ISSN(print) 1226-5012
J Korean Ophthalmic Opt Soc. 27(2):97-102, June 2022

©Nole

BY _SA

"m Check for updates

http://dx.doi.org/10.14479/jk00s.2022.27.2.97

The Influence of Relationship Benefit on Relationship Commitment and
Customer Loyalty

Yun-Sil Cho™

Dept. of Global Trade&Management, Shinhan University, Professor, Uijeongbu 11644, Korea
(Received May 3, 2022: Revised May 12, 2022: Accepted May 18, 2022)

Purpose: The purpose of this study was to investigate the associations among relationship benefit, relationship commitment,
and customer loyalty for an optical store; these associations are useful in the formulation of the optical store’s marketing
strategy for maintaining steady relations with customers. Methods: The influence of relationship benefit on relationship
commitment and customer loyalty was empirically analyzed by classifying relationship benefit into social, confidence,
and special treatment benefits based on prior studies. Data were collected through a survey that targeted visitors to the
optical store during 2022.2.22.~3.10. SPSS 20.0 and AMOS 20.0 were used for statistical analysis. Results: First, the
optical store’s social, confidence, and special treatment benefits positively influenced relationship commitment. Second, the
optical store’s confidence and special treatment benefits positively influenced customer loyalty; however, social benefit
had no significant effect. Third, relationship commitment positively influenced customer loyalty. Conclusions: Not only
core service but also relationship benefit was confirmed to be important in maintaining steady relations with customers.
The store must communicate with customers to make them perceive relationship benefit; it can secure loyal customers
by raising relationship commitment through relationship benefit.
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Table 1. Concept and measured items

X § Relationship
Social Benefit .
Commitment
/ l

Benefit I

| \» Customer
Speci

peaa Loyalty
Treatment Benefit

Fig. 1. Research model.
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Concept Items Number of items Reference
Intimacy with optician,
Social Maintain friendly relations,
4
benefit Remember my name,
Recognize me
Comfortable when using optical store, Gwinner et al.l’!
Relationship Confidence Trust accurate service, 4 Park KT
benefit benefit Trust optician, Kim JK,
Psychological comfortableness Park KY!'!
. Discount on the price,
Special .
Provide exactly what I want,
Treatment . . . . 4
Differentiated and special service,
benefit .
special treatment
Desire to maintain relation,
Relationship Worth trying to maintain relation, 4 Morgan, Hunt!®
commitment Feeling loss when switching, Gruen!"”!
Attachment
Intention to keep using, 6]
Customer loyalty Recommendation to others, 3 Morgan, Hunt

Positive word-of-mouth

Dick, Basu!'®
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Table 2. Demographic characteristics

Classification Frequency Percent (%)
Gender Male 110 534
Female 96 46.6
20-29 (years) 97 47.1
30-39 (years) 31 15.0
Age 40-49 (years) 42 20.4
50-59 (years) 21 10.2
60 (years) over 15 7.3

Table 3. Factor and reliability analyses
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Factor Items Factor loading ~ Composite reliability AVE Cronbach’s o
Intimacy with optician 0.736
ial Maintain friendly relations 0.673
bs‘;fe?lt Remember m}}// name 0.692 0753 0568 0727
Recognize me 0.771
Comfortable when using optical store 0.873
i i Trust accurate service 0.841
Relbi[;loerfl'lsthlp Coglet;ll:g;ce Trust optician 0.749 0871 0633 0836
Psychological comfortableness 0.746
Discount on the price 0.865
Special Provide exactly what I want 0.684
Treatment - 0.836 0.592 0.819
benefit Differentiated and special service 0.833
Special treatment 0.706
Desire to maintain relation 0.843
Relationshi Worth trying to maintain relation 0.798
C:n?rtn(i)tnienli Feelir:; logss when switching 0.713 0775 0387 0736
Attachment 0.835
Intention to keep using 0.742
Customer loyalty Recommendation to others 0.766 0.802 0.574 0.783
Positive word-of-mouth 0.854

¥2/df=1.965, AGF1=0.864, GFI=0.903, NF1=0.928, CFI=0.961, RMSEA=0.048
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Table 4. Hypothesis verification result

101

Hypothesis Path Path coefficient CR.  Verification result
Hypothesis 1-1 Social benefit — Relationship commitment 0.184 2.954%% Accept
Hypothesis 1-2 Confidence benefit — Relationship commitment 0.257 3.392%%x* Accept
Hypothesis 1-3 Special treatment benefit — Relationship commitment 0.203 3.174%% Accept
Hypothesis 2-1 Social benefit — Customer loyalty 0.046 0.708 Reject
Hypothesis 2-2 Confidence benefit = Customer loyalty 0.175 2.861%* Accept
Hypothesis 2-3 Special treatment benefit = Customer loyalty 0.352 5.196%** Accept

Hypothesis 3 Relationship commitment — Customer loyalty 0.513 7.169%** Accept

¥/df=1.886, AGFI=0.874, GFI=0.916, NFI=0.937, CFI=0.968, RMSEA=0.043

#4p<0.01, **%p<0.001
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