JKSCI

SH27 BE Y B5t =237

Journal of The Korea Society of Computer and Information

Vol. 31 No. 10, pp. 307-317, October 2026
https://doi.org/10.9708/jksci.2026.31.10.307

The Effects of Digital Experience Quality of Korean and Chinese
Bakery Brands on Customer Satisfaction and Brand Loyalty among

Chinese Consumers

Jae-Young Moon*

*Professor, Div. of Business Administration, Dongseo University, Busan, Korea

[Abstract]

This study examined how the quality of consumers’ digital service experiences relates to customer

satisfaction and brand loyalty in China’s bakery O20 market and whether these relationships differ

between Korean and Chinese bakery brands. Data were collected from 300 consumers who had used

digital ordering services within the previous six months, with 75 respondents assigned to each of four

brands. In the reflective higher-order model, digital experience quality (DEQ) had positive effects on
customer satisfaction (8 = 0.718, p < 0.001) and brand loyalty (B = 0.428, p = 0.013), whereas the

relationship between customer satisfaction and brand loyalty was not statistically significant. No

significant differences were found in the mean levels or structural relationships between Korean and

Chinese brands. Although the overall measurement quality was generally acceptable,

the composite

reliability and average variance extracted for higher-order DEQ were low (CR = 0.603, AVE = 0.179).

» Key words: Digital Experience Quality, Bakery 020, Customer Satisfaction, Brand Loyalty,

Group Comparison
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I. Introduction
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II. Preliminaries

1. Digital Experience Quality: DEQ
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4. Moderating Effect of Brand Type
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IlI. Research Method

1. Research Hypothesis and Model

1.1 Relationships Among DEQ, Customer
Satisfaction, and Brand Loyalty
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1.2 Comparison of Korean and Chinese Brands
and Moderating Effects
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Fig. 1. Research Model

2. Operational Definitions of Variables
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Table 1. Operational Definition of Variables

Vari. Definition Ref.
The extent to which information on (3]
menus, prices, products, inventory, and 4]

IQ promotions provided through digital [11]
channels is accurate, sufficient, and easy [12]
to understand.

The extent to which applications and [3]

sQ platforms provide stable access and [4]
processing speed with minimal errors [11]
during the ordering and payment process. | [12]
The extent to which digital channels [5]

CON reduce consumers’ time and effort in [6]
product search, ordering, payment, | [13]
pickup, and delivery tracking. [16]
The extent to which ordered products and (3]
guantities are accurately prepared, 4]

FUL product conditions are maintained, and [5]
promised pickup or delivery times are (13]
met.

The extent to which consumers can easily
communicate inquiries or feedback (4]

INT through digital channels and receive [13]

appropriate responses and customer

support.

The extent to which consumers perceive

that their personal and payment [3]
SEC . . .
information is securely processed and [4]
protected during ordering and payment.
The extent to which coupons, points,
membership  tiers, discounts, and
RB . . . [6]
promotions provide meaningful and
useful benefits to consumers.
[5]
Consumers’ overall positive evaluation of | [13]
CS the brand’s digital services and overall | [14]
usage experience. [15]
[16]
Consumers’ intention to  continue
. . [15]
BL purchasing the brand, recommend it to [16]
others, and choose it over competing (18]

brands.

3. Data Collection and Research Methods
2 A9 BT F £ TAOA E|Z 671 o]
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IV. Analysis Results

1. Demographic Characteristics

£ A 3009 SURE tio BAsigle
o, QIPEAS 542 Table 29} 2t} ol 57.3%,
20che} 30ci7t AR 78.0%2 A ABAPE SAZ o
SOtk AL SIAIRo] 4L7%, K|oe Hlo]x 40.0%
Joto] 34.7%, LA™ 25.3% 02 UERITH ZQ
o] 8Ad& Meituan-Ele.me 48.3%, Bt H-WeChat

Mini Program 40.3%, A= s2¥rAle vt
7 2 40.3%7F iR ARSIt B
+ Paris Baguette, Tous Les Jours,

Wedome?} 2175902 FUsHA /= A0

44.7%, tf

W Sux)
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Table 2. Demographic Characteristics

Types Frequency(%)

Gender male 128 42.7%
Female 172 57.3%
10-19 years old 20 6.7%
20-29 years old 158 52.7%
Age 30-39 years old 76 25.3%
40-49 years old 34 11.3%
over 50 years old 12 4.0%
student 60 20.0%
officer 125 41.7%
Job Professional 56 18.7%
Business Owner 42 14.0%
etc 17 57%
App/WeChat 121 40.3%
Channel Meituan/Ele.me 145 48.3%
Douyin/etc 34 11.3%
Delivery 134 44 7%
Method Pick-up 121 40.3%
In-store 45 15.0%
Paris Baguette 75 25.0%
Brand Tous Les Jours 75 25.0%
Holiland 75 25.0%
Wedome 75 25.0%
Beijing 120 40.0%
Residence Shanghai 104 34.7%
Guangzhou/Sehnzhen 76 25.3%

Total 300 100%

2. Reliability and Validity Analysis

DEQ 287§ =&l tholl B4 QQleAS AMAJgt 2
1}, KMO: 0.809, Bartlett 7A%e x’=3487.978
(df=378, p<0.001)2 A3 LFEfSE Pm* 1 oJi&
71802 TN QRlol FFEQoH, A AHAyrike
67.841%A ). FE =79 AJ?JE-% AEE e
Cronbach’s o, BZESH QQIAANY, 71EAIZ =(CR) ¥

BFLAEEUAVEIS 53] 4519,

Table 3. Reliability and Convergent Validity

Factor Cronbach’s

Variables Load Alloe CR AVE
1Q1 0.711
1Q2 0.760

IQ 103 0.775 0.832 0.833 0.554
104 0.730
SQ1 0.784
SQ2 0.769

SQ sQ3 0.740 0.852 0.852 0.591
SQ4 0.782
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CONT | 0.758 553 AES A55H7] Hall &IA QlPAS
CON2 | 0.740 N
CON —Con3 | 0798 0.854 0.854 | 0.594 AAsHeitt BAAN= ofR-8uf 2ot
CON4 | 0.785
EU::; 0;;3 Table 5. Confirmatory Factor Analysis Results
FoL Y 0. 0.824 0825 | 0.541 :
FUL3 0.689 Variabl Standardized SE CR p
FUL4 | 0.768 ariabies Estimate :
INT1 0.709 1Q1 0.711 - - -
INT2 | 0.708 102 0.760 0094 | 11.400 | 0.000
INT P INT3 | 0.724 0813 0813 | 0522 Q3 0.775 0090 | 11.560 | 0.000
INT4 | 0.727 104 0.730 0097 | 11.046 | 0.000
SEC1 | 0.758 sQ1 0.784 - - -
SEC2 | 0.787 SQ2 0.769 0079 | 13.014 | 0.000
SEC " SEc3 | 0.779 0.838 0.840 | 0.568 SA 753 0.740 0076 | 12525 | 0.000
SEC4 | 0.685 SQ4 0.782 0077 | 13223 | 0.000
RB1 0.706 CONT 0.758 - - -
RB2 0.781 CON2 0.740 0083 | 12229 | 0.000
RE I Re3 0.727 0.837 0838 | 0.565 CON "Cona 0.798 0084 | 13.122 | 0.000
RB4 0.790 CON4 0.785 0082 | 12.928 | 0.000
Cs1 0.751 FUL1 0.725 - - -
CS2 0.784 FUL2 0.757 0094 | 11.399 | 0.000
€S Tcs3 [ o2 0.835 0835 | 0558 FUL "rus 0.689 0094 | 10560 | 0.000
CS4 0.740 FUL4 0.768 0097 | 11.514 | 0.000
BL1 0.707 INT1 0.709 - - -
BL2 0.688 N INT2 0.708 0095 | 10.440 | 0.000
BL | BL3 0.737 0.829 0829 | 0.493 INT3 0.744 0092 | 10.832 | 0.000
BL4 0.702 INT4 0.727 0089 | 10.652 | 0.000
BL5 0.674 SEC1 0.758 - - -
sec | SEC2 0.787 0078 | 12.636 | 0.000
- , SEC3 0.779 0075 | 12543 | 0.000
Hafl =A] o o L
SHE Fgw(BL)] CRE 0.829, Cronbach's ax SECA| 0485 0077 | 11.121 | 0000
0.8292 H171&S £&£519 00, B&ESH QQARHE RB1 0.706 - - -
- RB2 0.781 0093 | 11.682 | 0.000
. ~0. T o = (0.4930 &
0.674~0.7372 25 #OISI3H. AVE: 0.493 0.50 RB "RB3 0.727 0090 | 11.045 | 0.000
7150 SAsHA njgsrd oy, mEElG doll= A7 9 RB4 0.790 0091 | 11.771 | 0.000
17 WeElCrMS 7als 71& RarS 9 X519 Cs1 0.751 - - -
L HBETYS e }_Oq ]ﬁ e AT 0 cs | CS2 0.784 0.085 | 12534 | 0.000
9k AVEZ} HuaEo) A= 0jdst A A7o] Aghdo CS3 0.712 0078 | 11.499 | 0.000
= FMstoct Cs4 0.740 0082 | 11.921 | 0.000
e BL1 0.707 - - -
BL2 0.688 0098 | 10.412 | 0.000
Table 4. Discriminant Validity BL BL3 0.737 0.095 11.026 0.000
BL4 0.702 0099 | 10596 | 0.000
IQ | SQ |CON|FUL| INT |SEC| RB | CS | BL BL5 0.674 0097 | 10229 | 0.000
1Q 0745 x?=605.141, df=593, p=0.356, x?/df=1.020, RMR=0.053,
s 00890769 GFI=0.904, AGFI=0.887, NFI=0.878, CFI=0.997, TLI=0.997,
CON | 0231 |0.223] 0771 RMSEA~0.008
FUL | 0091|0088/ 0.175 | 0735
INT | 0245 | 0.258 | 0279 | 0.162 | 0722 - ot o
- slo]xl Qoly¥ A Ay Z3l ARR|= ~.
SEC | 02310106 | 0.145 | 0271 | 0072 | 0.753 A thﬂ_ 2, BEeh 24 ]} 0.674 ?7985
RB | 02160159 | 0.120 | 0.163 | 0.194 | 0210 | 0.752 LT 2N5S FESIPoH, 1AHEES At Be
CS |0313]0325/0323]0248|0339] 0261|0311 | 0.747 A”Ba10] CRS 10.230 0 <0.0012 ©oJ5tal
BL |0.1780.239 | 0.244 | 0.266 | 0.226 | 0.151] 0.182 | 0.408 | 0.702 TOT?J = f 30 I, p<0. ISR,
ZX 4 Ho] Aste = x%/df=1.020, RMR=0.053,
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Table 6. Common Method Bias Test

Model X2 df | cF1 | TLI [RMSEA| Result
single | 5 509138 | 629 |0.308|0.267| 0125 | Poor
factor
Nine
605,141 | 593 |0.9970.997 | 0008 | Accept

factor
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Table 7. Measurement Invariance Test

Model | x2 | df | CFI | RSMA | ACFI | ARMSEA
Confi- | 1,298 _ _
| T3er | 1.238 | 09861 | 00180
1326
Metic | '25 11,272 | 0.9875 | 0.0169 | +0.001 | -0.001
Scalar 1;;3;‘58 1,299 | 0.9885 | 0.0160 | +0.001 | -0.000
11389
Residual | '~ 11,336 | 0.9878 | 0.0163 | -0.000 | +0.000

3. Hypothesis Testing
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Table 8. Hypothesis Test Results

Hypothesis Cor-
yrI;’aths efficient ER i Bl
H1 DEQ—CS 0.718 4.673 | 0.000 | Accepted
H2 CS—BL 0.101 0.749 | 0.454 | Rejected
H3 DEQ—BL 0.428 2494 | 0.013 | Accepted

x?=630.697, df=619, p=0.363, x?/df=1.019, RMR=0.062,
GFI=0.901, AGFI=0.888, NFI=0.872, CFI=0.997, TLI=0.997,
RMSEA=0.008
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Table 9. Korean vs. Chinese Brands Comparison

Variable Korean Chinese t p
DEQ 3.323 3.353 0.525 | 0.600
CS 3.300 3.252 -0.443 | 0.658
BL 3.277 3.389 1.066 | 0.287
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= x%=1,326.304, df=1,272, p=0.141, GFI=0.945,
AGFI=0.936, CFI=0.987, TLI=0.987, RMSEA=0.017=
AEbd o 2 kS 5H UERJTH NFI= 0.76602 ThA o
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Table 10. Multi-Group SEM Analysis

Variable Korean Chinese p-diff. Result
DEQ—CS 0.732°" 0.703™" 0.947 N.S
CS—BL 0.138 0.069 0.779 N.S
DEQ—BL 0.413 0.438 0.985 N.S
" p<.05, T p<.001.
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V. Conclusions

1. Findings and Implications
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2. Limitation and Future Directions
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