=T+ T VY —F K
~ 3L R 2 BT ~

2026 EEE1M: £IE3R
HYHE: fiE T




F 7 B & A

HommERtheld ?

— SEM: Structural Equation Modeling
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Quality
ql |The quality of the HP printer I bought is excellent
g2 |HP printers are known to be highly reliable
g3 |I'm sure my HP printer will last a long time

cl |The HP printer was reasonably priced

c2 |HP sets fair prices for its products

¢3 | The HP printers are no more expensive than others
Value

vl |I feel like I got good value for this purchase

v2 | The quality of the printer is worth its cost

v3 |I could tell my boss this purchase was good value

csl (I am very satisfied with my newly purchase HP printer
cs2 |My printer is better than I expected it would be
cs3 |I have no regrets about having bought this printer
Repeat
rl |I would buy another HP if I had to buy another printer
r2 |I would buy other HP products
r3 |l would tell my friends and coworkers to buy HPs

4
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HAEBEN—A0 SEM (CB-SEM)
— “Reflective” LitstET N
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Partial Least Square N—A0) SEM (PLS-SEM)
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(Bootstrapik THa RZREE)

#AE: PLS-SEMOFAICEEMNLZAT-EDERMNENNT=5/X JF Hair et.al, PLS-SEM: Indeed a Silver Bullet, Journal

of Marketing Theory and Practice, 19(2) (2011)

PLS-SEMOFAIZBEERBEAN-BDERMNEMNNTFH M. Ronkko et.al., On the Adoption of Partial Least Squares in
Psychological Research: Caveat Emptor. Personality and Individual Differences, 87 (2015)
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Multiple Cause Multiple Indicator
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7)‘ U ﬁiﬁgfﬁﬂfgiﬁ'?ﬁ (ACSI: American Customer Satisfaction Index)
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C. Fornell, et.al. “The American Customer Satisfaction Index: Nature, Purpose, and Findings”, Journal of Marketing, 60(4), 1996
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7X U jJ Eﬁg sﬁ E r; *E ?ﬁ (ACSI: American Customer Satisfaction Index)
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C. Fornell, et.al. “The American Customer Satisfaction Index: Nature, Purpose, and Findings”, Journal of Marketing, 60(4), 1996
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7X U ﬁiﬁgfﬁﬂfgiﬁ'?ﬂ (ACSI: American Customer Satisfaction Index)
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7X U ﬁiﬁgfﬁﬂf;}ﬁ'?ﬂ (ACSI: American Customer Satisfaction Index)
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FIGURE 2
1994 Baseline ACSI Results
ACSI
National Score = 74.5
l I l |
Manufacturing Manufacturing Transportation, Retail Finance, Services Public
Nondurables Durables = Communications, 75.7 Insurance 74.4 Administration,
81.6 79.2 Utilities 754 Government
75.4 5?.3
I
82 Apparel 79 Automobiles 72 Airlines 77 Department 74 Banks/ 74 Hospitals Garbage
79 Athletic 83 Consumer 77 Broadcasting, Stores Commercial 75 Hotels Service:
Shoes Electronics Television 77 Discount 77 Insurance/ 77 Motion 74 Central
83 Beer 85 Household 75 Electric Stores Life Pictures City
81 Cigarettes Appliances Service 69 Restaurants, 81 Insurance/ 74 Suburban
87 Canned 78 Personal 81 Express Fast Foods Property Police:
Food Computers, Delivery 76 Supermarkets 61 Central
87 Chocolate Printers 79 Phone/Local City
86 Milk, Ice 82 Phone/Long 65 Suburban
Cream Distance 55 Internal
84 Baked 60 U.S. Postal Revenue
Goods Service Service
82 Cold Meats,
Cheese
83 Cereal
78 Gasoline
72 Newspapers
84 Personal
Care

86 Soft Drinks

C. Fornell, et.al. “The American Customer Satisfaction Index: Nature, Purpose, and Findings”, Journal of Marketing, 60(4), 1996
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JCSI: H &% v 2 e 2 D3l E

E *H&Eﬁ g sﬁ E E jE ?& (JCSI: Japanese Customer Satisfaction Index, 2009)
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Japanese Customer Satisfaction Index
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BEATE op R SHNDHEHER
J=F a4 https://www.jpc-net.jp/research/jcsi/
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> BREEREPCETNVERBETROTTINELER

library(lavaan)
Data = read.csv("http://goo.gl/MhghRq")

Modell = "Quality =~ Sat + Value +q1+q2+q3
Cost =~ Value + Repeat +c1+c2+c3
Value ="~ Sat +v1+v2+v3
Sat =" Repeat +csl+cs2+cs3
Repeat =~ rl+r2+r3"

Fit.sem1 = sem(Modell, data=Data, std.lv=TRUE)
summary(Fit.sem1)

0.99

0.95
-0.52

0.87
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GFI: Goodness of Fit Index
AGFI: Adjusted Goodness of Fit Index

XQ,i m E CFI: Comparative Fit Index

RMSEA: Root Mean Square Error of Approximation
= — SRMA: Standardized Root Mean Square Residual
— AR H,: B |
J'I"H n H L iT ) b liﬂ AIC: Akaike Information Criterion
0

BIC: Bayesian Information Criterion

— (RERDFHNTERVTTHEFLLY

B S EI5HE (GFI, AGFI, CFI)
— EOAZNEH OB E)HEFELLY

EEPRPEICE DR RMSEA, SRMA)
— [EQINEVWHEFELLY

IFIREEEEAIC, BIC)
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EFIEIR

Model2 = "Quality =~ Sat + Value
+gql+q2+93
Cost ="~ Value +cl+c2+c3
Value ="~ Sat +v1+v2+v3
Sat =~ Repeat +csl+cs2+cs3
Repeat =~ rl+r2+r3"

Model 2

Fit.sem2 = sem(Model2, data=Data, -
std.lv=TRUE) ‘ : Satisfaction
summary(Fit.sem2)

fitMeasures(Fit.sem1, c("chisq", "df", 0.37
"pvalue", "GFI", "AGFI", "RMSEA", "SRMR",
"AIC", "BIC")) 0.82 Repeat
fitMeasures(Fit.sem2, c("chisq", "df", :
"pvalue", "GFI", "AGFI", "RMSEA", "SRMR",
"AIC", IlBlcll))

0.85

> fitMeasures(Fit.sem1, c¢("chisq", "df", "pvalue", "GFI", "AGFI", "RMSEA", "SRMR", "AIC", "BIC"))
chisq df  pvalue gfi agfi rmsea srmr aic bic
84.067 83.000 0.447 0951 0.928 0.008 0.047 9175.555 9297.593

> fitMeasures(Fit.sem2, c("chisq", "df", "pvalue”, "GFI", "AGFI", "RMSEA", "SRMR", "AIC", "BIC"))
chisq df  pvalue gfi agfi rmsea srmr aic bic
104.518 84.000 0.064 0.939 0.914 0.035 0.070 9194.006 9312.746

C. Chapman, E.M. Feit, “R for Marketing Research and Analytics”, Splinger 2015




