A TS
> B

[_P
%

SAY BT AMuH| S E
BE ol BT #oe

A Study on the Service Quality and Customer Satisfaction of

the Hotel Restaurants

2006 % 6 H

{%bﬁzjﬁﬂi‘ N
s H @%7‘5%& ik = B A
E‘j:_]. -f‘“ .k_k. ‘ Iﬁ

B
s H i}



{1 s S VAR &
fREHER & R

Y 2EFo ANu|A5E T
R BREE 5

A Study on the Service Quality and Customer Satisfaction of

the Hotel Restaurants

S A FELEMTER O R S

1o

2006 % 6 H

3 S S s
SRR RS KB
S B AR B R
 H OB H K

T H FE



th OS] AREE BB fle RUES

2006 6 H
A 91978 (1)
IR (1)

o
N—"

SIPCEE (




N
il

3 gEo] Aj9lel o

=1
=

A3

=9 AA 74 =2

o
S =

A ]

o, i

o] =
AN

FaL
FAE L ok 2y v

K

;OO

Aok &

20051 AA F713

1344 &

E

<

3, BAA QAL A, 2 BALA

o}
o)

LER AL I

b1 9

=
=
5

dYy B

=

ik

9|

KN
o

Fedastel o

S

™

70
No
E)

=

g
gl
e

™
o
HH

=z o
7'11']1:\!_]-——1?

al

ki3

o Aulz FA AndLs B

o
w

I

£ olgae] &

Ea

I

<

daEds tdoes

= 5d

Aol A

=

el
70
gy
N

Hr

o

_—

;O._

—
i

A
)

;O._
A
!

0

7A

——
file)

oF
i
—_—

alg
T

o]/
o

—_
file)

N

To) 7] & ele] 2 s

T

T
a s A
S

—
fIte)

]

2 A

20061 4€¥ 145-E 49 304744 g I3t

BN

pS|
=

3y

Al

X

=

YA %A 34257

-(:5}

A £l

&

o



(frequency

:i

[e)
. " - o
analysis), 29154 (factor analysis), ¥ #4243 (One-way Anova), ™-S

- —~ e il d_ﬂ OT
o T do W g0 EK X o< ¥ o
5 < o L N W oR A
Er M ww o= 3 O
) B = T do oW E H m
= ° ™~ = = N _ = R
Ao To R T oo _ﬂ = g o H K -
$osll pE2ls Tuw %
m <N ﬂ” = o = T o#t ~ o | o
fony 3 cE —_
RS A O T =5 e
~— S q -~
Tom o X B0 JE A T
wr M M "R TE m_uw T = M o R o
o Ao & ur = =
T8 o oow oy o o = i
W< ! ~ ,D;M ~ T %/A oy ~+ = X .
P EXZIES R L et o
¥og xow & F Fo. oo B ow s o= X
7 < - T Mﬂ el = ¥ = % = W T _%M my
3 & o ﬂy%aﬂ%ﬂﬁo?a%ﬂw
L EgvaT g ﬁ T ® A % o
< N X o
I o ‘_IIVI ~ % N —_ 0o OL Zi CL O#
- $3r Frratifyzzid
= =
e R - B e IAC N
=R = s ) Mm N U WIS
m T ow B H O® o 9o 7o % o X =
. oo = o— oy o on
n T ™~ fIte) ﬁ,._ N — ‘_Ir._yl
S ~ W N o~ = A I C N W o
TF o P oW N R = = m o T 3
R A T R
£ Mo O = W mu T o mo T M GO mr 5 B
mqa%ﬂ@%%gaﬂ_@%@@%ﬂ
- - N = W o5 m < o Ho M
N (NS o] T W
= = N & 9 o T % % T 9
NS T X < a oL = o A = R
WOE R T B - o ® T A s
- N oF

-
T

)
yal

b}, o]

-

1

5t

o

aFof of

o W5
oA AnE
I

o =

=

[}

B ok A v



i
N

& 25
Al 1T A Al B e 1
A1 A EAY A7) E AT B A e 1
L. TR O] A7) veeeeereeereemrensenssersstisi i 1
2. O] FEO] ELA] ettt 3
A2 A AT M W o O] TLA] e 4
1. 1T 0] HFH et 4
0. O1TEO] TEAT wererereriei 5
;q] 2 73- o]%z;] uﬁyg ............................................................................... 7
A 1 A TEF T s 7
1. 388 2ET0 7y L EA] s 7
2. TEFAETO AL 10
3. TEY AETO] A E QO] s 11
Al 2 I H]Z2IE A e 16
1. A H] 22 A O] ZPU cerrrereererieeii s 16
2. IH] 22 A O] T T} wererreerenienieni s 18
3. T EY AETO] A H| AE A e 29
Al 3 A TLZHEEZEE et e 29



33

ruze]

A

o}
N
=L
~N

™

37

40

Aol A}

A 3%

- 40

iy

TR

A 1A AFFAL] )

- 40

.
ol

o}
g

41

rze]

T

A

2. 714 9]

46

46

o)
K

47

AJr

49

50

4. /é%x]g] :[L/\E}

o1

53

/g%.%)q

A 4 7%

53

iz
70
il g
o

il
2=

ol

o3

ze]
il
T

o

—_—

0

© 00

T
il
1

jang

-

)

8o
do

56

60

64

66

67

67



6. 7}/:_%7]5]%011 r,HaL}: JCJ)_C_)__']: ........................................................................

A 5 A L B e 69
A 1 A AT QOF crrvererienrssis s 69
A2 A AT FAH L FD & TLHFEE e 79

FETLILG] ovevevesserssesssesssesssesssessse st b b b 73

A B R] e s 79

84



CE 2-1> TEHYAET AELO] EE s 11
<FE 2-2> TEHYAETO M E]Q O]t 15
<FE 2-3> PZBO AH]AEA FIFE I s 20
CIE 2-4> AB] A EAO] FIFH LT T] T e 29
<¥ 2-5> Chandon O_/] /\1 H] %él i;g ,/_J_;_/\(j) ......................................... 23
<HE 2-6> NRAQ #HAET F7FEA] e 24
<H 2-7> Hart and Casserly®] AH] AEZ H7FEFE s 25
<FE 2-8> LODGSERV S TFAL ZFQ] wrerererrireieririniieisieiissieiesiseies 2%
<FE 2-9> DINESERV S| T-AJ HISR ot 27
<E 2-10> ol &= 8o HYAEZH AMujA EF FHIFESA] e 28
<E 2-11> AWE sdol] thdh APl T v 33
<3F 2-12> %QE] ‘]9/] 6(3]:41 ................................................................................ 37
<E 2-13> AH) A FER T TATEZO] H] T crerreererrrerenerenenie s 39
<3 31> BRG] 1A O AR E 47
<E 3-2> EY2AEZG AU AT A B 48
CI 33> AATLA] Q] LA crerrrrmesmesesissessisssss st 51
<3 4-1> (?_]_:[Lij_—ﬂxq L T s 54
<E 4-2> 3EYAET o] L o] B Ul EEA] 56
<FE 4-3> AU AEFA FHrFEA tdF QOIEA] 58
<3 4-4> Aol mhE AR F7Eacle] AR AFo] A e 60
<3 4-5> Afel mE AuAFd F7Eacle] Tk Aol A 61
<E 4-6> ol wE Au2ED PERAY FRE Ao R A e 62



63

63

65

4-9> A9H]

<3

4-10> A H]

<3

67

68

68

4-13> 7}

<3



<ad¥ 1-1>

<™ 2-1>

<19 3-1> 4

_Vl_



A

A 1A

Ald EA AV D AT 2

L&Al A7)

N

o, i

o] =
A

& E

;OO

Ho

iz
oH
N

o)
;O._

FAOl w gkl A= de] 7Y

=
[€]

(multi-role hotel)¢] 7]

1=
=<

AwRel o 4%

ol Al =7 Al

o O
s

;O._

ARE AHEYoRA Ftel

2]

b3, el

S

7]

el

A=

ki3

ok AAE e ojde]

jan
_z,_o

"
b=

ﬁo

B

ol

el

R

of Mul=E Al

uebA] sEE AR

2.

ﬂ.o
nze]
xr
4

A

=d%

g]

A

E

A
&l

A9

Al A wskel A A Q18 - = A 8t

AL, p.273.

HAA
IR

BEEs,

2) Kevin Nield, Metin Kozak, Geoffrey LeGrays (2000), The Role of Food Service in Tourist

1) =di#(2000),

Satisfaction. Hospitality Management, 19, pp.375-384.



3} AH] o)

A AAA AL

3l
=

;él

P& 2005

A 5

A HA BTk

5]
A
=<

A v
<

ur

=

s

717} @okAlar 71d ke FAel
=
_—

3l

__[Z<
2 et

3
77}
4

3

N

T

e
=
]

=

’

]
&

34

= HFsd ¥

s

LR AL odvk 2004

=
=

|

A

2

ey

=
=

o

&+

2w 1674 % A

_z,_o
o)

i
;O._
ro

—
il

Xl

H
fue

}

ISl

o A 2004

7}

L

2

=
[}
2

3]
S

o=

2]

o

o Z o2 2003 3,086

o A 2004 °] 8,681

=
=

L
Ko
=

<l

-

]

A
A

_g]
o2 1.6%9

]

=]
=

ERE2

1t

d

-

e ]
-
gojx Aow e g,

nfE o 2003 9] 8,073

o M&A
3,037

ceihete] 9144 Fo] 20024 7% 40299l A Al

-

=olutal tird el LA Fom

FT),

°©

3

obg2i e A%

2004

N
~

ol

3) S sE A 3](2004), 7200
4) 7483, 1 HAAu =] F2



)

g g AEg o

<

KN
T

=
=

of Azt wAE

¢

el 72 Fols &

s

2

g oM 24 o

-
T

!
F A H]

Is1

°©

o
biL oln

i

, 1E°]
Aol YrE

[e)

T

o, 1 94

-
T

]_

)

of of

NIr
=

=T

B!

—_—

&

o

e

R

Al
2

-
T

7144 9l

-
T

RFA| A

J o)

S
&

PN
TE

KeR
T

1

%=

< et

1
T

2. 479 =23
W ol 2 o] A

<

o

)

o
M

ol
T
H

—_

0
®
.

W
H

R

+

—

o]
A

]
b
Mo
=
|
o
Eo
ol
N
[mt

=

=

file)

o

gt

of of
R R

N

AdE AR g7 2

B &

o] =
AR -

"

~K

10]

=

i)

;O._
o
il

4

_Eﬂ

A

A, daEde] Zr]AQd v

pa—

0
o

dy ~EgS

A, &

=
=

]

o

St

5
7

al

2 o] ol Ao}
A==

<

= 7
SEEEE

alr
=

-

oF Mulas

1
I

ato]

o

=

[¢)

e ~Ew vyt A E| 270

<

[e)
2

’

A

ox

ﬂ
file)

K

—_
fife)

N

m}



A, sdesedy gl

P =57 sl

S

= A=

ZFA el o

ki3

AMBjE el o

&
T

}

;OL

I Et

<

Eg =

7o 74

B!

TR

=0

H,

A24d AT

jord

o}
B!

—_
file)

—_
fi%e)

!
oj

e
alg

B/

[
)

-

7

Pjo
N

bt

fife)
=
ol

i
Njo

il
;O._
o

—
-

Ed Mul2E o]

—_
fife)

= HaE



A7) AL SPSS 11.0 ©]

= -
Al

~F

—_
o

el

2. AT 74

&ttt

2 74

5%

=
[}

sho] Thga ol

37] )

A

e

o BHg
Alge Heom wAel A7)

er

gl

=

Ao L

ol
=

ol
=

oA et

A Al

1:‘1_]__

7

e ~Ew, AR aFd, 3

o8 3

==
7§T'1£‘

Hj

8|
S|

X

fite)
N
M
ol

pze]

3
el

FA T

Wyos 45

=]
w4

=i
=

A

Aol

=z
X

HA 4

Is1
<r

Agow 7o o A

kel
T

257

tH <28 1-1>3

)

A A

U



SR

B

Al Al 7]

fLN

=4

ﬁo

N

b

N
mt
~

£l

al#
T

A= IS
=

A A

xr
g
No

m
g

<a1¥ 1-1> A9




A2 o]2F A

AlA sDHY2ETF

1. THY2EFH Mg £ 54

H AR oA HA2E"S EATS(entertainment, atmosphere, taste,
sanitation) A3Folgkal sl=d], o]l HEHo] WX S4S HeE FEH
A7F obye}, ntat #917] e AMHIAE 2719 distel Aq7tE 913 A
of FAaw I ou7l Wil AES Kol FH6).

ole]gt #HE" thet o= Zrbe] wel tA vE2A FAH=,
FElvtete] wojAbde = A dolgk “AALstr]o] HEstEE ZtFo] =
= W S22 B adE wEo] AAEA EYA AFeAY d=
Hrolekar Awstar vk A JALY] FAlE ZEal e ZE2o i

ARG A e Al o] AAbet & gl BFe] AMRM, wA4d e 4

=

5) A&, THFEAT, 48, 2004, p.12.
6) AWA-H4(2002), HEEF F9Es AT pp.ll-12.

_7_



i
=

ofr
o
‘wd

o

B

ox

™

—_
file)

Hio

o] 47lE 3

=

j

gl A

-

T

drExs “gd

=

€l

o

et

A Tl f1E Ao A

o
W

&

—_—
fils)
e

‘.mﬂo

ol

o Au2F 7

aelal oy 7pA A

Q14 A ] 227}

2]

|

-

T
Hr
1

,mo

R R S i R A 2 e e

Mo

Mo
o

il

o9

-

o]
AN

el
ASEF H2RANSBES , A, ppAd4-16,

=
RUS
)

]

EERSEY

e

7

=
roaxsaae] 2y, 71AL pp.22-25.

A

g grE

<

o

R

3]

A

7) FAH(2000), 'THADE
10) AR g-H171-8-4 4<5(2003),

8) #xl~&-871(2000), '5
9) "0 4(1997),

] xﬂ Og 10)

A
fad



15

TC
T

ol A

Ho

AR, A2

H)l—

B
o

—
fite)

=
B
_10
o

3

sk A=

B & (specialty restaurant) .24 2] &

e

7

=]
LN

2o A

2

il

B

o)
HH

v
iod

o)
Bl

g ofue} sl FoA Aol

wK
o
o0
ol

Z

4 th A4 2]

A

1=
=<

<

Aol 7 gk, whehA

719 e

‘(H
ol7] Wzl

i)

or
T
s
Hr

Jol Wbk 44 gk

3 A

=M=
T

]

o

wopol At

ki3

CEREE

e o B e 2

o

1] O
°H =

o] A,

=1
=

U A

)

7+

)

7

al

e
<]

Gerel

o
g
N

av

ol

nze)
i

N
B

Mo

il
<]



2. 3EIYAEF AE

o] %
YAE

ko, 1970\ o

s

do) gyl g3, aEsE A

&+

EERE

<

AT HeEo

o

o8 e e di=E

&l

<

b el

B

%

iy

il

i

7FA]

EeRA

shtel

A a1

drEgde Akt &

el

A AW 2]

w2 4]

IR LIES

FarA, ARk

AA T

4

A 22

=1
=

CRE NS

)
~

s el

9101

W=
iz

2-1>3 o]

=
it

gl <

b Aol

ST,

P
T

fsig
=

11) #H&, AAA, p.b4.

_10_



=
T

il

9]

&

2-1> ZdYxEw

<3t

,D.o, o
T 32
o i
_QW Ho on
.Q ,Dro )
- X e
#o || M
o M
wo| L
W W..o i ﬁ.o _z#o
il G Tl BT
Tl |io|w =
2o ||m AT
U |F|w of || M| ®
,C T = o el (i)
\ao 9 ~ %O AT ;O.ﬁ
H Wt gl U1 XO [N Mﬂﬂ
N R ] B A P A S e
5 o5 | oyl [0 | 1 |z || T | F
e e N E T
o || Moo gl & | &
il L E o e F R IS
= T
8 K e
i < | e | RS
7 |=r|m = TS|
5 |50 - | |
g | T |Me ok | ML
e ol ||u |z
BlT|Fa|= <
COR R s el I o I oh
vA
o & i
=T = <

2004, p.54

A3}k
171 0,

’

3. 3dg2EFe A=l

=

delsEde Ad

<

HAl AA A o=

9]

o

o

€ e Bl A

g iaE o

El)
=<

A =ar e el el abE A o

H

g4 A 7

A

h;

CEEIER

-
T

Lewis12)

12) Lewis Robert C.(1984), Isolating Differences in Hotel Attributes, The Cornell HR.A

"



&4 T 549 Aol HaEd AYomd nA= 7 Fod HA49S
T8k om, Schroeder!d= Wid diEdS Hrlsts TR
=2 A, Ao A #9071, 7HE, WY tdA, A8 H, AdEY
A, =AY Y H & solH, HHEIEe 80%7F w4 A MY T8
stAl Azteles Ao 2 ZALE Sl

Swinyard and Struman4-& Q2] d8 % a4 S A A

Aul 2, Aape] o

O

Mg Az, 7}

i

AEA 5 8L Foke] ;Ao 4Ye AT W JFL vAE SN

Filliatrault and Ritchiel®)+= #|A~ET A8 Al dHy = SAAHEZ A3}

aglel Jao digh AFolA 7H4, mlwe] v, Ao A HaEd
971, 2249 A T daEdy Ad9E54S AASA AL, MorganlD2 &
bR HaER Ao gt A, o, vy v, 4l

Quarterly, Vol.25, (Nov), p.67.

13) Schroeder John J.(1985),[JJRestaurant critics respond : We are doing our job,[J[JThe
Cornell HR.A Quarterly, Vol.25, (4), pp.57-63.

14) Swinyard Willlam R., & Kennth D. Struman(1986), Market Segmentation Finding The
Heart of Your Restaurant's Market, The Cornell H.R.A Quarterly, (May), pp.89-96.

15) June, L. P. & Smith, S. L. J.(1987), Service Attributes and Situational Effects on
Consumer Preference for Restaurant™s Dining. Journal of Travel Research, (Fall), p.23.

16) Filiatrault, P. & Ritchie, J. R. B. (1987). The Impact of Situational Effects on Consumer
Preference for Restaurant's Dining. Journal of Travel Research, 23(Fall), p.23.

17) Morgan Michael S.(1993), " Benefit Dimenssions of Midscal Restaurant Chains," The
Cornell H.R.A Quarterly, Vol.34(2), April, pp.40-45.

_12_



4, A4k A3, g4e) AL

%_
Dube 518/& w49 d2Ed Ad £4% n4 W= #AS 79

Kivela 5202 aARkHap AL 5 aMojmeo] #AE qtHstr] 93]
O~

A(43H), Auj=o] AGE), 7149 A444@2%5), 914 2 #4917
)0l HA4o FTREE FAS Ay 5249 Hol M 8% £4Ys
T ekl
Yuksel and Yuksel22: sj~E F=HS A3 dA2E"w FEIAS
)

ggow AEsE 1 agd we BEE

18) Dube, L., L. M. Renaghan & J. M. Miller(1994). "Measuring Customer Satisfaction for
Strategic Management". The Cornell Hotel and Restaurant Administration Quarterly. 38.

19) Kivela, J. J.(1997), Restaurant marketing: selection and segmentation in Hong Kong,
International journal of contemporary hospitality management, 9(3), p.116-123.

20) Kivela, J., Inbakaran, R. & Reece, J.(1999), Consumer research in the restaurant
environment, partl: a conceptual model of dining satisfaction and return patronage,
International journal of contemporary hospitality management, 11(5), pp.205-222.

21) Soriano, D. R.(2002), Customers' expectations factors in restaurants; The situation spain,
International journal of quality & reliability management, vol.19 no.8/9, pp.1055-1067.
22) Yuksel, A. & Yuksel, F.(2002), Measurement of tourist satisfaction with restaurant
service: A segment—based approach, Journal of vacation marketing, vol.9 no.l,

pp.52-68.

_13_



o] 3

Azt 9718 ArEY HAegao

ki3

A}

ojn
o

el

om Auxel o] 3

3|
A

=)

3

™
Bt

—
o

\.mO
-

goll lof A

-

he

T

_EH

-

&, oln A7} sd 2B}

E

Dy

= o

d2Eg

s

4

oA &

Go] 9

< 3

ol o o 514720

i

ﬁo
B

!
=<

o] &
RS

o A4zt 74,

T
I

=&, T
ki3

1y

H HaEdge] %

94, Aed 929 67 22l

H

A2

ThY

S

3

Z]
S

ﬂ.ﬂ

23) Avl

2005, pp.18-20.
24) Aewiat 5173(1998), A9 957l meE ARG NS o

DA ARIEAESY

YT

, 21(2) :205-221.

=,

o

=

ZA] o

5

T —

stelolay ety |

“

el 3]

25) £92H1996), Family restaurant®] AH]A ZAHG 7)o that d T

A43, p.56.
26) olofFol SFEAH(2002), THL]AAFYGF-olA

"SABYAGATs , 17, p.156.

of &g A+,

501:

K

4
1, 7(1), pp. 29-48.

27) A

484

]

A
e

A, 19

s

daEy Tl o

olg7e B5Ed

2

o 4AA2004), &

A1
~

_14_



A shH <3E 2-2>9F )

ol

e

I, %49

3, AAT A

A &=
y WU/

dEEY AEE54 =2

240 A, el g, Ha, 297,
o thed

[
T

[e)
pu

A Az, 7hA, w8,
2

Aud
S

o A

pu
R

2

127, =t ™

faus

A
A
A}

=
=

=
°©

=

A
°©

774
Lewis(1984)
Schroeder(1985) ;
June and Smith
(1987)
Filliattrault and
Ritchie(1988)
Morgan(1993)
Dube, Renaghan
and Miler(1994)
Kivela(1997)
and Reece(1999)
Soriano(2002)
(2002)

Swinyard and
Kivela, Inbakaran |[ZA}

Yuksel andYuksel

I
—

o
oy
TR
Joo

N

gl

2

AL
FAIA,
T,

9

A

A
=

=

[¢)

=
T

o

A&7+

’

]
, ®H
[

o %,
=

},

o) Mujx 7174, AFE-ad, Wi gdA

ATE, 797

[e}

B
9171

A
RUn
-

=
=]

o
194, A<

il

’

iE

A<
%7

o]
oluA), o] §A9 57

1

A
!
ok
=

ERNCE]
o g%, @)

e

3

-

dolmA v 37

4, 9
)

=4

)

E
3z

4
4

3

~

)
)

ul
A
AT,

3

_15_

o whe
o 9ot 4, e49 % A,

&
=i}
=~

o
T,
2]

e}

94

/\-17 A4

£

-

A1 H]
E
bl

A
2]

]

A
RN

1

o]
pel

A9 gt 4, 744, el o,
974, 8e

A

q

T

1,

o}

o Az, B917), 914

kb, AL

=
e
=
=
T
A=

o

e
7
R

3

H

(2002)

- A4

(1998)
(2004)

EER




A 2Ad MEEFE

L AH=FA 9] 7ig

ditdow FPAQl AFE G Mulaes O FEE AT 7 ds
7
ol AdA FAe HUF &old I Ats EY AulA F2o Ht

= digk AL 1970 o] Al #FE Lot 1980t F HEE-H
BAXHo g AFGHo] gt} Parasuraman, Zeithaml and Berry(¢]s} P

BME AH2EAS &uAst A2z 7ge] AlFdokn frtn =7

N

rr

Aul 2ok AT Az 7o) Az g4 9 Ase] dja) 2|7

o,

)

el Folebil S9om, Bitnert0: AulAFEDS Auo] ohat Ay

D efr=el F7h=A Aefstar Slvh o7]4 F7Ee MuEl2 3 A (service

28) Gronroos, C.(1984). "Service Quality Model and Its Marketing Implication". European
Journal of Marketing. 18(4), pp.36-44.

Parasuraman, A. V. A. Zeithaml, and L. L. Berry(1988). "SERVQUAL: A Multiple Item
Scale for Measuring Consumer perception of service Quality". Journal of Retailing. 64(1).
Spring, pp.12-40.

Parasuraman, A., V. A. Zeithaml & L. L. Berry(1994). Alternative Scales for Measuring
Service Quality: A Comparative Assessment based on Psychometric and Diagnostic
Criteria. Journal of Retailing, 70(3), pp.201-230.

29) Parasuraman A. , Zeithaml, V. A., and Berry, L. L.(1985), A Conceptual Model of
Service Quality and Its Implications for Future Research. Journal of Marketing, 49.(Fall),
pp.41-50.

30) Bitner M. Jo(1992), Service scape: The Impact of Physical Surroundings on Customers
and Employee. Journal of Marketing, 56(Apr.), pp.57-71.

_16_



encounter)®] o2 7HA| A AFo] HFrheol ) Mu] o] gk dRbAQl B
A3 A AFRE udtte 3ot
E3H OliversVe 294 SHolA Mul2Fd L Auj2 AF, AHlx
374, Aujaddge] 37k Fa8 84 FA o Qltkal st
Lethinen and Lethinen3?)> A u] =% Au]2~ 249 o
AT AT Agoll A dojur o5& A

A (physical quality), 7192l oln A A4S *x3st= 7]

>
%
)
=
©
.
rlo
o §
» P
iyt b
(R R <7

o
i)

A
(corporate quality), ALz A w7k doji}es A5 289

>
=

(interactive quality)® g€ thal sttt 152 Au|=9 F4&

27F Awss st Aol Hriske AAe] FHF AH|A

5 ol sl FrF Ay = A
ol =

N
¥
Og‘:,l‘
i

>
I
e
i
o
k!
i~
o
do
—
2,
4
oo
ol
rir
P
o
iin
o
o,
=9
2
o
o

iy
rlo
Ry
i~

o
fo
1
-3
X
=
rlo
e
rhu
N
)
a2
o
ot
nﬁ -lo
5
zQ
2
o
k)
b n%
iy
o

[ o

2
ok
>,
o
o

ot
oX,
B=)
2
I

>«
By
ot
>,
=
(2
o
o
Sl
Y
il
o)
iR
et
N
30,
rlr
olf
I

ol el AHE AAY o dAEo] & MulAFLLE AEA A

31) Oliver Richard L.(1993), Cognitive, Affective and Attribute Bases of the Satisfaction
Response, Journal of Consumer Research, Vol.20, pp.418-430.

32) Lehtinan U. and Lehtinan J. R.(1991), The Approaches to Service Quality Dimensions,
The Service Industry Journal, 11, 3(July), pp.228-294.

33) Ayala, Gail, Edward V. Staros and Joseph J. West(1996), "Marketing Quality in the Hotel
Sector". Service Quality in Hospitality Organization. Eds. M. D. Olsen. R. Teare, and E.
Gummesson. Cassell, pp.259-277.

_17_



3L

of slojA A=

wheba AH 2 EA S

§ A7k )

9|

Zxm]zpe] 9]

= =
i, 1

|

7

—_

0

®
o
N

N
)

N

—_

0
I

oY

= oz AojHn

W
B

1

-
T
o

37}
Aol

]

3

-

T

}_

S

5}

=

Adfolm, MuA F4

-
T

l

o]

3

O~

shet Ao

]

)
'LO

L w

hA

[

191, 7 welm A A

-

2. AH|&FZ 9 F7}

Zihel A Au s kAol A vl aLE
A 1]

LI EEE O

@ 5 o,

o

&t717F ol "k 7]

S

7

3

o g ApH o

A Aske] FA 3 AH|
s A of

5

a7 o

-

T

[e)

T

7}
of 7ol mAA 5

A EA
o7} glan

mEb O AA R

A 5 oo,

N
B

fIte)

5

]

o

al

7

7} sk

-

T

A A7t o)A

3 ol
- 18 -

<)

=4 379

15

R

=]
problems and making meaningful measurements. in H. K. Hunt ed., Conceptualization and

35) Miller, J. A.(1977), Studying satisfaction, modifying models, eliciting expectation, posing
Measurement of Consumer Satisfaction and Dissatisfaction, pp.72-91.

34) o]%4(1999), TAH= A"y A




7Hoveral evaluation)

3

A%

of thgh Hwk

3T
=

o] el2 yE}a 9tk Olshavsky

el
B

™
N

-
T

ofw  oju]ef A

o

=

A7td 2

-

T

o o
243 FolgEe] B e AFNA A4d E

3T
™

3L
™

F A

)
pal

Bt A}
il

el

P T,

°©

A
kol 2 m

o

R

-
T

biL, A AEAL 3719
o} 7|

=
T

°©

il ol

I3

w3 Holbrook and Corfman3?

F ool Lehtinan and Lehtinan< 31743} 4| H]
H o iAol ¢

Mu|2=7E AE T 7k

il
—_—

jfaxe}

&)

R

.
T

23, A

4

o

33, PZB39)
QA &7, A FH, 94 AFUAI4

ez
Vv

]

b o,

°©

_19_

o= A4

1t

|

-

1985, pp.44-52.

and Lehtinan J. R., op. cit.

2-3>3} o] 5719 %93}

37) Holbrook and Corfman(1985)

38) Lehtinan U.
39) Parasuraman et al.,

36) Olshavsky, (1985)



<¥ 2-3> PZBO] Mu|AZA HrHE

Aul 2= EF4 B7r 2%
A A AlA
SR - Anle] o3
(Tangibles) - A5 vy
A2 AHEE AE(EEA, FEY o)
- AH o] kS AIZE FE
A4 - o] FA BAYES w AN E B
(RTi biloit ) A Wel A= Au| 25 G35
by ob&gh Albel MM 2E AT
° Zv]‘ig: )é]-‘q\‘}_i]' uA‘fo %qu\:z]—
- ABj 2 AFAIZEe] A gk of 4
HE-8- A - A YE] AlES A H]* A& A} Al
(Responsiveness) A e ALY AA
-] g o] VA0 Gk AR
oA Bals e AYEY P
a4 - A F= A AAA
(Assurance) < Al Al FAEg A9
<o) ojy Fojo = g 7hegh A9
-7y el digk #A
J—_ - A HE A A E 24
(E"’ it | - A A A AL HolHE Y
mpathy Ao A A ololg Felk 49
- A&t gk HYPEL o] 3|

A} & Parasuranma, A. V. A. Zeithaml and L. L. Berry, "Delivering Quality
Service”. Free Press. New York, 1990, pp.181-183.

HbH - Cronin?t TaylordO&= AMu]A~EFA A7 5 SERVQUALS] &

SE PHAbG A aFY, wANS, Y wse] wAE *T A

, AZtE Aol 7l zste] MulaFde] ZAo] shesits W

Ark =, vlAbe A7ty Auwow AusE

40) Cronin Jr. J. Joseph and Steven A Taylor(1992), Measuring Service Quality: A
Reexamination and Extension, Journal of Marketing, 56(July), pp.55-68.

_20_



Ll

sk 7

-

= 57435k WR(SERVPERF)©] SURVEQUALe|Y F 8%

R

% SURVEQUAL, 7} SERVPERFe] ®)a] @4 vl Z 23 ¥hyolg}
FAsd o5 BAZS YyEhE Sy 2ot

U] 22E A = AT} e (SERVPERF)
B 2EA = AT = F) T ceneeeee e e e (SERVQUAL)
MU A = T2 (I - Z]eh) e (7} SERVQUAL)
R AEZA = 2 Q5 % (AT e, (7} SERVPERF)

8]a o5 MM AFAELE IS Mol IRk o] AH] 2~
FARG P9 %o ¢ ©e IS Foha sl g o] FHoeFE
of wepAE AMu|2aFA gk Aol ztol7t vk FE SFith
T3k Gronroost= MBI AEAS 754 43 7|8 FH2 55
3, el ZlgiE Auje} A E Au)2E Blugto 2 A AnjaEd o
7V7F 7bedtthe RS AAEEEoH, Martind?)> AujA~ EH S 7S
= HEE dA4 A8 A (procedure service)”?] == 7R¢1A A1) 2 (personal
service)7| = o.2 ST o714 AAA Au]a7|FEold AFE T AlH]
25 a A AT WA =A< AAE BrieteE AolH, AdA

Mul 2 7)Eol gt AN Aztuel Ao st 259 %

41) Gronroos, C.(1991). "Innovative Marketing Strategien and Organization Structures for
Service Firms". Service Marketing. 2nd Ed. C. H. Lovelock, p.434.

42) Martin, W. B.(1987). A New Approach to Understanding and Teaching of Service
Behavior. Hospitality Education and Research Journal, 11(2), pp.256-257.

_21_



<E 24> Muj2 FA- FHUHAHE V)E
AxA A~ AZ AQA A~ AF
4-(accommodation) » 2] E)] 1= (attitude)

» o A (anticipation) » 3 9] & (attentiveness)

» 4 A] (timeliness) m o] Z(tone of voice)

m 1 54 2} (organized flow) m A 3}l (body language)

m 9] AL € (communication) m A A] (tack)

w 7] 3= (customer feed back) ® ¥ " (naming names)

» 7} 5= (supervision) » ¢FJj(guidance)
m Al QF vl (suggestive selling)
» 77 &) A (problem solving)

Z}&: Martin, B. William, "Definding What Quality Service is for you", The Cornell H.R.A.
Quarterly. 26(4), 1986, pp.32-38.

3. ZEY2EZY MH2FH

al
AMuladde el wek o A7 v gdet dAm Aqn s

FAe Auze] 54 Auzo g e BEPs: @ /Y 1
ga HIEe B, AHE A WA ANHA R wE
53 ol Auls EAS Bel4 tuy R §aw el Wt

2
o
vl

3

58 dd2EY AusEL FA1E 49 FPY d2EY A
2EA U BANEES A9 &TE o BA FHAA Fripe] T
glovl, oyl FAe] Mzt BPA AYoR 59 4eE JYFe
T Ede 9A, ARTE D Z9ER S @A 54 Fepst o

43) Parasuraman et al., 1985.

_22_



theFetr] wj o]t

Buttle#) > €] 543 tpddel oigt Hrprleoe= 94, 571,
AAGE, 2L Aulxs FF AEsh A5 Avawl 55 AASHA
oH BitnerHE =84 834 &= =94 SAHZHE MES ddiste] A
Hl 2~ 7oAl Fxzd SH

2w 5W T A AdedA 294 fA4S AA skl Al
7

Q
=
Q
=)
olr
.
rlo
2 K
i~
10
r <]
k)
>,
2
=
[»
|
i
o,
N
)
)
(o,
(03
ol
12
ol

of d|eido] AAIE ATt HEZE Au| A AlgAiel a7 A B FRTE,

A Y, 3, A549 ] AdoRE ARG = <iF 2-5>¢F 2t
<3 2-5> Chandon 52 Mu]|2=%d &4 &4
A 2ED A 27 £4
Fasd | A9l Radee, SukE A 444, Ak 8, A A
o] ek Aol te Afle] olal, el chat uhg AE A9
A5y A, el g A AA, uAe] i3t F-8&39 A H9, AA7 4
A W 4 8
o Aaae] 45 e T4, AuAe AFL N 78, LS Ushe
e que 9 95
e 451 wale] BAZ Adske 434, 49 0 A0 Faat @
i Ae el Falol S AV, el e BAE AAs

A& Chandon, Jnean-Louis, Pierre-Yves Leo, and Jean Philippe, Service Encounter
Dimensions-A Dyadic Perspective: Measuring the Dimensions of Service
Encounters as Perceived by Customers and Personnel, International Journal of
Service Industry Management. 8(1), 1997, pp.65-86.

44) Buttle Francis(1986). "Hotel and Food Service Marketing". (Londin: Holt, Reinhart and
Winston.), p.18.

45) Bitner M. Jo(1992), op. cit., 1992, pp.57-71.

46) Chandon J. L. , P. Y. Leo and J. Philippe(1997), Service Encounter Dimensions—A
Dyadic Perspective: Measuring the Dimensions of Service Encounters as Perceived by
Customers and Personnel, International Journal of Service Industry Management. 8(1),
pp.65-86.

_23_



YAE

7+ 2071 <]

-

o

F NRA)47 o) A
A

°

3191 2., Schneider4d)

S

H 7Y

]

hyz

3L o
=45

Fat-

)o@ 2~ %7 3] (National Restaurant Association :©]

ﬁo

el

d

ES
=

7t

3

hyE

2-6> NRAS] #l=E%

hyA
ar

<

nze)
.l

)

)A

i
ol

o
i

o}

—_

ojn

i

T
<

o}

—_

ojn

e

)

=
=

]

I
gl

AL

FEadzel U4l o
AR F QA o]

=

[¢)

o+
N
s

=3
]

To
T
%o
o

N

=

X

A Al 8} S T

W=
i

_24_

: National Restaurant Association, "Costomer Expectation With Regard
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andYuksel(2002)
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Reece(1999)
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20. 79 oA June and Smith(1987)
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23. Fx9] A Kivela, Inbakaran and Reece(1999), Soriano(2002)
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3. FHeE Yuksel andYuksel(2002)
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<3 4-3> AMu|2=Fd FUREA st 8
2913 ECINES EOEE R
(Factor) (Variables) (Factor Loading)
a9l Ao ST ROINER 0.724
(@ =0.8372; 27.7%) FA A 0.719
- AqH| 9] AH FF 0.884
e FEe] Ay 0.768
- AH] 20 A EA 0.711
Q912 AA A M2 - SARA Y HEA 0.684
(@ =0.8273; 8.2%) EAs Ao A4 0.654
TAYY 8= 0.627
o]l THI FTAY 0.612
gArrA e g 0.587
shgal el 44 0.711
2213, 1A/HAA 2B i 24 0.701
(@=0.8273; 7.6%) FAL/FUES FAA 0.684
H71u 9] e 2 YA 0.643
499 ot 0.724
299 gt 0.719
= o 2lo] of 0.691
&4 v o9 2 0.682
— . 0,
(a=0.8372; 6.4%) w3 uke] Auly 0.624
AT T gA 0.560
5ol s 0549
805, "4 WES HaA 0.891
(@ =0.6724; 5.6%) < 914 0.781
2916, 7+4/7k Ak &9 714 0.891
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aal7 EEEREERE 0.881
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Aol whE MulA~EF Hriacle] Fok ZolE HIs] fd 59
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a: p <001 FFoll A o2 FeA =S e,
b: M.R.T(Duncan Multiple Range Test; p <0.05)°] &A% it zo]= a b {(c&E T
Hako] e,

4) Ao WE AHAZA Hrle9e FQE xlo]EA

»
A
=2
=
il
>
I
[>
o
i
o,
N
o
fo
o

o
ol
o
k1
2l
o,
il
!
ol\
ol
ol
~N
Ho
gljt
e,
(o,

TR (One-way Anova)s A3t =dl, +4 A3 < 4-7>3 2ol
Q9 1(AEL I AT pgko]l 0.049= Hwhzkel] feo]Ael 2oz 9= A

H
o tehgth Aggin A4ede] A 2992 g Fashl Azl
3]
AN

_62_



<E 4-7> FJol| wE Mu|2~EH H7 T Aol A
2y | FE (A9 | A% | 3T A F-3 | P-3°
AbEl < 45 119 37 11
qol 1 o5t 367 | 366 | 346 | 3.38
(A=) | gzaA4 | 065 | 065 | 051 | 056 24071 0049
M.R.T" b b ab a
ai p <0.05 Fo) A Godol FEAZS ey,

b: M.R. T(Duncan Multiple Range Test; p <0.05)° A3 Hito] Aol5 g bz
st upER.

5) 250 ©E AMHAZEA H7ta9 FAE o]EA

A5 mE AMuAFA PFriacle F8 % AolE HFsH] Hd dd
T AHEA (One-way Anova)S A8t sdl, £4 2y <3 4-8>3 o
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(12 ) oo 2.168 | 0.092
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MR.T" a a ab b b
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<E 4-9> AMul=EdE HrEEA gtk et Azt Aol

o|\

Fax s
AR 2=Ed HrrEA Mean S.D Rank| Mean S.D Rank| H#z2  t-gk (p-3b)
A 2= 0] A& 418 718 6 376 89 1 -0.47 8.339(.000")
=2 ALt 380 .89 20 328 & 20 -0.61 10.759(.000%)
2] & 367 .80 30 323 81 23 -0.46 7.250(.000%)
et 5249 714 425 80 3 339 719 12 -0.87 13.562(.000")
A A 254 399 64 16 316 8 27 -0.88 13.591(.000")
TR g 373 90 26 331 84 18 -0.61 8.526(.000")
=2 ot 4271 78 2 338 .93 13 -0.83 13.104(.000")
AW ee/FE 368 .90 28 357 8 3 -0.08 1.364(.174)
2 ALE k] HetE 411 95 11 313 83 28 -1.15 15.581(.000")
oAt el HEA 375 89 24 329 84 19 -0.49 7.117(.000%)
QAT 354 91 33 334 77 15 -0.25 4.039(.000")
W vke] Ay 374 92 25 321 &% 24 -0.95 12.446(.000%)
TAM Y K4 418 87 6 321 .78 24 -1.43 7.237(.000%)
Aol FHI TAY 367 714 29 347 90 6 -0.43 7.135(.000%)
TALE Y] &R 366 .87 31 351 8 4 0 -.105(.916)
s FEe] 484 377 95 23 359 92 2 -0.06 1.039(.299)
AMu) =9 A FE 434 88 1 324 8 21 -1.12 17.404(.000")
of ofo] ey 378 .78 21 348 8 5 -0.16 2.504(.0007)
aEel HeEd 409 94 12 343 .79 15 -0.88 12.967(.000")
FHE 361 8 32 344 96 8 -0.90 12.840(.000")
=2 94 404 1.07 13 306 94 29 -0.98 12.488(.000")
9178 420 88 5 317 8 26 -1.07 17.840(.000")
=2 4 413 89 9 347 80 6 -0.64 9.716(.000")
A7 Fe] e 2 AEAd 378 74 21 340 81 11 -0.65 9.469(.000")
daE" Wi A4 389 87 17 33 80 14 -0.78 11.622(.000%)
st o] HAAd 416 77 8 324 94 21 -1.13 18.128(.000%)
A $17] 422 82 4 334 88 15 -1.06 15.277(.000%)
AEQ) ] Al ZHA wiy 369 87 27 342 8 9 -0.25 4.223(.000")
Fare A g g 412 .8 10 342 8 9 -0.68 12.400(.000%)
=257 e] vhA 384 99 19 306 .71 29 -0.89 11.069(.000%)
7] A1 3F 400 98 15 293 91 32 -1.04 11.777(.000%)
S TR gig A 403 84 14 302 73 31 -1.01 15.264(.000%)
TALFUFES] A 386 .98 18 293 714 32 -0.91 11.069(.000%)
a: BEAE dvtl2EG Au2Ed BAEAe e B AZ4Ee A FaE

of AFe W k).

# 1 p<0.0l FEolA T LS e
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3. Auj=EA Hrtagle g A4 =7k #A

7Hd 3¢ sy 2ET o] fAEe] MHlaEd Hrlaglel gk x| ztert
o WA= s uetstr] 98l ths3] 34 (Multiple Regression
Analysis)S 33t #4439 <3E4-10>3 o] 221 4(vlw)ek 891 6(7F
A7 A)E A YA a5 froleE 0.05 oluelA BT folg
Ao ek

S, 3| ARNLE SHRSE o AHAATF 9SS At o
2 Oge3dd qd55 Z2s7] 98l tolerance®t VIFE &1s A3 <3
4-10>3} o] B 1o 7M7Y S¥HHasE 7] A#AA 7 A wjAld

r d
AN
k1
=
N
)
o
§E.
rlo
o2
o
o
=
Nl
o
R
fo
ro
=
N
(s
fo
o

Al ) o w2 yEbgth whEba 29 4 ek 29 607HA/7EAD S A€
P U R 7 RRH o g A e Q)

rok

F 4-10> Muj2Ed grhadlel e A 4eseh iR 3784

8 9 Beta t Sig tolerance VIF
29 1 (AEAW) 175 2816  .005" 854 1.33
29 2 (1A 8 2) 209 3071 .002° 741 1.64
82l 3 (/A ZEA) 141 2347 0207 896 1.23
Q9 4 () -040  -634 527 836 1.37
29l 5 (H24) 140 2438 015" 962 1.11
229 6 (7+4/7+A) 059 1.037  .301 990 1.06
207 (F7H4 AH) ) 167 2665 008" 900 1.56
29 8 (97 155 2499 011 954 1.49

R square = .260 df

s

= 17255 p = .000

a : p<0.0l gl

8
A frelHele veh,
b 1 p<0.05 FEel Al =

=
CEREReEE)
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4. ZLY2EZ W Vo AYE =] BA

7 49 gy AE s wSEvt Aok A= 9
vjotal 7] 93 w3 A4 (Simple Regression Analysis) S G813 23},

R square(Awe) = 5422 YElyon FikEAd digh foEs .0000]

P fFoaE 01 ool Adro o
i e I e B - A e R R
<EACLD>E SR AER o] S 0] AMse HiRE" o8 A W

S ARl ) WAL G sefals] A wesl AR Aol

p

o

n = A

<E 4-11> =59} AuE o 7o) 374

TERAT AT E Beta t-value p-value
EPHT EE 736 21.856 .000”

R square = 542 df =1 F = 477688 p = .000

<001 FEAAM FrelHde HER.

5. 3HHY2EZ HE U FHEY #A

7hd 59 ZEEA2EG tig N7t FHYE vAl= FFgFS I
o}sl7] 93 w3 7+ (Simple Regression Analysis)S 43 5} 93 t}.

<3 4-12>3 2ol R square(A ) = 3252 YEI oW Sy a(
el FoaF 0.05 ool A Folgh 2o 2 YERTh

TEee fFolas 01 oJWolA FHo ko] FoAl A+ FFE

WA o vebgrh mebd ZbE 5% A sk

ko
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<H 4-12> HEEef FHEZ 3 A EHY

TERAT FHYE Beta t-value p-value
EPHT EE 650 13.270 .000”

R square = 325 df =1 F = 143749 p = .000

<001 FEAAM FrelHde HER.

6. 7HAH S T 2o

<HE 4-13> 7HE A 8of

71 A A4
H1 Independent-Sample T-Test &2 A9
H2 Paired-Sample T-Test A
H3 Multiple Regression Analysis &2 A9
H4 Simple Regression Analysis A &
H5 Simple Regression Analysis A &
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ABSTRACT

A Study on the Service Quality and Customer Satisfaction of
the Hotel Restaurant

Seo, gab-sik

Major In Hotel Management
Dept. of Hotel, Tourism and
Restaurant Management
Graduate School of

Hansung University

Today the world-wide various nations at service intention of
economic growth and educational level. it joins in and with change
of personal questionable matter and life style there is the place
representative  service industry which is at the expectation level strange
land against a service quality it depends but to a former industry and
case of the hotel industry it is more considered seriously.

But our contry hotel industry is showing financial difficulty
deepening and a special grade hotel without arm year benefit rate decrease
tax with 2005 current economic stagnation and operation deterioration,
additional tax forever ratio abolition and appearance the late start
economic enterprise.

The hazard which confront in the management environment change

which changes suddenly consequently recontly the customer and the
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loyalty customer and must plan the customer satisfaction which leads
the service quality raising strategy of the hotel restaurant which
stands it secures.

Form origination nine the hotel restaurant a satisfactory degree and a
help to customer satisfaction and after recognizing the use customer
against a service In the object and use it grasped service quality
improvement and it gave the place research objective which does to sleep
it put.

Like this attainment of objective the population which relates with a
hazard origination old friendship question the seoul area thuk the customer
who uses 1 class hotel ceremony beverage Ub market size of the hotel and
it considered the beverage Ub market in the object and it selected.

For a question investigation it explained an origination old friendship gist
and an objective and the question Ji acquisition outline back in the staff
which is working in the hotel ceremony beverage Ub market which is
selected and advanced. the question investigation form 2006 April 1st until
April 30th one month for to execute, it collected a data.

Total 500 it will call rest it did, but in these people it will be insincere
and one 61 it will call an answer back and it excepts in the remaining
question Ji 342 addition last analysis which it was used. the data which is
collected used and SPSS 11.0 it analyzed, it executed a frequency analysis,
factor analysis, One-way Anova, Paired-Sample T-Test, Simple Regression
Analysis, Multiple Regression Analysis.

With afterwards the date rage three result which is collected escape do
a same current events point and, first, the manager and E khey to sprout
how already in the price of land customers of the company which listens
to position are becoming, it investigates with the image which it plans
mitially it will reach a correspondence yes or no and if the improvement

point haircut silken and must improve boldly it analyzes it becomes.
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Second, when the many use visitors selecting the hotel restaurant the
contents which it considers and use Kkindness your excellency that it
becomes the necessity recent flag which will discriminate the strategy of
marketing because shows the difference where the degree is many there is
a possibility of seeing. there 1s a necessity which will strengthen the
education back of the atmosphere and menu development and work unit
which 1S unique the managers consider seriously the customers
consequently. In the third, hotel restaurant service quality rating VIP
research result it shows the effect where the menu VIP is many most in
satisfactory degree with the fact.

Fourth, it appeared with the fact that effect it does mad to the general
satisfactory boat song re-visit intention against the research result hotel
restaurant which it sees and a recommendation intention. consequently the
manager and E khey it is shakes off and quality rating VIP of toe Rang
investigates a degree minutely and at once the place where it does is big
a customer security and whole sale misfortune augmentation and image

raising to be contributed
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