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The purpose of this study is to confirm Customer
Voluntary Performance as a new strategy to improve
Service Quality and to maintain Relationship at
apparel store, to understand the influences of Service
Quality and Relationship Benefits on Customer Voluntary
Performance. To pursue the above purposes, I
designed the experimental model showing the
working process like: Service Quality - Relationship
Benefit-Customer Satisfaction - Relationship Quality-
Customer Voluntary Performance.

To accomplish the experimental study, [ chose
questionnaire method and targeted 20-40's women
living seoul. 721 questionnaires were used in last
analysis. SPSS 8.0 and LISREL 8.12 were used in
analysis of data.

The results of this study are as follows.

1. Service Quality dimensions of apparel store
were Reliability, VMD, Customer Orientation, Store
Facilities, Sales persons' Expertise, Customer Conve-
nience. Relationship Benefits dimensions of apparel
store were Personal Relationship, Prestigious, Psy-
chological, Economic Benefit. Relationship Quality
dimensions were Reliability, Immersion. Customer
Voluntary Performance dimensions were Service
Cooperation, Positive Purchase, Positive Participation.

2. It was found that Customer Satisfaction was
affected by Service Quality and Relationship Benefit
affirmatively.

3. It was found that Relationship Quality was
affected by Customer Satisfaction, Service Quality,

Relationship Benefit. It is appeared that the indirect

effect of Relationship Benefit on Relationship Quality
scored more than direct effect. This result shows
that Customer Satisfaction intervenes between Rela-
tionship Benefit and Relationship Quality.

4. It was found that Customer Voluntary Perfor-
mance was affected by Relationship Quality. It was
also affected by Customer Satisfaction. Service
Quality and Relationship Benefit are influenced on
Customer Voluntary Performance indirectly.

5. As a result of path analysis on Customer
Voluntary Performance at apparel store, it was
found that Service Quality and Relationship Benefit
influenced on Customer Voluntary Performance
through the medium of Customer Satisfaction and
Relationship Quality.

Finally, this study has a important meaning that
it provides marketing strategy on satisfied relationship
maintenance and customer satisfaction creation bet-

ween apparel store and customer.
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