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Ot FADIUCH 9 20| Jixle AMbBlA A
2 H¥E 4 U2BH(Holbrook, 1986, 1994),
tXie SX8 0FF&(encounter )0ILE &2 B0 XISXY A
HRust2t Ofiver, 1994). A SITHS| ZMSHNAM JHXIDt 2
HBote 282 439 FRRAO0IH(Barich and Kotler,
1991; Rust and Oliver, 1994) 0| &2 JiXle DX &2 ZHE R&ote 2
HH 502 AFHIUCHGassenheimer et al., 1998).
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Sheth et al.(1991)2 AHINE RTdl= JI2F AHDINIZE &%6e £R8
OI22 MYSIACE. 0IS2 MEHE 0ol AUMH ERH0| TUE 4 Us 229
SAHIIRIG 842 2HFEOIRUSH, 5JHX ARS8 IR, ASIE It
X, FAE ORI, XA JX, ZAHE JIX)J 0122 JIXRE 01810 UCH &
& JIXle ZNE S84, 4F/MUIAE AR[6k= A0 28 BHyD 2HN
ALY, IHAE, A2y, RS 22 SHN s 409 JIX8 0181 A, B
2 H20AM Olest HhE2 BE2 ZHRQLAZM  #HIGACHPetersonit
Wilson, 1985. Parasuraman et al., 1988, 1991). Al&E JiXie D20 LF§
AFRIE HO O] ZES0M DS S 2SN AJCH 2 WO FA
TC ALFABL HHLE2 AUIAIL AE/MHIASl BI ERE 2 ois
WeZ FED ACHPark and Lessig, 1977). ME IiXle 2 235 &
EHE 223z AB/MHIACI SHOZMN AN e 2o EXMAE g2 &
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e OBEUAN 282 & 23 Osd B HAC2MAMS EHEE A
SHZI0 A0 CHAN CHSE 0249 HIIMA D29 H&2 o = UC
(HirschmanZt Holbrook, 1982; Young, 1996). Sheth et al.,(1991)2 XIAIE )
XE MZ2 X2 MBI XA OISt SUE OHEAID|=E AE/MHIAZ

J

(X2 2 JIsLZ A=HD #ZYSE

HOZ Foystl UCH KIAH JiXle

o WEHASH S = & UCHZeitham et al., 199%6). OIXILOR XAH D}
A= LSS [ 102401 XEHGts A#O A§OZAN HYESCH 0lf8 HHAM
dEBSE ME/MUHIALY S0 WS QA HIN &S F= AR UF
0 ACHBelk, 1974). HEESH &wo A2 WO WSKT2 N st &
229 Adlzs uRZE JIXN FEE F= FUES ItXe AB0(CH
LeBlanct Nguyen(1999)2 Sheth et al.(1991)9) OI2E2 H=2AAH FFU

&
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MHIA JEXIO 28t

(1) 82X 28

=L e

29550 G= ANE I 6 | =2 HEC | 6
2 XAE DI 70 | ST ET | 4
3.010/%| 114 | st 8E | 4
4. BANE O 517 | S HE | 3
5 Z/EA0 G2 482 K 1820 | 52 ®& | 3
BRI 2124 | s ES | 4
7.2 JE %598 | o= =c | 4

BB SSTAE 20019 68 112 RE 68 22 AN AATACH, SUX
21T HEA 301YS BASE B $70 HX U ZTASHE L $ 42X
O SEXI DF A AL,
2. BHuY

SYXD 1SN 1875, 281301 1URE WESIO & 018 S} b

30
HEJCH, 0I5 s+ A2XE £ BIEYCH 1 = RE 42X= 4520
Ng2l SHXMel= CI0Ief DY(data coding) BEE HH™, PC SAS
(statistical analysis system) M3IIXIE &R0 SALACH, 012 EHIIY
2= M=H SH(descriptive statistics) TAS(t-test) I, ANOVA =4

2 225120

Ned SHZE HUISW HEBIEE A2 MEIRCH, R ARAS
IHetatol fIstd A8Hta 2L oi(cronbach alpha) A2IH S ASEHUCE
T-ZE2 ZR3F0 02 M JIXl, XA JIXl, 001X, AR X, Jt
A/FHN OE A8 IR, AISIE JHXl QRIS BREAIL &Mo| N, &
HE, = 0t AKER [(2XI2 HEals £HO2, MNIVA 242 LREE(
ME &HA I, XAE JIXl, Ol0IXI, HME JIXI, Ji2/E20 e A8
JHX, ARRIA DX ROISS HAXAI MSDIHE2 IEXE mgsie 40
QZ 2t MAl}
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V. 524

LA BIE () g (%)
o 166 53.7
e 04 79 4.3
A 215 100.0
EE 151 61.6
st e o4 3.4
7] 215 100.0
ES 158 64.5
= o 21 87 %.5
5] 215 100.0
TER 120 29.0
) f-24 plot 84 3.3
THEr JI2KE | o o 41 6.7
5 215 100.0
10 00 1900 0100 200F 92 XS 199932 15 403 (07)
' o

I 2000826 1814 120 (F)0) 242 ZSAYAI) Be &

2. M40 BHEd AS

2 HAME d3Y AES M AIRIT H4Ql Cronbach's a H%E 0|8
SIUCH. (E 3)0IMSH 20l ARE JHXI, XIAHF I, 0l0IXI, BAME JIXl, It
Z/BE T2 AEX IiXI, ASHE JIX QOE0 8 Cronbach's a Hl2:Dt
25 0.70 OI20IUCE. WmetM 0 XSS RUES sEH0 R =1 Lat
E2 MIATE UEHIHD ASS S20EL.

gt HE2 Eigd HEES #st QN2 JIEAHA(LeBlanc® Nguyen,
1999) Ol A EHOIE 600 AMUIA JIXl QU[OELESN 2 AXMEAE Xl Q010
o B 601, @TAIN JIXl QU0 28t Ha 43, @OI0IX QU0 25 ©
2 40, @BANE JIX QOI0| 28t M4 34, ®IHA/BEN 2 A8FH I
QOO 25 B 3, ®AIEIE JIX QOO & B4 40 & 2404 P48 &
E(XAH IR Q0 5) 28 = 11 28 MA)]I22 WaIBAUCH



olEs sgXxe| stMO] 21AlGHE= - 199 -
KHYIA JEXI0f 2st o132
(X 3) E28M0 st Az2d HE 21
o 2 MAN| == -
= 2 8= Ha3t Ha= HHAM -
Qo - © 20
ABHA | QTS
A(RSSA B9S2 2E8 SXt) | 5.30184 | 0.603375 | 0.737218
S R(ESS 22 2F) 4.85306 | 0.566782 | 0.746101
;E M“ﬂm A3(20ZY & RY SNV B2M S0/ 8% UZ) | 5.00000 | 0.354885 | 0.801638 0.786048
“j;l TlEig=E o) 4.94286 | 0.644920 | 0.727154 |
AS(NYR DEZO DE 2A) 4.94694 | 0.546479 | 0.751436
AB(BR 2R) 4.50184 | 0.529843 | 0.755102
BI(MER2 XA &S) 5 08571 | 0.543006 | 0.804257
FRUDSY I M 20 B3 . 0.586340 | 0.797412
AAE 4] B2( au:qj 53 CL : gn =) 4.97959 0812142
B3(XCiugY BX0| 28 BN ©B) | 5.13469 | 0.717308 | 0.727687
BA(ZSBEY W80 XZREY HXY E8)| 5.16735 | 0.718857 | 0.728804
Cl(&s OIDIXIJ M28HA 910} &8 | 4.76327 | 0.603588 | 0.700846
C2(TAO0I MBBAL &9 JIRION 2F) | 4.95510 | 0.626915 | 0.684273
OIDIX] 0.770122
10l CBHRO U 9ol BH) 5.44898 | 0.538047 | 0.732824
CA(MLH DNEFSS BFH0 L) 4.95510 | 0.522543 | 0.740170
DI(ZEIDSY JH= MR w20 28 942) | 6.12245 | 0.432853 | 0.821371
HHE JHRI(D2(01Y DOIES HEA J1Z) | 4.92653 | 0.727883 | 0.484117 10.752675
D3(CI2) WRBE +AUS B0t &) 4.56327 | 0.604958 | 0.641557
JHH/ZE B0 OiE BRO) ®E) 4.69388 | 0.615933 | 0.709661
O 2% |E2(X2BY A20t X208 M6 98) | 5.13061 | 0.637807 | 0.684348 (0.781730
IRl |E3(EEO MHIAZ BIR) 4.70204 | 0.607083 | 0.719145
F1(2E0 22 3HE] 45 82992 8F 8 [ 2028) | 4.53061 | 0.614439 | 0.719881
AFBI® (FD(2H)) 22 £201 22 wiigks 2201201 22) | 4.95918 | 0.667106 | 0.694712 0.784697
JIRI |FR(S38MR ARG 82 X2RSY INE ¥8)| 5.19592 | 0.578823 | 0.738291 |
FA(S1H 0190 BEL Z22YE B0IEN &) | 4.54286 | 0.510306 | 0.772396
3. Hc2t Xo| B4
1) 4¢
(B 4)= 82 AHA DX, XA= DX, OIDIX, BAME I, 2/ZE0
G AEX IR, ASE X QoM et BZXIQ T-Z8 Z2HE HAIGHD
QUCH
28N 0.05 SoALZ=UA KA JIX| Q0 Q0] dE2 X012 =02 U=
HOR LIEHGCY.
C2 501K QoMM E HIDA 52 TIIg 8N RUE=E MO Hi=8t 2u=S
LIEHAD UCH
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(2 4) 2HR JtXI, XA X, 001K, BME JtXI, JHA/SH0 G2
I

AEF X, ABIE JHX] R0l Gig 88 &4
g4 2 Lt oA o A T D
8 g o o [=J
1LEQEE0M @2 4HME X 5.01706827 | 4.82278481 1.3583 | 0.1756
2. NAH DX 5.25000000 | 4.91455696 | 2.1534 | 0.0323
3.0101X 5.08283133 | 4.92088608 1.1812 | 0.2387
4. BHH I 5.24497992 | 5.11814346 | 0.8370 | 0.4034
5.014/220 G2 A8 It 4.85140562 | 4.82278481 0.1761 | 0.8604
6.AF2IE DA 4.77250036 | 4.87974684 [ -0.7248 | 0.4693
2) sha

(H 5)= stdg AMA JiXl, XIAX JIXl, 0i0IKl, HMH JtXl, Ji2/SH0
ME A8H JiX, MA It U s BZXY -85 éﬁé HIAlotA
UCH.

242 0.06 FRASZUAM ARAE XY 28 HeIst 2 531K QUMM
WOZ LIEHRLCE

(E 5) &M JtXl, XIAH IR, 001X, M JIXI, JHA/SE0 @2 &
S OiXl, M3AE JIXl QoI List stdE =4
g4 g 18t 28H4 T p
) E Slga]
1LEQEX0 8 ’-ég'ﬂlx* JHX 5.10927152 4.70567376 2.8042 0.0057
2. XAH I 5.33609272 | 4.82978723 3.2698 0.0013
3.0I10IX 5.26324503 | 4.65691489 4.5729 0.0001
4. BHE DX 5.42384106 4.85106383 4.0573 0.0001
5.01A/F20 @2 A8 X 5.05298013 | 4.50354610 3.6096 0.0004
6. AtSIE DX 4,89072848 4.67287234 1.5387 0.1252

(X 6)2 =2 okt A O, XISE O, Ol0IX, A Jtxl, It/
SEN GE &3 JiXl, AMHE JIXl 20 et 23Xt T-25 Z2UE W
AlGtD ACEH.

S4ZD 0.06 RASFEUNM ZQEEN OE ANE X2 FME X

CtE I 40tX ROUUA Rt XH0IJF A= A2 LIEHCH



ol&Oist seXeli stMQ] ClAlg= - 201 -
MHIA JEXIO) 2st ¢
(E 6) AMZE Jixl, XA x|, OI0IXI, BAME JiXl, J12/2E0 G2
AZA I, AISIR DX QO CHst 2+ OR2IE 24
= QQ ord 5 2 o 2 T b
1EQEE0 02 AKE X 503050072 | 4.81609195 | 1.5370 | 0.1256
2. XA bR 5.05791139 | 4.93103448 | 2.1483 | 0.0327
301017 5.16930380 | 4.77873563 | 2.9602 | 0.0034
4 HAHE R 5.21729958 | 5.18007663 | 0.2511 | 0.8019
5OFA/ERN G2 ARF X 4.99367089 | 4.56704981 | 2.7279 | 0.0068
6.AFBIE DY 4.96200532 | 4.52586207 | 2.9038 | 0.0042
4) THEHD|2HE ANOVAR A Z )}
(B 7)2 Mabizhg AmMA X, XA X, Ol0IX, BME DX, JIE/E
A0 M2 ASHE IR, AIBIE JIX QU0 CHEt ANVASA ZHE HIAIGHD UCEH
SAZED 0.05 SALT0A XAIE JIXS A2l JIXRC 212 Mg 401K
SN 228 X0IJF U= 22 Ve
(E 7) ARAE X, XA JXI, Ol0IK, HME X, JIE/BH0 2 A8
& OJKl, APSIE JEX QOI0H CHEE XHEHDIZ2HE ANOVASSZ 1t
NWEIFE e Bagt bk
g 13 012 | 123 010 |23 08| m2 | | P
1.EREZ0 02 SRR X 5.0031 A |4.7183 8 |5.0325 |4.9544| 3.36| 0.0364+
2. XA IR 50079 (4.919 5.1402  |5.14181 2.72( 0.0679
3.0101 X 5.0646 A |4.5505 B |5.3110 A |5.0306 |15.82] 0.0001
4 BME I 5.4306 A 4.94448  5.0732  |5.2041] 5.28| 0.0057+
5.012/ZH0 02 AR X 5.0472 A |4.6032 B [4.7317 [ 4.84221 3.75| 0.0248+
6.AFEI iR 4.8583  |4.6875 4.9024  [4.8071 0.81] 0.4471
T +E p<Q.050AH F2E
Z=: B<AE Ouncan GroupingAl &S OIS LIEHS
V.ZE8 2 AAE

SEX2IMO AMHIA JIXl A2 HREE(N 2 AAHE IR, XIAX DI,
SEX O =8 0J0IXl, EAE JiX|, J1Z2/EZ0 U2 A=A R £ A
SI&A JIXIQ 230 Us oz UHAUU. HRHoz AHEH HEME2 X
AR O 20 B2 SRS FUCH, 281 SMSS QAR e A
HE MR, XIAE DFX], OI0IXI, EAZE JiX), A82F J)IXE 20 EAH "@otot
SCH O EMES XIAIE JIXI, OIDIXR, JMZ/EEHN 2 A8F JIXo A
2 d4=2 TIoIgH, EREXRN M2 AME JIXl, 00X, EAME JiX,
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Abstract

A study on perceived service va lue among the students
of Hote | Cu linary Department in Hyejeon Co | lege

Kyong—Chae, Kang

The result of this study suggests that students' perception of service
value is retated to functional value with regard to need and satisfaction,
epistemic value, image, emotional value, functional value with regard to
price and quality, and social value. Specifically female students give less
impor tance to epistemic value than their male counterparts. Students in the
2nd grade gave less favorable scores to the functional value with regard to
need and satisfaction, epistemic value, image, emotional value, and
functional value with regard to price and quality than students in the 1st
grade. Students in the night class gave less scores to epistemic value and
functional value with regard to price and quality than students in the day
class. It is confirmed that the difference between groups by the period in
school is in functional value with regard to need and satisfaction, image,
emotional value, and functional value with regard to price and quality. And
it is also revealed that these results are similar to the results of
analysis by the grade.

In conclusion college operators should not overemphasize that the
department of Hotel culinary arts occupies the leading position of the
culinary academic worid in Korea and the firms of food service industry
positively evaluate the department of Hotel culinary arts, and in order to
cope with the rapidly changing environment of the culinary education
consistent investment, constant changes and efforts should not be stopped.
On one hand the teaching staff of the department of Hotel culinary arts
should reconsider their original role, and need behavior and practice to

fill their deficiency with steady efforts in terms of students' perceived
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service value. In addition the students of the department of Hotel culinary
arts should not be shackled by the past tradition, should not take a
pessimistic view of the present situation, should not take an optimistic
view of the future, and should always cultivate their abifity to provide

for the future.



