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9 75l 22 94 EEE R
o4 Tusd Ran Yx ARl A AR BRI HeRAFES nA
zuthe A2 dilgeld, oiE B4}, wgERd o B AL sgoln
93, 3714 AdAgnchs 714 olggud xdo AFIT o}
w}am 2 R Aus pEe 3RS xﬂ B 5 gt doel O

ﬁﬂ

SEER E

1. Av|2FA F712 Y

AEHQ A" 85 ZEAANA 7|de] Mulze] g FEHE SuAt)
A AN NG AFA FAHot. 1 d AFAY HABEES T dHFS 1
e Fo. 39, A o ?Lﬂﬂwﬂ«]ﬂ]ﬂ*ﬂ BAe] BE w3
Aol el FFe Foh WA Mulx AZolge Az HAE FYH, A%
o) Hqulz zAo) g A7z el Aol Swan and Comb A
Adotel BEA Ao 271A 9 A ges Yrdd

e, ol A AZ5 ol nATF g P B A
FaohD Azl Aol Sl HFeol HAeH ol ARE ouin. F 3

1) Swan, J. E. and L. J. Combs, "Product Performance and Consumer Satisfaction: A
New Concept,” Journal of Marketing, pp.26.
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suA 4RZEH ASE 9o Axo] B0 AW BUHER HYE &
Ix

=3

»
o
v
o
lo
iih)

Y

\!

"
Hrt
=

ot
)
3
=
o
ot
w
rir
8
i)
N
>
ofN
B
o
)

37 94 23 IEEEER EEEEE

Aeie Al | @

Aty AMpjx ¢

Ml zdg B4 | zuRel @
AR/AE 3R 2 M A59axs
A

AEA ArE FAHR
A& F

& FH2 4

4 ;
AH e 7ol o
— Al 7t

2}&: Valarie A. Zeithaml, Leonard LBerry, & A. Parasuraman, Communication and Press in
the Delivery of Service Quality, Journal of Marketing, April, Vol52, p.36,

2) Swan, J. E. and L. J. Combs, Op. Cit, p.26.
3) Gronroos, Christian, "A Service Quality Model and its Marketing Implications,”

Europen Journal of Marketing, Vol. 18, No.4, o|A3., MulAzaAgre} B#HE NI 39
BHEYAE, Aeisty A9+, 1993, pps0-51, AAE. Swan, J. E. and L. J.
Combs, Op. Cit, p.26.
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PZBE MW2Fd H7hEAE GAsA gdd Exoz Mulz2g ATde
7—‘1‘"“‘4 MEAE ATstE FAY FHY MB2Ed 238 .
o]l 2¥E& H(gap)EFolet stx, Mul2Fd Frte nAe A u 29 2ZHA
Hl & 9] Zpolol ofs) AR FAsn Yok 53 1A AAd Hu2FRL

47k 2l A1~ o8 |3 , ]

gS st e Au2Ed Hrote] 9¥E v ¢ A0z Byt agm
474A e} Z7)sh wakel weh UMl Ast A Es Aol ()7 AR =,

of zpolol oJsfM MulxFA Hstr shsstaksn FAsH . ey nAq A X

e Mu2FALE 1A 47t e HdARA ez deide 359 A9

Wkl ol AFdda shth

A5=1(1, 32, 43 F4)
PZBE A&£d @7AAM AMul2=FA] 5714 Z(gap)ol didh Al ede T3

=
EYE AN ol AFE F e WS ZA8A

JEL Yl MuzEde FrARE BAPA 41 AL Ao

Au2E3e ds 1 F429L oAz Ed 2 38 Yo
aely Hul2Ede] g J1EH daggess ndel Jlud Anagds
Azg Au2FAe AelE Mt e HaAct: WM =de] 24E
AZsn ok e oledozt Tage BAHX oy Ax FEAE 1
Bo) Jlijsk Aze) Adol €58 + Avke Aotk BAN FEAFHEL 7)
%, AztY Ameon MuAEAL Bis

| £59
Bt Azl S AhEYA P
£ Aol Bgsidn F4sn Qe
M2ER dee FAMY FBS & 5 A 33, FYAG FA

shetg & goks FolA Alabs

al
S A9 A2 o] &i7|k grt ojzg mAEo & Ol 8EEE 3}
s ToM 7Hg $HHoR ol ¥ A& 2FH Aolujart obd HI
A Mojul 29 Aotk 187] fsiME ZtFold B9y 5 BAHEA AES

4) J. J. Cronin® S. A. Taylor® 977 Wi,
5) —}{"F AAE=E, 1997, p.30.
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#3359 NLEAE A2 FA 97}

A
A AFolt A¥z At 2AEQ g 23 U Aol ohvg 1
} 5

A,

T8 992 3 3d9 9, AETFE € AR T A

<E Agq Ml F49 FJrhrE
g7 7 & W &
=) A |1 AE8/nsdxz 2 3¢/249 3 FF7|H 4. 7]
23 71| 1 ole: 2dEq, A7, Ad/AEED 2. BA
Wy d =)L AgE 2 253 Wud) 25
W i & e | 1. elo]¥ ZE(table d'hote) 2. €EF}E(a la carte)
Mulz W | L aa 2 ma
L #4204 ¢le 2 712H € 2 A4 3 "HolE2d 97t nA4d

zZ 4 g = | F4(booth) 4. HolEH} 2x7} AF22 & FHA(fre-standing tablesand
chairs)

A4 AMuj el - - -
. 1. ot At 2. Bk 3. Agsich 4. @) 5 ol F g,

1. ¥ #H(pizza hut) 2. 2H o] (aberdeen steak houses) 3. B} o] ZL(burger
A& 3 || king) 4. oF(hungry fisherman) 5. ¢toj2= g (dayvilles) 6. Ea7]
(roast inns %)

1. slo] &AM 82 plate, wagon, platter, family service 2. AA 2 &=
A H] £ 1 counter 3. ZIAIA ¥z AHE A7), FHolol € Eolrte Ho)
L B 313 9 olgAw

=2

#+3iit Francis Buttle, Hotel and Food Service Marketing (Londin‘Holt, Reinhart and
Wimston, 1986), p.18,

48 b (William B. Martine)> AMulA2xe] H/AAEE e 167 &4
Hri7lEo g AASHD A ’\1”]i94 H7t71E 71434 Al 2"l (technical
system)o] EZgtEo] Qo 77hA] FA 847 Aok

6) FAd, TAAHAGZ, J1EA}H 1998, pp.183-184.
7) William B. Martin, "Definding What Quality Service is for you,” The Cormell HR.A.
Quarterly, New York: Vol. 26, No.4, 1986, pp.32-38.
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AR, Mulx9 APFHA(flow of service)olth. Au|x9] HAX7F HAA A
HE2 37 e AFFHAA oJu EEHT Mulxe dAA g A
2 &AM Ax ARG Had oA FHRAHoR FegTojor gy,

EA, BA Ay Z(timeliness)olt}h, TACZRE FEL we T AFY vz
7 aAdA AgHE | B ARe & A RS A5 olgd T A3

£ 7tA 2.
A & (accommodation)olth. AJH]29] Bajol Azl Qaol Helo] wio] 1ol

g Aol ope} ] a9 SFE FEAZE F UYEE 1t - A Fojof gt
YA, o A(anticipation)o]t}. E&FHY AFH Mu|29] HAvjE zAo] QT3]
Mol &2 A AFdol
A A, o} Al A D (communication)©]th. L, FALY A Abd s} 7

AR
Sarete] BACA AL 2T Yrtdgo] F o] FojR|x
o2 ¥ FF9 Mul2d EAEA Feo 2HBE F5 7 o
3 AY fAAE HeEstuz & dde FAst AgstA a8y
HEE Moo 3}
1A sol= W(customer feed-back)olth. AlFate Aul=9h AFol
o] &390 7IUE FZFAA FAEAY gRE FA &HEHo=2 Qlgol
st 1% FEotd AFTHIL e AMul2rt DA &FFF FA HF2s
A AETHE ¢ ¢ don, Al AAHN =EFHE EARE AAE F gtk
7+ % (supervision)ol v}, 2 A AMuH] 2 E—11]7} ANHoz A LA E
371 Y= A7) 67FR 8R0S &Aoo E A5t ZAWer & Favh Y
FE AAH Mulx=E nA FACAA a“é%l Ao &3 2AHY F Yve
FAHEY 8 E 2oy 9tA 247 FAF UTh

U

AA), B (attitude)o)th. ol® AFE LR I AHE HEE ZHE o2
/‘}E“’ﬂ?ﬂ A5 s g FFe Mul2E AT g E A3F2A H

g FASfF grt

4, 53 3 (body language)olth. A& izt A FAdS= 1A Ge]
2/39 @‘@'* A FFEA, vH, TH, & A4, T 5L TH 14E
< FALEY HES AAE S F U

AR, Bxe oJZ(tone of voice)olth LA A 3 T EANEE T A
Zd wpe} A onrt EEivh AYXA BUeta FAAHR Wgehal vas
R2E “L“\": AAY =g oulste Aoz FAY MuizdME gEo)th

adeg ¢Ae MH2E YA E MYl S5H ol T B7|A
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#3sd A EsdFE Aus £ 371

=
AR, 179 olZ& EF+= Z(naming names)olth. A9 o]

AL QzFRon AP Hoste gA 5 SEF v Ao
(o3 =

2 90 1=} h
T TET

= o
, ERNE FH2

AAES] AIHA %:r""ﬂ 718k
Aul2g AT P AEZ AT

QF#), ¢tl(guidance)olth. o] A7} AR L A E3tn T3 UE A
S 14L Y8 BAE Rola BAH Fi x¥Haes 49

AFste AFHF AnlLe dat] 2 AT NS 2

yo
2
o
e
o

A A, Aol 2% B EA (suggestive selling)olth, FA e Au2g AT
EHEL ANES AvigEdez ddo Fdie dujd €8 A3, B FIt
a9 AYYS 23 Uk 2HEg uMo] AsA FE AHlAE EE AFE F
gaA wel & AL 2FsE 4 FdFHoz dgtn FHlFH de Muxy
AMEL ZAEANA 28 FE Lol =88 A5t

o} & 4], 4|32 (problem solving)olth. mAo2RE A

t}.
pegA a8m A A
aoA AolFe FE dele AXE

Z(C. A. King)2 sgolu}p Ao AitAg Mujxe] FARFAAE A2
de o2y A" MulaFde ARE Hrhsr] At AFEAVIHES AHE
st 2He t2n A MulaFAe Z3%E FHrbshr] sk, AZERA VM E
S A gstn 2¥e BV Hosky] 9ste] 2BAY A HEE A} gan, £
AAMu 29 AHFaS) Mu2adFe] FALFTAAE LALT Aty ¥AE
BEA = AFA AvlzgEe] FHARFAAE nALT AN UAE
BEA 7l Ed BFHolea sArh® SE(C. W. L Hart)9} 71422|(G D. Casserly)=
AgaAE] F48 FA4357 A% kYo s <& 2>F 2ol FEEA AA
ATt

8) Carol A. King, Service Orinted Quality Control, The Cornell H.R.A. Quarterly, Nov.
1983, p.98.
9) Christoper W. L. Hart & Gregory D. Casserly, Quality : A Brand New, Time
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<E 2> AR BEY 2 97

=4
AR E g, BHESA B4, Y
3 ¥ AN 3F/RE SE, FAUsS
® g oA, B BA, AF
9 E: 91“ 23, 44
soup (&) : g, {A|, 472 2%
= F 4 8, N7 FedE, S48 AR

QA2 E3

4 EL S gaae 2, 2a. AN

A 7 Ay A4, Fv

e AEFY : AA, FAF, A%, 45
an =x AES WEFA : oA, A, wie, o, #7334
e AWLE, &% : % 8], Al

B of : ¢4, 2937, £3

Z}&: Christoper W. L. Hart & Gregory D. Casserly, Quality : A Brand - New,
Time -Tested Strategy, The Cornell HR.A. Quarterly, p.62, A}, “T A ju] 2
H7to] Bt A7 TR A=, 1990, p75, MUL, = A4,

AREI( D. D. Wyckoff) %29 AMulA7} =3t 9ulE Ao AY 19
stn 2RAE A7) 89 AR - ERAALE ATEe dde HAHI TR
g gewgsdin EAdolgt XY uigro] AMe] shEsicta WA ALEAMHx
o g AFMuAY EAFTFL <X o FEIA AA Y10
<E 3> ASEHE Jd¥AMN~ FARE

AF Au2FAT A AN AFA WS
Hzx A% nARAE 2Bolo] MuAAF2 AA}
e 8 AT 27 4¥olge] SEAF, 2F 4Foluld] AAFE
FE 23 SEATE 480U
A A AT FEF 580U ok, 9 T& AT
F28 AT FEZ 16% 0
T4 A F Agdg % 5Eoll AT
AR A A olxjut @AE 4Rl AT
A A 28 oo g

2Ztg: D. Daryl Wyckoff, New Tools for Achieving Service Quality, The Comell
H.R.A. Quarterly, p.87.

Tested Strategy, The Cornell HR.A. Quarterly, p.62.
10) D. Daryl Wyckoff, New Tools for Achieving Service Quality, The Cornell HR.A.

Quarterly, p.9l.
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#35d LT Aux F3 97

<E 4> £8AFT ARAMu A FH

QAN 2 FA QA AMAEA WE
Az 33 2% ool vl AT
&8 A% T35 58 Wl AF
Xz AT A2YEF 7-1080Hel AT
e AE SRAFTF sEolUl F7HAHE 891

Z&: D. Daryl Wyckoff, op. cit., p.87.

¥ a7 #sdo]l IMFIF A9s £ Eolyl Astd, Ao Fa
g g8t AAAQ Agurie ol2uolES AL Utk olo] AMsFAL
Brhstn nARSEE EAeE, AN2EAYstS 2ARE R ATvhe] Bl
d@ A7 Sud dot

2. ZAHA 716 N

ZAHE A EA W o Z(questionnaire) &2 1999 29 % ¥ 3¢Y7HA, dBEE 4
S8 AEL &% 1AL Yoz Ptk T FEYE AHEstq dRE
3208l Al AEAE wiEsted Ak

] 5UATYE ol fetRR, HEAE ATA Blo] 2
Aol 2AH HEA ALE 2HY 2ARE dd ME - HAFsdon, 2
& 2gs 343 B9 5o Fol AEAe Ve AAolE oz 2]

:L
L:E

(self - administered questionnaire survey method) o2 A A= o}
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g AEAT ZAIAEC o8 & 20187t FFHon, ddyg MERE
ntgo g 1 FoA Sgo] FAR An AFErst dojdtty AUHE HEXES
A 2] 3} A}

2 d7dM BEA FAHL ¢l FEog dAsYgon AL AurAA}
& FEo2E 100 £, ANAEAY Fo) FE 20, AAIHY = FE2 27)
ATujel s 5 370, F 3B Edoz FAsA.

Mul2Fd WS4 Stevens, peter, Bonnie J. Knutson, and Mark Patton(1995)
o] #A|¢tg DINESERV#E3 Yun Lok Lee and Nerilee Hing(1995)5 0] #] A&
&) 5‘13154%1‘4

485t AY 42 doin AYHE 4RE AP BERE 24

A &8 J
$83893 BMLS SEANINNY SASTEHS o) &3t}
<E 5> ABA 74
) e
74 Ztg 8 | 2
g 14¥ 27E 399 488 549 A=l
A 6 olgAE 7. MESA 8 ¥39 9 MIAZ 10 AFAE[HT
1. AR &) wfe A 11 22" Mula ZA34
o |2 B ¥R gj 12. A8E AN
5 |3 o} 7 13. FEHNZ AF3 24 A9F
A "2 714 1M &7 Bao] ug
=10 15 2% 3499 49 (4 |15 248 595 24 s
¥4 6. FUE JHW FAY &9 (o] [ 16 AAHY &g Bg g |HE
B7He [ 7. 2099 e44y § [ 17. 249 Folo] BAL S
A8 Az W[ 18 A A5 F=A
419 559 =49 | 19. B Au)~
A 110 ASEA] Muj2AF |4 | 20. EWE Qo] Qe o
RE[ 1 Muze) AutHel wx * BT
5| 2 4emyEs wuye ux 3g| 2
bt -
Fol L ATGREE 2 AP 3 PHED gf 3
B -
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#%sd NLEAE Au= F2 37

V. 2N SHES

1 2A YA dur 54

=
ZA Y 4urAl B5A4E getEA sl NEEA (Frequency)S & A

o] <F 12>9) UrEM vpe} 2ot

M%oﬂ AAME F TBA 2868 F Aol 1728 R 60.1%°) 1, 44L& 114
© 2 44.9%0°l 6HD¥6}‘€— Aoz eyt

:Lalﬂ LA F 7|0l 138 E 483%°] 1, ] EL 148W 2 F 51.7% ot

wg $EAe] A#e 2040187 4 o= 14%°]x, 20th7t 123W o2 43.0%

i, 30ti7t 1 3%‘2& 39.5%0°] i, 40410l do} 468 o2 16.1% %ot

s BEHEE nFo)s/ 2WOR 7.7%0) 1, AEUEo] 83WOZ 29.0%

o]3, thEo] 118 0.2 41.3%°] 1, thad olito] 63 o2 220%% T}
SgAte] AP Aol 19922 6.6%, sjAFLC] 111H 2 388%, FFU9]

9" o= 31%, AEZo] 71502 248%0]|3, AAdo] 145 49%, stAo] 23

Hog 80% FH7F 1480 49%, 71et7t 25 o 2 87% At

<E 6> ZAZRY] dwrn 54

5 g NE (3) | v (%)
34 172 60.1

23 d "o
i <14 114 399
. 7E 138 483
22 n& 148 517
204 o] &} 4 14
Qe 21 ~ 304 123 43.0
31 ~ 404 113 395
404 o1 A+ 46 16.1
RE0)&} , | 292 77
st AeEdE 83 29.0
o I 118 413
L. ] gstgdeld 63 290
gy [ 19 6.6
ALY 111 28.8
i 9 3.1
2 A 7 2438
EEFEE 14 49
A 23 8.0
T8 ] 14 49
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2. 2459 AHYAZE 2 G AT

2 dFdAe AL AFs7 A8t 2E6E g3 (Cronbach's Alpha) 7|

g o] g3ttt o] AF At AHA BM9 sdQ WA dHAdd B8 A
et e 2oz FAHH HEE & F 5o 3

GFEFS AT & £ Je e BE R A3 E(split-half reliability) &
ﬂ.

3 2ol AFxgol Hed, A8HAE dHolHg B BE

>

—Ll

B o correlation Ags

T B with total alpha &
13. A4 o=y 3.39 0.5025 0.9230
14. $A199 B3 3.22 0.4596 0.9236
15. "% 3.31 0.4315 0.9240
16. A 24 3.38 0.2453 0.9264
17. A4% 3349 24 3.71 0.5227 0.9227
18. §4& 713 A9 $9 3.23 0.6473 0.9207
19. FAMY 9 &449 2.98 0.6261 0.9209
20, A 3.40 0.5874 0.9218
21. #5% 419 3.30 0.6907 0.9202
22. &g ATkl My AT 3.39 0.5862 0.9217
23. ZEE Mujx9 FAHE 3.43 0.5739 0.9219
24, 3T AMNA 371 0.4126 0.9241

2. FEUE g FAAF 3.63 0.5440 09224 |0.9251
26. 9] &8 Had vg 3.29 0.6666 0.9204
27. 2% 5¥3A B4 3.26 0.6706 0.9201
28. M &9 FadF 2.94 0.6314 0.9208
29. 149 Fulo ANES #S 2.89 0.6888 0.9198
30. ALY A3 7e) x4 3.32 05782 0.9219
31w g Aujx 3.39 0.6462 0.9208
32. Edd 7o) 3 o 3.23 0.6848 0.9201
33 Ayt oz MulAgE 3.54 0.6676 0.9205
34, AWtA o2 AgAQERE 350 0.5820 0.9218
35. A7 = 3.42 0.5816 0.9218
36. ATl 3.32 0.5696 0.9219
37, FHEH 3.23 0.6355 0.9208

11) 2%, SASHE EAMA-FARY 2 ARRAYE FHOE-, dold AA
1992, p.315
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2 A7e B4 2ARNE o g

EEAA Bd LAY 23} 349 29l FEAUL D FEAA N
VI3 HEAHEA, V2L 5T FAARLA), V23 FRY Hulz ZAHY
AFA), VI AL FEQ

(
HEA40reA), V3l we *‘l‘ﬂlf—(‘?_%"é)% AA
ol <E 8>9 ZHAelA V)€
@—?-‘4 E’i%*% 50 %01]/\1 73%7F A5
1.3%, 1.0% % 293t F 84%7F ABE = Uch
’?lﬂ* 2 9} (Reliability Alpha)s 0.440jdolm g vlwa AgAol =i &zl
t}. Kiaser®] ZE A g9 MSA(measurement sample adaquacy)? ##< 0912
A, dutd o2 FEAYEE ek 080]49 ghol FoIXH ofF £
g & 4 lom 1 gho] 05018 duE 1 FA Mg disf F
otk webA ZEAA o dig adEA dade v & A3 8 £ A

#3359 HaNE Mulzel 4 4 W E
] Q.

Ho
Y
o
y
ie
o
)
a
ol
:
o
=
=3
;

2
(i)
I
K
s

rlr

2 ol 3ol 89 HA, $4 - gAY - w3, BA, AHY, AAE 49
dolth
<E 3> FEAAA diF adwEH A
NIRRT REE

L ) ] aem | dwE | Alph
|82l 1 SHA - 7Rl - W 61 | 044

18 348 7td FALY & 0.83 053

19 FAHAY &4 29 0.82 0.62

26 A A9 oo g 0.78 0.61
27 aAe swe =Y 073 | 08 |

28 AAHe] &4k HR odF 067 | 072

29 nAe) Fulo] BAL ZE 066 i 0.73

2 EWe gFdgE g 064 | 054
ERFEEC ] ____' 13 | 053 |

22 okE AlZbel Aula AT 058 050 |

24 Bge AL 075 | o057 |
C mapdz AR eAg AT | on | o0& | o
a9 3 494 0 ii ) 061
C13 AR A we A . 078 054 |

14 A9 %3 } 066 ‘ 0.63 \1

15 Wit 1oz 1 066 |
1T 339 s A 1040 '\ 050 | j

F AR AEE( Over-all MSA):= 0910} T}
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3 7] B M (regression)< ¥

]

n

ojp

f{)}:

&

|

bty

4r

7l gt AgEE Rew 3

o

o Wt

= A 2=
T AT

]

E

0
T4

X
of

-
7
4r
Mo

oA SN, & SYase

Tl

D AN 2EAT BEo] BARA

g

B

% “}\‘1 B]

7HA1

Az detel HFAALNL AA S}
A 2Ed B7h 29%F 21

A3 p<0.01o A Fgkol

oy

AR

L
L.

oA
o] BAHeR {o% Aoz dehpon R-square(dBH)=

24

£

46752 e
dstee 39

=]

2

k3ol M

- ZFA Y -

2 vEhn, e J1(F4

—
s )
S
A =
S
Te)
& o~
%
©
5
)
5 ©
@ )
~
o de e fa
N LI EI
&N 0]
ﬂwomlo
Qe
olo|lc|o
™ SIL) SIS
el ] o] BN A
i
= el
Qe
Tl ololo|o
oy
umo
olo
o |
ol =
‘O|‘_®..“MOUMO
£ |[ =g oY (| 1O
ou_wo.l._oW
E|<] ™
)—._mo
B
<0
z4

?l, #REALE, WAL, 1997, pp. 198-199.

5

%9

K-
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54F vl $2 37

o
i=]

#gsd 4

2) AUl 2FA% AT el #ARA
| H2: Am2Fde AFddsd §98 932 72 Aot |

otholth. & 714

2 03 2

E

ko
]

K

-:cl.

A 2EAE AT S el

LYY
fa

7H42

% p<0.019)

puyl

A Fgkol 23572 JEhd 2 2

57 2do

RS

3

\

B7e9e shef

R-square(2 % 3)

#A 7}

iR

ol
ok

)
o
ok
o}
‘umo
B0

Aoz yvetwroh 2J1(F

10> Mu|2F 23} AAAFujol e

<3

-
.._hm 3
S
¥ =
=)
o~
] 0
o
= faN|
V
8
o)
& &
iz 3
o~
: ol <
[{e]} —
% Q| S(218
D..0201..
Sl 2ls
=) )
ﬂmngz
[ =92 <
T3161
4
T Llolm
SIS =
FlolSla|S
=y
o
oo
—_
||l
R I e
&amq._aﬂo_o
Lm\ol.N‘_,wJ
.1,..2..0,,.
|
_,r_hn;n
| -
4 |
]

3) WEF AFohe BARA

Aujoe] folg g nA Ao,

D RAREL

3

H

17] $isted 334

Nlo

A

F A3 p<0.019 A Fgt

o] 60.160.2 eI} B BN A Fulo] J3FS n

0.30=

L
fu

o, R-square(d ™)

Ao 7 Vet

f‘g_]__

o2 {9

X

ol
M

T MEl 24

e Q¢low

oj

100

o <

N

Tl

SR

%

]

™
%0
O
o))
gid

o]
M

- 461 -



Culinary Research A58 2%, 1999.12

<E 11> AALEH dAA oo =

89 3| A A% Tt p#k R-square F& P3t
intercept 0.45 971 0.0001""
A e AREE 0.20 3.77 0.0002" 0.30 60.16 0.0001
A 0.25 461 0.0001™
F "2 #9%% @ = 001
B AFoAe A7 e A2 EA(path analysis)S E3td AZHUEH, 4=
ML AR AAMY AAFE FL3 FHEZEYH(path diagram)E v 9

AZse BAMEEe 2AA QAW £ AT 29 gEsE

2 dTFdAY A2 g3 2o
IANZ JFE v MuAFHe] F -

AU £2FZE SHPATE 3, 1 ADEE THHETE FAS 23 p<0.01d A
Fgtol 75242 Yehyd B EAdoAMe AFued JFE mxles AANEFE gots)
Ae A2RAol EAZHoZ fo3% Aoz vl oen R-square(AHE)E 035
ZEA AuaFdo] T ATZF FFE] ¥ UL Fu ¥ & U
<H 11> AE25F o3 o) oS nXs= EFo Jgkd

89 3 AASF Tgk p#t R-square Fzt P
intercept 0.67 2.77 0.0060"™" 0.35 7594 0,0001
e 0.84 11758 | 0.0001° ' i

£ §94% @ = 001

AT JF WA= 89S FPEHs FAAIR B0k
WA APETE 4RRE, A, AN2FLe SYEFE FI, AT RS
2 NS 23 p<00ldlA Fgtol 918822 U} B BAdAE A7

ofN
3
E
N

o] FFE vAe AAUNLE dofsiHe AREH] TAHoRE fs Ao
2 et on R-square(AE#E)E 0248 A Mu|AEAo] AQAFudzd 433
e 988 Fuu & & Yo

=4, AALEE SHHEFE 3, AFNYEE FTHHUFZ EXT AN
p<0.01¢} A Fgtol 120428 vely 2 BAA e AFuld Jge njxe AA
& et AREHo] A2z ¥ Aoz Uewon, R-square(d

- 462 -



#3359 AL RAE A2 E4 95

HE)E 02924 HATFol AFudre 493 & dF¥S Fu vz &
F Aok HEHe] A AA, Mu2FEE SEYRFE ¥, AFAEE F
LWe2 243 A3 p<00lA Fitol 75242 vehy 2 2N e A tule
Lo 4L vixe AATGEFE Hogse e A 5—*401 EAHcz Fod Ao
2 eyt o R-square(d ma) 0.352 4 f‘“’] FZo] AFujero] 433
e 9ge #vdn & F 3l

ol (28 2] 99 B8 ez =48 ¢ Aoy

<E 12> Bzugel AF AFoidl 43S vixe FLH S 4FY

£ AAAF | T p# _ | R-square | Fg Pt
44 | # 4 | 060 958 | 0.0001 0.24 9183 | 0.0001
2% | @AwE | 045 | 1097 | 000017 | 0298 | 12042 | 0.0001
% F o= 0. 462 0001 |
v F_d | oss 6 00l 4 035 75.24 | 00001
&% | AAwz | o032 | 667 | 0000l |
7 FY94E e =001

F17E p>000019 4 BE 69 &
( )iz T#S vk

- 463 -



Culinary Research #A|5d 23, 1999.12

)

¥

o

o #Ad #% A7

il

i

e

w

el

o=}
AR

5

ZAF717HE 19993 2¥ R EH 3¥71X

2860 2 A ch

KX
. L.

R, FEE

gl

B}

Pl =2y, A= %

3

o] &

, &AH 25 & PC SASE

ar

SEE

]

SERVQUALS ol&38tith 183 8%

1.
L

A7 AulaFE 97t
37kA 2oz AFHHNUT BIhE 37HR 2dL 2Q(EFE

EEYo] AAHNUT.

, 73
B
T

A3
=

stk e}

A 24

A,

3 AT el 2ol

A, AF7HEAMNE HEl2F

AetE gl Ao o= FAC] B ol

3} 3

W

_.464_



#dsd ALRAE A= F4 37

FaE3

QA8 qEAEA A, WHE 9}, 1998,

43, B FAAT AAE, LA}, 1993,

AEE sdAAEY AR AQE, WAZHAL 1999,

A9, ALE TS ZAVEH B, SE AL 1997,

ARAAM, “Mqul 2 BR 2R B3 AP Folystw wALsH =T 1998

Ased, “savde e8 Mu2Ed FHrlo BY AT FFYTonstm uAE
¢ =, 1994,

SET, APPY MU 2FEQ Hrlo] B3 AT AU E HAre Y =R, 1993,

HuA, “mAe A2 Frlo) B AT AFUGL A= 1995

&08 - A E, C Mulx do] BE AT BRFAT A175 1993,

ol M3 - AFEH “dyMuls EF gEo BHA AT JHFAT A 7F,

1998.

HOTEL & RESTAURANT, 1998. 9.

oA ", 1998. 10.

F47, 1998. 11.

Ayala, Gail, Edward V. Staros, and Joseph J. West. "Marketing Quality in the
Hotel Sector.” Service Quality in Hospitality Organization. Eds. M. D.
Olsen, R. Teare, and E. Gummesson. Cassell, 1996.

Patton, Mark, Peter Stevens, and Bonnie J. Knutson. "Internationalizing
LODGSER as a Measurement Tool; Journal of Hospitality & Leisure
Marketing. 2. 2(1994).

Teas, R. K. "Expectations as a Comparison Standard in Mersuring Service
Quality: An Assessment of a Reassessment.” Journal of Marketing.
58(Jan. 1994)

Yucelt, Uger, and Marcia Marcella. "Perception of Service Quality in the U.S.
Lodging Industry.” Journal of Hospitality & Leisure Marketing. 3.
2(1995),

- 465 -



Culinary Research A|5d 2%, 1999.12

ABSTRACT

Service Quality assessment for Food &

Beverage Product of Hotel

Seung-hee Kim

Most published work on product quality focuses on manufactured goods. The
subject of service quality has received less attention. This distinction is
important because some of the quality-improving strategies avaliable to
manufacturers may be inappropriate for service firms. Services are
performances, not objects. They are often produced in the presence of the
customer, as in the cause of hotel restaurant services, quality occurs during
service delivery, usually. in an interaction between the customer and contact
personnel of service firm. for this reason, service quality is highly dependent
on the performance of employees, an organizational resource that cannot be
controlled to the degree that components of tangible goods can be engineered.

The study has begun as a basic study for customer satisfaction-oriented
management in understanding the service quality 6f food & beverage products
and through a systematic analysis of it. .

The major purpose of the study was to examine the relationship of the
customer satisfaction and service quality in consideration of reliability,
empathy, responsiveness, tangibility and assurance.

An empirical research was conducted based on the previous theoretical
studies. 286 customer at first class hotels in Seoul were selected as samples of
this study. The time period of research was from February through March
1999, and answers were processed by SAS to yield frequency analysis,
multivariate statistical analysis and regression analysis. The finding of the
statistical treatment are frequencies, factor analysis, multiple regression

analysis, path analysis. SERVQUAL method was used the service quality
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evaluation methods.

After factor analysis, it was resulted to 3 factors. those were factor 1(assuranc
e - empathy - responsiveness), factor 2(reliability), factor 3(tangibility).

The findings of the statistical treatment are as follows.

First, the attribute measurement of performance service quality was affected
by customer satisfaction. Second, the attribute measurement of performance
service quality was affected by repurchase intention. Third, The attribute
measurement of performance customer satisfaction was affected by repurchase
intention.

The result of study model was followed, service quality was affected
repurchase intention than customer satisfaction. indirected effect through,

service quality and customer satisfaction was affected repurchase intention.

1999 12€ 5 o =5 AT
1999d 124 27¢ HFAAL
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