A

11 F

A






T

[

A
~

1Z H20IFO MHABIUES

o
HEYsA

SRS

B

A3

M

A

R

!

2,188E1)9])

20053 ol 1,2667] 4=l 4] 2008 <]l

2,0627 A&

1
T

Els

0

~X
B

Fsick. whebA

Z}A] 3]

T7F 2 HlEs

AT E ABAEHE ARG A

o]
B27} A

o
[CRE=1

R8s

gk ‘SERVQUAL' %

A B

)]

3

Eo] AHA

[——
1o

o7
o
oju

K

APl vl HE

=
y T

ER!

jlN

4ol

Vo= d7-23e] AAL A o

A&, 2009. 4 .8.
2) Parasuraman, A., V. A. Zeithaml and L. L. Berry(1985), "a Conceptual Model of Service Quality and

its Implications for Future Research", Journal of Marketing, 49, Fall, pp.12-40.

- 1589 -



0. A+ =3
1. o| &3 uj73
1) SERVQUAL 23
o] dAFdAe JEdFFAF AT AMHIEFEAS A f8
SERVQUAL 2&<& &Y SR 235 H T SERVQUAL 232 Oliverd) 2] 7]

A2 Jdd Ego® 1074 AulaFE Y 2AHe 45 Y= 9770 354 o
skl HEEAHQl gQlEAdo=m {3 (tangibles), A1)/ (reliability), &8
c1g 2z 2

4 278 &&E3 57 Ao
2 ZFofsle] Mu|A~FA FHriHEE JEEdY o] ¥ #HY, A -ExqH
el gz dg &853 It g

<EA>S ABFFAF ARG AuAFDAS ZH57] 915t SERVQUALE
=]
| T—

T8 HEWE
1. i ZEEAl F27F Je s
2. WiZE 2717F doh
34 3. wigte] o] AFEsta A=l F Hol o
4. 2o §H9} BEFo] THAg3i.
5 2% X3 ANE 9 PAF Id JRIE Z FH[FE O 9l
6. iFAA AF3H7IZE g MHIEE RIEA] A3 g
N 7. 3 olYG AEd A7 BT A S dZE] A HAS gtk
8. ol oFd AMuIA7F UASA FEE ATt 2 MHIAE A F s
9. INENA QA A&E3HA Mul~E A Fsta )
10. 374 AAR oz 3AS T o)
<g4 11. T2 GFol vimt= u2o] Mu|A~E 9 3pd 2143 A3
12. W= 18F 527 gddstA FrulEA 3l
13. 74t FFe] migo] 7H53it
14. R EL A 2SS Fo}
o214 15. oA &4} o ojul=y F&3ie)
16. AYELS 149 AFd ST & Ae Tws AHE /A U
17. ¥t 3 ygsiue] #4E zka Qi
T 18. I Eo] o]&3l7] HEg Aztol] AMuI=E A|F gt
19. ALEL2 34 A FAHo 2 FHS 7HA 3 st}

3) Oliver, Richard L.(1993), "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, pp. 65-85.

- 160 -



Hiz=H | SBSAE HZHES MUIAZHUERE 24

Abs| B ete A EAstE iRy @4 A4 44S wa gk ol ¥ d4
S syl A% 71 FY shurb dFEA el AFHR FAEANAE F2
AR E Bol o]&stAth IARAS AHFA(causal relationship) 7t &) et
= 7H8 stollA Ao o]fo] Hom AAl EAstE AMS|EGS Feofste MdE
o JAABAE A= R3vhes GHS 2zt o wepA ol AABAE

AAZQ tiete] vz FRYAARFYolgt & F Uk T 7]

=
of
et
% )
30

ri
Lo,
K
=
)
foflr
X
M
1%
o,
W
o,
i
M
1%
K
R
:?L_',
-

7 (simultaneous estimation)®d 4 YTh= Hol o
ZH(Fan, X<, 1999; La Du?], 1999).
e FHoz Aal of RAL v, AP, A, A, w53

353} 8} (behavioral sciences) #oF AolAl 7Aoot

o
s
I
-
BN
)
r o)
X
il
offt
>
o

5
279 ofe] 71 YFa
WFE ) BAE AgHoz mAbsttd 9 AgHT Aok
o] AFAME SERVQUALEHL HFoz T2334e Fgate] 917
A

o
=
A4S Atz st #9123 @ I#4(CFA : Confirmatory factor analysis
&

J

o
fo
ro,

o2l w7 A WMrSzrel BAS vl AFH Fe AU 2ARHL
e Ao= oust). o] BAe o7xle] o] AN WAE Q0o 29 =
MAS FosteE Frro g AMRHTHAA S, 2007).

o

Q,
-
=2
>
i
o
R
N
re
)
o,
r o

TR <a1>T 2.

4) T2 2 (Structural Equation Modeling @ SEM)2 &®H 25 (covariance structure analysis), %
AH4=E-2(latent variable analysis), LISREL¥(Llnear Structural RELation analysis) = Q1324 &4
(causal relationships analysis) 5 t}a M3 oz Edr}

- 161 -



ror
i
10
S
Ui
18]
]
tol
N
(@)
(@]
(<o}
im
H
Qj
r
S
!
e
a
ton

mad
NERS
2CkA
[ — M e
gy
DA
o O o

<> HEH ATnd

S BA%T) 5719 AWM= SERVQUALE Y S 7|22 AAEgom Au)A~Ed,
7HA] 2 w53 gE o] JIABAE £ Brady ] A7)}t Choid] AT0E o254
wAScZ 1 AZE AASHTE 183 SPSS17.08 AMOS 7.08 o] &3t A8E A7) s}t

ATRFL nPo R Tt L AT APk <1g-1>ol Lt gAlcE

5) Brady MK, Robertson CJ, Cronin JJ., 2001, Managing behavioral intentions indiverse cultural
environments: An investigation of service quality, service value, and satisfaction for American and
Ecuadorian fast-food customers, Journal of International Management, 7(2), pp.129-149

6) Choi KS, Cho WH, Lee SH, Lee HJ, Kim CK., 2004, The relationships among quality, value,
satisfaction and behavioral intention in health care provider choice: a South Korean Study, Journal of
Business Research, 57(8), pp.913-921.

- 162 -



H A8

H? : AL AHIEEAREE20S FAIT

2 FAELE AEFARSER S FAIT

i SRS AAFARFES0S FAAIT

H, 2 FRALE ANEFARZESAS FAIH

i AREEAREE L2 SHAYFLLA IFE 7
2. A5E4

SRS

rs

H= Al
o oM

P fEAL ANAEADSEAAS TR

= d20E2 MHIAZEUSE 24

3% o] AAsE 2009 10€ 19U +-H

2
1l vLau. A= 1
304717 oF 2Fe] AAAN AHEACE BAo] o] g8 TR 101 WHEALE B 72
2155 & H@Hggo] BA4A%H AEAE A9 20050t} <3E-2>= ZAME T2 7S
Uehd ot
<E-2> FEY T4
T )= R () | BIE(%) T e W= (Y 1] -&(%)
k=1 8 4.0 10% 11 55
Al o 192 96.0 11~20% 28 14.0
Al 200 100.0 21~30% 25 125
20t 6 3.0 A8A% 31~40% 32 16.0
30TH 69 34.5 ANEe) 41~50% 20 10.0
40tH 94 47.0 ﬁj] o | 51~60% 29 14.5
=
61%
12 50tH 21 10.5 o) 4 55 27.5
60t
o4 10 5.0 Al 200 100.0
(s
Al 200 100.0 e 0 0.0
.= 37 5
2= 0 0.0 oo 5 5
. 3~59+
TE 1 0.5 A8 gt 15 75
2] 3 5~10%H
= = -
A= 40 20.0 S . 32 16.0
o ;u; H)& | 10~20%F
0= 140 70.0 R 43 21.5
3t o] 20~30%F
o 19 95 o) o 45 25
309+
Al 200 100.0 60 30.0
o]

- 163 -



100w ¥+ 3 15 A 200 100.0
101~200 14 7.0 1~2 29 14.5
3~4 57 28.5
201~400 80 40.0 o = 550
o) W I g 7o -
=T 401~600 73 36.5 :’ ;j 7~8 30 15.0
£5(9) 6000] A+ 30 15.0 Clcha 9~10 15 7.5
Sl 4= 103
i 19 9.5
Al 200 100.0 ol
Al 200 100.0

S oA AHAPE 96% 2 FEF O E wol AT Bk AR Eg 30t 9k 40
7} 2+ 34.5%, 47.0% Z oS 2FA3aL U o]+ Peattie?) & A 3nl8) o] Aol A<}
2o] AFTAEARS ABALRARE EREe J9dH A ske B5s Btk o]d49)9)
AFellA] o] JEEL FEvet &RiAE F :IIUHQV\} A7 7Y B2 9IS VA= T
AZ vepdt) 987 JA84524F TFYHES B 305 o]/de] 30.0% 01 HA| A S
, 61% ol/dolgtal SHe AHIATL 275%E 7

FTY o ARAEAE TS 0
3 we NEE AAsn o

AMOS 7.0 AR&3ste] F2WAHA RYPS T 1A Ede] APYEE ¢
3 Q1A alEAS 3t faclEst 0 =

12, 13%5) 2 5o SHZEI=Y AH=s A
£9] Cronbach ,9F 4¥ o )
u A 7+ 9] AH 9] Cronbach ,#hs FTh <E-3>2 7 FAWHFTE9

9] Cronbach %< YEHTH

) Cronbach
g =
a

shgetel #740) ARetn gelgeel 2 so] st
9o g2} Bgo] Bt 725
7% ABZ4E 9 A BE Just g puiEe] A
el A AFEI2 @ AEaE weA Ade.
Ao AE| EAZ BAT A4S sl dsly] dla) A4S thar) 778
o ok Mu|27F QAEA] A e ARt B3 MuAE A gt

7) Peattie, Ken, Environmental Marketing Management, Pitman Publishing, 1995.

8) A, Al &AnAY, , A& 87, 1998.

9) old4, “fEvE} TR B e ATH A PV T Al FEANAE gigo
27 aEoighal, 1999.

- 164 -



d

A
~

o=e 2
887

.885

.885

.886

=

X0

O AMHIAS
1o

gl

=t
27

5 H20H

A
Al

[

=
[=)

SEe

MAZER |
HAl A8l

o]

R

N
el

i

)

o]

o
NI~

b A b MHI2E A5

pul

k<]

Zl

R

371 A

°©

o °|&

e
e

o))

o

NI~

=
]’:“_.T

R

~u

AE 214

o) 433 21}
].

AA A o) gAY
o

1

TH

o

o7

i

gaaTe 7

3% Qs

Nunnally07}

Z] o]
1w

q

A

il

<ag0>9 o)

1
L

il

AL, A

]

7 Yo

W

1 KMOZ% 0.72, 2l&E 0.0000.2

3]

]
E%

Atk Lo1EA

—_
file)

i)

el
-

sl FAA

9

)
B
£S

jlN
—_
file)

B
i

e

Aoz Yerdt

1

o
pal

2Hg

=
=

N
o
oF
oF
ﬁo
o
i

o=

t}. Byrne!?), Joreskog and Sirbom13)

1

<]
il

A A

=

=

CEE

2 &

MacCallum14) 2] A9

2 AMEStal A A (a test statistic) &= 2]

22!

&

wA

)
—
file)
Jm

mjn
H

O

K
jlN

‘L-_
0

", 2000 SPSS AR&AF Abele=w, 2000, pp.197-214.
- 165 -

Sample Size for Covariance Structure Modeling. FPsychological Methods, 1, pp.130-149.

Basic Concepts, Applications, and Programming, Mahwah, NJ : Lawrence Erlbaum, p.111.
13) Joreskog, K. G., & Sorbom, D.(1993). LISREL 8: Structural equation modeling with the SIMPLIS

command language. Chicago, IL: Scientific Software International Inc.
14) MacCallum, R. C., M. W. Browne, and H. M. Sugawara(1996), Power Analysis and Determination of

12) Byrne, Barbara M.(1998), Structural Equations Modeling With LISREL, PRELIS, and SIMPLIS:

10) Nunnally, J. C., Psychometric Theory, Second Edition, New York: McGraw-Hill, 1978.

11) ©]74=%, “Amos




St=ERI|Isgag 20099 S G| =03
@ 7
74
.80
@ =xom ouM
55
®
@ HHIAa a
69
@ 2HIHZ A @ "
72
@ HELEAIZ O A A
.80 °
@ il WA AEE 3 AHIX #SR0
OEC 0l
@ G AT HI A A1 2551 X P
e .98
@ R EENEEY
83
@ EEEE PN i @ 94
.90
@ PETERE=LS
@ DAGLSHLIZ A e
.86
@ BRIBHAIZHO MBI A
.87
@ InETVBIESP
<2y FERY QA0
H w389 FH3r+= P. 0.000, GFI 0.902, AGFI 0.886, RMR 0.024, RMSEA 0.064, CFI
0.963, NFI 0.921, TLI 0.955% Elstth 290 AGFIghS Al jstine w53 vk At
2 ggniw BUED. 2AHe) BAS BE ¥ 4+ Qe TLIS A8AAM 3@
ol EZH AT o] FEA o]~ B A FUTH <FH-4>v BAERF Y AFE A
TE YEdTH

16) A2A4E EFsd goz yehd,

- 166 -



B g5 AFgA5 7% SEREE:
7 p=0.05 o4} | 180.404 (p=0.000, d.f.=99)
GFI 0.9 °]% 0.902
A HFEAS 8
AGFI 0.9 °o]*% 0.866
(absolute fit indices) i
RMR 0.05 °]s} 0.024
RMSEA 0.08 °]s} 0.064
. CFI 0.9 °o]% 0.963
=28 A5 2L
oo e _]T_ NFI 0.9 o4 0.921
(incremental fit indices)
TLI 0.9 o] 0.955

Azl R ES, AHas), Fadel iy gdds gty sy FELEHF
(bootstrapping) & AAISIAH. FELEHD AT 2 WFEL2 p < 4= 59171 W0l &

Aoz felsitha ABe Wtk

)3 gz #X|(SMC : Squared Multiple Correlations)~ 4753 W] 2+ U4 A
ke 3 %7F O ARl ekl s AR¥HETEE Arishs ACR 3FEA gl

22l
ettt <3t 8>3} o] o] AFAA Y Y 3= AR Mu|2 HAHE A Q]skar
gEE 05 ooz dydo] =4 Yelgth
<3t 8> Squared Multiple Correlations %k
H FA A s F4 X
T 884 252 x| 4 665
Al A 965 APE)ilFt 694
S8 782 A &2 810
A=) 644 L= A H] 2241 453] 2] 2] 772
34 601 A5 3EA B 22 A 3 603
27} PEa9l 527 A gk hol| A H] 2~ 516
A AFA 765 FAs12 616
A AT ol A H] 2~ 650 P I BN G 479
a4 745 A B oh] 305
EAA] 633
o eulE 1 FE 818
g A= 543

- 167 -



285 20099 = G| =3

3) /MRS
o] AFAA AAHH 571X AV B AEER o, AS Ay v 2ok
H: FIAAL A 2FZANSE 908 FAI%T
A=z RE S.E CR P
FEA < WAZAAR2AEE =9l 567 065 8.703 ok
gt ARAE AN2FAVEE 291E FARG
AR R.E S.E CR P
ANFA < | FAEAFE T Q9] 613 071 8.586 ok
FLAAL MuAFANESE Q208 FATH
A= R.E S.E CR P
SAA < O AMH|AER TET Q0] 898 067 13.353
o SEAL MY 2FANEE Q918 FAJITH
A=z RE S.E CR P
SFA < wFAAHAEE =T Q9] 763 .069 11.034 ok
H ¢ FTAAAL Mu2EANEE 8218 TS
TS v BXS Q8] ASE 1E nAOY, gEZE] BF fFolshy FAl o
x3E Alg Zho] 09402 YEY f-osittar sddith
H AMEAZATEE Q9218 AH|AYPF LA JFFS w3tk
AR R.E S.E CR P
2HIBEQ Q] < HfAAMH|AER WET Q0] 1.155 101 11.441 ok

- 168 -




HIZR | ASPSAZ MR MHAZHUET 24
7Ha H~ HSE— EF ATt vAslk o] =&Fo] 7S Aty v <#-9>,
<H-10>= AFFAAY Fo89 AeFARe] 153 S YeRd #o|th
<E-9> AFFAAY Foid
A= R.E S.E CR P
AL E <-- FIA 1.000
2%y < {34 1.089 115 9.430 ok
AR Y] < 7534 878 126 6.980
AU 22 < AlF A 1.000
FAHNE < 2124 1.152 125 9.184 o
B EFSFA| ZF) A H] 2= < A A 1.025 119 8.622
A& B 2 A F < SHA 1.000
AR T <--- FHA 1.271 091 13.912
BRI A B 2 A1 225] 2 E] <-- 24 1.163 086 13.549
AAEJL N <--- T4 1.000
AAEA 2] <--- S 940 068 13.909 ok
oA U ENFE <o FAA] 1.095 067 16.416
AR < FEA 1.000
A A ZFA MR 2 <o F7HA 920 065 14.152
IAANAZNY <--- FA 1.025 063 16.246
F) o FAAFE 1%004 Foldh
<3#-10> AFFEA e 23 @
AZ F4 X
FE8A <— vFMu AT T 99l 775
AZA < | FAEAFE 7T QR 802
A < oA B 2AFEA TR Q Q) 982
T < U FAAEAEE T Rl 940
SEA <— vAAME2AFA TR Q] 884
WAZYAE < FFA 737
A < 734 795
AR FH] < FHA 553
ARIAAH < AZ)A 692
TANE < A1FA 785
A E3A 7o Mu] 2 < A1 A 718
AR 2| F < SHA 777
AT E <--- SFA 1900
vp I AR A48 2 8] <--- SHEA 879
AP <--- FAA 833
A AE0]2]4] <. A4 816
doulE uFE < SHAA 904
A AA <--- FA 863
A A T ol A H] 2 < FTHA 806
INNAA < F7A 875
282} PF Q9 < A B 2AEZ =gl 726

- 169 -



V. 8% 3 48

TE A2 FE3A Foksha

B/

e

Joll whe} 2m)=pe] Jtuf Rt

o

B

K
on

(6]

3}tk SERVQUALRE

—_
file)

xr
i)

)

wge] )

np

il

T Q92lo|th

=5 glojth

o= 745

g 5

b mA QT A AHl2 2143

WA, 21258 AH] 2, A

)

<0
&

AXA, AH]

wjAe] Aul 2%

e i

=X

o AH| A3}

ey
nR
H

=3 253, 2008.

13
o

H 8w TYE, AGAS A E 8L

[¢]

W2
TER, AN AEAI A7 B7AF T

!

KO

X

B

- A 83 5l
!, pp. 443~74, 2000.

A g9, 2R A sis FufdEel o

3] 2k27(2006. 8. 24.)

AT, F2714

Sk

g s= sl &

of th3k Bjr=s} X

we]ehg] A, 2007.

(Servqual) 71H <] A&

3

/%}‘\jl '/\1 l:l

G

- 170 -



o
roe

YSAE HR2UB MHIABRUEE

7z

HI

SRS

FUFAAED A8 AFHY BEAE, 2009.4.8.

Y], AR F e e 2HAe] WER BA  BFFAA LHAE T,
HFFEAT, 2005

°o|4%, “Amos HFE BF TEEFEA, 2000 SPSS AR AbEli=E, 2000,
pp.197-214.

oldA, “eutel FH AR A FAgt AFH AT YR 77 tiEA 9
FEAHAE Yo 2”7, uddstal, 1999.
713k 9], SERVQUALS o] &3 ¥4 osAu|~ F454, Z&5
=3, 2005
FH, e-X|HE(e-SERVQUAL) 8215 o] &35t HAAF e-GAul2~ A H7b: o+
FAXE TAHLZ- Sl =F, 2007.
FaAA e SAnAR, , A2 7137, 1998.

]
o 7
A, ABATAFY] IAFAHE 2 FuiEAd B A, FrIEFIA,

£k

nERE B

e

Bentler, P.M.(1986). Structureal modeling and Psychometrika: An historical
perspective on growth and achievements. Psychometrika, 51(1), pp.35-51.

Bielbym W.T. & R. M. Hauser(1977). Structure equation models. Annual Review of
Sociology, 3, pp.137-171.

Brady MK, Robertson CJ, Cronin JJ., 2001, Managing behavioral intentions indiverse
cultural environments: An investigation of service quality, service value, and
satisfaction for American and Ecuadorian fast-food customers, Journal of
International Management, 7(2), pp.129-149.

Byrne, Barbara M.(1998), Structural Equations Modeling With LISREL, PRELIS, and
SIMPLIS: Basic Concepts, Applications, and Programming, Mahwah, NJ :
Lawrence Erlbaum, p.111.

Choi KS, Cho WH, Lee SH, Lee HJ, Kim CK., 2004, The relationships among quality,
value, satisfaction and behavioral intention in health care provider choice: a
South Korean Study, Journal of Business Research, 57(8), pp.913-921.

Cronin, J. Joseph and Steven A. Tayor, “Measuring Service Quality: A reexamination
and extension", Journal of Marketing, Vol 56, July, 1992, pp55-68.

Fan, X., Thompson. B., & Wang, L. (1999) Effects of sample size, estimation methods,
and model specification on structural equation modeling fit indices. Structural
Equation Modeling, 6(1), pp.56-83.

Hayduk, L.A.(1987). Structural equation modeling with LISREL. Baltimore, MD: The
Johns Hopkins University Press.

Joreskog, K. G., & Sorbom, D.(1993). LISREL 8: Structural equation modeling with

- 171 -



st=RJI=Ysal 20099 < ofEH|

!
W
o
ton

the SIMPLIS command language. Chicago, IL: Scientific Software International
Inc.

Kline, R.B.(1998). Principles and practice of structural equation modeling. New York,
NY: The Guilford Press.

La Du, T. J., & Tanaka, J. S. (1989) Influence of sample size, estimation, method, and
model specification on goodness-of-fit assessments in structural equation
models. Journal of Applied Psychology, 74(4), pp.625-635.

MacCallum, R. C., M. W. Browne, and H. M. Sugawara(1996), Power Analysis and
Determination of Sample Size for Covariance Structure Modeling.
Psychological Methods, 1, pp.130-149.

Nunnally, J. C.,, Psychometric Theory, Second Edition, New York: McGraw-Hill,
1978.

Oliver, Richard L.(1993), "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, pp. 65-85.

Parasuraman, A., V. A. Zeithaml and L. L. Berry(1985), "a Conceptual Model of
Service Quality and its Implications for Future Research", Journal of
Marketing, 49, Fall, pp. 12-40.

Peattie, Ken, Environmental Marketing Management, Pitman Publishing, 1995.

- 172 -



