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Tab. 4—1 Results of Reliability and Convergent

Validity Assessment

Construct | Item |Loading’| t-value | CR | AVE
SAT1 | 0934
SAT2 | 0.777 | 23511
Customer | SAT3 | 0904 | 2549
satisfaction — 0.866 | 0.801
(¢=0875) | SAT4 | 0916 | 25.884
SATS | 0.897 | 25.269”
SAT6 | 0.895 | 25.200”
DEL1 | 0.554°
Customer ek
DEL2 | 0.771 |16.581
Delight 0.910 | 0.626
(¢=0.920) | DEL3 | 0.798 |14.459***
DEL4 | 0812 |[15.710%**

87

DEL5 | 0881 |16.362%*
DEL6 | 0874 |16.354%*
DEL7 | 0803 |15.665%*
| rREVI | 0911°
Revisit
Infention | REV2 | 0.882 |33.027% | 0.900 | 0.748
(=089 "revs | oze7 | 279967
cetarry | FEFL | 0962
Intention | REF2 | 0900 |38.033* | 0,889 | 0.699
(e=0875) "eers | o618 | 19345

a Model fit: x2=468.723++, df=86, GFI=0.930, AGFI=0.889 TLI=0.937, CFI=0.955
RMSEA=0.077, b Standardized loading
¢ Parameter was fixed as 1, #+ p<.001

srHEbAl(discriminant - validity)S 718 Ay}
<Tab. 4-2>° AAA uke} o] Z; TN A
TAF7E 0.85 Bk 2ha1, FtEAZRHAVE) o] 2t
TRMNEENS AT AggEt & Ao=E
et NS tig e ol 488 W
gk olgtal & 4 QUciHair et al. 2006).

Tab. 4—2 Results of Discriminant Validity

Assessment
Construct 1 2. 3. 4.
iau(shfﬁgggr (080D | 0.158 | 0320 | 0.413
2. Customer delight |0.5017"| (0.664) | 0.098 | 0.253
3. Revisit intention |0.577|0.358”" | (0.715) | 0.430
4. Referral intention | 0.702™ | 0.480™" | 0.765™ | (0.798)
Mean AT17 | 3450 | 5.007 | 4.459
Standard deviation | 1.067 | 109 | 1031 | 1127

Note: The calculated values of the squared correlations between all possible pairs of
constructs are presented in the upper off-diagonal in the construct correlation matrix.
Average variances extracted are presented in boldface type along the diagonal. =+
p<.001
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of AAE At 2eAlNA S aAE
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(AR2:0.169, p<0.00De] TAAC=Z Folgt Aow
UebRaL, Aol sel] e wazts (3=0.387,
p<0.00D, ARl F3(E=1112, p0.0De] FEFH}
SAFCE FolshA Uedtt 3EAA izt
F ARz 7R FeAge TR A3 Az
I ATl BAANA Anlz 78 (B=0.165,
pO.00De] z=dgItol thek A<rel R2W3E (A
R20.022, p<0.0Do] FAIA o= o3t A= yet
Wk =3 BE 5 sl iy A
(VIE)7F 7124191 1020 247 Heht vg-84d/3 9
AT IA ¥ o= fAddn. mEtA ARl
TR s Aol =e] WAE 2dIal
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Tab. 4—3 Results of Moderated Regression

Analysis on Revisit Intention

Independent

Variables Modell Model2 Model3
Control variables

Customer

safisfaction 630%F*F | 612%** | 598**F*

Past Visit

experience’ =204 |- 183%FF |- 184

Category loyalty ~ |.087* .039 .043
Main effects

(CDUEE))mer delight gg7 g

Service type” (SEV) S1128% |- 1447
Interaction effects

DEL X SEV .165%**
F-Value 26.487 45.770 36.719
R? .066 .235 257
Adjusted R? .064 230 .250
AR? 169%%*1.022%*

Note: All regression coefficient estimates are standardized coefficients

a Prior visit experience is a dummy variable recoded as New=0 and Repurchase=1.
b Service type is a dummy variable recoded as Utilitarian service=0 and Hedonic

service=1.
« p<0.05, = p<0.01, = p<0.001
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Fig. 4—1 Moderating Effect of Service Type on

the Customer Delight—Revisit Intention Relationship
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Tab. 4—4 Results of Moderated Regression

Analysis on Referral Intention

Independent

Variables Modell ~ |Model2  |Model3
Control variables

customer S8 | 575 | Sgge

gﬁ;ter‘{e‘;‘gea g | 05 | o

Category loyalty .029 021 011
Main effects

(%Jéic;mer delight 437 Y

Service type® (SEV) -010 002
Interaction effects

DEL X SEV 1407
F-Value 26.487 45.770 36.719
R? .066 .235 257
Adjusted R .064 230 .250
AR? 1697 | .022%*

Note: All regression coefficient estimates are standardized coefficients

a Prior visit experience is a dummy variable recoded as New=0 and Repurchase=1.
b Service type is a dummy variable recoded as Utilitarian service=0 and Hedonic
service=1.

* p<0.05, + p<0.01, =+ p<0.001
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The Moderating Effect of Service Type on the Customer
Delight-Behavioral Intention Relationships

MiJeong Kim*, Ju Ok Yoon**

ABSTRACT

The concept of customer satisfaction is very important issue in the service firms. All service firms
should delight theirs customers? Which service contexts creating customer delight results in better
positive performance?

This study is to examine the moderating effect of service type on the customer delight-behavioral
intention relationship. Data from consumers across two distinct service contexts (retail banks and upscale
restaurants) were obtained. Using the multiple moderating regression analysis, the proposed hypotheses
in this study were tested.

The results reveal that customer delight had a greater positive impact on both revisit and referral
intention in the hedonic service than the utilitarian service. This study suggests specific service contexts
where customer delight strategies generate better desirable results. The customer delight strategy is able
to be applied in both hedonic and utilitarian services, but it is more effective to lead customer loyalty
in the hedonic service than utilitarian services. Service firms need a strategic approach to customer
satisfaction strategies. This study provide strategic implications for service firms to efficiently manage
and allocate resources, and can help them in making decisions about establishing and implementing
customer satisfaction strategies.

Keywords: customer delight, behavioral intention, service type, hedonic service. utilitarian service
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