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A Model for Mixed Decision Variables:
Modeling Subscription versus Ownership of Consumer Goods

Jaehwan Kim (Korea University Business School)
Hyowon Kim (Ohio State University)

Sanghak Lee (University of Towa)

Greg M. Allenby (Ohio State University)

The decision to rent or own is prevalent in many consumer decisions, including what to
wear, what to watch and what to read. A challenge to firms pricing these products is
understanding whether renting, or having access through a subscription, is considered
complementary to, or acts as a substitute to owning the product. The challenge in modeling
access by subscription versus ownership is that the subscription decision is discrete whereas the
ownership decision can take on positive quantities other than one. This makes the evaluation of
likelihood complicated.

We propose a mixed discrete/continuous direct utility model, and associated estimation
algorithms, for assessing the economic relationship between renting and owning and find support
for their complementary nature in two conjoint studies involving music and videos. The findings
are in agreement that streaming service and download are rather complements than substitutes.
Based on the results from empirical analysis, we explore the degree to which profit maximizing

prices are dependent on correctly assessing whether goods are substitutes or complements.

Keywords : Direct Utility, Mixed Discrete—Continuous Demand, Pricing
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Group Buying Deal Popularity
and Redemption in Chinese Market

Yoo, Jae Eun (Pusan National University)
Suh, Mun Sik (Pusan National University)
Zhang Nan (Pusan National University)

'The more, The cheaper, The better. Since the technological development in e-commerce,
consumers are frequently exposed to the popular deals in group buying where hundreds of
people are fond of the deal and consumers are likely to purchase the deal instantly due to
certain psychological process such as the 'bandwagon effect'.

Group buying (GB) is a discount model, where different individual consumer band together to
get a discount price based on the purchase volume. Online GB market is largely growing
worldwide with the technological development in e—commerce. GB began to gain its popularity
in Europe and North America first, then expanded the market to Asia. In 2010, one of the
representative group buying business model “Groupon” initiated their business in China and
within few years, it has been a burgeon in Chinese e-commerce market, partially because
Chinese people prefer group behavior. The total volume of transaction in Chinese GB market in
2014 has reached 74.75 billion Chinese yuan, representing 24 percent increase in sales volume
compared with 2013. Despite the rapid growth in GB, scant attention has been paid in
academic researches. Luo, Andrews, Song and Jakko (2012) argued that perceived benefits
positively influence consumer’s attitude toward GB which leads consumer participation, whereas
the perceived risk has negative effect on consumer's attitude towards GB (Liu et al., 2012).
Price discount and deal popularity negatively influence perceived risk and positively influence
intention of impulse purchase of the GB (Wang and Ye, 2014). Consumer trust on e-vendors
that transferred from the credibility in group buying websites also has positive effect on GB
purchase intention(Hsu and Hsu, 2012; Liu et al, 2012; Shiau and Luo, 2012). Luo et al.
(2014) have examined the longevity effect of GB deal popularity that influences two main phase
of GB (.e, purchase and redemption phase) by applying the social influence theory and
observational learning. However, future researches are still needed in GB industry in the
specification of the GB process and observing the marketing implication of each segment.

In GB, consumers technically have to make two decisions, whether to purchase the deal and
when to redeem the deal. Luo et al. (2014) have highlighted the importance of redemption

phase in GB where it concludes the transaction and emphasized that the redemption phase is
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where companies earn the profit by receiving what consumers have paid. That is, even when
the deal is 'successfully’ sold to consumers, consumers may be suspicious about the deal quality
and regret purchasing the deal which lead to the transaction failure so companies are not able
to capitalize the sales profit. As marketers can receive funds only after consumers redeem the
deal, facilitating the deal redemption is crucial to the firm that ultimately brings profit.
Especially in China, according to Chinese laws and regulations, consumers are allowed get
refunds unless redeeming the deal. Luo et al. (2014) have emphasized the importance of
decreasing consumers redemption time. However mere focus on decreasing consumers’
redemption time can be detrimental since the deal usually states only the expiration date that
may lead consumer surge in redemption(expecially in service deals) near the deal expiration
date. This can be the hidden cost of the GB because customer surge may lead to service failure
of the firm. So the effective management of consumer redemption is also crucial. Luo et al.
(2014) argued that social influence(SI) theory and observational learning(OB) has been the
theoretical background of the deal popularity in GB, however since the redemption phase occurs
after the purchase, chances of observing other consumers redemption is low. In this research,
we propose the 'post—purchase dissonance’ as the theoretical background in deal redemption
phase that consumers may face after they purchase the deal but not yet redeemed it. Since
group buying virtually shows how many others purchase the deal, this could derive the
bandwagon effect. When consumers find the deal they are interested in, the amount of deal
purchased is the direct barometer of the deal's attractiveness and quality assurance that easily
leads consumers to buy the deal rather instantly. Hence, the cognitive dissonance after the
purchase are more likely to occur in the group buying situation. Since the e—commerce
technology allows for convenience in transaction, consumers can easily buy the deal and also
refund the deal. In Chinese market, when consumers do not want to redeem the deal, they can
get immediate refund, therefore managing the post purchase dissonance in the GB is crucial for
the deal redemption. Luo et al. (2014) have revealed that the longevity effect of deal popularity
is contingent on group consumption. Since, many of the GB deal embodies group consumption
and managing good relationship among people are great social value in Chinese culture, we
posit that social closeness can interact(can affect) to the post purchase dissonance after the deal
purchase. Mianzi is one concept of Chinese Guanzi with a high—level of Chinese characteristics.
Mianzi is a reputation highly valued in China which is gained through indeed effort or surface
acting(Hsien, 1944) in social communication. Goffman(1967) has announced that mianzi is a
positive social value gained in individuals because of other's appreciation of certain behavior in
specific social interaction. Since GB elicit group consumption, consumers should have certain
perspective on whom to consume the deal with. If the deal consumption is accompanied by

anonymous people, consumers tend to depend on the deal popularity, whereas if held by
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acquaintances, then consumers have to consider more situational variables. Since managing good
relationship among people is much crucial , social factors have stronger influence in consumer's
purchase intention than individual factors especially in Chinese market. Li Dongjin, Wu Bo and
Wu Ruijuan(2009) have proved that the effect of consciousness of group consensus and mianzi
on consumers purchase intention is stronger than the effect of behavioral attitudes on
consumers' purchase intention. So in this research, we first investigate deal popularity's influence
on the cognitive dissonance after the purchase, then we would access how social closeness
interact with the effect, especially in Chinese market.

There are three main implications of this research. First, the research will propose distinct
psychological mechanism that exert in GB process which is divided in two phase as deal
purchase and deal redemption. Second, as the importance of the deal redemption increases, we
propose the certain variable that may better transcend the popularity of the deal to the
redemption by a detailed explanations. Third, the research observes certain peculiarities of
Chinese market in online-commerce (i.e, online group buying) that may provide some
suggestions to the companies that wish to enter the Chinese GB market by application of social

closeness in group deal purchase and redemption.

Keywords : Online Group Buying, Cognitive Dissonance, Social Closeness, Deal Redemption
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Regulatory Focus, Happiness and Purchase Intention

Over the past few decades, the concept of happiness and wellbeing has been able to draw
researches’ tremendous attention across discipline like psychology, economics and social
psychology. Those studies have basically concentrated on determining best measures of happiness
(Kahneman 1999), ways to increase happiness (Hsee et al. 2008), and why happiness is
important (Mogilner et al. 2012). This trend is not an exceptional case even in the field of
business and marketing studies in recent years.

Researches in business studies explore how employee happiness affects productivity (Wright
and Staw 1999) and organizational relationships (Fisher 2010; George 1991). Concurrently, one
stream of researches in marketing investigated how marketers can stimulate consumers’ happiness
and another stream investigated how happiness can affect consumer decision making. In
stimulating of happiness studies specially attempt to explore how to create effective
advertisements and brands which helps to spread and cultivate consumers’ happiness (e.g.
Coca—Cola happiness campaigns).

However, according to Mogilner, et al (2012) in spite of the growing interest in happiness
research, it is rare to see an empirical understanding of what happiness means, in terms of how
it is experienced and how such experiences of happiness affect choice. By filling this lacuna they
have illustrated the meaning of happiness affects choices, in such a way that anticipating
happiness more from excitement increases the tendency to choose an exciting option, whereas
anticipating happiness more from feeling calm increases the tendency to choose a calming
option. Further, they identified temporal focus (present and future focus) as a key factor that
influences the type of happiness one experiences. In light of this our study expect to filled the
gap answering the question of how difference experiences of happiness (one’s meaning of
happiness/ definition of happiness) affect choice proposing regulatory focus (promotion focus
and prevention focus) as another factor that influence the type of happiness one experience.

In spite of personal and cultural differences about what happiness means to individuals,
researchers are agreed upon that happiness is positive valence of emotion that encompass
different type of positive specific emotions like enjoy, excite, calm and so forth. Therefore, in
our research happiness is defined as specific positive emotion that means to individuals and
anticipates to experience through any kind of event, relationship and consumption. Having said

that we attempt to address following questions. First, whether promotion and prevention focus
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define happiness differently and intensity of emotion (excite and clam) is different among
individuals before and after achieving goals. Second, how their (promotion and prevention
focus) definition of happiness affects product choice.

We applied scenario based experimental design as the research method and data was collected
through administrating questionnaires. Participants were undergraduate students. We tested for
the internal consistency of latent variables and reliably of constructs. Binary logistic regression
and ANOVA were used as main techniques of data analysis in order to test proposed
hypothesis. We found that individuals with promotion pocus and prevention focus define their
happiness differently. In addition, it is observed that intensity of calming happiness that they
expect to experience after achieving goals was low than before. As a result, though individuals
who expect to experience exciting happiness select exciting products before and after achieving
goals, those who expect to experience calming happiness selected calming product only before
achieving goals. Promotion focus, in the presence of positive outcomes (arouse
cheerfulness—related pleasure thereby), increases the tendency to choose exciting products over
calming products, whereas prevention focus (arouse calmness—related pleasure thereby) reduce
the tendency to choose exciting products.

Findings of this research contribute to advance the existing body of knowledge, with respect
to regulatory focus, happiness, and consumer decision theory, theoretically and empirically. This
study also provides evidence how specific positive emotion (calm and excite) affect individual’s
choice align with the findings of Mogilner, et al (2012). However this study probes in to the
matter from the point of thriving to reach different goal. This is important, because as we all
pursuit goals through different means with the expectation of positive outcomes. Irrespective of
level of importance of such goals the way of approaching goals arouse either calm or exciting
emotion which intern influence choices. So individuals who predominant with calm emotion
may choice to celebrate the event in calm manner selecting appropriate color (e.g. green, blue)
and design. Further, it has the implication for product section by the goal achiever from

received gift vouchers.

Keywords : Regulatory focus, Exciting happiness, Calming happiness, Exciting products,

Calming products
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Initial Proposal for Studying the Relationship between
Customer Knowledge Degree and Customer Knowledge
Development Activity in the Case of Knowledge Intensive

Business Service Firms

Kim, Jong-Seok
(Ph.D in Business Administration —Innovation and Marketing /
a freelance consultant / kimjongseok0924@daum.net)

This study attempts to examine the relationship between customer knowledge development
activity in new product development and the degree of customer knowledge in Knowledge
Intensive Business Service (hereafter, KIBS) firms. Particularly, this study plans to have the case of
KIBS firms. Customer—orientation in marketing has traditionally been an important theme (Sheth,
Rajendra, and Sharma, 2000). There have been many discussions of customer—oriented marketing.
Many studies examined the relationship between marketing practices and customer knowledge
degree: customer portfolio (Homburg, Steiner, and Totzek, 2009; Sheth, Rajendra, and Sharma,
2000; Wayland and Cole, 1997; Yli-Renko, Janakiraman, 2008); customer prioritization
(Homburg, Droll, and Totzek, 2008; Imamura, 2005; Shapiro, Rangan, Moriarty, and Ross, 1987;
Sheth, Rajendra, and Sharma, 2000), and customer relationship management (Homburg, Wieseke,
and Bornemann, 2009; Wayland and Cole, 1997). Otherwise, many studies also explored customer
knowledge development activity for new product (DelLuca and Atuhence-Gima, 2007; Josh and
Sharman, 2004; Yli-Renko and Janakiraman, 2008; von Hippel, 2006). Those studies premise that
effective customer knowledge development activity would lead to success of new product by
satisfying customers, even though there are counteractive arguments of that each firm should lead
customers. However, those studies of customer knowledge development put customer knowledge
degree somewhere, rather than think customer knowledge degree as an essential condition of
customer knowledge development activity. Although one of recent studies by Yli-Renko and
Janakiraman (2008) investigated the linkage between customer knowledge degree as customer
portfolio and new product development, they omitted customer knowledge development activity in
new product development. Therefore, the study of the relationship between customer knowledge
degree and customer knowledge development activity for new product could make an important
path of academic and practical development of marketing.

In this paper, through literature reviews, at first, it offers a brief review of KIBS firms mostly

involving the intensive use of high technologies, specialized skills, and professional knowledge. In
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order to examine the relationship between customer knowledge development activities and
customer knowledge degree to successfully develop or delivery new product to customers, this
study attempts to have the case of knowledge—intensive business service (KIBS) firms. Miles et al
(1995) firstly coined the term of knowledge—intensive business service firms. In a consideration of
growing importance of KIBS in advanced economies, emergence and growth of KIBS firms are
critical for economic development and employment creation. However, because many KIBS firms
are mostly working in industrial markets, their successful businesses are depended on successtul
delivery of solution or product (or even service) to their customers. In order to do it, customer
knowledge is a critical asset to KIBS firms. In spite of the importance of customer knowledge
degree in relation of KIBS activities, there have not been any systematic studies of customer
knowledge degree in their businesses. Therefore, this study attempts to examine the relationship
between customer knowledge degree and customer knowledge development activity in the case of
Knowledge Intensive Business Service (KIBS) Firms.

Through literature reviews, this study identified importance of customer knowledge in relation of
new product development. Many studies addressed the notion that firms conduct development
activity of customer knowledge across all stage of new product development process. In the new
product development process, customer knowledge development activities through discovery,
acquisition, and provision of customer knowledge are traditionally important marketing tasks for a
firm. And, there are various customer knowledge development activities in new product
development process. Wayland and Cole (1997) identified various methods — to probe, acquire,
and utilize customer knowledge. In this study, customer knowledge is defined as knowledge of
customer needs and preferences, and the relevant knowledge required to realize new products (or
solutions). The customer knowledge degree is the current status of customer knowledge, which a
firm possesses.

This study attempt to argue that there would be different degrees of customer knowledge
integrative activity, according to each KIBS firm’s customer knowledge degrees. If each KIBS firm
has higher customer knowledge degree for new product, there would be less degree of customer
knowledge integrative activity. Otherwise, unless each KIBS firm has high level of customer
knowledge degree, the higher degree of customer knowledge integrative activity would be required.

Therefore, this study construct the following hypothesis.

H: Customer knowledge degree is reversely related to the degree of customer knowledge

development activities in New Product Development Process.

By planning to examine the relationship between the degree of customer knowledge and

customer knowledge development activity in KIBS firms, this study will be expected to contribute
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to helpful understanding and theoretical development of KIBS firms. Otherwise, this study will
help to contribute to theoretical development of customer—orientation marketing. And it will help
managers or marketers to develop their marketing activities of customer knowledge. Therefore, this
study raises an important theoretical and practical implications to the study of industrial marketing
and KIBS firms.
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Socialization Agents and Their Effects on Shopping
Motives in the Formulation of Store Attachment

Ross (3472 distw)
Al E=t (BAtdisha)
Hhl & (FAEEdshe)

Socialization agents are an important aspect of a consumer's tool set for determining how
they interact with the market environment. These agents are traditionally thought to be
members of one's family, peers, and mass media (Bush, Smith, and Martin 1999; John 1999).
Research as shown how socialization agents play an important role in marketing research and
how they affect attitude formation (Shin, Ross, and Moon, 2015) and brand/store switching
behaviors (Shin, Park, and Ross, 2012).

Culture defines social norms and forms what are acceptable or even desirable consumption
goods within a society (Kaltcheva and Weitz, 2006). Through this definition, one can assume
that culture likely has significant influences on a consumer’s shopping motives. Previous
researches have attempted to divide culture into dimensions of vertical/horizontal and
collectivism/individualism; where vertical individualism is made up of individuals who attempt to
stand out from others in their uniqueness via competitive natures, a focus on success and
achievements, and acquisition of power; horizontal individualism consists of individuals who
tend to shun successful people as boasters and consider values of modesty respectable while
retaining their individuality and personal goals apart from comparing to others around them;
vertical collectivists are those who recognize a hierarchal form of society and seek to maintain
the consistency of traditional authority structures within it; and horizontal collectivists hold
views less related to hierarchal recognition and more related to values of equal cooperation with
an honest and direct demeanor (Shavitt, Lalwani, Zhang, and Torelli, 2006; Kurman and
Sriram, 2002; Triandris and Gelfland, 1998). However, the operational items utilized in research
surveys, while successful in the U.S. have struggled to stand out and show significance in the
Korean society. This research attempts to provide more useful survey items that embrace each
aspect of culture type more clearly in order to reach levels of significance and distinction that
are sorely needed in this field.

In South Korea, which is thought to be a predominantly collectivist culture (Hofstede, 2001;
Rhee, Uleman, and Lee, 1996), a study of discount shoppers found they are inclined to shop

for the purpose of socialization either because they enjoy being in a crowd or to compare their
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current social status level with other shoppers in the same store (Jin and Kim, 2003).
Collectivist consumers tend to shop with others among their social circles and spend more time
shopping (Ackerman and Tellis, 2001). Consumers that spend more time shopping are more
proactive in obtaining information while they are shopping (Bellenger and Korgaonkar, 1980).
Risk averse shoppers attempt to increase their market knowledge (Mano and Elliott, 1997), and
collectivists are thought to be more risk averse and attempt to avoid risk through various
methods, such as price signaling (Shannon and Mandhachitara, 2008). In China, a largely
collectivist society, consumers are quite price conscious and focused on thrifty spending habits
(Kim, Forsythe, Gu, and Moon, 2002; Zhang, 2001; Weidenbaum, 1996), and they are more
likely to engage in obtaining product information during shopping ventures than their
individualist American counterparts (Ackerman and Tellis, 2001).

Jin and Kim (2003) suggested that Korean shoppers are socially motivated to shop in order
to compare their levels of accomplishments with other shoppers in the same venues. This falls
in line with a competitive nature distinct in vertical culture types. Verticality in culture values is
related to competition and moving up the social latter, while horizontal cultural values denote a
more cooperative and passive stance on standing out (Triandis and Gelfand, 1998). It seems
logical to assume that vertical culture values tend toward more hedonistic values rather than
utilitarian. Utilitarian shoppers are more concerned about price competitiveness and convenience
when shopping (Jin and Kim, 2003), implying that individuals of a horizontal cultural nature
are more concerned with price comparison and the places that conveniently provide them with
information needed to make purchase decisions in the store rather than through external
information search, such as through social interactions.

When shoppers lack socialization agents or collective cultures to help them make purchase
decisions, they must turn to the stores themselves for assistance and information acquisition.
Studies have shown that a lack of social interaction creates feelings of loneliness in elderly
shoppers, whom will then turn to various mall shopping motivations, such as service
consumption and diversion, in order to alleviate their loneliness (Kim, Kang, and Kim, 2005).
This suggests that the shopping motivation to interact with service personnel in stores acts as a
substitute for situations where socialization agents are lacking. Shopping malls have been shown
to be help mitigate feelings of social isolation and emotional disconnect from society (Forman
and Sriram, 1991; Mochis, 1996; Kang and Ridgway, 1996). As collectivists tend to highly
desire social interactions for a variety of reasons, it is quite likely that such interactions will be
a driving factor for their motivation to shop, especially when they lack the appropriate
socialization agents that will provide the means to give such interactions outside of the market.

Customer satisfaction leads customers to stronger emotional attachments to the stores they are

satisfied with, implying that individuals form social bonds with the stores themselves; and this,

14 | (hat2opsigeists 2AsaYENs 2943



in turn, increases the likelihood of these individuals becoming regular patrons (Shin and Park,
2014). There are a variety of shopping motives that have been used for studies in previous
researches, In this research, we take a look at the motivations of social interaction (Tauber,
1972), information seeking (Bellenger and Korgaonkar, 1980), and price comparison
(Groeppel—Klein, Thelen, and Antretter, 1999), and how they are affected by socialization
agents, both personal and non-—personal, as well as culture type and how they influence an

individual's likelihood of emotional attachment to stores.

Keywords: personal, non—personal non-interactive, and non—personal interactive socialization

agents; shopping motives; store attachment
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Service Scripts and Brand Loyalty, Brand Equity: The
Mediating Role of Brand Trust and the Moderating Role
of Corporate Reputation

Thi Bich Hanh Tran

(Ph.D student, University of Ulsan; bichhanh@mail.ulsan.ac.kr)
Jong Hee Park

(Professor of Marketing, University of Ulsan; jhpark@ulsan.ac.kr)

Recently, services industries have experienced an increase in the number and an expansion in
scope. These changes pose numerous challenges for services firms (Ong et al.,, 2015). In order
to survive and prosper in this growing competitive environment, service firms must operate
effective management approaches to improve service quality (Bell et al.,, 2005; Zeithaml et al.,
1996). One of the key challenges involves management of heterogeneous behaviors of frontline
employees so as to provide the consistent service experience for customers (Nguyen et al.,
2014). A widely adopted strategy of services firms is to use service scripts to control the
behaviors of frontline employees (Solomon et al., 1985). Service firms implement service scripts,
holding an assumption that employees who follow service scripts may generate the behaviors
and outputs that are desired (Merchant & van der Stede, 2007; Nguyen et al., 2014). Here,
service scripts are known as a type of organizational control for managing employees’
interaction with customers that specifies what actions employees need to take during a service
encounter (Kirsch, 1996). To illustrate, employees at Starbucks are requested to follow a service
script to which they need to greet customers within 30 seconds since customers  arrival at the
store, chat with the customers before taking the order, call out the coffee order in accordance
with the company’s specifications, make eye contact with the customers, and finally say “have a
nice day” (Nguyen et al., 2014).

Though service scripts have been popularly used in organizations to control
employee—customer interaction (Elvin, 2003; Hsu & Chiang, 2011), empirical research of service
scripts is quite limited (Nguyen et al., 2014). Besides, prior research tended to discuss service
scripts from employees’ perspectives. For instance, Tansik & Smith (1991) elaborated on how
service scripts can affect employees’ job design and shape employees’ behaviors. Likewise,
Holdford (2006) confirmed the positive effect of service scripts on employees’ self-efficacy and
abilities to serve customers. Meanwhile, there exists a lacuna in research explicating the impact

of service scripts on customer outcomes (Nguyen et al., 2014). To our knowledge, the study by
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Nguyen et al. (2014) is the only empirical attempt that examined the influence of service scripts
on customer citizenship behaviors. While some studies mentioned the impact of service scripts
on the interactions and conversations between employees and customers (Abelson, 1981; Gioia
& Poole, 1984), Nguyen et al.’s (2014) literature review of service scripts suggested that there
are mixed views concerning the effect of service scripts on customers. Merchant & van der
Stede (2007) argued for the beneficial effects that following service scripts allows employees to
exhibit the behaviors and generate outputs that are desired by their organizations. In contrast,
Rafaeli et al. (2008) proposed that service scripts restrict employees’ discretion to go above and
beyond pre—specified procedures in helping customers. The study reasoned that no precise or
exhaustive set of behaviors are proper for all the situations. Due to the popularity in usage of
service scripts in the practical world, the scanty number of empirical studies of service scripts,
and the mixed views of the effectiveness of service scripts, study of service scripts is necessary
and useful to both theoretical and practical field. Nguyen et al. (2014) emphasizes a call for
more studies on service scripts.

In response to this new emerging call in the scholarly world, our study is intended to
investigate the effect of service scripts on customer brand loyalty and brand equity. Specifically,
we theorize that employees’ following of service scripts enhances customers’ trust in brand,
which in turn foster customer brand loyalty and brand equity. We selected brand loyalty and
brand equity as the target outcomes in relation to service scripts because they have been
regarded as significant paths leading to several marketing advantages such as reduced marketing
costs, price premiums, market share, and greater trade leverage (Ballester & Aleman, 2005).
Besides, while study of brand loyalty and brand equity has dominated the service literature (Ha,
2009), there has been no empirical study dedicated to these two outcomes in service script
literature. In other words, studies on service scripts from customer branding perspective are
surprisingly scarce. Therefore, our study attempts to fill this theoretical gap. Our study
purposefully evaluates the mediating role of brand trust because prior studies have confirmed
brand trust as a crucial mechanism in the link between factors influencing customer experience
of services (e.g. employee behavior) and brand loyalty together with brand equity (Ong et al.,
2015). Previous research has also regarded brand trust — a confidence that makes one brand to
be more preferred than another (Deutsch, 1973) — as one of the strongest tools to cultivate
relationships with customers (Urban et al., 1996) and the most dominant marketing tool (Berry,
1995). Other studies also considered trust to be essential for the development of brand loyalty
and brand equity (Berry, 1993; Reicheld & Chefter, 2000). Despite the influential role of brand
trust, regrettably, no study has dedicated on examining the mediating effect of brand trust in
the relationship between service scripts and brand loyalty, brand equity. Our study aims at

filling this hole in research. Additionally, we purposefully evaluate corporate reputation as a
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moderator in the influence of service scripts on customer brand trust. We reason that in a
corporate with high reputation, customers are likely to perceive less risks (Lantos, 1983), and
therefore experiencing increased trust in brand (Groenland, 2002; Johnson & Grayson, 2005). In
this way, the study offers three main contributions. First, it extends the existing modest
literature of service scripts with empirical evidence of the effect of service scripts. Second, it
advances the scholarly world by empirically verifying an additional mechanism of brand loyalty
and brand equity, starting from service scripts. Lastly, it provides managers and practitioners

with useful implications to manage customer brand loyalty and brand equity more effectively.

* Research model:

Corporate
reputation

Brand
loyalty

Service
scripts

Brand trust

Methodology

Our study will use the sample of service firms in Vietnam context. We intentionally select
Vietnamese firms because of two main reasons. First, the number of service firms in Vietnam
has increased dramatically, which heightens the competition and so demands firms to focus on
building customer—based brand trust, brand loyalty, and brand equity. Second, the usage of
service scripts has been apparent in several Vietnamese firms, therefore employees are familiar to
provide more valid answers related to service scripts. We will collect data from service
employee—customer dyads, focusing on fast—food and banking industries. We intend to deliver

the questionnaires to both service providers and customers right after their transactions.
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Regarding measures, all the measuring items for the study’s constructs are adapted from prior
well-defined studies, and then translated into Vietnamese through translation—back—-translation
processes. All the hypothesized relationships will be tested through structural equation modelling
(SEM). The mediating effect of brand trust will be tested by bootstrapping tests. Predictively, all
the hypotheses may be empirically supported.
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TARS 27718 49|
ZEAT| Dj21E Yl B3t B
A Study on the Impactof Innovation Capabilities on the Business

Performance of International Logistics Companies

AAY @Hgdist)
ARH (SFeist)

The purpose of this study is to identify the relationships between the innovation elements,

tangible and intangible corporate resources, and the innovation capabilities and to investigate

their impacts on business performance in the international logistics industry. To this end, a

questionnaire survey is performed and data collected from practitioners of shipping companies,

shipping agencies and freight forwarders in South Korea.

For this purpose, this study reviews previous literature on the resource—based theory and

innovation capabilities. Then, a structural equation model is formulated with the independent

variables of the innovation elements, the parameters of corporate resources and the dependent

variables of business performance. This study performs tests of following five hypotheses:

AR

Innovation elements (management leadership, organizational structure, competencies/attitude)
affect innovation capabilities positively.

Innovation elements affect resources positively.

Resources affect innovation capabilities positively.

Innovation capabilities affect corporate performance positively.

Resources affect business performance positively.

Based on these hypotheses are tested using SPSS 21.0 and AMOS 21.0 and the results of

estimation are:

3.

Among the innovation elements, only competencies/attitude has a positive impact on
innovation capabilities.

Among the innovation elements, only competencies/attitude has a positive impact on
resources.

Resources have a positive impact on innovation capabilities.
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4. Innovation capabilities have a positive impact on business performance.

5. Resources have an insignificant impact on business performance.

The results of this study suggest the significance of insiders’ intention in innovating
organizational structure and process. Specifically, persistent and bottom—up innovation intention
of insiders can boost corporate resources and the improved resources contribute to strengthening
innovation capabilities, and ultimately business performance. In addition, the results imply the

importance of clear—cut innovation strategies to guarantee commitment from employees.
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Godes, D., & Mayzlin, D. (2009). Firm—created word—of~mouth communication: Evidence from
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Understand the Electronic Word of Mouth (e-WOM)
Adoption : An Attachment Theory Perspective

Yong Ju (School of Business, Pusan National University)
Al (School of Business, Pusan National University / shinjk@pusan.ac.kr)

¥ 2> (Department of Distribution Management, Catholic University of Pusan /
mspark@cup.ac.kr)

It becomes more and more important for marketers to understand why individuals adopt
electronic word—of~mouth (e=WOM) in social networking sites. Existing e~WOM adoption
researches are overly depend on information adoption model and only focusing on the
communicator and contents role but neglect the receiver's role. The purpose of this study is to
examine the relationship between receiver’s attachment styles and e=WOM adoption response.
We assumed that receiver’s psychology characteristics will have an important effect on their
e~WOM adoption in SNSs, it is the precondition for consider the communicator and content.
Thus, attachment theory is used in this study to examine what kind of individuals will adopt
the e=WOM information in SNSs. Attachment avoidance, attachment anxiety, and their
interaction effects are tested to understand the direct effect on e=WOM adoption. Moreover, the
mediating effect of self—surveillance and social surveillance between attachment styles and
e—WOM adoption has also been evaluated.

Attachment styles can be formed from two dimensions: attachment avoidance and attachment
anxiety (Brennan, Clark, and Shaver 1998). The avoidance dimension refers to the degree that
an individual’s view of others is positive or negative, whereas the anxiety dimension refers to
the degree that an individual’s view of self is positive or negative. Anxiety dimension is related
to the degree that individuals worry that partners might not be available in times of need as
well as fear of rejection by others (Hazan and Shaver 1987, Brennan, Clark, and Shaver 1998).
Anxiously attached individuals always doubt whether they are worthy of love (Mikulincer,
Shaver, and Pereg 2003). They tend to monitor the environment for signs of partner availability
and are highly sensitive to ambiguous cues (Collins 1996).

We also will focus on the social-related motivation constructs (self—surveillance and social
surveillance) in SNSs to understand the reason why attachment orientation is related to
e—WOM adoption. Self-surveillance is a behavior for an individual to monitor, control, and
manage his/her self—presentation and expressive behavior, and the purpose of this behavior is to

achieve social appropriateness in a given situation (Snyder 1974). Social surveillance is a
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behavior where individuals track others’ actions, beliefs, and interests and collect other
individuals’ data or information (Lampe, Ellison, and Steinfield 2006). Social surveillance is one
of the most important motivations for users to use SNSs, and can help individuals increase their
online social network sizes, and can help them find specific people who have offline connections
with them and increase knowledge about people in their offline social networks (Joinson 2008,
Lampe, Ellison, and Steinfield 2006).

The results indicated that attachment avoidance has a negative effect on e-WOM adoption;
attachment anxiety and the interactive effect have a positive effect on e-WOM adoption.
Self—surveillance and social surveillance have a mediating effect between two attachment
dimensions (avoidance and anxiety) and e~WOM adoption, and the interaction of anxiety and

avoidance mediated by social surveillance.

Keywords:  Attachment theory, e-WOM adoption, social surveillance, self-surveillance,

attachment avoidance, attachment anxiety
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SYus
5214 (CON) 214 xEH 158 xE* 151 xEH
ZEWAS | HAAFSH(CEN) 142 x** 143 xEx
VIV X CEN -.075 * ok ok
ZHd gt
CONx CEN .030
o - F—valui
_ R
A AR’
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2|0 EEet ¥E A FHA B 7o TAO|AM
maAe| gz2| 2 dA ezl opiEa =4

2T (st
ol (ddthstw)
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"2 2P 282 She A dste e mrefsto] 7|9do] Aitske AF AE|AE o]
of S HEste] o] SHiskE ERsP] At AAR] FEEEoltt. Aldit weA Mkl o]
of W AHIRST aHRRe] 8471 vefsial wh2A] Hiekelal A7t vefelE ol wet 1
=9 Zaot 875 FFAI7] ot vHllE 7ol AgskEnt opyz] WY, ws, AA T ut
2ol A=2cz SEFET At 7ol AlES APl & 271 A v 7He 8850
BANE FEAS AN FAAECIAl AAelAl et B2 HAYHE olEo] e A
ol mAg e &8skl At
71991 E8=I e vHEE Aol WiAupet Zo] iz FAmAg oIt Aol FH
27 Z1901M 9] AEQD Aelal A7 sEfske 2ol ZIdeld Aol AlEe & Hliske A
olct. ©& IS (Philip Kotler, 1982)= AHle] AA np|gEollA HAFEAF upA|Ro] Hiek M=
= MeE AN B2 FHEALE shte] merA FEAL Az, I2al dAzle oMIES
& 01‘%711 B ARl diet vHlE Aol =4 48 sl lee dushlth. 2E7 e
124 2 T AlE2 FEARR, oA A2 A97e, ol e a8l wast
olm AxUA wlolre Aeletal Hottt whA o] vl F6l AAE B V1€ AlE
of BuiE 9l =8E =, g, FA6ioF shEeol AR FHEALE A4t A 8 e o
o 2 71 e 8 A A fls) vHl" A asior & Aotk
ul=at Fere BIERE AR A-SelME oln] A uAFe] E/detEo] = T wet g
= 2UE o] maHem UJ%‘T% Aol FAe BA] Sel EdtH (7], 2003; Falkowski &
H

89 Gelekn A2 5 g 34 npige] ane

OE]J.L
O

l

I AR B HANFOA o W Aol PASKE BA AAE BE 5 ] e
oft}. Blge] FA} lom o] wE bt 9] mhdloleRs AEFe] elo] upRe] Aol
Hgrio] FASHT ek FAE o) thEBRolOY W AR oJAHel ] RojA
HolEA] AA FRAE AL §AANA Gl G AN FEehe ] ol
2 ool Aol FEE AT Sl st xRS B8, Ao AAcIAE B
A As BT GUA0] Back S g B4, SU40 A, AZE, A, A9y,

Al 2] AlEstel] g BAmAIge] 14, 24, AR Aokl e A7 AAHc= &
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|5 ATHCHQIH, 20105 #8732, 2008; F

Yt

FRET 2|4 Het AHE gleolste] whE ARRF Wf ek ’5}1 et JHE ATl e 24
HEHIAMB|AGNS)O] F=5EHA 22 2olal AR AA et} npgo] oA =3, <
BTt AAHEIMB|AE TP s E8ste elvste At 717]9] gt met
220l et S+4E5 A 24ske AAnA"el 2]l Zlo] =l AR wUAlCI S
ol FEAkEe Aol Rt AR oloAA st AAmAIR Y] FeAdel A F4
S Qe 2ntE 71719] ghitat SNS @/detz ]lsl 2T Axme] sk F g Hito] = A%
o] TF HolAiL QA I ayE AT AFETHIHY, 2012 e, 20135 &40l

2013; 94, 2014; Fat, 2013)7F AAEAL 9L
Aol A Fo FAxA, FRAS] Bxg @S] o FEAe] ojn]z] g9 A, F
oF 59 MdS 4 % sk, A5 ARuAeld 9 A Ase A, d¥shs AA0HAE
o] et 719l Fadol ZAxET AT HAnAR O] WA =] FA% AAS = w7t
T eAder Fe A FEAet $RA, AR Foll digt vlEs) HdEst 5oz s) H
e Eg4go] W2 Aoty B & JrH@IA, 2014). TV, e, AAYE, AAZHES &
el di FR defolut 2Rt 22 yelHlg,
A B9 5 AR Here] AHlg, Aagoldrkd AHlE, 1asR des] sl A%
= = JAAG Aefolch. IA AN TV, e, AAYE, AATEE
W22 AEH Y A Sof fEAE ASstl S4S ok 2 A= AgA
7ol 7 Aol w2 40~60t] FaAElA AvtERC] SRIHHA SNSE 283t thefsta A=
& BAEA"e] AA viAY deEker A|ERA olF Foll fEAEelA AF 9 FEAY ofv]
A5 AASHL S k=S fiestal TP H, 2014; 2e+f, 2013). b fazxso] &1
b8l S AR o ofWet 845 F8sP oA A FH 9 AYe AHI=AE ok
o8 BASHL, ol G miAls AR S E4sts 2ol Zasittal wad
Fo= A

7]
R P I P
1=}

o =
oMol TH dl %

)
lo
Hoo o

ofl,
o

)

3 < &8et
AR 0l AT # ?EZ}‘— 7“401- tﬂ °‘°1 OJLJZPQJ B2 2 A BAEet E2 FE 9P
of mE AT % FEA ZA 89o] oA UehtertE Eskedl 58S FaAb otk dE A
BAHAIRG T SNSE E-87t AAmHIE T a7l A 9 FEA 2%, FRYS] o] HEAe
FERACR AT A7 79 FAEA 7] 2ol & A€ Sl el FE 2 AT
2Hshe FRIYAUE T Aol ofF AAuAE el vt Jderke HASsHL Eok AE A
AR SNSE E-817t AAnHA"e] raAkee]l A9 2 FEAE 240l 3ol ole2 44
3 AABAET ofE g EE Sterke ASolhl I ol flsl tet 2 dHEe A
ottt

A, A2 71T fazke] FRYPACIA H A MR AT FEA A ot
Y= vE Aot
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A, A 7T AT ) FEA A4 e fEAre] A B A BHEE 7o

3 ufEt vepd Rolet

2 A7E B8] AN Uehd fU4S0] EEAS} AT R FRA 24 JFL mK
LAY 71 B o2 Bsle] Ambldel avte Esl BozA g% 3% 2 A
upACA ] f4 A% *ﬂ—r‘%ﬂ A, AAeAY ke 43skd] 8ol B Holth EY HF
%9] 2719t 719 94 o1 gobeli gl G RIS A4 AN AAAY] HE

Ao w% b 1711 st L} }7}&1 Aol GofstA Eof %EME}PJ @i}% A7
Aol & £ 9lg Ao= P}
. g7 Y

AR AT ATZAATAAC Held ABAE Jhedl dPFL 1T FETHELES T
20~700 HVAF 400BE HF AT IS Agote] RIS AASkt BB 2 @)
N SR SRS 9] B ATAS A A AAG] A L5 YA AnEst 23
W AY RV PRk AR 2AS AASHT 97 hYoE HPE FUAEM £ A

o] Bz M% MR BOE TG F AT 2AS AAGon], W 4001 ZHe 372
7h SEgos of i) FEUAE Aol AV} Gk WL AR 1R AL 355

s &2 9+ 7}*4.% Asotke 712 ARz &8Il & A9 wAE shdsh] ffs +dE d=
]% Fgslsto] A4 ma J3Ql SPSS Statistics 20 for Windows X2 1337 AMOS 20 T2 T3
= olgsto] thE A2 WA oR ARE A Sl

A, AFEAY] Aot e E AS] 9l Cronbach’s @ HEI B84 QQlEAS A

o] A Bl (stepwise)

A, AFRES HSoH] flsl AMOS e dls &N
WA B I9AlA Ee1% aliAe Folo] SRS At eidde ASstal, 20
Aol FERYS HeeHeS ARESt] RaE TSN SR F2HEP 9 Ad=E
7¥sh7] Qo «* HS 712225 GFI, RMSEA, TLI W CFl AgE A4 55 o853t
Thogol FAENE ANE B2 e Fdliehal mizfavte] folde Brlskeletl Hdayt
oF a0 FAA o2 FEAEFH (Bootstrapping)®] A5 ARS8 tHESH, 2009;
oshA. 2| &, 2013).
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21317 FHEL|HO|M 20| BHAZIS}

e
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HIEj=0]| O|2j= I

sk FAgsta} EAt A / water2712@naver.com)

T ) 3]
st st 2w4s / sangheekim2851@hanmail.net)

IS (et
1438 et 3

7|5 Hsier ggel wet ol AR, AT, I Abe] ARt 2A T8l obF F shtolth
] SPefo] Ws} glo] AEA 2A7A A=At 7|19 RIe | ]
=AA AR A die2 A, A AFel 24E ‘33%“—1 ‘RAEP A g A BA A o)
Z2 2l (abeling)2 AFT MuLe] AR viAYES E851]
At 2HIE AEAZP] SR AR Aol nHAlE ol e o Aol Al axt
of dight A5 "¢ F5T AAol. 2 A4e S EAARet Zol avAtA AFe] e
&= AdLshe WA AryAelde] e B 7ISHekE 1Hske AHEkRe] A ofH

=
2]
YFS "IAEAE AuETA giny Eob Hop dadgdo] Sle 7iwuAleld defo] FlVE |
H

SRS AFshe A2 e Algcle ARG | mabFoln. ofzieh A2 o3 71
2 AdslE o vk 2ER7EF oot @] tis) <] Rkl egehEE IS5l HisiA
E A A 2 2k Qv 53] @Y Ax=E AlskL e =7t esbie e B
AlStal QL QIF7IdHthe] fgehile th=7] wize] oof] mhE AHR ERH2 A Sl @l
TEA 2014). wHpA AvRts @2 Aatell dis el AASks dIAA] Hls) AH]Ee
siazo] Fagt shlEe] slojd 4 At W U}i’ﬂa 7%%471]01* AF el 2ol &=

oly o] Uit FoFoE oy £ ilﬂ'(Car son et al. 1996; Mohr, Froglu, and Ellen
o] 7V 2 Aol7l= shv v=2] 7199 B =
7tk 91F7lee]l =] wlwe] okshA] Al ™A AE 4 9leH=(Delmas and
Burbano 2011), ZpARe] ko] mhet AFsHA ARrUA oS shoF qit
A, AruACld A, AFESA ARUAlClA B, AwruAeld ko] dAAdo] An|Rt
o] AruAlelA Hkgo Al FFE2 AA = LA A= & Bart o A AryA -l
AL FEAQ ARUAClA s Hghddo] 1z|et upA" ARUAClA A=fdel ¥ =2 &
= PEh 2l JHiE SEAEE AT e AESAAY wRlEe Aol AlF] AeEAd QA
HA1Z] ez SFARE Aled e §agd=stitke 71 9Hs giga 22

=

o Qe AL, A
A Age] $AHRE AT Zo] Aulat whse] ®rt © fubdoltt.

nhxjero 2 AgAAe) dit AXsh s ARUAL Aslie AL FAA FFL
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A o vebgth ARUACIE 23S WeAe] A% s ARUARIA Asdel
A G WAL ST ol Bl Ao R AEATe] GeEe mAch 48st Pz of
oA GFe 97k WSk S5 B AFCl Slolde thE We adle] gk WA 4 AT

JHE AZATE UL e oEsl £33 Aot wetd] AEHTE koly] 95t o
oFst ARUA )] AA AZS wajste] gipHo R ALgsl= A

[
3 iE—‘%—‘HE’J AHAE PFoR ATgoEM B ARAGY sz

B A7E ) oot

7 ofet Qutael aulAY] 8 AHHEE R S5 ARUAC Heke AFstuAt 3
o ol2A B At sleuel gt LALS AHS 919 J19Hek AN AR S AR
Q1 AAEE Agst gct.
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o
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71522 2forSdat +ofjAle] *'iléi 2|20
7I72|=0f Ojzf= B

o°l'

. M2

2 Aolrs 71EATlA 11]/\]’5‘}93« AAY 7152 EA47 45)At 5"4% oA oz oA
ShA] ¢kl AP oA 71 HYF2] 7] E A donor) BT S8 AHdonee) B4 7Ol HeAg &
e ARXSELA T =, 7]—‘?—1}—4 Atejdeed 491 Z}O}OH/H(self—construal) Zz27t e
A (moral identity) <=, T12]al 7] Rpalat GO AA(entitativity) poll T 2H4] <
S AAote] 7|82 71RO E diSEstazt ditt. & o FAIFeR AR 7|HAte] ZpolofA 4

3R

o] 7|FaFe] FFS mA=l qlol elAe] Aol wet 11 maprh gebd Zo= odst
tHEAT D). A4, 7152 294 JAd <50l 7159 ke] FakE m]~ 1“Eﬂ Aol AR <
of wiet 11 83t getd ZAoR dSIIrAT 2). A, obA AAGE A2Ag gatol digt A
24 fAYZo 2 F74 (empathy)T} 7|12 (happiness)-2 A|AISFLA}F ?}E}.
Aoz 2 A= 7|5A; zpopEAT AA] o met 7R E gapt gk 4 9lo
ol2fgt AN E 712 Aed wAYZe] WD Aoz stk

Il |2y o AH
1. A2 44

B AT 7R} AolEs o] 71Role] nlaj qdgel oA, salAre] A 4o ut
£ 2Eans Aunnd sy 94, 71RA0] gops e olad 1 meld Ao A
Aotal] Sz ATolEd vs SUA Aoldld 4% mEA AL meA ZAA @& vs. 18
7k 7} tipolA Qitk ES, SalRe] AAM SEE AN v B2A £ AU0R gl
Dol A1 ARAEE ARG JEATES] GERE A AoIEAT S B4S ol
WAoR Rejstel 475 AW STk wep B A7 o2 nekkn J|lEATolA AXSHA o
ore % 7HA 7|8 AolSAT St B0 & avlel 4uAls AUE Wux thewt e
7 mYe AASATHIE 1) 2%,

.
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2, A+7H8e] 2%

2.1 AotsfiMo] 7122l =0 0|2|= =xt

Wi
ol

ZlotsliA foo] 71 Eel nlAle FFeRA Q1o AotEA F A7 (self-focus) ©] Aot
JFHTH ERQITH (other—focus) @] AtoPdeko] 7|RgF] o ZofHoleke Zlo|H, AH41e] oloa
A3t sk Bl 2Rt 4 uf 7[FaEol o A=Al Hks
Peloza, 2009). &3], Winterich and Barone(2011)2 #}p419] g4
AH|ZRO] Zpotsi A Aol AFS] B AddEol| FFS vl AFE Allel=d, ols 9
of W=d, Mukxog =Yz ZolsA FEo] w2 AHAE AAasidolRte HAUSS Fol
718718t Z30A|E (donation—based promotion product)®] Agio] WA UepdR|et, AFS o= 2
ofgA] o] F2 AlRFES AMREAolee WAUSe] Wedt FAlo 7|7 HE SRS

o dsalt Ao® vehdrh ol wet sl ATEIE Ed2 b e JHIE ARt

M1 EEA Aokshd 4L A

—

o 7lRolest o A verd Aol

AFEIAN SYA Aol A4S A APER

= H 1 o=

2.2 SE YHKO| 7|RolEo| ojaj Eot

Aquino and Reed 10020 E52 AT} 7155 7io] o2 1asGEd|, ofF Zu o
shel meA AAe] e 2MASAN FHOlEs} o S Ao etk Eg 24 A4
o] & ARISS olHoR A0 olgd] WEolLt FAAS] ApHAFe] T B AXHQ ke

e 7oA e Aeststed, ol AFEe] Atolle 71Fdsel dsiMe AJEs] sk
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(Reed and Aquino 2003; Winterich et al., 2009). olof w2} 7|& A48 Ei=2 ot 22 7HdZ
735tact

7Hd 2 0 YA GAE 0l B2 AN EYA Aol W2 AtEel Bl 71Fex

7t %7 vepd Zolet.
2.3 MyMe| zHE
2.3.1 AotsHATt Alxido| ABaLR

APATol A AAHA hREo] Aot it 7150w eto] TAl= AT oEH AolsfA] <=
2 o)A 71ROt =A YERSTHWinterich & Barone, 2011). 284 7]& A7EolA4
T2 TR A SR AoolEH Aoleid o] w2 7IRAE FEATE HQl A%l o
2} 2t 7178 E0] A4 E 4 dvke Z1EATe A At 22l AAEAHHDuclos and
Barasch, 2014). &, HHzox HPAFESoM= AotsiA Fo] 5H2Q AFd o Adixo=
FROEA AotsiA o]l w2 VIFAREEN 71HAEe] Wtk e Hof F3UEH, £ o A
Aoz o]F9] AfoM= oAl Aol oD out—group)d A-Folle 238 S oEA Aot
A S Ad 71RAE dAE e =H4] AotsiA ks Ad Z1RAEREA 71REe] ¥ @

o 4= Qti= ZAo|thDuclos and Barasch, 2014). o] A= A5k

|
Al Qe Al diet F
H 7z
By

J

Y

8 WAYSS DH(atfection) T FHAHME LTI o] RS M= 7R A A0

A UEbe olH" 7R Y Hoh ofTe] ARE ]71]*1 A4 Adds @ Zdethe

Zolm, ole}t FASHA 3 Ho] Aot HAdo] =2 elAt AdtollME A4 o] A ¢

A= ActSlovie, 2007; Smith et al., 2012). o= 1% WHH(n-group vs. out—group)®] WAYZ

Azt AP el MAYS avpet Ads] vt de 6] L ok &, A4 sEdS E =

7l AAdel B2 Akt TF WH4gl] T d9o] A AdHiet s & Aole Ae F
2ol & 4 ek olof whet ot Ee 7Hde AAskint

7 3 1 Aotsid Aol 71kl mAle aike
Zott.

7Hd 3-1: AJEolEA Aotslld e Ad ArEolst st fsrte] AAldE E=AIvs. W
MAAL 7ol 71F=7F ¥ EoHvs. Hohd Zott.

7Hd 320 =95A Aot A Ad AlEe] Aeole et Al el mE 715

& Foli vehiA gkg Aolrh

slzte] Al So] net e erd

%
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23.2 El:ﬂ-ll_-! %Iz-"kljl_l- Jslx.“klol i A2

1o

T8& AAAL A7) /lge] xE&d Av|o
ArEolAN aalzte] @&/t AHof mizter
ool AH7E RAZ(REE doq)olAY
Y& 27ab 271 SAEAY et H1] of At x| 2 Aol ofof uht Et—i & —H%
o] drobx 7|Ha5o] A=A o|H(Lee et al, 2014), At Ao E= @35]e] 7|HagFo FAgHo
H7FE s1x sHtHAquino and Reed I, 2002; Lee et al., 2014).

weba 2] GAdo] T2 AFES dllAtel dist nidErt 7] dikwoll eirk AA
o] &= Foll ot AAE <ol W2 AeHT 7RO wrt wopd Ao, Hidle kY4 A
Ado] W2 AltEolAs ekl digh widErt Hojx]7] el SeRte] AAY <o e
715w Aol UERA] ¢F2 Aolrt. olof whet thaat 22 72 AAsHiTh

E—r‘

[e3

7Hd 4 0 Y2 GAgo] ZIRoke] nAlE aike seRte] Al el wet vEA yEr
Zott.
7Hd 4-10 A Aol £2 Alselet stdete Aol AAd aEe (s, @A) Al
A 7ol 7157t ¥ EoHvs. Wohd Zold.

71 420 =EH o] R A—IEY Aol Sl A $E e R Aol

1. A=

2 A9 d4e O 1, e HASP] 9t Aer TIEAe] AolEAI Aot (F1A Aot
vs. JeolEA Aot o] 1Rkl nzls avEA ol itk Fu ﬂr@r ol AdApde] 244
d2AE B AmEY] el A= I

2. B4z}

FpRate] Aolals] S EAHOR golgt Aupt tehix] SISIeHE(L, 69)=039, p=844). ZEWr
FRate] Aot Sl Sarte] AAY o] e ATAE Gk fonlg Aol Holx

(F(1, 69)=4.072, p05: <& D7Z). Tgold miviel o] 4T ofer Fnas Toﬂxwﬂw .
© ARHM=3.74) BT} S5HA0] =2 FTM=5.08)014 7157} o A Uehton], S27 7}
ol 7)3AE SalAaA o] £ ARKM=4.19)7 e HTHM=447)0] Tk 7jHelze] Zoj= 2
A et 29ktH(aE )EE. Teb GH D2 717te] Hglon, (M B AxEg
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CE 1D 7158A9] 7|79 izt 2424 23

[ndependent FooEA ApotsA ™2 ZotsiA

O g AAY 15 AAA AAH 5

Mean 5.08(n=22) 3.74(n=23) 4.19(n=24) 4.47(n=21)
Source d.f. MS F Sig
TALY 3 5.812 1.997 123
Arorsii A 1 114 .039 844
AAS 1 5.107 1.755 .190
ZHoralA X A4 1 11853 | 4072 | 047

oz} 69 2.806

a. R Al5=.080(=3 % R Al&=.040)

5.08

447

OHHg &
R SR

59|z 2pola | =2 pofalal

(g 2> 7187e] 7180w gt o] YA T AE AT}
V. g4t 2

1. 272

B Ag A7E G 2 HF AW 92 HoRA JRAte) AolEgel BHY A=
2 A 5 Vs, R A Do) slteld] slaie aneA ol g Fazeh Lo

ARV 244 deAg ave AwEY] fsid AA =

N
T

SE-E)

7

—_

1}94 =2 A 4ol 71*%945011 Hll F meh Al et Aeake wuel o
W BAZOE foldt At eRERE(,

e
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86)=8.582, p<01). &, =EA AAdo] & 7IFA7E kYA Aol W 71RA T 7] 7o %
= o =4 AAstl A KM 2> AA).

JEa 71RARe] YA AAY ) peRte] AAd el o AeARE avbke p-value
10% = ol folulgt zfolE HoFArHF(, 86)=3.165, p<.10; marginal sig.}). Z1HoA H
wHie Zo] EeA Aol &2 7I1RAE AAle] w2 HEWM=5.38)04 AAlAdo] e A
M=447Ht} 71700 E o A 246t ok 9, =ed] AAdo] W 7|1RAks Aol
=2 AY9M=4.08)1} 22 HAM=4.10)°] W 7|F %o Aol A HEhtA] UrHKIH
DAZ). A M HE 10% FFollA Z]A] =] cHmarginal sig.).
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Abstract

The purpose of this study was to examine changes in specific positive and negative emotions
during a vacation, as well as the variations depending on psychological distance. We propose to
evaluate the changes in affect balance during the course of vacation and examine their
relationship with the menstrual construal of psychological distance. We expect to find variations
in emotions during the vacation not only at different time—intervals but as also on how one
views the internally experienced distance between oneself and the destination.

Keywords : happiness, vacation, psychological distance

Introduction

Recent studies have highlighted the variations in emotions of tourists during vacation (Yegiang et.
al. 2013; Nawijn, 2012). They find that changes in emotion at different time—intervals are related to
length of vacation. To expand the understanding of the variations in emotions we include a new
dimension of mental construal that can explain fluctuation in emotion of travelers during vacation. It
has been suggested that subjective distance rather than actual distance may best depict what goes on
in individuals’ minds when they are making travel decisions (Ankomah and Crompton, 1992). Thus,
rather than viewing space as being composed of points or locations existing independently from the
individuals occupying them, space should be construed as “an individual and social reflection of our
senses, our education, our organizational structure, our life experiences, and also our imaginations”
(Bailly 1986). Specifically, we argue that psychological distance, the mentally construed distance which
comprises of temporal, spatial, social and hypothetic distances, (Trope and Liberman 2010) are

relevant to the travel domain and are helpful in explaining the variation in emotional happiness.
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Theoretical Background and Hypotheses Development

1. Travel and emotional happiness

Traveling is a leisure consumption activity for experiencing comfort and joy. As individuals
come across new environment and events; emotion, as it is a conscious response to human
stimuli, is bound to vary. To understand individuals’ responses to their life experiences, a
measure of happiness called subjective well-being (SWB) is widely used. SWB is conceptualized
as the overall appreciation of one’s life as a whole (Veenhoven 1984). When estimating their
happiness, people draw on two sources of information: how well they feel most of the time
(i.e., affective component) and to what extent their life meets their wants (.e., cognitive
component; Veenhoven 2009). Overall life satisfaction is fueled by both the cognitive component
(i.e., contentment) and the affective component. Objective or cognitive life circumstances indeed
play a critical role in well-being but are poor predictors of happiness because their effect on
happiness depends largely on how they are construed, perceived, or compared to others
(Lyubomirsky, 2001). For example, being married or an accountant or a city dweller will make
a person happy only if he or she actively judges these circumstances to be positive, satisfying,
and meaningful. Therefore subjective wellbeing is often measured as a scale of happiness. Affect,
mood, and emotions are the affective dimension of happiness. Moods originate internally and do
not directly motivate behavior (Beedie, Terry, and Lane 2005). Affect is a more general
construct that includes moods as well as emotions. Emotions are direct, intense reactions to
events that occur in an individual's environment (Beedie, Terry, and Lane 2005) and are

therefore extremely useful to study in a tourist setting (Mitas et al. 2012).

Various attempts have been made to categorize emotions including typologies of basic
emotions (Zelenski and Larsen 2000), a circumplex of emotions (Russell 1980), and a division
between positive and negative emotions (Watson, Clark, and Tellegen 1988). Basic emotions are
unique universal signals, have a distinctive physiology, and are an automatic appraisal tuned to
several aspects such as brief duration and distinctive subjective experience (Ekman 1999). The
frequently used categorization in the literature of SWB is the one based on valence (positive vs.
negative) as it allows one to create a precise, valid and reliable indicator of the affective
component of happiness. When individuals assess how they feel, they (subconsciously) compare
their positive and negative emotions at the same time (Veenhoven 2013). This construct, usually
referred to as “affect balance,” is operationalized as the difference between an individual’s mean
score on positive emotions minus the mean score of negative emotions (see Veenhoven 1984).
This affect balance has been conceptualized as EmotionalHappinessinpresentstudy. These

arguments give rise to the following hypothesis:
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H1: There are variations in emotional happiness during vacation.

2. Psychological distance and Travel

Unlike the real physical distance between places, psychological distance is the internal feelings
associated with being near or far from some person, place, event, or mental representation
(Trope and Liberman 2010). Psychological distance in a particular place will be very different
according to how much individuals feel similar or different to the particular place (Swift, 1999).
It is affected by a variety of factors such as person’s previous experience with the place,
individual belief, preference etc. (Sousa and Bradley, 2006; Ankoman and Crompton, 1992).
According to construal level theory people perceive events that vary in several types of
psychological distance: temporal distance (time), spatial distances (physical space), social
distances (interpersonal distances, such as distance between two different groups or two
dissimilar people) and hypothetical distances (imagining that an event is likely or unlikely)
(Trope and Liberman 2010). One’s perceived psychological distance from a place or event can
make them keep some distance in their mind even when they are actually at the place itself. As
the perception of these distances are psychologically held and can depend, to some extent, on
actual distance, these distances can vary depending upon the actual duration of the travel. It
has been suggested that subjective experience of psychological distance is grounded in people’s
experience with physical (objective) distance (Williams, Huang, and Bargh 2009). For example
distance may vary upon before starting a journey or on the planning phase of the vacation,
during different time intervals of the vacation and at the end of the journey. Specifically,
though social distance and hypothetical or experiential distance may be held intact mentally (or
might vary as well depending on the experiences and interaction with foreigners or destination
residents), spatial and temporal distances can be argued to vary during the duration of the

vacation. Based on the discussion so far following hypothesis is proposed:

H2: There are variations in psychological distance during vacation.

3. Psychological distance and Emotional Happiness

Though the inclusion of psychological distance in tourism literature might sound plausible,
there are no such studies yet from which we can draw inferences about how might
psychological distance effect emotional happiness of tourists. However, many studies have shown
that these mentally construed distances do affect emotions (Wong and Bagozzi, 2005; Ebert and

Meyvis, 2011). When visiting different places of different culture and different people far from
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one’s own home land, there are possibilities that people would have a different perception about
these mental distances related to culture or experiences which can lead to arousal of some
positive as well negative emotion. The baseline of this argument is that though temporal and
spatial distance, at most of the time, may vary without any change in emotion, the social and
hypothetical distance might still affect how people feel during the vacation. So it can be argued
that such psychological distances can have effect on emotions during the vacation hence varying
the emotions at different power distance levels. Based on arguments these arguments following

hypothesis is proposed:

H3: Emotional happiness varies at different levels of psychological distance.
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A Study on the Effects of the Customer Response on Choosing Ship
Management Company

AR GheFdhern
AR5 (shepdheta

Korea ship management industry originated from overseas seamen employment business since the
1960's and registered as an independent Ship Management Company since the 1980's till early 2000's
only concentrated on managing and providing well—trained crews authorized by overseas shipping
management instead of building a form of business that manages all operations including shipping
service, repair, insurance, etc. This is partly because of the policies of large marine companies which
prefer to manage their ship directly by their inhouse company and partly because of the lack of
entrepreneurship of the ship management company which was born as the manning company.

The purpose of this study is to investigate the most important fact choosing ship management
company under circumstances of ship owner's determination factor on choosing ship management in
changes of environments that gives great influences on customer response and the study has ship
owner's determinant on choosing ship management company based on the formal study of
determination factors, customer satisfaction and customer confidence reviewed in conservative
market.

This study provides logical reasons to solve the problems of this research by combining and
analyzing previous studies and forged framework through empirical study into ship owner's
determination factors on choosing ship management company and its customer response. As a result,
the research shows the most important facts of owner's determination as a "service quality” that is
likely to impact on customer response (customer satisfaction and customer confidence) the most.

To compete with Ship Management Company in the world, organized strategy for marketing
should be developed and government's support will be needed to cultivate rich human resources.

A study for improvement directions of providing same quality service not to remain the facts the
domestic ship managing goes to foreign company will be the next research that shall be how
customer satisfaction and customer confidence effect on business and its difference between Domestic
Ship Management Company and Top—10 Foreign Ship Management Company.

And its service opportunity will be a range of options to future seamen and employee who are

arranged to be trained.
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