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MUl Fdel gk Al A
2 A 7tel EZ(Parasuraman et al. 1988;
1991; 1994) &8 A¥]2 7}X](Cronin et dl.
1994)e] ol F=2 o] FolAsgitt 53]
Al wHAR FofelA Au]s 74
(Service Quality)e] 7133t 2 Ao 3t
AL W APellA] =eju]o] gith F= AT
o] Ile 7P| v AbellA] "SERVQUAL,
o] A golu} 'SERVPERF, #%x°] 7|
w3l 2@ AHE(Dean 1999; Durvasula,
Lysonski, and Mehta 1999), &2 7]&<] 7}
3 FAel HeAE= 44 (Asubonteng,
McCleary, and Swan 1996; Mels, Boshoff,
and Nel 1997; Robinson 1999)¢] & F#
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olgta & 4 it} HEFF Mujxs EAO A
dalEd gk Jids 2 HEeo} Has)
M daE T)Eel AaEA doal & o
7] e g 7S ATFES T 7HA
MNast TolA s AdEsA =Hi=d, 3
A A FH4E 7158 439 V<4
TAZ A" Adoem 7 Fst=E #BA
(Gronroos 1982)0]il E4&+= A¥A, ¥
A, 33 g3, 78 59 Aulz JAH

SdeR 749 Mder Fste B4
(Parasuraman, Zeithaml, and Berry 198%)
ojtt. Htolx= A BHRT= $At9
A7 o Ao R dgEojx]a glon
ohek o]& AFoA AAIE AHx~ FH-e
Hw7b g ety VlEolgta & e
sith. 53] B2 A5 Auls F49
21918 22+ (Gronroos 1982; Mels, Boshoff,
and Nel 1997), 3x9¥(Rust and Oliver

1994), 52} (Parasuraman, Zeithaml, and
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ofoll A o]l QAT Au] s wAY B
WA AWIAE P A A

ok El"/P(Lages and Fernandes 2005).

7% H 217} S Zeithaml(1988)©] Al
S - 2d 7 AE " (Means
End Chain Approach)ﬂ A A (A 8] 2~ &4
DA ZHE E A H] A 7]-7<]r:>7H°]7]- )ol
upep Au| 2ol gk Azte Fda 17t
2 zre] Q1A #wAE *33}‘3‘4 ASEA
st om An| e oigh OXl%?L 22

o malolol el Aol

AFE Aulz A % AgAsh Wl
7
A

r°"

P

fex]
A

et AEI Mulse] FedE ¥
Al GrkaE e AQlvtel F2 Z4E A

ol A Hojurp A Al JHRIZIAE S48
$3 H 2 A Lages and Fernandes(2005)
o] Mu]z JRQIZFA O] H = dFRo) 7] %8}
g2l SHSVPL-Service Value to Peaceful
Life), AF3]2 ¢121(SVSR-Service Value to
ARslA ERHSVSI-
Service Value to Social Integration)®] Al
WA Ads skl Azl gk el
7IAE 439, ©]E 3] Brady and
Cronin(2001)¢] An]~ FAH 9l Lages
and Fernandes(2003)2] AH]Z 71 7}X] o
g A3A BAE st stk o
ob7b Ao 23S 9 = 1o A #
AE el o] Auz=e] Fagh JQl
EAJol 1A & (NFC-Need For Cognition)
22zl Ao wE AolagIE

P
A5 doba ¥ 5 gl

Social ~ Recognition),

II. O|EX H{AH LU

Tt

2.1 ME|2 ZHl7tx|
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Zeithaml(1988)> <& - 54 7HAAbE
Howe 2] Als 5 Anjze]
ek x2S AWt o] HIwE
P g FEdAE ded MRl &4
oA AlFste] AR =L FEA A
o FAR sl Ha oy 9w
TEA AEl= A9 pEoR A
A HEHo == Muls JiIZEA ]
O2 el "k Zleolvh 3 iA @A

2 (Young

oA AMulx HAHEL 7|FH F
and Feigin 1975) &2 A4l AMu]x~ £A4
(Olson and Reynolds 1983)% o]w|3lt}ar
B o F oA gA] Aujs FEe
oln]  AMH|A  wiA” A SERVQUAL
(Parasuraman et al. 1988; 1991) 2 %=2] 7}
g Sl EetA AT7E o] $hrth
MUl F4L ol 54 7|l o&) Al
& Holxl Aujze gk 143 A7

v Amrjzel gk ZgieE
YX| 24 A = o] X th(Parasuraman
et al. 1988). o]AL Av|Ae] PFYFS F=
st oEe AFES mA= FVA HEE
E 4 9t (Cronin et al., 1994). 18] 1L
HA GAA Au] 2 7HX] = F4 9] 3§
gyl =2 xlo]o] 21X]3 A4l (Cognitive
Trade Off)=4 Ar=old 4 AHCronin
et al. 1994). Zeithaml(1988)2 AH] 2~ 71X

2 Rog R, RAL wErlE
AWd 4 g mgrew] “ue A,
AFel sl Ws= A, 7ol AL
Ageha AL 5 Qe FQA Wb Fa
2 & Qe oleta s 47bA Ao
of og 4elg AN A

t
=

RPN B ER

Do o
N
~

Se3

)
aV
b
rr

o
)
=
o,
N
N
ﬂ,
rir
R
2
o
offt
o
B
i)
Y

oliAIA & 4 7] wiEel AATE FH
oA AMAIA QxR 1HFE o I th(Homer

and Kahle 1983).

72 (Value)= 71919 2ho| Al B2 o]
A7k A WA AEHow FAH
Ahdolgtar B = e FAA I
Holgtal & 4 glon 7]2e] thE s2lo]
U 24 9l Abglel A e AE, JabAA, @
A, A 5 2A4s= v|Fow dgsi)

AAE 54 BB AH 4

_|L
-
Lo

AN N
_O’ O/
t
o
i

7] % o] tH(Madrigal and
Kahle 1994; Carlson 2000). o]= 5% |}
52 54 AuzaE destoza 2l
7hA 9} gpo] ZAERU S HojFET &
9lt}. Lages and Fernandes(2005)& 7H ¢l
7HAE FAs7] 9 HEE NdstdA
Al HdH<e Rokeach(1973)2]  7HA]
AL (RVS)e Schwartz and Bilsky(1990)
2 Kale(1933)2] 712 #]2E, Mitchell(1983)
o] 7}A] - gho] AEFA(VALS), Durgee(1996)
o] 7}x] B2EE WStk ARl A
Wiiel] QoA e Fu - H5H THAANE
(Reynolds and Gutman 1984)3} A&7} ¢
Az S &8kt o5& Aul= T

DA og A B
=
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I &2 0
%0 2 K

O

= =

7}
2 A3HQlson and Reynolds
Fro A FAA

T2 AS Aed 5 vk

Tl A8l 7154
1983) ® #FAolt £4
o] d\_/ﬂ_rrl_q_ 1:—] ie)
AJAZMAE 7M=& 59 Mdo=zA
a4 71|, Bl Z(Parasuraman
1988; Zeithaml 1988), 1g]al A|EF5A
(Rokeach 1973)ell 3] v Al Hrh -f
AL olglgt MEE 1t Fszge A
Hzolm AR = ol e A A}
oA Fas 9&S  gH(Durgee 1996;
Zeithaml 1988).
Lages and Fernandes(2005)+ AH] 2~ 7|
A7MA & 37HA ke g FEete] Hrhd
oh;]._,—_y 3]_011 . ;<]_7] ZAI;H 1]-;(40]]/\1
"Jzézq oo Aujx ThX|of A3 T4
A BHol A, AFSA Q1A o g o] Aujx T}
|, 22l AMS A o m e Au| 7R
orA A gro Fo] Mu) A 7ixE H HA x}

o 24 RVS(Rokeach Value Scale) 2%

et al

NI

(Rokeach, 1973)5 Wrg gk A omA Unks
A ARJZIAE H7ber] Ad Heda &
T Aok wReF Au| 27t dEek S 31
stal P23 ¢Hd, 23leR 58 A=
ol gk AH|~E o]t AL A4l T
A7FAE A A& Zo|th, dwrdow
ol gt AH|AE o] &3 AL Hho] P&
s FHAE F JA " a7 E
H7kelz] f1gk LOV(ist of values) %

(Kahle 1983) % RVS X (Rokeach 1973)
oF 2 A AL gEAAE F4H4A

’

=l

‘ALEE EFe e A== ARS o
A2} EFFo] Anj= JNRIZMAE &
i B g vk ARA B
=3 & (Predictive Utility) 2258 Zi g
4(Outcome Utility)S  ©]E o] W tHBandura
1992). A13]4 &2 AvA7E AlTdE U
|5 AArbsastHA sd MHl =S o] &3
= 7F4E 3 AK(Stajkovic and

Luthans 2001). 7} 7l & AlHEZH

o
O

! 0?4 R Ae)
>
N

|

v}

B ALE A 1A el A9 2l
S 7 ek By oofyet H %é—% e
LS T A=THE A ke Aol
Lo AE Ao R QRS F gl BT
atal AFSA Q149 FFEA T8 The
st PF5S FHbskA " vhk(Stajkovie and

Luthans 2001). ©]71-& 7HR1e] Abs] 4 F&
o Egs & F Ao Al WA 2l A
3174 F}(SVSDE olFE + Utk A3 A
e AuavE JA9s AsA 7 I
el A o] F3h& AlFstH A A, H g4
5 HAdAelA o F& dAE F
L= AR ] P o (i B s i e G R S S
A9 AL A Fgtel| 7lojdtia B 4 glo
B ZFAHA AL 1 AnjzelA] A
£ s dve As 9nEth 1
2 Aujzo 93] ATH AMEA T
13} AFS] A 912 o] Ao whet w] e
< A4% F A7l "iEolth(Bandura

1992; Stajkovic and Luthans 1988).

2]

o)

N
-

Au) 2o digk AZFEHEd A Fa% 7]
T e
Berry(1988)7} A

Parasuraman, Zeithaml, and

e Mujze] EdA A
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t}<l (Disconfirmation Paradigm)©] 2} az
T AT} oA AR ’\1317\2 Al

7] el ZEar g

oL
[e)

Z
T

(1982)7F 71=4 +

4
shis 2398 gel

M|~
Aol AAATT A ]o}_ﬂ AE HhE

Parasuraman, Zeithaml, and Berry(1988)+<=
A, WA, a3, FAl, Fd el st
= 57HA Ao g2 EdA Hejriql o] AH]
2 FARGS ARFSEATE 1 ©]F Rust
and Oliver(1994)+= A¥]~ F49] L&
AMH| 2 AR 97, 2Rl Al S o R
o] A Alet 2w Dabholkar, Thorpe,
and Rentz(1996)&= AvwjAl o] Au]~ F4
S 2dA AdelA AV R ERskar 7
A e AFAQD FAHL8S 23k
o= o] AASH T

Brady and Cronin(2001)& Auv]~ £3

& =

S =AY NRE s fEsidsd 7]
Fo] BEdA dHpde] 7|xse] Hu A
Wk Bas AASATE 4 A9 24
AP AEAe 4, B9 34, 4
HEFARE FAGF o 9o HIHA 29
S 7 3 A HaEte 2Ee
T e ARAdor AAsGon =g
2

Ao S 75kt Parasuraman,
Zeithaml, and Berry(1988)= 3¢ F¢dol

A8k vt 1
=d vy 2 3
(Flsk Brown, and Bitner
1993)% 947] wj<tol Aul~ FHES A3
= YA FEs A o9k o
Eol ak9]e Frb4 S 9=
= oA 7]Ee

1:]]6]— BA A2 B Fo3

—

M‘jr(MCDougall
Parasuraman, Zeithaml, and Berry 1994,
Simon 1995).

and Levesque 1994,

2.3 =™ &3}

2RSS 5A AR digk w=Holu
AbaLgEEe] 7ty thErh 53] S £
AALEHE 7HH AL e F59] AA
L35 7 JiQlHY 5 ARE gL Al
Fotil A% A A gti(Haugtvedt et

al. 1992). webA QA &H(NFC-Need For
Cognition)©= AREE AHZsh= 7|50 &
15 F 3ol th(Haugtvedt et al. 1992).
we Y JIAEFE TR S FE
A AU AlEdo] "olA= FHo 9
_f_g_]— 7].%/&30] lr:o o ]_Q_:rLE 7].;(] /\H]
ARk vl a4 A (Pham et al. 2001).
A E&FF AAsE E7= A,
AR wEs 7ol s Al i
ARl AFolE  oJH]ght}(Cacioppo and Petty
1982). webA JIAE&F7F =& AbES 2
HAow "}3’—3}712 =7= "}”Oi 2}
=3 AR a8
7] 18 ARE A ‘37—}5‘}531 2o =y

S
2 gold: A 24 A&

O

=
=
il
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S AbES XA wEo] @ol a4 4=
FEE dueEkA] @i 2EFoR Q1AH
b5 Aele 5Ao] ol yehdth An)
2 Yol FE R P F wste}
wisto] A Sek Jaust rhed Rzt
o] AH}#AAY FE opFolA gt A&
T7F E=E AHAbEC] AEdH AFHoR
HHE R B FaodA ¢S wkEA
oA Fie]l FRA Hele 9@ whEshA|
T A& L vl we ARAES
AR AREY Fae] Fiolnt ujA
o FolE 7]&ole Ao Haitte AS
Ho] Sl ‘jr(Haugtvedt Petty, Cacioppo,

and Steidle 1988). ¥3F Haugtvedt, Petty,

and Cacioppo(1992)¢] Aol A= Q1A &+

7t %8 M) 27F e AR AR T A9

S AF 497k o 2Aste] 34
O

) EHE%: Ao A AlsH =5
Aol o o]Edte] I e HoF
Ak AAAH =¥ o7 e FEAE
M = QIX STV} 2 AFFERT W2
AMRES AF ARES g8t FAsH
A nois FHAY IFA4H TA
5 v d4 g5 H(Heuristic Method)
& Abgste Aol Asital B o o
weba] QIAETo] G whE ] A
Hj ol gk 2124 9] zpo|7} vh=A yErd
7bFede oAl & 5 vk

A&} HEo] Azkd FHe] JHS)
ZhAlel m A= GRS JHQ1e] Au]ol o
g HEST wepE depd shsA ol

=ua = g ok 2HARpE e 9%

Gagel A AFEolh KA A5}
L oaTE 548 59 Ane g5 2 @

£S5 53 s&Ho=E TAE dAside
@34 5 7|(Instrumental Motive)9} =7}
= T &g EARS AEstdE A7
5242 57](Autotelic Motive)oll 2l&
e o] F 7RA] 5719 AEE A
mel t2ohE 3lolth(Peck  and
Chﬂders 2003a; 2003b). AH]ze digt A
S An[ake] SR oA e
WA Ao mA, 1A EAdolgta &
nom JHQIA gk wet 7} 578 A=
7b e yEbdTh Anjzel] gk HE5S
o

GEDE ﬁlﬂ”7wl?ﬂ€@ el
Au 2% AESHE B97E wEA P
AES Aot Tl 4FH 29lo] o3
A4RE Aol ohet Tl AEA B
Fol wAYe] EAsE A WAH
718 Ashgoleb ﬂﬂq Aul 2ol ot

! ﬁ\_a]x}‘:0ﬂ7ﬂL Xé

3 9= ARE 0/\17@ oz zﬂ

ol #Agle] AnAt 7H 4 LHUW, i
7)o we} JEHE&F7F e Anjzpel ofgh
RS FRAE Ao Az o
o A7l FHe FFo] AV T8
3 GFS v A= o] olEg M1 &
A HELTE 23 938 v B
T Uk AbgE A HE5S #AA 9
AtaEe FaoRA FAA A AEs
gkedstar e, Auj JF2 olo gl
S7F ek ARt Ag-o AR 3
L AE] 2 ZA el g S A FUER f
A= 7HsAde] w9 =rH(Homik 1992).
Sl HEo] tigk ¢} <
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2 Aol =7 wiitel ASEA Al A B, AsAe F4, ARFHAE A5kl A

2 HEL& T 93 QA gyl wrAE ]2~ 7§217}X]+= Lages and Fernandes

A FEE AHe] FAT davt vk (2005)7F A|etst SERPVAL #HEE 83}

datddth. S5 HEETE FANTE &8 of kA g, AR A Q1A ALE A FHO

sto] =] Wl Fode AMAE 2 At v o] 1A #AE T
u}

e At Asen.

2 4
AeA BEs BA} Basta ST AL Aulsel diE AzE FAe
A7 Ao G
2.4 AT " Aelth
QTR Avlze] ol Azkd FAe
Az Aol A ZF VdES tgE A eglelutis o matel F7
F BAA nAo R AAAE H5 A AMeITFA el T A(+)el
st A&7kt AES 8 1Y AH s n " otk
2 RIS B Wl 2Aste] 2E
B ORATE S ANSE ATEE SAL o) quizel g A AT
ol W@ Bh A ATE FAol B o say gge mas A
THETS A AU S W ST gae) oee qua we Anas A
Ao AT ESAl =T gue sjoie) sael e o ma) we
(Zeithaml 1983). 53] oleldk MM~ ALy o a1y =4 sjore] Aju 2o ek A
7HA= vhAl A RkSRoluy A gtu) o W=7 wFolu AR A e wrat Aol
AFEAE AFL WA+ W AR A o wa el e 4 o
el e GRS TAW BE o) grold Ag e 2uAE
42 zhA FtH(Madrigal and Kahle 1994). o] AH2st AHAo= BEE Auo O
A AN W SEE AHTE gegen g vay e 2
2 8 AAlFEH 7lvgse] ek A S0 qujso] Z=WMAo| AL wjAZ el Hoj
RS AEeE AR A LAy oz s1geln Agel lrhHaugtved:,
olol sk A zhe Ao} ZHA Al o Petty, Cacioppo, and Steidle 1938). AJH] 2=
g AHA dFHS THsA HH oy of g3k x|7hEl EAo] Aolsbx|e] e
@ nls S e GEAE DA e g ax4 wme gl
1e] ZpAoll AHH o FAA dgFs v Mele]l Aekyl Ful= 9sk BT of A
AN Bk 4 ddek ool Wk B W e o o e gusee] oo
TolA= A F4¢ AYE Brady and amol po soln Ao Zae olshe
Cronin(200D)°] AISEeE MM~ FAHAES  Lug00 w2 o oo we B o
Bootol YT R AIE BT B B L Lon ao ogace wad gl
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g . REE _ EEE Fu
U284 |Cronbach’s o | 24 A 5 | B2 92| T | CFARi |CFA#%
PEL 0.85 1.00 E -
| PE2 0.87 1.04 0039 | 2634
A= S
a_ah PE3 0.82 0950 0.83 0035 | 2384 6 6
7 | PEA 0.88 0.99 0037 | 2663
PE5 0.88 0.96 0036 | 2643
PE6 0.85 0.99 0040 | 2487
1Q1 0.90 1.00 - -
A7k 2| Qe 0.87 0.90 0029 | 30.82
£ A g | IQ3 0.88 0.965 0.89 0.031 28.80 6 5
(SERVQUAL) | == Q4 0.85 0.93 0.029 31.77
1Q5 0.89 0.98 0029 | 3397
RQI 091 1.00 - -
RQ2 0.90 1.06 0033 | 3200
A3 | RQ3 0.90 0962 1.04 0035 | 3013 6 6
x4 | R4 0.87 1.05 0033 | 31.83
RQ5 0.89 0.86 0028 | 3036
RQ6 0.88 1.03 0034 | 29.80
PL1 0.84 1.00 - -
oA A
H3A | pL2 0.82 0.954 1.00 0042 | 2357 A A
2| PL3 0.86 1.05 0041 | 2533
R PLA 0.84 1.04 0042 | 2460
= SR1 0.89 1.00 - -
AR e | SR2 0.93 112 0033 | 3398
S o | SEB 0.89 0.963 0.98 0032 | 3055 5 5
CERPVAD) | - |.SR4 0.93 1.17 0035 | 3359
SR5 0.93 115 0034 | 3394
A8 | ST 0.93 1.00 - -
e |SI2 0.93 0.952 0.86 0022 | 39.80 3 3
oY | SI3 091 0.84 0023 | 3643

i~

w3 WA SARF(FE)E L0022 agoln] SMC 0.7 P2 AAUIQ 178 F+) b4 4 &

N

HE AZEE3 AA7EA 9] o] ZH g =004l ~0.05622 YERso NFI(Normed
g AR5 LR 77 6150 ~ Fit Index)¢} CFI(Comparative Fit Index)
95.32(P<0.00) 2 et o, GFI(Goodness = 0867 ~0934, 0.834 ~946°.= e}
of Fit Index)= 0911~0930, AGFI  Ede Af¥Es dA= 788 v %
(Adjusted Goodness of Fit Index)= 0.829 o

~0877= YEgTE. RMR(Root Mean-

Square Residual)<> 0.057 ~0.066, RMSEA

(Root Mean Square Error of Approximation)
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T & /1/2 GFI AGFI NFI CFI PNFI PCFI

ool A= 61.52 0.911 0.829 0.867 0.884 0.766 0.787

ZNRA7FA] 93.30 0.928 0.877 0.903 0.946 0.764 0.772

o smapel A 7E4 61.50 0.912 0.832 0.868 0.885 0.757 0.761

TN RI7FA| 95.32 0.930 0.873 0.934 0.944 0.763 0.769

AFEAA FEEAe] A7t frefgk 2 e e RMR2 0056, RMSEAT
A5 7E BHRAAE vt B 5 Qe 00472 YE} vlaE 9e FEs HolF
b 2 AFeAes A o] ERMS(FAHS) ASAF A= AGFI] 3¢
& Pt SANUTE AFste] FAg = 0942, NFI= 09219 &<
F9 2 = (Summed Scale)7Fe] FHEA S o, #HAA3JE] PNFI, PGH],
A A3 nE IAVE 5-9(P<0.000) 8+ PCFI= 47 0.867, 0.851, 1#]al 0.897¢]
Ao 2 Uehd 7 B34S grEn FAZ eyttt olo] whgl E oAte] A
ddE = vk FARs 9 SA-SEE E%‘J AAAQ] Aes &
st Blgg HdAbE S8 TEHes 4y =<l Fow Add £ glom AN
2 A9 53 9 AHaAAEA 4 /\}014 AEFAA Dtz gREol
e Bl JrpEs BT dslete Al P<0.000 “FellA folgh o=z ey
2 e 2 Ao AlF SAHEEF] o] AQtst 7HdE FAA frelde] FHE

EHFEA LD EAHLE FolHA

xgEo] S-S Rl on BddS g T8 BdR o]Fofzl A=A

Halal Qe Zow #dd +# gt BAEEAS o Aok A

o 28 Awr AlE AE-9
3.3 FxEUHA DHEEM gk A4 P (Estimate
—value 8.25, P<0.000)> FAHo=
2 AT AEAFEE 22 A4 a]l ko = Aoz yehton

AN
o) Ardo q%f& @i%@.% N
A PAE AE R kA AFTPA A
AA G 215 dis] AAH o= FxHQ
HAE AHE Dart o] dA Tz A
A4S HssAh
ARAFEANA 2 FAIE 41162
(P<0.000)& YElgEe™ GFI 4= 0923

ol

A ZF=

SRR

Rius

LTE

3T
™

Z A0
(Estimate 0.95, T-value 8.06, P<0.000)
A BEAAOR §9% IS nx= A
. o9t B &
ANE(E A 34, F524

=7]

A1 Q9]

o -

oE A1)

) 7}5)

Ly
T3l

w49

=4,
T3 Estimate 0.83
~106 P<0000 FEo = Sola U
Ao

AZkEAe AAS T A

iih)



124 8597 153 3%

= .
o PEZ b ;(cl. z . '- PL1 |. i
0s .JI PE3 i" -=::- \ ) [ 5 ] AGR ] 2 I FMSEA ] I |‘ d
—] g | : e T oaw T cs 5 ol S e
e ey E K [oos Tow T oo ome | . o o703 Jo oo
'*: PES 'r ¢ [ s ] [ e | ron | 4 pu.l. 0s
! o | oo | oow | e |
“» PEG | \
1.0 1.8
Lo} \ / [}
oA ,I 102 !v .r . \~___\ /;’ ] ] : ._: SRz |_‘ i)
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P ._: 105 rn “ﬁ&_!‘ s
. 0 r:c \| L1505.24
o] har b :
5] [Basian Structural Equation Modeling]
e ROZ 1 G ; '
L~ st | s SR T
» J; RO3 (o ;1 |., ; 0003 0080  1.004 N I o |‘ o
16 - 1 3 | § i =
¥ Ro4 “ g Jd ers |-‘ .
0s -: Ros (¥ -
oss Ros P a8 B ot
(ag 1) ZEAFRY
o= g = vk AH|Z= JRQ17EA ¢ Aol A TS = A2k Fd o) A1
s AR, AFS[A Q1A o] A~ Q] Aol gk JAFA}A #HAE A A (estimate
ZEAel ek Al o S(Estimate 0.91, 0.83, t-value 873, P<0.000) H¥ Ao =

T-value 482, P< 0.000)02 BAXoZ
ofgt Ao vEelwom Al3]A F3Hel A
LI BN 14 = K i
(Estimate 1.15, T-value 5.24, P<0.000)
Al FAACE Fod dFES A= A
2 UEpgrh olek tEo] ARA7EA 9] T4
QAE=(H84 &F AFSA Q14 AMSA
el Z=AWSE T3 Estimate 0.86
1.21, P<0.000 o2 FostA vebst

Zh FAREY 23 @RIEAS B3 F

A4 fode

44 49)
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OHU o, [O 12 019{,-':
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dard = gom ZEl(N=143)Brt= &
ZRIN=14D) A 7HQA7FA]e o f-<] g
3 (Estimate 0.254<0.898, T-value 2.037<
3792, P-value 0.0042<0.000)& "X& A
o2 YeWt(HEI-1, 1-2 AR e
2| L IREA S T AH s A ZE
< QA&7 uj (Estimate  0.437,
T-value 0.807, P<0.000) Rt} =& o
(Estimate 1.023, T-value 4.202, P<0.000)
Au| 2 ARIZEAAl B A(+)e] e A=
Ao R YR THIRE3 7). 18al & -
gkl 9 Q8o mE A8 gy
xRl A NFC7} =& w(Estimate
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0.446, T-value 5.326, P<0.000)¢} & o
(Estimate 1525, T-value 7.681, P<0.000)
R frofsiAl vehd s ade e
Beks ol A 7] 2,

7+ FAARdY figk ASw H| 1o
UM x? FAFe] Z Aol JAAAT
(254.28 ~28991, P<0.000) GFI A= 2
Tkl AAEF(INFO)V7F = oA
O #oletA (%E‘r‘ﬂ-O.%7>q__E}°1 0.801/NFC
®:0.769>NFC®:0.061) #Fo]7F &= Fo =
Ul ern RMR 94 & - =gl
21:0.022> 232 221:0.084) % NFC(®:0.057>
®:0.067)7F #FolE Ko™ AGFI®] 9%
2 - el (22421:0.893> 2 3 2121:0.737)
92 NFC(®:0.869>®:0.799)0ll A x}o]& H
Atk ool wel o AellA xHF AT
< ¥ Aor e Z-oexepdl H

A gwe] nhe el wihi
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Z A7k e

atelg Hlaste] G 2k AL ol
FO9e AFsHAT BHER & ox

F e 2971962 e Jagt zjo]
7} Tr45L Ao 2 UEom QA8
=84.11, P=0.000) A F kel
HE7E vhbs Ao e T SAH
2.08(>1.96) = et Jetgk zpo ] 7b
AOZ eyt

Ak Apo] EHEAM HEo] E ATE
Ho]Alet =M (Basian Estimation Method)
= T A AEAF A d5H &=
TES EASY 1 Ay 2E<1(1.042)
Brpbs @2 l(1.093)o A, 1A &7 vt
o
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r°" rlo |
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(el 0948, 2.2zl 0.827) %
= =S Il 1.024, LZEh
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dato] =A vewew 7
ool ¥FEQ = 0.003 ~0.0002 & Aol &
AT ARSI RG] A
2lE WxEshs SD.E 0031 ~0.0432.%
Efyk o “’F EAA21 C.S. (Convergence
Statistics), FUF-E 7+ 1003 ~1.007, 0828
~1.252% ‘JrE‘r‘/} ezt 2pe] Qo] EAIZ ]
goge BT stusis Ao wewd.

Qmﬁf



126 2FAF 153 32

Bl o @9l M| Aof of § NFC: 4

oy
A

LI " .:‘.ﬂdﬂ)!! ® A ¢

o AH

oy
N asd |

3

.

o

1 A

9 | o4
4 43 .

3
2 Agelxe BAAAE AZIAR 2 SERPVALS # AW F 2oz ug
ofell = o ok AA, A #4, = woh ek AzkE FAE Q7R e -
0d #7EY, AREAe Aus AZE FAGCE fo@ J(0e P vAE
Aol APERA N7tE FAS F HYs A& & F vk B4, A48 F49 AQ
Faoglom obgA g ARSA Q1A ALl JEXel die dFE e 2EIETE o2
A S AHlz= JI7ER Y] b EEA el A FEFHe] o =2 Aom YA

<H 3> HIOJAIRH =Fof| ofgt HEHE =Adnt
. 0, 0,

AR FR(ERS) Mean| SE | SD.| CS. | Media podef | pge | Sown I
A (143) 1.042 0.004 0.039 1.005 1.040 1.015 1.067 0.096 0.180
=2kl | o1 3 (T7) 1.024 0.003 0.035 1.003 1.023 1.001 1.047 0.157 0.130
&7 3} (67) 0.948 0.003 0.031 1.004 0.948 0.927 0.970 0.019 0.149
AA (141) 1.093 0.003 0.033 1.003 1.092 1.073 1.114 0.077 0.016
%]i = 21 ] g (74) 1.254 0.005 0.043 1.007 1.252 1.223 1.286 0.127 0.001
T 3} (69) 0.827 0.004 0.039 1.006 0.828 0.802 0.854 0.050 0.175
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A Study on Perceived Quality affecting
the Service Personal Value in the On-off line Channel

- Focusing on the moderate effect of the need for cognition -

HYUNG-SUK SUNG*
Abstract

The basic purpose of this study is to investigate perceived quality and service
personal value affecting the result of long—term relationship between service buyers and
suppliers. This research presented a constructive model(perceived quality affecting the
service personal value and the moderate effect of NFC) in the on - off line and then
propose the research model base on prior researches and studies about relationships
among components of service. Data were gathered from respondents who visit at the
education service market. For this study, Data were analyzed by AMOS 7.0.

We integrate the literature on services marketing with researches on personal values
and perceived quality. The SERPVAL scale presented here allows for the creation of a
common ground for assessing service personal values, giving a clear understanding of
the key value dimensions behind service choice and usage. It will lead to a focus of
future research in services marketing, extending knowledge in the field and stimulating
further empirical research on service personal values. At the managerial level, as a tool
the SERPVAL scale should allow practitioners to evaluate and improve the value of a
service, and consequently, to define strategies and actions to address services for
customers based on their fundamental personal values. Through qualitative and empirical
research, we find that the service quality construct conforms to the structure of a
second-order factor model that ties service quality perceptions to distinct and actionable
dimensions: outcome, interaction, and environmental quality. In turn, each has two
subdimensions that define the basis of service quality perceptions. The authors further
suggest that for each of these subdimensions to contribute to improved service quality
perceptions, the quality received by consumers must be perceived to be reliable,
responsive, and empathetic.

Although the service personal value may be found in researches that explore

* Researcher, Korea Technology Finance Corporation
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individual values and their consequences for consumer behavior, there is no established
operationalization of a SERPVAL scale. The inexistence of an established scale, duly
adapted in order to understand and analyze personal values behind services usage,
exposes the need of a measurement scale with such a purpose. This need has to be
rooted, however, in a conceptualization of the construct being scaled.

Service personal values can be defined as a customer’s overall assessment of the use
of a service based on the perception of what is achieved in terms of his own personal
values. As consumer behaviors serve to show an individual's values, the use of a
service can also be a way to fulfill and demonstrate consumers’personal values. In this
sense, a service can provide more to the customer than its concrete and abstract
attributes at both the attribute and the quality levels, and more than its functional
consequences at the value level. Both values and services literatures agree, that personal
value is the highest-level concept, followed by instrumental values, attitudes and finally
by product attributes. Purchasing behaviors are agreed to be the end result of these
concepts’ interaction, with personal values taking a major role in the final decision
process.

From both consumers and practitioners’ perspectives, values are extremely relevant,
as they are desirable goals that serve as guiding principles in people’s lives. While
building on previous research, we propose to assess service personal values through
three broad groups of individual dimensions; at the self-oriented level, we use @
service value to peaceful life (SVPL) and, at the social-oriented level, we use @ service
value to social recognition (SVSR), and @ service value to social integration (SVSI).
Service value to peaceful life is our first dimension. This dimension emerged as a
combination of values coming from the RVS scale, a scale built specifically to assess
general individual values. If a service promotes a pleasurable life, brings or improves
tranquility, safety and harmony, then its user recognizes the value of this service.

Generally, this service can improve the user’s pleasure of life, since it protects or
defends the consumer from threats to life or pressures on it. While building upon both
the LOV scale, a scale built specifically to assess consumer values, and the RVS scale
for individual values, we develop the other two dimensions: SVSR and SVSI. The roles
of social recognition and social integration to improve service personal value have been
seriously neglected. Social recognition derives its outcome utility from its predictive
utility. When applying this underlying belief to our second dimension, SVSR, we assume
that people use a service while taking into consideration the content of what is

delivered.
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Individuals consider whether the service aids in gaining respect from others, social
recognition and status, as well as whether it allows achieving a more fulfilled and
stimulating life, which might then be revealed to others. People also tend to engage in
behavior that receives social recognition and to avoid behavior that leads to social
disapproval, and this contributes to an individual’s social integration. This leads us to
the third dimension, SVSI, which is based on the fact that if the consumer perceives
that a service strengthens friendships, provides the possibility of becoming more
integrated in the group, or promotes better relationships at the social, professional or
family levels, then the service will contribute to social integration, and naturally the
individual will recognize personal value in the service.

Most of the research in business values deals with individual values. However, to our
knowledge, no study has dealt with assessing overall personal values as well as their
dimensions in a service context. Our final results show that the scales adapted from the
Schwartz list were excluded. A possible explanation is that although Schwartz builds on
Rokeach work in order to explore individual values, its dimensions might be especially
focused on analyzing societal values. As we are looking for individual dimensions, this
might explain why the values inspired by the Schwartz list were excluded from the
model. The hierarchical structure of the final scale presented in this paper also presents
theoretical implications. Although we cannot claim to definitively capture the dimensions
of service personal values, we believe that we come close to capturing these overall
evaluations because the second-order factor extracts the underlying commonality among
dimensions. In addition to obtaining respondents’ evaluations of the dimensions, the
second-order factor model captures the common variance among these dimensions,
reflecting the respondents’ overall assessment of service personal values. Towards this
fact, we expect that the service personal values conceptualization and measurement scale
presented here contributes to both business values literature and the service marketing
field, allowing for the delineation of strategies for adding value to services.

This new scale also presents managerial implications. The SERPVAL dimensions give
some guidance on how to better pursue a highly service-oriented business strategy.
Indeed, the SERPVAL scale can be used for benchmarking purposes, as this scale can
be used to identify whether or not a firms marketing strategies are consistent with
consumers’ expectations. Managerial assessment of the personal values of a service
might be extremely important because it allows managers to better understand what
customers want or value. Thus, this scale allows us to identify what services are really

valuable to the final consumer; providing knowledge for making choices regarding which
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services to include.

Traditional approaches have focused their attention on service attributes (as quality)
and service consequences(as service value), but personal values may be an important
set of variables to be considered in understanding what attracts consumers to a certain
service. By using the SERPVAL scale to assess the personal values associated with a
services usage, managers may better understand the reasons behind services usage, so
that they may handle them more efficiently. While testing nomological validity, our
empirical findings demonstrate that the three SERPVAL dimensions are positively and
significantly associated with satisfaction. Additionally, while service value to social
integration is related only with loyalty, service value to peaceful life is associated with
both loyalty and repurchase intent. It is also interesting and surprising that service
value to social recognition appears not to be significantly linked with loyalty and
repurchase intent. A possible explanation is that no mobile service provider has yet
emerged in the market as a luxury provider. All of the Portuguese providers are still
trying to capture market share by means of low-end pricing.

This research has implications for consumers as well. As more companies seek to
build relationships with their customers, consumers are easily able to examine whether
these relationships provide real value or not to their own lives. The selection of a
strategy for a particular service depends on its customers personal values. Being highly
customer-oriented means having a strong commitment to customers, trying to create
customer value and understanding customer needs. Enhancing service distinctiveness in
order to provide a peaceful life, increase social recognition and gain a better social
integration are all possible strategies that companies may pursue, but the one to pursue
depends on the outstanding personal values held by the service customers.

Data were gathered from 284 respondents in the korean discount store and online
shopping mall market. This research proposed 3 hypotheses on 6 latent variables and
tested through structural equation modeling. 6 alternative measurements were compared
through statistical significance test of the 6 paths of research model and the overall
fitting level of structural equation model. and the result was successful. and Perceived
quality more positively influences service personal value when NFC is high than when
no NFC is low in the off-line market.

The results of the study indicate that service quality is properly modeled as an
antecedent of service personal value. We consider the research and managerial
implications of the study and its limitations. In sum, by knowing the dimensions a

consumer takes into account when choosing a service, a better understanding of
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purchasing behaviors may be realized, guiding managers toward customers expectations.
By defining strategies and actions that address potential problems with the service
personal values, managers might ultimately influence their firm's performance. we
expect to contribute to both business values and service marketing literatures through
the development of the service personal value. At a time when marketing researchers
are challenged to provide research with practical implications, it is also believed that
this framework may be used by managers to pursue service-oriented business strategies

while taking into consideration what customers value.

Key Words: Service Personal Value, Need For Cognition(NFC)



