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Abstract : The purpose of this study was to examine the effect of service quality on customer
satisfaction and behavior intention of screen golf. Also emphasized the importance of service quality
and tried to identify the mediating role between customer satisfaction and behavior intention. The 485
person who experienced purchasing behavior of screen golf were analyzed and chosen from located in
Korea. For the purpose of this study, frequency analysis, exploratory factor analysis, reliability
analysis, correlation analysis, simple regression and multiple regression analysis of SPSS Statistics ver.
20 were performed. The research results of this study indicate that First, service quality had a
significant influence on customer satisfaction in order of facilities, services, human resources and
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prices. Second, customer satisfaction had a significant influence on behavior intention. Third, service

quality had a significant influence on behavior intention in order of facilities, price, service and human

resources.
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w2 & AlEdo] RISty wdtd ARAE B 424 @QliAS AAlste] HFst
At & 485%‘9] ARAE 2T A= 24 Ak QA EO] dedlE flof A Uy
o|-gstlon, AN Are] £ s (Table Z HlHHA AS S8kl 213dS Sk,
o] D} et A7 FE 5 O]” 712l & shgith AEE 74
2 % 1 WAL FRIstke= Cronbach’s
a AFE 4FEste] A5kl
Table 1. Characteristics of the sample
Classification Items Frequency(%)
Gender Male 329(67.8)
Female 156(32.2)
20-29 years 40(8.2)
Age 30-39 years 154(31.8)
40-49 years 169(34.8)
Over 50 years 122(25.2)
Seoul 212(43.7)
Area Gyeonggi—do 151(31.1)
Chungcheong—do 122(25.2)
Table 2. Content of questionnaire configuration
Variables Items Question number
Characteristics Gender, Age, Area 3
Facilities 6
Service quality Service >
Human resources 4
Price 4
Customer satisfaction  Fee, Benefit, Enjoyment, Relation, Participation 5
Behavior intention Purchase, Recommend other person, Talk to positive 3
Total 30
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Table 3. Results of exploratory factor analysis

Variables Items 1 2 3 4  Cronbach’s a
Number of game rooms 519 295 340 143
Screen golf space 592 165 211 129
Golf ball condition 642 201 162 .072 763
Auxiliary facilities 660 121 .093 181 ’
Parking facilities 653 061 159  .181
Cleanliness 539 071 160 275
Event .040 214 283 598
Reservation time 183 157 134 625
Operating time 270 163 .020  .651 705
Game program 267 172 082 634
Service Online and mobile information — .234  .088 .289  .508
quality Appearance and attire A76 701 276 024
Kindness 215 712 101 .208 713
Professionalism 251 695 074 172 ’
Responsibility .001 608 .285 .295
Screen game fee 173297 701 (108
Appurtenant facility fee 221 145 708 188 737
Monthly dues 252 .074 665 112 )
Lesson cost 218 296 540 232
Eigen value 27749 2367 2.334 2.289

Variance(%)

14.468 12.456 12.285 12.048

Cumulative(%)

14.468 26.925 39.209 51.257

Table 4. Results of exploratory factor analysis

Variables Items 1 Cronbach’s a
Fee 701
Benefit .609
Enjoyment .670 703
Customer Relation .706
satisfaction Participation .650
Eigen value 2.233
Variance(%) 44.662
Cumulative(%) 44.662

~a9zmo] AuAEE BA4 ey 2 ~3PFDO| DATE S A A,
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Table 5. Results of exploratory factor analysis

£3UZLo A AEP0] WARE ¥ P AL IF S

Variables Items 1 Cronbach’s a
Purchase, 721
Recommend other person .966 .865
Behavior Talk to positive .966
intention Eigen value 2.386
Variance(%) 79.549
Cumulative(%) 79.549
Table 6. Results of correlation
1 2 3 4 5 6
Facilities 1
Service S557%* 1
Human resources .503%* ATTE* 1
Price .590% * S517** 557%* 1
Customer satisfaction ~ .582** .558%** 521%* .548%** 1
Behavior intention A54%% .386** 375%* 433%* .548%* 1
**p<.01
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Table 7. Results of regression analysis

Dependent variable  Independent variable b s.e B t p
(constant) .868 129 6.730  .001
Facilities 244 .043 .256 5.705 .001
Customer satisfaction Service 225 .040 .240 5.653  .001
Human resources 147 .034 182 4,329 .001
Price 147 .039 171 3.793  .001

R2=.467, F=107.095(.001)

Table 8. Results of regression analysis

Dependent variable  Independent variable b s.e B t p
(constant) 1.122 165 6.791  .001
Customer satisfaction 674 .047 .548 14.403  .001
R2=.299, F=207.458(.001)

Behavior intention

Table 8. Results of regression analysis

Dependent variable  Independent variable b s.e B t p
(constant) 1.079 187 5775 .001
Facilities 271 .062 232 4378 .001
Behavior intention Service 132 .058 114 2.288  .023
Human resources .103 .049 105 2.108  .036
Price .189 .056 179 3.365 .001

R2=.260, F=43.498(.001)
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