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Abstract The main goal of this paper is to investigate the influence of word-of-mouth on customer loyalty in
accordance with several dimensions of those variables. The research adopted a structural equations method
through quantitative statistical technique. This study confirmed that positive word-of-mouth had a significant and
positive influence on attitudinal, behavioral, and composite customer loyalty, while negative word-of-mouth had a
partial impact on behavioral customer loyalty. These results suggest that negative word-of-mouth should be dealt
with in consideration of the service industry.
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Composite Loyalty
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Table 1. Measurement Iltems
Item Meaning Author(s)
I will recommend my friends and
.. others to use the service.
Positive . .
Word-of - I will recommend the service to
Mouth sgn}eone who seeks my
advice.
(PWOMD I have spoken favorably of the
service to others.
1 would be very likely to warn my [26]
friends and relatives not to [27]
make payment for anything [28]
Negative using the service.
Word-of- | T would complain to my friends
Mouth and relatives about issues with
(NWOM) the service.
I would definitely tell my friends
and relatives not to make
payment through the service.
You will say positive things about
the service in the current host
country to other people.
Attitudinal | You will recommend the service
Loyalty to someone seeking your
(AL) advice for the service.
You will encourage  your
friends/relatives to study in
the service.
When I need a service, I always
use the service.
Behavioral Compared other ;ervices, I have [29]
used the service more often
Loyalty h [30]
(BL) an the others. 4 [31]
Compare with other services, I
have spent more money on the
service.
I will use this service the next
time I need something.
I intend to keep using the service.
Composite | I am committed to the service.
Loyalty I would be willing to pay a higher
(CL) price for the service over other
services.
I would be willing to recommend
the service to people I know
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Table 2. Respondents’ Demographics

De{/n;g;;;{ae}ﬁc Dimension Freci;uenc Perczntag
Gender Male 97 66.0%
Female 50 34.0%
Age 11-20 2 19.0%
21-30 52 35.4%
30-40 43 29.3%
Above 40 24 16.3%
Hours of 1-2 hours 4 29.9%
online a day | 3-4 hours 47 32.0%
Above 5 hours 5% 38.1%
Most used Clothes 41 219%
online Travel 31 21.1%
services Food 23 156%
Home Appliances 22 15.0%
Etc. 30 20.4%

WA S B B 97H660%), AL 50
W(340%) 0.2 et Al 2009} 3007} 7
4 we nES AN o5 FolA ahel £2)
91 H&AI7ko] 5AIZF o4kl o] 56%(3819)01}
2ol Aulz ool 7hg g Ropu

&4 B9l #AZ et

fr
Job
ro,
rot
it
:i
1o

il
2
o
dlo

unl
oy

Az 4

_O|L
2
K
g
Y
M o =
o
to
>
ful} ok
ox T
P rlr
2o
oo
oft
oX,
o il

o o Ho
11
ogl:r‘
P,L
32

TR AT

b
w

3

:
)
=

3
o3
2

N

o wz

Mo
=

FARE M 3§ %k(elgenvalue) 1 9
=

rr
BN

OL
=
R
2
>

s 5

1ol s Aol F18 Fe Wow st
o Bggel ¥e Aow wusigded, o
2 e 294



The Journal of the Convergence on Culture Technology (JCCT)
Vol. 10, No. 6, pp.443—450, November 30, 2024, pISSN 2384—0358, elSSN 2384—-0366

3 FAde Bt 2 ARl
Table 3. Construct Validity and Reliability Result

Construct Item Loadings Cronl:ach*
Positive PWOMI 1% 0.891
Word-of-Mouth | PWOM2 A

PWOM3 765
Negative NWOM1 684 0.719
Word-of-Mouth | NWOM2 863
NWOM3 831
Attitudinal ALl 749 0.808
Loyalty AL2 721
AL3 702
Behavioral BL1 537 0.748
Loyalty BL2 530
BL3 676
Composite CL1 84 0811
Loyalty CL2 359
CL3 593
CILA*(deleted) 364
CL5 122
KMO = 0.857, Bartlett's test = 0.000
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Loyalty

x¥df = 2.12, CFI = 0.992, TLI = 0.990,
NNFI = 0.990, RMSEA = 0.087, SRMR = 0.075
a2 2 PEUHAl 2A Zf

Figure 2. Structural Equation Model Results of the Model

I 4. Path Analysis Results
Table 4. d22M Z1}

Path Coefficient (;t)i\\]rillllll; Testing

Attitudinal Loyalty 13.15

< Positive wom | (o001 | Supworted

Behavioral Loyalty . 9.88

< Positive WOM | 0% (o001 | Supworted

Composite Loyalty 15.27 .

< Positive WoM | 073 (oop | Supported

Attltudma]' Loyalty 0104 1.76 Not

<-- Negative WOM (0.079) supported

Behavioral Loyalty 292

< Negative WoM | 167 | (opag | Stworted

Composftg Loyalty 0073 1.33 Not

<~ Negative WOM (0.183) supported

<84 FAENE Hed, 454, 53 S 5w
B otk 38 ARl S mA L AT Al
Hog RAA TARHE BEd 2 BEY F4%
EfoE e AA Rahe v @B S
B ol @ G v Qirks Hol FEA et
wh ol Al Eilolzhe $Hel VIRlg Aew
B & gtk FAEA ] AAEAY e 3 s

M= A
A BA A o]
7= o

—iU: oL

A (ol

(02 9@ mAn gdrks Aotk

Tuete] 344 T
(3]
0

Z 2 %} (enabler) 2+

- 447 -

A4 FARH} £F f2)

ohd 2747

olel  tiaA]
12 (dual factor theory)l

244 PR 247t

| ZHinhibitor) 24 7]%53k8 &



The Exploration of the Relationship among Positive and Negative Word—of—Mouth and Customer Loyalty

s Aolgka 3k TH2gl.
Z7F4 02 Naylor and Susan(2000)& 7l -3
TAZIL o Bol FFE F= A2 ARdelAR,
[e]

= o ARl d

Ho X

rl

mY)
)
iried
4
2,

o

bl l
dh= Amr) Aota s49leH33).
= AH ez gl HE
334 % A71E Bk A

[e]
& Bt 9 Aol

w Ae AHlE A 2l
7he kel FHadet u 4w T4 3 o
o] AARd oA o] Q1A o]
AYw At ool Fdast 2 1A FAHEE A

FAA FLIHA AAHE AR Adoew &
= o=

Qo 2 KoM 2

G

)
kl do o
&
&
2 1o
T of
o
1
tlo
-1
BN
ol
oL
1>

e,
4
N
mE

oX,
k1
=
ol
o

2
o
=
Ho
lo,
)
o2
‘C_)(r‘,

LAl ooy 2
o,
2
-
2
Fop
_\El‘
rlr
=
k1
2

tlo o2
=, of
Ny 2
R i

o
-
o
a4
-1
[
ol
K
rlr
=
il
)
ofi
oX,
b

=2

=
O

=

o
o
=
[
0,
32
rlr
=
-
i
&
ol
o
)
ro,
o2
o
oW ooz

fd
2
)
2
_>J|_rl
iy
B
=
[>
M
-2
2,
o
ofy
ko
o

e

e
7} ool 4L gApE) =

=
o X%
il
o
Y
-
g
(o
t
i
=r
o
:?1:,'
o
rir
poch
o
e
R4 1=€1> il © 2 ¥z
-

12

Lz oo kbbb B & oR ol
(I
o
oy r
o T N
( oA
ol 5
Rt >
) Z
2 g
H (e}
i &
lo 2.
>~ %)
o S
N =
oo
[
e 2
o,
X
o
_(

o
30,
O,
o

o
rw
e g
-
=

o
rlr
2
=
)
re
2
I
>
it

[
o,

an
oo
:
¥ 7
o @
L

‘o,

AW

i

ot
e

o
)
I
Rl
o
L
rlo
iy

e K
dz wE 4 K

rfo
)
to
[Kl
Ach
ro,
=2
>
Lo,
N
A
ox

References

[1] Bank of Korea, 2020 Input-Output Tables, 2024.

[2] M. Holbrook, “The nature of customer value:
An axiology of services in the consumption
experience,” in R.T. Rust, and R.L. Oliver (Eds),
Service Quality: New Directions in Theory and
Practice, SAGE Publications, Inc., pp. 21-71,
1994.

[3] RP., Bagozzi, “The self-regulation of attitudes,
intentions, and behavior,” Social Psychology
Quarterly; Vol. 55, No. 2, pp. 178-204, 1992.

[4] F. Reichheld, “The one number you need to
grow,” Harvard Business Review; Vol. 82, No.
6, pp. 46-54, 2003.

[6] PE. Green, DS. Tull, and G. Albaum, G,
Research or Marketing Decisions,
Prentice-Hall, 1988.

[6] A. Alexandrov, B. Lilly, and E. Babakus, “The
effect of social- and self-motives on the
intentions to share positive and negative word
of mouth,” Journal of the Academy of
Marketing Science, Vol. 41, No. 5, pp. 531-546,
2013.

[71 H. Assael, Consumer Behavior: A Strategic
Approach, Boston: Houghton Mifflin Company,
2004..

[8] RN. Laczniak, TE. DeCarlo, and S.N.
Ramaswami, “Consumers’ responses to negative
word-of-mouth communication: An attribution
theory perspective,” Jowrnal of Consumer
Psychology; Vol. 11, No. 1, pp. 57-74, 2001.

9] S. Alves, JL. Abrantes, M.J. Antunes, C.
Seabra, and R. Herstein, “WOM antecedents in
backpacker travelers,” Jownal of Business
Research, Vol. 69, No. 5, pp. 1851-1856, 2016.

[10] Y. Yang, S. Park, and X. Hu, “Electronic word
of mouth and hotel performance: A
meta—analysis,” 7ourism Management, Vol. 67,
pp. 248-260, 2018.

[11] C. Shen, and S. Yoo, “A study on the effect of
the image of Korean educational tourism on
online word-of-mouth intention: Focusing on the
moderation  effect of  Chinese  tourists’
conspicuous  self-presentation and self-image
consistency,” The Journal of the Convergence
on Culture Technology (JCCT), Vol. 9, No. 4,
pp. 283-290, 2023.

[12] R. East, M.D. Uncles, J. Romaniuk, and W.
Lomax, “Measuring the impact of positive and

- 448 -



The Journal of the Convergence on Culture Technology (JCCT)
Vol. 10, No. 6, pp.443—450, November 30, 2024, pISSN 2384—0358, elSSN 2384—-0366

negative word of mouth: A reappraisal,”
Australasian Marketing Journal, Vol. 24, No. 1,
pp. H54-58, 2016.

[13] R. East, J. Romaniuk, R. Chawdhary, and M.
Uncles, “The impact of word of mouth on
intention to purchase currently used and other
brands,” [International Journal of Market
FResearch, Vol. 59, No. 3, 2017.

[14] C. Lee, and D.A. Cranage, “Toward
understanding consumer processing of negative
online word-of-mouth communication: The roles
of opinion consensus and organizational response
strategies,” Journal of Hospitality & Tourism
Research, Vol. 38, No. 3, pp. 330-360, 2012.

[15] R. Ahluwalia, RE. Bumkrant, and HR.
Unnava, “Consumer response to negative
publicity: The moderating role of commitment,”
Journal of Marketing Research, Vol. 37, pp.
203-214, 2000.

[16] JY. Chung, and S. Park, “A Study on the
Relationship Between Health Club  Users’
Perception of Service Quality and Use
Satisfaction and Loyalty,” 7he International
Journal of Advanced Culture Technology
(IJACT), Vol. 9, No. 4, pp. 145-133, 2021.

[17] M. Ali, and S.A., “Service quality perception
and customer satisfaction in Islamic banks of
Pakistan: The modified SERVQUAL model,”
Total Quality Management and Business, Vol
28, No. b5, pp. 559-577, 2015.

[18] I. Ofosu-Boateng, and P. Acquaye, “Effects of
service quality and customer satisfaction on
customers’ loyalty in the hospitality industry of
Ghana,” FEuropean Journal of Business and
Management Research, Vol. 5, No. 5, pp. 1-9,
2020.

[19] BM. Khan, “Consumers and their brands:
Deciphering dimensions of loyalty,” International
Journal of Business Insights & Transtormation,
Vol. 2, No. 1, pp. 84-92, 2009.

[20] G.S. Day, “A two-dimensional concept of
brand loyalty,” Journal of Advertising Research,
Vol. 9, No. 3, pp. 29-35, 1969.

[21] RL. Oliver R.L., “Whence customer loyalty?,”
Jowrnal of Marketing, Vol. 63 (Special Issue),
pp. 33-44, 1999.

[22] M.P. Pritchard, D.R. Howard, and M.E. Havitz,
“Loyalty measurement: A critical examination
and theoretical extension,” Leisure Sciences' An
Interdisciplinary Journal, Vol. 14, No. 2, pp.
155-164, 1992.

[23] S. Zhao, Z. Jiang, Y. Li, and ]. Meng, “How
does word-of-mouth marketing affect customer
yoyalty,” Advances in Economics Management
and Political Sciences, Vol. 10, No. 1, pp. 51-57,
2023.

[24] D. Zhang, A. Mahmood, A. Ariza-Montes, A.
Vega-Muifioz, N. Ahmad, H. Han, and M.S. Sial,
“Exploring the impact of corporate social
responsihility  communication through  social
media on banking customer e-wom and loyalty
in times of crisis,” International Journal of
Environmental Research and Public Health, Vol.
18, No. 9, 2021.

[25] CH. Perera, R. Nayak, and N.V. Long, “The
impact of electronic-word-of mouth on e-loyalty
and consumers e-purchase decision making
process: A social media  perspective,’
International Journal of Trade, Economics and
Finance, Vol. 10, No. 4, pp. 8-91, 2019.

[26] R.J. Ferguson, M. Paulin, and J. Bergeron,
“Customer sociability and the total service
experience: Antecedents of positive
word-of-mouth intentions,” Jowrnal of Service
Management, Vol. 21, No. 1, pp. 25-44, 2010.

[27] 1. Goyette, L. Ricard, J. Bergeron, and F.
Marticotte, F., “e~-WOM Scale: Word-of-mouth
measurement scale for e-services context,”
Canadian Journal of Administrative Sciences,
Vol. 27, No. 1, pp. 5-23, 2010.

[28] M. Talwar, S. Talwar, P. Kaur, A KM. Najmul
Islam, and A. Dhir “A. Positive and negative
word of mouth (WOM) are not necessarily
opposites: A reappraisal using the dual factor
theory,” Jowurnal of Retailing and Consumer
Services, Vol. 63, 2020.

[29] H. Kaur, and H. Soch, “Validating antecedents
of customer loyalty for Indian cell phone users,”
Vikalpa: The Journal for Decision Makers, Vol.
37, No. 4, pp. 47-61, 2012.

[30] S.J., Baloglu, “Dimensions of customer loyalty:
Separating friends from well-wishers,” 7he
Cornell Hotel and Restaurant Administration
Quarterly, Vol. 43, No. 1, pp. 47 - 59, 2002.

[31] AS. Dick, and K. Basu, “Customer loyalty:
Toward an integrated conceptual framework,”
Journal of the Academy of Marketing Science,
Vol. 22, No. 2, pp. 99-113, 1994.

[32] O. Mascarenhas, R. Kesavan, and M.
Bernacchi, “Lasting customer loyalty: A total
customer experience approach,” Jowrnal of
Consumer Marketing, Vol. 23, No. 7, pp.

- 449 -



The Exploration of the Relationship among Positive and Negative Word—of—Mouth and Customer Loyalty

397-405, 2006.

[33] G.S. Naylor, and S.B. Kleiser, “Negative versus
positive word-of-mouth: An exception to the
rule,  Jownal of Consumer Satisfiction,
Dissatistaction and Complaining Behavior, Vol.
13, No. 1, pp. 26-36, 2000.

[34] K. Nam, J. Baker, N. Ahmad, and J. Goo,
“Determinants of writing positive and negative
electronic word-of-mouth: Empirical evidence for
two types of expectation confirmation,” Decision
Support Systems, Vol. 129, No. 3, 2020.

- 450 -





