commons

O N § D E E D

@creatlve

ASZAEMN-HS3-MIASA 2.0 Mz
O 2A= OHNHS] =4S M2= ASMH 50 ARSA

o 0 HE=SS SH, HE, 32, 84, &3 5 28T 2 2UsLCH

— f=Rr—T0—

Ch5d 2= 245 Mdor gLk

HEAEA. Aot EHSANE EAGHADE 2LICH

HZ2d. #5t= 0l A5=ES 2l 5

Jd
0
it
=]
o
m
I
£
I3
It
B

o Fts, 0 HEEY HOIS0ILIHH=EY 22, 0] AEENH HEE
ZTEH LHEHH MOE 2HLICH

o REATZNE U2 5718 wom 0123 ZAS2 MSEA WL

HESAEH OIE 0IEAS Ad= A2 HWEN Sotl IS BA BSLLL

0lZ1Z DIEHE A= Legal CodeyE Ol 2H 2 SIRLIC

Disclairmer B

Collection




[ UCI ]1804: 24011- 200000236215

20084 2H
A = B3 37 G 3

= MuaF o] MuAFA E

N A= gaFo &3 aF

KB R s KB



238 AulzFdo] MulxFH Sol

N A= o] A a4

A Study on the Effects of the Banking Service
Quality on Service Loyalty

2008% 2H H

KB R s KB



3o AuAF Aol AHAEFA =

2= el B3 A

o] FN S REE ML HmNLE RIIE.

20075 10H H

LN N3 B SN 77

Al



RGN LB ws HAET.

AR WP B El
Z B WEXREBER #HE £l
= B HHREBER #HEK El

2007 & 111 H

LN R (B S N1



A 1A

A1
A2

A2 A

A1
Al 2
Al 3
Al 4

A 3
A1
A 2
A 3
A 4 &
A1
A2
A 3

Al 4

A5 A

1\1 TP PP 1
A B A 7] W A TEY] A e 1
71% ?j:er/] :’L/Kg ............................................................................................ 3

Od:rLQ] o]%zl, H“%‘ ................................................................ 5
| /ﬂH]z\_ %7‘\:_10]] 73+ o]%;ﬁv TLEE v 5
A X ZE 7o TE o] Z A T E e 12
A AAE o] ZF O] B A GLF e 19
A AU 22 5ol T3 o] A TE 26

o 7]—/}_3_(2] /}_ixg .................................................................. 34
A oqu) A EA A ZFE TR Y] T e 34
A A ZE RS T EEZ O] FEA| e 35
71% iﬁgi—éﬂ} /\13]/\%/%]1‘:‘9/] 174] .................................................... 36

/‘5_1%..5,}_\3' .................................................................................. 38
A W22 0] A WA T O] TLA] e 38
71% ;(].JEJ_Z,:;S;L} J_’JI_%Q/] :’L/Kg .................................................................... 44
A Z A BFEL O] F T et 46
A G TETFAL O] ZZE e 56

A= g.l EQ] .......................................................................... 58



A1
A2
A 3
53]

58
B QT O] A AR ceeeseeeees e 59
A AT SHAA W BFT o LI A| e 61
..................................................................................................................... 63



CE 2-1> AU AT A Q] FJG] corerrsrsercrssisererssisesesisisesessistsessssistssssssistsessssastsessasaoses 9
CE 2-2> A ZFE TFR Q] A Q] e 14
T 2-3> Zeithaml(1988)©] 47FA] ZFA] & ©] wrereererreremrrinmsisiinieisiisiseisiseiens 15
T 2-4> AR AZEATF CSY BT ceererereereeeiemeieieinitie i 23
T 2-5> AB] A A O] FPH e 28
T 4-1> AEA FAY AE 23 BFE 43
T 4-2> FAZAo] FF Q OTIEA] o 47
T 4-3> AFEZA] B QT A e 48
T 4-4> BAZ A0 T QT A 49
¥ 4-5> AU T o] thd QOIEA] 49
¥ 4-6> Au]2Z Ao T QOIEA] 51
T A4-7> w2 ol EE2M o] T Q O1EA] 52
T 4-8> 72+ Z2AMGFSo] 3 A Z A BEA 53
T 4-9> CFA T8 Z EFID o 55
T 410> ZA TG O] CFA  corereereesressesesssssiesiesissssssssss st 55
T A4-11> TANETEY AT T A B A o 56
CE 4-12> AT AT QGF i s 57

<ad¥
<19
<19
<a¥

<a¥

2-1> AH| AF A T F O] H| DL cerrerrrerrmresieniiiiii 11
2-2> TAWEZI My FAo e AH] AL T I} e 19
2-3> 71t Aol Z1zF Ayl EAT DAWEL] Fo] 22
D e -~ O 37
A-1> A Z R O] BH A Z T e 57



ABSTRACT

A Study on the Effects of the Banking Service Quality
on the Service Loyalty

by Oh, Ji-Youl

Advisor : Prof. Kim, Jong-Ho, Ph.D.
Department of Business Adminstration
Graduate School of Business Adminstration

Chosun University

This study explores the main dimensions affecting perceived value,
customer satisfaction, and service loyalty, and investigates the structural
relationship with SERVQUAL and service loyalty by understanding the
relative importance of multi-dimensionally identified banking service
quality.

To verify the hypotheses, a field research with 156 customers using
banking services has been performed and the results are as follows.

It is verified that three dimensions of service quality (process, outcome,
and service environment) are the source forming service loyalty. All of
the SERVQUAL dimensions positively affect perceived value making
customer satisfaction increase and subsequently service loyalty 1is
strengthened.

This result corresponds with the previous researches regarding
perceived value and customer satisfaction as the main antecedents to

service loyalty, and implicates that customer satisfaction is improved by

_iv_



providing more valuable product or service, and furthermore loyalty is
intensified through the customer satisfaction.

In addition, the study has several implications. First, by investigating
literature related to SERVQUAL, this study verifies how each of the
quality dimensions such as ’'process quality,” ’‘outcome quality,” and
'service environment quality’ makes an influence to subsequent. The
banking process quality is less important than the other two. Second, this
study integrates two kinds of loyalty (behavioral and attitudinal loyalty)
and develops a research model based on theoretical background.

However, there are four limits in this research. First, because the
suggested variables to measure SERVQUAL are not the absolute method,
the future researches related to developing and refining the items to
measure SERVQUAL reflecting customers’ value should be continuously
performed

Second, generalizing the research result is difficult because the research
subject has been limited to bank service. Therefore various other services
should be considered for generalizing.

Third, although three concepts (SERVQUAL, perceived value, and
customer satisfaction) affecting service loyalty have been used, other
factors such as trust and commitment should be included into the research
model and elaborately analyzed the interaction.

Fourth, loyalty is a dynamic concept formed as cumulating consuming
experience and over time. However, it is difficult to perform a longitudinal
research due to a survey attributes. Thus theoretical and managerial
implications can be drawn in the future by considering time flow and

longitudinal research.
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p=2
[¢]

t}(Caruana

é‘l,

o
oy
r
o

Hin

ol
Pl

Q]
=

p/]

|

A7be 7}

5 2004). o
FA = A 71y 39 th(Sinha and DeSarbo 1998).

=

(Snoj

Bl

!

EECREP R

e
L

7g o] ol A

A7k 71A
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g meldth AA, AZE HAL AFAS D Aol BAT R4
L)

So] A% Aolt}(Zeithaml 1988; Sweeney 5 1999; Slater and

Narver 2000). Ulaga and Chacour(2001)= 159 dFolA xzZtw HJ2
A ARYET AHAAMY FAHAES, A7 AL ‘A #HT AHAAY &

)

o]
2

] of

CEA, AztE slge Azl 4o Ador AT
A=

B

=
Aok AZE A= FEAEY] ATEZSE a5 s A7

ALY AAE el gAY A0 Al ol th(Zeithaml 5 1996; Snoj and

r’l

Gabrijan 2000). A A, A 7tE H)& 54 v = ol § A3 AH o
AFY AZ td& 73 -5, 244 -024d4 S48 23S v
(Snoj and Gabrijan 2000).

W Zeithaml(1983)& AZHE 7AXE “Fol& F3 Fo1g wekAd 7]

v
et

AFE R APz fFE&Ae g AHAES HAREH HUVEE HAE
A QtstH A, AF/Av] 2= Aol dojA “get’¥ “give” FAHLA HY vl
H71E AFeAT. 53], 2 vAE Eof dFdA AEEHE JHAE <HF

2-3>3} ko] o] 7bA) Zulel A APk,

<3 2-3> Zeithaml(1988)°] 47}A] 7FA] A <]

LI P PPN P R R s

AAE AYD A A A
(Value is low price) (Value is whatever I want in a
service)

VA= 28| A7 A B3 1A o &)

e E3 AAE 2vATL E RO dE e A

(Value is the quality I get for the (Value is what I get for what I give)

price 1 pay)

AA, “THA = 7EA"olt olHE A= THAE dwd] A #dE A

_15_



dom wi Aot 4, AAE “mrlet Ao detd guHow

o
Jln
ol

]_
EoArelth A, AR E ARSE A dstel H5sE A48 AEEA
el gaelth olel@ ARl g FoAA 2% oAl WA elvli mE Ao
RojA AR e WA 4TS vl Ao, w3 Aolstole] G
A oAdssE Aotk A, HAw BAE BE GAES 2@ Aol

A ool B FEAd ARk ol

K
X,

(<

FAI A olE F 8AELS AEY FH4 v & g A7E vHA
of dojA W& o] HE 7HR(Sweeney and Soutar 2001).
Zeithaml(1988)oll 93}, AuAEL2 A71Ad we} FA43 714319 +9
S oE W X E AT gt o] 8% An[AE ek A zhE 7hA €
TSRV BdE 7
¥ Bolton and Drew(1991b)2 &4 Fd3 714 ¢ A=A 7HAE N
ditele A2 Ui destthe A A48k e, Poter(1990)= vl 2t

AA 5T AAE ATH AANNE AFEL AF 2 5, AT D
WA 3 ol wrh Gk 4A AFH 248 nese] drhu F4

ot
k)
1
2
T
ko)
B>

izt o] AlF W Anjzo] dis] AgA AXE Hrbska
= AE odlstr] HAMeE B Audd FAHol aHY, dAY A=
< o)} Ze HENLES A LA T (Sweeney and Soutar 2001).

| 718 RoldlFe BEE o Y47 AT 4

sttt (Engel & 1995). wheF 1

AES AAFe] 77 FOAQJMAE olsfisoF dtaL oY Fow Al
Ao oS AFACEHY] Al eE 5 A 23S FoloF i (Woodruff
1997). 7FA7F AU s ToAdE &, diAow A AMdS Zol
SUA olefist7] A ATAQ AT oAds] F53 A o]t (Sweeney and

Soutar 2001).

_16_



2. AF7 A ¢ 74 A 7HA

)
on

WAE stael ARSI F6 Y= 4 olf T shte mAE 7
AAZ 3 wFolw, old @ AdEel 5 ALRKE, BAWALY, e

(A)Fufelz el ARgogx FTasitteE dES AlA Fth(Patterson  and
=

o A4FE Frteta Ui, AAVMAE L5 AlFelA b AEd 3 T Y
shifoln, HegFH oz me )t Anak A JFA 5L dl e
SEA ) EBapolA A A wEAg el oMY FFHA JTs G
71 %= &tk (Holbrook 1994).

NzE AFdh o5 A AN NHA, WA, a3 A 9
B ETE EFsgeh AHAR WFYe e A md s Fde wi

o7 ®H3 Utk F Dodds 519919 A FolM= E-23 7Aoo Aztd 7}

AE = A FriFo] A5 ook dt}(Sweeney and Soutar 2001).

A7te AF7 A= FeieEel FuldES o]Fo] e FAag ado|rg
(Zeithaml 1988). Baker 5(2002)& HEofz ko] NP 54 HxolA )
& 7 A BolA FHEE 9 5 2dsie] Bo Y sA A
e, o9 A8 A+ E(Dodds 5 1991, Zeithaml 51996)°] =]zt

ol

H AF7EA 9 of & o] = (patronage intention) 7Fe] T A A <
AAE AAERL AT

%2 AFEDodds T 1991; Grewal 5 1998; Sirohi & 1998)2 % & 2] #
Zkap 7FA kol = A Y #wAVE dow) e AFY BHu & 7hAL A

=9 AFZFA Azl FAAL e A= A AAS ok

)

- 17 -



Zeithaml(1988) R &lol A Al Asl= =)=, vhef 2njatEe] HX oA =
Ha BFE AT, AFSvE 2712 FE Qv Held ol @k
A wge FE FAA] AL AgE AFZVHAE FaAE =

tF(Baker 5 2002). FF Aol ol a A5

2

B ] I S P o i A S
AL A7 Tt dia) debyp wrSebe=Aed AP dFgs w v
(Anderson and Sullivan 1993; Anderson & 1994).

ofHME A¥[A Ee AFdAT deA et A A BEe A
ZAxo AF3E= A9 glth(Patterson and Spreng 1997). WkHo] o sz} E o]
2u A e ARl el RS EAy dygadlse] g AT4E o)
%t} (Danaher and Mattsson 1998; Spreng & 1993). &3], #| 2

H 7RV v e ws

~
i
2
I
)
o
lo
o
!
ki
s
oy
!
il
=
i

Foov) Wl AT s

it
=
)
lo
=)
N
S
s

© ™ (Spreng & 1993),

Cronin 5 (2000)° ¢st¥ 714 Aol SlojA Az4d 7HA 9 =2 FE2

_18_



NFE Muz ATE Avnw, ol 5o 37A A" A dFa
Qog FE dTHel & WHEEL MuAEAR RAWECS) Hriold

(Taylor 2001). AMH|Z=olA uARSS e o, == FH23 LARS9

Ma FEAAFE AT AMEA A AFEd S CSe w2 E85 o] A}
|5 0] gttTacobucci, Ostrom and Grayson 1995). A H] 2~

%o <agy 2-2>0l4 m¥el Aubel sdjel wme] o3
Wotel Adel Yol olsolAx eFow 1 Aolg Faks] ol Aol

o

< 2-2> nARESIE AqH] A Fdel] gk Anjake] H b

7 | F A
P o)
79 > w =

a9 T AHAFAe] CS9F wdF Jidolu e Aol sl o]kl
gt ol E AV AFAE0°] T4 H(Dabholkar 1993, 1995b; Iacobucci,
Grayson and Ostrom 1994; Iacobucci, Ostrom and Grayson 1995; Oliver

1993). Bansal and Taylor(1997)= CS<¢} X u|~FAo] Ad3s] =2 JFHA

_19_



2]
(overlap) ®tha R gk

s

7]
A

L

T

zF

}

5} 1. Dabholkar(1995a)

°

ol

!

1) Aol 2ol

ol

ol

of Yha) A A

<)
=

A E 7))o} 2n A7) 2n] 7

Q]
=

A=}
=

“

’

=z
@ =

B
)

el
s
Bo
—_
o

o

o]

-
i

a2 Al

) o
T

!

ST
™

Eal

A Yot AH]

Al 9] gy

)

AR A o

a-

o2 7tR 2
Oliver(1993) ¢}

U2 AlE s

A

<0
o)
o/
"
=)
X

ol

]
S

1
L.

o 2] a1 9l T},
2ol

=

=

=

CEREL EE -

2ol Mg st glolA

]

%

o

HA el o

-

sy
_

2) =9} o

PZB(1988)¢] # ©] 7} ol

ST
™

)

k)
ﬂo
<0
0

X
wjr

‘_ﬂmd

jpasel

&

o

"
G
=

X

Al A el

SRS JRER=RERS

5

A

N
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zgety] Wil ARz Aot v Ak Agko] Aol upe}
AgkA el Az F4 fdon Fadvha 2ol

=
Bolton and Dew(1991b)= thg A Fol A vt} Ag AAsY w3t A

H 2 FA 3o dAl diE =os A AT

Service Quality = Q(CS/Dy, Disconfirmation)

CS/D; = C(Disconfirmation, Expectation, Performance)

3) 71thel gk Ad g ol mE Aol

Al FAE ATl B2 AFAES Al 8 FAHAA AEFE
= MES FH AL 7] (normative standards) =24 A o] sal QT

= olw An|A7F Al g Eojokwt F=A o] thd Aujzte] WSo] HlE 7|

o

o2 7

—_—

o

= Aot sHA nANSR Aol Aot e vl

= (predictive standards)olth. &, o17] A2l 7| AMu]lx AFA7E Az

ki

Aolgta AW A =713 dE AS o v]dth(Parasuraman, Zeithaml and

Berry 1994). o] & A stH g9 <219 2-3>3 Zr}
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<a¥Y 2-3> 71 Aol 7]

Aol

X
o

T

M
W—L
~

™

X
ol

T

B)

o
"
ol
ﬁo

4) 718k Ao

]
=

Aol

TR 2 A

19 o
a =

°of & 7

s
a

o] 3} o

L
T

Rust and Oliver(1994)

sk,

,mo

jzel

7A
4r

)

<

Hin

jzel

qr

0|
M

ut

==

"’

g

ki3

(dimension) 0. = &

=

o

—

Hi

2] AHjso

R
.

W 3}

Tacobucci,

A,

M2, Au~EAL 714 (price),

A,

Ostrom, and Grayson(1995)9l

A (timeliness),

2 54 (expertise) ol

(back-stage),

- 22 -



X 8] 23] & (service recovery), =24 37 (physical environment)ell <] 3]

o3 e Auz FAB uAVE AolE AelsE b <E 2-4>
o gt
<E 24> A =EA} CSO
AHl 2 54 A uE
AFHE Aulze Aa | 2aA® AAdst 444 24
4 o | A 924 / AsAd | o Awde wA® B@A A
g AwAel ol o A
A7 Aela AwAel B | AAAelm E4ydl me
s o
HESE o gmsh we fak | wRom go1Ae HEel
A & AR 9
CER L A % G249 7%
4 %A 4 A E

A5 ol A, o] EH(2001), ARl AFAL] FAI I E I g A 2F 0 KS-SQI
2o s A4 npAE AT, 16(1), 1-26.

2. Au|2oA mATEe AT

o AFES A aFEA aARF(CO)S A= bdE JAdely & At
ofol A}AAZE EAT= H v Folstar 9l Xekvh 2ddH, F A
do] dpdAel e = A7k AZdear duk(el A 1996). 5, F Aol
CSeo Agwgeta ®H= HAs)(Woodside & 1989)¢F CS7F #4249 A4
gkl B A& (Bitner 1990)= ydth H2o AgES B, MU AEFES
Cse Agusm B Zo] gRd Aoz Hon(olfAl, 459, 244

1996; olsta, A7 &, o] & 7] 1999; Anderson and Sullivan 1993; Cronin and

_23_



Taylor 1992; Oliver 1993; Spreng and Macoy 1996). 53], SERVQUALY]

R
.

ol

Zbo] (gap-based) HZ7F  ofd Ayntoz  AMux2FHS  FA
SERVPERF E @A CSel thgh AMulxsmde] AaaAzt vig 2 ey
= ZAo] YA P Y (Brady, Cronin, and Brand 2002).
MUl 2Fd3 CSe AF A7 AFHAA A7ld = HE olFe
85 9] = (behavioral intention)oll 3 Mu]=~FA 3 CSe Ao o
2, CS7F Anl=FA 3 d5oE AtolE wizfst=Aled tig Aol Taylor
and Baker(1994)% =3 Aol 9lo] CSef Mulx~Fdo] BT JagS v A=
g, 53] o] 7 ¥ 4348l o & 9F= A= S BHo FUAh
Dabholkar, Shepherd, and Thorpe(2000)= AJB]A~3ZF Ao A A =go]
Hi e 92 7HA olfrES uFAed, 1 F sty CSo wifd e

@ Aot 15 tgo Al HH RYE F BAM0R Y $59 wg
=

Lo 9Fgs "A= ZH(CS—BIL SQ—BD @ ‘CS7F AMuj2F 43 A Fol%
AE &3] wjzlste 2 (SQ—CS—BD @ ‘AH|~FHdo] CSe 3
FAEE &8 mrlste 2P (CS—>SQ—BD. A7 A, CS7F Au=F4
I Feo Alo]lE SHuisiEtE QR F ] 7HE el 5 H A

Fullerton and Taylor(2002)= 3d ol ~etd & An|~9t AFAAR AHH| 2=
o g Aol A, giAA R B uf CS7F Avkd Au|=FA 3 o) F o
Lo #AE AR middes AS AFsEAT. o] dd Aul
(switching intention)°l] ™3 AMH]=FF o] 9
ehds] wizietes Ao = yERwaL, whR o] s A H] A H] o A= F
ok mpAsts RoE vetwnh antel FH e ZEw g 7HA A &9
Lol F AHlE B A CS7F F74 viZlE S Ao®m e

RE AFFRF LAFE AL obUAW, A2 ATARES FH

=
>
s
2
I
H
N
N
2
rlot
lo
H
[ov)
o2
o

M
ax

A B o, CS7F Au2Fd g Fo=ite] ARAAE vicle AR E
= Adg A ZtBaron and Kenney 1986). &, B& AFSoA Au2E4d
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o] FHW CS7F F7FH L o] AL Aol met FHoER dAH 7Y
o AHdE FAATIE 9TE ste Aom dAFHIL UvHelwA, olF4d
2001, Caruana 2002; Gotlieb, Grewal, and Brown 1994, Dabholkar,
Shepherd, and Thorpe 2000; Woodside & 1989; Rust & 1995).

NE ATES P ww, Au2EAS CSol 9L A1 ARHow

E el mabel 344 ate BF MAE e

o
e
&
e
N
N
i

A FAskE WolA EIeh Al uAS At uAs s 2AA
& =

A, B39, AAY 1996; Fornell and Wernerfelt 1987; Rust and Zahorik

1993; Zeithaml, Berry, and Parasuraman 1996).
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A 42 AU EFAHE FF o]2F 1T

1. Service Loyalty 2 27|

Service Loyalty (A v 2= FAE)Et= AL nA o] AT A5 AFHRFE,
BAexbe] g HFAA FFRFEA AR npA"AA A Fagt
Mdoleta w& 4 A (Caruana 2002). 28, HAIZ /A= Av)|2F4 T
o] o},

A E(oyalty)et= AEe] 719 vig 2@ HA 282 FHEE A
do] 7tHA Hstef 2 Jidelr. wiA" A FAZCd I A 27]e=

3 9] Al (tangible product) #HAA] ‘H#H= FA E(brand loyalty) 2F=

o ARE g el da A7 g A e

)

Mol =8E F v (Cunningham 1956; Day 1969; Kosteki 1994; Tucker
1964). 713 ¥Y % Cunningham(1961)2 ‘A ¥ Z4 =(store loyalty) &+ 70y
S AEgoEN FAEY AES BAso HExE AT AZke] 7}
WA FAZ AdS g gk 4 Z(vendor loyalty)' et 22 7l o]
271744 e 78S Edste AoR AE FEo] 2o

ey, Oliver(1997)8] A1 A A7 ‘Av]2~¢] 114 FA E(customer loyalty of
services)' & A7e 3 A9 UAth Oliver(1997)¢] A5 Hel¥, AH]|

2 FARE aAFAERE U 2 Y g A%HE AHOR B 5 A4S

[>

ol frAl, 9+A71(2001)2] AFANMZ= “An]

Bo =’ T 2L 1A oz T T Jhdolu’Hal By dw FAES

l
o ol & Eof, =7tel g TAEE ‘o= A (patriotism) &2, A

(citizen loyalty) = E& A}t 7| gxdol A =4

|
lo
ofy
ox
=
o
>

|
ofj
ox
=

E7F AR EE de &3 Aot R EE TP YEY T4 =(employee
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loyalty)' 7} 93, o] oWl 7], BAd= A -FA(provider) Sl 3l 7}A

e Wl erel

fl
~
oy
oX,
=
a
c
28
(@}
8
@
5}
<
=N
=
w =
N
N
2 4
I
AC
k1
k1
12
oy
oX,
=

(brand loyalty)’, MHl = AgAs oz s AMus FALE, JES
dor st SAEY drols AE A =(store loyalty)’,

1
(vendor loyalty) S °o= ™

2
i
=
o
o
frt
_0|L
ne)
=3
inj
of
o,
ki

(Caruana 2002).

FAEZE A28 ez FF"E AL FHo dolu}. Czepiel and
Gilmore(1987)¢} Gremler and Brown(1996)¢] T4 %= MES 73 AFO=E
FAed. 159 AMujx FAE T AYoles FAHLEY Al 7HA A
Aol FAd8 x50 xFHo vk =, Gl (purchase), H E(attitude), 1A
(cognition)®] Al 847 £3H o] Sk, 259 Ao w=d “MHl= FA
T o] 3 AMulx AFAH(a service provider)o Al WHEFu] FFPF S 1
ol FolH, I ATANA FAHAJ] B4 7 3 (disposition)S Hfr kil
e Au e g =7 AR W oA I AR AFANES o] 43 A
At Arolgkar Aostar Atk

TW AT Foll A, o]t (1999) = “MHlx FAEE Aol RAY AP
el gk 7ol 7]xste] @A AH|E AFAE thE Wl thA] o]
stz st gr’E Aokt ol A, <A 71(2001)= Dick and
Basu(1994)°l 7 sko] “AMujz Algatel] digh A4 B=rt =31 ¢4 7t
Blare] W AAA digkel] wlef wbEF ] vl Eo] & AE"E HA Utk 7
E ATEY Auls FAEC O Md BoE <xE 2-5>0 A

o

- 27 -



< 2-5> AR aFAdEe] i

o2} AR A2FAE 7
AUl FATE FAZF Y vlge T3 Aujs
Czepiel & Gilmore(1987) | AT A9} WU B/AE A HFA7]E 1A 5A3

service provider)ol Al
wolH, 2 AFANA FAHAAA BEH A
(disposition)& R {3lx, T Aujz=d dig 4

£

2 AL W 9A o Aulz AFARL ol

Gremler & Brown(1996)

FAEE nAol #A A@H v
o] 7 (1999) g vl Alzatel @A Auls ATAE
g Wel® tha o getuA s o®

Ml Alg Aol HE dod BE7F w3 s d

ol A, ¢+ 71(2001) Zhel el ol AAA digkel e whE ) m &

rlr
of
ox
k
o
fu)
ox
Mo
>
=
[>
Y
of{
B
@
D

=

<

=S
(@)

!

=

@]

2.
o,
D

2
k)
rlr
S
°
k)
M
o
ku)
2

AMuBl 2 AFA7E Tl e FAAE S48 & davh S Blolth A
2 AFAel Wid A= TH F s e, AHATF AR~
(customer service) 2t e AMH]=E oJu|st= Zo] ofyet= L 45t
dE 5o, 2 2E of&sts 1A A ‘e 2es 7ol AN
2 AFA7E frkar Bolol itk 008 ¥ of&3st= A olgtH ‘00
o] AMu]x AFgtelty, 2], EE] W FAAMNE 5 ALS ¢ F
obaf A © A5 o] fet= wAolHtH au= HIE SALEHE Mder H

slof & Zlojth. MHI=E AFdte MUoMA FHEE Hole 4F= F4
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Kl
o

oA gel B 4 Atk ojw o] txbolust mheol HojA o1 Abgel
A v gae dEaAe T BAeE dEe 1 o] Py} the

d
%

]

UAE T AR wE @ v EAE s o] I oo

5+

A% §7A7
ool @ At Auls AFAE WEAZ 2 Aol ofue so] txtely

Aoz ®Be Aol ¥ BB Aot o3 A= oA, WAL AL

o,

T o

(o

FAE AE el AL g dolAw AwHoz F

r

i
ax

71E AFES AHRWAE, A P FE A (behavioral) HIWHIY HEZ
(attitudinal) HWH e F Fo=2 yFro & F Uvh(Aaker 1991; Assael
1998; Day 1969; Jacoby and Chestnut 1978; Jacoby and Kyner 1973; Oliver
1999; Tucker 1964).

o

) ded T4z B A+

3

!

= of tig 27 AFES dEE dd dHolH=Z AT 4+ v
o

Iz

tE dAeRE AFstdn. metbs 27 A dil AFEEA A AA
218 = Ak Brown(1952, 1953)2 A Fuje] AHAHS #Fstn S48
t}. Kuehn and Day(1964)= FALEE AFol izt 3A Fujdrte] g¢=

Aoleta, Az FREA JIPES Aestel A9 FHEE ZHn
%

A @tk P Lipstein(1959)¢ FAEE “5 AF @ 7o d8ol @
S me 54 nase oW FT AN FHE Folsar
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Eﬂ, “17_]]4

L

T

#u}

=

HAI

9

3

A
=

A2 Tucker(1964)¢] 2] 3]

X % o o o 3§ = " o T oW g v o oNr R = w
Lt sl = - ﬂAIL ~ _ aze] 8] EO m ﬂo )
o . TR = T o . M = o= = 5 o)
T il T B No W | ol o A = sl = H - o
= X . To — ol KH =y m P M- *° o)) T4 of
0 5 o X EE T m ﬂﬂ %o w m 073 .zT et o W %o
T X Tow T RTW Ly 58 0% W~
do o- T o= R T R OW L~ = M owm
~ = %o 0 -~ R wh ol a O# X <° ..W T
o = T o 2F Loy w5 o ow TS 1
(I mﬂ_ vl ®e ! RS > Lo T B o o NS 70
O A B A - NI - . S - S = S
= =z O o o R P s s I
T Hl o) W = e o »ox = o3 Mrw o Koy o
T B P LoE s W o o g o THom . T o o
') E¢ i) o | X »A..* HC
w 1 o - o0 B F o ofy W = o L T B n
Y7 p¥ kgogp s Er®B el o®Ee W
) | ~ T
e W o= 1 E R e Togo® oy X ¥ )
Ne ——t T oW T M = M o X B T -
T T3 o A HoR ool E Ay o o @ R
) — 7] s N — )
nwm oF mm e M oo™ LR R o ﬂ 5 mﬂ ML F N w% N
I T T T T R SR S R
S 5 Eow B £ 2| TS o o M il >
| oy = g I S T oo Wy HoOWN R o R = A I
WL ,ul el w..w m Mm uw EE E.D CM %o iy e W Erl 1% % Z.o | %E EO \H_OI i
e ‘m% 2 ‘ﬂAII X o Xl a - m -~ T ZT g
K = O = oo wr - - N mm . N
p ¥ S 2 H g e ™ T 9 WS e = E N g %
s p ol T B w0 bk T =
o N A o5 N W 5 o N M % O wm o = e ! L_Oﬁ T ISR
N ow_ e o o 2w &P o = 3 D,w - Mﬂ o o
TP e AN Egw 2 HTeswESI wE " 2o
e EH I A = % 3 5 ® wx T g B X R
> ¥ L 2
® w3 £ P ow 2 ¥ 5 & R s E T EY 5 =
NI z B S T & T ooF oo W EW T N W DR
Moz o x 8 % A Mo ® 5 " . T o H
RIS CEI oW Gl T OO W W oR T ORE

H] Fo] A 7] A t}(Jacoby and Chestnut
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o
o9

=

LI wbE iz 3 BAleg Al ddel At ofyels Ao
CH(Tepeci 1999). A A= of o] glojA FAL=7F A" AdA oty A
Foju F2 tE of "ol wnHoew

T flolAd v mHgEe AFste e A 7P AHH(Dick
and Basu 1994). ol & Eof, AYAES2 7 AL Ao 7] ol =
do] MFEAE EEY. A2E Tdo] AAgE Jt2deA AdHS o
AMzE zdo] § F2 7HAE Aedvd AFAE2 Azd d= &3

oh mhebA Wzl A A onlaA s et

_l_:

2) H=4 A= B#g A5

215} 9 oH(Oliver 1997).

B HIWed m=d Bdcd e =YL& B4 of Z(attitudinal
attachment) == %3 4 % (attitudinal loyalty) & & 4 9 th(Chaudhuri
and Holbrook 2001; Keller 2002).

wY A FAHAEE 54 Bdso i wbEgujeh 22 fE FA
%= (behavioral loyalty)® 972 ¥ th(Fournier 1998). &, a2 7|vte] B A= =z}

AH(customer-based brand equity) &A@ A E o

Z35t7] HslA e AFHEFEe] ofde WA mAY vSH & (mind share)
S Fole Aol Tasige A dugFit(Aaker 1997; Keller 2002).
HEEH JIHoAe SHEE 54 19 553 (unique) 7FA o dlgh

2907 AHYEH(Chaudhuri and Holbrook 2001), oj7]jol: <X H
(cognitive), #+7 & (affective), ¢l =4 (conative) 247} E 3 H tH(Oliver 1993;

oA, k7] 2001). F, HHEA FAEE AF EE Bt Frd 7z

K
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et wrgA s b @il F4e v Prus and Brandt(1995)= $4 =
7b Bl dlFe Afoleta FASHA, HEE AT E, A PA R
ATAR o MESs 2o, 9= AFu, @AY AFS G2 A

2} o]

2
Zolu} AMulanth wol AFulstAY 2 A

3F&l o}, Chaudhuri and Holbrook(2001)E HFAEE 354 FAHZY vHE
A FAER FERIY o, 3T H(purchase) A EE A Fol et A A

W 4P Jretn FF53
9 2ol AWATES FHARW, FAE] FaHEL 304 olF B
o] gkth(Howard and Sheth 1969; ol A1, ¢tA 7] 2001). Aaker(1991)
E FHEE FA AP Meda, Aifnd 0 5 vAY Y9 g
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Aol Aza ANE Azdw FAD AZ4E A6l o8 dHL v
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At (Chang and Wildt 1994; Dodds & 1991). ¢Wh# o

=
wAY AF B AREERYH By g2 VA S @78 o

flo

5 F e, ojzie v vt e F4S BRAS T wEolt
(McDougall and Levesque 2000). A B E t49 dFEL2 4" 234 A
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= As A5Ho= Wl low, Rust 5(1995) AMH] = 7FX7F F4- oy

P 1 MuaEAY 7+ 49
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7H 11 AARZFALE AA4E 7HA e sA4H dFS v Aotk
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FE2Y T A(Z4H 7MAe 9 st gub(Liljander and Strandvik

NES AT 9
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1995). AR tiF-E o] MHEPS JRZHS I
Ak s ARl 8 A2 F AL ol th(Patterson and Spreng 1997). 7FX| =
SlaL, volzk kA= Ao 7wE A1y
Bk ofyet W75 A (A3 A 7hA] e 4
=4 5)E7hA 2#sty] A hd s Ao

Azt 7hA e nANFe BAE A BEAA Aol g dFHuh
(Hellier & 2003). shubel Al HE= shubo] Mulzo] gk & e Fuj7t

AT o, 2 uALe AT HERY o 2 ojydEs W VIdse dH, 5

olefd A 22E XY

o

_0|L
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O e HAE Aeged 7o c(Hellier 5 2003). 7FekF Ftufjo] & 7|6

oA A ZFE ANkA AH| 2~ wrSo] o] of 35 W Zth(Hellier & 2003). F
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b o w, Mulzs Faaete] AAlC oA, aAES 2EY AF Ee A
H 2= wrES Z71x7]7] Ya] 215 222 A2 FEse g Ad9S )
A At (Rosen and Surprenant 1998).

53], 7FAAZE AF/Au] =0 el 3o &7 glo] TAd

,ﬁ:
1% m= Aulze) olg4Fel /et nea BEe gaRde

3}

=)
Jpy
o
N

o

ST
™
5]

o] d 4 9lil(Westbrook and Oliver 1981), 7}X| &= whEo9] A3
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A 47 AFEH

A 1A Age 23 9 A% 74

2 AFdEsE AZd Au=FAe AHeolE Parasuraman, Zeithaml, and
Berry(1988)¢] A ofol we} “AMul=Fde] f54/deded g A47ow
2o Avl=F 429 Hrhe PZB(1983)¢] SERVQUAL YAl AdEL T2
FAALe g Bkl 2HE wFa Jdow, M2 FHHL Roste] A
A% wAH A AFA e A AR S AlFetrlde 53 Ho] B
= A Aol A (Llosa, Chandon, and Orsingher 1998). B oAGg A=
o]+ e W&o A Ui AF3F Brady and Cronin(2001)9] AF+ZA3E st

o] FAAYS ‘B F A (Process Quality), ‘2 3}ZF4 (Outcome Quality)’, L
gl ‘Au] 237 =4 (Servicescape Quality)’d] A zFd oz Yol BEAF 1
2 gk},

aea, )Ee A aEd A9 BEd vde FRHos HE



of (o] A, ehadol 2003), HAFH ¢ FAFHS

=
WAYE TS Aoz Adssad. WS W Z4FRoz:

WA W SATRORE ANHoR Ve 5 b AR, “Hde ¢
PR AR, 5 ARE AuAE AFHE AR 374K GBS ol &
ol A4S WA AR5 ARH AAY, HAEY FEY,

THAAT R ARA R oR2A ‘T3 (valence) S XA TH(Brady and

2E §PFRAO CUSE AusE AFwe AR ‘Uss 4EAY
we ARTE SARAT ANYe Az AAGEE) 44 JRE
ARFAL. BAY S AN T o §d A, AR JFe] T AEE

=45t v eto 2 ‘AMu 2 EFA = sy FAALAEA HAA, A
g4, ArAge] 7HAE AT HHAF L “gAe] gAHoez A
AL} “sAo] Ao r HAG HAL'E SAs. HYALS “Aul X~
Ao 4A7F dHeg ol YAT AET, A o] g HAT, “HOAA
of FHl¥l AE"E FA At Berry & 2002). AwAE “Aul~ o] A
Wb o 2 olFthy AR, Qe Byl F& ARTY F UHA FFRow
489 B8 AEIEL Fodte Ao we dy 19X @Fod)~

W 2GR TH AEE ol §3tel ZH3tY

uMEe] A kA= A R MuAE ) B o835 fe &
€1 = v AAe ol A Ee] B Ay T olfE v



o 2 Aol A4E TR E AE D AHE o] wE Ao o

2 zAHor Aoy, =A3EL Brady and Cronin(2001),
Mathwick % (2002), Patterson and Spreng(1997), Cronin %5(2000)%] d+=
vtero® A= A e I JPAE wdkvha A4g, 2o AH|

PR AR AL, ol 8T AulsE FRE AEAAL s B 3

’

_l?__
A FdEs A8 2284 Fuai) -~ 2207 71 HEE o] 835

=z 0 o«
AL “Au A

o

= T =7 AdAH, 2R F

o

18" (Oliver
1997; Yi 1990) .= Aot s Au= QAE ol &st= Aol disf =7
S FE o R SASAY. FAHeR ‘Lo Ade AR HHAY
ool ‘el v Fo] T, “o] Aol nkSg}o] s Hde] LA
1)~ 22 (7H)Y 7TH HAEE olgste A

=]

Au) o] gt =4 Aulx FAAEE “ojil Au|x HWEE FE AH X
Zlgel digk AAA =9, AAdke g A A L FHYR"E A9
3} 31 Chaudhuri and Holbrook(2001)¥ Fournier(1998), 1231 Keller(2001)Z

TAZ SAHAWSFEE ML AAA BEdoRs, oA, APz, A A

= R deEm, .

of Z’e] 37hA] o2 FHAeta, AAdt] g Aeld A ‘ohE HA
cEHg gogidger ff o4 Bl=(Dick and Basu 1994)2 =#A3lH, ‘F
A% (Boulding & 1993)'% ‘B & Al S A FHetn A Jx'2 FA5)



FARoEE, e 2gd Ba S 23 A, ‘U P Yol
AUAe 23 9w, e egl A AFL =ane A A AEe
Folste AEEA 444 UL AsA. 19n, ZPerl B A

~ol g Ao TH HEE o] §3te] Z4 st
YA Avz FAEE Fuol U 4FA Yoz Pl AT

AT 7 "o dFo=9t WF ke A (Carpenter and Lehmann
1985; Colombo %5 1989; Dekimpe & 1997)°o. 2 ZAZ st Th ‘A uf’o] tf gt
SANMTEE ALY AT g ALY AT 7t 27HA FEo R
AESAT. 2da, Ad Foil=Es 5d shdaE W ddgel wkE
ol Hlz='2 5489 tH(Chaudhuri and Holbrook 2001; Fournier 1998; Keller
2001; Yoo & 2000).

FARoR, U AL A% o]§T AZeld”, Ut LA Fo

o
A
=
)
l
=2
o

FE AT ARAL A9 AP BAL Eu she] ARe] WsHy
e wmealr] AaA Azt AxRE Batel A4sA. EAY 2
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<E A AwA AR Adw 54 35
R sgas | B35 %A
244 4~6 3
H}A4EFA 284 7~9 3
AEA 10~12 3
Brady and Cronin(2001)
EFEE5A 13~14 2 Powpaka(1996)
= _ Richard and  Allaway
ANREA 7+A1 4 15 1
(1993)
A 16 1 Berry % (2002)
o] - Al, g4l 0}(2003)
3 = 4 17~18 2
&7 E2 SEE 19~21 3
A A 22~23 2
Brady and Cronin(2001)
Mathwick % (2002)
PAEAR IV 24~ 26 3 Patterson and  Spreng
(1997)
Cronin % (2000)
xihe s — ) Oliver(1997)
Yi(1990)
Chaudhuri and Holbrook
(2001)
Hes FAE 30~34 5
°e 0 Fournier(1998)
) Keller(2001)
TRE Carpenter and Lehmann
E%] = = 35~37 3 (1985)
e e Colombo % (1989)
Dekimpe % (1997)
7% Q14 Ab =3 10
38~44
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A 2 A AR B2 74

FEO Uk AL AHry] 93 NEEAE AA s AT 2E 156
ol Aule FA 455%, 014 545%2 A AT duEdie &8 107}t
178(0.6%), 20t 7} 527 (33.3%), 30017} 507 (32.1%), 40t 7} 479 (30.1%), 50
O o]/de] 69 (38%)o = FAEALY. AP FAuES A
] (4.5%), 3 Y 569 (35.9%), A&7 209 (12.8%), 2 27 (1.3%), A9 Q=
9 (5.8%), % 119 (7.1%), stA 359 (22.4%), 7]EF 16 (10.3%) o2 A4 5
Atk TEAA FAY POz oJfHE P59 FANNE BEFI B
AR AurY, FF2A(B9%), FH21.8%), =W (10.3%), &=
(3.8%)0] A9l 4/ 2oz Yehgon, olojA AT (26%), st
(1.3%)9] o2 ey

g & ol gl e ¥ hA MERNES WAdAT. AAY FA

M

wel, g7 7

g =3 AdE AFEA 5 o]skrl 20.6%, 619 ool 794% AEE
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E} T o] dae 707302 deiwt g FAH ed9
ol gMl = ¥ 163 o]Aro] 358%, 11~153] 7} 24.4%, 6~103] 7} 23.1%, 53]
o]at7F 166%=2 A AT, FAH 2 o] o] I o] FHF L B
Asl7] A, FAH 28 oYl AUWARE 2 Ye 2PEE BF FA}
stk FAY &8 el A o] v SHAI 24%, 1749
e oo olgstn dubs SuAs 234%, 2709 U2 &gS o4t}
SE A7 35.3%, 371 vrE 28 A= SHAIE 24%, 4719 o
27 Adtes SEAVE 114%, 570 oo e 28 o] fdrte=
SHAT 36%2 UERRTh 23 Aol FAH S FuH olsNEE
ZARE A3 S 103 5 FAU S8 o] &5 53] ostE = IH
A7 14.7%, 6~73] A= o] &3t= SHAE 32.1%, 83] o4 ol &dtE &9
A7} 531% 2 ZAE A}
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