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A study of the reliability and validity of e-CRM activity scale in Food
& Beverage Industry

BB

Hwang, Soo-Young

ABSTRACT

The essence of e-CRM in restaurants is to build a business environment in
which a variety of the company’s activities, including dealing with customers,
marketing, sales, communication, and services, can be conducted through
e—channels based on electronic technology. This study was conducted in order to
develop a set of tools that can measure the performance of e-CRM activities in
the food & beverage industry and to evaluate the reliability and validity of the
measures. To determine inherent consistency as part of analyzing reliability,
Cronbach’s Alpha and Spilt-half were used. The validity of the content of the
survey was naturally ensured since the field data were first collected from the
e-CRM experts based on a theoretical framework A factor analysis was
conducted in order to assess validity of the measures. This study finally
conducted e-CRM activities scale in Food & Beverage industry consisted of 53
items in total. and also the result of these processes was the development of

measures to evaluate the e-CRM activities in the food & beverage industry.

SHAlLZ20{(Key words) : e-CRM, I (Scale development),
QIAlMA(Food & beverage industry),
M| M(Reliability), EF=HM(Validity)
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AAMES o] 83 e-Serviced] et A= F447 107] F& e gk A
Cronbach’s AlphaAld7F 0.7952 £& =g Holes A& Yepge
Zzke] FFAA Al AR =S A AARIEEE Asditet 0.7958 2 =
& 4, 5He] flovt A dupAlarel avkA] Ao|7t WA &ar, # 23 AlA Al
A7 AA LAG7E S BgoH | e-ServiceBF F B APA Fa8t
THEE AH] F £ ARk ¥a a2 APeiint. A Al
(& 49 2.

(E 4) e-Serviceo] Cist A2z

107} E3}oll &k Cronbach’s Alpha Al 0.795  (N=103)

AAE

g A

e-Service I Mean S.D. 1}3} AA
S Bl
A4

1. AARE A9 3o uet Adste Aula(1:1 AE|2) & 304 1042 305 794

xﬂ‘“"]’»!— /\)\‘;]'
AAr}e JIA EX AXzlo g Ay W7le] A 3}
2 ]}}:]}1:} = A = At Azt B L gl 2.85 1.142 438 781

3. el AAOIER
)22/ ALBE),
Alo] QA Z &3 ;d% 53 012‘—:]1 ‘3‘! /‘\_]
+ jlij}uf PSS ol Hael naAgn 99 % AT )08 1084 322 796
(s} .
Ale] AAJOlEE Ej PN ) olgd w
> fgﬁj f}ij;a S A a2 AP WE R 959 1172 242 803
R4 [e) .
6. At YAlolEx AEAA Whgo] theksit) (o, &gl
MR, S, RERAZ, FEALA, ACIED 5), 2.68 1.328 666 .751
7. AALe] AAlolEx AEZAA A FEAALY] FES

F5aa ik

" 3.34 1.137 .B17 772

3.20 1.323 .497 774
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8. AALe] HAle]EE Voucher(e-ticket, 2HMY ticket)E
gz

9. ALY rtelEx mlEAR(MERNE, A T) EHol
7ks3tdt.

10. 74 Al B dlot/Ful AL 48/A A ] digt
e ATa ok 2.66 1.202 .693 .750
1) 2& 2 A= AFEE dFed 7|93 239 43ATE vl
2) Mean #& 54 SAE Axo] Haad (1= Ad AA= 2 A ¢t} 5= % 2 AAgn

th

2.73 1.270 .500 .774

2.48 1.080 .510 .774

AANWEE o]83 e-Supportdl| tidt A= o
Cronbach’s AlphaZl$7} 0.9032.2 ¢ H& A =S Hol:
ow, Z4zte] FIAA Al A 20 5 AANE =S A Entet 0
S THol glont, B Ao Fast THERE ATy A QIEA A
o wpe} AAARE AHS|Z st A E FAME 2 TS AAEA &
3 g2 st AASE AR (GE 5)<F At

(E b) e-Supportof CiEt AEE

871 &3}l 3t Cronbach’s Alpha Al 0.903  (N=103)
e 29
e-Support E3hH-& Mean S.D. o) AAA

AL AlF=

4.11 974 701  .889

T 7119 WAelEs 2ordl aAnd (QRA, AT
71%5) 7} 7Fs3let.

2. ANE A4S A8 AEAAET AT AE S
LS e

3. Arte] AAolEE Aol Bolu HuAle] e 24
Slaln 9ok

4 AR QAL EE AMZFE A T o
340] A4 28 % A Holgt.

5. A WARIE o] Sed wAR
wUee s gt

6. AT GA0E Ad) 2ad BwAa] g A4 2
A2 Aol td ABI AT At

7. S 9% AR IHSHE 53
=)o] tjera] Atk 294 1124331 925

8. AHY Lo duo]|EV} Al&38] o]FoizlY} 3.72 .8060 .044 .895
D 2z 3 A= Af=s 9acd Jae 299 TATE Je,
9) Mean & 54 2l71E A5e] Bgel (1= da) ANE 5 914 Lo}, 5= 019 & AAH 1

th

3.78 1.077 777 882

3.85 979 751  .885

EANGE

4

3.98 1.043 .826  .877

>

e 710w

4.01 970 776  .883

3.92 .951 .808  .880




AAMES o] &3 e-Systemell tigh A= F447} 137] F& e oigh A
Cronbach’s AlphaZl$7F 0.9032.2 =& AZEE Holx Aoz Vet
Zzke] FFAA A AR =0 A AARIE =S AsEdiiet 0.9035 2 =
2 7THo] 9o e-SystemPF F B ATl FLI TIER AH A AT
8Q1EA 9] Ao wlg} A R-E AR sta, A% B0 B
oA @3 IRzt A AFE (& 6)2 )

o
o
o
it
2

(E 6) e-Systemol| Ciet AT

137} &3}l i3t Cronbach’s Alpha AlS: 0.903 (N=103)

e o
o] *°
e-System T3 & Mean S.D. iﬁ;‘ AAA
fefus RER
A%

L. 34l GAPeIEE 1Ae] RE gR(o]d, AR,
SolAtg 5)& DB3sta Stk
2. Al YAIEE 249 RE JuE FIA0R
updateAl7] 2 T,
3. FA%tel GAIEE A 258 19 RE DBE
Fgea gk, ($A 2 FR7FS) 3.36 1.075 639 797
4. AXPE Bfrg 17 DB HoMd L H oyt 3.70 1.035 .818 .789
5. X8 AIEE o] o &a7le] 47
cAl (A7) ol sk, 386 909 647 800
6. WAeIES] AR |5 o]ulA (18, ¥4 T
AH&StaL Sl

3.61 1.069 .711 .794

3.46 1.063 .767 .791

4.03 .954 .629 .800

7. YA E] A& war 4.18 4.605 .211 .951
8. He|gk Ale] EFol(site tour)/ Ha AlFdt. 3.53 .931 .668 .799
9. e PAlE AEHATL et (/) 3.84 964 .603 .801
10.9141e] Afe| E= AlzElo] DOWN H3ls W&

HlEA o) Z87h Holg) 3.24 1.010 .697 .796
11.94}= e-CRMel 223 A|l28lg & H{3ta Qi)
(. KM, CMS, DBMS, Milage System, 73=]<! 3.49 1.032 .749 .793
Alzd A /Aol AlzEl F)
12. A= 2ol Al E4E e-mail £40] 2 o] FoA| 1L
ATH . e-mail £&E, e-mail openE 5).
13.:“‘]/\}{—] e-surveys B3 nAWNEE FAE F|HoR 950 1.074 715 793
3ka QuTh.
1) 2E 3 A= =g Yl 7o 23| daATE epd.
2) Mean #& 58 SIAE A= Highd (1= A3 AA = A g}, 5= v 2 AA
Ah

3.41 1.081 .758 .791
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2) HEH

A 2o o] FAQ] SHWHE LS JEo R L STHAE SHAHORE 23
S4ste] S Be Zlolh. e o]yl WS dHA o= ofgRo] o
2 olgd dAMS FESIuA, IJES T FEOE Vo] Z7tE partld
part2= WHsta 27) F- 1 Ao R AR s ST F e ol& v
i (spilt-half method)ol2ta gt} o2fd REEHE 13] SAnter Algws
T g A= Ro] AN, ol whaf EakS e 7]l whet 4AlE 2ot gk
Ae ddol gtk E3s Wre WS gdhid, 2 dAPdAMe 2R
(part]) # BFE3(part2) & oA A2 s Aursitt, 2443 2t 4%

1
9 (e-Marketing, e-Sales, e-Service, e-
Support, e-System)2] WHEH FFE H] dlFE 0.70]39] w2 JAAE
Hol 9244 e-CRMZE 5714 999 239 A =s A=l + At
A FRAGE (E T 2

e-CRMZ% &5 - &5 £¥7te] ZaAs(HEE)

T3
e-Marketing e-Sales e-Service e-Support e-System
A4 (n=103) 915 .898 .795 1903 793

NP WA AEE TG W) Vg FL3 selslolshs Aol v g
4 (validity) A Zolth. & Q7oA E WEEFY THEHFYS Jopughct
$4 B AP AE ol 84 B nigor 44

4, IT, A 5 671 &

I, FRE AHE T B3] 3 23] AEHa AEHE e

Azl 844(2009)9] #FHA9] e-CRMEF A =S AHEatglong ygehd

AL A2 g1} SRt e o g§EE SollA FAEEA S dot

ket I ol HT SH01 2] A9l el 7P AlEE B A
5}



T THEFHE Lolnr] 934 Sl e CRMEBE HZH 99 217}

o
o)
ofo
ol
il

Q
=
fot

[}

(principal axis factoring)<=

|l A A
1) e-Marketing EHIA 5! 201X 20174
e-Marketing 15%&< A A7t AW W)W (varimax)3) &
o] gal QOIEAE Ftt. ¥AAY e-Marketing 15%3 ofo]Algko] 1]
A E0] 60%°13<S FE3H= Al 7l a9log Fh 2911 R
AZAF3, 2212% Uuks| Y 3:54,1} 13 TN THA R |
3l e-Marketing Al Q%1 gt ﬁ‘ﬂ’ﬂ AENET =]
x?=218.956, p=.000, Q #=2.517, NFI=.952, RFI=.933,

=.970, CF1=.970, RMSEA=.122% =4 Jehyt
B bl 2 glol A Qo BAS Egx A e =] —’F%ﬂ EFZ % (convergent

T

validity) ¢} FHEFE (discriminant validity) 7} 8710 Churchill, 1979

Devellis, 2003). 41, FHEEEE &44 3 &4 90845 S8 Al 89

2L ol WE
ol
38

ir
ki

ALl Zete] 39 o8] nRAAE 7 SRS E] Bong FEQEMLS ZYHLEol

Zhagto] Zha gle olgfdt fe] EAS HEu E F AZ T e &, FAN= FE

Frtoz 9olg Fohfuz HLsdd Hol AREE T 9IS (0lEE, 1994). FAEEN L

uﬂ JAL QA ATt o} F W3 S MeEe] 1 2H2 AP o g Ehdhed olfEHE
M Ao @o] #ole FEAAENS A

2(oleR, 1994), & A7
2) 30&%‘—1«] Y (FEEY Ev TEade)d met 249 Zadde] 24u e ol

‘r‘ oL
ok AR E ] B8 T & (factoring) TR 7|2 fif(7]27-2) 7F AolAA €t 7]
Zfge]l AxbRor Fr FZEd (principal axis factoring)Y I (maximum
likelihood method) & AHE-SHE, ESk 7| 2fifE Fohe 2 ollA w43 dd 2 el a3
2 1 3P| 153 (eigenvalue) E°] Lol 1, d7Ak= T—%i] 9 718 e AREE F
Z3lo] 9 7] aQle g W AR E AH e FArheleR, 1994). webA & AFelli=
FRYE] FEL YA FHAJAFEHE o] &3l B 98NS At
3) ‘FHA Q915 7te] o] olgte AL BlF A Aot Cattell and Dickman, 1962:
Cattell and Gorsuch, 1963) k1 F33l= AFL3| A 452 T3 2o], gtz o
2 O|ERFE Tt o] gl 7R ol EFRt FEHE AL PERE AFHLE e
Aol Higzsiut, AZ4g|de] aQlyxS % o GA A8 5 7] W&l (Guilford,
1981) HA=EE gt & AFA= AA3Ae] tF4 < wH W2 A (varimax) &
A3

N
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o Zt FaEo] frong alietts 7w A E BN EA AT F Ue
tl(Gerbing & Anderson, 1988), %4 sh= M52 aglistdo] oW 1 3
2 3 gQloz FFES & F 9, 0.7 o9 gllFslge] F4dslt 0.5
sk = = Helelth, # AT AT oAM= e-Marketings 5% 5t=

8919 7} g5 F G QQEMA 5 63 4l 0.5 o5t tha
S Holx JAINE, ERIaFA AT ] FF3} QR1FsHFAA B

W Holm® FHERE Av]Ed F3Et o
M Z g2 g9le] FAAA} GiA vehd u] 2
7halheH], BAA QRIEA S FalA e-Marketing ©] Al 7]

7t A#AAE 022 A & = 52 -

© 4
i
X
fr
¥

ol ofo
ol B

flo
fo
o
Y
=3
ol
il

Sodo i wWe
o
: 2
g
e o,
1’ o
BURERN
oft o,
M o>
oy 1o
oW e
rlo
o 2
m

i
O
il
i)

] o5 JAFAE gz
3l e-CRM &% 531 5 e-MarketingS A ¥ = &3} glo] & 15839 371¢]
8Qloz 1 AlFde Aol AEEATt. AIS A5Aax= (R 8)3 2t

(E 8) e-Marketingoll Cist EtAIA 51 =tol@ol2A{Zdn}

e-Marketing

e Q911 8912 2913 - CR p-value
3t te
e-Marketing 8. .828 .892 1.000 .00
e-Marketing 9. .806 .879 964 11.585 .00
e-Marketing 10. .718 .666 638  7.633 .00
e-Marketing 11. .712 .685 125 7.942 .00
e-Marketing 12. .602 583 559 6.377 .00
e-Marketing 2. .878 .940 1.000 .00
e-Marketing 1. .866 942 1.082 17.869 .00
e-Marketing 7. .643 667 666  8.322 .00
e-Marketing 13. 611 .693 910 8.854 .00
e-Marketing 3. .502 .680 .859  8.590 .00
e-Marketing 6. .465 568 717  6.558 .00
e-Marketing 5. 704 .694 1.000 .00
e-Marketing 15. BT7 813 1.078 7.312 .00
e-Marketing 14. 552 .865 1.276 7.658 .00
e-Marketing 4. 457 .346 464 3.204 .00
IAE 7.082 2.011 1.126 A=
A 23.661 22.542 13.801 x°=218.956 df=87 p=.000Q#=2.517
kil 23.661 46.504 60.005 NFI RFI IFI CFI
Alpha Al 875 887 781 1952 933 .970 970

F 1) FHAFHI w2 A78d g o] 43 addd



2) e-Sales EHMA 5l 2folX 20I34

Lkl J2 o

o] 1o]ela A EC] 60% °1d& T=ote F /M Q1o ® Frh 8911
2 758 o2 Wiatit. e-Sales
T BAA gl SRl QRIEAl S Ball 7 A%l R Fio] Ha T 82l
= =2 QORISR E AL Z #H71E o] (Anderson &
Gerbing, 1988) FHEZE 9 el o] HEHAo wA &5 Y

AL W= 3 e-CRM &5 5A3H 5 e-Salest FAE = £ flo] T 113
ko] 2 /i) aRle R 1 41FAF gdAdo] ASEAT. A Hed e (&
99k 2t}

rfo
Eu)
ro
B
@ F
1=
"
of
ko
(o]
o
fr
rfo
i)
(o
¥

ERALA g o] HA 3lolA g ol H-A

e-Sale e — A

dsad Q911 2912 LI_?]_; YT Estimate CR p-value
e-Sale 9. 907 945 1.000 .00
e-Sale 8. .892 1901 916 16.305 .00
e-Sale 10. .891 918 971 17.415 .00
e-Sale 6. .846 .846 847 13.581 .00
e-Sale 4. 7185 173 156 11.010 .00
e-Sale 7. 157 134 7164 9.868 .00
e-Sale 11. 114 .665 .566 8.363 .00
e-Sale 5. 107 .692 .660 8.962 .00
e-Sale 1. .945 .943 1.000 .00
e-Sale 3. .638 .562 .638 4.448 .00
e-Sale 2. 622 .653 .834 4.802 .00
Ay 5.731 2.035 A=
Ak 48.624 15.820 x°=97.678  df=43 p=.000 Q@=2.272
FAWMF 48.624 ©64.444 NFI RFI IFI CFI
Alpha Al 941 176 .969 952 982 982

3) e-Service EHAA 3l =0lM QOIFA

ot
flo
ko

e-Service?] 1088S 22 Wyog B4 A3} e-Service? 10%3
Q1A 2 FFo) O 3 olgtolaL AR RS YF= 1HY 4¥o] A= a1, ofolAlgke] 1

ojdelal A 8] 60% old= T F MY 8lew wiY 298 B
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oA g0l1& ‘egkol AATA B A, 2212= ‘Lgi0l HHAZAH| A2 P
STt e-Serviced] A% BAA 2 Q14 9 RS B3 T 8Qlo® FE
o] a1 F 8919 Z FgEo] Fou|dt =2 QQIRslHS /K= Aoz HU}
o (Anderson & Gerbing, 1988), T4 YAAAE Y2 & o-CRM &
& At T e-Servicew F E¥o| AAHL F 8 2 79 gQlo® FH
B e 2 e o] ASEAT A ASATE (R 1003 2o
(Z 10> e-Serviceol Cist EMYA gl ol QIR A Z 1}
e-Service 2 QBN 1A 81 FA
A5 Q911 Q9012  HEF3l9QlEslaF Estimate CR p-value

e-Service 10. .890 .879 1.000 .00

e-Service 6. 827 817 1.037 9.925 .00

e-Service 7. 7182 786 1995 9.379 .00

e-Service 9. 741 734 771 8.447 .00

e-Service 8. 514 .b47 .652 5.756 .00

e-Service 3. .852 .983 1.000

e-Service 2. .646 612 614 4.387 .00

e-Service 5. .543 494 524 3.895 .00

IR S4e 3.567 1.769 A=

Arg g 36.917 19.677 x’=49.183 df=19 p=.000 Q&=2.589

A 36.917 56.594 NFI RFI IFI CFI

Alpha Al .869 710 974 .951 .984 .984

4) e-Support EMYA gl Eol|X QolFEA

e-Supporte] 8FI}S S|
A1AAFe] 0.3 o]ste] i A EE W THol FAE L, ofo]Algte
I FAEC] 60% oY FE317] Yl ddAhd oz Fola,
o P e-Supporte] A= g4 2 &9l
el 7zt £8E50] fonjgt =2 8
(Anderson & Gerbing, 1988) <4
% = e-Supporte= g 3ol HA
ASEHAG. A8 Asda= (R 1

P}



(Z 11) e-Supportol| CHst EHAIA gl =to|Q ol A2 1}
EEE
e-Support ool B 1A 2 AEA
%%%62} L;o—]‘:l—' v 7~§]_o o] ],a]: _

29l E3taql §3 Estimate CR p-value
e-Support 4. .897 908 1.000 .00
e-Support 5. .848 .857 878 12.586 .00
e-Support 6. 846 .858 .863 12.610 .00
e-Support 3. 815 .805 .834 11.057 .00
e-Support 2. .807 188 .898 10.609 .00
e-Supprt 1. 748 739 760 9.457 .00
e-Support 8. .648 .643 .588 7.608 .00
IEE 4.976 AA=
A 57.752 x° =45.161 df=14 p=.000 Q#=3.226
kil 57.752 NFI RFI IFI CFI
Alpha Al 1926 1982 1965 1988 1988

e-System?] 1353+ 22 Whio g B3 23} e-System?] 13532 2

QIAAFe] 0.3 ofato] L 4B =S B THol FA|H 1L, ofolAlgie] 10]/do]
2 FA 8] 60%°14& FE3E T le gelow Berh SR I
212 "]*E\ﬂ%ﬁ?ﬂrﬁ], 2212 YAlE olgHid or  WHSIith
e-System®] %% @A 5l 214 QI FEA S Fall T 8Qlo=E Fito] Ha
T 89le 7 EgEo] foudt w2 aRINsES /e oz HriEd

O
(Anderson & Gerbing, 1988), &4 YA AAE tlde 2 & e-CRM &% 5
A 5 e-System= g F&o] FAH 1 F 12739 2 /e 9lo= FHET

7
= 3 ol ASEn. A ASETE (R 12)9F 20

(E 12) e-Systemol| Cist EFHA gl ol @0l FA A}

T I EREETER
e~Marketing FESTTIE
b 8211 89192 T S =T Estimate CR p-value
e-System 2. .832 919 1.000 .00
e-System 3. .794 .831 1900 12.138 .00
e-System 13. .760 .803 .883 11.348 .00
e-System 1.  .755 .883 978 14.084 .00
e-System 12. .705 .822 .901 11.921 .00

e-System 11. .670 738 .831 9.673 .00
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e-System 10. .606 134 .806 9.559 .00
e-System 6. .860 720 1.000

e-System 8. 653 677 .981 6.490 .00
e-System 5. .641 147 1.007 7.205 .00
e-System 4. 632 873 1.401 8.345 .00
e-System 9. 615 679 1998 6.531 .00
A5k 7.843 1.061 A3 e

A 35.896 27.559 x©=209.372 df=53 p=.000 Q%=3.950
TR 35.896 63.455 NFI RFI IFI CFI

Alpha Al$ .940 .896 .949 .925 .962 961

V. 2o 2 AR

A2 ool 2k olfel A41Ae) o CRM @50 Tt Blo] 271
st lov, AGA e-CRMEE gt A7+ Il - ellA] o}F] m53
Alela,  #A |

3 } 9149419 e-CRMEES 248 & gl 424 2 5o

A% Amsh A0eA o}, 24T 44UA] el B o-CRM 25 4%

S 24 5 g o)tk A2 Wsto|7PS oG8l BRUe] F4% the

QE(e - 59 - 948 5o AH2EAS neld BRI
x|

009)7} M=o, 2 Hwr

DO

2 AFelx
A e-CRMERAE oz ‘#3499 e-CRMEZE ¥
o] &3 HEXALE AAlstd, &5 IAAAY e-CRMEs2 ST +
ol 2z ¥ g Aes AAlEan B A= AFAYEA (W
8] Cronbach’s Alpha #3} HHEH-S o] &3] A A=
FES AAsA, BT (NEE =
[e)

Ot
A
ook
L
)
i
@
[@)]
g
2
b
g
qa A



FE 729, e-System 7] 132F0lA HF 128F22 F 53E3< 944
Al e-CRM 2% A=E it
E AAE H]E e-Marketing@ e-SalesolX AF =& Adete 5
22 U3, dA GAGAAA = gEof et e-CRME-go| &3] o] F
&l glont, BT 92Ak 9] e-CRME 50| &3] o] Folx|= A|7]7}
e-CRMZ-5< S%shed a3 o] 2 Zlo|at Adts|o] Hofgk A 814
g3 IR et o|FA HF FHE B HEw oAGA AT elA
e-CRMZ%5 AN =S ‘jrok“}ﬂ] 34 7Fed ZlolH, XA E AlEg Bl
g3/do] gEE e-CRMEZSHEE &84 U] B2 A5 & + e Edizt vt

deglenz 1 oot Aantu #i

2

U

4217 (2005). 2271949l e-CRM =9l wh& 7 JHdt A3, Tdaigy iefs,,

20, 1—21
AR - 359 ADA(2000). TAATARE,. AE MR}
A07(2002), CRM*]Z:%] S8l 59719 2G4 B DA R T L G,

Folh g e WA R,
Aeh3) - 298 - HEA(2004). HFel A2EFY -CRM FH890] e-CRM 25
BEE Y AL B2 1] :
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