creative
comimons

C O M O N S
& X EAlI-HI el Xl 2.0 Gigel=
Ol OtcHe =2 E 2= FR0l 86t AFSA
o Ol MHE=E= SN, HE, 8E, A, SH & &5 = AsLIC

XS Metok ELIChH

MNETEAl Fots BHEHNE HEAIGHHOF SLICH

Higel. M5t= 0 &

o Fot=, 0l MEZ2 THOIZE0ILE B2 H, 0l HAS0 B2 0|8
£ 2ok LIEFLH O OF 8 LICEH
o HEZXNZREH EX2 oItE O 0lelet xAdE=2 HEX EsLIT

AEAH OHE oISt Aeles 212 LWS0ll 26t g&
71 2f(Legal Code)E OloiotI| &H

olx2 0 Ed=t

Disclaimer =1

ction

Colle


http://creativecommons.org/licenses/by-nc-nd/2.0/kr/legalcode
http://creativecommons.org/licenses/by-nc-nd/2.0/kr/

E
=
iy

7o M
4 9
N
HuiT
N
XO ‘.rl ﬂl
relcah
o N s
& o
T K
Sl
e K
el
=

KEEPE

Gl

_l\

FINRERS #

BUGREER BUGREHK

£ H A

20134 8 J]



e
i
i

101
7o W
A Mm
TN
HuiT
e
XO ..:l l'
<
o N 75
T MR
TN
T
o ]
W
\l_l

18

KB

Gl
¥

FINRERS #

BUGREER BUGREHK

£ H A

20134 8 J]



o
2

& BUEE B m o= RS
20134 8]

ERY BUGE BUGREZ R LA MwE
e

whERER

%

il

%

il

PN KB AR

20134 8/



A Study of Tourist Choice Attributes, Service
Value, Customer Satisfaction, and Intention of
Recommendation
— Focused on Dong—-moon local market -

Jeong—-A Kim
(Supervised by professor Si-Sa Park)

A thesis submitted in partial fulfillment of the requirement for the degree of
Master of Tourism Science

August. 2013.

This thesis has been examined and approved.

August. 2013.

Department of Tourism Management
GRADUATE SCHOOL OF BUSINESS ADMINSTRATION

JEJU NATIONAL UNIVERSITY



2. AT B

T

<t

Mﬂ
n

s

=0
o}
B

© O © ©

ze)
wr
=K

2) ;ﬂ%}{l;ﬂ-g] z:ﬂ_§g—j|_ ‘E‘Zﬂ@

11

16
18

18
24
28

A FFY] A H] A TFE] crererrererseererremsmisesseenssisessee e sesene
1) ]2 TER] ©] TR cerrreersreresseessseessssesssessssssesssesssssssssesassesssssassssssssssessssessssss

28
31

2) AH) 27 x| 6] THEE A BY G TE e

N
H

=

B!

T

o)
N
jmt

=

™

35
38

BE A B O T ceeereeree e

43

s

Im.

43

2]
=

SRR

43

44



44
44
45
w45

(4) &M Mul=7EA <

46
46
46
46
47
47
48
48
48
49
49

I = N G I | B 4 P R

= 1

NENE

an

=0

B
EK

jzel

stz

49
50
ol

52

52

52

o3

el
il
8

0

ﬂo
Enl

~~

53
-55
55

X
i
M
<
7K
xr
i

—_—

0

)

uze]

4r

s

)A

56

o7

3. 7WAd

- ii



1) T 18] T T} covererererireriresiseristisesisesisesses bbb 57

2) THA 20] ZAZZ T} crevrreerrerrirnienie e 63

3) TFA 39] ZAZZ T} e e 65

4) THAE AG] FAZZT} coererrerrrirenineniesieses s 66

5) 7FA 5O ZAZZA T} cerrerrreeeineeinieei e 66
S I v =) ) OSSR 67
L R L 69
1. AT TFY Q OF corrrerneiiintin s 69
DA L T L - R 79
3. AT TAGE BET O THFEF s 73
R “
¥ % AEA 82
87

ABSTRACT

_iii_



<E
<E
<E
<E
<E
<E
<E
<E
<E
<E
<E
<E
<E
<E
<E
<E
<E
<E
<E
<E
<E
<E
<E
<E

<%

<% Ad4>

AEAFY S22 AIATFE L AFTHE] o 9
AZA A UITF A G QT e 15
EEZAEAZ QHEE FF e 17
ZH KB O] L] crvvvvssmssssssmssssssssssssssssssssssssssssesssssssssssssssssssssssssssssssssssens 27
FJB] 22 TFR] 0] TP wevvrrerersseresssssesssesesssesesssesesssssssssesssssssssssesesss st s essens 31
ZH) 227 R o] TG A BI Q] TE e 33
TAATFE O] TP cerreererirereninereiseninesseisetisese sttt 35
TATHE O] FHTF A G GUTE coorrrerssssrrmmssssssssssssssssssssssssssssssssssssssssssssss s 38
B I B | < B P P 50
L2} 0] Ol LA BFE] BEA] ciiiii e 59
BT BB Z] EA] coorrersssseensssssssesnssssss s 53
F B A AZ} HFEEEA] o 54
AEEA] 0] QOIEA W AIF] I cerererrerieriseriereiensassisesssasesenene 56
AP A7 0] QOIRA B A A s 57
Ao WE A BIEE A ZJO] werrerereeirerenetie s 58
Ao WE A HZA] ZFO] rerrerreerermverersrerersriseseriniserisisensersaserssasesssesesesaens 59
A HH o] W2 AEIEA] TO] werrrrrerrresssssmmssssssssiesssssssssssssssssessssssssss 60
HFE 1220 WRE A EIEA] KPO] reermeessmeesssmsesssssssssssssssssssssssesssssasssssessens 61
TEZC WE LA ZFO] e neresesesesesens 62
FulER wE HEIEA] ZFO| e 63
Ao WhE AU ATER] ZFO] e 64
A A O] WE A H|ZTFR] ZFO] worrrermrsrsrmrsrssmssssmsssssssssssssssssssssissssssssns 64
AR DA WE MU ZTFH] KJO]  crrreererresrsesesssssesssssssssssssssssssssssssssssseees 64
& AQAZH WE A B]ATFR] ZFO] crererrrrereresneennees 65
Aeldro] TAWFES] T X B cerrermverermrrererisenierseierseiessenerisenens 65

_iv_



AN A
B

B

4-17> Aw¥|A7FA| 7} 17

4-18> TAWNZFzo] 2= Ed HXE Jat



[2% Aal]

[T28] 1-1] QT BB D crererererrmerreriesissisisissesisesisss s as b sise st st eb s r st 5
[28 2-1] AEAR A 12 mZ A @ FTAHR 22 Z0] wrererrmenrneeessnessneeens 16
[28 2-2] TR BB RS cooreeeeeresssssssssssssssssssssssssseseeessssssssssssssssssssss s %
[T28] 3-1] QTEELE]  ererereremerereneesissssissses s esasessse st is b s ab s st bbb 43

_Vi_



A 2

= N2 A7

1.

o
)

)

X
o

Adeolut Fgola

3 o

=z}

=
q %

1

19903 SHHEE f-5Ad o] A EEA g AAEI 71gAQ

o At EsE HA AN

B
=

9 T A3 WS =

o

oz ARy, A7, §E57 9

o

o

-] FHol glojA

—
A

Aot Ed AFAGY %

&

8

el

Ho

=
T2

1A 8}

2etdo] e 2H2 P

ol =

2 v o) A 9] HA

—

e ¢

"HEAY A

=
=

o] ofwlA

o

o AETd Z13AE

FALES

=4
=

TAHA B otdEr FAEAS] 18713

s AE

g 9

9 7y ATL Sy Pt wats BAFR AA A3

S AF AqFH

9

RN
.

(2010). AHAG ol-&=ke] Aol Aok Aol A

& WYoE, AFYST RIL A F9EE,
) LBS o FTQ07). ARAF A2 B4 AHR BEH wAG] B

. Timothy(2003). Shopping tourism, retailing and leisure. Clevedon, UK: Channel V

—7
R

D]
0%

1
2)

3

pp.119-120.



AF7 9

?l_

bob, mhebd AN g @

S

gk olsirt H8a

i

s

i

Aol &gl o

LB

pl

<) 52

3

A7)

1.
-

T3 HT AFE

AEEY I Au 7R A o)

iy
P

it

i

Ho
frod

&

&

Nlo

= =749, "7, &

1

(218

&

ol

Al

%

M

el

st WA Foze

A9 %

o}
vAo

el
bl

\mo

34, 0¥

HH
h

AFE ool

o

BAEY A

08 o4 ARz ANEY

Lt

T
o
w

N
MY

o2 74A] FzHgo] UeuA 2 Aeolrs mepd 2 o

LYol AH

J.‘_
ol

il

ATk 2

oy

A

I FaA o7]=

3

22 4477 9

=
==

1;111_

=273

&

—

243

AZE AN AGHE

(2004).

=
T

HO00R), FHE BHAA B A G Bohsh s
4771

s
¥
204

T

D.

Al
=4
71

)
)

4

10

6) ol 3(2000), AL AH2

, 34, p.247.

kil

LEEEE

A<

=
T

A 27 8h Fo-8(2012), A

,,On_

—
~

433 A, p.159.



it

3
il

Tk AT

B/

3171913

sho}

], &

b

3} w2t

ol

ar

of HlugozHN AFA

b= qulsshA B

3]

w A A7

K

%

)

1
o

=

N
™

N
jmt
=N

file)
o
=

il

iz

or

—

ur
o

=

%
i

Nr

)

i
ﬂmo

Al

S
T

bl cheat 2

S

iz

4

’

FE dotru

——

"

3|
p 6l

A=

=z
==

1;111_

=] 7}

19543 Au 27}

A
R

Eaj0] AB]27A o

-
o)

o

oy

dH 7] A =E2d A R

[e]
e A

Bl

4o ojw aqlel

FAT Ge

o
=

tel AEAIY

o] 83

9

—_—

g
,w.o

._lyyl

ze)
A

%!

X
Al

H 1

Aol &

3% o

?l_



=0
o)
5]

ol

P
1l

_‘l

, A AgAFAA =549

o AEAF A gloiH

AL A ZAHpre-test) & E 3

=

o g4

A,

=
=

o

ol

p—

<
o

—_—

X
g
T

!

o
&
K
B
ol
Gl
ol

Al

Gl

5t

(One-Way

S

J

A
&

He

A
pul

) 1 %) 3

-+
T

Q

FAHM 714 SPSS. 12.0& ] &
d

t—testA A,

1

j

HA =i, e AR

©

=

=
=

S F 20139 49 13¥°lA 2013\d 49 28Y 169 el 2

AR

el

Uo

i

o|J

Fo.

S

A E dder A3

i
o

%l

<)
79 o

f_r_L

il
il

X
1.
o

L

T

3

3 W ojFojfon 4 2

A7 5des TS Aok A 142 2o
H

-

4 W9
AA71% A9

B



a2k

]

5
il

g

W

)

1
o

=

e

TR AA H HEAA, A

, 283 AYPAT A To2 FAEH A

EEERTE

2]
RA

d

g3 AE T ttestd A,

ki3

_(?,’I

K

StA T

S

kel

3 = At

[Z2" 1-1]e AA 2 wkeb 2

P
T

ARE AA

1

k)
pil

o

(One-Way ANOVA) %

A9

=4
=

R4

& AR

=

IH
s}
LO%

B/

[2¥ 1-1]

b

A

A7 27

A &) A7

e
N
_r
]

5
"
wF

K

NI

T
=

A 2745

it

=0

H

2 A R AT

juzel

Ar

.

ZECIESTIEE

HEA%

A7EY 0 7paag

No

=K

Kjo
T

7+

V. 2% 2 AAA

A R A

o
o

Bl




HEAGe AABAHoR 248 24 WAL AL gua, T4

WA §FAMe] BEAHOE APRsy] ol 19809 oMol AMB Aol At
Aol w=FH o] A7)
(F2719%4, 20008 FE54 BAPANAE AL “BAF AT E AFHE
MAE gre] AZAMAA =20 L g0 EAH U AFoEA
wge] Fakel e Riolet BelHn JtkY BE Q000 AFAFEL Mg
A, rH, dBEAA B 2o A AFRAE AZe FEY KT
Qelel e AUA AdezAd AEA mE Aoy dusta o

% FHstel AWRW AFAFES A, AAZRY F&Ho] & AFow

rl

=)
M
1o
rﬂ
=i
o
1>
o
fru
Mo
o2
Rl
B>
il
A
-
=
=
™~
2
Ay
B
PN
R
1o
¢ =l
1o
il
2
o
o
N

8) o W+(2005). ANAFe] B Yol thE AT, TALBADT, , pT03.
0) A7 ALATANR). AVE ANA g FelH AN Yokt 2HAT, p6,
10) 2532002, Szt AR BAF Boto] B AT, AAhka ekl HAetel =g,



~
M@ % e ™ o o
o oF MW wm o K W ®OA "R AT
T T | o7y o % A _ X0 K0 B n__lo GO
WX mo M_M o o ) w_.,_lb 4 . N @. ~ MM W B W<
LG v BB ® 94 x =T & woo T
F oo o T B Ew X g T oo o Ry Ko B *©
X@OE_OC_HﬂaLm s Eg%%p}maﬂo_@ﬂﬂﬁm
A R wmﬁu;m_@an%zw
TE Lo e L Ew T E R e Bk T RT
o o N i J) N T —_ o] = - —_ ) X0 X
©ow R Woo BT O T z ® oo - I TR
. ooy e 5 . o X . X
T M Y _E/L ﬁu x Ao o BB o g 3 v_r 1 WM _LL: W X g
v 2T K 2N LA R m_yux%agwag
e 2 x ¥ x° TGS o o] X T o M N
:i ~ . © ,m_nx_ ,ﬂl.._ < N Mﬂ ﬂv_AH i o o ﬂA.O gt \le N -, N —
ol A s A i Ag1ws@qﬂ::
g T L E Mo g T g Moo 4 E 2 F <K
waglv;ﬂo 7744%0_0_,_vyiﬂn i
Ko B N s & w Lom oy P S S )
= spo o T N o nAg o Mo X o A o M W WP
X - = o Tor - . ] X Tl o 03 -
v B 2K BR . T = I o = B Ho Wy X° T
O i oF o T o5 " o ) 7 i
wwaﬂwdﬂ@% 1auug%ix@ g%qﬁmﬂi
o EE UT_ %0 _UT Ea OL Ea ME o <® ,ﬂo or o _D_w_ w < .ul 1_,_Al X° A ‘mi ‘m_rb,
T e E Mo = o~ o R TR N :y S
5 r L it T P g% R 4w B2 )
| 0 p 0 == —
™ & g e W = I W P R Mg oy T Ro X o el
X! OW < N ‘u_,_A.o _ S = = Oﬂ —_ B O 1 Ot &l A_I 53 { == _r_l
= — G oy G HECY B Pk
ol o} B S o= R o O ™ op oo ™
Y B o M i~ — m o A —_ Hin ol
X° o) = o o] S N <o X o) T du X W= — B —_ o]
< 5 o = 9 X do F w W o o = © S 9 ;X e
uo Mr B mo o o 3. R W o _ 1 03 k3 - do
o o Ao X QAO__OLH%}%o@i%ur T R
< < R~ A A T F T R o| < M <
B o du R @ T X = % o iy d BT gr o o| B
k) HooBr e n ~ I ol o T T M N B oo W R
uaﬂ&ﬁﬂ%@mm%u@34@@4_&@ = T
» %@,qmnqo;;o@w BRR TR
~N X ol N ol =
dy ) %o H o) o = o
o B T RO RO B Ak
0 A TR RO

NE =
}E FAHLE, A

=l

aES
o 24

FRER

il

= = 2
(2011). AefA o] Arj=Fdo] AH|
= H )\7]'

A&t

1
1) A 2H(2008). AAIA, p.18

12) oA



}o]

0

o AA

o3}
o=

W5} A T FA 0g A

al

o = B K F T T E oy R A ™oN AR
,wx:_.a.l .,WA.m.o ;Lt,mﬂ,b._.Ul %ﬂlﬂ
o E T % ® W X ST
o o T -3 o W v K
= E W ow Do TR o m z 8w
e P ELT s d B s F
T o X W F g LW g = i
%QAV R g oM = e
o 2 T W F o3 MR & 0
nEE X el T @R E S = oy
®opop X o F T R o .
5 11 o o RR T
of- I X 2
ﬂﬂﬂﬁomﬁ o W Eomos om W&A
T2Iz % TP gePl S
= o I o <0
W X e < HOROE W e A
LET B 9wy XF L ow w
TR TR & Mo gom o TN = ¥ T
X 3 e <
SIS = T o R g g o
. 5 o - o op mp L W o o = 2} Bl
TR oW o oS TOLF on oW B o z®
0 ® | ooR o X T
m Huﬁ_l < | o I ) 4 L 53 in ™o I M T
I S R - R ow
b N I ¥ ﬂ o oy S
— T or
Wk g Lwm My Y REL e S
a O N T JﬂeiA < 63 o <
il NN A S T o ok )
T LR " M- T ofo g T 2 ¥
Tl o ° R P OIS CS i S R 8
L.mdiIﬂOTLI il J_/IHAA.WL .Wo MN%
:._ H7) . e ! .
R RL T g gas 0 0® S0y
MBI I g d R E g EgwS
— — ey oY L
5 mﬁ X T Yo FEw L ow mﬂm x © 2 % .
W T m X R W o KB g i GO
NP e e P T dxe® b g TS
-~ ~ ~ -~
T xTNITTHERR T . o.F S .
N T MW ORT MR OR oM ommT T T N < B8 I °
O I S e~ < K ©o B B X = &8 W

3

0

7}

=

[€)

3} et A, p22.
&, #FAT24(1), p60.

20069 352,646 ol A 2008 396,229 & &2

A A A

THRAE FdEs, FEAL
(2009). “A W7ol Bgvl =g ol

- 9-3-2(2010),

&(2007).
3

73
:I__r_

15) &A1&zl

1

ke

5.

ks)
i

13) ¥ 4-2

14) o] A



Au7F 2010 3593758 o2 Ul #AEAT HEFE 2006 2257257001 4
2008 227,329/ 2 F7bstAThzh 20100 201358702 ohA] ZHAs G HAEe
A2FEHE AU AF 242%, AA 34%, BFSHEA 552%, €A 17.0%=
Aobgt Aejoltt. HEF EXL 20~30tH7F 10.4%, 30~40th7} 31.7%, 50th7}

36.8%= 7H¢ Bom, 60th7t 21.9%, 70th7t 7.9%2 EEF e} gtk zEx HE
A T F 45, AETE 2 2FEH 2-1>3 2o
(£ 2-D ASANEY 55 8%, A4T2 2 FH
A 5EANY | 93A3 71e%
FE4E
161771 53.8% 30.8% 154%
N A A% | FNEAY | F3A% | 2340%
151774 1.3% 2.71% 31.6% 64.3%
s A AN | AUNF | FEAR | 3ENR
1,15774 17.6% 3.9% 25.3% 53.2%

AR A FAEYE E5 1A (2010)

AZANFLE AAAZANFANAN FFAFo] 936%E AAst, AEAF
o = Aoz UE
AEANR & Y7 178 $5 200499 1,928% ol A 20089l 2,486, 2010 <]l

268402 7 F/Hhn glE WALk ol AT Fo VY ABAF

flo

M3 Ay BEAE wkgdatA] Esta

3L
£

%2

m (

43t &4S 9% AL Ao} Ade At o= HE AHAH A Y
om AEAAS A7) 98 I wge e Aog AwET zeh}
A8 AGgTl QoINE Fasks A Qv o= AFBe, FEAY,

ol A RgtRol dobd WEARL BAAI] AL e B
Aglo] BaHolrh, FRE 200245 2010d6] AA Fu] 1218529 A4
of Al FEAME FAoZ FAAM, HAMAAL, WA, B

ﬂ%@,ﬂﬂﬂE,ﬂﬂﬂﬁéﬂi,%%TEﬂ*%ﬂ%ﬁﬂﬂ&% At S F3st

16) olAIH(2011). AA=E, pp.10-12. A&



201195 = ‘HEAT &3t FTFA N st AFAIF AGAH DAL
A 2 AJTSAG T AR/ AEAG AFSAY 2 Az dFA3AY
4109 Qo2 JYP3tzm glon, 201230 AFAF AddAd 3}
AE S A3 A% AdAZ R ‘HEAY 2 AR LAY E F

tlo
>
e
4

2
X
]

il
T
ot

n

[

3o

v

L

of

>

o}

°

22

[

S

s

Mo

2

i)

o

o

Ogl_'g

e

-

il

tlo

ft
=

il

AR o83 Zoh(o] 3 ol dE, 2001, HIFZE-ATIE, 2004; 4717, 2005
A4, 2006, AL, 2006, AEF-AAZE, 2007, ABA-ALTF <, 2007, B4 -7
24, 2007; A-e-aLd, 2008; o] 3 -FEF, 2009; ol T, 2008; e,
2010; A4&-#- A4 =, 2010).

AR, AEARL 419 mHsz AFBd, HEAY
122

A, AQEA(GTARE LhALBE Fish vlwstd FENYSY, HE
$9%5Y, A ApasE SoA WolAm TuHE Wy 7 F A
Ao &7 ,

AQEel 1w, A 15 WA ANAE 5 g Bidgos

go| WoiXm, A9 EHS BT ARGV Hrte R FFAFOR

17 NB73 9710 859(2010). A5 2 F27F G A=A 2804, A4l8.
18) 271973 (2010). AAHAE 2435 SHA L.
19) 255 2¢4(2007). HAA, pl2l.

_10_



rAdel g2 AdAstel BA gom, 4o

&
o AA, AT Aoz 2vjAke] Bl S8 v A2 Ayl

gxye REow Fold
Ea

Aol w8 AFolvh Au| 2} Az AL FA Rt e FpAel BE
3 Aot mARe AAdEele] AANN A4 ndem e AEAR A

MAEAY 57hA A BE GFEAIGD ek A4 00N
M dol} fETANE D ojgdU Fo uA BUL By F = 2

Zo) St Aul2EDol A ANHA T Q7] GTlFT FT2
_]_?]_

So) Ae&AT ol gqEE FEHo SefaA A
S

iz kg AN

4

ol
[Py
e
)
s
I
-
e
e
o
>,

&3 e 5 9= A Azdo] Bad

20) °]AIFH(2011). A=, pp.10-15. AQA-E.

21) AZ-mMLdE©2008). AMAAIGT A A AZE Au|AFgAo] LATE IAFHE, AT R
13 9%, TFE4ReIA - | 11(1), p1ss.

22) AEA-A2007). MM Mulagde]l AMAAL A 1l AFEe] wXe G B
AT, THEATF,, 12(1), pp.85-104.

23) o] AH(2011). AA=%F, pp.12-13.

||

_11_



A= 2HAT FA A ABAFOZ Wt Bastn wgh Tew
AE FETENE B9 AA%AG Fust FENARYES T hEe] FuiE
AFSRA, A2 NN FEEFAE & Agstel FERANE

2 ABAEY 9 2 oo A% AN HT Eol U o= #3A

59 o8y e 7} FIT(Foreign Independent Traveler) @ H|E o] uE= AHORE

GEht glow, o5 @A nF HBd= 9F 53 AL A
Aoz By g HaarFoY JWE SAF 5& T dBagow

7 FEZE gopba dvka vk 23 9% AMEA YR A BFAGE A
S Thgk Huhel oHWE =
FAZE] ¥Z4En da ok o dFAe] #FF Fo YA Helu
EAYPYE Ho=m AF AFHIZ JE UEEL, AoJAE(B22%) HFTEX
(37.5%), PHZEAFH(236%), FETY 22(200%), s EH(150%), 2
Ao EH(66%), HFsiFold(47%), #FARATU3I%), FH42%) To=
UHERRETE

53] dF ATAZ] S ALAAAG R FAAEE AL F 2uRY
FdaAst & Aoz Yegt2) agxn AFAFY wAE 438 weks Al

ANt ed 27 ANN = GFE Aoy HAAEE EHAFse LH|AEY

R

24) o AF(2011). AA =

%) SAACOD. BHFE FH AT BRALS B A7, TFRGSHIEEL, | 430, pX.

26) ol %8 o| 00D, A Fe] e ArEA L BB Yok, AU B, 1401), pp33T-339,

27) AN BAR0Y. £WEF BHAHE B AUAZe 9 2 Fogol BF AT FUFFA
FE FHoR, TAIAREIA 6(1), pp.15-16.

_12_



T o5 o W PR W R g W oo " T o oqT R T R U
< = T " r X = <
cTEI EpItETecc,z TSED,.g
T TS N A B BT
e ® o IR R I - PR o 7 T o
B W Moy = d g Pax T x e WY 5o
x ) iy w B 5 o i Lo X o oy {4 XO 8. oy N K =
SZeBw 24 e 3B o w pfo ¥ g B
B X o X RN N o W - NOB% T O oF
fits) g 0
aLﬁx%mrﬂ;ﬂﬂuE%%zawnawﬂﬁw_ﬂ%ﬁg
T 7o %° = - o} W = ] o ‘w %o o ! ~o Ay X Mur o _
<7 = R a Hdl T x < X o ~ &=
i K m oo e (=} o] o5 o = AN =K < W N
A . O I I A U G T B
Rl BT P RE YR gyl g F
TR o2 N T g L® g Prowom N X o
MHA ;,A %O ,mﬂE.#JL o %0 Tﬂa ,madﬂATrlﬂ_ iidﬂﬂomt}r
%Ltwﬁﬂ%gMOMMWQQMMHOMMM&M%ﬂw
x o > T T ¥ e g L2 Y B
SRR S R R T
=l N - WO ) o —
oW g oz A weoEK g < @ XoE X T S o
Aomanéﬂmdﬂxﬂoﬁ%:ﬁ%}Eﬂmﬂ%ﬂnﬂwzm@%zﬂi
S — e V] ) e}
,m_lm‘._llo,Ac,_,WA&ﬁwﬂxﬂi}ﬂﬂﬁiEHTaﬂcFﬂWEoﬂ
Ty ooz byl Bl de T o e ® o
.-~ o 7 - o~
AR T S - G S L I T
T W AW e Ty 8 R oo T 0 R gy L
R S ™o W g X Mo R of & & d = =~
AF B IR SR g T T Rk LS E AT
® mw . _ﬂ A T = < w N om W mwﬂw
oo XK O R T &®o g 8 G0 WHERpETD T b
S A O T SR B I I SR
MM C N S 20 B B " m_mo . Wo o o = P ook b < W o
TESOW o F T W T W R oo o T N B R o
ow ' om o % ROW W x° TR R W RW oy i
Gl rowr oo xR o) T Mo T RN T W R

10(3),

, 9(2), pp.157-183.

THegustaA, ,

AT,

Mo AR R AT
o

et

2443

_13_

Qe #g A SERVQUAL

kY

WA

o BAY 3
B

<t

e
(2004). d74A, pp22-23.

, 2(2), pp.17-32.
AF2]- 19 7(2007).

29) 2%7-7%7]
pp.111-132.

—
-

30) S 5(2004). A A Ee] St B AR,

28) 773E(2004). A A

3D



o Fom BgH oo}

Eas
H

S}
of

tol &3}

&

AA

R

P, A

3|

2 ol &9 #HoA AAHY

19 0}32

3|

ohf= Aol g7dEYL

ol

(2006)

%
AFHAAE

ATEAN =Y

S|
S

A4 7

StA T

2z 24

§_]__

So] AT} ojn)

!

W

Nfo

uze]

ilin

Wi

0
L

)

ATk aniEsh AEA

S

A A

A

g5e) Bgol

tol AR} A2A Y FAAAE g1 XY, T

MIEE

S

2 ZAE Yoy o E A

Ho

He A A A

%—)
T3 FAa71H%

3|

FEA 2 T

o
=X

<

AEA Aol

= =4

1 €] (2009)

24

A7 B A

A& At

;:(?]_

L
i oy

143(2009)

PR

[
Ein

FA T

84e AN

i
=

249 AR 2o

2 Epte

0|43} 2ol

=K

—_—

I

70
Ko

uze]

il

i

B
!

B
T

o

ﬂo
%

U

=

]

. 2

dEgu &+ 3

sgsgte AN e

-

o, 8(2), pp.222-230.

R -9-(2008). A AE B

o

32) o957

s mo\/,
.. B
_,T N
B -
w0
JI
S
T
S
0.
7! i
o )
i
3o
wo
‘m.o
ﬁo%@
oL
i_.m
=i
s
< <X
W
o w
A
~, .
<O 1}
wro‘mu_zt
=¥
48
UL
L W
SR
7o ol &
RS
m_m%ﬂn_
oT.Mwﬁm
%o B X
® M
o.w._,w_u,m.%
B e 13
H3 o B
o =
o o

A AE (2009). A

A3 A

_14_



ol

Mt
ol
T

A AAANTIE B 7

NI

el

k!

il
ﬂ”

"0

ol
e

g7e EE Ao AEN ZAT AS

oy

FATh o))

kS A B

Hg- [e)

AN 7] =
2-2>3} .

AYAT

}

0]
p il

A7l TR

[

=

2-2> A

oo

o

o

159

[e]
R

&

P

ul
AFAY AFAF B

93 A

1

e

=

EEEEnE

FAzA, AFEH9 A2, 399

23l % Mu]2FEE Aa

1

=
=

N
3

o

g, 97)-A18E
ZhA

Z
1

o]
H

S A

71-RNA B R0l A

3l

Fre e A, 4

TZRA

~
o
Klo
N

r

-
it

094<

=

b o

Ie]

e

A7

1+ 3] (2000

o] 8- 0] &4 (2001)

(2004)

w

17 &

).

HdE(2004)
8174 5(2004)

13

5(2006)

g
A

1=
24
=2
oy

zgl:

T HXE 43

J‘

Rt

E

~

4] FEemet AuH,

|

ot A
4

Sl 30

7R

A A A2
AEAGo] B4 2 BHLECRA 12 & dE A

=2

=

e
44
— 15 —

=

718 AZHELR ol

hus
4.

A

1

=
=

]
Ar2EZo] A7t EAE,

28]z}

(2007)
(2008)
(2009)

(2011)

=

<)

=
o

FATFES o ATt A

o] A

A
LI

EES
_]
4(2011) AAF=E, pp.14-19. A

Kl

A8

36) oA



il

A A

4720l

[e)

R

b o]l& tlguiESte] AR L Alo]H
ol gt

h 6N

==
=

(Eh
¢ 9

©

o

167040l 2L, 5Y A%

]

X

[e)

R

SRk

[

T

==

AZEN AEAZ
19999 AFA gEo ojupEr}

aAge A

<

,_H,Vl

B

N

7t FAZ AEHJATI) [29 2-115 2o

o

wK

ﬁo

&

ﬁo

084 094 108

o

o7

11

1oa

ogd

074

180
160
140
120
100
80
80
40
20

MK
!

AGAE 3R FAH AU

al7)

s

Al
©

k!

—_
file)

o

FA, FA AB)AGH Al $

)

—_
fiTe)

%

it

G

_16_

FEdh (2012, 59).

1

3l
S

@ A




3}

A

_17_

A8

TR T oW P N R ROW L] R
_— oW o4 TR < Mmoo
1H oy W oo T oo W__M ﬂq — o
R o T oo T T ‘o
+ N of = W ® o o T X
~0 oK m R W W <0 g oW <
X Gy ) o | ulo
g Mo RN W o N F R o %
0 o — — E_H
o O X T W OFT W o) ®OW wo | &= |
e = oo R =R % 4 7 o | P *
o ™ o] X] Ao * :T x° o Eo n,\w z]o _— nE
E#E E__l E#E H.wAO )AO H‘Vﬂ_ LAw_l H__l 5o WL | o) mo :‘w .wWL NrL
uooo. e W = <& = T I =
jul oY 7 = X 4 o) | i it
‘H ‘UI JH 7 > ZT ‘m - =K ‘ul He Wﬁ HL o | o o . 3 UT.E
al = =~ 0 R o gV i~ N - % o | © LSIT | =
_— G Mo RN a3 w 0 < | o 1| x| X M S| R X
S P E W o g G ST . w |85 5 |88 Ak
T o T . 2 =N g o4 ~ | =Y B o
T F T T < - |z
= W I I T A O R Sle
g X j ° N _ | %o |
uaa%.w_@rﬁoz_ﬁﬂ mawﬁWmMﬂw wfua@ g
LEL TP ww 2T L 5 BT b
° ° o B U T ~ H | o
T N T A ol S SR I 2 Ed
- S - I ) &4 ¢
G 0 -] B ,| 0
oome o gox F - X
F TR T ) : o ¥ I e X Y
s R x e 2 2 @A T e R
— A+ (-} %o FOF o B % ._\MM i A a
2 b= T S oW
0 dl 0 ~L ,:v_Al . . I I = _
w e et Bex  gw®ED ST ElE g L12(2
- R TR B W g ° T8 0|8 2| ="
Ne @r ﬂo o O_ ol _Z_I ‘UI b ..Q._._ _Jlo,ﬂ .ﬂ./l = w i = | Mo | o~ | 7
™ " o SCIE - S
oM = 7o 28X i
SO s oo R H ST ™
T TR W T OEm W W o o w W

(2004). AMA, p.204

=
e

26, pp.149-130.

38) HFA2004). AFAY 2uAe FERA ol &L B4 AHAE 2
39) #¥A-77)

40) sHFAt= () g3, 2012, 84).




N
ofm
>
0
1o
rx
gl
I
0x

D AdEge A

Bgiu e HHYE QGRS D7) AL WA L6 BEe] T
Mg Golok A} 2R BFR ATE HoARA wBAANE v, o
Sl AN, A, A9 T2 A BRG] FEH A5 A Gl 2u]R)
AT Aul2E HE-Tu 28 AR BAL T &

e
e
o
o
)
o
-|>3
fols
L
l‘
ox
M2
Lo
[ﬁ
ox.
)
>
N
L2
O
BN
it}
Ir
=
s
o
i
2
fo
i)

SoAbg ARolghs A BAE Egehe dde) FHoz sobd 4 vk 2]
of the gelsk Avpdstel wt SgREs Aol avlAREd hF AYE
o] wal Boh E@e on ojsEHn ek

ailAE B8 Fos e TFom FUA ANARE ) WEd 1
&9 FU3 Fre adlARFoEe WAA Hed, 2HAE A 258
ARA HiEs] BEE FHHE F YA YA Ase 3 F, 2
AMEe] Fosn B 5 Ak auARFT A, A, 220l Aol
Al 2 gtel A9 d5an Agan oz A ¥
Bolt WE, Y R AYY wAWHD FoRH 2AYEL T, A4S 3
ol we AP B o ASH AsAguAE FPehe o WL Juz %

41) BFAAH2009). THAAA GRS, A1 tlAL p3%s.

42) ©]7]1%(1999). TAH|A S| o] EF A, , ML AEAL

43) Z2EF-2Y5(2010). TYAAGA AR, , AL 7)EAL p3L

44) Zalman (1983). Consumer Behavior : Basic Findings and Management Implications, 2nd ed New
York : John Wiley & Sons, p5. A&

_18_



°o}5t A k.

2B FE ‘AuRE] 25 £TE FHAA FYFH dEte AFol
U AHl 2, otolt]olE Al ALE- B - AR e vEhtE AETolga A
Bt o “AAH Astet Nu2E 55 AMgEed APHon pEd
AAPAR A AL F S AT oI FFe MYHE 159 JALE
AHARolgt L A Wk vt ofH AFE ol &stuA T w o] &AH
o st Hu} AFd #dS )t L5 AHAES AN OE S22
AFAAL B, 255F FY, AGFA FAF A3}, JRFA EYJA

oS oFs}, AMgsh nEstEo] glvh &nja oA o] &

of A o] gdrE TlE Ao olyz mLAWE]
A A&EH o2 ved F v stk BAIAN2008) = #EAH RS oA
AR 4FE wAE 2908 AA E3-SdAE}, AIAS, FAAG, HE-H
o] oA ad FA, s, F7], A, HE YA ajle] EgH oz g
bl shglom ) o] 3T F(2008) ABATE EUE BF2u|RY] 9
AAA GEgS mXE 2o FAFHaA, NI Aol AEHA FHAG4No]
ATHL BFATE o] B (200982 AuAHFol# AuATL Akt Mul=E T
mate ATE EolA o deolrt AHEA B HEAZA AL e A5 AEEE
Au7HA] TF3E dde] EF o2 F3

o] o] o7 FAE] HAE FTEI EW, AuAPFolgd suxst Aste}
ME| S Fosts dHe Hgo AE &5, 49 B olld A3 Fuz
498 71X TP FEo2 FAT F J& Aot B HZ &H|AY )
A AFE ggsHAA L Jow AuAET AFEF] ARSI 4lshE
39tk @ AR FAME 2R AAERH 250 F ke sHA#EY #
Aol dg A olsizt A Am HAFFH o] WE o] Hi 9
T} 49)

-

1

45) L. G. Schiffman, & L. L. Kanuk(1978). Consumer Behavior, NJ: Prentice-Hall, A <3]£-.

46) BFAIAH2009). HAA, pp.182-183.

47) 0] 3]-AFE(2008). THFAH 2y, g HASEAL pp.232-241. A AL

48) ©]HL((2009). FALA B0l 2uA P A vAe I FIAT Ed e =
Epp21-23. AL

49) o] A5(2008). AHIAEA 9 A"F A, 57, £, AEEHd & AT dFIEH A

_19_



o
Fe mAT FASAL glom, Anjxe] 5S40 R Ut wEA &
HAR SAle &HAb F9 &0l AHAE BAE] Fu WeRA QT

A Agde &Ry oady 2 ArAe 3ol
24 &HAe Fgmd gE BE, Fiow, AFet tote BANE 53
e WEEe] oo SHTHD 1N B YolHE wPLHAY
of glol Fo® ¥ 5Ee vz BHauA dAARHGTH FRAY o)
we, g4 9 wE, 223 G50 BAE 20AAE AFAN Fad
AT FAZ Holgoh® =, anAASe] JFE MAE 29 T 2w
AARe £ AA% 2uA AdE A FsAgeldn &+ 3
. avlAe £uBAE Y A a6l oa) ZAgel MskaA Hw, ol
wel 2l AAHE WskaA Bohs

o1 HolA BT avlAe] SAFEA A A AAA el A FFae)
3 sE A Bre] Pl AR o€ dFE MA PR ooix e
of tal A&H o FAsck et

2clo) A Goluw, RA, BEAN A 8L AuAYE G xH
Je WA adlelw, ZuABE BHBHNA #3}

Foe FAste AR AU 2ol ojdEHE JHA, B, ofolde], HE

d)
off
o
°
:(|>L_'4

ol

o

2
!
¢ (o]
)
=2
fo
%
=t
i=
it
2
)

o A A =

50) N. Donthu, & D. Gilliland, (2002). The Single Consumer, Journal of Advertising Research,
42(6), pp.77-85 AL

51) 208 - AW A(2002). 2EAY AVEsH dd 2 AL BRI FAALbd vAE &
I, TeEvAREE R - 5(1), pp.28-41, AUE-

52) P. Kotler(1991). Maketing Management(6th ed.) England Cliffs, NJ: Prentice-Hall, A$1-&.

33) HFAJAK2000). TEFavAedEE | A8 tiEAL

34) AdAl £(2003). TaBIALAEAY ) A AEAR AQAL

35) AE35(2002). #HvlEH FPH v FejdllE HEke] @ AT A5t o

£

A AR,

_20_



o
ok
v
il
)
B>
I
sk
N
2
5,

2
-
2
_O|_14
Y
I
ol
ofo

ol
K3
%0,
2
e
r o
o
o
lo,
i)

e od Jdg gAaAY 259 4FE AR ded o
A Al 2u A JFL A AREEG, S, 2, FaSA 5L F
Adolgta Laths) EAIEE FA o g gdstA £F7FE ¢ Aok I
02 42%&dE F dxvky ofo uE AdPdH HFAdPIYo R EFHE

058 FARGL gAS A AR AF @} ARyt At g &F0
Lol dg wAA Foh wmEbA Jde] AGEE A
R dd A AEAE ARste gut 2b| A A AgHeR 7|y 94 A
AE FRlFtaL o]EY EXE ozt =He] Hasith AA, HELE T
A AE T Yo PYHE AAse AFL AT AEH
e AAE Sgtsor FRIAG. AEANARY A4S Aund
WA 7t FALEe] BRtE TEAAAAC won, JAARFHANA A
A7re] F&o] Adold 4 Atk 2T FeAAFA JETFEY e gAEUX
o A5 fart Fasth wEtA EFALEL JME AAE &2H-AHE-E
T AFE obet JlQle] AH|-AMEStE AFY FHldE® AR FFE v,
aYez AHEL 75 T2 ST YE e @l daEl ol
of dtch. ulAl, AuA aqldd Av|AFe FdFE wXE UH 200z A

A, A7re] AT S ALs)

o

¢

Add F5& FA8tEAM 433 WFo2 f=

LI

36) D. L. London, & J. D. Albert(1988). Consumer Behavior : Concepts and Applications, 3rd ed.
New York: McGraw-Hill, pp.331 333, A&

37) G £(2006). TavA YEE., AL xS ANG R ERE

38) o]l £](2006). TaH[z} 33% 4 Mg HEA

59) ZAG £1(2005). FAAM, AL



Z+ 18

__’%‘
%742 Fa WobEe] oA 2HsT AN 1 AnE FEARE A

[e2]
-
ZHAEe] A 4sh= A9 AF e BEdE Ve AP AFS A

zolmA s £ulA7 Aol olFIAE oA AN BTkt HAW el A E A
:T_L

Mz
el

),

30,
£
=~
2

9%
I
>
ﬂllﬂ
r{o
0>'4
03”:,

i)
lo
ox

e
=2
X
ne
rlo
»
e
o

32
rir
2
o
i
Ol
o)
©
1_.
ot
ui
v
>,
J o

FF, Aok, 2A el Atel FsA oz Hokth Aope ZH 2H|AEY 1
A E ¢t = 71 AdPA < 4ol ZF AW|AES] 11
gz FEldEA tehly) vo o)

_&

rlr

60) 4 A4H2003). =W AFa} su|AF FoldEe] B3 A7 AFAUistn geky MALske =1

61) ©]3H4] £](2006). HAA.

62) F. Revnolds,& W. Darden(1974). Construing Life Styled and Psychographice, Chicago:
American Marketing Association, pp.71-96. A 21-&.

_22_



o

=
=
424

H

3 2] o =}

3

R
| gle, 714, g,

1

247M¢] &Ao] A A HT}6s)

=4

©

3
=

Al

3}

)
’

[}

—

X
&

Jlo

-

4!

L5 R L o i

0|

il

&

st

S

8=k I PN

R4

ko)

0] o}

==
T

s

=

Sk

3

=90
==

A HYAT

;OL

o

%

TRkl

AP Aes TE

ZO

B/

ol
&

ﬂ‘”

;01_

ol
b

A

al7
ang

ol

o

B

o

o Auarl £2FReH,

y

s
T

Q

7@1, ", A, FETA, AAAH 2 o2 UER T
, &

63) 174 4(2009). HA=E, pp.23-28. A&

o

(2002). #B71AE

4

i

FEstadda -, 4(2), pp.143-159.
65) A< E70-792(2007). MEL HAV|EF

.701—0

64) 134

A

3
2

3 2] o 73

al

X
o7

_23_

T, 5(2), pp.6-57 AUE-

o TABAAAT, | 194). pp.285-301.
68) L&A AABQR01). =

66) D. J. Timothy(2005). op,cit. A <&

pp.113-130.



aEle] HEAD ol gol L WA 5 ol 2AEE Ee AmAHo]
£2 Egz Aved.
AL 35 shte HER BFF AFHLA e A, ol &)

Ago]l AFAFANAY Fojoi LT VT o) 3
A oA FrjelRe BUd W 2 BAINFEEL A
beta 971 WMotk mekd suEel o
ol e oA stedl o) £BF/NS AZAEL odsHE o Fas
B B ATl AL ASAG HY A mefsh 20E% AHE Fo Au2st
Aste) BAE AW IA B s &Y FAE e W

o
Aol AFWAWEL Tl £WENE AAH oIk ARH B Y
A AAA FAzE d@sd, ARAD, AVE, A2 FAY S, A

M}

A &, 7444 A5 & B e, AEF FrIEE S As A A

69) A378(2000). e #FA] EAH o] FAo AE AT AFTUTH AT =E, pp65-%6.
70) =317(2004). BAE AeEgo] WAAHAN Y FujdF v A= FF AP HAFAEAE v T4
Oi ,q]&q]slﬁ 1\4}\}6]—_141.:.5_, pp.ol 83.

71) 3v] g FES AL 2011). BAIE & FFAHY] FoE-
72) AF2010). AHWAG ol &Ate HAeEl&Ado] Mzt
Ab=E pp.18-24.

SER(PA) #3 A7, pb.
AgEe] vAe G, AFuste qEtd 4

_24_



Yukscl2007)9] Q7 298379 2uA4A5L F99 A% uA A7
g @ 5 gdom, a9As BAH §FA%0] £FBRAY A4, 74, 28w
P52 A Yol T THLAAL A4Sk B £BARAL &
G0 B0l AP A9 FAH ANAAFL = AoR 2B 5 9
et 2uAEe &9 F RS

2R A TS AAAS MuaE HE, AT 9 HHHor #-d s A
o FEolgtn AFoE W e des A= JAEARANE ZEAA

FeIhW AFEL (1994 2 AT e F o o AA
AR ES An|A7} 2R 32 =Z=AZ

Aoz st Aotk Au|2E A, Ful, Ag, B ALk FAelgn

_?,
2H| A7 289 STE WEAAZ Ao J|gste AFoly MHAE B
T, AHg, B AESEY oA o] UEE dFo® Aogd F gtk

A RdoA B dEAd BRE2 9424, e, E94(1978)109 2

i

73) o|1$-(2003). AAIFe] st wetel] vk AT, ARG AAATE, 18(2), pp.708-709. A <UL

74) J. F. Engel, R, D, Blackwell & P. W. Miniard(1986). "Consumer Behavior” 5th ed,(Illonois: The
Dryden Press), p.521, 71

7)) 9FY AL SAE- ol f-A(1994). TaH A FFE. | Ae AEAL AL

_25_



ot Hy M mpxuto g AR
dlfolr A%He IHAFRAE & FYuFs AEuSd BAE B
* o} pAste] oAbAA
g Wl Ae aste AE Aot nue] AF, TUE A% ANAY

g | 7 e ) A
S REEECE S T
X]' \X]' = ) J
S
AEHY
AE | AAA i i
EREFTIL AR R ;f;;
ENEEE e | 27 o
_ _ 54 2] 7]
22 | 28 47
ol
N

4 ¢ AFMQ004), 29 AEAYYFo] AF A7, AFdsta g, pB. ALE

[29 2-2]9 9FA AR A5ELS 4P, F AF, 7HE, 5 2 FoF
TAHe Qut adm 7Ee AFEEE FuixtEe] HAstd g AAR, 7
A, AAF L F3E 87489 5ol £dH Q) oI AFEELE TR
Edutre] Eoj7hA HI A7|dA A #F Tt TeREY wkg

Fl

=9
o2 A dvh. 2 Ade 299 SEFH Yuh F, AFelv BA=e Ay
EE X A,

1
o) A Fuige) Ae 5& et ",
AAFABYWE 29AYES 2A 2¥PE} T

76) J. F. Engel, R. D. Blackwell & P. V\ Miniard,(1986). op.cit. A 1-&.
77 AL5(199%). A" R, , AS 194 p2ss AAL-
78) A1 HF(1988). &M=L L@’d‘iﬂ"ﬂ gt FEdee FEd @3 AT, FYUstw diskd AAst

_26_



T OA ASH A6 wE, AuXEY #FoR FEIJAEY oF <&
2-4>2 AT F vt
AuAe] Fui s A, AFA a4 s e FUF B F, AT
SAYL AAA savtozE /AT ¥IE WNEH2gA AT F e A
o] Apdelt), o]t Tl E FA HEMAHLS AF R Azl g A9
<E 2-4> ¥R E o e

(1) A%} 2n0) MEAZHY, 2H14F)

20 3%
) A%< MEEISE FHAAE P
(3) FENNAH TR A
2HA Pg
@ ATANA TS Figad He)
o) E

6) R (F R AHE)

6) +%- = A4

AR AAFARS). ‘A AAAG) R ARER G B AT, FYUE o
g AN =E, pb AL,

o TolaE Al AT RS Welok stk kel wAlolTh gk

<HF 2-4>4 AFH vief Zo] FEPFFL L¥AAFT T stutolrt. B AT

M= 2HA BE FoA HEAH Add Wi HFL 3

£0h1 B YT
synozs zuxe FZPEL BlTe] wehd Bl A% oAt

9 =%, p6 AL
79) J. F. Engel, R. D. Blackwell & Miniard, P. W(1981). Consumer Behavior, 5th ed,(Illonois : The
Drvden  Press), op,cit. p.32l.

_27_



o d&e vAT 4 £ FastH sl HEAH FFRFA 2HAE

o) AAH B4 HIA SHULE Adsa ogAE YNE olHets] AAA

Zol FAAYA HEAdHo] o]Ffd F AH| A= SAAEE HAHSA He A

otf. AB|AE olEd BEL WEAQ W FHL B FAsA DD

3. MSAIES] MH[ATER|

1) Aul=7EA 9] 7id

M (valuo @ o® ST AR FriA Feg% HEH @S vehs
Hezd 4o wud g dedt e gassn gaga 442 7

AL Yo AT Ago] wi sfdol dHHAER kX g AIE g
AT =HEL Ropd R o]Fo|x §irhe)

80) K. B. Monroe, & J. B. Guiltinam(1975). A Path-Analytic Exploration of Retail Patronage
Influence, Journal of Consumer Research, Vol, 2, June, #21<-

81) HET(2010). AAl=F p.24. AL

82) J. C.. Sweeney, & G. N. Soutar(2001). Consumer Perceived Value : The Development of a
Multiple Iterm Scale. Journal of Retailing, 77(2), pp.203-220.

_28_



A4 QurHoz HgHn Qs AR A= FAR A9 P, wp
A M2 Mu|2FdF 7149 A AA(Dodds &, 1991; Fornell &, 1996;
Heinonen, 200023 & Hl 8- A AU Gololth. ol sk o] Mu|27t2 S

AAe oe FAY FAEHE Agss AAH BHol AulsrHe g
98 el ged Fag At Helem dd ady AXdGE A4 &
& olgolx ZRol} 4 S AR 29 AR WAH Zwo] EE o] 9]

4
b AL AHERPE Fo FRAO IPY = B S A
3

o2

sHA "o olgd A Ars AAEC] MHIAFES AT F A He F
2, "9, 2853 AvxE 57 A AEste 43S Azt AHE
ou|gt. I BER ol & V|22 st Mu|ETEA = o] ola gl Fid
S T AAH ZESUHIE Fste AAA JHAS v FAo Y 4B F
BddetA He 484 7HxE FEFE F W (Zethaml, 1988; Holbrook, 1994; #

&, 2002; WZFt, 2006, A, 2006, °lv|3], 2010). wekA JHAE F
FAel ek B8 Hejzte] e FAEH LHAAAN A #-
d FAZF 2E el @ ¢ U8 AAH TERE MBSt Al

TAHE A v gel F BEANE FFHOR 2HH Aok

N,
B o
N

i,
ol
el

N

ko)
>
=}
o)
X
.
N
ﬁ’,
rir
ko)
rl
o,
o
=
rO
«
=)
Kl
¥
o
R=)
(5 >,\1
19
o
Iz
ofo
_}I_‘
lo,
o

AR ERe] ot Ao, Ei, AHAFEAL ART Fo AN ALE 54

F A5, Aua AR LA Adfe] @ AL o) BT

83) o H(2010). FFAF AMu|AFHe] vix, wE H FAE vAe dF TEHFAT,,
25(5), pp.101-122. A1 &,

84) V. Zeithaml(1998). Consumer Perceptions of Price, Quality and Value: a Means—end Model and
Synthesis of Evidence, Journal of Marketing, 52, pp.2-22. A <1&-

85) W. Ettinger(1998). Consumer-Perceived Value: The Kev to a Successful Business Strategy in
The Healthcare Marketplace, Journal of American Geriatrics Society, 46(1), pp.111-113. #j<l&-

86) ZHEZ(2008). AMI=ZAA7F nANERT FAHR nAe= A4, TAN=AGTE A 92),
pp.201-228.

_29_



AFE S Au
o AuA Fd g nAY NG omstd, WA 1A AuastAel A

A 1A v gt oshrt mAel B oo EE mAclA AwH Aul2shA ol

k4
~
2
X
Y
e
X
=)

>,
N
)
rr
k4
=
fo
do
-
it
of
SN
>
N
rr

=
o HIE B F YA MHlA 5 YA 28FHE AN NE ¥EE
g ajstor I wabd mAo] FujstE AL AH|A ZA7F Petrick(2002)& A
U 27k 7 AlFEE Ashd Muzel wet kst vHE, A9d sb4, WA ol
Mul27kx g FATT R Bokth A¥HY ¢¥, AZ4dE AF F4, AF4€ 4
g, AFAY, 2, @84, Av, A2 2E, AFH X7 AuarixE 2
P4 Avhal BYTEs) o] da o] MuartAe AFEHE AHls g, A
Hl 28 AFsr] 99 g Mulade dste Hridn. aweR AZ4d
Mul27kx e Ao By 715, Addd o wt F

Bkl AFo|th8) <E 2-5>+ MM AVEA Jide] # APATES FH 3§
A ct.

ofr

€

it

o
SRR

87) B. Gale(1994). Managing Customer Value, N. Y. : Free Press.

88) Z. Chen & A. Dubinsky(2003). A Conceptual Model of Perceived Customer Value in e-Commerce:
a Preliminary Investigation, Psychology & Marketing, 20(4), pp.323-347.

89) o] AH(2011). AA=%F, pp.30-31.

_30_



<E2-5> AH|2=71R19] Ad

A2 &
Dodds%(1991),Fornell’s(1 |  Av|2=E23} 7129 ddBA et g v]&-dJAxde FAA
996), 244 - 243 (2002) #4
Holbrook(1994) 7|Eou ARG BEE AvAE] YA =9
Gale(199%4) AU AEFE AE} $9 AR ARE SHIA
Naumann(1993) a0 A &3 H]go| 7|xsle] mo] Wi HY
ao] Fste AL MH|x AATE ohE AH|AE B $9
Heskett -&(1997)
AiE
) ) AFHre M| 2o i3k Helmt o AH|AE A7 E) A&
Ettigner(1938 B 87be) AR
) =4, 48 s, 43 714, 493 A, HAd o]
Petrick(2002) JE PR
Chen & Dubinsky Adae] 78, AzZd AEFFE, AZE Ag, AF7HF ]
(2003) 247 g AA
- FA, gAY 22, 84, AR, AR FE, AFAE 77}
Sparks 5-(2008) P
ARE FFEH FH|E b 5 59 UVt A9
ZA 5(2008) _ _ _
A g dig =34 Fr)
X AAGA M e Mu|27kx = 7o) A& 7HEd fisted]
o] A1 (2011) B
AFie 54 2 #HY

AR AGATE HPOR AT} AT

B As dZ5o] Jom(Rust & Oliver, 1994; Ostrom & lacobaucci, 1995;
3

Heskett &, 1997), MHl& 8o FFE A= 2dEc] 25 MHL7EA o F

Fe v H 5 JvO Cronin & (1997)2 MHIAZFAE Ao = AYdATES

J. Petrick(2002.). Development of a Multi-dimensional Scale for Measuring the Perceived Value

of Service, Journal of Leisure Research, 34(2), pp.119-134. #|<l-&-
91) K. Heinonen(2006). Temporal and Spatial e-Service Value, International Journal of Service

90)

_31_



gt AA AN AMAEL BFHTL ADF Aol oY wen
A58 BAL FAN A¥2ANE ARRn Fgee, Q¥R S s
FA% 1 Au2E 47 8 AE N4z A AT

!
Azt AR 27t E F438H7] 98 HEE Heg JfEstd £4, 943 7t
7, BA, A4 g3 Auld H4 T 5/ Muj2rbA AAH2dS AASHA
b Au| =gl An|27bAd AgEre F45 ¢ HF ok AR dFdAE
Azt M 277 AuAe] Aujagrte] #AlolEke AMEE AR
(Bolton & Drew, 1991;Cronin & Taylor, 1992). ZA8](1995)¢] QoA x Xz}
d AulaEd, aANE qH 277 Feje e S mXE AoR uE

gk 4EH AFE £e7] AAME WS AAstE Hu2AE B

ok

Zbatolof #tha FAshUA &HATE QA S ME A7 E AlTEE AHA

2 e Tega sk o)Fgy-29(1999)2 A H|2=7EA 7}
MulaFd s aANE Alel & wWiZfdvs AMdE TSR, Ase-dAR
(2005)= Mu|2FRol A Zd Mu|2rkA e wjasts T wEiod 9Fs

"R s,

>~

—_—

£33 dA 5 o] 2tHOh & Parks, 1997; Baker & Crompton,2000).
ol 3} o] MulAvFA|e] B3I APATEL QoF3H <X 2-6>9 #rh B
AFA M= AU A7 7F RS FHE 7He] JAABAE AZFstaAF g

Industry Management, 17(40), pp.380-400 A 21§

_32_



<E 2-6> AH|2=TFR O B3 A FPAS

A2 AT e
Bolton & Drew(1991) AMu|2FAd o] Auja7ba]o] e
Rust & Oliver(1994) M| 27k s AR 2E 23 45 AR s
24 (19%) NS AH|27EA 7 R G TR
Oh & Parks(1997) MH| 2742 7F e 2Ed 2 2 ATES AAE
o] &h4]- 71 94(1999) AME|27HA 7F M| 2F A3} aARESRALel S f S
Petrick(2002) OEEAES 7H”E;5—}I% Z:] }j :1]7‘4;}2;%‘3’;, ;?j@‘i‘l%jﬂr e
Heinonen(2006) Mu|=gZe FEFE PAE aQdEe] Ax Au|a7X] d3E wH

j =
o] % 8- F=5(2009) Mu| 27k 7 nARED nAEHE FEe 1)

Aulzu Age] g AAH AAE BA A4E85E aAREC|
149 344 B5olx Fobd

o] AIH (2011)

SAYZIAE WANEE FAA FBE 117

AR AAATES HROE ATA) AR

HEe qu2E Bhehe 4% 39/1F 3o shtold, skt A=
F70) ARA AL VA7 WEel Be ATAS] AFE B
AA 3 oe el REE A7so] 23 Yok
MEL oE SR AT Ex Ausd Fud 2uF el o Ty F
Bolz AwrAel we B Auls Azl fa AAH Bk FAH

B7HE AAlste Ao AHoHn gatd mEtME wES 549 AFl o

o

3 AT FERARAL FAow, AUt

pad

N

92) el (2009). M E&@FolnA]l Hrteh AFRESE

rid



2 JoE R

OlAMRIIDE AEAG ol &R wFHL J|EHOE Mu|s FAE T
Ao Fo Mujs AFE SOl e AL vkeolgta AoE WY A3
ATFEY MEE <F 2-7>3% A

e AArere =, ppl7-19.
93) A<3](2007). TABIAE | Mg =AEFE A4, p28l, AL
94) ©]98(2012). AMFFF dHEH o] £ WE & PFoRo] mAE FF, AFHT Ty A
A}E+Q] =5 , p.31.
95) Z}“H“H(2009) AA =&, p2l.
96) J. Griffin(1995). Customer Loyalty: How to Earn, How to Keep it, Lexington Books, New York.
97) ©]9]8](2012). AA=E, p.34.

_34_



a7 I
Hunt(1997) AH|A o] HAaT Z|UFEYE ARG E4vE HU)
Tse & Wilton(1988) ARAA 7|get A E N4d 4 B A
Singh(1990) B AZAE 2487 Y93 A F g8 Ad3 2 F J= HE
] Qe vl A%l AT AREA AAAE AZH F2
Anderson 5(1994) - e ° =
TE Ay
Jloiek AZHE ARgre] QAR W 9F, 2UE 59
Walker(1995) * T e
A7IA 2 &8
Oliver(1997) 2H[A7F Ao &7 AP A=A dehit-g-
S A AL (2002) AHE A3 o]Fd A= AN
o] 5-A - 24 o}H2003) A BA g S
EAE ol 8Ae] nAYES /|EoE ANAEAS ARl
o A3 (2011) FA) o] 841e] 3’-7—1_ B0 2 MY|AE 485tz
T AAH W

Ag  HFATES WEo R ATAT} ATA

AR =71l s AlFolY Mujse] o] 8akql &vlxte] mARS FE A
FHor v FaAsL glov, VIR YANE FaF 8<le] Hu 9l
o fedA AuBIAERE ANHE JEH IgdHE FHs}EY F
a3 982 o 23 s I aARES vHAE S0 LH|RY dE
& FASVAE HA WeE Ba Y9

Woodside 5(1989)100% Mu|AZA 7 AYNE 2 o]&%w 7o #BAEZ 3
ofsl7] A AFoA TATNEZL MU A2EFFY Pk Alold Qe ZAWSF

2t Aottt e 2 PZB988)I0DE] Afoloj2 g V[E o Mujie FH3

93) A& ZHMLE©2008). AMAIG At AZbE Au|AFgdo] LATE IAFHE, AT R
XE J3 TFEARTEHA - | 11(1), pp.151-174.
99) FAE-o|FH(2010). MHAER AMEsgo] Al P wtETol Aoz nxE g #HI

AT, TnANEZFGAT- | 12(1), pp.2-20.
100) A. L. Woodside, Frey and R. Daly(1989). Linking Service Quality, Customer Satisfaction, and
Behavioral Intention, Journal of Health Care Marketing, 9(4), pp.o-17.

_35_



it

wEo| e

of MHlaFAuc WA Uehin

Eis

=

e

771 ¢}

A AH2008)&=

uf
bt §

HFTA=7F YEHA

~

o
%

—_—

0
0

o

B

59t 102)

2 T

<

AL
1=

9

i 22 &

#okol| o

o] 7
2} 31103 3 o1}, Bakerel zZo] 33 oA

Lo}
N

7t

al

A

1

o]

LECEL I

1
j

ilin

ol

oA ZAAA A-E

AT o g

ZANINE F

T
R

L
i oy

e 5o 7o)

7
h 4

2

]

H

e

’

o)

s
N
eH

fiTe)
)

o
o

olp
ok

K

—_
fiTe)

o
o
Br

—_—

—_—

0
X

0

al

Holt Zog Ueuthin 191 B

ol

195 (Jones &

S

Y

ool Fiz AT B

ATFEL 719
Sasser, 1995; Oliver, 1997, Reichheld, 2001).

)
M

!
~N

e 9

A

T 5 722 A

B

ol

93 BT EH, &%

1Y

)

< 7

,..,mo

ol

AEA el o

1.
-

)

A, AFAE AellA

Journal of Retailing, 65(1), pp.41-30.

Implications for Future Research,

102) ERATAR2008). HAIA, pp.147-148.

101) A. V. Parasuraman, Zeithalm and L. Berrv(1985). A Conceptual Model of Service Quality and Its
103) S. Taylor,

and T. Baker(1994). An Assessment of Relationship Between Service Quality and

Journal o

Purchase Intention,

’

Customer Satisfaction in the Formation of Consumers

Retailing, 70(2), pp.163-178.

104) o]A(2000), A= AF

v zpsk AL 11(2), pp.139-166. A9l

3]

P 279

G 2 #F 4,

105) 2 A1 e 73(2009). VB oA

A5, 10(3), pp.291-300.

_36_



v
Ho
rEl
IR
ol
Ty
Rl
k]
2
-
=i
il
=)
Ty
it}
Ru)
e K
=)
&
=
s
e
b
R
(S
S
—
)

106) ©]1% 8]-35-32(2009). M g AdE e} Aelofdlo] Aujxrpx] e}
A gl &3 A, TmADEAHGAT | 11(3), pp.123-138.
107) 22X -m L& (2008). A7MA. AL

_37_



VA
=2
v
00]
vV
=
B
rlﬂ
I
=2
e

F APAT

AT} AF &
Woodside $(1989) B AEZ ] o] g% Thol| ujrH4elE 8l
Bitner(1990) M| 2F ol Aol we} P =7t YERG
Taylor&Baker
AU AT Ao] ATt Mg
(1994) JH| ~FFdo] ATk A
Jones & Sasser(1995), AR MU AFED BT dFord
Oliver(1997), Reichheld(2001) F3ke

AAAN FdE M7t E A4 LAk o]

E2FAAH2008) BRAEL L, HEQF2L
AEF(2004)
’ 43 BFAM Z4H 71HE ER ZA A AJ¥ke %]
?ﬂ?‘fé%(2009) —J—L:g "é'—w’] ]"1 ]'Z] oﬂ 07%"[ [elxel U]X
A B (2009) TR, ATHE, FAE 2 EFYFETH 2 AU P55
©] %4 8- ZH-E-3(200) AEAG de LAFEE DANE At s Fad
o] A A (2011) AEAF o8] aPARoRE Qv AHE

AR AYATES HFOE AT A

ol
P

ioII:
- =

PEAEe aHAEC] Ad it Hig HEE 3
2 YehgE M09 oA Adow Fojd f it} ls)

71 #AFE Aol e #FA B dis AdEsE A =e F3
Jrg 2HA Fujols, = PFAE IO E Forojx] $rhim) Aujxprt

108) M. Fishbein, and I. Ajzen(1975). Belief, Attitude, Intention and Behavior; An Introduction to
Theory and Research, Reading, MA: Addison Wesley. 791§

109) ZENF(2009). £33 iAol #FTEI] Pz A 3 QtF FIFHE S FAHL=E
TosgdAt, |, 23(4), pp.29-80 AL

_38_



A

s

al

&
A

5
of whzt

Ba

FAY HE

o

o W77t

A Gmg zopd Aold,

]

k2

HjAbe) Felelst gAE 5 dtd ABAEH 2R Abole] $

meel Aol

)

%9

Al

A

}

hi

171 W&ol wHAEAA 7P F8%

] o

A

of o) e wom Aol APAL AF#A}

=2

IS ] e

0]
p il

Aol 4 2 X7 v
e aulRe] A

AT A2t

3

it

2 ol o

T

o o|£% 74

=3

ok

o

o

I
1
%o
N
[mt

—_—

0
"

&

o

o)
o

Al

o

0
o
il

28] 9]

1t

[e)

A7 AR

5=

AR

e |

o] A

)} 112) %]

1

ko]
pud

13

A

=

it

b the 2vxe] A

S

Aok #=d

r

F0 9%

Age 74

of 1}

A Eo T

©

=
=

719 &

= ol 7HQlE AloldlA <

=
L

Ao 2A

i s

3

Al A Au ¢

[e]

T

T

~

0

)

—

o
T

=
=
ﬂ

=~

™
il

Marketing,

4.

1

112) R. Jr. Mittal & P. Baldasare(1993). The Asymmetric Impact of Negative and Positive Attitude
- 39 -

Employee Responses, Journal of
Level Performance on Overall Satisfaction and Repurchase Intentions, Journal of

111) M. J. Bitner(1990). Evaluation Service Encounters: The Effects of Physical Surroundings and
62(1), pp.33-47.

110) HE(2010). AA=E, AL




Fudelde ok, o]E AAEL odF ARUAIAE Bate] AT A7
Sol7 Ful9gEe WA B Stk FHe AR Ardozny A
g w oW wddolth an AR AR gy o] ofFold

A =g 5% 2 oFHE A
A B Aol BT
AAZ ARE 95 AgdEh

wetA] FALE AFREY vlgol ZEE A4S WA Hi AgEe] FA 94
Atk EA, FAHAAE Z A
A3}, AR W& AY e vgiHolA HAEdE JtsAe] o AR, FHE
Hewzgo] dojdrt, wEby FHLE 7|9 HAH Avxe g 9 AFH
mo] & 4FES wHh

AAFA At sAZHA A AFUANAS TopEl FHAE HAAY
ARYANAE e SEAET 38 o] 2 AFE FHstEE =g B
T A7EF4E 2xstdEA FH ARFUACAel AA wAZAN F8T o|fE
o vl ZHAZ A AIEHA T

i
_EL
_n
_L

\!
rlo
EIN
K3
>,
v
(i
A
n
i
M
o

(o
9
o
a
D
>
N
)
0,
9
L
%
Lo

¢

il

&

o2

2
AAS $AL W AoE ARk AM, TAA o AFY
=

W] 21 Hrwom Adsln Fz FHA EATE Aod. A
l|:L

113) & (2010). AA =%, pd0. AUE.

114) S. Tax, S. M. Christiansen & Christiansen, T(1993). "Word-of-Mouth In Consumer
Decision-Making, An Agenda For Research”, Journal of Consumer Satisfaction, Dissatisfaction
and Complaining Behavior, 6, pp.74-80, A 21-&.

_40_



N5
)

Tor

=
M
o
!
mﬂ
ol
il

0

¢+
o

ol

,..,mo

= vee] bkl

AE) 2ol o 7 &7

of Mul& Fufeol w

=]
QLN

o o8 Agss) o
e AP T 9

= H

3

Q

W

A

9] 7] uwjE o]t} 115

ol

Al

o —
file)
=
s
il

rogel

K
ol
Tk
fuy
M
ol

Tl

o
T

o
;oo
Fo
o|J
Gl

fuy

e
o
ﬂo

!

o

N

el

jpuze]

243 2uApREY F8

==
3

9]

= AH|

&5

PAA Znfabel Al A

S

47

A5 28] A

CRENC RS

s

o

T} 116) o]

17 918 S

e
= O

o

ol
o
o

)
fob
oot

3

tel 1 AFZA A Fo|v Au|2e]

S

o} 118)

[e]

H o
1O

st 71l

Marketing, 43(Fall),

115) J. E. Basteson(1989). Managing Service Marketing, Hinsdale, Journal of

pp.69-75. A elL.
116) A1<(2002). v]-§ ABj2 F40o] Ao Lomet FHEA

Fol B A7, FYPL

BAVSESI R, ppa2-35, AL

<

al ek
117) ©]27(2008).

5
5}

o] W5 g deaFel mA=

i A
H2SH

AbeF =5 pp.38-43.
118) - -aLd & 2008). AMAF 2nH| =] A ZtE An]AF

, 11(1), pp.154-174.

_41_



119) F74-d724(2008). AEHA=E
&3], , 93), pp.89-108.

120) 25 TH(2009). g #F2e] A7
AW A= p37 A&

_42_

oft



A7

\ao
o

713 =AM 9

3 )

Ho

%

B

Jo

"
0

s
I
5

-
e
B

il

Moz wAasol & A9

=

X1

=
=

Fe

oy

=T

ﬂo
%

9

AT

oo &

0 ZAE BRI} BT}

28 BRAL

714
7

[e]
e

1+

=

3-1>3

=

=

9 <1

[e]

i=1

oo

3

_?4

=

=

°|

it
7o ®

[

S

[2¥ 3-1]

A&

ba, of

S

LH
ol
=
K
A
u"
T
Kir
o
=r
11_
o
T
\
K
_j/.
<
T
-
0~
T
0
ur
or
ol
i~

_43_




2) 7Hd el 47

99 ATEYS FHOE AT BAL DAY Aol HeF Be AT

S Thiz) AE3(2010) A YA G o] & AeAEgo] Azl AWE
MAE S ATHAEY, ATEF AFSANEH EA T ARIE, A,
SR, e b AEAG AdHEAHA = Aolrt va shln12) o

ol FAFQ006)9 ATANE 27eEEe] AdEHe ATEALY S
FEAH] weh Aol7h Qi Ao Ve Ih® mey B dATE g

3 ge Hde Ags.

HAFQIDE AAAER A8S5Y% A, 15 2 gBo s B
o B ATNH, ATEAGA SH Wt G 2E2 qu 2 E Fol 7t

ATk st 53 A, Aas, PEUE, AALS, Fux 5o A

121) Z9Z2005). BBl o P} Hese] Bk AT, WAL, AT = E,

122) LE2(2010). AWAE o] gAe] Hu&o]l Aast AR vlAE FF AFUL e A
A} B EE,

123) FEF2006). 2712 E du&ds vk, 5 2 Prele] BA. FFAKHLE ok
AR =

124) YAFQ01D. FAA2Ex A9 7 A2k, w5 2 PEEe] 2, e2A )R o)
?s]- OJ pS| 1\].61-_,4 =5
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(3) AEAIE AP &THA]

MU 7R = 28| A7 A 2o g8 AEdva AZsts A3 AH| 20 A
7% Z(Zeithaml & Bitner, 1996) 22 gk g 8o gk Au|xbe]l HwA<l
Br7tE o330 & MuATiA g = AZE w=golgte HEo i3k iR
AH AL B HejolA vt X7 DHE #AE dv dirF o A7}
d AR|27tFo] AZd AH|2 FEET bW¢e W A48 MHATER = A8
ANA TAACE Wolgoli, Az4H AMH|ATFAO Azt HEYrRn =2 W A
Zrg AMu|2a7bR = RHAFECA A £ H o2 Q14" Bolton and Drew(1991)
© AB27EAE MBI 2EFE I v Abe] A a3 v R 544 o8 2
A= MEdT2E gofstan FAH R MulAEE, 39 F v &3 B39 A
&, 149 7|5, a8 IS Ao W] AMu|xsbAC g Bl
Hzbol] weh gdebd ¢ gt FASATID o]k 2 Asfdl] AT,
ATolM el dEAFe AH AEANFS BEHA FA8HE =93
7k, H)E gy mAe] dA FHe 5o A3k old fg FAHIE
(Sparks &, 2008; | 3]-3&&EF 2009; o|AHA, 2011)A E&stdom, 54
AE 2 FA3AY.
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AEFEDE 2HA BHFS FuE FA4 HAE S0 e ol FoiH =
wagel Agyel g v Az gu@ztm sgor, Churchil &
Surprenant(1982) A9 A w2 “mAjo] Tt A§AEe] AR JhsHe
W @el #ste] Pulul g AALAe] P Ful wme) AR B
B, 494 grzE AFIt Auze) B S0 WE WEe] Fow B

gt ol de AyelM & W mARtHold AFAGE WEske] AFolvt A

Iy

130) V. A. Zeithaml & M. ]. Bitner(1996). Service Quality, Customer Satisfaction, and Behavioral
Intention in the Service Factory, Jourmal of Services Management. 30, pp.298-308.

131) R. N. Bolton, & J. H. Drew(1991). AWM, Joumal of Consumer Research, 19(2), pp.198-211.

132) A87H2009). @ |~ Fdo] nARkETL AQubEel W& FF, FEStutishY MALEHY =

133) G. A. Churchill & C. Surprenant(1982). An Investigation into the Determinants of Customer
Satisfaction. Journal of Marketing research, 19(4), pp.491-304.
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( Hutchinson et al.2009; Olorunniwoet al. 2006; #-&<*, 2010; ©]<]
3, 2012) 59 ATNN ASAAT AAWE FRN EE3H Y AL A
=2 SA%AH.
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rlo

2H9E BE AL NAS AfoldA Aol Azt AFYANAL ofn)
F. 2HAE AR BOE AT o, AE 59 A4 AugdA AT
L AFsH = Aol Uvt.(Childers & Rao, 1992)135) = AH| X}

= Oe AR 49 dd EAY 29d 4Rosny ARE Y58 o
W, 593 Azt 9Fdo] BeFE Ao o3 Ane] Y= 2uA Au
A HHAS, 2008)139, B AFoAe] FAEE ABAFL

B oo U BARAL AR Faol xale] oA E: gAE AfEE
e AL doh olo] e ZAYEL (AW NLW, 2008 FAFAA

A 2009; AE, 2010; oA, 20119 AFAA FEEIFeH, 53 FAE FH
L2 ZA3s A

off

2. Z=AMMA

134) ©]%73(2010). 599 AHMu[2x FAEH o] Mu|2vtA], E 5} PFokd vXe 4, A5t
SuTjere A

135) T. 1. Childers, & A. R. Rao(1992). The Influence of Family and Peer-Based Reference Groups
on Consumer Decisions. Journal of Consumer Research, 19(2), pp.198-211.

136) A5TH2008). =€ HAAERS 4 FAAZ] AARE, nARE YFujolr B FH R
AE 9% AZUSLO A DA =T,
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29 a7 N ki FEH2 | F//2E | Scheffe
20th(a) 3l 43118 5.6059
30t (b) 64 43724 58248
HelA 1.497/.216 -
40t (c) 70 4.2905 50893
50t °l/Hd) 97 41735 69510
20th(a) 31 41806 53255
30t (b) 64 4.15%4 B4752 »
A 2.733/.043° -
40t (c) 70 3.9457 56867
50t °l/Hd) 97 39423 61911
20th(a) 31 38172 76902
30t (b) 64 3.7240 83999
Sl 198/.898 -
40t (c) 70 31476 15594
50t °l/Hd) 97 3.6942 779155
20th(a) 31 4.279%6 67822
30t (b) 64 42500 68516 »
FEA 54320017 | ay ¢ d
40t (c) 70 4.0571 60051
50t ol/dHd) 97 3.8797 65296

*xp<05, #p<0l

ogefe] W HeEAde HolE AU XFEAHEA(One Way ANOVA)S
Tt AR A3 AAHdA = tghol 202322 PP o] uwet HdEEAS
OE2A AZste Aer vEgton 53 dAAqd FEHAA HlHdES o A
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FAA 1535 126
A o 3 76 3.9342 65839
o] s 186 3.7133 7839%

Au] 27 -537 592
A o] 8 76 3.7719 83482
=k 186 4073% 66031

FEA 324 746
A o] 8 76 40439 69568

*p<.05
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29| BRR% N HE | EFAR | FYRIEE | Scheffe
A &(a) 23 42246 70641
A4 28] (b) 49 43333 55172 359/.699 -
38 o] 4Hc) 190 42588 61303
2 &(a) 23 40000 76752
Py 23] (b) 49 4,0000 58878 079/.924 -
38 o] 4Hc) 190 40337 59710
A &(a) 23 38341 87967
LIRS 28] (b) 49 40272 69334 | 22970067 | brac
38] o] 4Hc) 190 36351 79087
A &(a) 23 40725 78469
=R 23] (b) 49 39320 69382 1.205/.301 -
38 o] 4Hc) 190 40982 64765
#xp< 01
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=
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29l A s N ks FFAA | FE/R9SE | Scheffe
AETHa) 15 40311 56730
B 2 (b) 33 42071 60385
= A](c) 26 44423 54963
Ay o] A} 0 11950 22090 1.293/.267 -
H2(d)
Z1R(e) 18 40463 83589
71EK1) 10 42333 61964
AETHa) 15 40297 61149
B 2 (b) 33 40364 60302
A (c) 26 42538 55298
A o A} 0 28400 . 1.631/.152 -
H2(d)
TRe) 18 3.8000 63616
71EK1) 10 4.0800 71926
A EFHa) 1% 3.6882 81178
B 2 (b) 33 37172 67762
A (c) 26 4.2692 59643
A 2244 o] A} 0 p— 10 2989/.012 a {c
H2(d)
EB(e) 18 35370 92982
71EK1) 10 3.4667 75686
AEFHa) 1% 41032 67267
B 2 (b) 33 40707 68598
A (c) 26 417% 68138
FEA o A} 0 40000 621% 1.428/.214 -
H2(d)
EB(e) 18 3.7037 61452
71EK{) 10 3.9333 64406
*p<.05

T ESH wE APsgel FolAReME W FEAAAN 2zt Fo
Eo] 043, .0379] A& Hol FHiESR wet HJGF FFEHE d2A A
Zrate Ao R UEEth AT FaA, AHl2AdAE o3 Zolrt yEh
At A e 73 Aol E FEr] skl AFFH ] Scheffe 4

2 ANFGAT SAHOR FoI% Fol EA ggeh
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<E 4-11> FujF 5o g A9&d ol

EX Tl N B ZEAA | FE/a98E | Scheffe

FTEUE 185 43441 56268
F4E 25 40633 67481

HeA VIR E 36 41204 67213 2.498/.043" -
o5 3 3.9444 1.08440
71e 13 41154 70180
FTEUE 185 40630 60649
F4E 25 3.9280 59967

T4 7HEAE 36 3.9389 58323 505/.732 -
o5 3 3.8667 1.20554
71E} 13 4.0769 65594
FTEUE 185 3.7207 82060
F4E 25 3.7600 72979

A 22 7HEAE 36 3.3715 69939 .060/.993 -
o5 3 3.6667 1.52753
71Ek 13 3.8205 88192
FTEUE 185 4.1459 66464
F4E 25 3.9733 68665

&E3 VA FE 36 3.8241 62087 2.591/.037 -
o5 3 37778 69389
71E} 13 3.8205 64715

*p<.05
2) 7V 28] HAEFHAH

(1) AAH 543 Mujx7px]ebe] BA
AAH S0 wet AquAa7kA]el] Apol7h gl We) AFstdo. |A A
2ol mE AdYEAde AolE HIT7] sty SHEE t-testE AT
<% 412> TALE EMZEARE AR, ddd wE AB|2TbAd = Aol
=

el 23 (M=35474)0] /4 (M=33443) 2.t} B gkel E
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<E 4-12> A4l mE AR|&7EA] Aol

89l Ay N A B2} t—%k p3k
. A 9% 3.5474 69122 X
Au| 2 71 4914 028
14 167 3.3443 12479
*p<.05

AP Peo] WE Mu| AT ZpolS HEFE7] st dYH] X EAFEA (One
Way ANOVA)S 2Asch 2423 A3 efel Mulartx] ols f93
2Fo] (t=6.679)7F Vet =dl, ©A o M (M=3.5954)°] 7| o] 8 (M=3.3454) H.t}

MH s ZEAE W g A AFsta Al

<E 4-13> g e o] w2 A8 A7 Aol

Eeiy| SR N Hit EEAz -3k p3k
= 186 3.3454 04922 »
A2 7] 6.679 010"
A o] g 76 3.594 79892
#xp< 01

BAEAHA mE AMu|27tA e Aol FolE FEE - B2 (M=3.8333) &
Aol A 7Hg =& Hahs ez, gdgo 2 7JENM=3.4471), I+ 2L HA ¢
271(M=34320)9] &o2 Mul~ 7HXE =4 A 7stE Aoz YE

<E 4-14> FRAHA & MH[E7FA] o]

29l ARY9H N BT EFHA) =%k p3k
7Ho| EE 39 3.3910 63814
TEY - HEA 15 3.8333 74801
- VARE B 5 .35 . o
8] 2743 Tz 5 2.3500 29443 3565 oo
A YPAL 270 26 3.2981 71770
FAF/RA] 2 125 3.4320 74891
71€} 52 3.4471 58594
#xp< 01
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AN & 28N wet Mulaskx o] Aol JEAE HAFHAE,
FoFE 05(1=3.268)01 4 Aol7k gl Ao yEsth Higke] M A o
Bhd g5 12412 Aol(M=35168)21 Aoz  YEhgoew, 1Az7td gk
(M=3.2008)2 uYEh} &P ko] FHSTFH AHIA7MIAE Az =2 F Qs

<E 4-15> &3 QAR W& AE|ETFA] Aol

229l &% AaA7t N Eiki FEHA} -3k P&k

1AZE m)et 61 3.2008 77838
1-2X2F 164 35168 70664 .
AH)| A 71 3.268 022

2-37J3k 26 3.2885 20345

ML 0% 11 34545 74848

*p<.05

3) 744 39 AZ

it
&

(1) Ad&43 2ARZEAe] B

e ST meas | | fods
Heoly A 3.243 273 - 11.861 000
AeEy 047 063 046 745 457
R=046, R=002, ¥4 ¥ R=-002, F=5%
2R A 2,982 256 - 11628 000
AelEy 115 063 112 1.824 069
R=112, R*=013, &4 % R=.009, F=3.328
|24 A4 3.116 183 - 17.039 000
AelEy 033 048 113 1.8%6 067
R=113, R=013, $4% R=.009, F=3.373
AEA A4 2.908 2% - 12.350 .
ey 132 057 142 2,309 022"
R=.142, R=.020, 4% R™=016, F=5.329
*p<.05
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Abstract

A Study of Tourist Choice Attributes, Service Value, Customer Satisfaction,
and Intention of Recommendation

- Focused on Dong-moon Local Market -

by Jeong-A, Kim
Department of Tourism Management

The Graduate School of Business Adminstration Jeju National University

Due to rapid changes in society caused by the open market and economic
growth, the utilization rate of traditional markets is currently decreasing and
they are being avoided by consumers. Thus, we should consider the impact
tourism resources could have on traditional markets and use the characteristic
of "destination of tourism” as the most important strategic direction for the
activation of traditional markets.

The purpose of this study is to investigate the effect and difference of
choice attributes preferentially considered, and service value perceived upon
visiting the traditional market in Jeju, Attributes include personal
characteristics, satisfaction and intention of recommendation with tourists who
visit Jeju as their destination of tourism. Dong-moon local market visitors are
selected as the sample population and the survey is conducted with a
self-answering questionnaire, A convenience sampling method is used to
obtain respondents. Data analysis is conducted using the statistical program
SPSS (Ver. 12.0) and it is investigated by a non-sampling method, and was
investigated. Prior to hypothesis testing, the wvalidity test and reliability
analysis about choice attributes of traditional markets, service value, customer

satisfaction, and intention of recommendation are performed. Four factors
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derived from factor analysis to test the wvalidity of choice attributes of
traditional market are convenience, location, serviceability and marketability.

In order to test the hypothesis, the difference of choice attributes of
traditional market based on personal characteristics is verified. For the
verification of difference in choice attributes of traditional market based on
gender, women perceive convenience attributes higher compared with men.
The verification of difference in choice attributes of traditional market based
on age shows the significant difference in location and marketability and all
respondents in their 20s perceive it both items highly. In terms of types of
tourism, the individual tourist perceives it higher in convenience than group
tourist. For the verification of difference in choice attributes of traditional
market based on frequency of visits, a significant difference is shown only in
serviceability. In particular, it is the highest in those who visit the traditional
market twice. Those who visit it three times or more, serviceability
differences tend to decrease. For the wverification of difference in choice
attributes of traditional market based on transportation, the significant
difference is shown only in serviceability. For the verification of difference in
choice attributes of traditional market based on items of products that they
purchase, the significant difference is shown in convenience and marketability.
Two factors are most highly perceived in purchase of agricultural products,
while it is the lowest in clothing.

Next, the differences in service value based on personal characteristics is
verified. First, by gender, men perceive service value more than women. For
the verification of difference in service value based on types of tourism, the
group tourism perceives the importance of service value higher than the
individual tourist. For the verification of difference in service value based on
source of information, the pamphlet and brochure factors show the highest
average value. In terms of service value based on time spent on shopping in

the traditional market, those who spend 1 ~ 2 hours on shopping perceive the
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service value the highest, while those who spend 1 hour or less perceive it
the lowest. It can be assumed that those who spend a shorter time shopping
may not realize the service value.

The relationship between choice attributes and customer satisfaction of
traditional market is partially adopted. Among choice attributes, only
marketability shows a significant result in customer satisfaction. It is
interpreted that the reason is that Jeju Dong-moon local market has
competitiveness in marine products.

In terms of effects of service value on customer satisfaction, a statistically
significant relationship between two factors is shown. In other words, if
service value of traditional market is high, the customer satisfaction is
elevated. Various ways to increase the service value are needed for visitors
who visit the traditional market. For example, it is thought that if the
reasonable price shall be presented, and inherent discomfort and complexity of
traditional market shall be switched with scenery and customs, and
uniqueness of local market.

For verification of relationships between customer satisfaction and intention
of recommendation, a significant effect is shown. Thus, we understand that
the intention of recommendation is elevated if the satisfaction of traditional
market is high through result of this study. The measures to raise the
satisfaction emotionally are needed by reflecting the identity of region as well
as cognitive factors for traditional market such as price, convenience and
quality of products.

When the implications of this study are summarized based on these results,
choice attributes of traditional markets reflects the types of purchases made
by modern consumers of the times. Thus, since there is limitation to
accommodate the shopping trend of the current period with the ways of
selling and management policy in the past, market environments should be

created with consumer-oriented directions such as convenience or service
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while keeping the uniqueness of area.

Next, in terms of verifying the effects and differences of demographic
characteristics and customer satisfaction focused on choice attribute and
service value of traditional market, the distinct characteristics were not
exhibited. Even though the reputation of traditional market is not as high as
in the past and the atmosphere is in a downturn with less frequency of
visiting and attention, it is thought that Jeju Dong-moon market can grow as
a traditional market with high competitiveness if a growth strategy associated
with the tourism industry is established by sufficiently utilizing the

advantages as a destination of tourism.
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