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Impact of the Service Quality of Horseback Riding Experience on
Customer Satisfaction and Loyalty
- In Case of Jangsu Horse Riding Experience Course -
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"General Graduate School, Chonbuk National University
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ABSTRACT : This study examined effects of service quality, reliability, responsiveness, assurance, tangibles and

empathy on

customer satisfaction and customer loyalty by surveying users of Jangsu Horse Riding Experience Course at a time that an interest in

horseback riding experience increases. Hypothesis was tested by conducting frequency analysis and regression analysis. It was found

that for service quality and customer satisfaction of horse riding experience which is hypothesis 1, all dimensions except empathy

were significant. It was revealed that hypothesis 2 which customer satisfaction will have a significant influence on customer loyalty
is significant. It was found that hypothesis 3 which service quality will have an influence on customer loyalty is significant except

assurance of service quality. Findings of this study suggest that empathy in customer satisfaction and assurance in customer

satisfaction should be improved.
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Figure 1. Research model
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Variables

Scale

Service quality

Responsiveness(SQ5~SQ8), Assurance(SQ9~SQ12), Tangibles(SQ1~SQ4),
Empathy(SQ13~SQ14), Reliability(SQ15~SQ18)

Interval scale
(5=strongly agree to l=strongly

Customer Satisfaction(CS1~CS7), Loyalty(CL1~CL6) disagree)
Gender, Age, Educational level, Marital status, Job, Monthly salary,
General Once hours, Period of use, Terms count 1 weeks, Purpose, Information Nominal scale

acquisition, Visit form
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Table 2. Demographics and use characteristics(n=201)
Classification N % Classification N %
Male 115 57.2 . Less than 1 year 86 42.8
Gender Female 86 | apg | Period of use Over 1 year 115 | 572
Less than 30 59 29.3 Torm: nt 1 1 time 83 413
Age 30-40 92 | 458 | € stezl‘z‘sl 2 times 55 | 274
More than 40 50 24.9 More than 3 time 63 313
Educational College 94 46.8 Healthy 56 279
level Graduates 107 53.2 Purpose Human relationship 38 18.9
Marital Unmarried 59 29.4 Recreation 77 383
status Married 142 70.6 Education/skills 30 14.9
Self-employed/office worker 82 40.8 Information Internet 47 234
Job Professions/official 59 29.3 acouis?ti(;)n People around 112 55.7
Housewife/student 60 29.9 q Newspaper & book 42 20.9
Monthly Less than 3,000 thousand 110 54.7 Individuals 27 134
salary(KRW) More than 3,000 thousand 91 453 Visit form Friends/colleague 111 55.2
Once hours 30 minutes or less 89 44.3 Family/relatives 30 14.9
30 minutes or more 112 55.7 etc. 33 16.5
Table 3. Reliability analysis
Variables Questionnaire Analysis Questionnaire Cronbach ¢«
Reliability 4 4 .940
Responsiveness 4 4 917
Assurance 4 4 928
Tangibles 4 3 .923
Empathy 3 2 .826
Customer satisfaction 7 7 .949
Customer loyalty 7 7 938

Note :

1 item in tangibles and empathy is low reliability were excluded from the analysis.
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Table 4. Horse riding service quality factors analysis

rlo

7.793%°1H,
PLOJELE FEH A
S A @79 WEks
ATE3H] A
o3t #AVE AT =

3T
JRRAS AN

hael Wy NS FAY

KMO+=

T e s

0.9240]1%131, Bartlett®]
o] gHE-0] 0.0000]014] Q1A 9 A]-%o]
alo] EAgE & & Atk 2%dE T

FzH 298 IAVES

a)

2

7

1,

==

OFQL'

Hola g
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Variable Factor loading Communality Eigen-value % of Variance Cum %
SQ20 .801 .883
T SQ21 737 .890
Reliability SQ19 =07 850 3.565 20.968 20.968
SQ22 .680 .827
SQ10 .810 .844
. SQ9 793 .896
Responsiveness SQ7 661 766 3.234 19.554 40.522
SQ6 .634 779
SQ11 762 .888
SQ13 745 871
Assurance sQ12 3 266 3.153 18.548 59.070
SQl5 517 844
SQ1 .850 .876
Tangibles SQ2 .800 .900 3.067 18.040 77.110
SQ3 732 .867
SQ18 .636 .891
Empathy 516 55 879 1.509 8.875 85.985

Kaiser-Meyer-Olkin Measure of Sampling Adequacy=.931, Bartlett's Test of Sphericity Approx. Chi-Square=3789.401, df=136, Sig=0.000

Table 5. Horse riding customer satisfaction and customer loyalty factors analysis

Variable Factor loading Communality Eigen-value % of Variance Cum %
CS2 .835 799
CS6 817 .824
Cs4 815 768
S:tl:ssggz; csl 802 764 5317 40.897 40.897
CS7 794 760
CS5 788 763
CS3 734 716
CL2 .855 .865
CLI1 .835 .849
Customer CLS .823 .848
loyalty CL6 316 038 4797 36.896 77.793
CL4 752 747
CL3 726 .583

Kaiser-Meyer-Olkin Measure of Sampling Adequacy=.924, Bartlett's Test of Sphericity Approx. Chi-Square=2728.390, df=78, Sig=0.000
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Table 6. Inter-Construct correlations analysis
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1 2 3 4 5 6 7

Reliability 1

Responsiveness 734 1
Assurance 821" 769" 1
Tangibles 705" 7417 708" 1
Empathy 827" 7227 828™ 6717 1

Customer satisfaction 766" 755" 761" 712" 729" 1
Customer loyalty 745" 759 723" 718" 736" 755" 1

*+ Correlation is significant at the 0.01 level(2-tailed).
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Table 7. Multiple regression of Results(Hypothesis 1)
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S HHTKTable ).
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-1 AT SHAEL Bkl 4280°§ AN &

FrolaE stold 7HE 32¢ AGEAT FEAELS t
o] 3.236, patel 0012 7Hd 34&= HEEdct 183

ZH3-8 t3k 2.588, p=0102.2 7} 3-5% AAHEITH
Jeiv SukAlE Au2~FA e S8 aAFAH =T
FZFAANA ko] 0872 Ueh} 7H 338 71ZE
o} =3 372 3 R2=686CF 68.6%2 S

oo*‘

w

off & X

1

. Collinearity statistics
Model Std. Error I} t Sig. Tolorance VIF
(Constant) .145 3.692 .000
Reliability(H1-1) .070 250 3.092 .002 .239 4.190
Responsiveness(H1-2) .064 254 3.631 .000 318 3.143
Assurance(H1-3) .077 172 2.057 .041 222 4.496
Tangibles(H1-4) .061 .170 2.671 .008 385 2.599
Empathy(H1-5) .070 .081 1.017 310 244 4.094
R=834, R>=695, Adjusted R’=688, F=89.028, p=000, Durbin-Watson=1.938
Dependent variable : Customer satisfaction
Table 8. Simple regression of Result(Hypothesis 2)
Model Std. Error I t Sig.
(Constant) 174 3.882 .000
Customer satisfaction(H2) .049 755 16.224 .000

R=755, R’=569, Adjusted R?=567, F=263.204, p=000

Dependent variable: Customer loyalty
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Table 9. Multiple regression of Results(Hypothesis 3)

. Collinearity statistics
Model Std. Error B t Sig. Tolerance VIF
(Constant) 155 2.375 .019
Reliability(H3-1) 075 193 2.352 .020 239 4.190
Responsiveness(H3-2) .068 305 4.280 .000 318 3.143
Assurance(H3-3) .083 .007 .087 931 222 4.496
Tangibles(H3-4) .065 209 3.236 .001 385 2.599
Empathy(H3-5) 075 210 2.588 .010 244 4.094

R=.828, R’=.686, Adjusted R*=.678, F=85.065, p=.000, Durbin-Watson=2.032
Dependent variable : Customer loyalty
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