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ABSTRACT

ol

Purpose: The purpose of this study is to examine the structural paths of relationship quality in the relationship

between customer relationship management strategies perceived by parents of service users and customer

loyalty, and to provide basic data for improving institutional operations to enhance service quality.
Methods: The collected data were analyzed using the SPSS 22.0 and Smart PLS 4.0 statistical analysis pro-

grams to check and verify the data.

Results: The results of the study showed that all of the relationships between customer relationship manage-

ment strategies and the sub—dimensions of relationship quality, except for professionalism and customer ori-

entation, have a positive impact on customer satisfaction. Additionally, the mediation effect of customer trust

was rejected in the verification process. Finally, it was found that customer orientation and professionalism

have a sequential mediating effect on the relationship between customer satisfaction and customer trust in

the relationship between customer loyalty and customer relationship management strategies.
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Conclusion: Through the research results, it can be concluded that early childhood education institutions should
1. A

consistently and continuously respond to ensure that service users, parents, have confidence in the services
Key Words: Customer Relationship Management Strategies, Relationship Quality, Customer Loyalty

provided, which is an important strategic point.
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Table 1. Operational Definition of Variables and Measurement Details

Variable Operational Definition Measurement Details References

Use of educational institutions is stable.

All benefits felt by service . R .
. . . . . Access to educational institutions is .
Relationship users, including social, . Gwinner et al.
. . . convenient.
Benefit psychological, economic, . . . (1998)

e . Provides a variety of educational programs.
and customization benefits

Treat with intimacy.

Degree to which the
Customer service users understand
Orientation their needs and provide
better services

Efforts are made to strengthen ties.
Efforts are made to reflect requirements.
We strive to improve complaints.

Donavan et al.
(2004)




310 J Korean Soc Qual Manag Vol. 52, No. 2: 303-322, June 2024

Variable Operational Definition Measurement Details References
The degree to which one Rich in professional knowledge.
. . . . . . . Marley et al.
can continuously acquire | Rich experience in early childhood education. (2004)
Professional knowledge and information | We accurately understand the development Moon
Professional related to infants and level of infants and toddlers. Jeong—hee
toddlers as the ability to | We are continuously acquiring knowledge and (2522)
perform work effectively information.
Sympathize and understand the requirements. | Parasuraman et
Degree of individual We strive to provide the best educational al.(1988)
Empathy attention and consideration services. Park
given to service users Trying to show affection and interest. Kyung—woon
Treated with respect and dignity. (2021)
. Answer ti learly.
The degree to which . SWErs questions clearly Gabbott &
. . Listen carefully to the story and then answer.
Verbal intentions are accurately . . . Hogg(2000)
L. . Tell us the detailed information you want. .
Communication | conveyed to service users . Lee Seon—min
. . Speak in comfortable language.
using speech and writing . . (2022)
Answers questions kindly.
The extent to which
opinions are expressed Eve contact is apbropriate Sundaram &
Nonverbal using time, gestures, and Y > appropriate. Webster(2000)
L. Speech speed is appropriate. .
Communication | space as symbols through .. . Lee Seon—-min
L The tone of voice is appropriate.
all means of communication (2022)
except language
A in which previousl . L
Stat.e ffwhieh b .eVIOUS Y Satisfied with infant care.
Customer perceived expectations are . . .
. . Satisfied with parent management. Oliver(1997)
Satisfaction met through the response o . -
. Satisfied with the service.
felt by the service user
.. . I think I keep my promises.
Positive and confident H;nest ancllp truS;tSvorth Morgan & Hunt
Customer attitude at the level of ) Y (1994)
. . I have faith. .
Trust expectations, beliefs, and . Lee Seon—min
emotions Gives trust. (2022)
Trying to solve problems when they arise.
Will continue to use it.
Customer Emotional state of affection [ will continue to use it if possible. Oliver(1997)
Lovalt or attachment to the Would recommend to others. Yumi Hwang et
vay service I will speak positively about the institution. al.(2020)
If it helps the organization, we will help.
=) -
4.1 A=y 2 22 4
AT AEFHe HadoR 85 AEAH oste] giIHA AP 3 2 AR, SNSE o] &3
mued 24 So] AGHUTE EF AT AT U BYAYL Aol wE AFL PPOE A Yol A}
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ot KMOS %=+ 0.951, 0.947, Bartlett®] 7973 A5 A3 FojghE0] 0.057] o2 Q314
o7 Fgeol¥r}. A% A5 A} Cronbach’s Alpha AlGE
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Table 3. Exploratory Factor Analysis and Reliability Analysis

. Factor Loading Cronbach
Indepent Variables ,
1 2 3 4 5 6 s a
Verbal Communication 1 0.749 0.231 0.236 0.150 0.091 0.254
Verbal Communication 2 0.711 0.170 0.242 0.305 0.157 0.247
Verbal Communication 4 0.692 0.247 0.174 0.266 0.262 0.194 0.907
Verbal Communication 3 0.678 0.331 0.161 0.177 0.175 0.194
Verbal Communication 5 0.637 0.221 0.181 0.351 0.328 0.161
Professional 1 0.271 0.744 0.238 0.155 0.187 0.267
Professional 2 0.305 0.740 0.192 0.179 0.237 0.178 0.906
Professional 3 0.263 0.695 0.327 0.139 0.278 0.172
Professional 4 0.222 0.668 0.307 0.175 0.194 0.294
Relationship Benefit 1 0.220 0.209 0.820 0.125 0.154 0.172
Relationship Benefit 2 0.218 0.251 0.796 0.191 0.163 0.198
Relationship Benefit 3 0.223 0.277 0.606 0.318 0.272 0.188 0895
Relationship Benefit 4 0.227 0.384 0.573 0.236 0.299 0.201
Nonverbal Communication 2 | 0.221 0.133 0.130 0.851 0.144 0.134
Nonverbal Communication 3 | 0.200 0.182 0.210 0.814 0.139 0.135 0.845
Nonverbal Communication 1 0.310 0.123 0.190 0.639 0.231 0.185
Empathy 4 0.186 0.250 0.289 0.243 0.744 0.162
Empathy 3 0.218 0.323 0.168 0.279 0.730 0.178 0.869
Empathy 2 0.331 0.225 0.232 0.130 0.539 0.413
Empathy 1 0.461 0.202 0.224 0.101 0.519 0.295
Customer Orientation 3 0.259 0.232 0.132 0.211 0.122 0.770
Customer Orientation 2 0.241 0.262 0.210 0.168 0.255 0.746 0.842
Customer Orientation 1 0.293 0.218 0.318 0.138 0.216 0.616
Eigen-value 3.691 3.157 2.974 2.706 2.525 2.505
Variance(%) 16.046 13.725 12.932 11.763 10.979 10.892
Kaiser-Meyer—-Olkin
Factor Agequacy 0.951
Bartle(tPt) _szliltllee)tt test 0.000
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Table 4. Exploratory Factor Analysis and Reliability Analysis

) Factor Loading ,
Dependent Variables ] 5 3 Cronbach’s a
Customer Trust 4 0.833 0.330 0.217
Customer Trust 3 0.818 0.329 0.241
Customer Trust 2 0.807 0.322 0.210 0.926
Customer Trust 5 0.709 0.291 0.334
Customer Trust 1 0.670 0.324 0.406
Customer Loyalty 5 0.270 0.757 0.187
Customer Loyalty 4 0.369 0.755 0.327
Customer Loyalty 3 0.329 0.751 0.352 0.921
Customer Loyalty 2 0.414 0.719 0.332
Customer Loyalty 1 0.351 0.679 0.376
Customer Satisfaction 2 0.275 0.272 0.826
Customer Satisfaction 1 0.350 0.389 0.688 0.869
Customer Satisfaction 3 0.313 0.507 0.672
Eigen-value 3.875 3.678 2.551
Variance(%) 29.807 28.293 19.620
e
Bartlett Bartlett test(P-value) 0.000
4.3 34 BHRA
=4 RHRAL Smart PLS 4.08 @83t0] FFeeel W dua A, sEetdE 37 232 gels)
Aot FAFEldEE AVEZ e 2 Hrlstd WA d#A 212 %=+ Cronbach’s a, Dijkstra—Henselerd] A& % Al4=21
tho_a, CR o] ARHITh, 2 79 24 wa£A A3he Table 59 2k,
Table 5. Summary of Reflective Measurement Model Evaluation Results
Convergent validity Internfelhz%iisti;tency Disilznrrgiition
Out
Measured variable lizfenig 1}23;3}2; AVE i;?gba rho_a CR HTMT
vance
070 | 3050 | >0.50 | 0.70 | 070 | »0.70 | Gonfidence interval
does not include 1
Relationship Benefit 1 0.859 0.801
Relationship Benefit 2 0.889 0.790 .
- - - 0.760 | 0.895 | 0.896 | 0.927 Not included
Relationship Benefit 3 0.870 0.756
Relationship Benefit 4 0.870 0.756
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. Internal consistency Discrimination
Convergent validity s .
reliability validity
Out
Measured variable loading Ir@cgt'o " AVE Crc’mb rho_a CR HTMT
rele- reliability ach’s a
vance

Confidence interval

>0.70 >0.50 >0.50 | >0.70 | >0.70 | >0.70 .
does not include 1

Customer Orientation 1 0.840 0.705
Customer Orientation 2 0.908 0.824 0.762 | 0.843 0.844 0.905 Not included
Customer Orientation 3 0.868 0.753

Professional 1 0.895 0.801
Professional 2 0.879 0.772 Not included
Professional 3 0.892 0.795 0781 | 0907 | 0.908 1 0.935
Professional 4 0.870 0.756
Empathy 1 0.828 0.685
Empathy 2 0.842 0.708 .
Empathy 3 0.868 0.748 0.722 | 0.872 0.872 0.912 Not included
Empathy 4 0.861 0.741
Verbal Communication 1 0.851 0.724
Verbal Communication 2 0.871 0.758
Verbal Communication 3 0.828 0.685 0.731 | 0.908 | 0.909 | 0.932 Not included
Verbal Communication 4 0.864 0.746
Verbal Communication 5 0.862 0.743
Nonverbal Communication 1 0.833 0.693
Nonverbal Communication 2 0.898 0.806 0.766 | 0.846 | 0.846 | 0.907 Not included
Nonverbal Communication 3 0.892 0.795

Customer Satisfaction 1 0.890 0.792
Customer Satisfaction 2 0.864 0.746 0.793 | 0.869 0.873 0.920 Not included
Customer Satisfaction 3 0.916 0.839

Customer Trust 1 0.853 0.727
Customer Trust 2 0.883 0.779
Customer Trust 3 0.904 0.817 0.773 | 0.926 | 0.926 | 0.944 Not included
Customer Trust 4 0.912 0.831
Customer Trust 5 0.841 0.707
Customer Loyalty 1 0.871 0.758
Customer Loyalty 2 0.906 0.820
Customer Loyalty 3 0.893 0.797 0.760 | 0.920 | 0.925 | 0.941 Not included
Customer Loyalty 4 0.901 0.811
Customer Loyalty 5 0.783 0.613

SEeld = HrbA s HTMT7|E3 Fornell- Larcker 7]5& &-&38fo] el& 4= gt} Fornell-Larcker
Criterion 7|9l W& #HElGE Hrt 2945 ARy FARSENY 7MY =2 ASaA g2 1 AEa



Kim et al: A Study on the Impact of Customer Relationship Management Strategy on Relationship Quality and Customer Loyalty 315

AARAY Y o= 0.7990]% AVE Alx9 3t 5 7P 22 3 0.8500. 2 a7t 7 w2 ghEv
A7) w&Ed wEegd s SR YAt 2 A9 Fornell-Larcker ¥4 A3} Table 63 2t}

Table 6. Evaluation Results of Discriminant Validity According to the Fornell-Larcker Criterion

Co EM RB CL CS NVC CT vC PF

CO 0.873

EM 0.706 0.850

RB 0.653 0.704 0.872

CL 0.622 0.712 0.725 0.872

CS 0.723 0.752 0.733 0.799 0.890
NVC 0.534 0.603 0.586 0.567 0.616 0.875

CT 0.637 0.699 0.681 0.770 0.727 0.618 0.879

vC 0.697 0.740 0.674 0.689 0.744 0.656 0.706 0.855

PF 0.686 0.737 0.737 0.676 0.756 0.539 0.633 0.712 0.884

SO 59 0] e AVE AlgolH, DoAT 3R %9,

4.4 7V34%

>
=

aAgA B ] PAFL vAE g AhE M 19] AF AR, aAnSd gigk AAE ] %
ZA4E 0.176(t=3.968, p<.001), AAX A o] F53} 7 214 0.181(t=4.087, p<.001), AEA L] &
5 @iﬁl#f— 0.214(t=4.015, p<.001), &3] ®F8F AZ2AG+= 0.165(t=2.591, p<.05), Aol4 fAFAE 9
£ 0.162(t=2.948, p<.01), H910] & oAb o] 23} 4 2A15E 0.096(t=2.065, p<.05) .2 1}
7HA] 6}%3%1 BF FAH R frolsigith ofeld A 37—‘1%74]%3] Aeke] a9 8lEe] uARSe &
Ad= As 94111?‘33} b 74 HI(H1-1~H1-6)2 25 A9 = ot 4, 23472
dEl 7 He2ol Hs Ay, uAxE er‘& wAs e g3t FRA

g = 0.166(t=2.439, p<.05), oA JAtrE ] B8t HZA
0.189(t=2.722, p<.01), H] 0114 ortr% o] T3} HRAFE 0.136(t=2.775, p<.O0DSZ 4714 349291
Ao ® Fofatgith o= G Rt RS ot 7Hd H2-1, H2-4, H2-5, H2-62
AegE it 2y w 1&1011 3k uAA A o] F8 A 2AGE 0.059(t=0.959, p=0.337), AEA o] ®F3}
A 2AGE -0.055(t=0.854, p=0. ] FrelshAl Al vebgt ol e Adbe A A A e
9189l & NG AT uAM ] Fofndt JIgS wA|H| %a:% omjght}, wpzba] 7Hd H2-29%
H2-32 7]Z= )

AR, BAFAL] aARFo] Mo v A= JF BelE 7 H3e AT Ax, A gk A
o] F33} AEATE 0.245(t=3.693, p<.00D)Z Ueh} A4 07 folait). o A= kLR
Bl T4 03%& %D}% A& omatn] 7Hd H3S A ek YA, awkso] nA gz dEel| n|x]= o g}
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@ leh oAlA, AN EF aAzdE e nA]E ek dEd 7 15 HE 2 il
Algle] xEst ARAGT %2 0.401(t=7.973, p<.00DZE VER} A 02 Folaigl). o]edh Avh= a7}
wARGE ] FHA dFS Frhe AL dvisty 7Hd How= AHEHA.

Table 7. Hypotheses Testing Results

. Path Standard T
Hypothesized Path Coefficient | Deviation | Value P Value | Result
H1-1 | Relationship Benefit - 0.176 0.044 3.968 | 0.000"" | Accept
HI-2 Customer R 0.181 0.044 | 4.087 | 0.000™ | Accept
Orientation
H1-3 Professional - 0.214 0.053 4.015 | 0.000™" | Accept
Customer -
H1-4 Empathy - Satisfaction 0.165 0.064 2.591 0.010 Accept
H1-5 Verbal - 0.162 0.055 | 2.948 | 0.003" | Accept
Communication
H1-6 Nonverbal - 0.096 0046 | 2.065 | 0.039° | Accept
Communication
H2-1 | Relationship Benefit - 0.179 0.059 3.044 0.002 | Accept
H2-2 Onfierres - 0.059 0.062 | 0959 | 0.337 | Reject
Orientation
H2-3 Professional - Cu;tomer -0.055 0.065 0.854 | 0.393 Reject
rust
H2-4 Empathy = | Customer | 0166 0.068 | 2.439 | 0015 | Accept
Trust
Ho2-5 Verbal - e 0.189 0070 | 2722 | 0.007" | Accept
Communication
H2-6 Nonverbal - 0.136 0049 | 2.775 | 0.006™ | Accept
Communication
Customer Customer s
H3 Satisfaction - Trust 0.245 0.066 3.693 | 0.000 Accept
Customer s
14 ot - | Customer | 0.508 0.051 | 1003 | 0.000"" | Accept
Loyalty o
H5 Customer Trust - 0.401 0.050 7.973 | 0.000 Accept

" p<0.001, ” p<0.01, * p<0.05

#AN A ARSI} a9 v ) &2} A= Table 87 ). 4% g
Aou NG -uA2dE] kel 78 ARZAF 72 0.024(t=0.967, p=0.333), AEA-> A2 2 FE]
ko) 38 AR2AS g =3 -0.022(t=0.858, p=0.391) 2 ]3] Al Uit} ol nAX a9 A
uAzdE ekl Ao A AN 7E w7 QdaFe] fle AoR M 4 vk sHAN v Fr

13 9lom ol vl 9L AT USOR HUT 5 Yk T2 B ol wETIHe] DA
A

i
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Table 8. Mediation Effect Verification Results

e Path Standard P
Specific indirect path Coefficient | Deviation T Value Value Result
611 Reg‘éf:f?t}‘lp - - 0.090 0025 | 3579 | 0.000™ | Accept
6312 Ocrlf;?g;; - - 0.092 0.024 | 3900 | 0.000™ | Accept
M Professional —| Cust | - Cust 0.109 0.029 3.780 | 0.000"" | Accept
o omer omer
H Satisfa
6i Empathy = | tion | — | Tovalty | 0.084 0.034 | 2495 | 0013 | Accept
6315 Comrvni?iiﬁon - - 0.082 0030 | 2774 | 0.006" | Accept
6316 Coﬁ?;l;’;gﬂon - - 0.049 0024 | 2045 | 0.041° | Accept
S| Reonehe ) - 0.072 0026 | 2738 | 0.006" | Accept
7312 5?;;?2;; - - 0.024 0024 | 0967 | 0333 | Reject
7513 Professional = Ccust | Cust -0.022 0.026 0.858 0.391 Reject
omer omer
f A Empathy — | Trust | — | Lovalty | (067 0.029 2317 | 0.021" | Accept
S| ol | - 0.076 0030 | 2543 | 0011 | Accept
7316 Coﬁi’;ﬁrﬂion - - 0.054 0020 | 2665 | 0.008" | Accept

™ p<0.001, ™ p<0.01, * p<0.05

1
AZAT L 0.009(t=1.770, p=0.077)=2 EAH o= §oe}x &
= Table 9%} 72t}
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Table 9. Mediation Effect Verification Results

P Value

0.015"

0.023"

0.016"

0.048"

0.036"

0.077

T
Value

2.432
2.270

2.415

1.981
2.096

1.770

Standard
Deviation

0.007

0.008

0.009

0.008

0.008

0.005

Path
Coefficient

0.017

0.018

0.021

0.016

0.016

0.009

Specific indirect path

Cust

omer

Lo

—

—

—, | valty

omer
Trust

~ | Cust

—

—

Cust

omer
Satisfa

ction

—

-

-

—

—

Relationship Benefit

Customer Orientation

Professional

Empathy

Verbal Communication

Nonverbal
Communication

* p<0.05

* p<0.01,

~* p<0.001,
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