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ABSTRACT

The Study of the Department Store's Service Quality
Evaluation, Satisfaction, and Repurchase Intention

Shin, Jin-Kyoo

Department of Business Administration
Graduate School, University of Ulsan,
Ulsan, Korea
(Supervised by Professor Kim, Doyle)

The purpose of This study aims to examine the factors which
influence the evaluation of department stores service, to identify the
relationship of quality, customer satisfaction, repurchase intention, and
thus to present useful information which can be used in marketing

department stores.

So the main purposes of this paper are to exemine:

1. Service quality dimension, the factors which influence the
evaluation of service value by using SERVPERF sceales

2. The relationship between service quality and overall service quality.

3. The relationship between service quality and overall customer
satisfaction.

4. The relationship between overall service quality and customer

satisfaction.

- 80 -



5. The relationship between overall customer satisfaction and
repurchase intention.

6. The relationship between overall customer satisfaction and word of
mouth.

The data for testing theses were collected through survey

guestionaire from 202 customers in Ulsan.

The results of empirical evidence of this study are as follows :

First, three dimensions of service quality - empathy, responsiveness,
tangibles appeared.

Second, the service quality affects the overall service quality.

T hird, the service quality affects the customer satisfaction.

Fourth, the overall service quality affects customer satisfaction.

Fifth, customer satisfation affects purchase intention.

Sixth, customer satisfaction affects word of mouth.

Measuring all dimensions relevant to service production is essential
for a service company. Baged on the measurements, firms can identify
the most appropriate action and allocate resources more efficiently along
the production process.

These measures enable a company to focus on the areas which are
important and in which customer service is not good.

So, service providers can upgrade the perception of service performance.
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