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A study on the effect of service quality factors
of pet shopping malls on satisfaction and loyalty through the quality
of user decision-making
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Abstract Despite the corona pandemic, which caused a global economic downturn, the pet industry is
growing. This study examined the effects of decision-making quality in the relationships between service
quality perceived by pet mall users, perceived utility, subjective norms, satisfaction, and loyalty. The
subjects of this study included 318 people who raised companion animals and used pet products from
specialty malls. As a result of testing the research hypothesis using the PLS structural equation model
(PLS-SEM), first, service quality, perceived utility, and subjective norms of companion animal specialty
malls had a positive effect on the quality of decisions. Second, it was confirmed that decision-making
quality has significant mediating effects on user loyalty and satisfaction. Third, it was confirmed that
experience-based satisfaction had a significant influence on loyalty. In other words, the quality of
decision-making was analyzed as a factor that not only affects user satisfaction but also affects user
loyalty. This study presents theoretical and practical marketing strategy implications for competition
with large general malls by enhancing not only the quality of service but also the quality of user

decisions.

Keywords : Service Quality, Perceived Usefulness, Subjective Norms, Decision-making Quality, Satisfaction,
Loyalty

*Corresponding Author : Young-Wook Seo(Daejeon University)
email: email: ywseo@dju.ac.kr

Received March 7, 2022 Revised March 31, 2022
Accepted April 1, 2022 Published April 30, 2022

182



< RHf 5= izt $ilo] FZ3] SrelHA v
2 At GA] wl2A Aok Qlct. wrEsE A
2 20209 2,300 22(F 271% )ellA 2027d<d
,5009] 284132 Yol 2 dgold, = ¥=%
AR} R o]u] 201840l SokgE A s ¥
LEE 3% Y8 Exeith

20209 T 7|Eoz fEuetoA gk e
Q12 1,448%F o & Q149 30%7t WHEs e IS5t
T 9t BHEEE ARIS AE)E AR dREHY Qs
SAHE Aol AR 191 7H 57t B9 A7EAIS
A gtz Qlef wesE B 7t 5] K A
oF JAEHA T A e Wy ST A
o2 d&EI QItH1]. 4HA} EEe} FEE AT
o 9]l JFe wjHhe AL oy A% ATE 53l
ofu] glE v} IrH2]. ool & A= ATt oo
8% YT X e ISR} FAHE o8k At
Z27A9] o] vAE TS Yot FPEGY, &2
Aol s EQE HEAYE o|8AE9 oAHEH
9] A& ojgA #Esfof k= Ao It o]2H, AFH
AAE AAsAL Shglct

o)

(ON]

0 d

l_.

2. O|=H uid H 7H24%d

2.1 2= M2

LEH o gt 49 Ry
S Aol 3], ol AEoltt AH]
SEOHL 7HT B4 22 HEE ATt A
7Pl AN oA tddt 999 773
JEZ 7PEEE E3 Aske Aol HoEaL 9
tH4l. 20208 SARgC] HHet A 2214 SFE
Aol w=d Ey oY AY FFeE = A
ol 22hlE dufjdo] XSk HIFol oF 30%E
SRCE AR 2ERlE ol 8AEE AlES AASHA
U A SRIg 7F gl7]o] et AgsEel AH LA
of wiFE A, ALH MAFEIT == ¥e A &
of gt B2 &FRlE FAIE0] sfEslor & «Al
2 HoRIHH5].

N EE8Es Tishs WE2 ofn] eIl

i

CERET

l

eeelon AgEglch oA Amy 7S Tofd
u ot Wojdee] 29 we 4 g emelel

183

i

oflz} ot €S MY 5 Sl Y= vt
ST AEHoE Hjsks AEEE UE +
, 3 AREY GRS o] 8A 47 FAT]
= SAlOITH7]. FEE ol F i THE
Zjo|t}, & Eof “ofulE malQl(Amazon Prime)”
7R 9F 19 539k Folok. wl= Q17 3.29] HY
< AAIITHA AA| w=R19] 50%% olv] ofulE ZLzt
o] slPoletar & = it ol m=e] MEEES A}
AL BRHES] 34G4E =9 & = HHEE 24 Zotd

NEL AAE thA] ofafEel A Fufd Zolgk= Kol
7%= S}tk

i
0 @

I

1
BoJo ot 2 % i o

il

30

K

ar

2.2 HEis=4t
kA Ab

‘U 5E(Companion Animal)' 2 217k} $hA 4
o7l FEOlEHE o2, AXlSoAE oln] QFHE
B o] oJuET} AltoA AA AR E F= EA
2A 1A IlA1(8], 1983¢ L AEFo} R4 A
e =A HZAGANA FAH0E AE F oA
= 2007¥RE AR AREEDL Gt

o 1

tesE M

—

Lr;_*z'g e ‘.\_FEEIJ ‘ 2=y ueisE J
oEF MRS NTEY
sep 81% 3,50094%
‘ ‘ (% 4317 9)
2,30044%
5.5% (& 271=¢)

2014~2019  2020~2021 2020 2027

Fig. 1. Global pet care market size
[&A:Euro monitor International, U.S. Pet Market
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Table 2. Measurement item of variables

Researcher Variable Manipulative definition

-Sellers provide on-time services
every day

-The seller provides an
immediate response.

-Seller provides professional
services.

-Seller provides personalized
customized services.

Chen, X.,
Huang, Q.,
Davison, R.
M.(2017)[18]

Service
Quality

-1 think they offer more
customized price discounts.

-1 think it could be cheaper.

-1 think you can save more
money.

-1 think there are times when
it's more expensive than
buying it elsewhere.

Perceived
Usefulness A

Davis, F.
D.(1989)[27]
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Taylor, S.,
& Todd, P.
A.(1995)[30]

Subjective
Norms

-People around me think
positively of the shopping mall
I use.

-People around me understand
that T use the whole mall.

-People around me use a lot of
specialty malls like me.

Zhang, T.,
Agawal, R., &
Lucas, H.
C.(2011)(38]

Decision
Making
Quality

-Most of the products in the
specialty mall match my taste
well.

-It was very easy for me to make
a purchase decision at a
specialized mall.

-Out of all the pet items that I
can get, I chose the one that I
like the most.

-I can choose the product that
suits my taste best among all
the pet items available.

-IWhen shopping, it's very
important to choose the right
item for your pet.

-It motivates you to make good
purchase decisions when
shopping.

Diener, E.,
Emmons, R.
A., Larsen, R.
J., & Griffin,
S.(1985)[511

Experience
Based
Satisfaction

-1 think professional mall users'
personal information is safely
protected.

-I think the payment method is
convenient.

-There are benefits of various
additional services

-Technical problems rarely
occur.

-ISpecialized malls are focused
on the interests of customers.

-1 have been using a
professional mall for more
than 3 months.

-I actively recommend using a
professional mall to people
around you.

Kim, S. S,
& Son, J.
Y.(2009)[46]

Loyalty

-1 think it'll protect your
personal information.

-1 feel my loyalty to the
professional mall.

-It means a lot to me that I
continue to use the mall.

-Specialized malls will continue
to be my favorite shopping
mall.

-If you can buy the same item at
a specialized mall, you won't
have to buy the product at a
general mall.
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Table 3. Demographics of Respondents

Category Item N %
Gender Male 124 39.0
Female 194 61.0
20-29 yrs 107 33.6
30-39 yrs 114 35.8
Age 40-49 yrs 58 18.2
50-59 yrs 28 8.8

60-69 yrs 11 3.5
Seoul 93 29.2
Gyeong-gi / Incheon 115 36.2
Chungcheol}g/ Sejong/ 6 1.9

Daejeon

Region Gangwondo 20 6.3
ety ol || 4

Jeonlado/ Gwangju 18 5.7

Jejudo 1 0.3
Family One-person households 41 12.9
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two-person households 75 23.6 20 min. to less than 30 min,| 25 7.9
three-person households 920 28.3 30 min. to less than 1 hour 69 21.7
four-person households 84 26.4 pets (per day)|l hour to less than 2 hour 68 21.4
lover five-person households 28 8.8 2 hours to less than 3 hourg 41 12.9
none 12 3.8 over 3 hours 94 29.6
less than 1 million won 17 53 less 1 year 12 3.8
less than 1-3 million won 109 34.3 1 year to less than 3 years 70 22.0
ﬁiﬁﬁg less than 3-5 million won 98 30.8 Pet raisin 3 year to less than 5 years 61 19.2
less than 5-7 million won 84 16.4 period 8 5 year to less than 7 years 47 14.8
less than 7-9 million won 15 4.7 7 year to less than 9 years 35 11.0
over 9 million won 15 4.7 9 year to less than 11 year 28 8.8
Under High school 45 14.2 over 11 years 65 20.4
Educational College 48 15.1 1 209 65.7
Background University 204 64.2 2 77 24.2
Graduage studies 21 6.6 Number of 3 17 5.3
- umber of pets
sho?gijsgsz Zﬁalls v s E8ET AR 318 100 in foster care : : 1'93
for purchasing Thfsls HEAYE
pet supplies 6 3 9
ForA R 53 16.7 over 7 5 1.6
Yol Y= 12 3.8 dog 209 65.7
= 24 75 cat 90 28.3
o ALY 40 12.6 Types of pets pisces 6 1.9
ik 38 11.9 you are raising| amphibia 2 0
Current okgolyyalt 57 | 179 birds 2 6
shopping mall W= 6 1.9 reptile 3 .6
name i ] 29 9.1 etc. 6 1.9
0 1 3
3 1 3 2 AFollde s S9=00 vAle FFel st
ERED] s [ 16 o Aela B3 QAT 984, F0E e =9
L s [0 e gsgn, dpEees 9489 G vEs
less tlijgll/%nonth i 14478 = :ul"éﬁ]'ﬂi;\ii%ﬁ_%%ﬂ Z%E © _']:EZFE :’L}\é
Moo a3 T [ IR % RS Sgse A S e 4
months PaTol 248 h82 vz s
3 month to less than 6
Shopping mall months 48 151 AlZ|IA 9l EfStMEM
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less than 10 min. 81 255 Table 4 9} Zro] ARFJEEQ] A=A BA47) 3
10 min. to less than 20 min,| 81 25.5 Q34 A2:9] Chronbach's egto] 0.8655E 0.913
Shopping mall 20 mi'rL to less than 30 min. 100 31.4 om E—,— 0.701%‘_§ L]—E]—L]— LHZQ' ?jl_l‘:]_—/\é /}lﬁ@% QZ_!—
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1 hour to less than 2 hourg 10 3.1 = A TR . © v
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Time to less than 10 min. 7 2.2 ol =43 o] &3 gl 1 —%‘%(AVE)
interact with |10 min. to less than 20 min| 14 4.4
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Table 4. Factor Analysis and Reliability

. Factor Cronbach’
Variable Items Joading C.R. AVE s Alpha
SQ1 .802
Service SQ2 .850
.878 .64 .81
Quality SQ3 .851 7 > ?
SQ4 .699
q PU1 .810
Perceive
: PU2 .850
Usef\;lness ) 858 910 715 .807
PU4 .564
| sn [ el
Subjective [y 891 899 748 832
Norms
SN3 .843
DMQ1 .785
DMQ2 .808
Decision
Making |0 | 8L | g5 | 634 | 884
Quality | DMQ4 | 852
DMQ5 | .752
DMQG6 719
EBS1 703
Experience| EBS3 707
Based EBS4 759 .865 .562 .806
Satisfaction| EBS5 780
EBS7 .795
LOY1 .834
LOY2 .871
Loyal 1 72 .8
oyalty 1OY3 560 913 723 73
LOY4 .837
3.6 7I&8A ¥ A 24
£ A9 F8 HASY ARA A AXE /-84,
FHA T, AAREA S A, ARV iR, $44%29
AIAE ATE A3 BE HQl ol FRdEEATL
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(n=318)% 5,000712] Data SetZ d7sto] 2 &
S 383 HEASZE 29l BootstrappingS A3}
of FREEFPS AL, 1 23} Fig. 4 9F Zol 74
o] A9ES AmEH AEA] 4 o digt g
43.90%, AY7IRIE2 40.10%, S4=E 29.1%<]
A el Sict. B4 Aol whE 7+ 7] A
H2 Table 58 2t} 712 A2A47F 0.079%, &
o] 2.036°2 o4 0.05914 Folotnz An|AE
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9] oAAA 9] Aol 3841 FFE mFh

Service Quality

2 i Experience Based

0)% - Satisfaction
; s " © adj. R2= 401
Perceived 0.278 4 Decision Making o 0.425*
Usefulness Quality 0. 7550, :
h,:i' adj. R2= 439 Loyalty
& adj. Re= 291

Subjective Norms 0.079*

[Control Vaniable] % v
*Number of Pets raised

+Purchasing Site

*p<.05, ¥*p<.01, ***p<.001 «Time to use the mall(Hour/Day)

Fig. 4. Result of Structural Equation Model Analysis
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A 9L B ol P e FEAS
0.278=5.913, p(0.001)] felFoz Ae=Igch. 4
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Table 5. Result of Testing Hypotheses

Coeffici
Hypotheses ent t p | Result
Service Quality -) Decision " Accept
H1 Making Quality 079" | 2.036 1.021 ed
Perceived Usefulness A -» ok | Accept
H2 Decision Making Quality 278 5.913 1.000 ed
Subjective Norms -) Decision oo Accept
H3 Making Quality 412 8.700 |.000 od
Decision Making Quality -) oo Accept
H4 Experience Based Satisfaction 634 18.936 |.000 ed
H5 Decision Making Quality -) 155+ | 2.500 |.005 Accept
Loyalty ed
H6 Experience Based Satisfaction| 425 | 7.889 |.000 Accept
-> Loyalty ed
Variable adj. R? R?
Decision Making Quality 439 442
Experience Based Satisfaction 401 402
Loyalty .291 .297

*p{.05, **p{.01, **p.001



fill‘

Web71&st el Al A23d A4E, 2022

0.412(t=8.700, p<0.001)2.2 -oJ5}o] FH& o]
SatEA oo H(H9] FFS w|XIcHs 732 A
= ek AEEC] et o84t S o] =24E
A9 Aol FAARI P nRIth= 2 ERIT 4
ALk 7H4E HAZAS 0.634(t=18.936, p<0.001)
Oo= Ueht AMEA Y] Ho| A7l F-AY
TS F= Ao=E AYEglon, 7Hse ARAS
0.155(t=2.590, p<0.01)2& R-2J5to] oJALZ 7o)
FAzol 30 FFol o] FRIEo], o AHEH
9] A2 o] gAte] HEE gt FHEE A7t
T Fe S T £ ot

7H6E AZAS 0.425(t=7.889, p<0.001)E
7146t Hk=o] ARE0] Ao FgZQd JaFo] 3l
2 7Hdo] A= &, JEEL o]8Ate] 4
NHES B3 SAEE 1HAZL £ = AL
Aok T2 P9 ¥ 2 o3 fES A
23l Table 6, Table 72 Z©] Inner VIFE &%
3}, 71221 3 olstE EA o] teaA AdL
Ao AZEAUY, A7 ASAT, HAEEY] A
2 F4, A" 84, FH o] gAEA] de
5ol EEet FA=O u|A= Jg disto] AQket
7HdEo] BE AA . k3 olE Bl AEES] A
HlA F43} 1A R84, FHE qidol gAHEAEY
Ao| ggf=o] itk A UEeel 4= YAEA
o] o] Jgo| Y A= FIFT}.

34
oo

7

3l
=
[

SR

Rl

]_

i

N

O

g0
e

Table 6. Descriptive statistics and correlation
analysis results

S |1 2 3 71

119
1.034
4.7100.979

0.803
0.409
0.349
0.336
0.279

0.846

0.8%5
0.619
0.541

1.012 0.576 0.796
0.634

0.426

1.060 0.528 0.750

0.528

1.205 (0.283 (0.482 [0.472 0.851

0.067

Q017 [0.014 [0l Q017 0.019 1.000

0.009
0.056

-Q0£ [Ha0% Q018 Al Ha0B

0.098

<071 (1.000

0.217 (0.191 0.237 [0.122 10.044 0.017]1.000

Note. 1. Service Quality, 2. Perceived Usefulness A., 3.
Subjective Norms, 4. Decision Making Quality, 5. Experience
Based Satisfaction, 6. Loyalty, Z1. number of rearing animals,
Z2. Purchase site., Z3. Shopping mall usage period.
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