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ABSTRACT

The Effects of the Culture Marketing Activities

on the Department Store Service Evaluations

by Lee, Bun—Soon

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

Adminstration Chosun University

More and more attention are being made on culture—related marketing
activities of department store but there are still mot enough research done
in this field.

This research makes an attempt to determine the effects of such culture
marketing activities as compared to those of traditional marketing (marketing
mix) on Department Store evaluations.

First, partial statistical significant meaning resulted between culture
marketing activities and service quality of retail stores. This means that the
hypothesis which culture activities and lecture courses provided by
department store may affect to the evaluation on the service quality of retail
stores are partially adopted. Among culture activities, only culture producing

company activity affected the evaluation on the service quality of department
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stores. This is considered as the results of various and active progress of
department stores located in K area through the unique and various culture
activities and lecture courses. But the other factors didn't show meaningful
influence on the service quality. The importance of culture marketing
activities is perceived, but local culture marketing activities factors are not
firmly implanted. This implies that the development of culture marketing
activities in terms of more deep founded rather than basic culture transfer is
required.

Second, there was a meaningful results at the analysis of casual—effect
relationship between traditional marketing activities and service quality of the
department stores. This is consistent with previous results of research, and
thus the traditional marketing activities such as 4P (price, place, promotion,
products) may have positive effects on the performance variables such as
consumer's satisfaction and service quality with the improvements of
consumers' preferences. Thus the marketers of the department stores may
have positive influence on the performance of the department stores utilizing
marketing mix strategy with consumer's preference and the image of the
department stores.

Third, there was a meaningful results between culture marketing activities
and traditional marketing activities. This new emerging culture marketing
activities may influence to the traditional marketing activities practiced by
existing companies. Consumers showed positive attitude on the culture
marketing activities implying the effects of culture marketing activities of
retail stores. Culture promotion, culture support, and etc. provided by the

retail stores resulted positive effects on the traditional marketing activities.
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This shows important implications that culture marketing activities affect high
evaluation on the service quality of the department stores. This may
promote the marketers of the department stores on the culture marketing

activities.
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A1Rd A

A 1A dF0A3

71§1o] wiAIE S vy 2 ofalfieta A=k} o] Zlo] YA el oW J IS
A=kl dieiA s vefdt FA st W AL o] FoR e, o] AT
T Eskel dEk ApdelA miAI" e 93 thE Ao® Qokd 4 lti(Hooley et
al.,, 1999; Mooreman and Rust, 1999; Webster, C., 1993,1995; Webster, F. E.,
1988,1994).

w3t 29 nAIY S nAgT el wE AT g AATE F o] W H
o] mAYE Fsor AAH 2
of theh Av=2 vHARMNE S A3 A3t Atolo] BAE fHe Y &, &
stA 9 mAR S A3 ARE Asy| Rt 854 34 (Baker and Sinkula, 1999;

= AEE 9u|slth(Webster, 1995). £33 =242 uvlA

Sinkula, 1994; Slater and Narver, 1995)¢]4} viAIY H=(Morgan and Strong,
1998; Slater and Narver, 1993, 1995; Rust, 1992) %2 A3 #& w= w7 3}
s Sl el AdE 5 s Aolth Ao w9 uiAY S AEE ALY o

A MM 243 FAMY(STP) Ak AR 7o AANA S 4=

Y
filjo

om] gttt (Webster, 1995). A0 22X 9] uiAY = A Ao FAHAA o

o
fjo

FL Qo WHAAT, BEEe Qavs AYAFY TS wE ow @

3 2 RA| T Al = Al
H A 9lth(Bigne et al.,2000; Morgan and Strong, 1998; Ruekert, 1992).

S 71EY B2 A= Ty Aoz A9 miAI" ] ATl A= AE AR o
Fo Avnoron, T3kl At o] uA|Go] ofEA FAlel Aol dIFE A=
7He OE S RAR A9 At Ao S35 Holt

|
—
|
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Wetd B ATl oleld EANS HARHA BIvIY BF 2903 )Ee
A 29 PO, fE, AF, H)7F AulAe kel JFL vAEAE Sol

we, EF o5 F 29159 wAd tald telNE et st

FH 2R AEE anlEstE Folul] Slsl FeAlHe Blo] viE Z3tolth
ojwj #3h= Fo, W&, AAl, £ F& weth olHd wiks) diFe AnlE A4
AA AZE aREsE Fxer] fE o] wiE EEeAlY &5 (Culture
marketing) |t} EEAR S E8HE 9gk whAY (Marketing for Culture) ¥ v
2 9% #3H(Culture for Marketing) & F 7HAZ 78 4 Sty 35 43
AR EEE AEstete]l rHAR sk Aolth ol &3 dET|deA FE AR

v MEe® gots], A3 & A% wHARS guldt a8y wHA"E S
o AE, 2dE, TIdeln A Al e F3kE S8l vHAIYS s Zloltt
(47, 2006). o= 71949 #AolA QAR viAY FEors Z3tE &&=
theket g5 oulsitt (o] Al E 2005). B ATolME vHAES 93 #3519

Aol FEublE $Ee gosta gk a0d9 dEA 48 F s wg

e oleld B B u, o9 ArE PRAHY 9L B Bl BEol
B EE AT 3 Aosad Stk w3 nASe BRE T ¢ Yt
) HE 5 A 7138 ATS )

o2 2w, FRlES= 3ule] @ittt A drE vk whebd E3HAE Y=

oz s MaRe FHuAY BEo] AFAH wAYDEY A o) Fold
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A 27 o|2H WA

A 1A E3vAY 8F

1.1 T3vHAI" Y A9

7199¢] Absl 4 <] (CSR: Corporate Social Responsibility) ol #3F & A F
B X&EAHO0F o]Fojx gtF(Bowen, 2001; Carroll, 1979; Maigana and Ferrell,
2001; Petkus and Woodruff, 1992). AF2]2] Flolgh -2jAt3] 8] 523 712 & 9
3l wiEA st AAAE BEes wEIL JAEAE &, dFHE Foeke Sl
ol Feta Aoletk(Bowen, 2001). 711 AR A A ojs AdAstr] fal thegst S5
= stal = o] T et EstvAR Esolth. AAl 8 Qe wEHAIY
MAe mAYS 93t F3}(Culture for Marketing) 2 3= 3 niAE
(Marketing for Culture) &2 &€t dWt7|de] F3Ad 9 F3dgo] dAx}el
e, w3t AR SES FAbe] st olest kA B EEhvt

AR ME OE F4s F6hs &solAnt 7|3 239 4o s A=

g (Win=Win) &= S9ex o s & AHE+4,

f
%
o
X
p

2002).
& Aol FA g E3vHAY 2E2 vHI" e AE &3 w3E S8 v

goll gt Zlom 7149 delA Al v FdorA E£3tE &8ss vk

# BESS FoubAY BFow goath RavblY 2L Tadene 482

ga IS BEeT Baelzo] AN b AHH AL ZE, EOIY 7]

99 FHH NG FelFiu 1 BHo] itk webd ojnx AnE 9 7]9le]

B, A8, g8 B 4% FE WIS FAds FHS: o e A9 BF
— 4 —
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AMFE B, AFo FRo R AEI Mu|ie] 3} oA E Hohl= vHAIY e
F7F E3AIY el E=dET(EE, 2003).

FeniAE EAL dEZQ wAlE 249 4P(Production, Price, Place,

J

Promotion) &} Hlw g w| FEdt 2fo]7} YEeldt), 4Po] viE-S & AF A< viAHE

r|
o
Ao
g,
o
&
N
ojr
ftlo
ol
BN
_OL
H
§|>1_,
ACH
k)
S
_\,L
ﬂl
ofy
>
_O|L
=
)
Mo
2
rO
Jo
oft
=2
ol
ftlo

1.2 3R #+3

1999 BavhAY e BEE vhAYe B8k P met 2 544 FRow

theth AW1(2002) & E3AY #8e <3 2-1>0lA 8 o] 57k AEAeR
TEetal QAT
<GE 2-10 EehpAlR ) 57HA Ak
=2t0tA " 57HK] Xt W &
=2t E(sales) =28 &0, oE fbez =g
X . XIAME ZESHALE O|O|X|E 7HMt= SRz Exes, 23t
= 3}X| l(sponsorship)
HHHE X
=2 & (synthesis) HZ(MH|2)0 F20|0[X[E HMzte Xzt
=2t7| Y(style) MELDL =53 23t &8st 7|ge=z ZX|MY
=2t = F(spirit) =7tel E2td Oj8€E &7tz 0|8

= olx= E3l9=(Sales), 314 ¥ (Sponsorship), %3} % (Synthesis), %3171

(Style), =3}-3(Spirit) solth. © 7hedl &3h53

rlo

=7ke] 34 -3 (Halo
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effect) = ©] &3t 7|¢ olu|A & A5t Zlolt} o5 EW, A9 F714 oy

A7} meps J)glel ] WS Ak Zlglolehs olnXF Hojahi Folt),

oleld BIFYL T A9 At i Bavbgel adolth mepd
AFeN AL o] & AT 44 AN FaobAPS A n A Hek.

1) E3ha=(Sales)

EaES Ay #5e] Fdow f3E &8ss Aow Z3h4 olvAE AF
=2 7149 olu| X9} AFAA FieFR gl AF Fuo] o] gst= Aoty EeHFH
oA 8] &3HA olm| A9} thake] olul A= 7] e A AdEoly HA o] os) e
7] Wiell 713 skl Ak 3F Aoy WAl Ao Holnt. 1] wiie] &3}
#5719 B0l AES Targetel whet 344 ooy S 2Ed ¢
ok olgA fsAela tekdt &80l Jhestthe A AR e a8 SHelA
Ao w zAggty w3k 3tE 8ot Aol o ZaAI" Y f3ed vl
o A5Aolu A AololA Au|AEe] FRE HGA =2 F AR, 2002;
3], 2003). w=3aFo AtdEs 93 Eebete] AR AlES mEATIE
PPL(Product Placement) 2k}t o]Fx3t Aulx~ A 9 2494, FFHA Sl

off

¥2

kit

)

A A48 AES Fd FAE EJAES AFY AuAE AFATE At] 9

Ao m ofd & 5 Avh(CEAE, 2003). =, 8 &v|Aks) 7ol BE Adsst

+ AANE] B (Incentive) 24 7]55 Sttt
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2) &34 (Sponsorship)

w3 dolst 71Yds FEEAY olvA JRA Y] W o £33 FFs Adske A
= dugt 7199 &3} sl ud AdS vAyY Be AEAA EE FE ol
ek Ao ojfe v ZrpAl= e GA7rolAk judoln Hf Fo BE ¥
Fol @ 7hol¢A Ey A whe Ay A (Caius Cinius Maecenas. BC 76~AD
8) 2= AP S o] FolAM Al R aojorh wAue A 3}, o, Fetel tid
FHE ool AdS u AN Aol o= 1 on b WolA A=, R ¢
Follr el Tk Ao Fa7HA FRATH(E3elExEd, 1993). Aol 74
ojwlA] AiLel B o]m xRt of2} Y]] o] &9 AF3] @olZh= V1E2 AlEel
et = e o|mAE o] &3t B V], =7t oluAE Alalshs Al vl

g &Fom7bA ofu)7t sk vAlue 7ol E3tdes Adske F71E ©f
@7 olefst=rkel et AA F VA AR vE ¢ ek (ddm 9, 2002). A
A, ARy B vAuEolth o5l V]I wpegalat Ape A A ]l oA o]
SaskE 1Y AlMEelg & 5 Qloh o] S 719 wef Al ol s ARA]
(Stakeholder) ol thgh AF2l# 29l& Fxsiy, 2 &5 A4l T 7|5 GH

A

A, =, T3S, vie, I

A, BETAL Belt vhAY B9 dAdEelt 19808 Tkl 719 v
AV AR 47104 Seln Felduths AAke Aole] nrh 440w An
Hi W o® MEsgth oldel 444 Br7k kaE /199 olgFEl 414
= ogae] Z18] dlAel A uAol
o] g Aotk 9, 2002). AAF FAC BH A4 DA et ofv] A
g wFskshy] A% A stz Baheled vbIY Ao AHgEIE Wk v
A" e vlAGE BavAEeleks Axeld %ol Hglow, sge] FrA
o g shi BAARY BRI B VI BaelEAst 4E5HY HEY B

(o
b
o
o
i)
b
Jfu
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_E‘
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W
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2 A & 5 Qe V135 Algskliv (A, 2002).

) 3}+¢1= (Synthesis)

witAEol st AFoly Mu| A F8H4 o]n A Algtelo] EhAlE I ApEsteks A

A Eohe AelA 3t 353 Aolds 7 23 AES tE SR 73
g 71 AA Y olmAY 54 AEY olvAE @ vsksk= Zlo] ofzet Bl
= AA, 719 AAE EaHo7 ELAMY (Positioning) 3t Zo]7] wjiEo] =43t
WAy FEjzb Sl A okdnh w3 AE2 719 e olwlA e} AEe] Al
4, 385, #9971, ¥ 5% ddsky AMEe w34 Q4AE AdsE stk 29

ol E BIAEE AMEshs &RAR stolw Al £33 g1l vy, A

J

F 5 Qe EOE vkle F3 0 BAEE Fd Ao dsks 297

LIS VIde e 553 £3E sk dARA EXMYEE Sle 9

gttt o= w3HE olgstol VI AAY] AFd olmAE FATHE AodM &3

b B/ B Aol UE 184 FROF Bed /19 olviA Axe v
Hold Apabe]l Eael wi wakE a9 A AEs, nasetn 18]

CI(Corporate Identity) 8} HAll= 7}xS FXA|7]E &2 ¢ wero|t},
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=2 2to] 719 FEAAME A
o Aosty] wiel @714 A olFold et VY FEAME 1 dEAte

s omAE ZIeHA

il
hiald
X
L
o
4
20
v
[d
i)
W
0
ry
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Mo
Lo
2
)
o
N
=]
¥o
r{r

g 2kdelA A sk Aol T84
stz el 2z 7Ile] 546 gte Zdltde FEE AHHoR F

4EC] oA Alastal volrt A S sttt ek 1719 1w3 50
A7 Ha e 5 #AAl dlEl Z3bIsdel g dAdol FobAa vk (A,
2002).

719 A deEd ul 7 ALl E3vHAIE vk 45 2887 = shal, of
2] 2 S &S E Strh & Ao = vl 7HA 29 EEAE S BT 288t

Ae W E Fal EIvHAR Y] a3 AR At g

w3tAg I #-ste] Z1do] AANE delrta e EE & shirb 719 WA
(corporate mecenat) ©]th(Herpen, Pennings, and Meulenberg, 2003). 7] G AI
© wikde dEd dd Addss ndnh AU (mecenat) = ZEA0 oA 11
oldE ZE F dow, o= oed Estel tigh AU oJudith wAUE AEA
4l (sponsorship), A4 (philanthropy) &3 &&% o] AREH L St} ol ARsl4] A
do] S DA AdA Ada ThelrAE Ad AEAA vHAg el 1AL
TAEA AuH7] dZolv(dSeEsF, 2004).

AW 3] (200D = wAUel £8H 0] golss TR, HAuE ARyl
Wgol Faat BFE e w sb7] wimel ZlgolvA] o] HAoleka skl
EE AEAAS AFET R AR F5o] FZojta a3tk ojA Y Add A
AxE 719 wAE F2 w3t A4 do R nigEsit HZele 719 HlAu
= =3 74 A H

e AdE oMEES FxFdske VY FEoR R SItH(EEFeddH,

R
z
d

>

121 Ao

=

w
o
S
N
L
N
e
1o
kel
i
X
o
=)
B
o%
o
tlo
1o
(e}
ok
2
I
o
g

il

2006).
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A 272 ASoAY &F

2.1 A% mAYH 2 B APAT

Frey(1961)+ viAI" A A7 B4 7Fest 542 5+ 7FA] 2918 =11 Qlth A

WA QS rAIR R AE LnjAbe Al Algets Ao A, 24, AR, 7HA% A

Hlazh glem, oAl 291e W mRA fEd R, AR, g, dfS
¥ EFw7 ka9t 18]a Kelly and Lazer(1967)+ vHAY &7t FA4
bedt MEE A kA elo® e, A wAlE Alskel Auja Qqlelal, F
s ) eclolr, Al ®MAlE AfryAeld acloletil st
Howard(1973) & Al#, A&%vl, F3 A=2et 714 & ogAH 714 245 W&

¢

&

Z0E a2 5@ 290% AASAL ey o5 AFelNE wE
2o 4RE FUAT) S8 v R A BA ASSAY B8 bsE 29
Q14 skt

$HH, Borden(1964)2 viAI"® Y A2 7 of

o
i

d

==

et Al 71919 miE
olEAtEE St mY o dgomM vpAY AN S FrHor s A
AFEF BEAE QB ERARE FE Cullition(1948) 9] ofojrjoje] Fojsto] A

= WobEgith FAlol vAE R AL g Sriet oldtES e AMeE
e FHES AR vpARY A Aot Al dgste] Azl vhAE Bl A
7h EA Zhedt MRl viAR YA A sheu s as AF JMNE k] Al
Alstgle. Borden(1964)0] AAISH Az]le] viAR s debe] shgjujn @40
42 <E 2-2>9 2

o\

©

o
2

o

—_
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<3 2-2> Borden©] A|AI AxAviAIE w2k

HMEE= MEetel - 52 oAl s

1) &A= Tofg AlE - =701, ofClA, X, Lot
MER HSEH - A71E T2 H
HEY H+E

2) 7I_7474x.| &lig_'éél- ?—x-”&l' 7|'7—:’|£_i;i—)l\__7zll-—¢_ %)

=e HAEM-CHATHA =2 opet 7HE, TR 7HE5E2l 0|8

HEg OiEl - Ale|E Y - AHEY
EPO|E O399 MA

3) dEEE SEEM - 8N = TEH 4R
AME 8 22 d8 Qe 4F
ST AH|XE AOIOIM AR REER

4) Red= FOfg 204S 720N dEYe &
Heffgol gxE dodis = F
QI ErOfo| RorE MRl 1gHhA

RKAHAXIO| XX

5) oIxE) e Lo s
Hefgel R E
Aol 208 E

6) & 1 AMgE FaHlel ¥ HEY 7t EHE FLYS
EEHOAR = AYHE Xots =750 ForE MR

n&E Of 2HIXL HES flet ol2fet =752 HEY
HYHTE fAek 0ot =752 ¥

8) = & ZED e ¥y

9 X A Rl TOE X[ -S| 28 A £orE ME

- HAIE =43 57| Qs HE8e WS

10) AMH|A 27k MH[22 HE

11) 25 = gaEd, =5 M1

12) At AT 24 2Haot ZA0F O E 2SH0M Atdel &8

A2 9 : Borden Neil H.(1964), "The Concept of the Marketing Mix", Journal
of Advertising Research, (june), pp.2—7.

<E 2-2>014 Bz vk} ol Aze A% vbAY BTt BA b oA

Ua eaEe AE/EY, A4EY, HEAY, $EAE, QAW B3, F, £3

’

in)

CAEIA, EA HE e AR 24 solth T1RlE AYUAIA AGAst
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npA e wl A Heke] i3t A5 Fo A McCarthy (1968) 2] 471 7H& 74 sfc}.

1 olfr+= Bordeno] 1964Wel] AAISH AF 7HA steY A QAE A

o

22478
FolA ul 7HA] YA e A4S Es viAlY Y A deF 5 4PY A (Product, Price,

Place, Promotion)7} th§-2¢] Stabzof A o} soix o, 17}

A A" ARl 53] AxdelM F&stA &&E 7] et 53] gy

o] wiAIR A E WAt 4P AL A A wet FAEH Ues ol ApNE #

grdstar lvar & 5= Sl

Lipson and Darling(1971)2 McCarthy?] 4PHAE Ry A&, #jzd, 4%

AAR 4P 27t

a8 GAAE T 47HA U 245 F3ETE Brookes(1980)% New
Marketingol Al wHAI® A FH < 71de] nA& gHsr] feides Az ¥ =

Aol stz 2 MELE Yol 71 mpAg A Heke] a9 a @49 4P
sl A gk MujaE A59 PR qFAste] a9l A Q4| Frbslor grhar
Stk Assael(1985)%= 19 mAIG #elZollA wAIRE A d=ke] gpejy A @

N
o

= A3 7}A (Product, Product line, Advertising, Sales, Promotion, Price,
Distribution, Sales force) & A A&}ttt

3, Kolter(1986)+= W 7HtA 8 (Mega—marketing) 2 & A% vA g A2 27}
59 AEdYs "ol e Rokel7bA &sHlE gduisto] Aoy AEe
BAY 5 BAA ¥R opyEt AX], AL, w3 T ARtHES L EoF o=
o], ol mAIR #A7F A Vst wpARH AR V]ES] 4P A F AE, 7HA,

e 22 X 9fel 2PYA & JFHH 3TRAE FUkste] 6P A7 Hofok
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<E 2-3> AEAQ vHI" A A%
H = 7t 4 S % Z

=2 +E REEE L
Sgat JE= 2l/SH rEY? I ZHoj
2 Neaz=d HZ Y| TojsZ
42 oy g
=z Mo X
HEA< Q& ACt

=

o
ME|A =&
7|E} MH|A

olg} o] whARE 2 Heke] Wik APATE NBH 2

gt Axdes oz st 210 %A Borden(1964) 9]

Eolz ol sxiEe] 2zt Aoldt sgva enE TR

A W2 deke shelul A @ 4 E McCarthy (1968) 7F AA g A&, 7H4,

o EAle] 4P YA Yol SEe] Folste] ol

e

<GE 2-4>8F Zol uE

ojaL 3lew

B ATIAL] ATES

d

Az nAE wlA Aeko] FYuA @ AS 4PUAR HE= fE ¥ o]ldo] ¢l
=3ttt
<G 2—4> mAR YA el shlul A Qe ek MIyAT Qof
SIS, OA Sl YA Mol shaA a4
X-I_T'_I:I_X-I El EXI-I AI‘E’ 7 711 AH
Frey(1961) N NE FEEE dhmny 20, muysn, 2zaw
Kelly, Lazer(1973) APE N MH|A, BHY, QAL E
Howard(1973) M, /™oy, 2410, 3=, 74
HMEAE, 71425, AEZNY, SEZAZ, OIXMuny, &7,
Borden(1964) =R, Bh, HAL, MHA T2, BN A, AT 24
McCarthy(1968) e 7t4, 78 57
Lipson, Darling(1971) | M&, O, BE, QAIAE
Brookes(1980) MNE 7t4, £, 78 f 024 MH|A
Assael(1985) & MEetel, =g, 744, 26, THoje
Kolter(1986) HE 7t4, £, 88, #8352
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T R R ﬂ T
W T g R oomow TR g b
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Auzel et BF AR EE AWATRE G2, Y A5} AT T
A7 2fgozA titel AR AN, Aulzl A9 Azt $357] A S
AFHE ZA ool ARk Aulng RA AFAPE AFYAT 2ol Ark

7Rk 7 o] AnbA o7 A E Y iR o] MuE| A sl ek ]l 5730 3loiA

3) % (Place) 9~
AMu) 28] Ak FAlO] skt wphebA iR o] AMB|AE FE AR FE &)

A7l AR AdLE= Ao Bgolw, Fgola o] V] Wil f+eAd=F v

o

N

| Fo8A 2t AU AZAAT Aus Ao fEAAR] A2 B #lo]
&3 gtk Aula 71819 Y fEARE A F AR Ug 4 e, 2
S AT A4 AuA GAS AAA FolgelA AuAE ATes W
J3, % O shbe AuaAY 1A Alold] Y fE4Re e el 1
HAES ol g3k Fpolt.

Az g e A ANAE AR AY F2de] AYT oAzt Arkm 2 5 9
o AARE MHA AQAAE 749 Folr wol dofuka itk A9 5

= S8 Aol e¥d w MHIAvHAY #ejabe Als ARdARSE A Zl

o

o EuMdoERE T A4S ARdel shdl AxdAzRE A5 )
@ Aol TSl hgelolof Atk Mol Felshok @k Au]2lagl el
FoAe A Al EFGAge] WS FEAFe] met 4PHA JFL WA
5

o wkebd AuaAZAS wde] tmsel s Aol Beld A7 W F

il
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4) =2 (Promotion) 9] 2~

Nulat w0 A4 row By wHd & 97wl AnkAEe wHE %
ARES SR G4 D wepd AuA7191e AAbelA AT Aol A

2 ANEAA F Beot Ak E=F Aus 7199 HAe Aot AFEoRA 9
F3h 99 uAE Agss wud g8 3 g
Al SRS Folof shiEl, shupshd Aulzel 44 gAt 2mlzk BA o]
2 AHAZ AT WA Au2E Qs A% B QZw 3%
g A% 4 Agn ¥ 4 Q7] @il
A 32 YA Mulx Hr}

3.1 Aulx F49 7d

AH| A (service) = A9 A FIA 54

o
Y
rr
O
rlr
|\
e
2
>
B9
s
=y
)
ofl,
1o

A% (product) % AT IS A ARAIE AJA"e] FE = Ajstel 1 W
o S FUIeEA Anjad tish Apale] FRARl AE bt 1AS AR
~EA AZe A4, #AHA Bd(Zeithmal, 1988)° oJ&EdtHz

(customer satisfaction) /&% (dissatisfaction) ¥ 22 H & (attitude) I 4=
A Ao x o] gk} (Parasuraman, Zeithaml and Berry, 1988; Bitner, 1990; Bolton
and Drew, 1991). =, AH]AFA (service quality)ol& AH] 48] LA st A
HEA QL ik 52 Hjolth ABIAFHS Au|A uiAIR RG] AEES] el
Foum FYA, oA, AdA, HEed T AMHlAY SA gl el B &

Aol mhe vrFetAl oleli s = HAE dAE W vk 2ea Muls EAE sids)
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1 olE tEE WS A MulAEA A7l W 4SS FH(Bitner, 1990)
3, A7} (perception) ol &k 7iQle] b=l tiete] onlE Fojshm 7] e} A XA
7132} ol g A", Fx3), At Aolth. 1] A7 F7] (motivation) Y
22} (knowledge), 7]t (expectation), 21'd (beliefs) 22 /A4 J&F e uet
Aerog o]Fofzltt A 7+e #F4 (perceived quality) & L7}o] AFojL} Au] A}
HdAE oY 7HA @A (cues) EHH FAFES Bdehes AoE AA4d AEEA
(perceived quality of products)¥ A|Zt¥  Mu]A~FA (perceived quality of
services) 2 TSttt o] F A ZtE AP AFAS AH|AAY e dis HrbES
B A= Sy Mu|A =9 ddolgta 8 4= It (Cronin and Taylor,

1992).

3.2 Mu|x F49 FALY

AP AEA FAQRIS S AT &S AYEd AL FAE FE2T 7 9
v A A A7, U ), A2, 1S T 2ol AFE AAY =84 SAY AlE
A 8] B E ASAI7IA] kow AlFE/ v ATt AvlE wf Zo] AEshA He WF
47 (intrinsic attributes or cues) ¥ 744, A3, X3 F3, JAEE97] 53 Zol

AFET BAHAAT AF 1 AA} obd 97

LB
S
~~
@
e
ol
=]
=)
2]
o
)
=t
o
=]
o
=
=
@
w
o
=
o
o
@
%
N—

7] offaL MujamAe] ol ARkstsly] ofEe Swol St

e~ FAo A3t 7|EATFEA] Parasuraman(1985)2 Au|AZEZA S AA =
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107k sg7p7129 AHds AAS g4 A9 shlth °l&2 1988W 107F+] A
Hdo] zt= B9 Aula 5ol wet Ao or o A

A8l ABATE Aeste] MulaFde gxpdAl SHs VAR o dynd
o w%E Hristy] 9% =& SERVQUALS /Egch 258 Mulagds §9
/J (tangibles), 2%/ (reliability), W84 (responsibility), &414] (assurance), 37
’d (empathy) 8] 57FA] Zpgel tigh Au]2 Z|tfel Auj2 Q1x]8] 2pol & H7Heh Q<]
o7 FASIIT. <E 2-5>0M AulAagd A4 219 wstE FYskih

<E 2-5> AHIA 54 4 el

PZBO| Z=7| AHF(1985) PZB2| O|= Q131(1988)
S d(tangibles) S d(tangibles)
ME|H(reliability) ME| M (reliability)

Ht-8 M (responsiveness) Ht-8 M (responsiveness)

O|AtAE(communication)
ME & (reliability)
OFM™ M(security) 2kA M (assurance)

S B (competence)
0f| & M (courtesy)

1 240|8l| d(understanding)

H 24 (empathy)

™2 H(accessibility)

i
o

AR MR, ol£F(1998) “a ol &aA] AuAEL A7k BEro

s A |

A", AvES T Al1d AllE, p. 25.

3.3 &AL Me|A A 3

AqulA EAo] 3t =ALE  Parasuraman £ SERVQUAL (Parasuraman,
Zeithaml and Berry, 1985; 1991; 1994) ¢l th3t A7} 74 thx 2l Zojr} A
H A - S Muls 7del Auls Adate] o ® Q1A Y Parasuraman 59
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>

AT IANFE S Wi T TS FAUh ol5o] A AMuis F

5% # SERVQUALZ &#A ojzd vhdzle] o] Atz 2270 F52] 574

o Agow ofFolA ik olg TMNEEE I, Al 2ela A5

918, AFA (5 AU AE AFA Sl A FAss 59), v (A E

& EobFa whE AuA AR, A (RLE] AT, o T AEE A
E;':]

), A (A2 7140l A Alwste wie = JiEstE w4

ofl
|o

[ el
2 o]FoJ# gt} (Parasuraman et al.1988). ©]=¥ 22 Cronin and Taylore A
2~ 7)ol oigk A4 EAE AVIsta MHlA Adws SA s
SERVPERF (Cronin and Taylor 1992; 1994) 2= FAET5 AT o&

=3, AFHA AMulA, Edfo] A7l gl HAEFE Fo tiEl AE skl

e A

O\r
o

Cronin and Taylors AMB|A 7|0& 434 411 Aulx s =74
43stel SERVPERFE A A&kt

Parasuraman et al. ¥} Cronin and Taylor 53 ¥ Cronroos(1991)= AMu]~

T 7HA Ak o ® Attt Vw4 FAE

AFH A=k gk F4<1 v 752 54 of9A AT A=) gt

oA AFA+=  Cronin  and

oi

Fdolth. o]E  dAd Aus Fd 53

Taylor (1992) ¢] SERVPERFE =4 =12 A}&-31% T}

N

SERVQUAL< AH| 29 7]t g Mu] s A o)

oA 2 A AE A AMRlA FES Hrbeke Zlolth o] Fitel diaiMs
Cronin and Taylor(1992) &= &A1& #1718ttt & A7-2k= SERVQUAL®] 7|Hi&
B7kske] Adaele] e BAuE 7l AACde oA LvAER stolw 2
FES 7 Wl A 27 sk A A 5 3= RlEE At 2E
= A e Mujxa Zidie] disk B gl 54 A EAlRt A mebd 2 AT

o= o]y 3t EAS FEEF A AMulA EF =Ho] Cronin and Taylor(1992) 7}

32

o

Collection @ chosun



AASE SERVPERFS] B2 olgsto]l v Muja &3 37 AEg /idstolct
e v FA B AR 2 HE, £330, A=Y, ey, A

A, 994, BAddsy, AEFEE, ALIE, AEAE, 7k SA, 19

o

al
Al AZEE 137) 2QES BEagith B el Al Aus BAE 9

3 ol &t (1997) 7F e vy FAHEE Algo R EsviAY Y AEveiAE &

% 4pagle] 2ulg FA kel mAv G AFstad dh
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A3 ATey L AAEA

Al 1A dFEY

O

<I1¥ 3—-1> o

- 2SI
- =59} 7

H1

©
=

AT By

2 BavAg 2ot 71Ee v
anlAe) kel 9
Aguile 250 ool el el %

nA=AE

roprm,

A

=
=2 O

)= (e}
45

—1>3 Zth

Q
o

ol &

a4
<8}

=

OH1 O OH1 ofn

ofm % oK >
>4 > 5
[0 O (O o
Mtk kot kot ot

o Ny
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9

=

A 2A NEEA
2.1 L3VHAIRY EF 3 N3 An|L Frt

o olul T

A=

ul

n
T

*5]-3-(2006) >

g, 71 43

N
w

-

R

A 2

o2 yebygth 43k o] (Excellent image) 9 A-$, 313

o]u]#] (Unique image)

o]u]#] (Elegant image)

1

T
pal

1

T
pal

=
=

b o]n] 2] (Classic image) 2] 7%,

o}

1

T
pal

TC

o] omlA o] weh A= o

=

Fo, "wjg A o]u A (Attractive image) = £33} E0]

b= Bl

[¢)
]
SES

e

skt
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]

:l_L

d o
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=
T
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_z.rl
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il
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el
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ob 5317}
oAy B 7)gdo)n]

=
pLN

Jm] ]

T o

3 (2005 = w3teAY EEo] ZIgolm A ekl efAfe] A
A= o ® e T

7} B Tolu| Ao mX|=
< 7]goln x| B ol B

3

O

A

Al
2
=
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=g
g

PN
T

|

o
o] ogﬁok

TC 1:5_]:

W 3
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29l 9

J_,NO

AAANE &

Eis

A ek ohet AbElE B3t A1l o

yojzt ol
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s

-

k]
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SFeAbe] %

=
i

28] =}

Eis

TC &

-

7, 2005).

)

o[AH L3HH

A" E=72A 7ol Asd vk vk 28y L3R 2E 9

U (F3E, 2003).

o
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T s dyEelok 3 Fio] B

A0k avlgo]l AFshs AL WAx, AAE, T & Fd Aol
Aol agApAgl v A aFde] gk Frbrk whgS Bl 719deln A, BaE
olu A ot} vl MulAFAe] dig Frtels dFS F Aolgt: S <ldst
A sk ek 2 AFeME thE 7HEE Sl Wil EoluiAl" EEo] A

20 Mgk MujA FGrke] dFS ve 7HES AlE 5 Sk
71 ERAIR EES A AuA FZC 9= TE Aot
7P 1-1 0 E3haEsAd e 2 Muls F86 F(+) 9] S vE Zloth

7P 1-2 ¢ eI e 2 Muls F-6 A () 9] 4 vE Ao

2.2 ATHAY F o N3 Mu|s Fot

F
1:1
=
X
ol
ﬂl&‘i
3
=
a2
oX,
%
©,
B
-
oX,
~|
=
o[d
oX,
)
r (e}

delgk 921, FEAR 5 A2 7HA aaolvk (oL atecllT, 1997). o] ek thekd
4

Agece xugel wet zolst ik WaEe A4 APH GBS T ARe
qlo] Eoln, 238 @olo] Welg Aotk wH FAMS sbg AAH FFL
Fr AR el 2344 Qole §FAulolth oAy aWEe 1 FFu=
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Mz ge AuAaEd 44 eds 7 ZoR YEgt(olEgfec]lyt, 1997). o

s Wapg Auls Bobe Al eael FAL AEUAY BE 4P Ao

H 2 : AFrHARESS 2 Arls F4d 4FS vd Aot
7P 2-1 0 AT A AEls S48 (1) dFE vAE Aotk
7P 2-2 ¢ ASAE S A AEls S48 (5 dFE vE Aotk
7HE 2=3 1 THAAE RS 2 MulAs wE A () 9] S vE Zleodh

7P 2-4 ¢ FEAEREES 2 MulA FE A ()9 &S vE Zeoth

2.3 A &5 E3HAIY &F

=
o
ash
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=
)
o
-
il
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o
il
Mo
Yo
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=
)
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e
offt
flo
N
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=2
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=2
X
i
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o
30,
rlr
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ol
o,
N
(0]
=
ol
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30
O
s
o,
ot
M
oty
=)
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i
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1o
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v
flo
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THA" S AFrHAR Sl ¥ "E Roln.
7Hd 3-1 ¢ AR g5 FAALEF] F(+) 9 F&Fe v Zlojrh
7Hd 3-2 ¢ AR EE2 AlEAdEEe] F(+) 9 FFe vE Zlojrh
7Hd 3-3 ¢ AR EE2 AR A gl F(+) 9 FFe vl Zlojrh
7Hd 3-4 ¢ E3vHAIR EES FEAdEEel F(+) 9 dFe vE Zlojuh

(o)
ftlo

Al 3 A W5 At 54
3.1 W9 A 8l SAYH

1) #3viAeE &5

3 AE 52 735 o] 83 viAIY (Culture for marketing) @] SO ZE 1
Foll wel IS, FIAd, FadE, FIEdEE sog LRI
W, 2002). TE0HAE el digr|Es AT EevAE el uid =
o] u &3 Aoty TewiAY &5 ul 7HA AYs ddFEoR FAAY,
Mo S EabAlY SEolghe vl de SHshe A4 SAETE S8
st Aol AT E, 2003, olFH-AlAdEl, 2005 FAA, 2005). 18y &35}
nHAE S5 I F9 mE AZR o8 AdE HHER gl Fo] opd tf g
Z74o] dasit) webd 71E9 o] E - E A7 (2008) 9] 4
F5s St g RY HAE 78 HEE 83t weES, Eexd, 29

=, viETIdEs ¢ 12850 st AEssith

TE Eo R Z3vAE

[ﬁ

Frt

2) AsvHAIRY &%

Yoo, et al.(2000)= AEvHA® &5s 744, Wi olvx], fEHets, FaHlE,
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o,
a3
ot
gt
oft
o
)
4
i
a3
o
gos
gt

A
o ATl AsrHE 25 A,

=27 28 w3kati= 4P uiAgu AR A oE i, Yoo, et al (2000), 9

2003). 181 =WE 9(2005) M= A
-5

So% TR

;a

A1 LaE(2003), 2HE £(2005), ©]&82]-719(2000) 52 ATE EUE AF

MHE, AFa 2 2F 671 HEE o]&st] S48

3) wskd AmnjAg 7t
e FAL A 24 (Excellence of disposition) &% g2t} wlElA
2 Aol A= ol (1997) & MAyATE v e 2 sfo], SERVQUAL W9} ShA
oA ATelA AAIETE W

< A

-

mlﬂ
i

st W4E AAskth. 1213l Cronin and
Taylor(1992) 7} A|A)13t SERVPERF E&8& o]&3&te] A2 2wl AuA #2 3

7 AEE ARsgt. Aze A Aus B4 9} AR 204 dE §34

2]
AZ 74 HAR0= A3 a3A 4T, 4= HEen” |, 7= e 289 )E

g3l Z48h9

olr

n

)%
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3.2 £

SPSS 12.0& ©] &3

o
- =

71eF &
7% BARA O R HolE AFEA &

o]
=

= BJ
5E BA

#Q)

M

7

pjJ

o]
=

)=
T8N

1

=]

1

o

steiA" 2, dFeiAl

FRth el &

°

7 AREA 24

—=
1o

Alpha?®] A= & 7

o] Cronbach's

=9 4ulAk Gl

J

Pz
&

=]
=

J

-
Rl

2}

=]

5

st

O

1oAY &% 9
olr 7] 9af thE3| A (Muti—Regression)

R

ol oz
=~
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=

sioiAY 2
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=
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4
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A 43 AFEH

A 1A 479 933 2E

BoATE wage o) 8d 4¥e nrk gl Y] AN HEA AR
2 e AF2 ARE RS

W sko] 220

lf

AR 7170 20099 49 137 49 239 744 F 240%

o ARZ FAT F ARE AES] oldF BRI FoF WEA vgHol 9
2

9% % (Convenience Sampling)  &}o] <y} HH o] AEFHAZS A3t Fo 3
GOALE et uATS o R AEAE WSkl on, wxst & gt =

W 2t
(F 4-1) 829 54
Lt 73 35.1% 20LCH 51 24.2%
o o 13 | eao% 30cH 83 39.7%
57 508 100% o o 40CH 47 22.5%
A - 50CHO| A 28 13.4%
InE=t-igmivier 1 0.5% SHA| 209 100%
CHEHA 12 5.7%
= 9 -
ks 34 16.3% E3=] 27 12.9%
[SE=EN 15 7.2%
o, [ —

. CH X 13 6.2% HMEX)/nE 42 20.1%
3| - AFRE] 37 17.7%
e 140 | 970% | MY oriaol 6 2.9%
N THOf/ A H| A 40 19.1%

SHol= 9
- 7| Ef 11 5.3%

St 9
SHA| 209 100% St 209 100%
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F2Y SHSKE 4-Doll AXET AEY 548 2 237 35.1% A7
64.9%% 2, A" 200 ¢k 30vI7F 2H7424.4%, 39.7% % F 64.1%° B HES

=

A AT TR wSFEFo R teAst(F)o] 67.0%9°oH, FPor HEZA/wA
o] 20.1%, Tvlj/Au)A7F 19.1%, o7 AMEAS]l 17.7%5 AA| 3 g 3
7Yooz = 1009 ~2009H migto] AA]l 29.3%E AA|gR oW, 52 200

e ~4009e vRko] 26.4%% UERRTE

A 2" AHAF g2 4

B Qo] spdel obd] ol Foldol & 21 Al Bad 7 AdEe] Ay
A AR SAEQEA] gE 2ol Aedth AnAe Sdnd o
AL wBdtol SRR Pw 5

WA Qe AP 2 AES S35 A9 ol A =S ol geke A% 5

g B e &5 FAQ ARAE sl AFRAdS F]lstee Al

X

=
Adfiehs FHe Fotdo] SHETAM AdrF s SHET2 AHYS xol7] €

ftlo

o

W O 2 Cronbach's Alpha7l5~& ©]83th Cronbach's Alphaell 23t 214 A4
el A AAIGE FAdo] §lar, Abgo] 7HASH] wiol & AFelAs o] WHeE =

flo
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Wk sk 259 AA=2 A AFEA AFS 913 Cronbach's Alpha #4143 &
T Aol dRkdow TIER 0.6 2o EMN 7t £ did M-S Rt
&t} Cronbach's Alpha #4437 F3L2 q=.869, A|EFS a=.7910]¥ o1 71AL ¢
=.711% ek
<E 4-2> AFvHAY F59 aJdEA 9 AFE 74
20! FXX s | MEXFES | HAXAEs | REAEES
£XI5 084 0.18 0.11 -0.08
=XI2 079 0.18 0.05 0.27
X1 078 0.08 0.14 0.22
=X16 0.78 0.27 0.02 -0.20
=4 077 0.28 0.11 -0.15
=3X13 0.72 0.27 0.07 0.15
HZ=3 0.15 084 0.08 0.04
HZ5 0.21 073 0.03 0.28
HZ4 0.29 0.70 0.02 0.14
HZ2 0.35 0.67 0.18 -0.24
71243 0.11 0.17 0.80 0.11
7471 0.06 -0.03 0.80 -0.09
74242 0.11 0.08 0.78 0.22
SE4 0.05 0.16 0.17 0.84
BN 4.002 2.878 2.027 1.147
HYEALA 26.681 19.188 13.515 7.646
SFHEA 26.681 45.870 59.384 67.030
Cronbach's
Alpha 0.896 0.791 0.711 -
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KE 4—4> M3 Au)2x Hr7Eo] QQIEA Ul AlFE FA
SR _ g le] -
2 ¢ AH|XFE 7t _ X Held
MH| A Held
SHAIA3 081 0.17 0.19 0.11
SHAI A2 0.80 0.19 0.18 0.12
SHAIMT 077 0.22 0.05 0.26
ZFRH 1 074 0.30 0.22 0.07
SHAIAS 072 0.29 0.13 0.13
SHAI A4 0.68 0.37 0.21 0.07
AH|XFE 73 0.26 0.78 0.22 0.11
S ENMH|1 0.09 077 0.14 -0.02
AH|XFE 74 031 077 0.20 0.17
S EMH|2 0.28 0.63 0.18 -0.07
AH|XFE 7 0.39 062 0.10 0.19
AH|XFE 742 0.33 0.60 0.25 0.03
NE=E =41 0.23 0.11 081 -0.17
AgIE2 0.16 0.02 0.80 -0.27
| A2 0.11 0.36 0.70 0.17
ma| M1 0.17 033 0.66 0.16
ma| A3 0.17 0.40 0.63 0.24
7L 9|X|2 0.15 0.10 0.02 0.87
7 9|k|1 0.27 0.04 -0.06 0.80
BTN 4.163 3.775 3.028 1.813
HYE A 21913 19.869 15.936 9.540
FEEA 21913 41.782 57.718 67.258
Cronbach's
Alpha 0.907 0.873 0.833 0.746
<R 4—4>A YERE bpsl Zo] 2 A AwjaE el skl g4 o
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= EHEXAES = E7|HE S
1 1.000 0.003 0.003
2 12.729 0.265 0.209
3 13.187 0.732 0.788
<E 4=7> T3PvHAIY &o] v rtel viAls el d HEAT
=g HETS A BEERA | #ER A tgh | HyEEA | VIF
=2t
N 074 .057 .094 1.299(n/s) 728 1.374
EES
=2AAE
N .320 .057 407 5.616*** 728 1.374
7| ees
R-Square = .214 Adj R= .206
F= 28.049 Sig = .000

* pd05, ** pd01, *** p<0.001
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<X 4-8> AT vHAIR Uit gs3Ad A

EVYE
el | BMzARS =

=7l A 7+ Ss

1 1.000 0.001 0.001 0.002 0.002

2 9.689 0.069 0.019 0.028 0.898
3 10.758 0.075 0.052 0.900 0.009
4 16.931 0.566 0.024 0.045 0.091
5 18.734 0.289 0.904 0.025 0.000

wAE Y AR A (VIF) #tol i o] dadd 5l 1o 243 Aoz Yebs
(1.09~1.48), &4 &2 308 A2 ZoR yepon Ao EAbHlE
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(Hair et al.1995).

<E 4-9> ASvHAR &go] g rte] vAe Gl die 7HEAT
=g HEETS A BEERA | #ER A tgh | BHyEEA | VIF
= 244 .049 341 5.008*** 675 1481
HE 148 .055 185 2.689** 660 1.516
7t .083 040 121 2.058** 901 1.110
= 121 032 220 3752+ 912 1.096
R-Square = .365 Adj R= .353
F= 29.205 Sig_= .000

* pd05, ** pd01, *** p<0.001

AErHAR e Wakd Anjs sgrte] 9&E ASdd <GE 4-T>o4 A

vl o] A e (RY o] 0.365% YEFF O™ F-E 29.205(p=0.000) 2 EAH o7
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FAHY Roleh= Ak XA & Uk webd vhlY Px A 2
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