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1. MB

Aujzrt Aol A HeEE FAdA 0] A
o2 FHole FIAE RIE ApjaF o]z
(servicescape)elth. o] AH|27|JollA Hsh=
A 22 Ao] 32 O] =82 AT FtS
ZQ3%F Q9lo]tiAhn, 2018). ¥ AFA= AuH|A
2Ao]aze] uAgo] Aul2 AFIR] AR
FEFS A He 72F WS A5siaA
t}. 0|2 YalA] Am|zaAo]zo] thIF 480l
34 Falz|eolut AlFe ek 1A el de
£5= TAM(Technology Acceptance Mode)S 7]
Ao g 2833tk

TS Ao A= AlH|
9] F&A=(cocreation) =
Aok AB|ze] Aat 9 WG Z2H| oA 1AL
gk Ahle] 8 FE AXShE FEAQA FodolA,
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Muj2asAo] 2= M| Xservice)9 17 T A
s oujske 2A0]E(scape)®] EAEA, AfH|
2 7194 IfIH R wheold EE|7 Ho=E
AojHrt Bg AfR|azAo|ze] FHRARE F
W @ ambient conditions), FXHIA 2 714
(space/function), A H FE(signs, symbols &
artifacts) & 37FA AR FPo= ERETKBitner,
1992)1. ElrtgtacAe solAd, AL 3d S
gEo] AtE £2)7]9] Hvls F33 HdE YA
A, 2¥E, 24 T 2L W4 Aulze} SHE
oy} MEFu, F3k A, T3 IAoA -8t
A AR 5L AN R AF3R= AH| 227 0]
xo] AYP&Fo] F2slthReimar & Kuehn, 2005).

olgigt HwigAA Y] AuH|2~2A0|ZTE 1A
A FRIo=ZE 78Ry
(TAM; Technology Acceptance ModeDollA  A|A|E
84 B 28 golio] FEITE TAMS
& IASAA A ke stolElA AlFolv A
o A7) g 8o 19 Ej=e} 5o =

WEEE ol

¢

GFE FE WFEA A% 4847 §o4E A
AR Bgold, vk Bopld AzEw gtk

(Davis, 1992; Rahimi, 2018; Youn & Lee, 2019).
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Tab. 1 Operational Definition And Measurement Item

At A3yaT

tjste] <Tab. Dellxet

Fa-E Aofsiltt.

Construct

Measurement Item

Reference

Usefulness of Servicescape

US1 lean air and environmental condition control
US2 various facility usefulness

US3 signs usefulness

US4 symbols usefulness

US5 supplied information usefulness

US6 staff” s uniform usefulness

Davis, 1992, Bitner,
1992; Reimer &
Kuehn, 2005, Youn &
Lee, 2019; Rahimi, et
al. 2018

Ease of Servicescape

ES] ease of facilities

ES2 ease of parkinglot space

ES3 easy access to restaurants and restrooms

ES4 ease of moving route and congestion status

ES5 ease of information about customization distribution

Davis, 1992; Bitner,
1992; Reimer &
Kuehn, 2005 Youn &
Lee, 2019; Rahimi, et
al. 2018

Cocreation
(COR)

CORI prior information supply

COR2 support visiting plan information
COR3 express site status information
COR4 provide valuable information
COR5 providing useful information

Romero &  Arturo,
2009; Prakash et al
2013; Prahalad et al.
2004;

Shared Service Value
SsV)

SSV1 persistence of shared service value
SSV2 uniqueness of shared service value
SSV3 differentiation of shared service value
SSV4 providing new shared service value

Williams et al, 2013;
Ahn, 2019

Customer Satisfaction
(&)

CS1 intend to visit again
(CS2 recommendation to acquaintances
(S3 willingness to recommend to others

Namasivayam, 2003
Ahn, 2016; Koo, 2018
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Anl2a2Alo] 3ol A= Bitner(2014) A
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13490]lar, 98-8 20t Zulo] 1199, 20t ko]
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Tab. 2 Respondent’s characteristics(1)

class frequency %
M 113 45.7
gender
F 134 54.3
teenage 6 2.4
age early 20s 119 482
midde 20 100 40.5

late 20s 17 6.9

30s 4 16

40s 1 04

L World 115 46.6

ftagg;l;e E Land 116 470
park S land 6 24
etc. 10 4.0

total 247 100.0

Tab. 3 Respondent’s characteristics(2)

std.
item min | max | mean |deviatio|resp. #
n
total visits # 1 6 2.58 0.76 | 247
latest visit record 1 30 3.15 352 | 205
visit # during 3 Yr. | 1 40 150 | 290 | 23
Monthly pocket
Money(thousand #) 10 | 160.0 | 46.2 2.2 | 212

4. 773
4.1 SE=72| Ef=ty

AR B8 " ARE e E 54
TEA9 BRSPS =21 5
tll, <Tab. oA} o] zF HFEE s
K08 (exploratory factor analysis) A3}, =&
oAe] BEAF=E= KMOFtol 0.690)do]oA &4
7F $le Ao g2 AASItH20] skl agl
AT HE 0501302 Aedet AR Hriy
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o
off
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o ok
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Atk ERk AERHME AE2utE dukghol 0.7
oo YehtA Hlwd w2 AFEE Hola 9)
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Tab. 4 Explanative Factor Analysis & Reliability Analysis

Loading
Construct Itims Factors KMO Cron’ a
Range
US 6 .519~.750 750 683
ES 5 145~.672 790 698
COR 5 .781~.629 780 741
SSV 4 .765~.647 746 707
CS 3 .875~.860 725 834

TS OAMOS 2208 &89 ER1E ajlEA
(confirmatory factor analysis) %ﬂ% <Tab. 5)0]] U
ERQiT) 313 QiAo Fx %
S X29] prol 0.06Eh =37, NFI, CF9 73—?* 0.9
o, T12)3 RMSEAZ} 0.055t} 2o A3ty 23

o=z FAositiEE 2003, p.213; 24, 1996,
p.103).
B dFoAe  seld  QonM Axe

=673.611, p= 0.071, df=265°1%1y, GFI, AGH],
NFL TFl 32 ti#l= 0.90)do]=, RMSEA=0.003°.=
A 58 7Ped Aoz e, w3 S9usSol
FEAoR Qe FolAt AAE folgEol
0,000 2 24 EA7} §i= Aoz ekt

Tab. 5 Confirmatory Factor Analysis Result

Loading Factor
Corstructltenss | g e | S 1 gp | cr [P
Estimate
Us1 1.000 467 - - -
Us2 1171 424 241 | 4854 [FrEE
s US3 1.313 .44 233 | 5636 [F***
U4 1.379 .660 223 | 6186 [F***
Us5 1.236 530 222 | 5557 [
Us6 1.361 521 AT | 5505 [
ES1 1.000 .522 - - -
ES2 921 425 176 | 5250 [
ES ES3 .902 .500 153 | 5897 [Fkx
ES4 .642 .329 50 | 4.282 [FrE
ES5 .992 bll 166 | 5984 [FF**
COR1 1.000 489 - - -
CO | COR2 1170 .669 159 | 6.728 [FFEE
R COR3 1.072 749 152 | 7.066 [FFFF
COR4 1.196 785 166 | 7.185 [FFF

CORS 1.046 571 | 169 | 6194 [
SSvl 1.000 655 - - -
SV Sv2 942 492 | 150 | 6.294 [
S5V3 1.032 648 | 132 | 7.806 [
S5v4 1.061 661 | 134 | 7911 [
81 1.000 178 - - -
S CS2 1.024 780 | .086 | 11957 [****
CS3 1.187 820 | .095 | 12.480 [****

X2=673.611, df=265, p=.071, GF1=.896, RMSEA=.003,
NFI=911, TLI=921, IF1=.944, CFI=.930

B AFlA A
s FZEYEEM, structured equation  model)-&
AMOS 22002 AZsgtt. AzZEA A3, AAD
ATEYol gt A AFESL <Tab. 6> vERt
Ak TR x* =392.694, p= 0.131, df=268°]%)
o, GFl, AGF, NF, IFI %2 tiAl= 0904,
RMSEA=0.0130.24] & 7}t A o= Ads;

ollM AAT THES AT Sk AEEA
g Axk= <Fg 2, <Tab. 6o EAIF] Stk 7
2AGF7 BAHCE F2)3Hp<.05, Supported & Yes
2 JA) AHE BT

BAAR, Au|2zAlo]ze] uAggo] Ao A
H| 2 F53z0 rAe IS 2F31d BEATL
FE&AAT0 ) ks Hold(680" )] B B F

S T AS ¢ F Aok =3 AHE FRT7E
H2]149(.29 9***)&13}—— 840406%*%)0] o e
TEAF G183 Mul
7HA] —’r‘%"ﬂE o Yotk AR A=
a9 FeAE L1767 R
7 805***)7} AES HXIth

Atole] FFAAE 2

off rlr oot
rbl

ANE 52 Eol] AAE FRE £
WFOR olF HAshHE AulzsAclme] F84

FF= =Ho| Pl e & & Sk
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Fig. 2 Path Analysis Diagram of SEM

Tab. 6 Path Analysis of SEM

Hypo| Path |Estimate| SE. | CR | p S“izort
H1 US— COR 470 153 3.064 .002 Yes
H2 [ US — SSV LA466 177 2.630 .009 Yes
H3 | ES — COR 680 144 4736 Hokok Yes
H4 ES — SSV 299 150 1.995 046 Yes
H5 |COR — SSV| .183 136 4.345 *kk Yes
H6 [ COR — CS 176 097 5.093 *kk Yes
H7 SSV — CS .805 126 6.365 Hokok Yes

x2=392.594 df=268, p=.131, GFI=.938, RMSEA=.013, NFI=.923,
TLI=.913, IFI=.930, CFI=.926

5. ZHE ¥ =2

B AT hE-S Lok, olold ANEE A
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280 AsE ackhd thes) Ut
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B AT Al MRI2dFlA  Eviea
AMuIZE tides shal Qlvke 3, 1ea FAe =
e v sHEe S8R AAsa e A
o] 7] wiwell Axte] sl fefsiof it ke
2 55 A7eMde HrhgaAniz oe)e) vkl
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< 1A Favt 9l
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The Impact Structure on Co-Creation, Shared Value and Customer
Satisfaction of Customer Acceptance for Servicescape: Focusing on
Theme Park Service

Yeon S. Ahn*

ABSTRACT

The purpose of this study is to demonstrate the effect of customer acceptance of servicescape on
customer satisfaction focusing in theme park service. In particular, the degree of usefulness and ease of
use perceived for servicescape will ultimately have the impact on customer satisfaction through the
process of service co-creation and shared values creation. In order to demonstrate this structural
influence relationship, a survey of 247 undergraduate and graduate students taking service management
course was conducted. The customer’s acceptance of the servicescape affects the co-creation activities
of the service. It creates value and contributes to the improvement of satisfaction. Looking at the
results of this study in detail, it is necessary to take into consideration the usefulness of the theme
park employees’ clothes and symbols, etc. in servicescape, and the convenience of the facility itself is
important. This servicescape reveals that customers should be comfortable with the use of real-time
information on the site and that customer satisfaction can be improved by creating new shared value.

This study has been limited to the theme park service which has a large-scale service field and the
distribution status of many customers in real time, so it is limited to apply to the other services with
detail reinterpreting.

Keywords: Theme park service, Servicescape, Service cocreation, Shared service value, Customer

satisfaction
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