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(¥ 3) ool deida eletd EAZn

e 25 | g9 A% 4% | Cronbacka | CO™POSIte | up
Reliahility
Trust] 0.892 60.280
Trust2 0.904 49,607
Azl Aol 0.915 0.941 0.799
Trust3 0.859 32.948
Trust4 0.920 67.225
. Loss1 0.893 36.067
A2
T Loss2 0.914 55.169 0.753 0.862 0.680
Loss3 0.638 9.978
Cognil 0.728 17.623
Ja7 Cogni2 0.775 26.942
H= Cogni3 0.752 18.134
olel’ Cognid 0.876 45 868
s 0922 | 0937 | 0.650
= Emot1 0.859 48.067
ANA Emot2 0.822 38.948
= Emot3 0.803 32.533
Emot4 0.823 29.296
Satisl 0.867 52.909
TS Satis? 0.906 69.959 0.872 0.922 0.797
Satis3 0.905 68.171
Reint1 0.906 70.249
Reint?2 0.903 68.046
Ao e 0.931 0.951 0.830
Reint3 0.934 111.339
Reint4 0.900 58.1692

o A ALY =gt o] 2™ order factor® FAE 89 1% o1der factorolld AME-H ZE 273 29 (mdlcator) & o
order factoro] 23 @A 24319 L. o] FelA AL 1% order factor?l HF A gAulg U BHAA B] e
1% ugg B4 #olE.
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The Determinants of Customer Satisfaction and

Repurchase Intention in the Bricks & Clicks Bookstore:
Trust Transfer, Switching Costs, and Personal Attitude®

Namho Chung** - Kun Chang Lee***

Abstract

Recent trend in online market is focused on adopting Bricks-and-Clicks strategy in which
offline companies extend their business realms into online channel and find strategic
competitiveness by taking advantage of both channels- offline and online. For example, let
us consider online bookstore 'Kyobo Bookstore (http://www.kyobobook.co.kr) in South
Korea. As well known, Kyobo Bookstore operates both online and offline channels, and
therefore it belongs to Bricks-and-Clicks. One of the difficulties facing offline Kyobo is that
it is losing its competitiveness in comparison with other pure online bookstore like Interpark
because online bookstore appeals to customer much more due to its low price in search and
high level of shared information among the customers. Difficulty of online Kyobo stems from
the fact that books are basically low-involvement products, contributing to dismantlement of
the border between online and offline bookstores.

In one word, Bricks-and-Clicks companies are suffering from difficulties in both offline and
online channels. Therefore, primary strategic objective of Bricks-and-Clicks companies is
focused on how to retain customers in offline and online channels. Especially, it is common
that Bricks-and-Clicks company has already maintained considerable number of offline
customers. Then its main strategy is how to retain offline customers in online channel too.
However, in literature, most studies do not differentiate pure online companies from
Bricks-and-Clicks, which will distort the unique features we can find only from
Bricks-and-Clicks companies. In this sense, we concentrate on the Bricks-and-Clicks companies
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to investigate the following research issues- (1) find crucial factors affecting the customer
retention, and (2) compute statistical analyses how each crucial factor has a relationship
with customer retention-related 'variables such as customer satisfaction and customer
repurchase intention. ‘

For the first research issue, we found through the literature survey that the crucial factors
previous studies skipped include trust transfer, personal attitude, and switching cost. For
the second research issue, we performed a field survey in which 247 valid questionnaires
were collected from the Bricks-and-Clicks bookstore users, and PLS (Partial Least Squares)
was applied to them to induce statistical results. Summary of the statistical results is as follows:

First, customer satisfaction turned out to be an important preceding variable for customer
repurchase intention. Therefore, its implication is that Bricks-and-Clicks company ought to
try to satisfy their customers.

Second, trust transfer as well as personal attitude also affect customer satisfaction
significantly in turn. The empirical result like this is sharply different from the previous
studies. Therefore, Bricks-and-Clicks should pay serious attention to these two factors so
that their endeavors on customer satisfaction can harvest what they wanted originally.

Third, to be specific with trust transfer which occurs when offline customers attempt to
switch to online channel, we found that it affects customer satisfaction and personal
attitude significantly, while it does not affect customer repurchase intention directly.
Therefore, Bricks-and-Clicks companies should conduct careful strategies to maintain trust
transfer positively so that the customer satisfaction as well as customer's personal attitude
can be adjusted positively towards their products and services.

Fourth, empirical results revealed a noteworthy fact that the personal attitude influences
customer satisfaction and customer repurchase intention, which was ignored in the previous studies.

Fifth, empirical results revealed the importance of switching cost as a preceding variable
for customer repurchase intention, though its impact is less in comparison with personal

-attitude and customer satisfaction.

In conclusion, this study induced empirically important facts that in the context of
Bricks-and-Clicks companies, the three variables such as personal attitude, trust transfer,
and switching cost are explaining customer repurchase behavior in a statistically significant
way. Therefore, marketing efforts should be more directed on the three variables. For
example, with respect to switching cost, the Bricks-and-Clicks company is supposed to raise
switching cost barrier by providing on-offline mileage link, compensation sales, etc.

Key words: Bricks & Clicks, Satisfaction, Retention, Trust Transfer, Switching Cost,
Personal Attitude
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