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7) William B.Martin, “Defining What Quality Service is for you”, The Cornell.R. A. Qoarterly,
New York, Vol.26, No.4,1986.2.p.33.
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10) E.Babakus ‘Dimensions of Quality : Method Artifacts,in 1990 AMA Educatiors’ Proceedings-
Enhancing Knowledge Development in Marketing, AMA. Chicago, 1990, p. 290.
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11) D.M.Lambert and M.C. Lewis, “A Conception of Attribute Importance and Expectation
Scales for Measuring Service Quality,” in AMA Educator Proceeding : Enhancing
Knowledge Development in Marketing, AMA, Chicago, 1990, p. 291.

12) J.J.Cornin & S.A. Taylor, “Measuring Service Quality : A Rexammination and Extension,”
Journal of Marketing, Vol. 56, July 1992, pp.55-68.J.J.Cornin & S.A.Taylor.” SERVPERF
Versus SERVQUAL : Reconciling Performance-Based and Perception-Minus-Expectation
Measurement of Service Quality, "Journal of Marketing, Vol. 58, January, 1994, pp. 125-131.

13) R.Kenneth Teas, “Expectation, Performance Evaluation and Consumers Perceptions of
Quality,” Journal of Marketing, Vol. 57, October 1993, pp. 18-34. R. Kenneth Teas, “Expectation
as a Comparison Standard in Measuring Service Quality : An  Assessment of a
Reassessment,” Journal of Marketing, Vol. 58, January 1994, pp. 132-139.
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69 129747 1097kl 24 Asisiglom, W Ax) 35090% 312007} S4slnl B4
B SHA 2400E A 2880 HE BAARE olfsiolch Al THEIY FHS S
Zelo] 647 (22.2%), 529 = 587 (20.1%), IFZelo) 327 (11.2%), 2F°13}t7} 13473 (46.5%)
AeKEZ-1H2). AR 4L Al g P Aulzs) QA Hulse) 4912 Fis
o 24 Martin®] Asi& +435e) SdolgAe] Huls g FLAAT A $AL SPSS
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L= g2 l I 250]3} g A
643 58 ! 32 1349 288™
(22. 2%) (20. 1%) (11. 1%) (46. 6%) (100%)

2. AI2EME

(1) E2Y sdMp|a 24

T MuLe g AA sk 107HAFell A Selo] MA3T gle A, Aw), Yo BAL
F8H 849 534 (Tangibility) 3 3 o5l Au|Ag AgsiA S8 5 Q= Au)A7)q
9] +4E& HrBsks A4 (Reliability), FZHAQ] Au2o] g2 nAg AgHo2 o703}
sk BlEs 9ol A w4 (Responsiveness), ZAA #4lzhe B2 dovl= Mula
71ed9] Alub ok} Alg, 2 Rle] zhiojo} & dlMo i #AIA (Assurance), A ujA7|de]
ZAA 71 &ole MEH BAFH Foo FAde HEAQ 571219 HEE FAoE FAHN
H oohgE zo

14) 2R, sigal, sdsuise] FA4E 349 gAbkh A Foiga =23 #1314, 1990, pp. 265-297.
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1) €34 (Tangibility)

FHAgel BAY BF ML 60.4%7 IUHoT Sobshin, 39 SIEE o
Folgolola B1Fe AW H7} vigo] 92.2%2 ofF L0 Ueht: By gwe)
ulge 2idelslel B wigo] 24.4%2 b B uebue

‘E 32 FHM 24
+ %?%17—;}%2% 13 238 % A
agAen | | 6(10.5%) | 3( 9.4%) | 31(24.4%) | 40(14.3%)
B o) o} } 5(7.8% | 8(14.0% | 9(28.1%) i 49(38.6%) | 71(25.4%)
0§ o 5992.2%) | 43(75.5%) | 20(62.5%) | 47(37.0%) | 169(60.4%)
S - — — - - ,* S — — [ - — —
¥ A | 6e@z9%) | 57(20.4%) | 32011.4%) | 127045.3%) | 280(100%)
*=63. 25321, df=6, P=0.0000
2) A3 (Reliability)

FTRFARIE] & AT ol okEd Ak AulAE AFsh=vte] el 65.5%7)
aFcetr SH3lgich o) THFIHE FARY E1F0] 92.2%2 FHH e ulgol 7zt
Tom B Sipe] wgL 23Folsle) Zdo] 17.5%2 ZhgEAl Jebdel,

CE 33> okae NS olgH MuA XB
+ 2| 513 =2 3 13 2305 g
gAY | 203.0% | 5(8.9% | 3(9.3% | 2207.4% | 32(11.5%)
BEoleh | 3(47% . 15(26.8%) | 7(1.9% | 39GL0% | 64(23.0%)
T oF | 59(92.2%) | 36(64.3%) | 22(68.8%) | 65(51.6%) | 182(65.5%)
% A | 64(23.0%) | 56(20.2%) | 32(11.5%) | 126(45.3%) | 278(100%)

z*=32.13786, df=6, P=0.00002

3)

59 ol FREH FAUZC] JltelA A @3 HAel Huzst o)Re] Zilel
A Aol i A Awzie] 59.8%7 a¥cT Sxbsigled, STUE Aviue 5135y
o) 2¥H52 89, 1%7F 2RThR Sgslgon, BolTolxx] ehths ulg-S 2Folsle xal)
Sihulgol 15.9%2 74 EoAeR Uehdon duelde] HAMulit TS T wef P=
e = CRETEE S

u}-2-A) (Responsiveness)

0. 001
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+ . 513 | 523 12 | 23 & 7
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WEolth | 6(9.4% | 14(24.1%) | 2(6.3%) | 61(46.2%) | 83(29.0%)
o % o | 57(89.1%) | 38(65.5%) | 26(81.3%) . 50(37.9%) | 171(59.8%)
3 A 64(22.4% | 58(20.3%) | 32(11.2%) | 132(46.1%) | 286(100%)

1
1*=58.71745. df=6, P=0.0000
NEETE

Aulz 7)ele] Ak ok 4189l shAAel BT Fef BAeld: 45.9%7 a3 e

5

scislglon B9 STUL o fHoleold Bde SFl ¥e4F QYA B¢ A
sl go] Fob S15To] 84 1% 52530l 56 4%alch 13X Wl ¥AH wige Wz
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16) Chrlstopher H. Iovelock Servnce Marketing Marketing-Text Cases & Readings, New Jersey
Prentice-Hall, Inc., 1984, p.31.
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17) C.W.L. Hart, J L.Heskett & W.E.Sasser,
Business Review. July-August, 1990.
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