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Abstract

Purpose — As the growth potential of the cultural contents industry steadily grows, the cinemas industry is growing fast
especially due to popularity and commerciality. The recent in the cinemas industry is evolving on multiplex cinemas that
combine cultural facilities such as theaters, restaurants, and shopping centers. Due to the rapid growth of multiplex
cinemas, many researchers have studied the characteristics of visiting customers in Korea. Among them, selection
attribute of multiplex cinemas, including the service quality and physical environment, is important because it may
examines the cause of customer 's behavior. Thus, this research focuses on the effects of the selection attributes of the
multiplex cinemas on customer satisfaction and their loyalty. This research suggests the guidelines for how cinemas
should manage their customers and build their customers satisfaction and loyalty that improve business performance.

Research design, data, and methodology - This study tests the structural relationship between selection attributes of
multiplex cinemas, customer satisfaction, and loyalty. selection attributes of multiplex cinemas divide into five
sub-dimensions such as movies facility quality, services, cleanliness, accessibility, and snack bars quality. In order to
examine the purposes of this research, research model and hypotheses were developed. All constructs were measured
with multiple items developed and tested in the previous studies. The data were collected from 100 students in their
10-20s and were analyzed using SPSS 22.0, SmartPLS 3.0 and fsQCA program.

Result — The findings of this research are as follows. First, all selection attributes except cleanliness have significant
positive impacts on customer satisfaction and loyalty. Second, customer satisfaction has significant positive impact on
loyalty. Third, as a result of fsQCA, high satisfaction and high accessibility were the necessary conditions on loyalty.
Fourth, the necessary conditions for male and female groups were different.

Conclusions — The implications of this study are as follows. Overall, multiplex cinemas should manage selection
attributes basically regardless of the type of theater. Especially, cleanliness was not significant, but the customer
probably consider it an essential and basic factors. Also, they are able to manage the selection attributes differently
depending on the type of gender. For the male customers, it is effective that centralized strategy and for female
customers, it is effective that emphasized the multiplex cinemas image.
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Table 1: Demographic Profiles

Category Frequency %

Male 40 40

Gender Female 60 60

16-19 years 14 14

Age 20-25 years 83 83

26-29 years 3 3

Under high school 16 16

Education Two-year college 15 15

Four-year college 69 69

Student 87 87

Officer 6 6

Job Sales 1 1

Professional 2 2

Other 4 4

43 ZHYR0 BTy L MY A

2 GloME ZEIZA Psimio] Mejant nARlS
TAZHE HT THRlo] BHUKAY £ K8 28| SmartPls

Table 2: Measurement model

3.00| O|2%|@CHHair, Sarstedt, Ringle, & Mena, 2012;
Park, Kim, Jeon, & Lee, 2016). 2AM =l Zll= <Table 2>
o ZCt

HA, 2= AFRCHRQ MEd HSE {5t Cronbach’s
ot AFCER| AZ|Z(Composite reliability: 0|5} C.R)7| &
ME|QICE Ol ZE AHFELR|Q| Cronbach’s o= .802-.916,
CRZ .882-.9662 LIEtLt HY AE[d 7|FQ 7 O|¢E &2
L= =Z=3ICHHair, Black, Babin, Anderson, & Tatham,
2006).

O2e g, Efdd 432 BEEY 12l
O 2 2 ME|QUCL <Table 2>0) Mt 20|, 2t 29I
QOIHIYZH(.723-969)0| H T T|EFX[Q
AVE ZH(.714-.934)0| M & 7|F4=X| 5 O|M0 =2 LIEIL} F
SEEE2 45U

Cleoz & HElEY T2 oA 2 A(Fornell-
Larcker)Oj M AVEQ| M| &Z(square root) Zi0|] =M=l HE
A Al O|4O|H BHHENEEO| = A ATELCE 2
A A1} <Table 3>0j M2t 20|, AVE 2fo| M & 74(>.847)
O] B= oA A= 24(<.590)=Ct =OF T HEIFY Eot
ASE[AC.

Constructs and Items Factor loadings o rho-A CR* AVE®
Movie facility quality .868 .893 910 718
Screen size 723
Screen quality .866
Sound volume .888
Sound quality 901
Services 916 916 .960 922
Theater staff services .959
Snack bar staff services .962
Cleanliness .837 .891 .899 749
Restroom cleanliness J75
Theater cleanliness .896
Overall cleanliness 919
Accessibility .929 933 .966 934
Easy accessibility .964
Convenience of transportation 969
Snack bars quality .802 .826 .882 714
Prices of snack bars .878
Variety of snacks .867
Quantity of snacks .788
Satisfaction 914 915 .946 .854
I'm satisfied with using this movie theater. .899
It was a wise decision to choose this movie theater. 938
Overall, this movie theater is satisfactory. 935
Loyalty .863 .869 917 .786
I will visit this movie theater the next time. .840
I will recommend this movie to my friends. .905
I will tell others about this movie in a positive way. 913

4CR: Composite reliability
PAVE: Average variance extracted
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Table 3: Fornell-Larcker Criterion, Mean, and Standard Deviation (SD)
1 2 3 4 5 6 7
1 Movie facility quality .847
2 Services 479 .960
3 Cleanliness 456 .540 .865
4 Accessibility 440 491 461 .966
5 Snack bar quality 193 276 411 262 .845
6 Satisfaction 480 .590 .538 512 467 924
7 Loyalty 396 .568 .503 499 472 752 .886
Mean 3.889 3.805 3.818 4.075 3.073 3.750 3.622
SD 652 659 701 719 791 677 743
Note; Bold numbers indicate the square root of AVE.
Table 4: Structural estimates (PLS)
Paths Estimate t-value p f Results
H1 | Movie facility quality — Satisfaction 158 2.010 044 .036 Supported
H2 Service — Satisfaction 291 2.924 .003 .106 Supported
H3 Cleanliness - Satisfaction 122 1722 .085"* .018 Non Supported
H4 Accessibility — Satisfaction 175 1.987 047 .043 Supported
H5 Snack bar quality - Satisfaction .260 3.866 .000" 117 Supported
H6 Satisfaction — Loyalty 752 14.260 .000" 1302 Supported
R? Q?
Satisfaction 0.524 0.409
Loyalty 0.566 0416

*p<0.01, **p<0.001, ns. not significant

4.4, ATIHM0| 7

441, @770l 243 Zmt
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(Chang, Tseng, & Woodside, 2013). 0 € =0{, HSIA|EE
Mo FL, 474x| E8o=2 O|R0T 5 Hzo| H0|D
2, X221, ZU2 625(=5x5%5x5), TSLg= 3130]
SICt. MX|E$R2E 6255 1, 3132 5, 12 002 Hgt=l
c.

fSQCA 24| ZT}, HE[SHA Yot YR NN FMC
b B2 FS . O8I e HWMAR)S0| = SE9ict

(<Table 5>). fsQCA Hgte A= YHEAHEO| A
2=(R?) 0] off &= solution coverage(.688), AratH|%=
EH5l= solution consistency(.855) T& HZH 7|Z=(solution

coverage>.2, solution consistency>.8) O|A&Q=Z LIEILD,
fSQCA XY plotsO M= ZE ARO|A QIZHO| =THEO|
plotse| L2t M 7|Eo=2 2E0| AK|SIY 21K Pel0] Zut
QQlo] =Bx7o=z & £&|0] ASE|YUCKOlya, Lee, Lee,
& Reisinger, 2019; Ragin, 2008, <Figure 2> X11).

THEQI A1t (MtH)S2 O3 ZCH<Tabel 5>). HX,
HEIZHA bt HEH0| Hgoln Lo|7t Be o, X|
25t et B3, 8284, B2, UEE g7 =1
MH|A, AT BEHO| Frt K2 X2 A A Y I &
7t 22 A2 FYE[JUCHMI).

Table 5: Set membership findings using fsQCA for explaining customer loyalty

Models: loy = f(gen*age*mov*ser*acc*sn*sat) Raw coverage Unique coverage Consistency
M1 ~gen*age*mov*~ser‘cle*acc*~sn*sat 0.266303 0.00623536 0.980861
M2 gen*age*mov*cle*acc*sn*sat 0.286568 0.0109119 0.976106
M3 gen*~age*~mov*cle*acc*sn*sat 0.258249 0.00181866 0.953935
M4 ~gen*~age*ser*cle*acc*sat 0.325279 0.00389707 0.929473
M5 ~gen*~mov*ser*cle*acc*sat 0.357495 0.00077945 0.918558
M6 ~gen*~mov*ser‘acc*~sn*sat 0.377241 0.0210444 0.905802

solution coverage 0.687451
solution consistency 0.854927

Note; M=Model, gen: Female, ~gen: Male age: Age, mov: Movie facility quality, ser: Service, cle: Cleanliness, acc: Accessibility, sn:

Snack bar quality, sat: Satisfaction, loy: Loyalty
e.g. ~A: Low score, A: High score,

M5: loy=f(~gen*~mov*ser*cle*acc*saf)
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Figure 2: Set membership model's fsQCA XY plots
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