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Abstract

This study had a focus on service quality, customer satisfaction and relationship orientation. The
subjects of this study were: 1) to examine the conceptual structure of service quality perceived by males
consumers of character clothing brands, 2) to examine of the service quality on customer satisfaction, and
3)to examine relationship between customer satisfaction and relationship orientation.

The questionnaire was collected between October, 28 and November, 8 in 2002. Samples of 271
respondents were obtained. The sample consisted of males in their twenties and thirties who had a
experience on buying character clothing brands in Seoul. To analyze the data, reliability analysis,
percentage, frequency analysis, factor analysis, correlation analysis, and regression analysis were applied.
The results were as followings: 1) As a result of factor analysis, the service quality were identified by four
dimensions: environmental service, personal service, products service, and promotion service. 2) As a
result of correlation analysis and regression analysis, the service quality had a positive influence on
customer satisfaction. Especially products service was the most important factor for customer satisfaction,
followed by environmental service. 3) As a result of correlation analysis, customer satisfaction had a
positive influence on relationship orientation.
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TG Y AHBA, AE Mu2g aAREEE
561 2 FEg 4A A3AA, 8 (promotion) AH]
28 IARETE 2722 o3 FF AAAAE B
ol th & g AE AAJAE Hole AL
BE ARAT & T F 7 Muls 22
ZF AZE AMH)| A9 ZH o) a7 HE o 71A ek
n3ths 22 & 4 913, T H (promotion) AJH] 27}
T DERe) MY AL 9P AL Re & 5
AT} ol MM A EAE TADES] ZHH g
& "lAths A9 A7 AAske FztelredgH,
H&H, 1996; AFEE, 1996; 3145,1996; FAY,
2002; 221 &,2002).

Ao} A BALE a7kx] Au 2 Fd3 37 9
wste) BAE A7 AP BNG Avol=e
°lE 47HA] A28 FEH o R A g 17
VEE 9} H-o] & AMH|E FH-o] ZoA S &
ohuy) A FARAL AT B9 Az

o <3 5>} Pt}

F 3h2 61.862(P<0.001)2A 374 o] &jnl7} glo

o, R gol AAMES 41%E 49tz Aot

>
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<E 3 > MH2x BEeo| 20 dat

291 1: BF Mujx Qolxa}er
16. = AE t]2E g ojr} 2] ogl), 790
8. Bz A9 AAF<I clEjg]ols Bylo 4 & FA =0 ok 750
14. BAE A9 tf 357} vl X7} A&FolojA & &hr|7t HalshA et 715
13. BA= AE oAt &t 58 2He F437to] & nid o o). 621
1. BRE Ax gold AJdo] & Zh5oiA gint. 618
FEE] 2.974
AN FH(%) 16.524
FHH(%) 16.524
29 2: 4 Al 2dwsF
12. BRE Ax AEFL 9] glo] X 2eld-g vhggith 626
10. BAE A A|Fe] oegh MAdst Ale]z7 | = ol 611
5. BHE A AL 4.8 Holuth 571
4. A= Ad) Folshe tizlRle] grh 547
3. B AE AlEo] THHA ¥A AP AFS 8 2k -397
AR 2231
HAHF(%) 12.394
T2 H (%) 28.918
891 3: AF Ay~ el
15. BA= AS] 4S5 Hoj AFIS S 2495 S 87t @it} 735
9. B ALl AYET T AFLEL A Fo) 3 L3 x9S zh3 Siok, 641
18. EA= AQ) AQPEL v gl Eolow RE £dEA dsid). —.541
2. BE Aol HLEF Al AELS NE S &0 AT2
17. BAE AQ] HHASL 7Y 4F e wghFEg A dekA =okErh 417
RN 1.977
A HZH (%) 10.984
A HT(%) 39.901
2291 4: FH (promotion) A8} Q913
6. = A= ¥, 719, AR2SAZE Thastct. 736
7. 8= AR 2B E A AY, 71E9E 2 A0 ) 637
11. BERE A DMEHEIY ERieud 5)S dodt. 592
A 1.947
AR H (%) 10.814
FREH%) 50.715
<HE 4> MH|A BED} D OHEZO| ATTH
e BRI FEAY & $-X (promotion*| ]
AN 533%x A25%* 561%* 272
*#*p<0.01
<EH 5> Mul2 EXN T SiEzol 3 B4
EPS =49 H[EE3} AT XZ3 AF T Si R’ E
EES e B X wlef 18 FHE RY
A A 408 064 367 6.360 000
QA A E 2 .206 056 .198 3.675 .000
zAwE [ BRANE | 276 077 75 3.605 000 (:Z(l)g) 61,8627+
FHEAMEE 063 049 065 1.268 206
A5 .561 237 2.362 019

*p<0.05, **p<0.01, **%p<0.001
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ol thl Wl 7hs] Aul2 DS B ol %
dof HANYA L S o A IPHL HAE
R0l HEAUZ olw] T BA Auls, AF A
Bl AEhs A & % Yk

4

.1 BHEE e WA KgAol NBEA

-
HE=

HAE JEE AFE BAE o4 A 114
A XAt FEY A=E Fotatr] YA
&2 BA B4 (correlation analysis)S- A 3F5ATh,
FA E4 (correlation analysis)?] 23S 4+
27 DEEe BA A YL 637(p<0.0D)E
FA AT BAE Hol UL ¢ 5 Uk
N N7t FIEFE a2 BA A&
7t FHOE ABAEE 7HAEA Fsite

—

P I
r g

s

o
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SORS VI )
o
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SRS BAR G DTS

Aot}
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I
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-

o g
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T

5. Muj& ER 3 n2iat=0] A X ol 0|X|
= g

Mulz F4 aglo] a1 REe| mAE G
HE7] 3 BAEHE dAFALE 55, 1A=
I BAR GG e glolalr] 9ls) AreeAl
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=
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BAS At &4 daaA )

<23 2> MH|AZE 3 DHoHF0) AAIXIEAM O]
RN B2y

-1187-

9
o] FAHUT. <a¥ 2> BY AR|& FE T
FEAV LS BAAMNE, AHME| 2] o7

AEol] YL vIAH Mujs FAo) i .YS
o] FAAFY mA APEART TAHVEE o)
Nz sted BARXF A BAE SHE W) 14
237t H 2 Ao 2 Yest

V.48 % N

1LY Y HE

2 d7e AL AYE AFLEE o8-8k 20-30
G AHAES R 3ty AXH AU F
29 g Yoty PR RE A& Auis £3
o £Fo] FEFE AATPE| FH A FIFS v|E
AojH, Tuj2EE AL o] fFo] LR ¥
A7) A AP e 2 Aolgte dFEA

ol gk delg setstaxt ol 2
£ A AEAe ARE a9kt
A, 20-300] G4 Av|AE 93|

£ FH9 NEH F2E Yoty 9%

3ok
EA, P RRE 42§ e A E2FQFH A

Hl2, A4F AUE, FR A&, BF MU 317

TEo A IS FAe Ao YElgton,

7}7ke] A& 3 F IAURS) 7B E JuES

X e AL AFE Az, 2L B3 M|~ <)

2 Au] &, Z-X (promotion) A 4] 2 4] 2 VFERGTH

AR, FHZEE QL+ A BB Sxo] &
252 w9 WA APHY) ARE FHoz A

#7187 ks,

olz 2e AT Ak A2 Ede wAUE
o 49 apolmz, ulzjo] Thak Aulz B2 P
& Rolutt Fasthe 22 ovjsin, 14 W3o|
£L5E WA POl EoldThe 2 FHAT,

N

M

EET5
ol AL AHAE Tl vhed e @A vHAH
(Relationship Marketing) A &-& | 3} 2}F 3o},

AR, A7 AHE S AvE F2 F 24 U
A 74EH3 FFHE v T RAo] AF AH|zolng,
&F MHl = e jlM ok & Aejt)

A, B3 AHE BEEE Foof ). whebA
g W taEd ol 2 HEgE 1] £ Balst
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T FABLS PHASE 5 g ) B Aul 2
7%} slo} gk,

AR, QA Mu) o) gA7F He el AMIES]
Aol thgh BA AP Zdstolct. Aulj o] €5 3
HA o= Lv|ate} s A o] Folx]7] mj ol 4uH]
Ao Au| & wERe AHHe s FIyE v
B 7 30 w2ty duf AR EGA 2E0] F3iof
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A, 37 dolg Hlo|ke] F&& Tl Y &
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d& 51 g4 HFIAEe] 7l A F2 Fqshe
Abgol eflelzt Foh A} PALZ A ES AT
Fr 52 AL By 55 AFTY 5 Aok = T
uf Al ool mE AYFAE dAs o)F BF
gstAY, ool &8ss gAY AREE Al
o 71E 249 WEL sYo=N AA A
€ 5 7 9lE Aotk

2. 79| Mgty R Hed

SAIE WA A
g oSG, 2E: 2 0l G5 o
MER A2 E2 olglo] T olgh W
749 @ 4 9 Aol
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¢

s
il
kd
=
ot
e
-
N

2 o
o
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