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The Structure Model of Service Performance Influence in Knowledge Based

Service Business

Yeon S. Ahn*

Abstract

This study is attempted to demonstrate the structure of the influencing factors on the performance of

services of knowledge based service firms. In the model presented, the structure is that service

performance in knowledge—based services are affected by the strategic utilization of knowledge resources

and service orientation factors of the service organization. And the service performance are also affected

in which the systemization of service processes and customer satisfaction play a mediating role.

As an analysis result of examining 148 practitioners engaged in the knowledge service industry, it is

necessary to increase the satisfaction of external customers in order to improve service performance in

a knowledge-based service organizations. This can be achieved by increasing the satisfaction of internal

customers. In addition, for this structure to be successful, the service production process to be provided

to the customer must be enhanced. The service production process has been found to be an important

factor influencing the internal customer satisfaction and service delivery process, especially in the use

of knowledge resource, and customer oriented service among service orientation factors.

» Keyword: Knowledge based service. Knowledge resource. Service orientation. Service processes.
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Construct

Measurement Item

Reference Research

Knowledge resource utilization
(KRU)

KRU1 Expert knowledge database

KRU2 systematic knowledge organization
KRU3 structured expert knowledge
KRU4 standard level of service quality

[2,6,17,18]

Service oriented
Strategy(SOS)

SOS1 Differentiated Services

SOS2 Cost Advantage Service

SOS3 focused services in specific areas
SOS4 competitive new service development
SOS5 Develop services as products

SOS6 Develop new customers

[16]

Service
orientation

(S0) Service process

Innovation (SPI)

SPSI Service vision

SPI2 employment of excellent employees
SPI3 Service preventive process

SPI4 Service recovery process

SPI5 service technology application

SPI6 standard process procedure

SPI7 service review process

[8,16,28]

Customer oriented
Service(COS)

COS1 customer’s latent needs satisfaction
COS2 cooperates with teams for solutions
COS3 customer—oriented service mind
COS4 employees empowerment

[3,4,16]

Service production process(SPP)

SPP1 value—added expertise application
SPP2 up-to—date expertise knowledge
SPP3 share sufficient expertise

SPP4 external seminars, training

[23,24,25]

Service delivery process(SDP)

SDP1 provides the exact service

SDP2 provides timely services

SDP3 provides a sufficient level of service
SDP4 provides high—value service content
SDP5 communication with customers
SDP6 delivers with optimal channel

[8,24]

Internal customer satisfaction(ICS)

ICS1 Employees’s job satisfaction
ICS2 Employees’s motivation
ICS3 involvement voluntarily

ICS4 positive in service mind
ICS5 performance reward

[5,7,11,13, 22]

External customer satisfaction(ECS)

ECS1 customers’s repurchasing
ECS2 customers’s recommendation
ECS3 general satisfaction

[9,11, 21]

Service performance(SP)

SP1 service satisfaction improvement
SP2 grateful to our service

SP3 highly evaluated service

SP4 contributes to business performance

[9,10]
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V. Research Findings

4.1 Validity of Measurement Tool
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Intellectual Property 21 14.2 ICS 5 .859~.810 .882 .890
Construction 10 6.8 ECS 3 .916~.849 716 .860
Retailing 5 3.4 SP 4 .900~.858 .828 .896
Finance 4 2.7
i 12 A 31 Q5 1
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— 2 1.4 Table. 4 Confirmatory Factor Analysis Result
Staff 8 5.4
Chief 15 10.1 Loading Factor
i o b Deputy chief 39 26.4 Construct | ltems ) Std.
position Section chief 45 30.4 S Estimate 2 S 3
Head chief 39 26.4 KRU1 1.000 .918 - - -
2 1.4 KRU KRU2 .942 912 .050 18.722 | **=*
total 148 100.0 KRU3 1.033 1939 .051 20.305 | xxx
KRU4 917 .823 .064 14.418 | **=*
SOS1 1.000 .761 - - -
SHAEY ATEATA EAJS <Tab. 2><>ﬂ Yehd upe} S0S2 .828 555 | 128 | 6.490 | xxx
_ - - SOS3 .698 .501 .120 5.835 *k ok
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. o - o0 o) SPI3 1.171 787 128 | 9.160 | **x
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H = COS1 1.000 777 - - -
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w9448 EIE(REAA 7456)F eI cos | €0s2 .980 797 099 | 9.922 | wxx
COS3 .810 .610 .108 7.537 *k ok
COS4 1.017 .639 .128 7.953 *k ok
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SPP1 1.000 .802 - - -
SPP SPP2 1.102 .808 .093 | 11.845 | *xx
SPP3 1.181 .857 096 | 12.294 | *xx
SPP4 1.022 .672 116 8.790 | xxx
SDP1 1.000 .795 - - -
SDP2 1.137 .832 .098 | 11.659 | *xx
spp SDP3 1.063 .770 103 | 10.368 | *x=
SDP4 1.261 773 21 10.379 | *xx
SDP5 1.132 797 103 | 10.969 | *x=
SDP6 1.179 .870 .095 | 12.358 | *x=
ICS1 1.000 777 - - -
ICS2 1.000 .838 089 | 11,179 | #xx
ICS ICS3 1.018 771 102 | 10.005 | *x=
ICS4 .854 .749 .089 9.618 | *xx
ICS5 1.143 .794 107 | 10.715 | #xx
ECS1 1.000 .764 - - -
ECS ECS2 1.246 .814 122 | 10.203 | *x=
ECS3 1.422 .874 131 10.850 | *xx
SP1 1.000 .819 - - -
sp SP2 1.214 .862 100 | 12161 | #xx
SP3 1.245 .865 .098 | 12.735 | *xx
SP4 1.064 773 .096 | 11.070 | *x=
x2=1557.831, df=834, p=.000, GFI=.887, RMSEA=.1078,
NFI=.840, TLI=.842, IFI=.858, CFI=.856

4.2 Hypothesis Verification
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Table. 5 Path Analysis of SEM

Hypo Path B S.E. CR p Accep

H1la KRU — SPP .354 .079 4.051 *k % A

H1b KRU — SDP .076 .104 .733 .464

H2a SO1 — SPP | -.250 135 | —1.847 .065

H2b S02 — SPP | -.204 71 -1.192 .233

H2c SO3 — SPP .932 .226 4.120 *xx A

H2d SO1 — SDP .004 129 .034 .973

H2e SO02 — SDP .219 .150 1.456 .146

Haf SO3 — SDP | —.028 .301 —-.093 .926

H3 SPP — SDP 479 222 2.152 .031 A

H4a SPP — ICS 751 .135 5.540 *k ok A

H4b SPP — ECS | -.016 .149 -.108 914

H5a SDP — ICS .201 137 1.467 142

H5b SDP — 0OCS| ,500 124 4.041 * k% A

H6 ICS — O0OCS ,313 129 2.433 .015 A

H7a ICS - SP .394 .090 4.372 *x % A

H7b 0Cs —» SP .618 118 5.243 *x % A
x2=1606.380, df=838, p=.000, GFI=.881, RMSEA=.1079, NFI=.932,

TLI=.937, IFI=.951, CFI=.949

V. Discussion and Conclusions
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Fig. 2 Path Analysis Diagram of SEM
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