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Abstract

Theoretical Examination of the Quality of
Fashion Education Services

Geung-Hae, Chang®

The present study, first, reviews theoretically previous studies
about the concept and quality of services as well as tools to measure
the quality,

Second, it reviews theoretically previous studies about the concept
and quality of special services as well as tools to measure the
quality.

According to the results of reviewing previous studies on service
quality, it is considered that the variance among several researchers
concerning the measurements of service quality is affected
significantly by factors such as the procedures of data collection and
analyses utilized in the studies,

In addition, the fact that dimensions are different, or some
dimensions are not independent, is highly likely to be based on the
unique characteristics of business categories, in addition to research
procedures.

Accordingly, when measuring service quality in future studies, it
may be desirable to adapt measuring tools partially for the
characteristics of each service category, and to generalize the
adjusted tools over the specific category.

Especially studies on the quality of special service have been
carried out in limited scope so far, Thus, it is required to develop and
refine comprehensive and appropriate criteria and detailed questions
to measure the quality of fashion education service.

Furthermore, studies are necessary with regard to relations among
relevant factors such as customers’ satisfaction and perception on
education service quality after they experience the services.
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