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— SEM: Structural Equation Modeling
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Quality

ql |The quality of the HP printer I bought is excellent

q2 |HP printers are known to be highly reliable

q3 |I'm sure my HP printer will last a long time
v Cost

¢l |The HP printer was reasonably priced

| BEAERET EE L
1 MU, Cost ICBAY 2 HRE DA EA ;
ﬁ(ﬁﬁﬁ?ﬁ(%—lfh!ﬁ'l EIFHIET) |

¢2 |HP sets fair prices for its products
¢3 |The HP printers are no more expensive than others
Value
vl |Ifeel like I got good value for this purchase
v2 |The quality of the printer is worth its cost

W v3 |l could tell my boss this purchase was good value
CSat
csl [Tam 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 |Iwould buy another HP if T had to buy another printer
W 12 |Twould buy other HP products
13 |I would tell my friends and coworkers to buy HPs
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2FEFADSEM #1

H A BB EN—AM SEM (CB-SEM)
— “Reflective” B¥EETET N
B, SEM EWAIIEZESEIRTY
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Partial Least Square N—A0@) SEM (PLS-SEM)

— “Formative” B#tsTET I
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ZA)NRREE W R E IR 13 PLS-SEM
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CB-SEM & PLS-SEM DLV ITHNE
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#AE: PLS-SEMOFRIZEENHEA-bOERNEHA NI JF Hair et.al, PLS-SEM: Indeed a Silver Bullet, Journal
of Marketing Theory and Practice, 19(2) (2011)
PLS-SEMOFIRICEEMHZEA-LEDERMNEMNNFZEH M. Ronkko et.al., On the Adoption of Partial Least Squares in
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A. Parasuraman, et.al. “A Conceptual Model of Service Quality and Its Implications for Future Research”, Journal of Marketing, 49(4), pp. 41-50 (1985)
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— Multiple Indicator Multiple Cause Model
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Multiple Cause Multiple Indicator
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7X U ﬁiﬁgiﬁ&g*ﬁg& (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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SEMIZ X 2B % i & BE 1R ZX DRI E #2

7)‘ U ﬁiﬁgiﬁ&g*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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C. Fornell, et.al. “The American Customer Satisfaction Index: Nature, Purpose, and Findings”, Journal of Marketing, 60(4), 1996
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_'X U ﬁiﬁgiﬁ&g;ﬁ& (ACSI: American Customer Satisfaction Index)
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FIGURE 2
1994 Baseline ACSI Resuits

ACSI
National Score = 74.5

|
I I

Manufacturing Manufacturing Transportation, Retail Finance,
Nondurables Durables  Communications, 75.7 Insurance
81.6 79.2 Utilities 754
| 75.4
|
82 Apparel 79 Automobiles 72 Airlines 77 Department 74 Banks/
79 Athletic 83 Consumer 77 Broadcasting, Stores Commercial
Shoes Electronics Television 77 Discount 77 Insurance/
83 Beer 85 Household 75 Electric Stores Life
81 Cigarettes Appliances Service 69 Restaurants, 81 Insurance/
87 Canned 78 Personal 81 Express Fast Foods Property
Food Computers, Delivery 76 Supermarkets
87 Chocolate Printers 79 Phone/Local
86 Milk, Ice 82 Phone/Long
Cream Distance
84 Baked 60 U.S. Postal
Goods Service
82 Cold Meats,
Cheese
83 Cereal
78 Gasoline
72 Newspapers
84 Personal

Care
86 Soft Drinks

Services Public
744 Administration,
Government
64.3
|
74 Hospitals Garbage
75 Hotels Service:
77 Motion 74 Central
Pictures City
74 Suburban
Police:
61 Central

City
65 Suburban
55 Internal
Revenue
Service

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 4 hix B & i 2 BE fa B D Jll =

E * Hﬁiﬁ g sﬁ E fg ;E & (JCSI: Japanese Customer Satisfaction Index, 2009)
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Japanese Customer Satisfaction Index
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- RBDEEDER
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library(lavaan)
Data = read.csv("http://goo.gl/MhghRqg")

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

-0.52
%7“.--"05 Model 1
038

;>v 0.43
,‘ 0.76
O 23
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— RERE 1) ETVIRE

— (RERDEENTELVVAEHIEELL
B A EISIE (GFL AGFI, CFI)

GFI:  Goodness of Fit Index

AGFI: Adjusted Goodness of Fit Index

CFI:  Comparative Fit Index

RMSEA: Root Mean Square Error of Approximation
SRMA: Standardized Root Mean Square Residual
AIC: Akaike Information Criterion

BIC: Bayesian Information Criterion

— EOKEEH0.9LE)HBELL
EPFEMREICED<IEIERMSEA, SRMA)

— EDPNENHEELLY

BHEEEEAIC, BIC)
— ([EDINEWNVFHEELL
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Model2 = "Quality =~ Sat + Value
+q1+q2+93
Cost ="~ Value +cl+c2+c3
Value =~ Sat +v1+v2+v3
Sat =~ Repeat +csl+cs2+cs3
Repeat ="~ rl+r2+r3"

Fit.sem2 = sem(Model2, data=Data,
std.lv=TRUE)
summary(Fit.sem2)

fitMeasures(Fit.sem1, c("chisq", "df",
"pvalue", "GFI", "AGFI", "RMSEA", "SRMR",
"AIC, "BIC"))

fitMeasures(Fit.sem2, c("chisq", "df",
"pvalue”, "GFI", "AGFI", "RMSEA", "SRMR",
"AICY, "BIC"))

Satisfaction

Model 2

Quality

chisq df

chisq df

> fitMeasures(Fit.sem1, ("chisq", "df", "paluc”, "GFI", "AGFI", "/RMSEA", "SRMR", "AIC", "BIC"))
pvalue gfi  agfi i
84.067 83.000 0.447 0.951

rmsea  srmr
0.928 0.008 0.047 9175.555 9297.593

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

rmsea srmr

aic bic

aic bic
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