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Abstract

Purpose - The purpose of this study was to find out the relation between wedding banquet service
quality, customer satisfaction and loyalty focusing on upscale hotels in Korea.
Design/methodology/approach - The primary data was collected through an online questionnaire to
test hypotheses and investigate the objectives of the study. 89 questionnaires were collected as valid
data to be analyzed. In order to test hypotheses, reliability, validity, correlations and regression
analysis were accomplished.

Findings - The findings of this study can be summarized as followed. Firstly, as a result of
examining the relationship between perceived hotel wedding banquet quality and customer emotional
satisfaction. Through this study, the perceived wedding banquet quality does not affect customer
satisfaction. Secondly, emotional satisfaction on wedding banquets affects customer loyalty. Thirdly,
it is found that the perceived service quality on wedding banquets can affect customer loyalty.
Research implications or Originality - With the rise in selecting wedding venues, establishing an
effective marketing strategy by practitioners is demanded in order to survive in competitive
situations. However, research conducted on wedding banquets is insufficient so far. Therefore, this
study was needed to conduct to widen the scope of the study.
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L, #Agle Roke ol 8xket FFAEC] A Al WA HAUE AMAHL A Fofzta
A=A e, A= g, 2AEY A, Y2EF 28 vl 5o HYH & A9 o]§-2
o ol AAZ Q1A ER] k=t (Kandampley qnd Surharto, 2000; 7A&A1E, 2019), Hankyung. com
(2019)7} 33t HaAo w2, T ddEe] ok vjsA gadelr A& ¢ A otst
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=A%) vkl vk v, diAks|e] AAd agja A o g sty Abale] AE A
= A2 Fz g, theksl aela sk gtk (Fsls E4st, 2013). whEba] B
FEEo] 2l du|E 253 2vx} BEE dPAS FEe AL B2, 1A B} $sla
H M| 2E AFshes 5 APAK] st 2o 23S 7]go)a g}, dhare] Fjaky] Fokol HzlH
A BHL FA ARslolA] dHmolglE Frhe] Y4do] FlE FAls T hAe ATd = Q) (Lee
et al., 2004; Asian Economy, 2019). o]Al, 38| 7|52 I & 3¢ FAENA 21 AlFse
Aol SA3 7158 ofuel, Uit g I B 7 A, g 85 181 A 1E 5
Age= Aoz whdsta gt (A FE3, 2001; Lee, 2008), tl7ut 33], AL, 28] thite
ArF 5o JNHE B8 29 AFY T3l 2ade Hak SUlEA Y (Lee and Suh, 2010). whebA]
FEARIRoRIAM o] A3 O o) AREe S JEoR AAXRA gon, FElo] Agg AMYYE
o] Y& E87] g Wetem AAEI rt (A%, o1& F, 1999; Kim and Chu, 2001; fAls. LA
g, 2007; A7g 9 2011). o]t FAlo we} sk=ol 5w sdor AE g2 A9ERE 749
AGRE sk AL AR AulE 7Jo g F Mu|2E vl$ Fad d2se PR HFET
ATt (HAZ 9], 2007; ¥A, 2010). E3h, o] AFE FalA 2E AvAES W5 =rt 39
A 7R ABA 2Hgsh=A] B A7IE ST (vhd. ol5E, 2020).
BhAGE, A 2Ale] 3] AMu|2d gigk FAAQ AT 3] nFe o =yyon 53] ¢F
A2 F2 i wihel] gk AT Fefe] o] KA Jlok, o]#g viAE vlEoE B AT
FAE ikl 2&2 E A3] A 25 A7) sk Aulx F4, 14 R 9 37 SAAE0|

¢

o

FEFS A a0k dddE FAE TFste] AdH ook sk Bades AU o wEhA, B A7
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< @=o] A T AEAS] AH|E FA, AMH S, a7 ] dAE Bele Aotk
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olEg H2& 2Asy] 9 & A7 ARAY HiEe v 2o

1) ) 17 S04 A998 Anlae] NS el 291 vlekad 2) nAREEY Jee
AE 891S WA 3) APAs el Fadol A Bl L 1A FHol ofE FFE vIHEA
2T 4) AE Ase] 1A WEEe} sde) 3 F4we] WS 2AlwT

11, o]23 w7
1. Bhake] Helre] 2E4 A3

oy MYATFE B3, 2&22 Hdl 2delM A thE Aslebs thE2A dAA o} stk oHdo]
Skl Elo] A1 9t (Getz, 2008, Major et al., 2010, Lau and Hui), $4, Getz (2008)¢] u}=w
AT A, AREE, 222 delEte 84AET ] JeAe-S 5SS 553 shte] ddelgta ofFd
T Ak ggo] A& HEU ARIAA 7 AFs A F R 1HEEe] Itk (Major et al.,
2010). ©$o] dg&d vzY2rt #djatkddd A 7138tk A2 Lau and Hui (2010)9)] <]3)
ZFzE k. 2y o] 2 dd Hl2Yx #Yg RG] 98 Hdet A S 1.t
9 B &e e AR B2 ¢t (Adler and Chienm, 2004). o]¢] BE-o] Marsan (2000)2 ¢33
v zyze] F23 §4 5 sl ‘Aug nge)olgla Avstet, 3 AE A Ao FAE
715432 Grinnals (2002, cited in Blank, 2002:31)7} Z-23}%ict, dukzlel A& A4 v|s] 13 e
A AE AdIE de TR JUFez o] 2 A& 3 FRE oS dHgT 19 €
A9 A5E B3l AE=E F4 e A, VIRl REE M|, L HIA, TR FAERte| AlFEch

of
-

b | A
Atk (LA, 2011), F=olA= thgre] g Fdo] 39 553 E4or ulg ZojEe]r] ¢s
s ghom, o) A AFelA e thE T/ Sdot duk A v g sdo] AE
3] Mul=E us H53ka 58 ®FETH (Kim et al,, 2011).
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2. Mux £

IAE Sk Myl ATl =S BkE ] AlTE S, AHl: AT dAES aRHeR
YRS A2 AAZ AN E dopdS 5= 9lt} (Cronin and Taylor, 1992). Major et al. (2010)
of AFeM= Mulz FZo] o7t AHE ASH R HAlel A ¢ dvks A FE3 5.
359 A7E Sl SERVQUAL Ede xu|= F4& Hrlstar 4|2k} Wﬂl* AT QA 3he] 71t
ztolE WA ] SlE MR EHATHE Aol FHEAT. Parasuraman et al. (1988)& 7o Au]2e]
FA4L Frrele 10714 £F0] has F43e v, olEs 84w utE A, A=A, 084, 7T
He, A8, 934, 25, d2 FuAeld g e ofsfgta B I o]F, 252 HHIi
FA gk A 9] Q12& Z7sk= SERVQUALZRLL Bl di-g 10704 S/HR v 2o] 2383

AR, AE, dd, TR B BE a2 ofwe AFAE S SERVQUAL HEE Z2AF i AH| 2

Tl wheh M)z F49 akglo] Fadty] whitd AT T8 AR F2 tid BHAR] Feofs
ohvet Fsl7]= ghet (Ladhari, 2009).

ox, %

N

A

ﬁ—@

3. A3le] Mu|= F4

3 3] Au|x T4 HoME oy ARESoe] APATLE FPIct o= —‘;—0%, Oberoi and Hales
(1990)7‘3 i‘;“ 1;],] 1\13]/\ 1;10 ﬁxoo]. 5\_/\40 }\]}\4,] _gLo] 7}73 _9L1_, L _ .Eg_ _9L° g]
A7 8z 5ol vl 14 8 sekn P 28] Aol v, A4 acle P4 54 5 59
A3 Mu)2 F43} Bdstel 7bg 2 PFS viE Zow 2FE Kim (20002 94, 32, 24
ot F4, Al wg, FakeA, SRS FAAA, el 59 91F] o) 71E 3] Ee] AR
F24& delE  dvkar FAEAT. 2 9ldx Oppermann (1997)2 €l Alv|2=o] A 3] o] 2/A1A,
4, 3] Fa, 22, 7HE T G Ao A3 AHlze] FAE 29T 5 dokal FAET Sty
Lokell ] 18] MU= FAS At a4 S0 Bg == BAZARI Fort o] Fo|A A ¢l
UATH, 2 AFE APdTe] B AFAEo] AAg 1A £FH Aulz, dd A B 59 ofn|A],
258, F249)E v2r|2 gk

1) IOl MR B

1A A aEal A AT re 7P F43 Vi F SR FEY olg e B
A AT A=A, nA ] el =Tt 71de] o] AT Tl AAH] a’le] HaL, B8]
AT e o] 4w} AHsle] o3 54 3 R <14 Eo] It (Lee, 2008), A Af-ul
oFre Fagt /g o R s A Ao #GE AT E HF A thFolHt (Heskett et al,,
1994). thre] APATE B3, A4S FAE] s AARDE FA g 1 A=) FrEe
T3l BAsARE, Al 1A AT T4l 942 AFeiAd 1S FAEEE o=t g1zl
t} (Jarvis and Wilcox, 1977), Z, 7l]«] DEEE O350 AT X sk T4 M adoAul,
IANETE ATl ojwel nAWEE 7he] A, 2| ATl oxd B AAGES SHE] A
4= it} Oliver (1980)& 117 =% } ZH?UH oz o] M3 WEZ AAIECTHIL At whebA] Ayt
Zo] 719kt AT ome} IAYET 7o WHS FAE FEF B 5 vk (Lee, 2008).

2) FHo=
2pplo] AlEEE A 2o REESshs ISR A5 FHE A At g Az egE Hol7
vzl Shatd EokallM FEE qEdE FRL 5 Aok oloh AHE A ATl HJrE Blzo g
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AT} AAe B 2L ST oFsE AR AT EHE Az o B Tk F
a4 ] Bme} AMu)x AFAbe ek FAAEE 1A ?}é—FJ} s ¢5 o dskd %E} (Anton,
1996, cited in Lee et al,, 2004:191), A, 484 :a
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zEn|q] M Xl%s}ﬁﬁt oz} o uMe| YT «]EOﬂ 7”&:0] @@”‘ﬂ “e% <
t} (Ladhari, 2009). Kandampully and Suhartanto (2000)7} 533t $i7tol] wt2w #34 ou= 7—‘,49]
WEEel A wE Aua Fd43 #-o| gt

m, g7 24

1. 7hae] 44

E =5 AF B8 AES o]Fd, B Aol Aol 3 vA= H7F AAES). Sarantakos
(1998)& 78 A 222 tolHE =4, ¥4 2 8 v F33 gt AHE AF3)

= Aoleka kAN e A5 o] W ghe] WAel thet AR W e B Ak
Hep 2 el B4 2elm lEgde] ARl 2Askd ohdlel we sido] BRI,

HL 59 28 93jo] 40| nAs] P2 nEEd JFE v

) A pEeE 0l FPme 3Rl Aol 9l
H2—a. el AME BHH A omek 3Rl WAE TH
H2-b, 1A} M4 wiSerh 33 owel 34411 #Als 71
H3, 36 Ag2e] 3] F4o] nAe] FAw & VA
H3-a, 59 dEe] 3] Fo] AUE o= 9FE viH
H3-b. 5% AE2e] 3] F4o] F4 olxel IF<& v

el olgd mde ofglel (28 Dol ANse} gtk o] male Fuf A5 Mulx FAel 9P
stob 0 9 <13) A4 P9I 9T, VIR, $= WY B9 52 BTH] A Lee et al, (2009)9]
Ash T A8 Aul s FAe] 9P st} 2 59 A5 A4 A9 I, WEE, §% WA 9]
58 @77 A% Lee (008)8] Aol xstel S48 maele v,

a3y 1. dnedy

Perceived hotel wedding

banquet quality H
Customer emotional N Customer loyalty
satisfaction
H

£ Modified from Lee et al. (2004) and Lee (1998)
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2. A7EA

1) E=X19 24

B AT B, A7 S AFERel wel ARl 4o Ade Al AEA(Q3)9]
A WA Ados FHAENA &Y A3 Aulx F2o S48 14 (H8 Ta8A &5)7H 53
(M- F23H7HAe] 55 71F Likert ScaleE 3 <95 w7125 ot olo] 7 WA H&EA] A
QD2 A& Azlo] Aol theh A e] AX A wEwel theh FEoltt, SHAS A 2E& A3
FA 9L vAE ade 11 (T3 w)FE 53 (FEsA Fo)7bA] SR o] Fo1xl Likert
ScaleE AHg3to] 95 wi7|=5 a4stairh. AEAe] Al WA A4 (Q5) 1A T/l #3h Ao
o} o] FRoME AYE % 9 F3 g B3 Az vl o= A= FAA=TIE AHsEy
93l SEANAl B ol tigk SRS a3k =g AR A|e] vpA BRo g, FE (Q6-Q11)2
SHEAS} dFE ATEA 2 7| AL e #3 ARE 457 I8 AAHA

o) eefal

Hl el AIATE ARk BEE BEE dolel A7, Awe] Wi e, Tem FAIHe]
Ak HSAE A Aol 2457 gaelth ARATe WA F, 54 L WAY BEA o

e 2k,

- AT Al o] %, ARzt 35S 483 5] S AR £AE WAskH. g S0, 1
A RS SAd A3 A &Y A8 A2 Fd Y AR veo=2 s

- 47 WA eRe SERESY R o8 wEe ATV Hd A=

- AEA W BEgk dolrl WAENN. SHAE S Al AE A3 AHold 54T A #d
ol tigsfof sl sk 237w, SHAES Al tiF olsiE =ol7] fl3) 5%
gk o] F2S £ g Bof, ‘AE s A — A2 Y W 2E A3 B F s
g uge BAe’

AR ATE HA A3k, $HAE ot FPHYT ol F o] MEA A A ARA el F7b
Q) EAE wAEA gkt

o,

4,

>

o
HUBS A
o rr ¢

HgE B8 F2o] dgnl 229 dous: W tolHE w21 adxer £d
Heg ZFHol & ATE fal AAshlt. AR E SHAES A& #Hd FAd #
AREFERA HZ 7R ool dh5ol BRI (547 oo AEA 3] AMuj=e] AFol e A
2 A, dHolg AEY WA F2 AHUE T AFEHAY. dE S0l 71FUE dse
F2AE, AEAY, 71 Fof FA} B e r ARE SEe S 9 ARUE Hed
2 (http://cafe naver.com/remonterrace, cafe) o} thpe] B2 E0] AE FAl9} #Hd AZHe T4
sk E227F dlolE £3E s Ad9EATt. 2 Aol dAEAE F39k A Bl A=,
AE2 g Azlel #ale] e AHgEe] AEHor HEA SHol FoP F U=EF FEstilth. 1
ooz, SNS of 7 H555 o]&ste] ERe A5 M AE BUl= Zo] HolHE 4% &
Je 7Fegt ol o8 fEMe AEAC HAIE 5 e FAs) A A7 ieF FAE

I

o L O

|
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. e Sod S9L 100 oo} ARdoet &
379] $A7L Aol Fofston fET Setolehn WRHIAE 8459 SHARE HuE

o] ARE 7Ptew AnAe] FFS o AT or AT 5 7] whEl JATEA 54 Tasi
2 24 A3, A7l Fold o SEAPE 9 SEAET o
B ZoR vehsltt, AA| A 897 F Aol 227 (24.7%)¢]aL o] 677 (75.3%) 2.8 o]
£o| 5 =W Ao yepdth, & A7) FHAE Al 7 dEFes RS 5 Slrh 7AA
o7 g 7Pt & AWFTL 26~35412 93.3% (8318)5 HEFHAL, 18~254], 36~45A4] ARt A3
2 3.4% (& 39%)E detdrh. 8979 A Folld A ddstAN = F e aFe
EREAT. Ao AFEAR 28.1% (2572 7P Wk, the] A AEF (19.1% 17%)°1%)
ok FH3ke 27) A HdAel ofZrlelER 1.1% (ZFHER 194 )& 7ISAY. o8 3 A&
Aol Fofdt FHA T AT AFFF Y S 2t Jlve AeR dEiy (™2 ).
S, SR € A5 #3 AFEATH s FYHASY, ARl wEH FHAES] 9 A52
67 2Fo2 vdet. odl Bt 7 Al F8 52 2407H-320k (31.5%, SHA T 287)%t
1609H1-2407H) (24.7%, S92k 5 227)o|3iek. g, A B2 ElojR gA] B dA79] 7%
At 54082 FAHJTY. S$HA F 519 (57.3%)°] HIE, 38%(42.7%)0] 71&] AR ekttt
olgl I AEAIE Tl HE SHAY K FES AT SHA T divkrt SAEY (74.2%,
667l HIIL, FHAF F 23.6%% AAte] el 219)o £t 193] BPoE HH 891 F
847 (94.4%)0] g=o] a7 T& (547 o) oA APA3] AMulAE FFATL sk, AP
AMul27) el d et Q1718 Bl glen, 1 o] ele] ATl FAH < AdFol el Aol wrExl

Aol

T

my
lo
B
o
=

pu

q7Y 2 MBS ATSABY S4: HYT

0.
d

Unemployed Part-time job
1% 1%

A professional job
19%

Technical work
s T
Sales position or
work in service
industry Housewife / Self-employed
6% 8% 3%
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2. ZAETY HEAH L V2

v

1) {24

sl o] AE A8 A2E THHE S4B 4
L WFE B4 PRAPL B AASAE. T F, RE Wse] FAAAE FE5) sAstel

oft
o,

Q01 AR HEx|e] Ado] &3 T3 Heg 7h3E 4= Qo) w3k oA} B o faA oAt
24 ndol A wkoslr] ¢d] KMO (Kaiser-Meyer-Olkim)¢] MSA (Measure Sample
Equipment) & AAI8H3I}, whebA], 2 FZF H3Hd] Kaiser-Meyer-Olkim 378 4|& 0.789% 445k
FEO2 HEY, Bartlette] B2 F& AU AP A, o2 0.00022 YAt (Field,
2005). 8074 B3l gzl 4714 29l FeiAvx, A9 E olnlA], AE8, H2A Folth
ol o|d ATE B3 FYE 82 FEH R Tt MAHew AEEE F FHEL 70.4%0[t)
AL A3 Au|2g e gk dE2 82l #A4S B3l vEade vty 842 EREUTH 24
A AYEE & FHEL 56.30%, LHHS 2.252 ) 1,002 F93 HETh T]Lo] KMOS MSAE
0.73002 AHHgt Fxo]H {FoJH2 0.0000]|t}, & A7+ Q0 Ao =2 Wy Hete] 725

ol 4 99, volrh AAF ARAS TR vold AFe Folt d B4 Be 5 A

2) A=y

B AT HEA AEds ASE] A8 Ax 2lEde] 7 dubAl #Heel Cronbach aE
A Yck(Field, 2005), AEAe F52 Ak oz AlslFste] dFtolA] Cronbach ozl 0.6HTh &5
o AEE = 9le AoR HFHEd. # ATdAME Likertscale A& 77HA] @5 (AANS, APEE
oz, FHE, FRAMZ, APAA, 258, F2)e] £HH3Ach. Cronbach o] & A= ofg ol

(£ 13} 2t

1 ARy 2

Items Number of items (N) Cronbach a
Customer satisfaction 4 729
Re-visit intention 6 643
Recommendation intention 6 .670
Human services 4 .860
Wedding facilities and hotel image 3 715
Food and beverage 2 612
Accessibility 2 621

2, AGAE T olml A, AR, HEH)S
I A uARER 47 2o AFrE=
o] vluF ¢zd Aoz v

=9 671 &) sl 38Ut

o) YJ=3 4= Y& ko] 0.670 ) 0.69] A=

0 ) 0.622 ol& 47| & Alool BlwZ 7at i

g8k AlZe ke 0.715 ) 0.6 37 & 7ho

B 800w E e s
0.729 ) 0.6 1 FEE
A ofme} Fysto] AEE £
FRome] e &S FuE

UERsiTE, T80 1A r|2e] A 7HAE 0.86
|

2
)

=~ o|l L
me

o

> o
ol
o,

tlo

>~

(@)
SN
(SN}
~~
()
(@)
= O
My g
24
o
M
lo,
lo,

eV
o
R
N
N,
o
u
o 2 o>
X,
>,
H
o)
ey

A7F $Es & 7 Jer, AT om| A
FaaAe ) 88 7Fed frem Bojinh, Ao AFE #He 0.612 ) 0.601H, ol o] Fel
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2 £ Aol TR AR e AL Roler) meh Agse] A#de ddta
& 5 o, a2 A E‘r—é— 2 vis) e we AR ttht e Yo W N F==
#* g gl ek A= 0.621 ) 0.60.2 7 5 Afoldl TA=A FaeA7}
= o2 YEhd. @—3*394 A e e FEol vla] JriH o Ak AlFee] due] dFS
=l o

B ATE W o] A seteb] HaE @A g BAE T
Atk WeE Aslee vhAe gAE4, SPSS 19.0 iilf_%loig Ag-3le] B
§EE}. e SAA 7S 3 7HES AR Aol W 7he] #A Lot wEks 2Es]
o] 3 S APt ofd (F 2)+ AR fE A2 JFETo

1>;=-5
R
53
L o
= o,
ﬂ!lo_ﬂ
20w o
S >

oy
[m
el
)
i
i
k)
=
I

‘:'*4 A, 3 g2 03552 fofn)gh o] 0.01 722l 4&ellA #AE AFshe l 38 7hssh
Zrolgbal bttt nARIS e} S ojmele] AA ] gt 72 0.399%, M Alolol] AHgt aAwA
}oedes ¢ 5 ATt (& 3).
B2 DHPZEOl AT ool AR £
Customer Satisfaction Re-visit Intention
Pearson Correlation 1 .355%x
Customer Satisfaction Sig. (2-tailed) .001
N 89 89
Pearson Correlation .355%x 1
Re-visit Intention Sig. (2-tailed) 001
N 89 89
B3 DMRHEEOL ML w4 7to| AmE £
Customer loyalty Recommendation Intention
Pearson Correlation 1 399
Customer Satisfaction Sig. (2-tailed) .000
N 89 89
Recommendation Pearson Correlation .399%x 1
Intention Sig. (2-tailed) .000
N 89 89

g obe) (E 4t A BE A5 Aulx

@ BE W Alolo] AAT} 0,01 S0l

(DBAZ, HARAE Fo AW 7P AR WE gL BAow AuE ok ANE A

As)e] Aulzs FAT FAG|E Wl B AVIA S obel (& 5) e} o] W Afolo] FHA
%

FEEA} deE
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B 4 QAREH ZE A3 MH|A FAY YT o B4 79| A =4

Human Wedding Food and A ibilit Re-visit
services facilities beverage ceessioility intention

Pearson 1 377 198 341* .350**

Human Correlation
services Sig. (2-tailed) .000 .063 .001 .001
N 89 89 89 89 89
Pearson 377 1 312% 314 282**

Wedding Correlation
facilities Sig. (2-tailed) .000 .003 .003 .007
N 89 89 89 89 89
Pearson 198 312% 1 .316™ .088

Food and  Correlation
beverage  Sig. (2-tailed) .063 .003 .003 413
N 89 89 89 89 89
Pearson 341 .314* .316™ 1 330"

Accessibili  Correlation
ty Sig. (2-tailed) .001 .003 .003 .002
N 89 89 89 89 89
Pearson .350* .282** .088 .330* 1

Re-visit Correlation

intention  Sig. (2-tailed) .001 .007 413 .002

N 89 89 89 89 89

B 5 QARE ZE Ao MH|& B W Ok Ha A0 LAl =4

= 1
Human Wedding Food and . Recommenda
. - Accessibility . )
services facilities beverage tion intention
Pearson 1 377 198 341* .369*
Human Correlation
services Sig. (2-tailed) .000 .063 .001 .000
N 89 89 89 89 89
Pearson 377 1 312 .314* A75*
Wedding Correlation
facilities Sig. (2-tailed) .000 .003 .003 .000
N 89 89 89 89 89
Pearson 198 312 1 .316** 137
Food and  Correlation
beverage  Sig. (2-tailed) .063 .003 .003 199
N 89 89 89 89 89
Pearson 341 314 316" 1 .353*
Accessibilit  Correlation
y Sig. (2-tailed) .001 .003 .003 .001
N 89 89 89 89 89
Pearson .369** A75% 137 .353* 1
Recommen .
dation C.orrelat|oln
intention Sig. (2-tailed) .000 .000 199 .001
N 89 89 89 89 89

wgo] sht ool BY WelA F5 WS G2 ASE oY) o
o1% $l8l 517 ¥22 Atk (Field, 2005), Field (2005)o] wt2wl 37 242 Alashe] 727}

Mo
ofs
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iv"ra tlolBl & dA 3] olsfsta & 4 o] A3s] F&5 Wriolegta Fsitt, 7K Hlo A5
= (F 6 2t} Fol & 1.891(p=0.120)0.05)3} R(explanation=0.083)2.&, Hs=o] #A7}
"‘T?iﬂ wjEo] R WA 7o) V) EckE S & 5 Qo AR, olde] EHrE dukAel 3
Au) o] Ao| olAlg AHo| A wEe| JFFS ]z‘r)u_ AABARE (Lee et al., 2004), o]2i3F A=
7hd HIS 3xst 482 dAdlde A85A 23ttt wehA] 1y sdlo] 48 ?iilﬂr oyt Asl= vh=2A
olsiatar #elsiol dke= M 15 AlFS] EW Aol & £ dok JHEe AR Ade
t= 3 547(p=0.001)0]l 2™, o]9] gro] folatr| el 7Hd H2-a7} F8&=HAUSS ofnleint, &3 34

FolAl ghe F gk = 12.891(p=0.0010.05) % R = 0.1260]91.0, of= 317 mFo| W= Aol
ol 2 Aghe ol S84 & Slirg: o] S0l 12,06 49D F Stk e AE e
GAH I AR )5 Aol FHH WAL Joka ARAL 5 k. F, FE A3) Ao

_;'Z_
BEAE 1AL OE Al A0 ARF FAE FHE ool O Fm Ko (& 7).

E 6 HI 9l 43 8l 24 23

Dependent variable Independent variable Std. Error Beta t Sig. Tolerance
457 6.516 .000
(Constant) .087 .288 2472 .015 .803
Human services .082 -.064 -.538 492 781
Customer )
satisfaction Wedding facilities
Food and beverage .091 -.027 -.236 814 .849
Accessibility
.083 .054 464 644 .800

R=0.287, R square= 0.083, Adjusted R square= 0.039, F=1.891, p= 0.120,
Durbin-Watson= 1.939

7 H2a 9 4F oY 24 Zi0t

Independent variable  Dependent variables Std. Error Beta t Sig.

- iy w5 55 7618 000

Emotional . : - . 3.547 001
satisfaction intention

R= 0.3555, R Square= 0.126, Adjusted R Square= 0.116, F= 12.891, p= 0.001

Fﬂ ¢
*
S
R
e
4
e
>1r1
o

ZARET) FH oo IAE Yehlle= 7 H2-bel Ao disive v 3AHES A8t
( I, A4 9o SAHos AuE = 14
e, ol BAFCE o3k t = 4,058 (p=0.000)9] +F& HolE), 39 2¥L FY o] 16,469

(p=0.000)¢]3L R = 0.1590]22 o] 3|7 B¥L2 15.9%2] A7 35 o
AR AE d3]e] FHo| oy 1Mo FH o Folxthes AFE Helrt (H2-b),

H 8 H2b 9 HeelY 24 21

Independent variable Dependent variables Std. Error Beta t Sig.

(Constant) .369 7.164 .000
Emotional Recommendation .097 .399 4.058 .000
satisfaction intention

R= 0.399, R Square= 0.159, Adjusted R Square= 0.150, F= 16.469, p= 0.000
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0
N

A" HE M|~ FHo] 4714 2 247 FAEHJT] e 7 H3-a& A3 93 o5

39 B4 FRPen, & AFE o] 82lo] & WFe o= AL JFE n|XeA] dohlara} skt

P (F N VI 59 HE T o Mujxg) FI2Ao] AME o= g nAs AL veEhET),

t & 538 gdetsEE AL 47 3,107 (p=0.002)7 2,093 (p=0.039)°|tt, 28} YmA] F a2

712k 5k, 3l B¥e Fel #ho] 4.968(p=0.001)o]3 R =0.1910]™ o] o] B3 o] 19,1%<2] 4™

S 7HA 9SS ougttt. 1 9)e% Durbin- Watsone] ZHe 1.82620 2 Fko| 09 7MA= &1

o 7MAZ 7] witol o] 3|9 BFo] A= Ag vttt &, <1 AMu|27t 7Hd H3-a9]

AFE B3 A4 AT ore JEFS VA= AR Yehdth ZAFHo g JHd H3-av FiEHo=R
F& 75 Aog B

¢

I

# 9 H3a o OF 3|4 =4 24

Dependent variable Independent variables Std. Error Beta t Sig. Tolerance

416 6.273 .000
(Constant) 079 231 3.107 .002 .803
Human Services 074 147 1.320 190 781

Wedding facilities and
L . image
Re-visit intention Food and beverage .083 -.076 -718 A75 .849
Accessibility

076 .230 2.093 .039 .800

R= 0.437, R Square= 0.191, Adjusted R Square= 0.153, F= 4.968. p= 0.001,
Durbin-Watson= 1.826

714 H3-be AAH ZE 3o £ F2HE Ato]o] BAAE HolFt), ofzle] (F 10) oA
Hoz] & A& Azl AT oln|Ad &3 H§ wfvte] 3 ool PSS mX|=d], o t
e Ta gelEE 3.581 (p=0.001)°]t}t, 2} AXH A& A3 AMH|x FHo] tE Syl E
pe] gkol 0.05HT} 7] F-on|slA] edths ArE Hvh AR Fol Fe 9.083 (p=0.000)°]aL
R ZF2 0.3012 B3 =2 dy 588 Heltt, 1 9d% Durbin-Watson®] k& 1.7030.2 ko]
O°ll 7MAAE 3L 4ol 7PAAIZ ¢E7] wjiel o] 3|9 RFo| Hdsjths AL onlditt, Aoz,
7Md H3-b o] Aol FEHo R F&Eh 1 A oo (F 112 ds| A9t 33 £4&
55t Al 7k S H1EE ARE AASk QT

H 10. H3-b o OF 3| =4 21

Dependent variable Independent variables Std. Error Beta t Sig. Tolerance
3% 5.711 .000
(Constant) 074 176 1.729 .087 .803
Human services .070 .370 3.581 .001 781
Wedding facilities and
Recommendation image
intention Food and beverage 078 -.076 -771 443 .849
Accessibility
071 .201 1.967 052 .800

R= 0.549, R Square= 0.301, Adjusted R Square= 0.268, F= 9.083, p= 0.000,
Durbin-Watson= 1.703
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WA A E 59 FdAs| o] FHI A H TEEe] WAE AR A IAE AP As] e FHL
AANFE JFE MAA] = AR et o Aol AISHAS Tl AR AT} vaskel
dut A3 Mujzd i) e Aot =& Eve Aol FrlEth A, au sde A9 3] aea
Uk A3] Ar|2e ofsfiest viyAHE thajA ojsfo] At tEAl sfof ke A vetd
T AT B, B ATE T8 A A St a SRR BAE sk £ Sl =, 2o
AE A3 My iEgTE I AMFH o] AR B R e B S H = 713
T Aths At & ATE F SHEAG. webA] AP A Au|zoa o] Al v S
aFsde] 3d B gt uASAE I (A 9 FHw)l S dFe vdte
= st eudels sdo] AsMu2rt ofdet a1 A3z Y
5 = 8

3
=4
= AT A2HE AU deel =

g

Eg B QPR Bl A8 A3 AH Aulze] Fado] 1A FAEe] P& v]Ucke Aplo]
SelEigich &, A olmsh 4 olEE A4 AE 5]

9
Mul=E s 2 Ho] lokal @k Aow el A Mujart ojdEY 7S 2L 9l
A (e}

5}
Addsl= Frarte] dfEol obds AT 5 vk

£ NHste A2 flollA =2l nloh Zo] Hui GAle] AE= FYell o]efo] H= Atgol
T A% A3 g2 39 2= AR ofed FRl AMua7E AR dFE vIAE AL =8,
FE TWds] Sl AR AT 59 on|AE R Ak Frhs Aol =Ryt #
d7E T AFAA AP el =shes skl
, A FAEE Fol7] Al AY A AAE u) ApER Y ARl F2 9 A=
HHG ang dxdhs Aol Fasiy, o= Ao AFAlEoe] AAss vHAIR dekell 7] xs)of gt
A, A& 3] AH|ae AlY, A, wiUAHE S @259 S dE g P 317] wiEel
I AH(Getz, 2008). Hgk o]elom AEAolgh= e ERlolghs AHsl A, AEAel
T3 aaoh B2 #EAdS AYaL 7ol Fiate] Foke] £ TUE SRR s o] Jitd
o FOETE AE A3 An|2e] B Bekshs wtER o] ko] ajtE|ojop & Aotk flellM AFT
Aol whet Ad7bsdk deko] Aljbd = Qv 36 BAEE P 1 SAE A A=A
SR Fgd Aolgka Hef v
Ao 2 2 e A Az tidh AX ] wESert 1 S e vE F dEE
S, 237] wiZoll & A3 Aujze] AA] =F Ees AAE oF
AMu|2e] RS E A =AE 47 AsiAE Aes A7 R
a7l FolE 7ol & Zolr. & S0, A& d3] § uA
S7Hoz st ol Bz Al A3 An|x Algel whgshs Aol
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B ATE B4 Fonl@ o2 FAS AUn QAN 2L 7K @Al Aee APk ot
A, SHAE 9I2 AL T2 AR Fre Bl ESSL) theol, S ks 264
354 Aole] A Ak, webd o] Aol AuE el WA MY Auseks di B
sich. B4, A A3 Aulze] FAlo) ofe AW e By Rope] thE AF FAd v
Ay oz vlepshelck, webd, e ATl 7, e Aow

W 9 Akl £Ee olwdt o
A= 5 olek, Ao, of AelA] A E A ] AsMEel BAE aaEe Y Aol
ANE xSl wige] BE ang thevldi SR gelths Aot & el AAlE ol

FAEE BT F Qe A7t o] FoIAIIE it
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