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(Table 1) Number of Credit Cards by Value Added Services of Credit Card Companies

(as of Oct, 2018)
_ Value Added Services
Credit Card - - -
Fuel Shopping Meal Movie Tel. Air Cash Back Voucher
Shinhan 17 27 12 21 12 3 8 2
Samsung 15 17 13 20 6 4 19 1
Hyundai 18 19 18 17 19 9 25 2
KB Kookmin 26 27 30 29 35 7 26 3
* duplicated services included, Naver
o=l itk TS AMdsta BIARAE AlEstE il
ojZo] AgTFE BjAFEO] Mk WAE el it SR, avze) fEMRE A
25 AFSEA AFERES 20009 TR 2 015 HHS AFAEIIES] ALg §E0
g & #37t §isidh, 2017 d ol A of KB=v17} we} A FALY] Zfol= EAIgH ] wiel, 4
E7h AR vAE BES AAshEA A uAYE AeskE By ol el 9)
7IEE AR JA 3915 AARE Aof ofn] 9l SAE Blohe A2 Bl A=A 9
o Sl AAEE AT 4 A Aol

o

+
N

&

I
12
{r
I
Ut
(@]
(@]
(=R}
ozl
o
b b

A AL}
2017 (9946%5F XP) o] 5.6% %7}§au}(1?ss,
2019). 2017 & 7|E o2 AAEE 191 Al
$7t= B 7lg= 3.6%01H 7H°J94 AlE7t=
H88o 80 2%0|tHCREFIA, 2018). A&7}
T AMEFe 20144 50025 {7l o)F &=
3] Z71sto], 20189 129 W 7|20 R L 664%
£ JolATHCREFIA, 2018), ol= | diH]
5.9% 2715 A0 & 20184 16925 AME3H
AA7IE ] 71 4,.9%S FE=THESS, 2019).
A AB7HE 3AE 7IEe = 20184 7HQl Al
|71 AHEEdE AHEW HAA AR
44829 75%S A9 47) FAHAIZIE 104%,
AP7IE 84%, KB=HIZIE 75%, g7t 71
Z)7} A8k QeHFISIS, 2019).

AR ALIIE BIAEL AJA F9L B A

wah BRIFEA AR AR % g

e

192 205047 The Korean Journal of Advertising

3. OI2X Hi%

1) AlRFLEO|| CHSH Y7t gl 1of Si=of
o]

x
ot Aoy 047

A FolE TlEeR 8T 4

e e
kAL Slrtell thieiAl of2] A7t thefdt &
=}

Q52 HA43) h Kim(2008)2 A1§7HE
WS At 2014 Zot oju] 7k BUE S
Yo o)A GFel HAS FANZE 24 o
T2 3t 9o Bt Rdvke, A4rtE
Arrheel dat HAE ARE 2ARE 23,
AN HoA] Ll AgTLE T A
Kol o stk B st qlgiet s
W A AR oY BES Fof Apas
g ol Aot G54 AT ZHA



[Provider:earticle] Download by IP 125.143.159.147 at Wednesday, March 11, 2020 1:17 PM

FA7tE o] HAlE fAdo] 4H|RF] Zfo} o]n]
AT 2o Aoz Folg ).

Kim & Park(2015)2 Al-&7}= o] @217} Af
B2 AR7IEE AgstAY 7|EY AlE7tE

2 §A5H Ao S AT A% 48
SIIL QLSS SRl Hl ok B8 M 2 9%
2 WA A BobHI 0] eyt A4
S ERE R EEE EENSLE SRS
Y, ol5e 1 ol§-8 An|X7t AHAle] ALgS

1 Q= Algrte BT} o E Al87F= 0 A
2ut H 4E Az 0e
zoz st

TR AREAFL S &
Ao 2 FolHArHKim, Jin, & Kim, 2010),
chik 2wl QL] GFES F AL FA

& A&7t opd FIpMu| AT} AlEshe el

g7k= 179) Aol § o] v]HE Al
Lee, Lee, & Kim(2004)2 A1-871= 3JA}
d, 1P A Aujaef ol gk
= golon, 3 Jro IdFe F=
= F7HAHIE, T4, 2 AE| 2o
< ZRIgh vE Qe
Ahn, Yoo, & Park(2011)2 A<=7]9]
ot AlF Mu e AAAIE e £4 3
Fop7F WAL, 1 AR Q] Abol= HA T
Zol=thal AARE vE e /337}59] 85

ABSYF7) ol H 447100 HolE A

£ o = o o
o rlﬂ JYN i
(o0

AN i

oy
(e

H1
mﬁl o

Diener(1984)+= &5 =4 hgtoz
goletgon], o] AL HuAel 4
o o wEg, 2 A U P S
Relateint, Be shelat AL Vst 3t
oA ddid ez A=, s A
O B 5 7L ol =7 wiRE A

52 18-S 77| AJABICHDiener, Sandvik,
Seidlitz, & Diener, 1993), o]|&|3t P72 E}
B SR, B 8 Alo] YEH R
s Bl SIAE s W] Ul
(Lyubormirsky, Sheldon, & Schkade, 2005),
UASNA FEHS AsstEe 79SS ot
AR BES 1 ook Yok F 4 Yok
NE A4l aule oRgte s
B ape] YHol oA ol
U(DeLeire & Kalil, 2010), X
AL e 28 BES 2] Y5
P&l 344 Y= vz th(Deci & Ryan,
2000). Sung et al.(2013a, 2013b) &°], o
N, 9% AT, Waravle e v @
Zo] AH] PES E o] o LA A ]

2

fllo ot
> —l>
o |o

ﬂd
T
x
o
fu
o,

g d %0 o
2

i)
lo

[¢)

g3 m AL 9lom AH|E o Ly PE
& YL HollA =7 PEHET E 2 A
& gelsksitt, i A 7HAE R o
7t 584 728 R fEch o 2 gES &
7l 2ol ERIHIe o5 Fd, A87t=Tt
AlgoHs B84 Hrbau2nc A¥A 5ot
Mu|27F 28|Rbo) A #2HA 7FA S Aladl o
T PEEE AT 4= Aok =2 = 5 3
Ak

313 132020 12 152) 193



[Provider:earticle] Download by IP 125.143.159.147 at Wednesday, March 11, 2020 1:17 PM

AFEE2 AFEA A &olA T & PES
L 7]=d|(Hudders & Pandelaere, 2012), &2
A v ET AP aH7F B w2 5 A
4 A45HE Sum, Aol Bl o

Ao 2 Z-83lt} Boven & Gilovich(2003)

|o

[ odo S B F o
~
anl
10
ol
o
=
i
ol
X
)
o
of rir
ool
filo
=)
o
o

we oo
ﬁ?l',
Ir

3O L &
o,
in}

2oz AEA 7, 34 AA, 2ea B4
A HAE AASHL, HHE FEO T A
A= gol, B84 AAe AA AEsks JH
2 A3t} Ryoo & Yoo(2015)%= AxH|&}7}
HAEE ARGl L7l PEo] Hille P&
ojgtil FofstH, o5 A48}t Hell dYE |
5 skt e 59 Al 7HA] 89l
S AA T, SHA AA, FAA AA
£ AAZen, stRraglos A3t -E4
a8, S, e & AR 1,
AR e A Yskalnh & A= Ryoo &

3) AHIXt g0 T MY A7

Baek & Y00(2018)A] HelE|] oko A4

194 20547 The Korean Journal of Advertising

FE olgAje] WHES} Yu|po HA=H
Aol g BRIS] 915, B Aol A A 8TE
A7E MDA AR AT

Do FHYI, EA A& g of
22 SbHIA HE9) QX |zoR el

7] 918 S=jel 4 1A S Hlelx] mAo.w
FEBOR, A FAA A e 12 7}
A7 et oA AASHEAE Bl

u
o
-0,
o
oL

s 913 A8 T AT B XS
n7oz FHa ojefa Fiol] ©e 24
S 9 A%, U B AN e B
St 0|2 QISR G W, o3 AHA
o) 7M1 F5He RAYHAE HAs
Y= A 50 Aol7h WA 4 e Ao 7Y
shsick

(1) 4187 53

i
o
ot

Ag7Ee] SFHE e A8 Jzos
FEE % gk TRTEE, ofe|, A
SRR Rl A U7hEet o] Al o)
ASul7k AR QA AT A A
FRAZA 749 A AzulE St o
W AETHE BAHES ol utet 4187t
S AFUE A4 s, ABule] g
e Agel F/1% ek, A§IHE gl
718 Asulel AF ABH] Bl AE G2l
FRE, S g T A A B

o)



[Provider:earticle] Download by IP 125.143.159.147 at Wednesday, March 11, 2020 1:17 PM

of whet Zpol7F U] ek, wF Atho] ASH]
7F itk A7l FabEw, 5t 9l ofshe
ASME e A= ddivkE ARG
o A= SlAfEo] Hhe-A| Yl ApEStE A
H| 2 8l Algste Al87H=e sl o
o13]H] 109 9 oA 440} o, ddi7t=
L X3 Edition 20 79F 9, M3 Edition 20 9%t
o] ABjuS A% 36} olE=FH Astd
dee Alssta ok Fstd, Agvte o
IHlE fle AFEH dF VVIP 7tEeL o]
2009k o] Y= A= Qlth,

AB7IE SAb A F5Lo
Zeu| ¢ 7E=9) 7]EE jlA
ApEstE ARy el &
=9] X3¢} M3E o 23

71Z&H oz Atk s5ut ¢ 0]5}9]
A3n|E HLst= Alg7E7E KB=RIZF=of
L glon AZFEE Air One 7}ERE A3]H]
5ub 14 Yoz oo dfgslmZ (201949 9Y 7]
), & A7 A T YE VR0 AE

3

lo
tu
i)
%
B

I
fr
2
-
=2
ol

I oof ¢
ol
ol
rl
m =
o X e oo

l-Nl O>v ﬂllO ——'
K
=

r{O 02 rlr
N

1)
©
=)

(2) olHAlop| 2ot 017

A7 s A S FoE
o7k B e HAE Aeo %1 2
A, Ao @714 FHEC e £

BHE M AL Jeuland(1979)= o|U|A]o}

oﬁ
75.%#
N

2 AoJstge). Jeuland(1979)= 54 2 Yol
A e HAES 2)&84 Frjshs vled B

o:
>

A A AYshy, ddko g oAlsh= v|&
O

o
of
2
of
ox.
1
i)
o>
o
iy
il
jinss
=)
My
flo
ful
H
k)

o
ZAE2 AYsttt Jacoby & Kyner(1973)
L A FHEE AUAL AFE T 3
S AA BEEH R T2 HAHEE 244
g Ao Hola, olF e ke 7
o FE st

gHd, avAEo] Agsts o] Lattin &
McAlister(1985)= & Bal& 7} Au|z}e] o
P 2THFE 3247 gL Hofs)
ot 193 Huang & Yu(1999)= 2di= A

22 A o= AR avRt= 28]Y 7IYE
o) oA BEA) GFS HA Beokn @
Bawa(1990)+= AlEE© =4
UAJole} TRy 27ATE o] 1
o= 248 AN, Helas 48
A0
|

O
=

2

iu)

>,

)

=2

s

7HAAL Q= /\H]XP— 23] <t

Holmf, Hei= Aol ¢ 71 Al7to

25 Ho]Ftt Dick & Basu(1994)

£ &4 (pure), AA(latent), 2JAHspurious),

Fron)9] ) 74 §RO A, of F o

i BT WE RO wE o) Ee nol
H

7} e A9 At

£
(n
u’
1
A
r

71 vt i SAJ =Ll o] Alof
of Wé‘} Aol A Colgate & Lang(2001) A
Bl A Auf o] fof i An| Ak tieho] gitkal o
ZIAY Ao RRZEIER 7]E MulAE

Al ARERITAL Jhef, AnjRpE o] AulX Ao

317 132020 12 152) 195



[Provider:earticle] Download by IP 125.143.159.147 at Wednesday, March 11, 2020 1:17 PM

A3t

et

= = | ¢ ol A
gl digh g4 Az, 71Ee] HAFA, ¥ AHAHE BAE ARG o) Aud YrA
7l gld des At gl 2ok 22& 517 =u, ol Hase gt 1
Yanamandram & White(2004)&= o] AJo} 259} 24w IS u)H 4= 9JrHKeller,
WL PEIL Aol A2 o Alof a7, ] 1993), 4] AFL HA=of 3t HA 2 Loy
SHA| HBh ARl oldAlor A, itk Ao HAsi, o] o] el S BE
£ BHezof Hghs ol FAIN APk o|il, Aol A A ZHo R Yeh}Y]
F3F o]y Aol Mo g E7SkITt o AJof % $ch(Holbrook, 2000).

7} S o8 Hghol @2 A7t} v]g-o] Hirschman & Holbrook(1982)2 AH| A¢
=AU, gk ?erl E3sAY $1del 9l S 7HA] oA 584 7hx| ek A T2
At HRE ghe) AHEsp7E Kol eherhal 4] TR T, A Avle 85 e A, A
A7F wsty] g o g Akl glek 8] 2 sAb dAo] Hojgles AAEATh o
gk, AB|RRe] B o] oUAjoL FHAE | TAT g 2] 2= FA o1 Aol
oA A =W Age 4 ‘21% EZE 2ol Zoln] 2783} 7|Mog Ayt 4= 9t} 1

Lee, Yang & Yoo(2012)«= o|HAlotE QAL 2] 1l Babin, Darden, & Griffin(1994)2 £

Ao wep B HHES A& 8l AR S 584 7ot A2 HA 9 Ao
ot BHge® Aofotil, Brgel ddacles BH 4= e 3 =75 NEEgch 4%
a=/dol w7AU AElES w7 e A & A3} 27e T Zuo)A] 7] Au R
= AAlskas dl, 2= 7|Hshe Aol ek o =A<l

olEd Ay dnE HigeR, & A+t 1A oA ot 5¢ B FHo| i3t £2+4
Eo] A4 {4kl e ALETIEE A& AR ol MHeo g Yeht Hgog 7xE q4let
St ol ABTIET AlEste sl"of digt tha 24519 E3] AnRls FEhy 1A
2] QIA] of Fof| wp2t -2 Ha7t kil AT AZE 2e 8 =3 AYsA =
gekstgict A87F=9 ARl 7t £ & th. Yoo & Kim(1994)= #A AA 25 E 9] &
= 7] SJsiA7E ofyet BA L Ftol whet w9} ApAIE] A|ZFS Zb7] 93t An|E Feha
ARERITH A187HE ARg-o = Qg S ¢ aH) 9] o2 AASFT)

Yoo & Jung(2002)& AH|A}7} QAEYl 41
o3 ) AETW 5719 BAE B84 A
o gu 27 Frl9 B FeH ANE 7
(o)

I
o
N,
4o
%
> >
oo
_\'Ll_d
Iy

o
N

2 B WM

[ o
ZE7] ol o]8jgt 7o R uAS JLES B3} 2 Qlx|ul EA]of o] 5L 275t uE 9
= 5 HHEY zpolg FAT davt ok S5 UL 58 PR o] Hol 1



[Provider:earticle] Download by IP 125.143.159.147 at Wednesday, March 11, 2020 1:17 PM

AE7HA Ag7HE Q*l"—ol e A =
Moz RIPAHIAS AlFel $b7] wfol] 4]
A4S0 74| 2L ol whet gEEe} Hel
FPEAPE s B A o] Qe A7

A7E 2 5 e Aot

T

L

4, ALaA|

1) AIR7HE HEHEH Kto[of TSH AHOIT

EERNY RPN
Aot WEE A7) AT, o5 o
o3t An|98S LHIT S E o] &
o] ol kA e 9lgg RelFuA,
28] PEL 4ro) PEuct | A Yehta
g AsHoR WalFITt ol AdEel o
TR 28BN H YERE 2 5
AL Aol Aul2 dulzt do FHHoR
ou}z] 0]'.T’_ Q) Z o]tk

)'l__
S0l xﬂw}h gl 428 25 8
W YRA5Z pstel 243 vt glek, o
o A5, AUEE, o EEA AMAE A

=
FIUA LA 2UAEY Y SES 2

oo o] PE2|47) AH|R}E] Atuf =50 U]

o wefst A AR 0] Fold, 03]
® BAEE 1] Lk BEEY Holt 2
A e O ehta glov], ubY e
A E DAREEGS 7P ARG AT
71 olgieha walm glek old ARkl A §
daoh BReAEY AFATH: wAT
WS F3 AAEE AFSL Q) o2 7t
23] pofshel theat 2t

AEA AFUE, ANEE ARAPEE, 1
23 o] A A4S AR SR 3

A“‘{éEQJ Z}Ol e wat 4, nAE
L.

o ot (g I
o2 4

i3

£

Iy

I

jan) ;

filo

r.l

K

:‘.')‘:'

[¢]

o

i

filo

)

o

=

T
—_

m
flo
2

2o A Baek & Yoo(2018)= A&
2 gitoR vERel HAE gy

A8 w2jo] L7l AT Holg B

“—=

A T
of o fu |m

= Ao

30,

o

2l

o

Y

[

|

£

Ty

e

i

k-

3

2

R

&
> r
ofo
N

Is
¢

ofo
ﬂ>~l_‘
1o

oM.

313 132020 12 152) 197



[Provider:earticle] Download by IP 125.143.159.147 at Wednesday, March 11, 2020 1:17 PM

e
N
P

o WEEo] HfolZ AY QAHA %

O:

sk qlgiet,

£5] AGTHEASH o FEAMNE IS5 £
Fo) Aul2g AFeka g oS that &
HAW} THE AL LA Wi o B
Has) W chea g AgTbEE s
AT A9 A&aA AHgsks Aol 9,
7hl 2 Abgo] A W o]oixn] A4
F7/(AGFIEL Bl g 27, o]FEA
Au| 2 gl oy F71)7h ek HelA of

&4l AH| L) FARSIE ERE, o]EEAl A
Hl e HeAle] wet RIpMB|AE Al
© HollA A87IETL Algshe FrhAH A0k
AR FEHe MR QlHh Yang(2012)=
ol sFAl Au|2ofA Am|RRe] AAA| A O]
d SAlew 2AIeE AU wiel 784l Al
ol oozt = vtk =), 41&
7hE E3 giRE A3 2RV A
o Utk= HolA FAFsk
ok, g BEHEE ALESHE o]EF Al AjH]
e D*El %ﬂt O] 8A= == e HHE
Ao, ARG Aluitt Apqlo] B
7T FollA mla B AdEg
d ]}\1 ;‘(}0]7@]0] Oh;} /\].9_7]_552]
2 axvldido] ofyzt Al A
ste Holghs SHANE ofF
2

% gt

s
:{o
rir 4>

ol
ol
=
$o, met
rz

o}

32,
FI r
mx

o > do
b o

e e
I

=
i
)
2
-0,

of
[
>
R
[
o
e
=

2) o1apH|

Baek & Yoo(2018)9] d+4+= 1S &
2 RS e AEiOlA A= Bl

198 Zu5iei7 The Korean Journal of Advertising

1] T——

jud

-

l>

A1) A3 e w1
Kol ket 4%
§ 7H3T 140 FHstol

o] whet ofdfet 2e A

AXarR, =a2o)e) Fh=
1;]_ T2 4 2Idc
7}E LIV

EH QIX| O4=0i| w2t S
= L= =7la Usir



[Provider:earticle] Download by IP 125.143.159.147 at Wednesday, March 11, 2020 1:17 PM

o o
Nrj;-_l,
e}
o2
>
oo
_\:4_10
I >
i >
x 2
ro
of
T
N
s
}'ﬁE
1o >
o ol

o] X8 TFs Aol g
AR 57 2 Aolet. whebd mejn)y 7he
ASASL vt =S g DASRT

LI 30 U2 TR

DiEZie ol Lo SR

Slof| et Bl i=K et

0] Lk REE £EL TG
of whet k) b Aolth WEEL AFEE
B7bu] 0] |e R ok AA] L7l SEe] 2
7)) wret AWsHA =7] dioltt v, 4y

2 S 5 DAY HAS P4

2EH 7S 275 nART S Aot
AR A G 27t wAo] Hrhau|xe]
ARA Z Ao S, AR 584 7
urh FpAoln AeAl 71 Be a5 &
S olonz A AT nA9) BEPe &
§ /3T 2ARY o £ Ao] e

heos B dATE 1AL 919 Al 744 7]
FoE 7EG 3, 7RI 1450] Agskn
Sl Fhmo] TE REEe} WEAS 550] 7
SEAPER Aol7h Yt BAST BEE

>
o
ﬁ
rir
=
)
N
f
i
o
n
NE
Dal
S
i
re
1>
E\_
kl
30
iio
3
=]

o YA 57} Aol wo] m2 QgL
wal 2t eet, of=fet ArakAlEe] dishd
].7({;(4 oz 7]_/H < AR o}X] or71 /\]_6‘;5_' 2

23§ 0 Aue BAstad w

oi'

1) XAL CHAF ALRTLE S|A} BiZ}

_JZ‘/\]_}: 7]-] L] .9_7],1: A]_.Q_:LOH 7]Z A]Xl—

AN

o8 19991 ABFIES}F 20174 4E7] o]& A
AR &9 Wsbh et Adls o
KBIHUWIES tom stedet 7ol 4187k
Ao 71 AR RS ARIE, A7)

=, AYrle, KRUZkE &ogony 20174
45719 KBHI7EE7F A7t=e] 7iQl AlE

A= AR + B9 dolA 20190
109 B4 97 3918 7S5k Qe ol5L =

A Ao AR ol A mhAY el
WBHE B4 Luld WO %
% 97 Slgole,
oY B ZTolA AR, AshEt
AL 1902 e A

o) AA Ao} tokat dloE S Tea) )

E
_&
iy
&
=
r jus

-

313 1502020 12 152) 199



[Provider:earticle] Download by IP 125.143.159.147 at Wednesday, March 11, 2020 1:17 PM

£ 24 20181 89 vl =AY HE o

A mYS 9B Aget myulge 2okl 2AE ol=ste] AItE AHGAEY
AIRF7FEQF KB HI7FE = 2018 =914 of5} AG7HE B A, AR A, Eal 59
o= EFatal Ad Azt Jpgt Sl vl AE7HE HelEof gt B 5 S7gskoitt, vt
gk 2,000 ¥ ¢ ATk o] F A+ AzggBE gl A Bista e il
o) > A=A npAY mY BEo| AYHE B o AEAS U T $H oAt
&8 474 R ok W 1 GBS ST A A AFES BT B AFAE] AX
A& 4 QATE jHA, A 2915 FAIskL 9l gk 7to|=efelel wheh S|AF 7F 24 = ST
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ME £ER £l ul QAW 15 AYAER  Agets 2ol dW, ARE $yshe
H| 3k nAY Es2 ANSkAL Qlaz, 20174 4 oA BEE ZpolE EA5H7] 98l =
7] o] %oz A=42 nHAY &2 XI5} AREBHIL Sl B =0 sl SEAL SARE
T e KBRTAES el AEAIE A 2100 R AN & ARS TR
(Table 2) Demographics

Gender Age Shinhan Hyundai KB Kookmin Total

Mele 2534 11 15 10 36

35~44 13 16 9 33

45~54 13 15 13 41

55~ 15 6 18 39

Female 25~34 10 18 10 33

35~44 10 1 15 36

45~54 14 6 14 34

55~ 14 12 11 37

Totel 100 99 100 299
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(Table 3) Questionnaire for Brand Happiness Index

Category Factor

Questionnaire

Accomplishment

— | feel that I've achieved my desired godl,
— | feel sense of accomplishment,

Psychological

Superiori
Value perarty

— | feel flettered.
— | feel proud.
— | feel superior.

Belonging

— | feel like I'm getling close to people around me.
— | feel like I'm one with people around me,

Novelty

— Heart fluttering
— Curiosity

— Novelty

— New

— Euphoria

Positive
Emotion Exciterment

— Reslless mood

— Excitement

— Exciting feeling

— Pleasure

— Overwhelming sensation

Warmth

— Comiortable
— Stability

— Comifort

— Warm

Sickness

— Boredom

— Looped titration
— Not new

— Sickness

— Oldashioned

Negative

jer
Emotion Ang

— Iitating

— Disgraceful
- Angry

— Anger

— Angry(med)

Lethargy

— Helplessness
— Depression
— Anxiety

— Despondency
— Sadness
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6. H1Zat st ZJAEE AFot= AL7IEE Zev|Y
FIERE SLESTE 2 At At X3
1) A HE Edition 2 7}E2 Zeju]¢] 7h=o] Aj& Ho
H1 79k o o] A3HE W= 14E |
(1) gt 28 % 7hE olgmAOR PHESYUT KBTS
A4asx An sugel wxe gopstm S AGlES] A9 o] Feide Azl Y=
(Table 4)9} ek, 2AF thAF 11219) 60%% 5 Ag7E= gl
W ol A A87ES ol glolw, DAL b E s S Q) o] ket 7
67%2] o] 8AEL 7uk ¥ ko] A3H|E =o17] 18 AGE Q| L} e v]QlA]
T glon], tjREL o7) o4k Algvl=EE S50l tiet QIZAGEAE 24 % e
o] g5l QAT A, FE AREStaL QL= 4l SAYA)Z AL 1L AIks (Table 5)
871 Aol iRk SR iz 1009 Am 4 SR Eel T le] adleR dqidde e
Zo|A ZAEo] UM FH F ujy HALS 9 Aok el YA dA=E FRlsy] sl
5t A mE 222 swsioct Cronbach’s o A|45 A& Ax} d&elx] &
20,785, d€ H|QIA] £33 0.737T= AlF]
(2) 274o| 18 E7F w2 AL E AHI FE 1A
AL E B4 1AL Tajudda)t oul yhs Se HQIA] AL AR EA S4 gholl tiet
TAo T TES= Al 7]2e 9t} 314 A& SHsto] 22 FESTE "R 1L
wh B4 ES ABE b oAl vhed), wy A 2R el HaL S bklA A
o7, FYeeA ol § Mulx Ei v zpy  THIE TAHAY
(Table 4) Respondents Analysis
Number of o o
Category T % of Respondents % of Accumulated
1= 3 58 19% 19%
Period of —
Usoears 3= 6 61 20% 39%
5= 180 60% 100%
Al =(10,000 % 33% 3%
Membership 10,000¢, =(20,000 102 34% 67%
Fee(Von) 20,000¢ 98 3% 100%
Number of 1 125 42% 42%
Mainly Use 2 131 44% 6%
Card(Unit) 3= 43 14% 100%
Morthly Average =(500,000 73 24% 24%
Use Amourt 500,000¢, =(1,000,000 114 3% 63%
(Wor) 1,000,000¢ 112 37% 100%
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(Table 5) Exploratory Factor Analysis on the Concept of Perceived Value Recognition

o : . Cluster
Classification Questionnaire : 2
| will continue to use this card, 909
Vaue ) o ) . .
Percaived | check this card and use it if there is no other special reason to pay it 805
| 'will recommend this card to my friends and relatives. 793
I 'am not well aware of the types and pros and cons of the service benefits offered by 887
Vvalue meny credit cards, ’
Not ) ) ) ) )
Perceived | use credit cards that are in use continuously, even if they are not satistactory. 854
| am not interested in the fringe benelits provided by credit cards, 634
(Table 6) Clustering of Final Cluster Centric Criteria
Classification 1 2
Value Perceived(regression factor soore) —0.337 0.681
Vaue Not Perceived(regression factor score) 0.459 -0928
(Table 7) Exploratory Factor Analysis on the Concept of Value Seeking Propensity
o ) . Cluster
Classification Questionnaire ; 2
| am interested in events provided by credit card companies(culiure, performance, sports 918
Experience events, etc.) and participate when | have a chance. '
Oriented I tend to use additional services such as valet parking and lounge services whenever | 6
have a chance. ’
| tend to check information about the benefits (discounts, cashback, points deposits) 909
Uity offered by credit card compenies, ’
Oriented When using a credit card, | check whether it applies the discount or not. 892
I tfend to pick and use cards that allow discount or point accumulation. 831
(Table 8) Clustering of Final Cluster Centric Criteria
Classification 1 2 3
Experience Oriented(regression factor score) 0.226 0.745 —1.264
Utility Oriented(regression factor score) —1.024 0.362 0.820
o) A AT Y B ANEE Y FEFL 0,793, B R BFL 0,898
ool et oAl 7HA] ol s 2QdEA 2 AR 2 Aom SIESIY, 58 7t
(AR 24T s SRS Aget  ARTe AY T 220 RRE FUE
AT 1 AW ARRT AFL F ez T 4 F4 gl o3t AYS EHste] B2 i
BEYE], I AT (Table Dol 2ol aith &§ /RET DAL FH3OR 74
ok, 7t 22l YH A EE Fela] A 3, AY 7R 1AL #xae A
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A4 =5AE ARSI, A S T
eFs] distd ok £t

Haie uAee o7l A eJQd i, -4
&, A&, AR SR, e A 3
Lr18) oz FAEQI AMOSE F3) 23
s 2438 A3t GFI=0,939, CFI=0.970,
AGFI=0.847, RMSEA=0.1132. 2 Bagozzi &
Yi(1988)7} A AI3F GFIL}F CFI 0.9 0|4}, AGFI
0.8 ©]4F, RMSEA 0,089} H]IL A], RMSEA:=

=

d s

’

b

] T
2

HHE PEA| = (54 X 0.159) + (-E%1
X 0.163) + (&2:7F X 016D} + {(A17]3 X 0.188)
+ (82 X 0.189) + (WS9F X 0,19} + {(A4<
X 0.009) + (2} X (=.029) + (F7]F X (-.032))}

S, SrbAE|2 S o
1) o, 223 7b R ARl w4

H|% 71225 HolAAINE GFIt CFIZF B 0,9 2 9olujat Zpol7} HHARE YT WA 74k ¢ o]
2 W7) R 4T Ut pEo WSk, A ASE U DASS T ¢ ojuks W 2
97 Fdelel 23} AAS HES VI ASHT, Q1A 1ASL JH Qx| 1A
Zo2 J1EAE AEe, 2 09le] Bagel  Surh A /NE Rk 1452 58
NEAE BT e YOR HAE YEAGE  F /S FoHE DASRL AGILE AL
4HE319ITE (Table 9)@}F (Table 10y} Zo] of w2 3PEZFo] -9t ol A = A UEket
T8 EA40E aoFsqlnt th(<Table 11) =), 28y AFHFE =
(Table 9) Goodness of Model by Using AMOS
X aof GFl AGFI NFI CFl RMSEA
86.519 18 0.939 0.847 0.963 0970 0113
(Table 10) Calculation of the Weight of Happiness Index by Factors
Category Factor 8 Weight
Accomplishment 776 159
Psychological -
Valle Superiority 795 163
Belonging 783 161
- Novelty 913 188
Posive Exciterent 919 189
Emoetion
Warmth 929 191
Sickness 046 .009
Negative ~ _
Emoiion Anger 139 029
Lethargy —154 -032
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(Table 11) Comparison of Brand Happiness Index and Satisfaction among Groups

Category Variables Classification N Average tHF) p-value
Happiness 70,000 61 4.389
-319% 002
Annual Index {70,000 238 3864
Membersrip 70,000 61 5278
Fes(Won) Satisfaction : : —1.078 202
(70,000 238 5117
Happiness Value Perceived 99 4208
; —2.504 013
Peéo‘e‘ved Index Value Not Perosived 200 3854
2lue -
Recogrition Satistocion Value Perce|v§d 9 5,666 893 o0
Value Not Perceived 200 4895
Happiness Experience Oriented 137 4371 17.761 00
vele Index Uliity Oriented 63 3473 () '
Seeking - -
Propersily Saiection Expe.n.ence. Oriented 137 5.445 23516 o0
Uity Oriented 63 5.206 "
*No significant difference in post analysis by Duncan
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(Table 12) Happiness Index and Satisfaction by Brand according to Annual Membership Fee

Classification Variables Brand n Average F p-value
) Shinhan 20 4,621
Halpnggfss Hyuncal 20 4315 0822 445
Premium KB Kookmin 21 4238
Card Shinhen 20 5400
Satisfaction Hyundai 20 5,000 1.531 225
KB Kookmin 21 5428
) Shinhan 80 3873
Halpnggfss Hyuncai 79 3806 0071 92
Regular KB Kookmin 79 3826
Card Shinhen 80 5,000
Satisfaction Hyundai 79 5265 1.901 152
KB Kookmin 79 5088
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(Table 13) Happiness Index and Satisfaction by Brand according to Perceived Value Recognition

Classification Variables Brand n Average F p-value
_ Shinhan 31 4,267
Fﬁ:z::ﬁ Hyundai 37 4135 0.108 898
Value KB Kookmin 31 4237
Perceived Shinhen 31 5612
Satisfaction Hyundai 37 5,621 0.529 591
KB Kookmin 31 5774
_ Shinhen 69 3913
Fﬁ:z;%s Hyundai 62 38%6 0333 717
Vs‘;‘f KB Kookmin 69 3766
Percaived Shinhen 69 4.840
Satisfaction Hyundai 62 4967 0529 591
KB Kookmin 69 4.884
(Table 14) Happiness Index and Satisfaction by Brand according to Value Seeking Propensity
Classification Variables Brand n Average F p-value
) Shinhen 52 4372
Fﬁ:z‘;%s Hyundei 52 4367 0001 999
Experience KB Kookmin 33 4376
Oriented Shinhen 52 5346
Satisfaction Hyundai 52 5480 0.654 b2t
KB Kookmin 33 5545
_ Shinhen 20 3161
Fﬁ:z:x%s Hyundei 21 3403 1,606 200
Utility KB Kookmin 22 3823
Oriented Shinhan 20 4950
Satisfaction Hyundai 21 5047 4.341 017
KB Kookmin 22 5590
Aol 7} Lrehi] g2 2 —'?‘—v‘i—ﬂ AGIE HE, AR RE DARGA BEEe B8
Aol B84 7S FALE RIMAHIAE A7k A o] mofl o7t ol A
T Q) oz B 4 w o0 YL vAT Y T

2]
=
AAE He AYIFAaHAEAE, BEE, F
ES
=

(5) THS QR JEUS ) BAUE oExiA0L  ANH]A) ke D] TSRS HAE PRy

DIRES HFOHOIEON DKl ool T B ok Afolme] nj dge] 2 Z(0]
DAL TR T ukEEol HAlE RS = 7HA W SAA ] Ten] ) o), o
b ATl M GRS BAG duke = ARSTIE ARSAECl AlgTRES FbA
(Table 15)0f fokelof Qlrt, o] Aukg Fata) 20 tish 4ol Frhe] = 9F= wiAa
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(Table 15) Multivariate Regression Analysis between Satisfaction and Happiness Index with Re—purchase Intention by Customer Group

Classification Variables B B t p—value
Value Satisfection 0.608 449 5177 .000
Perceived Happiness Index 0219 282 3250 002
Value Satisfaction 0.591 516 8565 .000
Not Perceived Happiness Index 0182 210 3479 001
Experience Setisfaction 0.610 .508 7.321 .000
Oriented Happiness Index 0255 298 4299 000
Utility Setisfaction 0.624 444 3922 .000
Griented Happiness Index 0.205 222 1.960 055
Premium Card Satisfaction 1.038 737 8130 .000
Happiness Index 0.140 114 1.253 215
Reguer Card Satistaction 0.583 516 9,658 .000
Happiness Index 0.208 247 4.621 .000
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ThIS study was conducted as a follow up study of Baek & Yoo's study. Baek &

Yoo's study showed that there were no significant differences in brand
satisfaction and happiness index by credit card brands. Considering that prior research
about car, smartphone, and mobile service found that brand happiness index played an
important role in representing market share status in the market, the study results
provided some questions about the role of brand happiness index. We hypothesized that
the reason why they could not find the differences was because they did not consider
the customer types. Therefore, we classified customer groups by the card status,
recognition of perceived benefits, and value orientation. And we employed similar data
collection methods and reanalyzed the differences in brand satisfaction and happiness
index between brands. As a result, we found that there were significant differences in
brand happiness index by customer types. More specifically, premium card holders than
standard card holders, customers who recognize benefits than customers who do not
recognize benefits, utility oriented customers than experience oriented customers formed
felt higher happiness while consuming the credit cards. However, there were no
significant differences in brand satisfaction between customer types. On the other hand,
customers did not recognize the differences in brand satisfaction and happiness index
between brands(except utility oriented customer type) and also customers’ brand
satisfaction level influenced repurchase intention more significantly than brand happiness
index. Those results have provided the important implications to the credit card brand
managers. As a conclusion, we outlined the summary of the results, explored the reasons
why consumers did not feel the differences in brand satisfaction and happiness index
between brands. We also discussed the limitations of this study and future research
directions.
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