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ABSTRACT

A Study on the Disconfirmation between
Customers’ and Service-providers’ Perception

Concerning Service in the Golf Industry

Kee-Nam Woo

Department of Business Administration
Graduate School

Cheju National University

Recently the boom of the leisure sports industry has increased golf
population with such great rapidity that golf courses have rapidly
been created. Such an excessive supply of golf courses can develop
an 1insolvent operation of the golf industry. From the long-term
standpoint, the demand and supply of golf courses should
appropriately be given and customer loyalty should be enhanced by
raising customer satisfaction to maintain and improve the golf
industry.

This study is to suggest some strategies for winning the

competitive power through service quality improvement and customer

- vii -



satisfaction management. Accordingly, the purpose of this study is to,
firstly, draw the factors about service quality of the golf business
and to analyze the structural relationship with customer perceived
value, customer satisfaction, and customer loyalty from service
providers’ viewpoint. It also tries to recommend some alternatives for
the best models and management strategies by studying perceived
disconfirmation and its impact on customer preference.

The results from the examination through empirical analysis are as
follows;

Firstly, The factors for service quality are @ employees’ service
@ incidental facilities @ golf course operation system and ©
accessibility.

Secondly, the result of examination is generally good as to the
study model between customers and service providers.

The results from the analysis of the assumption suggested in this
study are as follows.

Firstly, the structural relations between variations from the
customers’ side are analyzed concerning assumption (I).

Customers’ perceived value consists of employees’ service and golf
courses accessibility. Customers’ satisfaction consists of employees’
service, golf courses and operation system. And golf courses and
operation system can influence customer loyalty. Service perceived
value, customer satisfaction and customer loyalty have distinct
relationship with each other. Therefore, golf business should
emphasize employees’ service, golf courses, and operation system.

Secondly, the empirical analysis of assumption (II) is as follows;

Service providers predict that customers’ service perceived value

= viii -



1s based on golf courses, that customer satisfaction is based on
employees’ service quality and golf courses and that customer loyalty
1s based on incidental facilities, golf courses and operation system.
This means that the perceived value is different from customers’
cognition factors. The difference is caused by the fact that service
providers can’t fully understand customers’ desire.

Thirdly, the analysis of assumption (III) includes the examination
of service quality between customers and service providers, customer
satisfaction, and customer loyalty. It shows the distinctive features in
all the areas. The result shows that the level of service providers’
perception 1s above customers’ perception. It means that the
business is being managed contrary to customers’ situation. If this
kind of service gap index continues, the product from the
management is supposed to be low. Therefore, the management of
golf courses should establish objective criteria for mutual perception
agreement between customers and service providers, and strengthen
internal marketing in the long-term viewpoint.

Fourthly, The analysis shows that there are differences between
businesses in the evaluation of service quality and satisfaction.
According to the degree of customer satisfaction, the better
customers like the businesses, the less the disagreement is.

Despite this, there i1s little difference in accessibility, perceived
value, customer loyalty among the factors of service quality. It
results from the market situation (over demand). There is some
difference from the usual service businesses.

According to the result of this study, comprehensive management

strategy can be suggested as follows;

_ix_



Firstly, the policy of management and system of golf business
should be improved. Every member, employer or employee, should
have customer-oriented philosophy. For this purpose, systematic
devices and personnel management should be highly considered. And
the internal marketing system should be strengthened.

Secondly, the organization improvement is required for rational
management.

The right and responsibility of employees should be clear, the right
appointment should be given, and the cooperation between
organizations should be strengthened,

Thirdly, the human service for service providers should be
effectively managed. The analysis shows that employees’ service can
influence customer satisfaction. In addition the service gap index is
influenced by employees’ service. It ~is caused by insufficient
educational program, lack of employees’ quality and sense of
occupation. Therefore, the support to the service improvement should
be enlarged and given. It can include human service, the exact
memory of goods in golf courses, employees’ marketing recognition.

Fourthly, the improvement of operation system is required.

Under the present marketing circumstance of over demand,
customers require the improvement of the operating system. With
regard to the operating system, iIn reservation, transparency,
impartiality and speedy information can have a great effect on
customer satisfaction. Therefore, for customers’ convenience and easy
accessibility, the golf businesses should introduce ARS booking
system or internet booking system. In addition, appropriate game

schedule and game system for 2~5 golfers are recommendable.



Considering future management environment, business should
satisfy customers’ desire. Accordingly, only appropriate service can
bring about customer satisfaction, and create possible customers, and
potential customers and life-long customers.

The limit of this study and further researching problems can be
suggested as follows;

Firstly, the sample businesses in this study are restricted to the
businesses in Jeju. So it can’t be applied to all service business
areas. For generalization, the samples in further study should be
enlarged according to the appropriate divisions of areas.

Secondly, the research should be chronologically done. Service
quality, value cognition, customer satisfaction, and customer loyalty
differs from time to time. Therefore further study should be done
according to chronic analysis.

Lastly, this study evaluates service quality, value cognition,
customer satisfaction and customer loyalty on the target of customers
and service providers. However, it can be said that service in golf
courses differ from the type of golf courses such as individual, public
or group membership. Therefore, for further study the type and

organization of golf courses should be fractionated.
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Parasuraman < 7]&9 A5 EW=E o] AZ4w Aulx Ao Jds

“Z2EAe] 7ot A Zzhe] BUxje] wEkyt A o)t} (Perceived service

P

quality is the degree and direction of discrepancy between consumer’s
perceptions and expectations.)102}31 A&t AQtl. Au] o] 3k LH]A}<
B2 2 Mulze] Fdd tig &M $ WU S AZ4E ARl do| FES
v = g vk wEbA AnjR7E A Zdske 54 ARl A grbakag
o] Aifolw Au|A= Au| 2o tigk zpAle] ZdiE A H] 2~ (expected service)
of AlFwke AMu|zo st A 7tE AH] 2 (perceived service)E HluLskAl )
ol2lgh #g e A7t A ZH xHjs AlolgtE Aotk

Au] 2 Ao g Parasuraman 9 B e ofe] A= AA|E Wolgto
L, FHolls AdE ARls A JdELA o] 2ll F=ste] i stsks Aol o
st TAE AVIstE sxEo] b, ¢ & W, Cronin® Taylor(1992)+ AH] 2
AL 7Idet Aol Zpololl ofate] Jdstetar FA s AL W HliemA
o] Mulx AE EFeta 7] wiolgal Hjdelr] e vkl

olde] MEAAE Tt & o, I Muj= HL I FALY A
H =9l gololm FHFHJou Ao AMuls A2 a7o] Anjx o] o
st AR Aulzof 7|Higk MH|2E THA S BEE
S£45e vlaGrigk a5 vk o2l gk vl Aol glojA
AMulz=op AA AR 27E A AFgo] AL B g AMuj2T o 2 4

Foll= =R, AA ARlzrt & Aede iu 2 9SGEe)e 4 He

DEAS FEF A2 o] MAAL B £79 9L o) o]

10) A. Parasuraman, et all. op. cit., p.17.
11) Ibid., p.18.
12) J. J. Cronin, Jr. & S. A. Taylor, op. cit.,, pp.b5-68.
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St FE AHA, AA ARl e 2de e AHA
g wat Aolth AF Fo| $5¥ ANLsE we BHow YT Tz
W e o] &AL ook AZEQl A Ao B2 E(tee off) H7IE gty ey
Zag NHOR EOZ Agre] AAREe] o] FoIA A Fow 1 BxAe| A
2 Aol Al oES AVEA B vhde wEE 2ZAs WiEd o] &S
dofAlel osiA FHE Aol ofyr] wWEo] FZF 5 AR A A
met 1o HAel Hex e JuE s e e, wek 15
WA 529 glfn BT R/ BOoX fod, 1S5S o1 Zxgo] A

Ay e xge] g Aus do| Bria AzEA H ol
ol kol AW whel o] Aulz olg Aulze] i@ LuAe] 7v)e}
A7p Abole] B Aolo] Hweh WF o Aol + Jomw, F “FEA A

c
—
o
=
5
@
5
[ =

H 5 Au)|xo B3 =HS I3sl= B3 2 (physical quality), E4, 7]

Q,
(e}
o
=
X
v
0,
>,
%,
tlo
kel
ot
ol
rlr
N
2
Yy
D-IH

A (corporate quality), A, 31743}

AEse] JEAEORTE FUNE PEAEY FI

13) U. Lehtinen & G. Lehtinen, "Service Quality: A Study of Dimensions”,
Unpublished Working Paper (Helsinki: Service Management Institute,
Finland OY, 1982).
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B3k Gronroos AHIZ A& 7|eA FA3 75F FH9 2AdoR i
stk 714 FZ(technical quality)> WA} AH]2 7] J5 289
AREA AMu)s 7]de] FAE AFEETtel tidt auxte] A M) F 4
27F F-9l(what) & A Zbet=7HE @tk o] AS Auj= wgke] A 54, AR A

Wge Edsts Jidolw, Myl A A ojYd Tvled AdEw

ol 3 7|54 #FHA(functional quality)2 ‘AB]A7F AH]AE o2 Al (how) A
Zhsh=rt e AYEAY Ve #4248 of9A devke oulsh, Au|e] REA
AT (expressive performance)$t X 3F= Jdolth o] AL Anxe} Mu]A A

FAL A5G FolH BANE Ao Auzadel @Ft §

A, BOAA, QARMH A, SGAAE, 8 2
P77t ks BAe S5 gEe] g Aee

- H
2ode xdstal vk 53] A a4 Aol gle %él% FE3 W&

14) C. Gronroos, "Strategic Management and Marketing in the Service Sector,”
Report No. 83-104(Cambridge, Massachusetts: Marketing Science Institute.
1983), p.25.

15) V. A. Zeithaml, A. Parasuraman & L. L. Berry, Service Quality
Understanding, Measuring, and Improving Service Quality Finding from a
Multi-phase Research Program (New York: Lexington Books, 1991), p.254

16) W. A. Sutton, Sport Marketing in Parkhouse, B. L. The management of
sport, St. Louis, Mo; Mosby Book, pp.149-172.
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o, 719 BFelt gre o
ARAA QG2 Fxdn doie FAE Adm gk U] Bz
=

o] AFst Aw2rt {FHA

T
rr
oo
o
_O‘L
v
rr
o,
1o,
il
ol
4
X0,
v
&
ir)
I

ol st 7Issl, austEa e FAE AT 45 == Aus A

o B el Hrjlefol @it ool YFHT
3) Mulx Ao Az

ur

ax

o7 W

flo

ATFAES AR~ Hol oAk = oEAA QA AN
S zZteged Y3t Ytk (Gronroos 1982, 1990, Parasuraman & 1985,
1988, Cronin¥} Taylor 1992 %), Sasser 5(1978)2 Au]2~ ZHeo] FAAYS
E94 84 AAd, FAYoRE TR, Lehtinen & Lehtinen(1982)2
AMulz~ Ae E24 ZA(physical quality; °©]€4H]), 7191 ZA(corporate
quality; 7199 olv] X2} WA) A& =84 Zlinteractive quality; HZ2
A3 AT FF AR TS

Gronroos(198M)17= ARl = AS AH|[A7E A= Fods Aee=7t she
71% 4 Z(technical quality)2} AH]2=7} oWl Wi o2 AF¥ =7} g+ 7]
2 A (functional quality)® T3t LeBlank & Nguyen(1988)18)2 A H] 2~
Ae 719elu A, W x4 (internal organization), AlZ2=¥lS AJAitshs B2 4
A € (physical support), 2-31749] 75 2§ (staff-customer interaction), L
At=-(customer satisfaction)®] 57FA] FAzPY R FE19 3L, Edvardsson

S(1989)1998 Mul~ AL 7]%F A(technical quality; QLY 7)%), A5 %

17) C. Gronroos, op. cit., pp.36-44.

18) G. LeBlank, and N. Nguyen, "Customers’ Perceptions of Service Quality in
Financial Institutions,” International Journal of Bank Marketing, Vol. 6, 1988,
pp.7-18.

19) B. Edvardsson, B. O. Gustavsson, and D. J. Riddle, "An Expanded
Model of the Service Encounter with Emphasis on Cultural Context,”
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24 H(interactive quality; AR~ AFA| el zF BETIe] 24) 7|4 A
(functional quality; A8]2> Al&WH), 23} A(outcome quality; AH|2=7F 31

NNHE F5A7]v A5)Y 4714 Ad oz FE3A T Gronroos(1990)& o] A
of 74 Ay 74 A Adoem FEIA Aujs AES x| Ay F
(outcome quality)® 4 A(process quality)?] 271 At oz EFa At =

an A ol wheE Fal A e Muls Aol tii 53k

i)

o

== sl
A P Parasuraman 5 (1988)20= A B]2~ A& # 3 A (tangibility), A=A
(reliability), WF-3-Ad (responsiveness), &414d (assurance), & 74 (empathy) 2]
570 Aoz ST 3, Johnson 5(1995)& A A~dlZ HZHH o7
Azt Ml Ao 85 A=A, Arl2= dE £ Ainput quality;
EYA a4 71E i) 2 3 H(process quality; A3 AFe; 4]
Ape] AgaAg) 1ela 4kE Aoutput quality; 34 AT FH A ibE)
, AFE "ol anjxtEdAl M FaAEE A
2 A aadta FEsEAT AR ol gk AT FAALAE <E
2-1>9} 2ot

E3] Parasuraman 5(1985)2 Ajn|2= Aol H7lo] #3 AFoA AH|AE
o] Mulz Fo we} Aulz~ Heo] Hrt FEE HUA FaLdE AolE
HAAgE 7[2H0Z Fod FU/HES 7ML deS weuia, Auzsl

ol WEAoZ g 5 o A Ao FHasE N

—~

reliahility), ¥+
54 (responsiveness), &9 (competence), - (access), <@ (courtesy), &JAtA
% (communication), 2184 (credibility), ¢FdAd(security), 74°¢]3}|(understanding
the customer), -84 (tangibility) 2] 107}A] & A A) 891 o}

oA7IA AAIE 107149 F4 84852 Mdd T840 Al AN A~
Aol 74845 TEHQ Jid o2 AAITE Gronroose] AT¢l 7=H FHE I
7153 AR T A Gy AHa e FAeAES Ae TAACR

3

U AelA 2 7R JdA-d g & 5 9lew, #

olr

A A&

e

ok BHelE 10

Report Report 89:4. CTF. Service Research Centre, University of
Karlstad, Sweden. 1989.

20) A. Parasuraman, V. A. Zeithaml, & L. L. Berry, "SERVQUAL: A
Multi-Item Scale for Measuring Consumer Perceptions of Service
Quality,” Journal of Retailing, Vol. 64(1) Spring, 1988, pp.12-37.
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=

Z=A =<l SERVQUAL

7\21

Ea

o] R An|

]
A
~

X
%o
£}

]
o1

-

o

The Free

2-2>9} o] 57 ¢]

-
it

(1988)

<E 2-1> @FAE Mujx F FAH8A

(1989)

o

=

%_
Gronroos(1990)

(1978)

A 7 A
Lehtinen &

=N

o

Had 43 <

LeBlank & Nguyen(1988)

Sasser
Lehtinen(1982)
Gronroos(1984)
Parasuraman
Edvardsson

(1995)

=N
o

Johnson

<E 2-2> Adl2 E 10719 A7 SERVQUAL 2479 #A

0

O

A. Parasuraman, V. A. Zeithaml and L. L. Berry, Delivering Quality
Balancing Customer Perceptions and Expectations,

Press, 1990, p.25.

=N
Service:

<]

1 muje} o] A

Az

A

3 =2 7R 7

7}s

3

Dz

=

o]

wo] S o

ol ZH[A7E A3

_15_



s HrplseR  A"Ete Aol Q7] woltt,  olygt  AFgS
Olshavsky(1982)= "dl-&&°] 4zst A5PA & (surrogate based preference
forming behavior)’&Fx AR =d 2D o3 HEZQ oAZ AW A= 2HEH L

29| 7= 37111 sz 2o 2EYR, fAEe Y Akw FEs #

A= (message-bit) = 4o}

o]F Aol Fhtel BAF WA BAo|Ake] ALHoE F7b A, B,
A, el Az web el A0l AAE BT 95l ol gaE 4
E9 Fok F4H9 £42 sebahiz o] Folurh Fash2

LAl ERF AFS AU W ASHE 2P £HSA FEHE Ade o

4942 Aol A gut 2243 2L o848 Aol o} AA 1
s Eoqus AGAL Ao et oleld A
P2

)
2o AL AeA AT 5A T4 dausd, AnadEae] 445 &
3z
=y

21) Richard W. Olshavsky, "Consumer Expectations, Product Performance, and
Perceived Product Quality,” Jouwrnal of Marketing Research, Vol. 4,
February, 1982, pp.17-21.

22) Emin. Babakus, Dimensions of Service Quality: Method Artifacts, in 1991,
AMA Educators’ Proceedings-Enhancing Knowledge Development In
Marketing, AMA, Chicago, 1990, p.290.

23) F. G. Crane, Professional Services Marketing: Strategy and Tactics (New
York + London * Norwood(Australia): The Haworth Press, 1992), pp.41-42.
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lo
me
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4) AulE o JFad

(1) 718 A& 2o 4Fad

ool a7 Aste] Mulzel A& A

H2se] Aol J1gdel gloA] FoF BA
Fohe A 7199 o9, A7bA, AFARS APHow AREol ek

Webd 719 mAel S8 sebaie Qo) MAsolel @& FAlolth 17
| 2EAAE Pl A TAL deieAel t@ sebel 2 1 s)gle] 44

o] & Aotk 7|4 7] ofH AMH] A I (service performance)o] ™3] A

[*]

=
>
N
)
N
=
2
=
s
rr
>~
_r,
Y
r,
ok
=B
=
@
@
.
=5
o
@,
@
=
O
HU
X
[\')
al
N
=
i
R
=
)«
()
o
e
>~
=

B A% & £ANE AF A7dn T+ dedd, oA Add G
Saol o ;A ofd oF, AET A, AL AY, FA, 9

AaE, A §T Fo tehd + dd, o8 ARHon HWsu,

P

24) J. Susan Devlin & H. K. Dong, "Service quality from the customers’
perspective,” Marketing Research: A Magazine of Management &
Application, Vol. 6, Winter, 1994, pp.4-13.

25) o]+ A, AAA, p4T73.

_17_



A, e el & (personal needs)® THEo] uAEL 159 sjelF el
Sto] webA ZIgiE 2dgt 24, 71gel iAol gk AMHlx AlFel oigh
SFEFFOoR o AETv Al YT VdFEom 9 "o AA, A5
Abd(tradition, ideology)S & 2}o]lx Bl Fujs5d 5oz JFujr] 179
ZhAf ol 2l ol WAl wHojglel mAel 7)ol @3S wIXA "k UlA, 379
dPoR uAS Au2E o] & A8 AIor VdeES ZAsHA @
o OAA, A - 9 F AFYAHAeR g uAoZRE AIdES JRY
MUl z=Al g 2] 9] AFyAeld &Ee wel e Vg A3 = A
Al alo] "k olelst mAL] Y= AH 2~ Ho] Friakd ) gtEd 17
of whto] gEks Mt

Lewis® Booms(1985)% “AH|~ AL AFH Av]2gFo] uAe] 7giE
dutrp F AT EAE SAce AoRm, uAe JdE AT AS

ofmsheh, 2023 7l o
WA AT AFselol Brha Azehs Aulsel AW FEe et

o, B3, A4, ALY 5o AEA AR BB BunAsel o

nAe 4F wE s Fugel o Tole #9E B JUe &
Bz Auggel Gyl Az $E SAF AFR vws 5, gEol

26) Robert C. Lewis & Bernard H. Booms, "The Marketing Aspects of Service
Quality,” in L. Berry, G. Shostack, & G. Upah, eds., Emerging Perspectives on
Services Marketing, (Chicago: American Marketing), 99-107; A. Parasuraman,
Valarie A. Zeithaml & Leonard L. Berry, op. cit., 1985, p.42.

27) C. Gronroos, op. cit., 1982, p.32.
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olu] AN ~E AR A3 TAT AVAA & i A9 AFEE =
2RA 5 9% ARUANAS Batd 24 JgE 2 "o
wg wASe o) A7E Az e Anav|ge] Agstelor drin =

e
=
_0|L
rr
=
>
ki
i
i)
rr
N,
o
O
M
A

d
i
N,
fu)
A
>
s

).
LS

N,
it
>
s
[~
il
=

A

2l Auat 2uael sl A7 Apelel Sl

AR A ol B F ek
o7l mH ok AL Arlzs A AFolA AHEEE sl aARE
Tl Al Aol Adel Az darhe Aol auAREdTeqe) A A

28) W. O. Bearden & J. E. Teel, "Selected Determinants of Customer Satisfaction and
Compliant Report,” Journal of Marketing Research, Vol. 20, 1983, pp.21-28.

29) J. J. Wheatley, "Physical Quality, Price, and Perception of Product Quality:
Implication for Retailers,” Journal of Retailing, Vol57, No2, Summer, 1981,
pp.100-116.

30) A. Parasuraman, V. A. Zeithaml and L. L. Berry, op. cit., pp.16-17.
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Aot wsAgel A dojd A 22 Flol| gk njAte] &S on| g3l wgh
Tl 2RA7E ojd dlEel #AE W 84 e FAE AR e o
3l AnA7E g3k gE7olgtn Sy WUEdThd) ojehe wE Aujx A
AFNAE 7IHE Ao &5 & (desires or wants), 5 ATH| 2 AFE2H7F
Aeed A 22 Arvs Algsfor sk Ae onsh= Aotk

Gronroos+= A ZHE AH| & Aol J&& A= 848 7|99 =4 7=
A A, A aAqR vtFEAE JE5ed, Fofud T 3805 e =d,

471N BHH - %A Aol ]

AL 83 Aoy 7lsolgta 3 4 oy, AFFAYe] FFolu
Bxo wel 5L AH|AE g2A AZsthE Aol e o] 9

7)
EAo mtz A ZdE Mulas gE Jew
Parasuraman &< AH|2 A9 10714 FALAE 53 7| AH|x=

s A7te Au o) Folg wE Fa ARG Adeln ded. F 27
=
=

N

e
o
X

o
5

o] Azteks Aulze nAe] Frhe yehge], 1] Azto] Jhrt F 7
T TAAYA AFdE ThASH. wEpA Al ZdE F4e RESATAY F
A3 =] MH|AE AFgst= Aol w-$ Fasttt skl

(3) A2 AFA =1 A2 Ao F3gQe

&) FEFAE 2~ Ao Ul AEBHe| A= 1
o o sto] Hula =Ax Hrle] xE3 wWo] e Ao| Aalo|th
2~

Ao Au Al gl AT A Al FAEA D)) gl

31) Ibid., p.17.

32) R. Oliver, "Measurement and Evaluation of Satisfaction Process in Retail
Settings,” Journal of Retailing, Vol. 57, No. 3(Fall 1981), p.33.

33) A. Parasuraman, V. A. Zeithaml and L. L. Berry, op. cit., p.17.

34) C. Gronroos, op. cit., 1982, pp.32-38.

35) FAA, FEAlFA] WEE JFR] B AT, Ui, e 4
AL BES] = 1997,
4EY, FRY wABEL GFE FE AL BF AT, @HAAD o

ow Fmgpol §Are] WEE} Aol g elxel nAE w3, DA
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Aol A 25 dF7F 7oA o a7 Aol & dH-ske] #ATE FA

AAE defFolof sty Eg Huggaret A FARIAboldl A w7 &S
st SR TeAE FAEY webd 2 Vol E S2g A
2 2 e S e A ARzl ARAtel o] FEAAE H2F Auls
AN B e HAJom spofsta, destuat s F2A AHlA
S AdE wyer deste] nAe VAt AU w2 2 A4de A&

Muls AL oy 7AA @AM setd = SledH, o T sl 3A
(process) o2 A o] F- L A Aol 7ol Fojshal, Mu|aAE Ao}
GGl gk el A zpsp quaAEare] Azg @ ek Aol
Muj=o] AapEnt ofdet RS FaAEE Mula A Hge] A= A
Hl 2 o] Mu|aspgoel] Hehow EAsty, MujaatA e el ofs) g7t
g Wt Aotk mEbM MujavIie] deolis Muja Al Fofeks
Myl gakel ool Mz sk &3t Au7E ekt Aol An
2 ] # (service encounter)®] T84 A|7]¥ ATt

webA 2 Aol M= 71Ee] AFATFE FFek] Aula A AATE o

I

g2l FollAM AMRla AeAdds AEA dAsta AHls A"

lo
|

il
o,

—_

(service marketing mix)9} WHErA® (Internal Marketing), AB]=FH A
(Service Encounter), 59 °o|2<& EUZ ANu|AAFTA =W Au|~ Ao 4

dasles ARSI

36) A, AAA, 1999, p.131.
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A Hadgts §oE AFARE T b= Borden(1964)300]™, o] Zlo] 4
HkskE 212 1960t % MeCarthy(1963)9138) o s olt), viAY 2= &
71948 GelA b Sas AMde studta & 5 A S vHAI" g2
dol FTHA A 7IHe HAS DGAsty] fste] o] &ste A 7hsd
W "39)0] 7] w & o]},

WA HAE s W
S53 = A Fol U7l MeCarthy(1963)7F &F3 vtAI®E =lA 4pojt}.
A (products), 7}4 (price), f%(place), <% (promotion)40e]e}al & 4 it} &
3] AHl= v loj = A=) ekl Al ARbe] e Ago] g &
fattal o ¢ vk AL 2 AH|2e] FUERAITE AR]2Z g quk doj )=
Aol ofyel Mujz7t Arke = Aol e FUEE7] wjitolw, Au]x
WAool ToAIEE AL MujzAlgate] ofe] g4t AMu|aTruRpilel] S Ag
o] AH]2x wE7HA ¢ 4 @47k H 7] rsEofth

b AMu| = mpA R A= kel Al g ARz Auls de] A7 o
el 2ol 7h e Ak SHdME Festtal & 5 )

Gronroos(1982)+= A H| 2= wAI” A A& al
Ayt Au|2~A 2 7ke] Abs al7k(Interactive Response)S ZZA|7]E A3l
74} A 8 (Interactive Marketing)©o] Z 384w, o2 s AwkEo] 7}58lvtal &

AThAD o @ AulaviAEe] Fogol BFekam /]2 APs AP v

il
rlo

T8 EASAR ddA o T ol o

g maz Ausanded avE AERTM AuAAER $RAFR F
=4 Aoz Af TAH AW + odvh ¥A nAFupe go] Aulxe

i
oX,
rlo
2
9},
B~
e}
X,
o
>
X,
ot 4
>
X,
o
_nm

R
2
tlo
& o

e AUEE AuziAge A%

=
Ao r 3 9 XHntAH (External Marketing), A3 ALY o] A&

37) N. H. Borden, The Concept of Marketing Mix,” Journal of Advertising
Research, (June 1964), pp.2-7.

38) E. MaCarthy, Basic Marketing : A Managerial Approach (Ill: Rechard D.
Irwin, Inc, 1963), p.49.

39) P. Kotler, Principles of Marketing , 3rd, Apprentice-Hall, 1983.

40) Ibid., p.44.

41) C. Gronroos, op. cit., pp.36-44.
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AEE e r ste AIvpAE, Ao g FALS ddow 3
PHAR I 2 ke mHAIR S o glo] AFETHAY By oe 7hA ddEe
7b B olel S ksl Booms$t Bitner(1981)& <3 2-3>¢F Zo] 7]&
9] 4Ps°l| A& (People), #3214 57 (Physical Evidence), % (Process)& F7}
A 7TPs® ggste] mAR Y 2E A FTh

B e

<E 2-3> FE AH|2uAE =Hx

Product Price Place |Promotion| Process Phy sical People
Evidence

=84 S R B I R o= B e R o - e - 34 - TAA
FE BA |- AAFE| - 9 P31 2% Naaa [

F4 FE | - AE2A| - H2A4 Q1 %] 7w 7] A 3} x4 s AP

CES TN Azel | F8 zqaag| - aoex [0

3 2} 3} = -PR TR X R B AL
CAEAE | - 2] Sl - 259 “A 5
SHHAE QA 7FA =5 15 52 5

Fuga |°

At5: B. H Booms and M. ]J. Bitner, "Marketing Strategies and Organization
Structures for Service Firms,” in J. Donnelly and W. R. Georgeleds), Marketing
of Service, AMA, Chicago, 1981. pp.51-67.

Ag o ein)

rr

e T AuznalE HzolA Alge] gl Fasith

A AR A TAR A FAMD Y] oAl wel ATt FEE I
aAol &3 BukEol H A 7] (Encounter Management)”} ® i & 4= gl
o o71A AR AR]a dE Ao dAG QS FomA Fujxte A
o QJEgs Fv BT PAAE dEn 5 9, 1A, A2 o
2 aAEoY =84 FAE ARE7F deEa 7|3 o]l FFe= 3
Be ke AoRE Az Ay AFgUAelds &olstA T FrE A
Qolth A& EW, 9, W3 2, v 5o BE 225 @I
e Mul=dgolyt FPA2E S ATt AA R FPHE Ay &E
HAUSEY 55 55 ZDated, 24 APSAEHE Aujs dIdagola A

42) B. H. Booms, and M. ]. Bitner, op. cit., pp.51-67.
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Hl 2ol A5 HrbekA €

@ WFvAH

e AbRe 3 B8 Auzrge) BF FYAES dHOR s hrA
&4 wAg 23}
o % A5 o
olwl, 7gi3t Ao #AE WRwAG Rol

A SAEe WRvAgel W@ delE dEsE, olfAE REAgelw
FA9e Aze nAOR B aFelA AusullEy 1A A Ans
HolFEm o Fe 4RE U+ QLS B8 Polsts BFolgn 4oy
A E Berry(1984)% WRvHARE A2 FAAANA RAE A

FE ATHL 1 WRAFES AnAY &7 88 GAHES AP

e, Kotler(1998)«= ‘4B 27| o] a7
A =g 5ol aAA wHEE A

P FHVAT FAFES ERH o 0E % F7) Rl TF

gkl webA] wA " 2AME mpAl" ] o) o E EAMY defo] BEF ALe] A
of tigk AFoldrt. vk WFAFA e npA”NE S Au AT 2
A7F AP LA A Frol ] wpAR A B RS AU e i (53] AH]2=7]4] ¢
A Mujz=AgA)E e shal 9tk

43) oA, AAA, p.407.

44) L. L. Berry, "The Employee as Customer,” In C. H. Lovelock ed. by,
Services Marketing, Prentice-Hall, 1984, pp.271-278.
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J |
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3. M¥l& A3 3RS Wl

I ATE(Customer Satisfaction)® AJH] 2~ A (Service Quality)S A2 &F
=7 A Jigeld. [® 2-5] oA B npef o] AulA~ Ay ARk
o] 7lthet Aol ol AARH= Fto] Hlely] wiitel WEE Mde] A9
o] o] Fo|A A et 1 xfolE FHety] ofelE Aot

[Z2"8 2-5] Aulx A nAfRZEY 7|ge A3 2o
~8H I
% =3 NHlA B3
ABE 4
) T zag kLI
ws=om —
Wi ]
Z+&: http//www.servqual.or kr/Ks—sqi/sqi_2.html (k= AH]~ F2 X 4)
gy Mujes Ao aARkSe AR 52420 dS A AR A s

HdE Fxga ste Hol daide diAldor SAER1s0 o] AXH

80) A. Parasuraman, V. A. Zeithaml & L. L. Berry: op. cit., 1988, pp.12-37.
Paul G. Patterson, and Lester W. Johnson, "Dis-confirmation of Expectations

and the Gap Model of Service quality: An Integrated Paradigm,” Journal of
Consumer Satisfaction, Dis— satisfaction and Complaining Behavior, Vol. 6, 1993,
pp.90-99.

Richard L. Oliver, "A Conceptual Model of Service Quality and Service
Satisfaction: Compatible Goals, Different Concepts,” in Advances in Services
Marketing and Management, Teresa A. Swartz, D. A. Bowen and S. W. Brown,
eds., Vol. 2, JAL Press, 1993, pp.65—85.

Pratibha A. Dabholkar, "The Convergence of Customer Satisfaction and Service
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Zke] gLl E wirfste MR Wi, uANS-SAHlA d->geofe] <l
H42E AASE AFAH#E LRSS E Bolton & Drew(1991)8D+= 117
ko]l Aulx o MgRigets Ed o] ®i =(attitude) A ¢ A ZbE A H]
2 A Ao nATHI HA Az ARl do ger A s AT

ATTITUDE; = g(CS/D:, ATTITUDE ;)

£
N
=
r\j

i

wo Axle) Aus A A7 g9 AA] Azt Aqus AL )
Aot Tz olsldi Atk 1x thl Auls A3 wEe] w7
g Bga] g Al AL AR

A=)
=
Fo W Aoz Adststel et g TEYHAL At

Service Quality = qo(CS/Dy, Disconfirmation), CS/D; =

c(Dis- confirmation, Expectations, Performance)

Cronin and Taylor(1992)= 47§ An]2=akde] A3 Au)x Ay g 9S9]
HAZAS 9k ASAFAA ofzol AAg AF7pdz G Aujx~ Je 1

=
=
AN

o Addas(dgar)7t G, DARHS Frjeld JFE W=

A& At T Oliver(1993)9F Rust 123 Oliver(1994) <A AHj2 Ho]
wEo] Qs vt Aus A->uEe] & pAE FFs=d, o)A
52 ojd FAHRD AddANA Ao AAH, A SHel A
So2 B Aot o5 WEH2 FhHoR FAAQ AYggel me]
Mulz d Azbel g@FE vA & dutal Pdo. E Parasuraman 5 (1994)<2

Aulz A3 ko]l A gigk AlxzWeA A Ao e wrES
AUl A3 AE A F sEA gigh an e Hrbe 7|zttt 4
t}. Standvik and Liljander(1994)2] <oA= Au]~ AL Jfel&2l A

S AAR A &= 92 A H (outsider perspective)o] A gk WFES Al A A

f
s

o

81) Ruth N. Bolton, and James H, Drew, 1991, op. cit., pp.21-30.
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Aol Ax7F Hw, Aujx A2 HAdby nrso] 71 FQ3 X uvt 9S &
AstHTh <G 2-6>0l+= AB] A= Ay viSo] ti gk siaEe AFZAHRE B
o] 731
<E 2-6> Al ZI e AA Y dig A AT
Aul 2~ A3 gkEe] A A T A
Neijsen & Trompetter(1989)
Cronin & Taylor(1992)
AUl AL uAuEe M3 QA7 BHE Oliver(1993)
A (A~ A || _— Parasuraman 5 (1994)
As) (M2 A — AR Rust & Oliver(1994)
Strandvik & Liljander(1994)
Bloemer & Ruyter(1995)
Bitner(1990)
TMWES A "o M QAT HI= Bolton & Drew(1991a, b)
Adl (LARE > AQu]s A) Mentzer -5 (1993)
vl A= - = Patterson & Johnson(1993)
Bitner & Hubbert(1994)
A2~ A 3RS A SAolehe =
Adl (qul~ A = Au s &) Bowers % (1994)
A5 Bloemer & Ruyter(1995), op. cit., p.47. A +73
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1. A QA 7FX] (% 38 50 E AE)
1) nAJARA7 A9 74

AMES AE s Ay g Qo= Q1A H 7hX] (Perceived Value)ol| wel A
29} AES H7FsH7|E g ZhA|(value)oll tigh GEst Heojs der] ¢
& AEAQ e Eo] o] Fofol A Al o] gir)

Zeithaml(1988)2 wHAI® Ag-iEokoll A Ab&E ol X = 7ol tigh Aol A
AT E AA O 7 xF AAEY AFagel e A FrhE v e
ta Bgtow 53] o]F 47FA S A ArgsFsirhs)

A, "7} = 7} A (value is price)"olgtal NP3t & 4 =], o714 T}

19 wesl A4 599 Ader ¥ & qnh

(

EA4, 7}x] = "Far= Z(what 1 get for what I give)”o| o},

A 7 2= AA4"E AEFFEDI G AFe 9] A & 3 (trade-off) o] o}, o] 2] gk
ZhAloll gk oA 2 oA A o= askgoe] lojA TR e A A Q]
AS Uetll= Ao v &3 HAatole] A ans At slolth

A, "7 2@ Aulzol A W7t Y3teE BE Ao|ti(value is everything I

want in a service).” &, B #™ H7 &S nH e AHolA T34 7HA

ot

£

& (subjective worth)oll t]gh HHHA Q1 3 7}o]
w3t Anderson, Jain 13 Chintagunta(1993)83)& X] &
Al He= BAA, 71=A, AH3]A 29 FHeR FAT FoE 1

o} 28] 31 Monroe(1990)84)+= Fuj=}7} Q1%
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82) V. A. Zeithaml, op. cit, p.13.

83) J. C. Anderson, Dipak C. Jain, and Pradeep K. Chintagunta, "Customer
value assessmentation business markets: A state-of-practice study”, Journal
of Business to Business Marketing, Vol. 1(1), 1993, pp.3-30.
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FAA A BEA w8
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ol Mulzol t# Fdol} 5O U5
AE 7FAAE G Bokal Gale(1994)80)+= A|E2] 7149 olsiA 4+H
FAFTE ugtta Bttt
A2 B AFE5d w2 AvAES Hsta A Esk ALkl o8 A 7t
ohjel mTh el W& BAL FaA Az A E Az@dn T
Ak olel @ ZWolA Lrbw Auls spAE Aulza Ad 2 ANAE Q)
da) Ae el FAEHE B 5 9o,
SV = 5Q + SAC
SV = service value, SQ = service quality, SAC = sacrifice)
Ao Ao
e w9

Zeithaml(1988)] Y] 7FA] 7FX/0d =l A A #Ha A

N EAT 089 23 E Hradeof) 2 7N sHE)
2] B, A7 el 5ol WEe FANN AMAE Eel @
BRI Wopop @rh. webA

gt sy

(benefit) & @A Azt =tel] wha} 7} 7}
DAL HE A Az dEid FAe =a S AP
g wg-FAe) AHEAE T 1 Muzs ARV fdm A9XE $
Atk 53 AAFA Aulzsk Mude o od AL FrAA vehd
o M= AgHom spAel gk 4] 2z dAAEo Q7] Wil 7HA
Agke AXE A7) FhAo] Ay e BEEe] Utk & 5 9
aba] B AT ME Zeithaml(1988)e] A /NILS 1gale] Au] 29147}
A wAe) Az FEAgANs A3 ARG sHAAol o] A &k (trade-off)
oltheti el gt
2) AARJAZIX & AHEAFEF (A B2 A, 1 ATNSF)e] #A
AE BEAS NI A o8 d F 7hA

E1AR,
1990, Pricing: Making profitable decisions, New York:

McGraw-Hill.

84) K. B. Monroe,
85) B. Gale., Managing Customer Value, New York, Free Press. 1994.
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of NAe ATl g A7ket A 58] AMEEAE T Al e AEAdS
ZEA 3 gtk ol gk A A FHE ou|E agste] HEo AFolA = o]
T ES FdAske 3ol FEleAl vEtvar doh(Clemons$t Woodruff
1992, Spreng, MacKenzie?} Olshavsky 1996)86). &L 159 7|do] thdh
A Arw 7HAFES Fobs shaL, olelg ThA| o] AdeEe AR
]2 Al = AY(Churchill 2} Surprenant 1982)87) t}& 7]
woll ¥zt HWA QAFE3LE THAA HEA A o2 gkl o g
< WA A @rh.(Clemons 2+ Woodruff 1992).

%3 Bolton and Drew(1991)< A& 4 249 AHl= A3t 7hA] e g
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86) D. S. Clemons, and R. B. Woodruff,(1992) Broadening the view of consumer
(dis)satisfaction: A proposed means—end disconfirmation model of CS/D,
Chicago: American Marketing Association, pp.209-216.

87) G. A. Churchill, and Carol Surprenant,(1982) "An investigation into the
determinants of customer satisfaction,” Journal of Marketing Research,
Vol.19(November), pp.491-504.

88) V. A. Zeithaml, op. cit., 1988.
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b0l A ZbE Al A3 T Av] s F5S 98] A g 87t 7vEE F
) MU= AE AFSh A HE2 A Auj2~ Fo] A ujZ2~ JhAH T A e gkt
+ Lee and Ulgado(1977)¢] 43 22 A& A AT

2. AAFTH = (BELHBE)
D aAFAHEY g

I MEA T (customer loyalty)= 71golAl e Hoe AFdE=d, 71
|- o, FHAENE Tt ' 1
Azl &3 sor ko] 7|Hge AEHAHQ AAFAe] dxo] HUL
Reichheld(1996)9} Barsky(1994)2] Ao <stH, s €3} 2 MH]2=FF
Me Afuds Frstsd =8 vjgo] 7EuA S
=

=7 el WAsE Aew veyt agu

S A A ot AMuH]A 7|Fe] 28 dHEFuA o|AES 5% FLEwE v
Z F Adrtd £olod = 25%0 A 8% 7HAY AsEHE B S ks A
S AT oA BEE moA] o] FojF] AFolX vt uAFAHEe] g3}
= kel Agdgle] WAt oz AzbHEC kst 1 g3 WAy ¢l

= AFPA, ol At
Ao FAE ANERAGAN =i wge] suje) v o] Erkam s o] 44
2 deld 9tk

89) olga Ao, “AMulx~ A3} AMH]ATER]7) 1999, S ulAIY A G, AldE A%
p.94.

90) F. F. Rechheld & W. E. Sasser, Jr. 1990, "Zero Defections: Quality Comes to
Service,” Harvard Business Review, September— October.

o) o BiF, Aulz FHES AFAl] #F AT, vAY AT A 149 ALE,
1999. 3, p.24.
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2 B A T iﬂ'J’ %—}\]—%’
@%;;;ﬂ Au) 2719)
O]Z]EX]O 54 - 7«4
BENEY 244,
“ge] o3 o] m] A] o2 1Az
R Ao 9gt
FdFadl
AA 9 A, SKamonAD HrL
AR =,
know how, N - _ - - mﬂ -
e 4 71ed ¥4 7154 ¥4 qE B HE,
o= e}
AEae A e e,
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A= C. Gronroos, op. cit., p.40.

Gronroos®] AW~ Aol HIFLS AMu|x FHeo] HrlelozgA WA HY
(what)2, 1% Althow) AFste= A 7]l g o]H|XE 7HX 1 A=A
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ot AR SAAL el FE ool&Ho] gk 2 tiEAHd W
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Parasuraman &< AH|Z Z]goluh &mj7] o] Anj2 dof| gk &Hjzte] A
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96) A. Parasuraman, V. A. Zeithaml and L. L. Berry, op. cit., 1988, pp.12-40.

97) A. Parasuraman, V. A. Zeithaml and L. L. Berry, "A Conceptual Model of
Service Quality and Its Implication for Future Research,” Journal of Marketing,
Vol. 49, 1985, pp.42-50.

98) Ibid., pp.12-40.
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AF&: A. Parasuraman, V. A. Zeithaml and L. L. Berry,

"Communication and Control Process in the Delivery of Service Quality,”

Journal of Marketing, Vol. 52, April 1985, p.36.
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Cronin® Taylor(1992)100= Anjx~ A& Mu|=e] FP A 7] %3}
43d 4 9l SERVPERFZl:E ZAHLETE /QEeqict. o5 AMulx A
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100) J. J. Cronin, Jr. and Steven A. Taylor, op. cit, 1992, pp.55-68.

101) R. L. Oliver, "A Conceptual Model of Service Quality and Service Satisfaction :
Compatible Goals, Different Concepts”, in Advances on Service Marketing and
Management, Research and Practice, Vol.2, Teresa A. Swartz, David E. Bowen,
and Stephen W. Brown, eds. Greenwich, CT : JAI Press, 1993.
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o] ATAEL gkl 7loel A A3E Aol 4 (difference score)E ©]-&
St oAqHl 2~ F = e figt H#E d¢9l=dYl Brown, Churchill, and
Peter(1993)= 71t 3] ks FAste] TAA-71d, o Ao] ks o] &3t
v By ETE Ziddd vg AR E(+ or )E SHAANA AH AEste] g
3l ¥ %} 73 9= (non—difference score)E o] &3l Ao] ®Hu} HAAH3vE= F3
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103) o] 2] - B 2 A AlA, pp.129-130.

104) Ruth N. Bolton and James H. Drew, ”"A Multistage of Customer’
Assessments of Service Quality and Value”, Journal of Customer Research,
March 1991, pp.1-9.
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105) A=, AFS]2AREAAY, A5 AL 2003, p.56.
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1) B3 E = (multi item scales)

ez Es 559 O¥d5HEE oduusdyd o= vlug A+
(Westbrook™} Oliver,1981; Oliver®} Linda,1981)108)e] w2 o] 2] xfo] = 9]
agtol 913 952 AHEA Y mkom PEF BYEG BU BPTE A
BT olf Al URE ALE B Awe dmsld dgE AR @
AEgE AT A=V 2 3oy A74%dE Tasidn <iF 2-10>+=
SAE dEEHEY NHEE HAY 3 Aotk
<E 2-10> YIE Fro ANFE
= Al FE A gy &
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J75-95(A4H71) AFol e HHFAEE B 9
' Bearden & T_eelg983) 7H'O/] T’E_zo]_oﬂ Eﬂzﬂ— %%L(UH_?_
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A& : Youjae Yi; op. cit.

108) R. L. Oliver, op. cit.,
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3) NCSI(National Customer Satisfaction Index)

o Bt

=

3

S
=

A0 4l

o)

O

2}

_ZT.c
%)
1
NI

|t

NCSI(Z 7} A=A ) 9]

N

Gap Theory ¢}

LASRS

o 98] A4 Hrti= Ideal Point

(A 1] 2=) e ]

3L
=)

A 3

}]

<0

PLS(Partial Least Squares)Z}&

R
.

!

._Hyl

o
Y

)

X
Ao

°
M

)

Hmmlo] 7]

=
=l

ol wof ojut, il A AR

shere 2

Eis

A o

Foh NCSI 292 o]

3
s

@ & gojob

o)
-

I}

i
&
.Zﬂﬁ

—_—

ol

_Zrl

]

|

ol

B

o

o
o

ot [19 2-8]

A

A

Nr

o

o

Nr

e

A

3

bul, ubolst 71919

= ToolE A&F3s

0]
AT

—

el

&
Y

W
{+

2ol

%Tl

)

Nlo
w:

el

&

M

O

X
Nr

!

X
Z.o

23
No

M

o

NCSI®] Tool

_66_



[Z2" 2-8] NCSI =49
RE&Ean & ME 2FEHA|$
(Perceived (Perceived
Product Quality)| |Service Quality)
¥ ‘J
FUEENS AWEWR
(Perceived (Customer
Quality) Complaints}
HIE AR & ]II:II‘E.ElJN
(Perceived Value) > (NCSI]
EERLLTS / Il!.ﬂfE
(Customer (Customer
Expectations) Loyalty)
AR BAADAVEAS BRE 2714 2000, 3 AP BR
A 4 A 3T AV 2AFAZL A ZGELR A gk APAF
WRobAE A fole e WRebAY mAbe] Avbsh o) pdnlA B}
of Aol7h WAL & Q= X7} glEl, F aule] Auz ol Uig w7}
of TAYY B M2 Aol7p #AT Frb QQrE109) wepa] AMH| 7] A
A FA] GFAM ANEY AnzATEEE 2 - Glste] olF BA
o 7oz AET Havh vk FAME S AuH| A7t o] X ZHE A X|(
perceived disconfirmation)”7} A Al ¥ o]i= 1A UAE= Aoldt HAH
ol o]FoAAA Hi Axw AP IUE AstE Aoly] wiitoltt. wEkA 7Y
o nAT AU A EAe] A7te] AXE 9F AFL FUL 5 Y= AE
Aol Aedtn, wk FEd Az A Prhe e Gk B ATelie

7(]' 1_1-3__/\ < o]él*s} /\-]6414 AgAd1+E A8

109) o4+ A, AAA, p49l.
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1. AZELR dig TYAT
1) Brown and Swartz®] |+

Brown and Swartz(1989)110= W AAH] 2o thgk Aol AHA & A} <}
A Aol o] BAIE qrEety] sl Aekl=d, 71Ee] SERVQUAL =
BE st A TideEd AdFEae] Afoleh An|mAgate] A b
9 AolE AAsIAT 1 A¥ B v o

WA 2ol g nA(FA)ES] HAerARl w3 A (kb o] T ek A
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L Mujzo tigh F7h Abolol= oW Fa3k A

o

2) Babakus® €+

Babakus(1991)¢] 11D= 4% SERVQUAL R3S o]t 1e
o]Z AMu]|~ A RYE A A8 (service quality monitoring system)® %34
ow, o] =FE o]fste] WAXn|zd g AE stled, WA uAE
b el Auj el gk 7ol A AgpEEet Au Al e A (Hdagd)Ee] YA
vl Zz=o tigk 7ot A aees A4 BT A

A, BEAu| 2 A S g Ao Jget A A43tel = 747 2% A
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ol o] AATH

AR, AEz A S BE Az QefA LA AuAATAE gkl

of

110) S. W. Brawn & T. A. Swartz, 1989, op. cit., pp.92-98.
111) E. Babakus, op. cit., p.290.
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a3 Aol Aol UArH(AH 2o i o] A Zto] WANEJE B ¥ =
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A, B Aulx A 5749 54 FolM A=A, A, FAoldelt T
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A3p Mu| A2kl Muj o] g A 4Ed A= AHls Foll G S vA
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2. AZ2d Ao W wf A+

1) 2<2(1996)9 a4+

T = 27 (1996)1122 =¥ SERVQUAL Eg S o83 19 A+

4 FEAR s Auz Aol st Aol ol Aw mA A
ZAZALAE M9 Aok Y Ao tehget,
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ol s mA AFAL A7 AolE Haseitd whFgons FEHQ

X
e
o,
kD
o
N
%
e
Kl

112) &9+, AA=1E, 1996, p.130.

_69_



2) A3t AEE(1998)8 AT+

2]
o
B
ofo
N
=
©
{o]
x
o
flo
fol
N
2
=
2
&
N

R AN P e R Rl
77t nAwkes AT mA s daold Aol mFELe] Aulx

4 290l AZRAA} Qe AO0R vehon], AusAFAG nAe A7}

4=
.

3) ol A, 2FF, HAA1996)9] |7

EH oAl AT, AALAWOUE Anlsitele] A Az 2ol
g Aol A 10709 Mu2edF e Agstel 7 Au|2iolo] vig LHlHe]
Aulz A Brksk 719} o A aAEA FANe] A BrholA el el
Wl GAHQ ATE S, o FEAAANAE UG Wit 526

I TG H7HF 5952 2 AFel7b 0692 WERSETE AnjAtE o] AH| A o
3 FrE Bo MuzAlEate] #7525 4G olE “AAAF(SGL

Service Gap Index)#} 1 sty =t v & F2S AA A

113) 21783}, A1&F, AA=E, 1998, p.209.
114) o] fF-Al 9, A A=, 1996, pp.130-140.

_70_



SGI = EV con - EV emp

o SGI(Service Gap Index) : A n] =2zt 4=
o EV con(Service Quality Evaluation by Consumer) : ZH]z}e] Au]~ & 57}
o EV emp(Service Quality Evaluation by Employee) : AH]Z~A &=}t 4 57}
AMu) 2 ZzhA| 427}
I o FAO AH2gE M F=E FE AR o= FiEd 9 we
MNdwdge]l aFHE=AE AXNFE HAEE Yehd= Aot T
Parasuraman % °] A|A|gF SERVQUALS A EZoAM & ASHWLS 183}

of Zlthel Aapnts SATFOoRAM uMI} Mu| AT AR EEA AAfel & T

&
ol
k=l
)
o
E
t
&
~N
N
re
4
2
>
rlr
>
=
[>
by
oft
2
N
N
XN,
)
o
rlr
>
=
[>
Y,
rEl
o

shepstgldl, Auls ABAL Adsts FAL selshe 2RA BHe @

_71_



Al 3F AT A4

A1A TR 47 R AT 43

m

o A A%},

(2% 3-1]1 479 =3

MdlA &
. S AMHIA
. RUAIE
DA

. 2GAIAE
PPN
=H e o

= J2 K

\4
HY fo rx 12 k)

AMdlA &
. SYEAHIA
. ROAE
LEA

. 2EAIAE
824

p (AISX OI=
QIXIJLXI

e 220y =

_72_



2. A7 AA

(1) 7o) A\ 7kg w2 A3 Au 2 A 7pA %] B

HEeA FH8a AMujz A Aulzarbxe] dig F7tRd S
MEL ANkl Mul~E A, F4, 7Hx e o2 #rigitielal g Bolton
7} Drew(199D A1, el o] 1421 o]gk2x} 7199(1999)2 Zdo]4
MES gdoz 3 Agolr Aux Fo|l Aqulx 7pxlo] Ay Zolat: 7}
AE Al ol AATH dom, HE&R F(20000 AHFAE dFom T
Aol A Muj2 Fo] Muj 2 7hAo] Mgt AFARE Busisith oH
g Ade FZol JpHe AgsE addoldte AL THFE o=
Zeithaml(1988)9] 745 S8t vk wepA] & A oA =
AA7 A 9] AP Qe Zeithaml(1988)7F +3 ¢ AdyAd 75 Ed2 v

S~
Ir
>
=)
N
N
o

(2) A2 Ay A}

-

Lo
=
B

] B R A e N e R B A2
Yol A At om Fo|rf o] FojA A ¢ho} Edko] opr|Hal Utk H

HAE2 (200115 nADH2 AA Y o2 E ofr| ¥ = F7h4 &Y

@ =9

hul

uls
il

2}

i

r
Mo

&

A

%
i



WA = gEzre] AdxAde] A ztoltheta &9 o™, Anderson(1994) 5 -2-116)
ARSI Aqu) s Fo] ApolE v o] FAA SR AYstdth AR, 1

= A Auza/AE B@el HaskAnt FAEe AAl AnAE ol
slol= x7hgk 4= QIthH(Oliver, 1993). 4, nARFHLE 7}x] o] o]&Es= o

2 welEedA R g AXE Ao W@ A4® ED gl AR g

& 7 oEde Aol Aded AMulz A AF e dvbHoR JHA 4
ofESA e o Aztstal vk AA, FAo] Mulze] gigk Al A H <]
AZte EdsE Ao2 Hied uAuHe dAe uAAZ, HAL BE A
Y vgol] A" AINAES E3de= Aow FEn Utk o5 AHlA
ol mAREEHe] MAPWFrt HeE FWe AA7E dSE FHsL T oAE

Bolton Drew(1991)%= A\7bgl Au]= A& wlms §48 Adow S48
AdA oA e g Bate] nAWZo]l YY1 ole e nATEY 7ol
AREA QI AMu] 2~ Ao FEkS vy H sk oy Cronind Taylor(1992)+
Aulzs o] AR A8 wiede dsdor wugoms Aua 3

R

o] W&t glvh

(3) MHlz= Axp w7 FA =k ¥

7

oX,

wE AUz olgabe] A ol §rbs R e AgEd F3 s

of

115) w4, ATE, “BAZS 2 A7 A 2=AEF] sr @ 9 wx &
a3l T o]BA AT BIAAAT, A23A A25, 2001.

116) E. W. Anderson, Fornel Claes and R. L, Donald, "Customer Satisfaction Market
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<E 4-4> 899 F&

T Z7] 3L A aQ13)d A ad3d =

A& | Total | 4% | +48% | Total | B2+% | 72% | Total | 4F% | 724 %
1 10.946 39.094| 39.094 | 10.946 39.094| 39.094| 4.378| 15636| 15.636
2 1.951 6.970 | 46.064| 1.951 6.970| 46.064| 3.786| 13.520| 29.156
3 1.406 5.020| 51.084| 1.406 5.020| 51.084| 3.504| 12514| 41.670
4 1.328 4742 55.826| 1.328 4742 | 55.826| 3.272| 11.687| 53.357
5 1.263 4509 60.335| 1.263 4509 60.335| 1.954 6.978| 60.335
6 994 3549 | 63.883
7 913 3.262| 67.146
8 839 3.174| 70.319
9 744 2658 72977
10 702 2508 75.486
11 617 2.204 | 77.690
12 584 2.085| 79.775
13 556 1.984| 81.759
14 543 1.941| 83.700
15 453 1.617| 85.317
16 443 1.581| 86.898
17 434 1.550| 88.449
18 420 1.499| 89.948
19 382 1.366| 91.314
20 368 1.313| 92.626
21 346 1.235| 93.862
22 335 1.198| 95.060
23 284 1.014| 96.073
24 270 9641 97.038
25 248 8861 97.924
26 228 816| 98.740
27 188 671 99.410
28 165 590 | 100.000

Extraction Method: Principal Component Analysis.
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<FEA4-5>HEHYH Varimax 3 dd &< PR

e o Component(74 &4)
3 K 1 2 3 4 5
B3 764 228 235 245| ~3.958E-02
%= B2 751 175 273 242| -4814E-02
A} |B4 731 8971E-02| 7.766E-02 128 166
2 |BI 662 227 276 179| -8.392E-02
A |B6 649 258 243 241 104
vl IB5 627 426| 4375E-02| 9.391E-02 109
2~ |B7 426 370 203 254 148
BI5 368 268 320 301| 5.786E-02
A7 209 710 326 31|  4.431E-02
A9 192 695 169 109 109
o A6 116 668 188 213 167
A |As 226 630 193 121 172
4 | A8 322 600 368 214| -8571E-02
Al0 235 550| 6.863E-03 177 215
C4 163| 9.572E-02 725 136 306
C3 184 102 658| -3.978E-02 425
BN 195 284 647 142|  2.057E-03
~ |c5 253 162 637 322| ~1.038E-02
A2 354 238 542 222 - 117
A3 | 8364E-02 250 533 211| 1.860E-02
. |B11 215 231 146 830 115
; BI2 287 256 171 789|  8.641E-02
A |BLO 182|  7.746E-02 180 766| 5.370E-02
. |B13 337 266 328 497 -178
B4 324 359 344 409 -173
" IBS8 370 289 238 377 133
A |Cl | -2488E-02| 1.743E-02| 7.859E-02 145 865
A2 108 198 108| -2.535E-02 777

Extraction Method: Principal Component Analysis.
Rotation Method: Varimax with Kaiser Normalization.

a Rotation converged in 7 iterations.
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_91_



<E 4-6> AMH& d ¥ AF= HA

<
Ll

Cronbach -n |&3t<¢

4
B3 EAFE An] 2o
B2 A9 A4
ZA L) o] ol A
FACTOR 1 | B4 €79l AJ
(F99 .
A 2) A

Bl A9 A
B6 &9 A<l 317
B5 AloFe AH] 29
B7 =327 AHo] &3 A

BI5 ot 3 o] Ale] di gk wje

0.8853 8

AT FhAAd o] g9 A

A9 %%3}%iﬂ14 Fr 2l a3t
FACTOR 2 | A6 Z24F #uj&F o] v
(FOAA) | AL Fo Ao A

A8 F-riAld el F44d

Al0 ko] HeA

0.8352 6

C4 322 FHe] A4
C3 s FHe] Al
FACTOR 3 | Al :29] tz}gl

(52) C5 FZzno) WAL ofw A (g 74)
A2 529 FEH)
A3 He] ARbAR) whol=of HA4

0.8142 6

%

Bll < ¢ke] FAA
B12 o <fo] Al
FACTOR 4 | B10 o ¢F % 14
(&9 24) | B13 7ﬂ7]/\]7_<}/\]z_]—4
Bl4 A 7] 7 A 79
B8 77X e

O
e

0.8619 6

18 2 oX oo

1o oxl ol
O oX oX oX

o
ol
k1

A

FACTOR 5 | C1 =749 H+ 8o
Be4) | C2 91 AAse] e golA RGN

le]

oL

<3 4-T>o A Henkel o] QIAIZEA], MR SR dig Hese] A
FAGEET] AFEE AA 7R W= Cronbach -azko] 8835 WELE
=A% H4s 09101, SAAEE A3 W49 d57F AF %+ Cronbach —a

Zko] 091242 ALy} 2% =2o z o7 vpElyT)

_92_



2
3
2

Cronbach -o
0.8835
0.9101
0.9124

<E 4-7> AR 7}A,
A7 EA

A 3 A

<
o)

<
ap
o
s

]}—C‘Eﬂ’

R 1

=
=

Aol

1A H] 22 9p S A]

5

i

pul

R

AR F4e

\

oA BAHOR o
%3

=

]

77y =7 dERstT

E|

Aol A 99% 2]

-
b

T
7AAdE] Au) 2 Q1A 7hA] 9} <)

e

<0

™
e

]

5o AuzAE

14 1

5
R

[e)
H

EXel

o

3 2] 2513}

O o]

A
ZS|

o FaAF7E vl

T

s

]

=

2]

1=

Eal

]

A

)

o)

e A

[e)

=

o4
o] @AIZ oo 91

[e]

'IT

¥

of FAA L

,_._mo

—~—
fite)

_93_



<E4-8>17Z 2d¥ AAEN Az

o <
%o S Te}
_HTE S &
) —
ar sl 1elilslz
~ H 3 SRR
=T = o~
o o= | (] o~ | o <t
N S 0% ||l *x |S|wv
NETS S SHINESH SRR RS NS
C3ON - o3 B
i) [t}
8 Bl 2B |8 8 B8 82
Mo S qlFle|alg|lg|ala A
ﬂm‘b% — N
B
—_ (e o= Lo (o] O ==y o o= | (] o= | o <t
TH S [IolN NTo TN e ol o TN B i Ik 2 I Vo I B N IX < I I Vo N NS I = 3 B Vel
Bo S N [([S|A QN [x S| |x S|V |x|S|N
i — | = 0 —
oh 0= © o
< ) Q ie
o >l |la|lslvlolslnlolslo|o |
i S | ¥ S| w|O|L|[xF | S|I|* |[S|In|*|SD|nvn
S NNE NSV ||| xS | A X S| X S| A
— % e & S
& <f e} %
T i) = © 0
o >~ ol lols|lololslalolnlnlolxlololx
(=] Lo *® (=] Lo * (=] Lo * — Lo * S Lo *® (=] Lo * (=] Lo
el 3 N xS |N | |IS|N |z |S|N|k SNz |S|N|x S|
—_— — <t [©e) e} e (=) <
o< S i — V) 5 <
i} 0 8! 0 <
w4 8181 |x|I8|E|x(8|B|Ix(8IBIZ|2|B[F(8IB|x|8IB|%(8|2
IR ST K= o B IR =0 o B IO IR o I AP (= o B XS0 (e e o B ARG IR== o B R =T o B A =
AT | — e 0 S i N e}
[aN} < — L (=} —
MoX™ Q bl &~ ~ = 9
4+ 4 4+ 4 4+ 4 4+ 4
= | N = | = | N = | = | N = | = | N = | K
b | T | or | T | or | or | or | or | or
~ -~ ~ -~ ~ -~ ~ ~
Oz | R0 |F |z |R|F |z |RO|F|Z |RO|oF| Z |X0|oF | Z | %0 |oF | Z | %0 | oF | Z
= TIL K| =W | oK rJ KX N X0
— —_— —_—— — _~
Moor il het R T REZO N A No1H

: P-value < 05 )

: P-value < 0.01 , =

(k3

Al

e AL S,

o% Aol 2

Al 7}

o
T

Byl EAHoR

™

= YEha

_94_



<E 4-9> AMHZ=ATAS 2

rO
1
o>
r
ME
2
i)
)

] Z9] 9 ig 2 A]%;)]Eg} A4 Elj u{f %Fjé
zo |F¥AF | 1000
A [ Fe=
EEHIN 167
. A G| 592(xx) 1.000
}T] M GOl .000
N 167 167
AT A L= | 509Cex) | 596(kx) 1.000
EE RS- 000 000
N 167 167 167
| ee [FBAT | 5000 | 614(=) | 59836=) | 1000
)| Al | frel = 000 000 000
A% N 167 167 167 167
All [ 3BAS | 2590e%) | 188(x) | 342(+%) | 338(+x) | 1.000
Cl jt':f o % 001 015 .000 000
AHE N 167 167 167 167 167
AT A| G | 379(xx) | A28(+#) | 531(kx) | A31(x%) | 229Gk*) | 1.000
;Lﬁ o % 000 000 000 000 003
N 167 167 167 167 167 167
AT A G | A8T(ex) | A8TGex) | 595(kx) | 494Ck#) | 209Ck+) | 669¢++) | 1.000
f’fé o % 000 000 000 000 007 000
N 167 167 167 167 167 167 167
| BAG | ATBe) | 3890e) | 6350xx) | 526(xx) | 359(xx) | 659(xx) | 67T | 1.000
fﬁ o % 000 000 000 000 000 000| 000
TN 165 165 165 165 165 165 165| 165

(#* : P-value < 0.01 , * : P-value < 05 )
FHBA NN A A Y] A B2~ QIR 7ER] o] AR A TR T UAIH]

b AAMEE, 220 HrPE A4 vEbd Aol Bla] A=Y SR g

dAY RN A3 FEARelE RS Aze] ot EAGE Aoz e
O~

_95_
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T, SR e dHBATE A AZtete Ao®E vER I gt
2. AAVEES FHAFRHT A2 g APESFE o
£ AR
) 2AZH
24 nAZRdA wASe] Azat nAREEe} Az Asl 29l
g BAE Lotur] Aa nad e RAVHEE FHEFR S A s
49 57 291& SPUsE e IR LA
3|71 E M 2 v <& 4-10>°AM Bz mpel o] ;Ao i EAMelAM AL
ARk o] Auj2~ 2 gl o)k Aol 67%% ¥ A WER}L 9l
<E 4-10>174 FHAEA 2d 8
R Adjusted | Std. Error of .
=] —
T < |Model R Square | R Square | the Estimate Durbin=Watson
a7 1 .823(a) 677 .669 7000 2.037
a TP A, AAERA], 24, FAIAE, 3224 &A=,
QUM
c FEUF WEE
<#E 4-11> IFAERY HAA
A Awd [Axv=] BEAF | F | Sie
Regression 256.435 6 42.739| 87.215] .000(a)
3 7 |1 |Residual 122,512 250 490
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2w | = oy |EF 85 AE ] g
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LA B |
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Al & A}
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o

<E 4-14> 3YAEY AA
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