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Abstract

With the service industry booming across the world in the 21st century, Korea has been
transformed from a manufacturing economy to a service-oriented one. Therefore, the role of
service quality has become critical to the success of organizations. Based on the five dimensions (tangibles,
reliahility, responsiveness, assurance and empathy) of Parasuraman, Zeithaml and Berry(PZB)'s SERVQUAL
model, this study is tried to investigate the relationship between the service quality and customer satisfaction
in the Fastfood service industry and analyse the impact of customer satisfaction on the customer’s behavior
after purchasing. Furthermore, a purpose of this study will help Fast—food industry to detect companies’
improvement points(a reform measure) of service quality’s factors that have an effect on customer
satisfaction in Fast-food service industry.
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Table 1. Features of Service
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Table 2. Factor Analysis and Reliability Analysis
2od el @ol2 | @3 | oo4 | oo | Cronbechs
Alpha
SQO1 0.775 0.153 0.055 0.095 -0.076
SQ02 0.700 0.129 0.215 -0.017 0.074
SQ03 0.678 0.150 0.270 0.080 0.091
ThS - EAIA SQo4 0656 | 0074 | 0094 | -0.070 | 0.105 0.823
SQ05 0.638 0.139 0.031 -0.016 0.086
SQ06 0.630 0.283 -0.155 0.035 -0.043
SQO7 0.581 0.131 0.202 0.244 0.110
SQ08 0.067 0.803 0.195 0.095 -0.065
o8 M SQ09 0.350 0.659 0.164 -0.127 0.195 0.740
SQ10 0.337 0.656 0.012 0.058 0.172
SQ11 0.260 0.611 0.038 0.266 0.049
SQ12 0.213 -0.005 0.845 0.074 -0.078
22 M SQ13 0.032 0.291 0.748 0.188 -0.011 0.746
SQ14 0.264 0.104 0.645 0.310 0.191
SQ15 0.028 0.075 0.119 0.763 0.094
<R e SQ16 0.050 0.213 0.164 0.759 0.031 0.657
SQ17 0.013 -0.053 0.103 0.679 0.185
Al A SQ18 0.054 0.053 0.108 0.099 0.891 0717
SQ19 0.149 0.140 -0.102 0.258 0.779
7| 3.574 2.239 2.026 2.014 1.614
AE 2ol % 18.812 11.786 10.665 10.600 8.497 60.360
ETHN MEMo| Kaiser-Meyer-Olkin(KMO) EZ(MSA) : 0.788

Bartlette] T4 Ad Fe/&E 1 0.000
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3. ATSAIE pi(gd)ol| e MHIAEESY XjolEY

Table 3. Difference of Service Quality attributes by the distinction of sex
o4 &t N 7 EFEA t-value p-value
] A 70 3.1041 0.65439
CHS . BIAIM
hS =g 044 50 3.0029 0.63789 0.848 0.398
] =+ 70 3.3500 0.65856
o5 ok
e oA 50 3.1000 0.62881 2.089 0.039
=t 70 2.6857 0.83769
27
o0 ofA 50 2.6533 0.71257 0.222 0.825
= 70 3.5905 0.85535
Z4RIA —
- o 50 3.6133 0.60369 0.162 0.871
=t 70 4.3214 0.72749
AlZ2|AM *
HEid of4] 50 4.0700 0.75600 1.824 0.071
*0¢0.1, **p(0.05, ***p<0.01
32 AMEM 2 EIEM 2N 53171 913l Cronbach’s Alpha AlFE ©]-83F 41¥]| =84
29154 (factor analysis) & AHg3le] e 24gtrss P Varimax3d¥, FEees o83 alede 4
2 k) g0lEw TEE 4 9y oy o B g AR AIE (F 2% Aok SHYEES] WHLARE ¥
ZHRE0 Fhto] golom Eojx] Tk BMo) Algsr Aokl A8kl Cronbach’s Alpha Al5E €118 23, 27
7] 93 BAow F7 ARgEH, AAEAM (Reliability & 5 0.60174Q Aoz veht 7 AR AT ] gt 4l
analysis) & ZHEE0] et Suxle] AP S mjelsly]  HA= ARSI 2ejn adws FA A3 KMO
98] Al Z57} 0.788= veht WSS 3te] el lEe & 5
wehd 489 doleg ol gdlel RS ety AL Bartlette] 794 Aol felghEel 0.00002 =
9% golgSe) A4 = YAYA T prERAde A B8 FHEo] wejgHe] ojtiehs tiyspde] Ao
T 4. QPEASI tig=(o12d) o] [ AMH[AZEIEM Xjo[2A]
Table 4. Difference of Service Quality attributes by age
2 ol =gt A= b rros v F p-value AEHH
e Eeizb 0.673 2 0.337 0.802 0.451
. Eehy 49.112 117 0.420 2ala3a
AN B 49.785 119
Zlekt 1.121 2 0.561 1.312 0.273
REM Zlehy 50.002 117 0.427 2ala3a
Bz 51.123 119
Eekt 1.333 2 0.666 1.083 0.342
32 Elehy 71.997 117 0.615 2ala3a
B 73.330 119
Eleizt 0.462 2 0.231 0.398 0.672
PLECS! Zlehy 67.893 117 0.580 3ala2a
27 68.356 119
Elekzt 0.170 2 0.085 0.151 0.860
Aty Elchy 66.196 117 0.566 3a2ala
7| 66.367 119

*0¢0.1, **p¢0.05, ***p(0.01
Fch 1 1 204 ofst, ek 2 ¢

21~23M, Tck 3 : 244 ol
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b, AHIAFESH0| DARTO| Ojxls SR
Table b. Effect of Customer Satisfaction by Service Quality attributes
Saua oy H|EES} AR EFSPIs t sia. ciE3uy
B EFEAL Beta SR VIF
a2 1.667 0.367 4538 | 0.000"*
the -2 | 0.156 0.094 0.170 1.662 0.099" 0.649 1.540
—— a4 0.213 0.092 0.235 2.317 0.022"* 0.661 1514
Ul 0.096 0.073 0.127 1.312 0.192 0.723 1.383
2 0.073 0.074 0.093 0.994 0.322 0.766 1.305
A=Y 0.033 0.071 0.041 0.462 0.645 0.859 1.165
R® = 0.228, F = 6.741(F sig. =0.000)
*0{0.1, **p(0.05, ***p(0.01
2 28N i 2AE vidsislth 1 29 o A3, K9, T3, B, Aol AR 1)
P, wRY, T, AT 9 AR T S Al 93l Aelrt g Alelnt Bk 7HE AAE] S
JER Aoz, o i a9lse] AA Weld  dlof RN AAE AT (£ 5)9 2o] vERgrt
60.360%% ABah= F o ettt EFse] Muagds Wrksh] f9 $45 5wt
Fol SAA FFE vIAE S UE - FIH R
33 7tdEH AR Aoz et o] 99 be AuaEd $45
AR 7HEQ HL ATEAA W] e ey = AR FAd 9FS A Ge Ao= vkt
Ao MHAEA (NS - BN, A, A, AN, A T e AR E S s & o B A
ol e WEFEA Aolsk Y Folek g APep)  SFAFARAE WS- S TRl S
glel S917bdel H1.13 H1 .29 Wig/ka e Agslgie, THEAE T AMEEE S8 Wi e Sael
A3E A% BAZEIE (& 33 (& 49 2k ol of  AHE DT F AUS Zlew Amdd mE, £ Al
Rk A 2EAEYY G397 Ao wEgest x T N A ZHIR]THZ, AREFERe] ApsFA (S - &
o Aoz Vet olgdt dAre ojAo] YR mjxel A, A, T, A, Als) o] aARS e A
Rk A el olald] ekt @49l Aow e € Y9 Aot S elnt e Aol
aPl3 Qe e Ap|aFASgd] UE BEged F  CPITeR & d7el HI sianRede] aansee
o7t hEAE selel ¥ Aske (E 4)sh 2ok Ayl A AT el SHHR] 4FS vId Aol B
Sloll el Aul~EALAel g wEFRe Aol g /T AHW] Asid ANTAL AT Ae (%
= oz et weld 3 WA see mrdoz g 6)F ATk AEAFES QAYETL BoileRm AN
LRI =7b ol wet AR = SAAd TS A
= g 7Jdel “H2, HAEFCH] A AZA(ge - ASE UERTh w2 Aol Al WA 7HI9 "HS.
E 6. THPSDI} MU o|5of olxlis %3
Table 6. Effect of Revisit intention by Customer Satisfaction
sewe | sy | WEER | SR | s
B EEA Beta SKIEA VIF
A & | 23% 0.270 8.883 | 0.000"**
A e
a4 = ‘; ;:i 0.426 0.076 0.458 5.591 0.000*** 1.000 1.000

R? = 0.209, F = 31.259(F sig. = 0.000)

*0€0.1, **p€0.05, ***p<0.01
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