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I.ME

59 AQEAA QolN edlzU2E § o
QeAkgel ohjet S19 HES AF BEHA A
gog $45n Ut ol olfZ AZ E W §
% e-HlzUsd] HE 9SS BYL BeHoz
27t 9ol gow, oz Ual YsL eHlzya
o HEHA Yo ¥ ¢ Y& AAYEY 73
2 29l B £AE J1goln U AN
o9 7% % 9o O BA] ¥e VE, AN
Aol U# 2849 WA Pust 454 e B
Aze AR BAAY 75 2 HIAQ ¢
3¢ A% Badtt a2y BdHoz AN

Ao @ Brke AALES LA 430 o9
2ol F7E7]Ee] dd o] 8HA AATL oFF nF
g Aol getx FAFLE P AEE
HE B FRAE of2Fo] e dFolH.

2 d7e (DFEA2E 43 23 22X Delone
& Mcleand| IS A#ARHe] #YPYT AXE ¥
7t ¥ Z¥ol(DeLone & Mclean, 2003),
e-H|Z2Y 2 uhAEe S48 sl F5E B
YL ol Al (QHe upAE AFENA A
A FL AA @M HER YIS A% g
A 842 AAHen (Zeithaml et al.,
1996), 53] HZ nAdA My AE A Fe &
#g MulA A (encounters) 22X B HA| 2]
o] 2Z=lm 3lE A (Bitner et al., 2000): (3)
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A riAE A7 Yo AR Asd o
A7t A2 e-H|ZYA Folo|lH F9F A7 ¥
ol FZHz lon, ol AFEA A}
ARRAY 749 F8 820e2 E¥sn gE
A (Gefen, 2002): (4)32 »HAY FFlrM= 7]
E9 1 BEE AN 1A FAHz Ao
sjgtiglo] o] F st glem (Oliver, 1999), 27
FATE 7198 T 43S A e H2H 892
2 HZ eH2RYL AT ENA 281 A9 A4
¥ 89z AAN=Ezn e H(Reichheld &
Schefter, 2000); (5)ERP(Enterprise Resource
Planning) ¢ 2 FRA 289 7% gFo8 o
A AFAR A3 did B} B LojsiA &
A 5E F¢Hez B9 E & de AASE A9
2P L o]@HoE =gdtuA 9, £ JHry
< T3 e 4 AddE A=A ga HEd
ZRAAEEST MNEANGzA o SFARE
WEety] feted FEAY 28 1@ =24 F
EREe ARoH olg EUZ J- T} ARIE
Hel A= e JERE AM AAGAH 44=3
o ALl g FAAA FHAXES =33
. o2 FPANREEY U BHIE Fte 72
WA 239 ¥4 89 E4E FYFeA
A7 274E AFF o2 Agdted Bf Afee
5 st

2 d7Y BAL ojgRo2e AARAHT 2o
A7} H2Y2E TR FA 29 FrA
2HE Hrtd dd o] AAE FHEH] 4
ol ARACRE JFAY AAIHE 5 &
37l AF FARY FHFANGES ANE #
A= XA (guideline) & A F37] Agtolt}.
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2.1.1 #4448 D&M IS 4% =¥

DeLone & McLean(1992)2 Shannon &
Weaver(1949)9] AfFUACIA A+, Mason(1978)
o] AR J3o] E(influence theory) 22lm 1981
ARE 1987d7A1] MIS ®olo] AZFATES
ooz FEA2H 4F9] A3t € e 4
g ZHYAI2AN EF AAH 2 F3FE3HY
AEA 2" 43 2P (D&M IS A 23)E A
Algtith. D&M IS A5 2¥(1992)& Al2He]
A, B9 Ho| A2d AT, AR THEx
IS F31 A2y AR AR BERE )
A9 43 g zA9 Fho GFE Fohe BFS
2 ABA2Y AFae #F AFEY FEHSF
2, B FEA2E Hrte SFANREAM A
Ao azk BE A AgE fi

DeLone & McLean(2003)& ©|&& D&M
IS A3 =¥ (1992)S A Ao W FEAA
o] Aol Wizl B2 Mg ANG =Y
(1992)# #dE S U B 2ol 4
¥(Updated) D&M IS A3 2¥(2003)& |8t
At o] £3€ D&M IS A% 2¥(2003)9M 1
2 AHEA AFH(EUC: end-user computing)
739 Fitol we} IS F3o] FRG HHAE F
Aol AFHEE A Pitt5(1995)0] F37
IS 239 Mu|xe] A& 289 4% 2H(2003)
Aol ¥geA e FEA A G 94U A
Qo 3 I 2o g YIS EA(Net

AT H33Y M4 20044 8Y



HAMES 43 SIYXE JHitof B 4IH A7

Benefit)ghe e Adoz @8t D&M
IS A% 23(1992)% +3€ D&M IS &3¥
(2003)& 9+ E3d, 24 99, FJEA2H
294 U5 gL 7t RS0 EA HAYE 4
goA o]d AR T LA we} AA
2 IS 47l ¥ X2 2¥(Comprehensive
Model) ©2A DeLone & McLean(2003)& %
Z8 D&M IS A7 23 (2003)°] e-Commerce
A3 RYo2NE AL JheAE Bl

B d7dME AR d@ 4 2¥L 72
7] Y3l olgd ¥BHA 49 D&M IS 4
3 23& 20oz 3t AAFH SleiMe] R
Az"le] 7154 B4 9 4 HsE 9% £3E
D&M IS A3} 2Ho| e-Commerce HF 2F2
24 A4Hed At d82 =gt o)E S8E
F Ue REE AFgeEA Az AAE
Fhebed ARe ARRES A staat gt

2.1.2 AR B BEF JFE A% €53
842A49] A2 F(Service Quality)

oAY Fgor Aula AL o AXH AR
BAoM 22 AER IS AT 254U 84
2 A=Y $ten(Zeithaml et al., 1996),
EF 2247 FRAREA vHAHEHTF AH|
& upAE FHAAM 7MY 23 A E Hed &
t(Jensen & Markland, 1996). °|&|g o] &2
AR 2 FHEE BHE) J3% FYog
e e x Aol dig & S =8¥E e
o goy, ol dAL HI9Y e-HZYA AT
Eoll7tA] olixz g}, o2 sl HZ e-H]2Y
2 EololA e-Service 713 (concept)S AAS
AHRust & Lemon, 2001) e-Service 2389

YA H33A ML 20044 8%

£ = FE(Zeithaml et al., 2000: Kaynama
& Black, 2000)¢] ¥&3tA AP glct,

2.1.3 AAEAY 589 F8 8210249 A3
(Trust)

A A AT AFAA #AE A%
233 842 355 (Dwyer et al., 1987:
Moorman et al., 1993: Morgan & Hunt,
1994) & AE HZ e-v]RYA BopollA F8
A7 Folz Z4Hz id. A= el g
FAHA 71d°, "Bl i@ 3FAY Bx ¢ g
AL Am 71Ae] Y& Aoz Fogdd. o
719l Mayer %(1995)#% Zand(1972)7F 4139
Aol XTFAZ T|A0l f¥e AFEEE FH
(willingness to be vulnerable)o] 4J2]ghiut
ofug}t Atgjg 4 AATHH A ZGdXz Ao A
Jol] 838 82 (Rousseau et al., 1998)& ¢l
53 g, Age F3A44E S5 AHEE
g 2Rse A, g4F4os 23 89
oltt, watM e AAH &Fd TFHY AR
o024 B3y § 8749 H=2YA9) Po| E HF
Ho ¢ 5AE AAAYA dAM e HE 58
gt o2t AAAY 8749 E¥AHF N3
o 3844 B4 wEd e A=A
T89 Fa% 9% 892024 AHAHR glon
(Gefen, 2002) o|¢} ¥HE A3 ¥4 AFE9|
gdatA A= Yo

2.1.4 2Rl A9 HF89ozMe] aAFYE
(Customer Loyalty)

FA=E HA ZYd 7te F1 2@ dAE
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A&ATE 54 H=(Czepiel & Gilmore,
1987) EE AZdhe Aol AH|2E A Tl
seln she YT PoT 79 IV HEF
A9 AT B+t FUT HA=E FF
dz A&AHez FaAde AR Fjd
tH(Oliver, 1999). o8& FA Xt Fornell &
(1996)°] ACSI(American Customer Satisfaction
Index) & AFAME F8Ao] AFHURO|
14zA 7AE ol&Fd N e JHAE 7R
i I (Rosenberg & Czepiel, 1983). & 37
FAETt woHAE A4S, 71Ye] gL o5z
Fulule 2 Fojgel Fvh, vlEe A, 34
 FHEH 5L 7id & & YHZaithaml &
Bitner, 1996). @t HZ wpiE 2 eH|2Y
2 AFENM 17 x| 9 8%ld AF A
FEo] gustA APz glon e-v]2x AF
o] ARE AA=E2 giH(Reichheld & Schefter,
2000).

2.1.5 7199 354 ZR2A Y AFH 43

AYAQ 7199 2AEL FF9 HHE FM
7171 98t ol &FUE BEZ Ax Yot 24
U3 Wt Ax2A AFA e M BUF0
o dutsid gy} NE2A FIANAE(BSC)E
A g Kaplan & Norton(1992)¢] @29 RE
ZANTY NEEL A AR AAH ok 3,
FFHo2E AFH 3 Polgke WM 3
o] ojFojAof Fha &% tHKaplan & Norton,
1996). °lg} ol AFAH JaAsle] T &34
o] dLdlx EFstn #A vy FRA2H &
FEAME FRA 2 g AFH F3 A9
oglg 5oz 9% AFA Ao AAHA Hr}
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ARZA Y Agol BAAELS A7slidt. 18
U AR FRA 2" AAR o8] Hue
AEAN2HF W2Y2rl A¥E AN Aoz
T 7 U g2t AGH I ojdded
&9 BA(PCA: Profit Center Accounting)ol
U Ady £8#Me JT ERPY 2 ARAA
¥ P&ggoz dwisld Aol Hojslm gle
o, o|2 QA& AAFHY AFAH YREHe] 7%
A =t

2.1.6 ¥d331% Agd g =9

D&M IS A3 2¥(1992)L ArA 28 AF
220¢] #F AFEM FEASFL FEA2H H
7t BREo2A A A4 a3 BEAA ALH
o] &t o]&F D&M IS A% 2¥(1992)& 2
Zoz A AANE F£AE D&M IS A% =Y
(2003)2 7]& D&M IS A¥ 2¥(1992)3% #
A9 PYHEL =gAoE HAF ¢S 9T ¢
& 2yolt} v AR 2L FH FeY
FEA A" g ARE AGrlde #EY
Aol o}, ¥lE DeLone & McLean(2003)&
38 D&M IS 43 2¥(2003)°] e-Commerce
g R¥ozA AL E £ gde sde ¥
BAAT £ AF U AR AH =¥e
2 AgHrlde 9L 2L EAHEE Wi
A

1. ¥4¥ D&M IS 45 2¥elA ‘Aulx A
< IS 239 Aujx A'2A Mujxd gy
€ 23 Y AR 238 %33 o o
A ol Mulze] AL Y9 3 - A2
o 4, Are A - & FPAIIed 719 &

Y8 33AH M4 200444 89



HAAES AT SYNE Mol WY Y5Y B7

€ AR nAe] AARA ool AFAY
dag At Brle odd. 379 22
ol foll N AR AFHEYN IS 23
of qula AL 1 FoE7 vuy ¥e A
o2 FgHY, A AF 2¥E 759
o] YoM Pitt 5(1995)2] Rx 9} Zo]
1S229] Mula A& EFrE AW
Aul 2 A dig g Fo g dejstd A
A4 75 2 E4HHAM ATE F e
Y7o oF Hulx AL TFsojof &
Zolct,

. HE ¥ ARlEES W & e-dlRY2
A+ AxE Y, $3E D&M IS 4 =
ol AMEE(Usage)ol AZHE ¢ Alo]
E9 A& AA2A9 dHeolH EF F @A
20 % ol mA<] HolEo] iz Ho]
HEL 288 ARAAE 8738 HolH
g #ghed 2AAT F2 8le Ae2 Y
et glen, olg @ olfdlA A § A
olE FFY JEAY 33 AREAQ FHo]
A HuU3E &2 H2 B § AJEY 4
T AREEANE AT Aoz AAHR A
H(NetGenesis, 2000). 8 AZAH &
Zox Tl o] 4] APAFE Ao} &
218 (trust)&  432]¥4 (interdependence)
o FANA FPHe Aoz A o4&
A gae 23 o558 4& 7 gl WA
o ke AL A4EE 99 H(Rousseau
et al., 1998). wetA A= AY &F
of A Atgeln, B3u § #7449 H|
2Yxst go] 4 HEHn @ FAE AR
Aol olA AAEH HREHe| Aoz

AT M33A M4 20044 8H

e R

Egsojof & Aot}

3. Delone & McLean(2003)2 ¢3€ D&M

IS A% By ALA Sk ZAHAE
2 A Foll(repeat purchase), A ¥&(repeat
visits), AHEAF AEZAM] 394 €W &
& AN AAR ol8F FHAEE v}
A A7E(Fornell et al., 1996: Zeithaml
et al., 1996)oA 27 F4= MdES 3%
e AREZ AAEL b, o] Wt
M B Abga BHEEs) old 1A AT
NS AT Aol EFAT}. wehA AHE
A BEE gile] 14 FH=E AEH A
#2go eg ¥slajol & Aol

. #4€ D&M IS A% BZA AXNE €&

7} (Net Benefit) A2 D&M IS A% &
H(1992)9] A= B W PYES
=gHoz B g o AAHoln FAH
o BEA2Y A BFYZ AAE] A 7]
2 #AAGAM = "ot o] Utk meM £
A7 g Az HEH7 HaAe
caZ] sMde]l Boh HEstA ¥ 8
7b 9o}, 3 AAGH L JEAAE AAR
olals7] Bote ARA|A"F wzYAsL 2
e 2oz B 4 St 2 dig Hr}
AR AFH Hode 713 EHHo|n dyt
3te HrF AE2A AAFo|n FAHAHL =
& A A% 712 HA A HlFolE o
A (Net Benefit) tidlel AFH 4z&
Az AHRge Agdoz FFATE A
o] AU Zo|tt.
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2.2 TR 4ot 28 =2

H2 Myl HH(service encounter) A
A Y| A (self-service) 71€0]l £¥sn glo
9 olg 22 Jlgd Afe AA wie, ARE
(low-tech, high-touch)ghe AH|& HAQ i
AL FAo2 A3l A7 U (Bitner et al.,
2000). &, AMulz AFY FAIL Agoly 23
oA 7l1&z ¥slse] stn glom AL 7]
' Mulze 3A A ot AFE Aulze
tade Ao o MdL Parasuraman &
Grewal(2002)7} AA G S#E dlgvl= 233}
A (quality)-7H (value)-F4 =(loyalty) <1l
A & Z859 Sid. o2 3 HZ FEA2H
AT RoloA HEHI 7] 74 Mu|2 AA
o (www.isworld.org®] SEATEH)o]l #AS
Bu on, od Aladle 7AAY AA7}F vt
2 § AlojEolth(Zhang & Im, 2002). IH
Dabholkar(1996) & 7]&€7|4te] AZMu|2E
o] AZHE Mula 29 FFelld sty =
YL s 4FENE U2, Meuter T
(2000)& Auj~ HZA(service encounter)®
Aol ALAul 2 (self-service) 719 A A
B9 WE/EUE a4 didte] RALE o,
Zhu §(2002)& AEI¢ 718 Au|2rt Aula
A (SERVQUAL) el AFAQY F¥ol UST
Avj e RoplM A¥E T3] A5 B
getA oS FFstd B o AAZHAA 99
71€&09 A(quality)d A2"lel Az FHe
AL Mulx A2 dslEol aAdqA AgdEdn
€ 4 .

MEl 2 Ze ¥l E 7lgol&ate] AT ARHAH0
Ae ¢1 93z AW (Greising 1994
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Zahorik & Rust 1992), AMu|x FHo| FoldF
g 34 FA=e EoAe AR Yeida o
& M2 22 A Feijee, FA, Pl F71
o 9] e Aoz A= e vHZeithaml
et al., 2000), °|8{¥ A9 g=u Y& 14
FAxY F83 ZAAXES(Fornell et al.,
1996: Zeithaml et al., 1996) 84 Mu|x AL
IAFYEY F8 APAFUS BAFE ZAV}
g 4 gt B3] Zeithaml 5(1996)& Mu|2
A5 71gol& e BAC FF AL 2¥E
AA A AMulx Ao g 249 QA FA
Eo 3FHoln R FAIAL U 4F
AT &, A2 A& aA4FzY AP
FU& & 4 9o

HZ e-H2Y2 BY AFEAN 7199 AR
Y} =HAd(Jarvenpaa & Tractinsky, 1999:
Jarvenpaa et al., 2000; McKnight et al.,
2000, 2002: Yoon, 2002), A=A HA
(McKnight et al., 2002, 2002), BE#X
(McKnight et al., 2000, 2002: Suh & Han,
2003)%°l 7] A8 F&S A4 F8 Aygd
o2 AAE AFATF = JAT FA HE|jx
o Aol Tl g Aoy vadE ¢
T dA] oA G Ao Jge
© 8122 AAFo] Ah(Berry, 1999 Liljander
and Roos, 2001: Singh & Sirfeshmukh,
2000). Wby AMulx AL A= dgo] &
< ¢ F o %3 ASE e-v]ZY2 FopollA
AAFAE(e-Loyalty) & x| 98 F8.9
AANE 2 AdcHReichheld & Schfter, 2000). ©l
&g AKL o)) (e-bay)t W7t= 2§ (Vangard
Group) 28l3 9@ HAHFE(Dell Computer) st 2
o] 2 A S AT AES Fld 4FH

ALEHT M33A Ma% 200444 8Y



I en HZ 98 AF(Singh & Sirdeshmukh,
2000: Chauhuri & Holbrook, 2001: Shankar
et al., 2002: Anderson o« Srinivasan, 2003)
dME fA ZolE & vt whA Ase nA
=9 F8 APAFYE & F At
ZABAEHANN A3e 9ERy dSAEZ
S 2 (Driscoll, 1978), 8449 Z4(Mayer
et al., 1995), 23549 ¥4 (Creed & Miles,
1996), 22]x ARu]8-z4a(Wicks et al., 1999)
o] 4% wio F83A meFHoigor, nlHE
dre HEUS} A7)a8 FA(Ganesan, 1994),
33 (Morgan & Hunt, 1994) 5°] sz
A=A, BF diFEe ARGAY L e-H2
Y deixe A sz 7ol owr}
A% EMHUDN(Jarvenpaa & Tractinsky,
1999: Jarvenpaa et al., 2000; McKnight et
al., 2000, 2002: Gefen, 2000, 2002). uf
ke Tuf P9o] M3 HeE e Fuf P9
o 92 F= FUEF 4 9n@tt e £
gatd A Aulde ZaeAln o
EUS g BAE A SHAR FdF
TE fedthe A< ¢ 4 Aot W Shanker
5(2002)2 222l Ao M-S AXNse AT
oA 221 A7t A9 S x(intent to act),
BHE g 4=, 7199 A3 firm performance)el
FEFE Fv 2oz AN wepx dEe 71
o AFH ez Fo] vty 38 & 4 i}
AAFATE 7198 T 9 viAe HIH
821(Rosenberg & Czepie, 1983)2& Reichheld
& Sasser(1990)t AFHEE AFA A7 #
F(Proxy) 22 AAI8IA o0, Zaithaml & Bitner
(1996)= 2AZFAE7t wolAEe AF 71de +
mRle o o o] Fvh, v 89 A FoH<

1= O
HES

HASoI T x33A M4& 20044 8H

TRAE| M3 YK E ol B AEH 97

FREHR & JId & # gidz Y. =3
Reichheld & Teal(1996)2 2AFAT 74|
A 7} (the economics of customers loyalty)
E A93A 2RE3L 7 BAE dole 3
=7t 28 2AEL J199dA 7Ho g =g
o)A (price premium), 3 (referrals), ¥4 &
Z(cost savings), "1& %7Hrevenue growth)
% 22 71947 sl BEo B2 4% v
A Ao AASYT. Zeithaml(2000)2 AH]A
A% Yooz 2 AT #E AFE o 3
HAd S0 Bl Mulx o] FAF ol
Y (offensive effect)# o3 nlAH (defensive
effect)oll &L Fof 7199 AFH A& F+
Frhe AHl29] 23 7149 99 (profitability)
of #3 71938 =¥ (conceptual model)S A|A]
At o] ZFoAM 7o +94 (profitability)
o 982 F= WoA nAH (defensive effect)
o 42 ¢&dy, FuEFsTL JHEZEvd,
394 A §3 2L aAFNEY Yoz
o g2 34 FAEE AFF P Fg A
FAFAE FE & F Ut

ol dn 2 7Y 13T =214 3234 (logical
reasoning) € Fd AAGH AAE Hrlep]
A% o]2A 2L 679 AY - Azde A,
Bre A Mulze H, A, 24 FHE, AF
A A3} - o2 FAHoof dhn B AYE 7
o BAe (28 DI o] Yeid & Sl &
49 & Al2dle Az FEo] Ho| AMujxg
Ao 9 Fu AMux FE nAe As|e n7Y
4Ty 98] € Aoz Eo x§ uz9
AE7F 3AFYT] FTE vy o ne
AE 9 FAxE AFAH o 4% F= A2
2 7MdskE 4 S1E Aol

1207



23 - YuE

(38 1) JRYHE Yot 2%

AFH 43t

IAF=

el

M| z9] A

j

A2 2

Huel 3

. EXIAE Mot 28| 7o ARE T}
85 =F ¥ SEXE je

3.1 Alalle] &

AZAA Alzd Ao 9T Hrte AEHA
3o A Brto|AY 939 A¥e] HEA
of #3 k2 A (Alloway, 1980) Al2H¥le A%
Ao 23& %332 YUh(Kriebel, & Artur,
1980). Al2¥ A9 Byt FEo A FBA|A
9 B33 oy AFEAAN AxE, TFAT, AHE
o] $ol4(Swanson, 1974), &AA, AEHolx
A#A (Seddon, 1997)5°] AAHAU}. A 3
BA2E ATFENN AAE A28 A FIEE
< 29 A4 9 AlEE e & A7

1208

dAM AAE 9 Al|E HARFEET FAR S
3A & & A § AIEE £532 9 Al|E
AA A 28 AFEE AAsE Hoffman %
(19979 AFdME $RAIT HF3e JE
&7 § AlolE HA Al F8 m2Agog A4
HAaen 9 "t HrtdgE AAske Hong
& Moriai(1997)8] AT e AHEA AEFH
2o #Fste ¥ 72 ¢ Fojokx, 1gm A
o] golAel sidst duiAleld 8o Fol A
A=t

Palmer & Griffith(1998)8] Q7dlAE uH|
Aol g4, 2re -Htle ojEYH oM, 3t
olHPA T AHEE AUE 9 AlIE 75 A
23 Aoz AE%les, Schubert & Selz
(1999)= 2UE€ 9 A|E H7HEE AANde
AFoAM g9 rled 54 ksl 9% 3=

HLEAH T 133N M4z 20044 8%



XA 4ot SYXE ol ps YEH A7

iR

o8 AR AdEHolx, W FE, Aadle 3
M R e, AdsE FEAE, dFAY
3 2 A% HE o9 AE AL Y, 2
Agee g, FE EY 7, JRIe BF 5
< AAEA.

DeLone & McLean(2003)2 +3¥€ D&M IS
A3t B8 Arske dFdM e Alad Fo Hrt
32 o2 §-84(usability), 7H4 (availability),
18] (reliability), 23/ (adaptability), &l
3 REE A7t 22 ¢ Al (response time)
5 < AN

F8 A7 8 Alzgle Ao i 37t I
a9 -4 34 (¥ 1) 2o,

FEA2E BHoA Alxd Ao diF Hrke
WEg o] A3 tid HriolAY 949 2
49 F&4d #F Hrtolw(Alloway, 1980),
Azee] J5E84d 23& %52 Ut (Kriebel,
& Artur, 1980). ©lgi3 #HA £ AT =¥
o A|xdl9] o i Hrke AR AH 29 Al

B&A0 BF Azde JeEAd dF g
2 Ao fEA AFAHA FERA XY FY
€ 9 AIE frloM Alxgle) A HrgEoR
AF Agse £e49 APFY Ag} & 5 3
€ Az 3"AZ] H4d B7F FEo2 AA
g 5 3lon, £ A2 AHE A=Y 5 3
E AHE 8ol4, BeAQ AHE HAste Al
Azt Bty Fol £ A7 Al2d Ao Hrt
5oz AN € F d b & A4 A
HFRPAME Al2g ol g Bt FEERA
(1) S (2) AHEEo1E (3) Aad A
(4) B3 F 4332 AAs (RDAAM AA
g A A7oX e Brt FEE] £ 4% A
o 2% ¥4 & 3gn &

3.2 32e| H

BEe A2 B A2d9 F2E FUAAM A
BA2Ho] Adste FE W8 R SYo] 7

(B 1) F2 oA Y A2=9] Hoj ohs o} 85

A7

HE

Hoffman, Novak, &

2 &x, BWlE
Chatterjee(1997) 4 Ie

Hong & Moriai(1997)

2 72 R #olopx, vpjAlo]de] 8o]3

Palmer & Griffith(1998)

HE|Aold goly, ere -uge fEefAold, stojsgda Ty A4

Schubert & Selz(1999)

AR Qe ol g P2, A2EY e R AF Adskd FEAL,
dAFAee 5% B A HEF I AFEY AR Y, 2AF RS AL,
F¢ EY 7, 3le ¥

Gehrke & Turban(1999)

dolxl 29 &x, dH|Alold &N, B 7T

Schubert (2002)

AR HAY goly, W8 7=, FAVF, dolHrivo] AHg, 1A Al 2gHe
& i =3 7

DeLone & McLean{(2003)

84, 7M. A=A, A8A. &F At

HAAT H33A H4Z 20044 88
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€ /2N Axdle] o] A2l AA e A5H
7ho ZAo] FolAtd FEe] AL Axdo] A
Fdhe AUt 7HAE ouidel 24€ 233 .

A FBA2Y QTFENA A Hoj2 FH
Ad dF 7l ddeze FsAR /84
(Laker & Lessig, 1980), 384, AAA, A3
A, AR, BAR, AN, 24, 34, 924
(Olson & Lucas, 1982), 384, ols&o]A,
A2, A=A #EA, v 71eA,
A% (King & Epstein, 1983)5& & & %
o o3 AR AL {f A|E Byt FHAA
T 38 97t BEoE ol glow, Schubert
& Selz(1999)& FES A Hrt FROZ A}
AF, 22z Mulzd qF FE AL AAHA
o0, Schubert(2002)€ &%€ ¢ #7t Py$
AN e AT FR] F84E Yt gEog
AARAG. JEY § AlE EHA B 2¥S
AN 3 & BFE(2000)9 AFdMe
Auo Ad P Adxg AFJEHE H7t
ddoz AAsPen Adx G99 Hrt FEo
2 AP, 42, o 52, ARUY 999
%7t groze B3} £, U4, HAAY
A 52 AASATY. Delone & McLean(2003)
& $39 D&M IS AF 2¥ & AN ste A7l
A AR A &3 R0z FHA, o8 £o]A,

Ms A%, A44, a8ln Bet 5 & AAE.

F8 A7 8 AR Ao dF Ut RS
8- A 4 (F 2)9 2.

39 ATFEANN AN HHNYEES BF,
AsAEA Schubert(2002)7F AAE HRY &
£4, DeLone & McLean(2003), Schubert &
Selz(1999) %0l A Br| AHY, FUH &
53 (2000)0] AAIF BEel A&A, 283 Day
(1997), ¥¥+% & A%¥(2000), 28]3 DeLone
& McLean(2003)5°l AAE R o] g0
4 o2 ¥Fst 7Fs3lt). DeLone & McLean
(2003)°] AAF SHAoUt FUH & AR
(2000)°] AAIF Fde P F449 89 A
Yoz #asu, £33 DeLone & McLean(2003)
o] AAIZ AAsht Bl £ AF 2FoA A4
e T8 AAEQ] Muj29 A A2l Ao
IBAHOE ¥IPHE Ao tE AP Aoz &
gdd. a8u A& BEe A9 FHolgt B
de FEE AFse PAd 2] RFRA =
Aoz ouidgde] Hol HAHPozm HAsYC
wekd B ARRAE ATRIdMe e A
0 Hrk FEERA (1) /848 (2) 324 (3)
HA44 (4) o3&l F 4 5 HFse A
o] YA Ao et}

(B 2) F2 o7& & HEo| Hojf st &} #=

73

BYE

Day(1997)

9 AllES] B &, a2 AFYEY o]g)gol3

Schubert & Selz(1999)

BAL AF, 22a Muj2d g FH

FUF & B59(2000)

A2 (A&4, ¥4, olA), AFUE(B43 #&, G, NS 3)

Schubert(2002) AR #84

DeLone & McLean(2003)

A4, o3 g, AU, ARA, B
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HXpEel Yo SHXE Jfdol Bet AEH o7

3.3 AMujael A

AMulx9] 7124 E4Q F¥A (intangibility),
v 2] 4 (inseparability), ©]2/d (heterogeneity),
#1<4 (perish ability) §22 93 AMulx A&
Z23sted of2ge] o, 2P FLAR
24 gAY gAME Muls Fol did s
Z2Hd x=3E 71€9 $£2n, Parasuraman %
(1985)0] AAIg Hu|A Fo| AdAH 2y o
g ATEY AEHe] HAU

Parasuraman $(1985)& Ay|x A9 /g
(construct) 22 107FA 89 - A4, $T4,
58, HTA, 344, gARE, 84, Bet o
A3, 4 - & AN o FFde
979 MBE2A FEL AN olF o
239} A% (Parasuraman et al., 1988: 1991:
1993)& AANUA P, J=Y, &4, 23R
A, 24 54 8 22709 FHFELE A
vl A JhdE FARNHY. Gronroos(1990)€
Aulx A 23 2Fa0deR Ve 2,

71538 4, 719 onAlE AARAed 7led
F4& A2 7ol FAE AFdertd g
Aoz Jldold FHY €Y ¥Y, 7174,
AFE3 @ Al2d, k3 59 848 ¥He
Rolx, 7153 EFL AR} QU 28 oEA
AF wherte] g Aoz nAHE: g299 Y
o HE, A&3 2435 59, 719 WEdA
59 FAH8AE T¥3te Aoy, 7149 ojnlA
£ AL 719E ol BA AZstertdl g A
o2 A%H vA® F(F1L, PRF)OIY 93

ARE, A, 7R A 9L Es &
de Aoz FAs

F8 A7 8 AH|29 4 Jide W Hr}
F2g goryz] AR 3% 2t

HZ My~ HA(service encounter) 224 A
Zu] 2 (self-service) 71€9 P& e-Service
A 233 BHFE BE AdFE0 Y Fojnt. 9
Z tEA9 Ho| Zeithaml F(2000)9 AF&E
Zeithaml $(2000)2 § AJEE dide2 &
AZ 2N L 58 117] 299 e-Serviced & 3

ko

(E 3) Mdja9] & Jid3} M2AE FRHF
A2k B} =
Parasuraman, Zeithaml & AN A, 5, 3, IEBA. JAAE, 84, He oFE, 9
Berry(1985) %4

Parasuraman, Zeithaml &
Berry(1988)

AqFd, A=y, ¢4, B3P, T4

Gronroos(1990) HENT 7%

HEs 3§, Aulz 38 F24d §34, A4S 28, B AE

Parasuraman, Zeithaml &
Berry(1991)

qFI(H/W S/W). A4, E24/234, 534

Jensen. & Markland(1996)

qFd, A=A, SHA/RBY, TR

Stafford, Stafford & Wells(1998) | %A, A=A, 94, B34, 24

HASHT 333 M4 20044 88
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AHZA, vuiAeld &old, &Y, RE3/
st BY/AIRE, §WA, BERA/AE, A
A, Alo|E Rk, A, /84)S ArEA.

U] & Zeithaml $(2000)°] e-Au]2 A 7de
2 11789 8¢ AARAAT F2A, dlb|Alo
A gold, BEEA, H L B dF 2¥4 v
ZFo] B uf Mujxe ozt Hule A2y Ao
oo} 233 9ot FEolgt & 4 Utk waA &
AFdME Mulxe] Ao Hrt FEoz AFHU
Mel2 A g A%, 24 (empathy),
SEA, B4, Mg e 2oz g, R
< Jlgd A FHolgt & 4 & dAle
R BHL e-AHj2e ASE 2EE/Us
(Kaynama & Black, 2000: Zeithaml et al.,
2000)2 diXghe Zo] Bt 4oz B o
o wet Mulx Ho g Hrt gEe=2 (1)
AL (2) FF/AAZ (3) $¥H (4) BRA
(5) AP T 51 g2o2 HAHA Mujx A
o] RE FWo] uldd 4 91& Ao 2o,

3.4 2=

AEd A A A Bert EAqstn Y A
go dg /el ta& Edze st Ay £E
4439 A, Adu ey AL, BERe g A
¥, 24 AR F7F AU1HQ A A& A
AEAY L e 229 A i Q1o
Aslo] HdPagle] g AFe A EoplM &
WA o] FojA 1 Uk, o] F AF F A ALY
okl Mayer(1995)9 AF =¥ A ¥4
AFE F A9sFe Yoz Ao NyPzHe
2 A13% v (trustworthiness)& &3 Ut}
ol %8 (ability), =54 (integrity), ¥ Y

1212

¥ (benevolence) &2 TFAHH o]Ao] A3 o
§& Fohs 2y,

H & o2 AFSA A9 Nds ¢ 23
€ % W42 Mayer(1995)9 AT gt
(trustworthiness)® T484¢ %8 (ability),
=94 (integrity), 22]3 12]¥(benevolence)
o] A AHLH D YAT B ApdMEe A
g9 A\ (construct)el o|E2Hoz FYHA
< A39M kA9 (multidimensional) 28 74
FAS Al HAE F e BSHANEA (imperfect
representation)< 3t A& G4 Y
(unidimensional) 22 A@3sk= Ao] ulga g A
o2 g

3.5 IAEHE

IAFAEE FAA B9 7E Fu 2 #
AE AN e ERT dx, T H3se 4F
ol Muj2g A Tl deln s PF FHo=
79 Golu} FE wAQ vAHA L BFsn
FYF HA=E I ASHoz Fusiid
T 94 =2 Fgdn

Dick & Basu(1994)& 2AFAHEZ e 7
AFolm AAF] HES} ALHA T H9 Ao
o 28 BAE Bgton] xzbAo)n(cognitive),
2R A ol (affective), I $FH(conative)
AAR x| APAFEe] F714% (motivational),
AZ(perceptual) B 3AF| (behavioral) A}
Az 7ldke Aoz AT, Zaithaml
5(1996)2 2AFH=E FHste NER 394
A A dx, Az 48 A H-A WRAAE, &
F FoF 37 9= 5L AAERLY, Fornell
5(1996)2 v RANEZEAF(ACSI: American

HAASAT 4334 A% 20044 88



Hxpadel 4ot YXE JHwol Bt 4FH 97

Customer Satisfaction Index)& AAlshe AT+
N nAFHES FPAEEZ A 7o s,
Vo] etz A Fefsteie o, 7H4 siEet
A o Acke e 5 AASA.

F8 A7A ¥ aA4FAE Ao A HUt
& a9 - e ¥ (R 4)3% 2.

EY) glojr A= A ZFANEE W
Fojo} 22 Y EH T (behavioral measures)
249 A3z Aol T2 Aol§ At 7]
€ ¥ B =3 % (attitudinal measures)E T¥
o HEAEE PEJE v aAFAE
A4z w3l g2ln a9 FAE o UFE
et o @L ol FAYE AF(Oliva &
MacMillan, 1992)3te A2o=2 8iA ot
ga B AxZE ARERFe oM nAH
ATEANM JHE AF AHEEHE nA4FHEA W
Oz 23 FEA (1) A Fud=z (2) FA
gz 5% pAFH=Y Hrt gEo2 HdYsn
Z} gk,

Mo o

3.6 MSE Al

AEA A" ZolM AT iy FBAA
Blo] ko g Hrt 2 AFH HyK F
e} 3 (ROI),  A18A&(market share),

u] & A B4 (productivity analysis), A4t
4 94 (productivity paradox), 2831 FY4
(profitability)® & AFH H71gE3 23+
Z, W3, 884, &9 (responsiveness), £%
(coordination), &4 (flexibility), 9A 2%
2 AQjaide) A g AR I FEoE T
¥ @ 5 3

DeLone & McLean(1992)= AEA| A8 A3
28E AAe A7 FHA FRA2-(1981
~ 1987) £32 B3l FEA 2 oA 23
o] G diF SHAFE AA}AcH ol ¥
FAEE £94, AR, ALY, 7E FRez
wrolA ka4, 2002). Brown 5(1995)
& AFPEA 280] 71T nXe FF b
g 43" d7olM 39 (growth), A
(productivity), 24 (profitability) S 5% &
2oz AAEHT}. Sircar 5(2000)2 7idAd=
o dg £ 439 U HrRIS AMSe
Ao FEA2E FHRE ufjE&F-F(sales), A
A E(assets), AlA¥-E(market) 22 ol
&R vEd, AAETU(net income before
taxes), AIAARFEZ AIEEL A A7
E(equity) 2.2 AIFF-EL FFAAl(closing Price)
9} A% w2 (outstanding shares) 28 ¥5
8t A A

(E 4) DASHE Aeln BT Foo?

277}

Bk

Dick & Basu(1994)

A2+ o] 2 (Cognitive), A Ao L(affective), 554 (conative) FAH HE

Zaithaml, Berry &
Parasuraman(1996)

oA A oz, A oA A9 B, X FoiF 3Vt A=

Cha & Bryant(1996) te 9gx

Fornell, Johnson, Anderson. |4 7o 7Fsul&, 7440l &t A Foljsielie 9%, 714 deshd fajstal

AAETL xi33A H4E 20044 89
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F8 4d7A E AFH 43 Ahe] g |t
¥E& 8938 A9 (R 5)¢ Aot
3719 AFEAN ANde Ht
- 2F7E AR g 2 23U #hE 4
A4, ¥YE(input) ¥ A& E(output)FHe

=9
g

b LRI

AR, 23 7199 ol FA7HA Y 9%
Z 7 e FY4o2 TR HEM & a7
dMe AFH g g Bt FFez (1) 4
4. (2) A, (3) #94 § 338F0] 43
E o A4 Aoz ¥

(E 5) MSH Mn} Kein BAE oo

a4

Bt ¢

DeLone & McLean(1992)

F94, N34, AW, g 3B

Brown , Gatian & Hicks(1995)

A4 (growth), A2H (productivity), 94 (profitability)

Sircar, Turnbow & Bordoloi(2000)

o &2 B(sales), AHHH-E(assets), ABFE(market)

(E 6) AeY &t 85

EP BrE =37 39
N2d A9 |A2d A50] 9A4zez fAGE 59
sy | SEAZ | a7 48 499 Gedsd #Rd 5o
g Bol8 | ABAT 47 Aeeta 458 4 U=S e 59
HotA AHAL AH B3
$84  |N2908 AZSE A0t INRRE FIed 580 B
I A2 |A2dein AZEE ARe o] INERE daAed A28 A%
204 |A2dein AZHE A0t 349 ARz AT A
Agold | N2deIN AZHE Aol ol £l
OAd |4 AR A, A8FE ARUACAE AR 59 999 A4
RIS | 2AE AERAA ol w2 A= ¥ ARUAN AFE
Awl2e] A $94 | AUaE ATHE 9A% 28z Avas ANAE T
244 |AA 2 3E%, 197 Ans% HRAE 42 ATle 9
A9 | 45€ AMAE 98 + U A% F9E & Ue 59
a8 o A7l Bie 3342 710 2 77| AdSAGE A HE
o A AT | o A ABoIF AUAE AZ 7 HADE 9%
4E TR |Eae o] 338 FRsATE o
A48 W 2he APRe
’L’T Ad 999 B9, 4D A4, AT 098, A 988
04 |2A00l9E, A2 99098, 999 49
1214 ZUE AT 337 MdE 20044 8Y




HxpatEel 4 SHX|E JHyol) 23 4FH oIF

R R R R

3.7 MR dniad Ay AR

o4z o] ¥ 13W =gy FEHYL B
slo] AAR AANAH ey gl Hrl FE
2 HGrhEd 234 FodE A ¢ (F
6)7 2t}

3.8 MAY dnt 2¥e| HHX|E 7HE

AR Aot did A Ee Agle 4%,
A, #&(harvest) GAY AZF70 wet A
AgE fxste FH2 A= olok 8% (Kaplan
& Norton,1996), =3 FAHEIHROD), A%
Mf-&(market share), ¥4 4 (productivity
analysis) 5% Z& F%3 AEEL AFH A
B ZHANBERA o] dE] 851 geEz
2 dydfde ARE 47 Ads AT 7t 3
EEo disled ZPARE LA

A2"l Fol HAGEQ A, YA, A
£ol4, B ZAHE 9% AEEL Schubert
& Selz(1999), Schubert(2002), Sultan%-(2002),
McKnight(2002), 283 Suh & Han(2003)
o AH4E ZPAEE Vo st AT thdel
oA A NEEAen FEe Ao HIIEQ
84, AAA, A&, oHgold S AR
AFEL Schubert & Selz(1999), Schubert
(2002), Sultan®(2002)°] A}8-9 FHAEE
ZIEOZ o A AF tide FA F%8 MLEHA
o Aujze] Aol HrREQ YA, RE3H/A
dst, S, B, AP 3HE A ARE
2 Parasuraman$(1988). Zeithaml %(2000)
oA Algd ZHARE 7|2 £ dAF g
Azl A £ Eeso] AEEden A

Z AT #33H MH4E 200441 8

T S R B B B B S s

BMEE Gefen(2000, 2002)9 AelM AHgd"
ZHARE AT 1 3= HIHES A
s, FHIEEHE AT AEEL Zaithaml
5(1996), Fornell 5(1996)° AH¢d Z3A| %
g 718og AT SFd 2A gt

A7) Zo] YL 2o ANEE ZHYARE
o 9 E©EE H7tE 3o AEIES e
2 2FPNEEAY "HET R dig JdEHI
o]Fo] At} o|& HAd SIPA EF3e FHA
28 AE7} 59, IT AMHEE 39, #AFot »
& 29o] ARl Fogsigict, £F Qe Aol
AAEL T89S B3t /LE SHARE WY
2 ug AEten SHAFEC| HNPEEY
AEE Az vtgdan deA, FH A A
A AEEHAeAE AFHoz e} e o
2 ZHARES AT old AFE AR o
29 (E DI Zo] HFHoz AFH AFpas
£ A9 1671 H7HE diste 58709 FFA
7t FFHNeY 4 FFARE 7 HEd 9
3o A

V. 7 A
4.1 XE4g

AR e A9 b2 48R 188
Ao shebg - & FuA2DT 2 ol 47
282 A9 @ 7 9ok w2 dFeNE
A4 W7k 2yl oiR 4% 49 Bag A
8% $A] A%l 854 theel AR o
$45% YoR AR $4L 4AAYY. AR
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(B 7) WYY 43t 2 SWX|E

24 e T 5% A%

Al |ol AAZHL ¥4 HSol Y.

A2 | AARAL ARAL Al d2i7t A9 dAsA Fert.

A3 [ AR Al Al Al2d] Fejzt A gl
Ad |o] AAIAEL A& 57} wad,

SR | A5 ol AARHL AN S5} man,

A6 ol AARAL oA 29 &x7} wad

A7 |°o] AR Ul AR A =l 3l

Aze| A8 |o] RAREE AEAMe] Bola
3 %:Z A9 |0l AaEe A% = AaNest 4 99 9
AL0 |o) AARAE ZEAA 4 99 A

A1l |°of AL Wiz} 4A 9 ot

A12 o] AAAEY HIAAE W7t B ARE AdE 22 & Ao

Al3 o] AAAEY A2®] B2 W7t B A8 E A BE ¥ Aot

B | Al4 |o] AR BN E Wyt B R8I ¥349A @58 @ Rold.

Het7ls WEd of AAdHL Wk ¥l FHo P £ AME e 9

AlS oe sag.

Al6 | AAEAHL FFET AAEHE A FEF FRE AP

Al7 |o] AAIAL BF N dIF FJRE AFP.

A18 |°o] AAANA 95 ARUEEe /&8 M7t 8.

Al9 |o] AL vi$YA s BEY F4F JHE AT

A20 [°] AAIA L BETY AABH L AF FET FRE AT

A4 | A21 |ol AL BETE AF Y4 FHE ATV

Ao A22 |o] AAGAL FEd st HAT Fo FEE AT
3 A23 |°o] AAFHL BE A uitt P N2 AE AR} ATEY

HUA | A24 (ol AL Br1H ez U8o] YHlo)E(Update) EH.
A25 o] AL B A9 FRE AZEY.

A26 [ol AXIANA AFshe FFAN A AHS o)zt 4.
A27 |o] AAPIAAN A He FERT B 8ol 8L oA Y}

o] & 8-0]4

o] AR BAHE Ue BFA P AP Ev H2FEC #F¢ WEEL

A | a1t 4o,

1216 S AT H33A M4E 200442 83




HxaA e Yot SRR Jlwol U AEY o7

B SR

SR i

(B 7) MXY 40 282 FXEGIS)

A29 |o] AA3AEY 9 HAdL ZEY
A30 [o] AAVIHLE AFA dE 71E2(Catalog) & 2 FoiFH

g9
A31 [o] AA3AEY § dARIE ARUAAY =4 & g

A32 o] A Bde 9 dAdE 73 Sl

A33 |o] AAIAHL HUAY Aag AEAE A R S dr

o] AR}HE e-mailelvt 7HQ o)A (My Page)S B3t YolA /&3 2% 4
BE ATt

A35 o] AAEH L AFold 7HE ) AT RA 2HsA Fof @ & Sioh

wE/ | A34
L}

A36 o] AAAAAN AZste AFoIU Aul2d] A FEe W) AP Fed
A37 |o] AAEHL Edol 7o e #¢ AR dist] Y& FiE Pt
Aulze | $HA | A38 o] AAIH L nA Extolu nFE FA] AT Fu|7t HoSih

3 A39 |o] AA3HE FEE EJE FA] vj$E Ful7} Holgln.

A40 [o] AARAELE AUAY FRE BEPrt

—

A4l [o] BAERE Adehe e dRsta 2t
A42 |o) AAE0l Bl A9t DAA RS 2

ot

2R

A43 (o] AARAEE d8HA 1A AR AAG FH S it
Ad4 o] BAVEELS AF R Adj2d e A& HEHY FES 2 A 29,

A45 |o] ARG L AP AR dEo] o FolFrt.
A46 [0 AAIH L FEF 229 EAE A o8 AFdn =P

A47 o] AR L FEF BEXE UE XET #E Al o FEUt
A48 o] AAIH L FRE EUS d&@ IR =A @A dEIH.
A49 |o] AR L vjFdA o g JAF FEE aAAA AFE.
A50 |o] AN EAE e A2 B Wit

A3 A51 v o FaPdHl 418 ¥ zhida den.

A52 v o] A S A=wd

A53 |7H4e] 22 v ZE Y o AN &8 o3
A el Ab4 |EWE Alna & o) $AHC2 o AR EE Rolnt

2 AS5 [ 82E AP Sl o AR 4 A% ol8sa
FHE ABG |o] MRS 791 Agsold 23 9% @ Rolk
RS | A57 |he o AR AHel $& EE UE AElA oloplaAr.

AB8 71317k 91 v 79 AlgEelA of AAEE FHsHAT

ZHBAT H33H HAZ 20049 8Y 1217




F3L 3 79 AFEH LolAA g AlEQ §
Z32)ol(www.terms.co.kr)9] YZ& ol =
g AlolEd) AF A3 #AE wiuiFag Ao
AR T /= o tEo A8 B4R F
F3S 53 9ASAQ0TY 3D AZdE
23 EAE ATshe S AHEEd AR Ad
&2 FoluA d9ich HE ¢ HE2AUL A%H
QA AEWYIe Aolst AL E ATt ARG
e gdez sta 37l WEd FodAse] 71
Aoz AelE AMgslol drhe A3, AEAHQ
Az Rt 3ejxlge] 4889 2 4%
An} $5 Hgo| Wt w7]7) i) AE

i - gME

Fodgo] & Aoz FAsa § HERA P
< AHSSH.

Ag 3 23 9] 6971 ARG dhEte
F 24419 £EE Asst £IHNLH A8
A Foiaed] dARe (2 8)3 2t

EF FojAEo] £ 4R JFe] He H2 T
Y FEES (X 9F 2o (F 9 e}
U IR0 g F52 ez A8 30 o
Fol zon, A/3A, AFE/0E3 2L 299
A(low touch)? AFEl B HEY ARANM &
< AR BogFa 9o

(2 8) 27 B4l &4

849 74 s )
G 120 49.2
e oz 124 50.8
A 244 100
20 o ol 184 75.4
3% 30 53 21.7
40 o o1¥ 7 2.9
Al 244 100
et Agols) 168 68.8
93 e 4 40 16.4
Beg 29 ol 36 147
A 244 100
24 170 69.7
a4 339 71 29.1
NIFHE) 3 1.2 |
A 244 100 |

2) AeAQ AFET Tl Aol BLG A Fol UiY AR Fr AF AZGA N T A € aTHE AF
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TXE 4ot ZYX|E ol T 435 97

SR R R e

(£ 9) 32 Foisiad &5

T& HE(%) U] &(%)
H/3A 66 27
AFHAE 2T E ] 3 1.2
AFE 2 F4717) 18 7.4
AFE/ME& 54 22.1
vt e /SdgolZ F 7 2.9
YA/ 2E/AA § 12 4.9
7WAAF 31 12.7
g% 19 7.8
AE/ARNE 2 0.8
A/ 2E2 4 8 3.3
L5 &E 5 2
o 8 57]4 1 0.4
7V 4 1.6
71e} 14 5.7
A 244 100

V. FRiME oot SEXE g dFH
24

5.1 ElglL

2 d7e vay gL FPAEEY e 4l
A= 9 HEE H7tE A3scr stz g
T 999 Ax"l A, HHe A YAESF 44
A Mulxe] A A3 2 AFPER I 2
WA 2¥YE TP JF 2UEY(CFA:
Confirmatory Factor Analysis)& 3 #ZE
o #y Bk HHE At o F JF
Bed W geTrt gRd ZHANEES Ui

HAASAT 33 M4s 20044 8H

o2 YA g3z Ed F&4E 49 (Cronbach's
alpha)& 3339 AIH=E HF At

g idel o5 24 X EE AHske B¢ 3F
B3z Hrte FPAEE U9 JFBAR H7}
gth LISRELS o8¢ +& W34 2¥Y 4+
AFEFEY Hrhke 82 AAFH FEextd 4
EE 53 o|Fo4AY, F, 8% Az o] 0.6
ojdA #oH(t>2.00)e FFerd=st Ut
I £ & Uth(Bagozzi & Yi. 1988). o|&]& 7]
FoA Ads 99 A JAFTEIE S
A g3 sAEMS AHE Ay (BE 1)9
13 29 A Jeh} %ol FHAR AT,
A8, A18, A28,°] AAF v|EgE ZHAHAA
AAHRLH o]F WS ddq) diF &UA
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8N NP 2T SHAR A39, Ad4, Ad5,
A53E°] 9A AAF vEE AAHUAKESR 1).

W EdTe Aol MdE T AjdA=R
Bt 4 el LISRELE o] 4§ 72 434
dMe thed 22 PHEE WE HIEE 9t
& 4 glt. 1) T ¥43Z(average variance
extracted: AVE) gto] /WdET B#ASFY A
F & Ak d4%E FEs= Wi (Fornell
& Larcker, 1981), 2) °|&AR22 {AIR 7l
S #(Pairs)& ART o, F MEGE0Y 4#
BES4E 12 33T 289 § AYE B AR
£+ BBABAE Ze AF2E 2P 4T F 7}
o]-2%o}(Chi-square) Ao|¥NE AAso F
2 7te] Ao|7t #9A (a=0.05904 3.84 o4
o2 g 5 /EE ol wd g9e) 9
€ Aoz BE W] 3lth(Steenkamp & Trijp,
1991).

27 WEER T Wyt WY F HIRNEE ¥
7P Eo A4 yrhibges £ d7Me
WHEEE B371E 3y HEEAFE Hohiby
< AHgEgnh. dANs 99 d WEER:
BridA Bre A Ade FEAH AR
3 AFgel 0.8592 Jehtos F 7de)
TEAF23 0.581, 0.72558% EAUSH 54
ALog ol F /gl d2te WHHYLE &
Bty RI(RE 2) FEAoR Mdez F

i -gyx

Mg ZAANRES EHA

olF AFF WS Yol diFg WHEDT
Bt A Mulx A e RE3//AQsk, ¢
') 33 AFEel 0.7928 Jebgon F Ay
o] FFEAFS2;S 0.549, 0.7228 ¥AUGe}
FAHLE ol F /¥ 94 dade wded
EE A E(E 10) $FAIF M2
2 F g EFARES FHeie.

25 dec] FEE ue JAFER®E YIS
A3t ThA]l A HAA Q¥ o] AlgHAon
Al Az (FE 19 23 89 HAAF] Vel
AKol ZHAE Al16, A35, A36 o} AAF g
2 ZAARAN AA=HNeH Yo ZHARE
< (55 DY 23 891 AAZFd et gle A
o Zo] JAFEBEI) S & & Yot

AFHE=rt FEE SHAEESY distd oA
T FF EAFEPYEE ol & WHEE T ¥}
7t AU Al AT (FE 2)9 o] BE
A e Hd A3 4 2 A& FAse )
HEY 37 B2 @ 20 FHol RE /HdE9
o g9t deS ¢ 4 o

getd 88T #HrleA Alzge] Ao AHg &
o]l EAARY A7, A8, FH9 A9 H84 &
BAREY Al6, Al8, oJs&ol FAHAHEY A28,
Aulx Ao 94 A EQ A35, A36, A39, B
A AEQ Ad44, A45, 283 1Y FATY A

(£ 10) &Y Bl HEE dust 7y Y&

AEe A AMu]ze] 3
e iz e iz
) 3’& A
A AR an | wasag % BRE ) azp | wezag
84 0.581 orZ3}/74Q0 3 0.529
Ay 0.927 0.859 0.725 PRy 0.890 0.792 0.723
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Tl FPARY A53°] Rk vER 33
AREEANM AA =0l (F5F DI 2] HF 1470
Mol 474 53 ARV} B2 BrldA HFH
A},

5.2 Al

ol% F¥d AIE HAFL UH 4ET whEel
Z2uls 49 (Cronbach's alpha) At&3} 233
Y ofold] EM(item-analysis) S AAI5Id (F
113 Zo] Agxrt 9l5& el gl
5.3 MAIAE Mol Al 2y HElT 24 Zo}

oo Hrt gEoz FAHE AYES] i A

TNAE M2 STXE ol Bet UFH o7

R R

9x 181 RS
o2 A2de A FHe A Mulxe A
22k Q13 99 M RYgg pAs 14 8
A AANF 2 28 AR=E M. RYE9
A¥T TS Yot ABPEE o] &t ByF
& ML(maximum likelihood)& AH8-31%20]
3 2¥5d ddd AYE HYHE s 1:}9*
% 2 AFEL ARG, AAR AN Age
Zat HAls ©|FZ(RMR: root mean square
residual) &2 o} FX & AAFEE A5t of
£ 3 F ojF2(V)E AT golvt. Yutzez
RMRE ZA 9 e} ¥4e] gro] ©2A e
e 8 JErde 43 PFY B 9L
F&3tt. FY48 At AHYPBY A5 @l
A 0.050/3e]H F& 2dE HrEoHGefen,

2
=)
=N
=)

9 E2EE Hrisl dsld AFEdE, @de 2002). EHE AMSE AE ABRA(GFL goodness
(B 11) A2z A= ot

494 g 2| EF Zguts 9t
A RELS 3 0.8646
SHAIZH 3 0.9197

Nze A

4 AHE-gol4 3 0.8394
Hoky 4 0.9303
$84 5 0.8616
Buo 3 ERE 3 0.8838
SEFSL. 2 0.8506
Il 4 0.8846
94 4 0.8452
Al 2 Y 4 0.9081
REr 4 0.8806
e 3 0.9523
. A FolelE 2 0.8882
a4 34= 239% 3 0.9364
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-of-fit-index)°Ith. GFI& ¥¥+d oz O(R43})
~ 1.0(83 Ag) Alolg k& et} Joreskog
& Sorbom(1989)2 GFIE dZd 24 "X 9
3 Adase 59 AdEd AR A %S
43 3z g, 18R GFle 34
BHoxel R’} ¥|%sA dMQT. GFle B2
A7)¢] Ash oG FFAe) gl ¥ Jae
A gon, ¢t 2de] AREE A HHHE
. ditdez Afdd AY{ #EL FEIVG
200017 € o 0.90°14°lth. AAZ ZHAFA 5
(AGFD), EZAGAS(NFI), vl 3§A4(CFI)
£ AHgsidlen AR £E8 (F 12)% 2
Ftol-2#o} (Chi-square) HA L HEZEAYY
A7 A§FFEAPEA ole] BUA (discrepancy)
2 Q7HE e Ageld. AR A5FY 71 V)
o] He §AAo, 72 nde AYx
£ Hrleted ojfHe AF F F43A FAd
71%&(Joreskog & Sorbom, 1989)% A|4=olt}.
3y #2977} 718, 4AR Bde] §
AR foAHA oj7t YLol= ol7} Y&

2347t AN 8 ¢ Yz B8 A7} FAE
A=)e7] oJ@¥d(Tanaker, 1987).

Azdlel A BRel A, AMu|lxe] AL 234 &
A 89 B4 RYER A3 AP Age
(28 2)%} 2o Z 2YEd g APAFE
(B 12)% 2.

(28 2)9 Jeht giRe] 4 RYES 23 8
Ao i 134 220 HAFE] 0.6010|HA #
oHolgt JFI=rt Ak & $ ick(Bagozzi
& Yi, 1988). wtA thxg Hyl Boz 74
g AzdHe] 3 7Y, FHo A 7Y 133 My
2 22 g B3est Qda & £ gt 2¥s
d g ARATES $A8 2 (E 129 U
Eht SI%o] Al2dle] A RYw) PHo A YL
£ 794 AFAFE ANG BE AaA 49
Fste Aoz veht 2¥o) g9 de] )
23 Z XA £ F goy Hujxe 2
232 ARAF(GFD S REFFASF(NFI 7 A
I AFd ga £ v e £39 0.855, 0.888
o] AXH A FFo| thd HojAE & + gl

(B 12) £8 2889 XgiXis

A A e ANzgel 2 k] AMu| 29| A
X2 - 114.93 113.89 337.16
df - 61 32 100
X2 /df <5 2.423 3.355 3.390
prR(Hy & | <0.10 0.0542 0.0424 0.0603
GFI(Gefen et al., 2000) > 0.9 0.918 0.916 0.855*
AGFI(Gefen et al., 2000) | > 0.8 0.877 0.855 0.802
NFI(Gefen et al., 2000) | > 0.9 0.94 0.941 0.888"
CFI(Bentler, 1990) >0.9 0.964 0.957 0:918
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v.d B

A7 AT 2 d 5¢ AR d@ 7
AE9 #Ao] By og F7l Hojdo wel, A
A3 AP EARAQA Frt Hhd A e
Byl 7120 AANAY EAAY 74 € 4TA
A £9L g5l AAdthe d4H FoAdA
AZEAT, 2y AAGE Az A Hrke
AAREY gA9R SHFEA2E + ¥2Y
2)o2 Qe Byl FZo) g ol&FA A
olg n|&EF dAeln, FARA 34 AREH W
¥ BEE ux ool e Aot

A71% 2e A £ AT oj8x 2
AASY Aonge 7|89 IS A% R¥EE F
A4 2 AFAN Az &4t M w2
D&M ISAF 2¥(DeLone & Mclean, 1992,
2003)% 7IWte 2 3§, nA” € e-HlZYL &
oMol D&M IS A 23 IAHS ¥elx,
ol ZH3I| 3 vHE E e-HlZY2 F9q
A A BE2 AF AMEE Az 3, A,
AAFAT AFE AR F715 FAld o
E 2Y Y ¥HFE 79 AAE FEAN2E, W
8 9 e-Hl2Ya 99 FPAT FHudH =
g4 F284 ¢ AR F9Ee2A AAHUS,

2 AFdMe =28 AARH AF 239 o
4 ujAE /hiteg 7z APEd diF FAY
H7t FE2& F8nd ¢ =4 FEHPS Fet
o AANsRen, ol Bt FELS SHHNA
T ZAANRE HA AFATAA AR SHAR
g 2oz Addle ARV AHRE B &
At ol F T2 2y #AAA 89 ¥
HE AHgEld Z2AA R dF BEelEx 4 A
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FHBE AFE 5319 o84 HYxE HFde
g AFFHoR Agdied o AFREE 819
% & 3 6PRAAANHS R & 34
ARE Yt Az ¢ BT Bt HAF AR 6
Mo e dig 1670 7t FZo|A 14749 #
b FEoz AzAHALH 4749 FAHA R
3t AEe 9 gdrt FREAGY.

E Q79 o|&4 JldeE AA, FHT #A
e AES =2F FEAF S T AARA
T} o] ARIEFH HZYAE FUT FA P
o] ARA 2 Qg AARH 2 A AHR
L ANSATE Folth. 4, £ AARZ A
AAse ALE] AT H/HEE AEZFARE A
Al oA #1d AFEES AT
£ Holth, 2 &< A7 Md(constructs) S Al
Adte Ay AFEL R 248 A Ed
o3l FPHUG. ojF AFEL =49 4A
7t 9 97AGEC] ANFHAE, dF1dY EE
239 o) wat Ax 89 Ed g R A
Eo] Jeht} 7B (constructs)e] #ejel RAojA
Edo] goisttt, weld £ AFelA e old A
& 2537 Y3t AR A7 ecs A7E
FPAtHe Holoh. AA, 1 U &3 AT
o hREL JURY I3 HrIYEY AXAAT
ANstn AZENE & e AY 2ot £ F
AAT. 23U B AP AFEHE Faio
2 A3 AN B3 2PAR] ©IA
& AZsgen, ol U8 o] Rope HAFH 4

g 745 gk Zlwe 2438 9de Aot o
39 o]27 7loqzst o] & A7t e 4
73 7dze ARG AL E e AR#A
2 2R& B3 st eMRYA FYS 9
3 s7Ee At A%d nAYES AAEHAY
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XN e 4 SYXIE Hgoll Bt AFH A7

= Aot =¥ Frsied v2Y2E FHG F
A geo) FEA2"o) g FlAY HHE A
o AAAHQ Hrt ZeYAAE AAsAThe Aol
o, obgy ¥ A7 AFAU eHlZYA FYS
A a7Ee 474 AFH =FE AASAT
® Aot &, ANE FRETFe AAREY 75
2 Gl Sl ZAAE7e] =72 E8E 3
$ Ao, Aol A& Aggean Az
g Aashe | 2 280 b8 2ey.

£ a7 3T AR U FEY =
24 FEHF S Flo AAGET o] AWIlE
3 HlzYAE FEY FH Feo FHEAAH
3t AAReln FARY A3 H7h BEE A
}9n 434 EATEE AR 8§34 A4
gud s g SHNEE SEHALH, o
g A7 A& 7HsIEE AAAte HelA
99 g 7B tgd 22 HoM A7 FAE
72 A

A, & dFee A3 AdERN2H 2,
Auel A, Aulxg A)d e o]EF st
o] FolAA e AFelN FAYEES HHHA
on, § A7 UF AT ¥ AYHAG.
et £ dFolA A3E FIgEEe] $uEA
A3 AEES BYsln Yda Bl oY)

A4, & 73 AM AMHl2ae] A 2¥L A3
A4 (GFD% EEAFAF(NFD7F Fn A
g4 £ e FAZ AAH0 SR g
AY ¢Fo] ta FojAe Aoz et vE
TdH o2 A7 weh Hujxe A fge
g 89002 A% EAHAGAT E d79
A% Mulxe A9 Aol GUYF 808 BA
2] 2 AL AqH|agf A g dig FrgE
Aol Fwslx FgoA vEd Ao B}

AU HAT H33H M4E 20044 89

£ dFoM e ojde A7 FAFE FE}n
Bod o3 d3AHAE =237 s oL
2L gy AgE AXIY. AAEE 49 =
oA AAME 3 NIES BEsA Hga
At txtdozg AAEHE 3 AFER 219
A, By A, Aulzd A)d distq ASAHY
eSS Bust ste #Fo] 27HH, EF 9
A4 H3 S Boto] AxdHe HHgE 2 334

Eo] Bt §E4 e BHBEE x| 9
o g ZAtdel i A&F AFH A7
Eo] Faslojof & Zojr}. tlEe] & AP A
AE ZFARE S43te ASTH AR Akl #
g A7 ¢ @4 HE At 243 AAH e-
HzY2x 43 A FE] 93 AF Ao
2A AR B ZUA AHE F SRR g
ook & Aol

&1 28
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An Empirical Study on the Development of the
Evaluation Metrics for Electronic - Store Success

Cheolho Yoon® - Sanghoon Kim**

Abstract

This study proposed the Electronic-Store Success Model by basing upon the Updated
D&M(DeLone and McLean) IS Success Model(2003) and reflecting the characteristics of
marketing and e-business, and developed the evaluation metrics on the model. The
theoretical rationales of deriving the model were as following: 1) though the Updated
D&M IS Success Model must be more logical and complete model than the original D&M
IS Success Model(1992), it did not reflect characteristics of marketing and e-business, 2)
in the marketing studies, service quality has been suggested as one of basic strategies for
success, 3) in e-business studies, trust has been emerging as a potentially important
antecedent of e-commerce acceptance, 4) there has been a paradigm shift from customer
satisfaction to customer loyalty in marketing emphasis, and 5) nowadays, since ERP
(enterprise resource planning) has been widely pervaded in many organizations, and has
supported PCA (profit center accounting) or CBA(Channel-based Accounting), it has not
become difficult to evaluate financial performance of Electronic-Stores.

The Electronic-Store Success Model that consists of six dimensions including system
quality, information quality, service quality, trust, customer loyalty and financial performance,
and depicts the causal relationships between them, was proposed.

In order to develop the evaluation metrics on the Electronic-Store Success Model, the
following steps were performed. First, nineteen constructs on six dimensions were derived
through reviewing related literature in the areas such as marketing, information system
and e-business. Second, fifty-eight measurements on sixteen constructs except financial

* Doctoral student, Department of Management Information Systems, Kwangwoon University.
** Professor, Department of Management Information Systems, Kwangwoon University.
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performance dimension were developed by modifying the indicators that were used in
previous studies and conducting interviews with the experts. Third, the proposed measurements
were empirically verified by confirmatory factor analysis using structural equation
modeling with respect to collected data from 224 customers on 69 Electronic-Stores.

The results showed that two constructs of ‘usefulness and ‘relevancy in information
quality dimension were integrated into one construct of ‘usefulness and two constructs of
‘personalization’ and responsiveness in service quality dimension were also integrated into
one construct of Tesponsiveness in consequences of the discriminant validity testing, and
that eleven measurements were dropped by applying the convergent validity testing.
Consequently, fourteen constructs (system reliability, response time, ease of use and
security belonging to system quality dimension: usefulness, relevance, currency and ease
of understanding belonging to information quality dimension: design, responsiveness,
assurance and reliability belonging to service quality dimension: trust belonging to trust
dimension: intention to re-purchase, word-of-mouth intention belonging to customer
loyalty dimension) on five dimensions and forty-seven measurements were found to be
empirically developed to evaluate Electronic-Store Success.

The theoretical contribution on this study is to propose the fusion style IS success model
combining information and business and to empirically develop the evaluation metrics on
the model, and the practical contribution is to provide strategic insights for managing
Electronic-Store successfully through identifying the relationships between dimensions on
the model and suggest the practical guideline of establishing the tools for evaluating
Electronic-Store Success through the evaluation metrics developed in this study.

Key words: e-Business, Trust, Service Quality, Customer Loyalty, Information System Evaluation,

Electronic-Store Success Model.
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