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Effects of Store Commitment on Consumer Attitude Toward Mass Cosmetic
Brand Store and Revisit Intention

Haekyung Yu and Minsun Lee'
Dept. of Fashion Industry, Incheon National University; Incheon, Korea

Abstract : The main objectives of this study were to (1) examine and compare the importance of store attributes, store
commitment, store attitude, and revisit intention concerning Korean mass cosmetic brand stores between female teenage
consumers and those in 20’s, and (2) investigate and compare the two groups in terms of the influences of five store com-
mitment factors on store attitude and revisit intention. On-line surveys were conducted by the marketing research com-
pany, and a total of 354 questionnaires were used in the final analysis. The results showed several significant differences
between the female consumer groups in 10’s and 20’s. The teenage respondents placed greater importance on all store
attributes except price and sales, and showed higher commitment in terms of affective commitment, and normative com-
mitment factors than the respondents in 20’s. For the teenage respondents, all four commitment factors except the nor-
mative commitment significantly influenced their store attitude and revisit intention, while the affective commitment
factor did not have significant influence on either store attitude and revisit intention for the group in 20’s. Normative com-
mitment factor also did not have significant influence on revisit intention of the group in 20’s. For both age groups, the
negative affects of the forced commitment on store attitude and revisit intention were found.

Key words : mass cosmetic brand (547} 3}°¢% B&l =), store commitment (3l 2}, store attitude (2B =), revisit

intention (RHHE2]%)
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TjRRE %ﬂﬂé}"iq A mEW AzsP) AEo] de =
SIEL 242%, S 52.1%, L5 68.9%2 LERLL,
1ot sk A e wid 20%8 sl oF 30009 €
TRE FAASIHHyun & Im, 2018). 53] 10t 4H|=}e]
AMzsPdE ARl H43%] F7IstA, 154244 A4 ke
AHZ:Q]_Z]——" ZH]Zd 71 oF 22.8%S X]—X] 3 ) o]‘:_
o] Hete] < H|FQ 17.6%= X U xv FFolH,
25~344, 35~444 ko] AHFY HFHUE o ETHSim,
2017). ol2fgt ¥l 53] T4t sPdE Bil= wiEe] F7t
of JES MK lom, o] FAL PR BEddA=
100 &HRelA F2Aol £ HeFE 2 fEAE= &
= PE RIS A F, olES Y Ao T FA]

SkaL ITHOR, 2013).

a2 5%t §]'X ZxH)|zlol] gk 03 = F2 20t o)4e] of
g ddez I A7t dFEeltke.g., Lim & Shin,
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2017). E2E 33 Hfolx ﬁ}ﬂ ZH A e (Chon &
AA

Chun, 2000; Jang & Kim, 2014), & o] vept &
AE F3 BA(Kim, 2002)3 7o) A&Z9 Ay F2 B
ZEAL}. o] QolE o=} FuAe] A4 (Nam et al., 2010),
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QEPAAENa & Song, 2014) 52| 7)ele] AKF - 4lg)d &
A s e] Aol ek A7t Uk

1015 23 &2 odE50] wol AMgsle A7t s

BalzoXs Axoxe] AP AERS7] Fo] aniRke]
ol g gFel] a3 TS PAE ZoE dEA Sk
(Hong et al,, 2011: Hwang & Lee, 2011). 33% HEE W
Ealo] ookt AZAE L AE)AE AFsPE 2B 1 B
e e Hre) fuizke F4sH =Hed, ol #AE vt
goz PMEe Ha= /X2 (commitmentyS AH|[RFS] &
oAl Hxe} FAEE o)) 93k daFExelar A
HtHKnox & Walker, 2010). Z, sFgF EHT vjgor<]
AE ol ek A7z AP a¥jxke] BAE oz Fg
S U, ol FFHoE Halso| 3 SAHEE A8k
29lo] ®rthHwang & Lee, 2011). ZHOE 10th} 200h<]
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o] F7kstn ol 100 ARlRel SgE ool o)
A5 0|8 200 Zn|As} wmsowA, 7} dFel of

& wr} gol 9l olslE shsall & Aol

2. O|EH Hi&

ZH|Rp] ) &2 A=FEkE M WY 84 8
dew 4 QJHD%(Koﬂer 1973-74), Ak o2 HE ollr] A
TEE AE, AH2, 223 37 BEe5e yekeidg, o

gul

Fe folom PARE PEEYL Fxo) UiF avRe] 2
wrel g F4sted P nAE, Addos age

TS, SR 2 e d4ske Fa HeE 289t
(Zhang & Rhee, 2017). 184]~68412] AJeldd] AH|AE i
o7 AxzxoF AR A 2nA S| dAE
728k Chang et al.(2015)2] Q7ollMe AF, MU= EF4,
AEEY7| AxHzy FE 8908 F9 FyxEHow BHE
slAaL, ol2lgh vl 7 Q< oA AMuls F83 FEES]
7] aclgto] 2nAp Wi o3 S viAE AL
= st olol] nhsl, Fdu] HEet B 23 W
3, A7, TR, FaAde] gQlo] &Rapt QAlskE
8 Hx&gor 2ALEITHPark & Kim, 2015). 21H o
22580l thet Park and Yoh(2011)9] AtellXe 4%
A, FFAE, AIE T4, 2R|AF B7E, tEA]
gele] oAl 7HA] aglo] F8 4% AR YEpt) o]F
HEEda AET eSS A B avRte] S4dl wet
27 @EstEed], ol 24 2919 Fa4e] AF % Hx
TG 2Rk 540 met @ebA]7] wo]th(Darden, 1980;
Park & Kim, 2015).
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e B 7k 4 aQle] F8 Hxgod xFEE AH9vt
wow, AEL Ax g AHRe] BEAd wep 254 vE &
olBo] F@o HAog BEFEI rt o|E E0, Zhang and
Rhee(2017)= = &379] b= s HxEA Hrtol 9
oMe =84 &7 B FHY, 7S, AHlIE B 2819
Fag XA RS W3lom, Al 7R aRle BF T W
o] FAARI HAle A gl FTFs "X AoE YEpth
Aol QIXslkE 7154 sPEE AE59E W71 Park and

E‘I

Kim(2015)2] a7tellds HEE$)7] A9, 27170 Muj2~
AE 7154, JerH 31, BiE #Ho] 9 93150 %‘“64&13
], 20~30the] JNEYl sPEFE APRIAES 71 9 A
71, &gHe], B #8218 F8 HAH0F QIX AL AN
THLee, 2004).

=

ofjzbo|gt AAE QHEE A&t} she YEHo|aL 9
2l "lFé?* 2]u] 31 (Dwyer et al., 1987; Moorman et al.,
1992), BH= of2kd Hal=7} zka1 Qle Afsk &40 dist

ESRE 437}9} HAEsle] A|%40l FEAEL Bl B4
£ Bz xRt BAIR AHod 4 UTHAhn et al, 2009;
Park & Maclnnis, 2006). Z=H]2= 574 Bzl tigh 74
A oz o] BosE Bt Uld 5N HES HA
A H6] AoHoR e WELS w1 Hrkle &
Chang, 2007). "HI®3} &HzF P57 Eoplies Hal=
N2RS AWt} BAE= 7ke] AMH fojtor By B
o thal =7l= 23 ofFe] AR fF =] wA=
kS 723 A Y (Chang & Lee, 2016; Choi, 2011), & H
A= does Halt o2k Al 71X 8
%7 QQl(Allen & Meyer, 1990; Meyer et al., 2002), =

N o 03,
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A, XA Foik AR, #ABall & Tasaki, 1992;
Thomson et al., 200522 H-F3l= A7 tiFEo|ALh
Keiningham et al.2015)2 Z < A7ollA 294 ol Z(affective
commitment), 742 N ZH(normative commitment), 73412 |2}
(economic commitment), “JA1A ol Zk(forced commitment), %3+
2 o2 (habitual commitmentyS E3R= T 84 AR} o2t
54 (a five-component customer commitment modelyS 53f, T
S AAHQ] EFE ARbsaint. 234 o2k AHR-EAE &
AA BAEEE A5 2golA HIREHE ZeR, Hilltox
AFEHE AFIG Au|zel thal] D=t g Hal=e] 3
o] FHE Aol AL HAEE 9v]3ttl(Keiningham et al.,
2015). 7FHA ofFte Amiztel Hlert sk R TF
A7 GRAYE o] FA=E= 2HRE oo}, g siR1e] @F
< ARk Fa aRlo] He ARle] Fask Azske
ouf 7= 2ES AH|et P EolE FIAFES XA He
Zo]thReed et al., 2012). ZAAH o2t AH|A}-EH
£ FAeEA 4S8 F e dYd 1384 &S
Z18lokets Aol thatk Anjate] QIRH Hris 7Rie R ¥4
Heh dE B0, ¥Rk & BA=o] AFS oA
A= Aol 3dsFol e AAIHRL o]ejo] AL <l
AEFE, F AAA o] HE4E o BT AlF A
H|2E X|&A 07 0|34 HE Zo|th(Gourville & Soman,
2002; Keiningham et al., 2015) A RS IS | e SN = b g s
ZFek T tiAQte] g7l W& o8 4 glo] g HA=E

olgapl B 7303 w SAAF AL W)
2wEge) olf 2 o HASE A&H0R olgal auAE
o 4AH ofzos *é 9 & itk 2AA ool 2w

Bz gt ARE SAEE 7R AHRRs 2 His
3L JolE Bk, $94%1 HE
=AY ?}% 73971 2thH(Keiningham et al., 2015). Ui}
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Kemmgham et al(2015)9] A= 24 24 , %HW ﬁxﬂ
FHE oz 2HRR] AT Ee]
AR o 2o HA Aol JES nx= AL
22 Hallme} Anjate] AR oy
2H|RLe] BAIE dHE] 98 ARETE fiDP(eg, Ko &
Rhee, 2014). ¥ Aol M= HEN2S HE-LH|A}e] AAZ

E ofjxte Hilt

B3, AE, A2, 297] S5 2R v HE telAe]
AL Fa 20A7) 2 He 54 Q) o ojztos

g olgitt.

2.3 MEH=E ¥ xju2olz

AEH e} AR ee B AHAEls 2 niA" ok

o] Aof|A] Amrte] FujdlES osliEtal &3] fl% T
8 2oz AHEE WFEC|theg, Choi, 2009; Seo &
Oh, 2017). AZH=E 54 3ol tisl 2t U= &HIRKY
ARl HrERA, she] Hare] gk AnjRte] A e
o4 HEE vEoA H 23} (Fishbein & Ajzen,
1975; Kotler, 1997). A& 438S B3l J49 Axd=e
2HAle] AEE Mdsle BE l% | =m, Hxeljre]
WY F THEES AHse 9402 A9E 4 tkKeller,
1993). AR EE Tl AR IGA An|Ate] Bz} 3
X Ad Al EHE HEE WESua) she i S dHheth
ARkH o7 AH|A= AFH} BEl=e gk A@olt FE
oMol A gk sHQle] IAA Bt wh) sl Bah=el
AEE AT 284 %A BrtkKang & Hong, 2012).
T, Mol tidh AR 54 AE, His 9 M|~
o] A ATl E DHE BA o], AT}l 4
o] AREE L JTHChoi, 2017). ZH)A}F oz} Hal=u) Q¥
of thet Bl 2 AT eete] AA tlsiME Tt AT
7} FgEogit) dE Eof, Hd BA= g A] HAE of
Zho] 200 of/d M)A} HﬂlCEH‘:Oﬂ HXe B vt
Lee and Chang(2007)2] SA7ollx= HAlE of2le] $250]
L?EJW*" HASHEES 2 =9, Fojoss 2 A
o=z wEHh F8A Bdsere] & aiMe WA
Halsofzte] g/dE|ojol sk Hlo|tk(Park & Oh, 2010). &
3], Aol gk of 2k 5L gk B} AR e
<7842l 9L mE 4 AtKSon & Jun, 2014). Hwang et
al(2014)8] AFolxe Al ﬂEiOﬂ*H theFst Hof, olwl
E, A 59 A4S 5 349 Ag tig wEake o
2 e 250 AT Ed A IS vAE R
Z WA o] 9o, H2EH(Kim & Jeong, 2015), 717
A7 (Lee, 2017)00149] 78S vi o2 P4 LvRAE
7ve] ofjzAAlet Mo wEk Bl 2 AR eke] AA o
sk 3@ Avso] Sl b FA7E s Hwgel o
3 FAFE AHRRe] Hxofake 5] HEE e} AR
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3.1. A=A

A7 Fa 542 A7 s Bl = At
90 10tH-200) o] HESY Fatw, FENH, Hae=,
Ao =s votetar, Hzofzto] Hazej=ol APl =]
mRE G sk o 7, odamRte] FA47) 8t
A Hale Aol ek 14 B ej=el o] thEh ofj 2ol
a5e] HEemel AR R rXe= dFe] o] 10t}
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20019 A% zol7h A AwE AL St oS AL
Az} o]2H wjAS EUE thye] AFEAE At
AFEA 1: AR TAE SEE BAs HEEA
To%, A¥elzh, Axe e, Aozl 2lo] 10009k 20012
Aol W2 zpolE B A7
ATEA 20 FAE PR BU=
o aH)Rke] HEEZeol Ao =
20te] A w2 xjols B A
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o) OIEHge S9E Aulel slol AA 20)

aRom, 20t %
AARAE HET F Qv IS 285k tshS A9
3l 20t XS A} FqxE AASAL viAlE A X 3

WS olgate] 2018 1990 353 & 354
o) Selel MRS HFEAe] ARgSIITh 2t ol
2 W AT ARSI e B4 SE AREgel dig
HESY T, YXNR, YA, APRIE B3 4R

gl SHskt

2 AT 28E RE AEEYES APdTelN o B3R

Halo] ALBRITh HEEA FRE
wado] e FRBFA B

Rhee(2017)9] Aol AMEE 1583 F, 4 i E
A 27FS ALs F 132G A}%%}Oq 4k A=
o] 2k& Keiningham et al.(2015)2] Tl =

S AE-sle] Z7833dtt. &ML oAt BV 2491 744,
TRkl 73 AR, A, 534 ool tis) 2+ 38| £
wo, & 15302 FAEN. AEH = ek SHEF=
Huh(2012)-4 AFE Fuste] Pl ek x&4<l 57 A
R PR, AsE Tl B9 segtez PAEITh AR
9| Park and Yuh(2011)2} Son(2011)¢] 75 sl
ZHRe] AT B AR el R o]ojd siEAdel et 3
E3e ALl RE 3o HhE 74 Hrg 240
o, AEA = AL Fexte] sPEE 7 dF 2 QATLEA
812 HHo) t)g Bafo] EF At
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22l A2 B8l FHE FHAEE SPSS 23.08 285t
‘]

=2 o i
of ZleSAREY, W=y, B4 89wy, A= £y, =

5>

HEE 45, AN AAesith S =T 8= A
Fe 9ad 2R olgaglon, AR AL
Cronbach’s oF #&3le] &3 7+ WHLdHdE ERIsich
Table 1. Demographic information of participants (N=354)
Variable Items n %
Gender Female 354 100.0
A 10’s 175 494
£ 20 179 506
Marital status Single 354 100.0
High school students 175 494
Job seeker 33 9.3
Office worker 107 30.2
Occupation Public official 5 1.4
Professional 26 73
Unemployed 6 1.7
Other 2 6
In high school 175 494
. High school diploma 17 4.8
Education Bachelor’s 154 435
Graduate degree 8 23
Less than 100,000 130 36.7
100,000~300,000 50 14.1
300,000~500,000 17 48
Monthl ’ ’
m‘::mey 500,000~1,000,000 8 23
(won) 1,000,000~2,000,000 86 243
2,000,000~3,000,000 51 14.4
3,000,000~5,000,000 9 2.5
5,000,000 and over 3 8
Less than 10,000 47 13.3
10,000~30,000 117 33.1
Monthl ’ ’
urci‘;tseyof 30,000~50,000 85 240
P cosmetic 50,000~100,000 72 20.3
roducts (won) 100,000~200,000 25 7.1
p 200,000~300,000 4 1.1
300,000 and over 4 1.1
Brand Internet site 40 113
Internet communities/blogs 267 75.4
Acquaintances 244 68.9
Magazines/newspaper 18 5.1
Source for v 30 85
information Salesperson/store 70 19.8
SNS 191 54.0
UTube 98 27.7
Personal broadcasting 73 20.6
Cosmetics information App 78 220
Other 2 .6
Specialty store 222 62.7
Department store 108 30.5
Internet 206 58.2
Major purchase Discount store 75 212
location Homeshopping 20 5.6
Door-to-door sales 80 22.6
Duty free shop 43 12.1
Other 9 2.5




4.1. ZAL Hoixje| oTSAHIA M ¢ SHEE Fof #E

A ZAF FAARte] Ht ol 21741100 E=17.4A;
200 FEF=25.9)Z ZAEACE 10009 S, BF 5
ol9er, 20the] A%, AR (=107, 302%)°] 7FF &=
&S A AL 200 2AF Foqzte] gl figla &
43.5%(r=1540)= 7S ATt € B JiRIASEE g
=y 107+ 1 Thw=130, 36.7%) 1007H] ©]434~200
1| WH#=86, 24.3%)2] Hl&o] 7 =kom, 94 3
T 19 o35k WIRKr=117, 33.1%), 39 ©
~5H m k=85, 24.0%), ST o] ~10%HY v W(n=72,
203%)2] =22 AL SHE s QS JrYdeae
e AFIEIG E21(n=267, 754%)E E83h= F$7t 7t
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Table 2. Results of EFA and reliability

v FE) B)g 5] HEHES) AR A FF 195

7 wokon FHARIE(n=244, 68.9%), SNS#=191, 54.0%),
UTube(r=98, 27.7%), SFE AR AZ#=T8, 22.0%), 120 &
& 5 T3, 20.6%) T =02 e 3R] 5
TUHE AR (=222, 62.7%)°] 7FE Bkem, Al (=206,
58.2%), M3 (=108, 30.5%) 52| o= ZAFEA

42 FET=To| EfZY A MEE HI}

HEolzte] oyl a4, AxEx, AT : W] A4S
FIsb7] 93k BAA QA AR, BE FAEAAN v
19 89lo] =EEQUTK(Table 2). AT, HEZf 2] oAl &
2 F Rl FHA ofFe] Afele 81EA A3, 891 4
AR7F .60 WIHIRL &t F3}o] AALATE 7 QI WA Y
A AR AA A3, BE 22159 Cronbach’s oAlg== .70
o]’goldrt.

4.3. 37 HUFE HUE MESY 2T, HZO0HH, Bz
% xRl HlR
A=A 19] ASS S, A7 sPgE Halsdl o

BanRel MESY FoE, ENT, A=, AR

Variable
Items

Factor loadings Eigen value Cronbach’s o

Affective commitment

I take pleasure in being a customer of .83 234 26
is the provider that takes the best care of its customers. 91 ’ ’
I get back what I put into my relationship with 90
Normative commitment
My attachment to is mainly based on the similarity of our values. 91 .49 9
Because of the values stands for, being a customer feels like the right thing to do. 91 ' '
I prefer to others because it stands for values that are important to me. 91
Economic commitment
It pays off economically to be a customer of .84 298 Q4
I would suffer economically if the relationship were broken. 87 ’ ’
The economic benefit of dealing with is more than the costs. 91
Forced commitment
Iuse _ only because I have no other choice. .88 212 79
If T had another option, I'd stop using .88 ’ ’
There are a few alternatives to that 1 can use. 16
Habitual commitment
I prefer _ just out of habit. .88 1.55 71
I use primarily because that is what I’ve been doing for a while. .88
Brand/store attitude
The first store to come to mind when I have to choose mass cosmetic brand store is . .69
I will talk positively about the store. .88
. - 3.60 .89
I will use the store again. 87
I will recommend the store. 91
I prefer the store. .88
Revisit intention
I intend to revisit the store again. .89 244 28
I will purchase other cosmetic products from the store. 93 ’ ’
I may buy non-cosmetic products from the store. .88
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Table 3. Independent-samples #-test for the importance of store attributions

10’s (n=175) 20’s (n=179)
t-test p
u (SD) u (SD)
Salesperson’s attitude in helping customers 5.66(1.26) 5.29(1.09) #(342.71)=2.96 <.01
Salesperson’s professional knowledge relevant to products 5.49(1.27) 5.14(1.10) #341.97)=2.79 <.01
Salesperson’s kindness 5.76(1.22) 5.38(1.16) #(352)=3.01 <.01
Convenient layout of store 5.50(1.20) 5.07(1.13) #(349.44)=3.48 <01
Pleasant atmosphere of store 5.69(1.15) 5.31(1.01) #(352)=3.23 <.01
Offering a lot of samples and small gifts 5.64(1.34) 5.24(1.27) #(352)=2.87 <01
Demonstration of how to use products 491(1.42) 4.31(1.40) #352)=4.01 <.001
Free trial of all products 5.50(1.37) 5.04(1.22) #(345.23)=3.32 <.01
Variety of products 5.73(1.19) 5.38(1.19) #(352)=2.74 <.01
Reasonable and affordable prices 5.75(1.33) 5.55(1.20) #(352)=1.50 .14
Special discounts 5.93(1.21) 5.69(1.13) t (352) =1.87 .06
Offering free make-up service 4.68(1.54) 3.82(1.57) #(352)=5.20 <.001
Free gift packaging service 5.22(1.39) 437(1.41) #(352)=5.67 <.001

55 AAEITE 94, 100
AL 13714]9] BE HAEEA tiaiA 200 4
H|ZL Bt B S8 12]81aL UATH(Table 3). ©] &, 714
/AL A0: £=5.93, SD=121; 20tH: u©=5.69, SD=1.13;
1352)=1.87, p=06)=} AHg AF 7FAA0N: u=5.75,
SD=1.33; 20th: ©=5.55, SD=1.20; 1(352)=1.50, p=.14)% A<
g BE HEEY Far Slof, 7 AFE v ke
ogh zlolE Kol ZoE YEyitt 7 A% iR A
HA, 100 SJAAHIRE 7FEERIAIY (u=5.93, SD=1.21)°] 7}
Z Fagh AxHgolgta SHIoH, THUY - (1=5.76,
SD=1.22), A@E AME 7V4(u=5.75, SD=1.33), AF2] T
(u=5.73, SD=1.19), A3 FEEA7](4=5.69, SD=1.15) 52
o)At 200 M) SEeME TREERIAIY (1=5.69,
SD=1.13), AA3 AF74 (u=5.55, SD=120), =AY 3
(#=5.38, SD=1.16)3} AFE2] thFd (u=5.38, SD=1.19), A
HEE71(1=531, SD=1.01) 59| HEEA TATr A
Atk F, A7) 3EE BA= AE Yo 99, 4, AE
A AElE g Hxe] B 3 84e 100 ARk
Ml o 2 dEE A, FAVF sPEE BAs o] A
g 714 g gkl aglel 7P F
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Table 4. Independent-samples t-test for brand/store commitment

ol 7 aane] HEofF ol tid SHRE 45 A
H(Table 4), 10th ogam]2h= A4 2100 4=4.85,

SD=1.02, 20tH: u=4.40, SD=92; #(352)=4.30, p<.001)7 T+
2 o ZH10t: p=4.51, SD=1.13, 20th: u=4.14, SD=1.07;
1(352)=3.20, p<.0D)ell e 20t MR} KB} & 59
NS HATE olol whal, BAZA ofF10tH: p=4.28,
SD=120, 20th: u=4.10, SD=1.09; £(352)=1.49, p=.14), 7A
2 ofZH10t: p=3.29, SD=130, 20t): ux=3.27, SD=1.09;
1(352)=.17, p=87), =& °f&10d: p=4.42, SD=123, 20t}
u=4.34, SD=1.18; 1(352)=64, p=52)° T3+ AFHHE =)o)
€ TAAHCE fosiA 2 Aoz et 1009} 200
AAHA} BT FA7F g Bils dxd dig ol 7]
o] ozt &, A oNE ol 7HE =uTh 100 A,
AR A o2 (u=4.85), THA o Z(=451), FHH N
(u=4.42), 73AA N2 (u=4.28), FAH NZ(u=329)°] o=
ZALE o, 20009 Zgole A ol ZH(u=4.40), FHH
NZH(u=4.34), TFHA NZ(u=4.14), AAZ N2 (u=4.10), 73A
A NF(=327)0] eIt o, HE W A AY, =
2 FAgEe} A o] AaATollr BAF oS e
TE 8T AR} dAste ZAFHoltheg Byun & Dass,
2015; Shukla et al, 2016). T3k Ol 7kx] @2lef] ojs] A

10’s (n=175) 20’s (n=179)
t-test 4
u (SD) u (SD)
Affective commitment 4.85(1.02) 4.40(.92) #(352)=4.30 <.001
Normative commitment 4.51(1.13) 4.14(1.07) #(352)=3.20 <.01
Economic commitment 4.28(1.20) 4.10(1.09) #(352)=1.49 14
Forced commitment 3.29(1.30) 3.27(1.09) #352)=.17 87
Habitual commitment 4.42(1.23) 4.34(1.18) #(352)=.64 .52
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Table 5. Independent-samples #-test for brand/store attitude and revisit
intention

10’s (n=175) 20’s (n=179)

t-test p

# (SD) # (SD)
Brand/store attitude  5.04(.98) 4.92(.96)  1(352)=1.10 .27
Revisit intention 5.43(1.00) 5.29(1.03) #352)=1.30 .20

WAO R 2o ZLES 71y Qe Zog zAlE B dTe]
A= Keiningham et al.(2015)°] AA|$F TR 2] AH]|A} off
2t gdlg AR B 4

102} 20t o gamzpe] FA7t s Bl Zaxe] st
H= 2 APEe o) Uit SYRE 15 Adolre A%
el felst 2ot fle Zo=E WBIHTH(Table 5). A
100 o/ dam|zp7t 200 oA 4H|R; K}k 95421 B (100H:
u=5.04, SD=98, 20tN: u=4.92, SD=96; #352)=1.10, p=27) &
o AR =10l: 4=543, SD=1.00, 20tH: #=5.29,
SD=1.03; {352)=130, p=20)= 7IA3 YAch =3 F I =
T Az ujgt elzr AR wrt 22 o= et o]
=, A7 sPEE midel tisl EoA]l Hies /R A &F
2 Bede, F34 52 AR wig s He &

Y502 31Xd 4 Urk(Keiningham et al., 2015).

-

H

—

4.4, HZoj&t0| HZEf=2} X{UE o =0il O|X|l= Q&
FA7} sPEE Avlgel disk Fazefake] oAl g avt A
e B AT vAle 9 Lokl T A

]

Table 6. Regression results

ol A 10the} 2009 AR o]zt A=A ERIsr] S5 3
AR 0] HAAEATHATEA] 2; Table 6). 7 A}, 87 ol
2Hg ALg, Hzofte] vl 7ER] 8471 100 o444t
AEH= foleh 43S Fv AR Vet @ds ofzh:
B=36, p<.001; ZAAZA ozt p=21, p<01; ZAA 2 p=-
21, p<001; £33 2 p=37, p<.001). oo W&l 20tH
A LHA Al A NS ALdS vl 7R o a4
7t BAASE folgk Felr] MR 9 mRAE A
o= Uepth a4 oi&h: p=27, p<01; BAA of2: p=21,
p<01; Z3AZF oz p=-25, p<001; &3 oz p=41,
p<.001).

Azl 2z} ApEe|z=ele] Aol e, EE NEe
ALg v 71X M Eelz 247} 10t) oA Am]Ake] AHE
ool {93t YL wHE oz ZAEAT A o3t
B=31, p<.001; A7 ozt p=.18, p<05; ZFAIZ °lz}: B=-
20, p<O01; 5332 ol p=28, p<.001). 20th oJAdAH] =)o) 7|
E AAA RFB=23, p<O0l), ZAA RZHB=-31, p<001), &
2 o ZH(B=26, p<001)°] AT =] frolgt FFS WA
Ao 2wt
1ot e 2mRE FA7F 3R Hale x| digh 2493
NEto] H&FE 54 Mo tiEl SHARN HEE zhom, A
WAL Eolkithe 2 A Aiks, 28 oE a5
HATe = B Ageelat Atele] (o] AAE Wl o
AgYAFe Aol X heg, Chang & Lee, 2016;
Fullerton, 2005). 3FAI%}, 20t o34 &m|zke] ZA-olE 417t

l’“‘

e r

Dependent variable Predictor variable B t R F
Store attitude
Affective commitment 36" 5.27
Normative commitment .02 .30
10’s Economic commitment 217 3.18 .54 53(;’31]621
Forced commitment 2217 -3.65 ’
Habitual commitment 377 5.79
Affective commitment .09 1.03
Normative commitment 27 3.26
20’s Economic commitment 217 3.18 .55 fﬁ’;;i)*
Forced commitment 25 -4.53 '
Habitual commitment 41 743
Revisit intention
Affective commitment 317 3.78
Normative commitment -.05 -48
10’s Economic commitment 18" 2.25 32 fl(g’;fﬁ)*
Forced commitment =207 -2.93 ’
Habitual commitment 28 3.62
Affective commitment 13 1.33
Normative commitment 13 1.31
20’s Economic commitment 23" 2.90 .37 51(37;173*)*
Forced commitment 231 -4.76 '
Habitual commitment 26" 397

p<.05, "p<01, " p<.001
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