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[Abstract]

In this study, based on the consumer market evaluation index data of the Korea Consumer Agency, we
examined the effects of choice variety, comparability, reliability, expected satisfaction, price, and conversion
on legal and institutional consumer orientation by service type. As a result of the research, comparative ease,
reliability, and price were essential factors in consumers' perception of consumer orientation in laws and
systems. Comparability affects reliability and price, and reliability affects price, and reliability and appropriate
price are key factors influencing consumers' perception of legal/institutional consumer orientation. Analysis
by service type showed that comparability positively affects legal-institutional consumer orientation perception
in product/tangible and person/intangible, reliability in tangible services such as person/tangible and
product/tangible, etc. The results of this study are expected to contribute to the development of

consumer-oriented strategies that reflect the characteristics of the service market.
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I. Introduction
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II. Preliminaries

1. Consumer market evaluation index
0] ARl AR Helg S41617] $feliA A
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AP 71 A #(Consumer Markets Scoreboard)2}
A=y 71X #(Consumer Conditions Scoreboard)2 +
delo] QT3] tl=oflME AYf FAHLS(FTC
Federal Trade Commission)?t ABJA} ZgH s
(CRPB: Cosumer Financial Protection Burequ), FTC
Al 0|2 AB|A} B S=Bureau of Consumer
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2. Consumer Orientation
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3. Service Type
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4. Hypothesis and Research Model
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Fig. 1. Research Model

III. Methodology

1. Measurement

vlEgolde ARt psH Ajal o Ajas} ok
Ate] xfat 9 Afe|Act vl@s} Aopt olgirtg
Bl AIE2A A8lA AEe] pojga Fud) ofst A
o] tiepy, Auel ofs] o4 5 ) Loz Hrlet
gk, w3t Aeirjopge A Uil B AliALe] Ael
NES Plste AL2, ARl AE FRAT} AulA
MBS} thopy 5 ) 2302 Bolsheich

AP AR 52 YA=7E AR fe A4S Y
% 32 Feel Fpoidt Reshn g t% Axlshe
A2 UeRj= X B2, AFUALe] 93 52 Al 20
it Al=], #3) WY 22 A=Y H]x} Eioﬂ oist Al
g & 7} EgoR rletct. Bt /1A P52 4H|A}

PHAZISHE 71200 6 2 et AE2A,
A z 7149 AAA = 97
ooz Wololain), REAS AR WAl 294, 3
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AERA S AuIA) A 250 i olet
QAL SUXIRIRLS] SAAHI AR 7
ol ot QAL o ARiA %% RELRSE
V) 2oz SAstc
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2. Data

2 A7 tolH & FABIAIOA AT 129
ZAME o8 2019 §H=9] AHIA}F AIFETIA| R Hlo]E]
olt}. ol tlolEl= 3171 F-F2] AE|A Aol sl
o ddol Q= 20A oY AvRRE YRR F
31,0002 A5t Atsolnt. 2 Aoll= HA] ALt
AEA FEE AVdE A=, YA f3do] T
7+ Lovelock(1983)Q] AA-toflA] AIAJsHL Q= AH|A
9(Action)?] E4o] ©HE I+ gsttll]. =,
AB]ASERe] E/do] g VR AH|Ao] ARARI 4

o]t (Beneficiary)S AFEt AbZ2 UHeil AJH|ASH]
o] £Ao] FFARIZE FFAA7o wep FESHlT
(Table 1 ZFrxR).
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Table 1. Sampling by Service Type(n=31,000)
Beneficiary
Service type
Person Product
Medical, At't::sionb"e'
Tangible Beauty, Food 9
(n=11,000) Laundry
. ! (n=10,000)
Action -
Education, .
Finance,
. Culture,
Intangible ) Insurance
Leisure, ICT (n=4,000)
(n=6,000) '
IV. Results

1. Reliability Test

2 Aol AAlgE ArRdgS &l N2
8 Zse Ao A70Ye) AT Yehe AR S
2 x’=5022.121, df=82, «*/df=61.245, p=.000,
GFI1=.979, AGFI=.965, CFI=.989, NFI=.989, RMR=.031
Soa Uehgrt meb & dnae pglo] 7 L}
W71 1o} GFI, AGFI, CFI, NFI, RMR < CTjE.829] %]
I 50| 3187158 $5A7]E 2o Ueht g A
go] QlrkaL & 4 it 3 AFERIAS e
7§38 AI2]=(CR: Construct Reliability)= 2= H0f A
0.7 oPgo2 Uehtoo| 2ES Yehise B
BALEEX]|4(AVE: Average Variance Extracted)= &
£ 06 olor Ueh} 71EAE sEstn sich2s)
olot 22 Ak ¥ 7o Aol At ey
2 =g Zloz 2 4 9k

odh

o
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Table 2. Confirmatory Factor Analysis

Factor Item B SE t CR AVE
(v:::;j G a8 [ oos [1sam] 7 | 40
compare c2 o [ ove [iars] 7S | 42
Price EE; 1..‘?04080 006 [ 15191 |
Trust ii; 1'.903090 '0?6 15?'8 787 650
tiacton | ES2 | a0¢ | 007 i3ss| 7% | 4

SW1 1.000 - -
SW2 .980 .001 727.3 | .988 947
SW3 954 002 | 594.6
Consumer | CO1 | 1.000 - -

orientation | "cop | 932 | 006 | 1565 | ga5 | 54

Switching

in law
and system | CO3 916 | 006 | 162.1
x’=5022.121, df=82, /df=61.245, p=000, GFI=.979,

AGFI=.965, CFI=.989, NFI=989, RMR=.031

2. Hypothesis Test

2 AolA AAlgE 7Hd A5REY Ades UEU
= Rx P52 x%=8390.659, df=97, x*/df=86.502,
p=.000, GFI=.967, AGFI=.948, CFI=.982, NFI=.932,
RMR=.037 £°o& Uehdt} %, GFI, AGFI, NFI, CFI,
RMR 5 ChRE 28 3% x| RE0| 5|8715g 554]
7l Zo2 Leht B3 Radol Qe Ao e,

Table 3. Path Analysis of Research Model

7t B SE t P
cv - SW .074 132 1.9 .054
EC - SW .103 138 2.7 .007 **
Ccv - TR .203 .033 6.0 .000 **x*
EC - TR .702 .035 20.2 .000 **x*
SW - TR .007 .001 1.5 146
Ccv - PR -.213 .032 -6.6 .000 **x*
EC - PR 571 .040 14.7 .000 **x*
TR - PR 571 .020 29.8 .000 **x*
SW - PR .0n .001 2.5 013 *
TR - ES .358 .020 17.2 .000 **x*
EC - ES .360 .037 9.3 .000 **x*
cv - ES .024 .027 .8 .420
PR - ES .252 .018 12.8 .000 **x*
SW - ES -.017 .001 -4.2 .000 **x*
TR - Cco 277 .024 12.3 .000 **x*
EC - CO .068 .038 1.9 .053
cv - CO -.035 .026 -1.4 173
PR - CO .614 .021 30.5 .000 **x*
ES - Co .033 .031 1.2 244
SW - Co .006 .001 1.7 .087
x’=8390.659, df=97, x*/df=86.502, p=.000, GFI=.967,

AGFI=.948, CFI=.982, NFI=.932, RMR=.037

CV: Choice Variety, EC: Easy Compare, SW: Switching,
TR: Trust, PR: Price, ES: Expected Satisfaction, CO:
Consumer orientation in law and system

*p<.05, **p<.01, ***p< 001

FARCR dmEd, 7P 12 Ao ¥ 7HE
2A] MB| A& dEntdat vlago) g2 Aol 584

Al FFS DA AoR UER}A(B=.074, p=.054 B
=103, p<.01) 7Pd1& AR|staL Qle}. 714 2= A=) g}
WA TPARA AfH|A MEIndat vlwgo]/d2 Alg]
ol 378AQ L URlE AR URRA 78S A
XI5k Q1 OLH(B=.203, p<.001: B=.702, p<.001), HgHY
o] Alglgel Al PP FANCR o] U2 A
o2 Ueh 7Pdo] 7|17t 9l

71 32 7HA AT AR A AJH|A B 8ol gt
M), Te] "2 7HAQAof 3Rl G 0]
A Aoz Uepx 7ME X|A[eIEICHB=.571, p<
.001; B=.571, p<.001: B=.011, p=.013). ¥tHol| MERC}F
42 71700 tisll 8RRl FEFS UlRle AoE UEh
A 7Pdake Bioje] RS Hol: Z1oR URRJTHP
=-.213, p<.001). 714 4= QHEwO} T 7P EA A
H|A AlR), vlwgoly, 7HA2 7|oj9hEol 3788 3
&2 A= AoR UERA 71A-S R X|6FATHB=.358,
p<.001; B=.360, p<.001: B=.252, p<.001). ¥rHo] K3ty
2 7|ojgkEol] ofstR|gh B8Rl S DR Ao’
UERA 7Pdake vie] F3ke DAl Zo= Uy
cHp=-.017, p<.001).

7P 5 RAlE AHIARREMdaE HAE TPdRA A
H|A "l wgol, ARl 714 H-Ale ABAK|EH o
P Al AoR URA 7PdE RIXSIATHB
=.068, p=.053: p=.277, p<.001; B=.614, p<.001). B
of, MEictedat 7|Hiuts, Agd ol WAlE Av|A}L
AEgoll vlAls Y BARCE folstA] 42 Zo
2 UERA] 782 AIRISHA] kTt ol Fdaks g
AHRZE A= oeidoluy Z|oj9hs, Teju Hebdol =
ol WA= AHRK|E0] w2 Zo& QIAGH] o
AUth= 712 UEAL QlojA] AB|RF FRI7|Ao] AJAMY
o] Tt & 4 ik

714 6t wRiE]o] Mu|ARFo] T AR H
TWE &, Hlagold, AEo] tiRy, AR, Z|oieHE
=, 7M., Agd 3t WAl ARl wA o
ool H2A+S vlwst Aak= oh33t ZtHTable 4).

TARCRE, AR, AEPdoME AT oR AR/ F
g AHA FFolA AB|RLY] MEiTtdel gafeo] 3
OU|(B=.166, p<.01), AFE/F& AfH|A {RolIA] AH|A}
o] vlwgoldo] FFHol © T ZFACE EITHP
=762, p<.001). M, Aol = 2E ABlA [0
e

A alagoldo) geFol 2 Aoz LT 5t A
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Table 4. Path Analysis of Research Model by Service Type

Person / Tangible Product / Tangible Person / Intangible Procuct / Intangible
THA (n=11000) (n=10000) (n=6000) (n=4000)
B P B P B P B P
Ccv — SW 166 .002 *= .045 462 .049 .730 128 .282
EC — SW -.009 864 .075 223 762 000 #*x* 114 .338
cv - TR 141 004 == 294 000 === 197 .102 261 010 =
EC — TR .750 .000 *#** 613 000 **x* 617 000 #*x* .655 000 **x*
SW — TR .018 .020 = .006 417 135 000 #*x* -.026 .036 *
EC — PR 391 .000 *#** 362 000 **x* 442 002 ** A1 000 **x*
TR — PR 642 .000 *#** 674 000 **x* 440 000 #*x* .580 000 **x*
Ccv — PR -.093 .030 * -.081 .089 -.202 .079 -.038 .682
SW — PR .016 .035 * .006 459 314 000 #*x* -.021 .092
TR — ES 334 .000 *#** 326 000 **x* .205 000 #*x* 318 000 **x*
EC — ES 317 .000 *#** 332 000 **x* 592 000 #*x* .405 000 #*x*
cv — ES .047 228 .007 877 -.106 .381 -.037 .663
PR — ES .289 .000 *#** .320 000 **x* 372 000 #*x* .320 000 **x*
SW — ES -.007 321 -.020 003 *x* -.084 .008 ** -.014 212
TR — CO 235 .000 *#** .290 000 **x* .089 119 198 .007 *=
EC — CO .036 479 190 000 **x* .330 .040 = 191 100
Ccv — CcO -.055 140 -.095 023 * -.165 124 -.197 022 =
PR — CO 732 .000 *#** 632 000 **x* .607 000 #*x* 677 000 **x*
ES — CO -.011 815 -.062 187 -.014 .893 .067 .595
SW — CO .009 164 .005 469 136 000 #*x* .034 .004 *=
x?=5961.181, df=328, x*/df=18.174, p=.000, GFI=.975, AGFI=.959, CFI=.987, NFI=.986, RMR=.037

*p<.05, **p<.01, ***p<.001

MEdTiopa o] of gk
p<OL), AfR/2 AulAgHOl 4vIxjel AEAO o
gk2lo] 2 Ao L,}E}L—H:]—(B: 135, p<.001). E3} A}2l/
& AU AGAoA L MEbdo] Az|o] oFstAlgh 24
ol Qake Fto] ulsh(p=018, p<.05), AE/54 Ayl
aoAE Q3]e) ojojsix|er Mao] Alz)go] B

0

S F 702 Yt Yrk(p=-.026, p<.05).
A, AN JriEoR A/RY, AE/T
§ 5 Aul2gele] o] 2ol Al SHoIA A
Ajo] vl golgel Qgiol 2o vlsi(p=.442, p<.0l; B
=411, p<00l), AR/, AB/93F 5 Hulagelol
l-d_xlo] 0] :]O] }\1]:]]/\ [OR<:| oﬂ}d _,_];]]7(}4 }\]ﬂ}ﬂg 01611
ol o 2 202 Uehdrh(p-642, p<.00L: B =674
p<00L). E3t MEIClopge AlRl/9Y 2 AR/PY 5
A2 APg4s]pgol ARl AulA SRolA KA1
QIHlo] 2821 BHHE L AL A0 UeliclB
=093, p<.05). YRl gL Alt/6d 2 A/ 2
o AulA §3olA 7HEAN] FHHA IFL Fi A
o2 UEptD Qrkp=.016, p<.05; B=.314, p=<.001).
G, ZIfEEeAE B Bl 3RolA Al
=.334, p<.001; 3=.326, p<.001; 3=.205, p<.001; 3=.318,
p<.001)z} 7FA(B=.289, p<.001; $=.320, p<.001; B=.372,
p<.001; B=.320, p<.001)o] FRAQ] F3FE = 702

(81511 | 1 ARt do] tRls 92 eARez
+olsHA] & :
E}&WH, - 1 AH|ZK /ol tisiA e Bs ABlA
+3oA 7HAQIA o] s 378AI FEE UlRl=
230] ¥|5fi(3=.732, p<.001: p=.632, p<.001; B=.607, p<
.001: B=.677, p<.001), S0|EA= olldat= 22] 7]oiet
9] T2 AN E FO5HA| 42 Aom LERHTHB
=-.011, p=.815; B=-.062, p=.187: p=-.014, p=.893; B
=067, p=.595). WA AH|A Abiofxfe] AAY7EAo]
A E AH|RIRIEHY Q1Alof| 74213t od3kS njx]1L QJo
b2 A= AHRKE AAS A7) HolA=
77 0] gt AA Aol sttt & 4 Qo

V. Conclusions

B ATE AN BosHe AR We
o] WS PALHL olgstel WAHOR Aunu
WALE 28R T] Ol 93 Tt olc,

A7, aulate] WAl AvlAixIaRy Ao Bl
8o, =1, 714 Sol Fa¥ 02 Uergoo
Heckepnt 7|eiE e Avjate] WAlE AulAbx|
3 $AMOR oA e Zukg Uehick Hat
A 1Y 1o AuladEciepa 8l agoldo] e
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