-299.

Jaiswal, A.K., and R.Niraj, (2011) "Examining mediating role of attitudinal loyalty and nonlinear
effects in satisfaction-behavioral intentions relationship", Journal of Services Marketing, 25(3),
165-175.

Johnson, M.D., A. Hermann, and F. Huber(2006), “The evolution of loyalty intentions,” Jjournal/ of
Marketing, 70(April), 122-132.

Johnson, M.D., G. Nader, and C. Fornell(1996), “Expectations, perceived performance, and customer
satisfaction for a complex service: The case of bank loans,” Journal of Economic
Psychology, 17, 163-182.

Jones, T.0 and W.E. Sasser, Jr.(1995), “Why satisfied customers defect,” Harvard Business Review,
73(6), 88-99.

Kamakura, W.A., V. Mittal, F. Rosa, and J.A. Mazzon(2002). “Assessing the service profit chain,”
Marketing Science, 21, 294-317.

Keiningham, T. L., B. Cooil, L. Aksoy, T.W. Andreassen, and J. Weiner(2007), “The value of
different customer satisfaction and loyalty metrics in predicting customer retention,

recommendation, and share-of-wallet," Managing Service Quality, 17(4), 361-384.

Kristensen, K. and J. Eskildsen(2014) “Is the NPS a trustworthy performance measure?," 7The TOM
Journal, 26(2), 202-214.

Langhe, B., S. Puntoni, and R. Larrick (2017), “Linear thinking in a nonlinear world,” Harvard
Business Review, 95(3), 130-139.

Lin, C. and B.Z. Kuo(2013), “Escalation of loyalty and the decreasing impact of perceived value
and satisfaction over time,” Journal of Electronic Commerce Research, 14(4), 348-362.

Ngobo, P.V.(1999), “Decreasing returns in customer loyalty: does it really matter to delight the
customers?,”  Advances in Consumer Research, 26, 469-476.

Matzler, K., F. Bailom, H.H. Hinterhuber, B.Renzl, and ] Picher(2004), “The asymmetric relationship
between attribute-level performance and overall customer satisfaction: a reconsideration of
the importance-performance analysis,” /ndustrial Marketing Management, 33, 271-277.

Mittal, V. and W.A. Kamakura(2001), “Satisfaction, repurchase intent, and repurchase behavior:
Investigating the moderating effect of customer characteristics,” Jjournal of Marketing
Research, 38(1), 131-142.

Mittal, V., W.T. Ross, Jr., and P. M. Baldasare(1998), “The asymmetric impact of negative and
positive attribute-level performance on overall satisfaction and repurchase Intentions,”
Journal of Marketing, 62(1), 33-47.

HARNAT H1A M22 (5322) 69



Morgan, N. A. and L. L. Rego(2006), “The value of different customer satisfaction and loyalty
metrics in predicting business performance," Marketing Science, 25(5), 426-439.

Oliver, R.L.(1999), “Whence customer loyalty?,” Journal of Marketing, 63(July), 33-44.

Oliver, R. L., R. T. Rust, and S. Varki(1997), “Customer delight: Foundations, findings, and
managerial insight," Journal of Retailing, 73(3), 311-336.

Olsen, S. O. (2007), “Repurchase loyalty: The role of involvement and satisfaction,” Psychology
and Marketing, 24(4), 315-341.

Raassens, N. and H. Haans(2017), “NPS and online WOM: Investigating the relationship between
customers’ promoter scores and eWOM behavior,"Journal of Service Research, 20(3), 322-334.

Reichheld, F.F.(1996), “Learning from customer defections,” Harvard Business Review, T4(2), 56-69.

Reichheld, F. F.(2003), “The one number you need to grow," Harvard Business Review, 81(12),
46-57.

Reichheld, F.E., R.G. Markey, and C. Hopton (2000), "The Loyalty effect-The relationship between
loyalty and profits," European Business Journal, 12 (3), 134-139.

Rundle-Thiele, S. (2005),. “Exploring loyal qualities: Assessing survey-based loyalty measures,”
Journal of Services Marketing, 19(7), 492-500.

Rust, R.T., AJ. Zahorik, and T.L. Keiningham(1995), “Return on quality (ROQ): Making service
quality financially accountable,” Journal of Marketing, 59(2), 58-70.

Seiders, K., G.B. Voss, D. Grewal, and A.L. Godfrey(2005), “ Do satisfied customers buy more?
Examining moderating influences in a retailing context,” Journal of Marketing, 69(October),
26-43.

Slevitch, L. and H. Oh(2010), “Asymmetric relationship between attribute performance and
customer satisfaction: A new prespective,” Infernational Journal of Hospitality Management,
29, 559-569.

Soderlund, M. (2003), “ The retrospective and the prospective mind and thetemporal framing of
customer satisfaction,” European Journal of Marketing, 37(10), 1375-1390.

Streukens, S. and K. D. Ruyter(2004), “Reconsidering nonlinearity and asymmetry in customer
satisfaction and loyalty models: An empirical study in three retail service settings,” Marketing
Letters, 15(2/3), 99-111.

Ting, S.C, and C.N, Chen(2002), “The asymmetrical and non-linear effects of store quality
attributes on customer satisfaction,” 7otal Quality Management, 13(2), 547-569.

Tuu, H. H and S.0. Olsen (2010), “Nonlinear effects between satisfaction and loyalty: An empirical
study of different conceptual relationships,” Jjournal of Targeting, Measurement and Analysis
for Marketing, 18(3/4), 239-251.

Van Doorn, J., P. S. H. Leeflang, and M. Tijs(2013), “Satisfaction as a predictor of future
performance : A replication," /nternational Journal of Research in Marketing, 72(4), 123-142.

Van Doorn, J. and P.C. Verhoef(2008), “Critical incidents and the impact of satisfaction on
customer share,” Journal of Marketing, 72(July), 123-142.

Van Doorn, J., P.C. Verhoef, and T.H.A Bijmolt(2007), “The importance of non-linear relationships

between attitude and behaviour in policy research,” Jjournal of Consum Policy, 30, 75-90.

70 Journal of Venture Innovation, 2018 12. Vol.1 No.2



1Y FYE A5 MOE fIgt ZYYH(CFM) HudA7

Velazquez, B.M., 1.G. Saura, and M.E.R. Molina(2011), “Conceptualizing and measuring loyalty:
Towards a conceptual model of tourist loyalty antecedents,” journal of Vacation Marketing,
17, 65-81.

Walsh, G., H. Evanschitzky, and M. Wunderlich(2008), “Identifiation and analysis of moderator
variables: Investigating the customer satisfaction-loyalty link,” European journal of Marketing,
42(9/10), 977-1004.

Watson IV, G.F., J.T. Beck, C.M. Henderson, and R.W. Palmatier(2015), “Building, measuring, and
profiting from customer loyalty ,” Journal of the Academy of Marketing Science, 43, 790-825.

Yee, R. W. Y., A. C. L.Yeung, and T.C.E. Cheng(2011). “The service-profit chain: An empirical
analysis in high-contact service industries,” International journal of Production Economics,
130(2), 236-245.

Zeithaml, V.A., L.L. Berry, and A. Parasuraman(1996), “The Behavioral consequences of service
quality," Journal of Marketing, 60 (April), 31-46.

Zeithaml, V. A., R. N. Bolton, J. Deighton, T.L. Keiningham, K.N. Lemon, and ]. A. Petersen(2006),

“Forward-looking focus: Can firms have adaptive foresight?," Journal of Service Research,
9(2), 168-183.

HARNAT 1A M22 (5323) 71



Comparative Analysis of Customer Feedback Metrics
for Improving Predictability of Customer Loyalty

Kim, Joung-rael)

Chung, Byoung-gyu2)
Abstract

Many studies have focused on improving the predictability of influential variables in the area of customer
services. For a long time, customer satisfaction index(CSI) were the best matrics of customer loyalty. In 2003, net
promoter score(NPS) was introduced and in many cases this matrics was more predictive than CSI. In 2010,
customer effort score(CES) was introduced and in the service areas this matrics was more predictive than CSI and
NPS. This study compared with 3 matrics based on the criteria which composed of basic assumptions, time
perspective, measuring items, objectives of matrics, application areas, and limitations of application. The dominant
matric which was applied in all functions and industries was not exited. For the purpose of improving

predictability, single or compound matrics are useful according to industries and usage.

Keywords: customer satisfaction index, customer loyalty index, Net promoter score, customer effort score, customer feedback

metric

1)Author, CEO of Global M&T, jrkim45@empas.com
2)Corresponding Author, Professor of Nam Seoul University, gljoseph@nsu.ac.kr

72 Journal of Venture Innovation, 2018 12. Vol.1 No.2



J

HIE 9% FFYH(CAM) HmaT

S N |

=71 7 2l(Kim, Joung-rae)
= (G2 HAME] t®

B3 YREAL, 71 @Al 87 IAE, FARIAR-E A

TP+ WA, WefAold U VORAL Y % 0

o MAZRAHN

=y ¥ 1HChung, Byoung-gyu)
n A SOt W, FGRIEAL
s NIPA, [ITP 4xpARITA W19l

<HAFop ¢ ICTAR 3 oY, AR/VR 3 3D Z¥ Hl=YA, 174017

WA

A

[QHee

T Hi1d M22 (§323) 73





