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ABSTRACT

Purpose: The purpose of this study is to analyze whether service quality and sensibility quality have an effect
on securing passionate fans of educational institutions as a management marketing strategy that can maximize
parent satisfaction in order to secure a competitive advantage for infant and toddler educational institutions.
Methods: In this study, a questionnaire survey was conducted on parents attending educational institutions
for infants and toddlers, and hypotheses were verified through frequency analysis, reliability and validity
correlation analysis using SPSS 22.0.

Results: The results of this study are as follows. First, it was found that service quality has a significant
effect on rapport formation. Second, among the sub-factors of emotional quality, stimulation and identity
had a significant effect on rapport formation. Third, among the sub—factors of service quality, sensiblity and
responsiveness had a significant effect on brand fanship. Fourth, among the sub—factors of sensibility quality,
stimulation and identity had a significant effect on brand fanship. Fifth, rapport formation was found to have
a significant effect on brand fanship.

Conclusion: This study is meaningful as a service and sensibility quality study focused on educational in—
stitutions at the present time when research on service quality and sensiblity quality targeting early childhood
educational institutions is insufficient. In addition, in terms of management of educational institutions for infants

and young children, by paying attention to the formation of a careful and pleasant relationship with the fans
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of educational institutions, an empirical example of a theoretical research model was shown that strong attach—
1. A

ment to educational institutions and positive participation lead to loyal fans.
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3.333 &
B ATEAY AFEAS A% 54 EFE HYATE HPoR B Ape] 26 gl PRSI RE 57
By 74 Awz SPUom TG 244 Fel= he Table 13} Ptk
Table 1. Operational Definition of Variables
Variable Operational Definition References
. Physical barriers to educational institutions;
Tangibl
Appearance of personnel and various documents
Service Empathy Willingness to help parents and provide prompt service Parasuraman and
Quality ; . ) Berry(1991)
Education institutions provide to customers attentive
Responsiveness and individual attention. Appropriate response to
P parents' requests and questions. Whether there is
interest and consideration for parents and infants
Sentiment felt from the diversity and excellence of the
Usefulness .
program, fun and interest factors
Inducing positive emotional evaluation by overcoming
- . . boredom caused by simplicity or providing appropriate
Sensibility Stimulation . Y S 1},/ rp & approp Jong Hwan Seo and
. stimulation by arousing user's interest and tension in
Quality Kun Pyo Lee(2010)
the abundance or novelty of program elements
Sentiment evaluation attributes related to user
Identity experience. In other words, the factors of familiarity,
attachment, my image and matching
Rapport Emotional cognitive appraisal of exchanges with contact staff, Gremler and Gwinner
bp Feelings of caring and friendship (2000)
Pentecost and
Brand Refers to consumers who express a strong and positive attitude toward
Fanshi the brand among loyal consumers Andrews(2010)
P g 0y Lee et al.(2015)
3.4 |d
B Ao AZREAS 98 88 A8 SPSS 22.0 Ab&ste] ZA KT A TEH ] A4 Al T
BB B4E soleh] istol MERA S ANST B 24 BT AH4 2 B 4357 A5l
A2 9RlIEA B Cronbach’s a A& S8 W4 dadS HES ST AR, W 1he] dabdol digh $A14]
S AFH) skl W 2he] AwaA BAS ARSI 9A 89l k8] 9F WA FHE) A9
= R R R el
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Table 3. Reliability and Validity Verification Results of Service Quality

) Factor Loading
Variables Cronbach 's a
1 2 3
Empathy 2 .808 201 148
Empathy 4 .768 419 .158
Empathy Empathy 3 741 415 179 910
Empathy 1 761 405 313
Empathy 5 616 483 331
Responsiveness 1 .326 724 .268
. Responsiveness 2 .409 710 .060
Responsiveness - .857
Responsiveness 3 341 .696 .308
Responsiveness 4 468 .690 .104
) Tangibles 1 .309 .070 872
Tangibles - .695
Tangibles 2 .065 547 700
Eigen-value 3.379 3.077 1.717
Variance(%) 30.715 27.975 15.611
Kaiser-Meyer-0Olkin Factor Adequacy 937
Bartlett9] Bartlett test(P-value) .000

oo A

4
Ho W, Bartlett®] -

3 50l Ao ) 3
A AR EE)0) 000LE QQ1EA] AFREl7|o Attt skt A 24 A3= Cronbach’s a

A%7h BF 6 oo teht ¥ Qo] A8 PANNES e NS Suslelse o & ok

Table 4. Reliability and Validity Verification Results of Sensibility Quality

. Factor Loading
Variables Cronbach 's a
1 2 3
Identity 1 .850 201 .263
Identity Identity 3 .808 .286 .289 887
Identity 2 795 332 215
Stimulation 1 237 .885 199
Stimulation Stimulation 3 .400 .885 .390 824
Stimulation 2 .530 .bb4 .380
Usefulness 1 .260 181 .880
Usefulness 785
Usefulness 3 .306 377 742
Eigen-value 2.666 1.920 1.811
Variance(%) 33.331 24.004 22.637
Kaiser-Meyer-0Olkin Factor Adequacy 916
Bartlett®] Bartlett test(P-value) .000
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ppxEto. 2 Bhaet HAE o] 801w AR Avy SAHAATE H4 486 ol Fe= B 7|EA|Ql 4ol
o7 AP FE2 A oZ ettt EF KMOFS 92302 aQ1RA S 919 W] o] &2 o, Bartlett
o A (FFE)0] 00002 &l ARga7ol Agteltta wdt "k A4 4 A 3}= Cronbach’s
a AF7F B 6 oo YEh i el AREEE NG ES w2 ARAdE dRsSlEE € 5 3

Table 5. Reliability and Validity Verification Results of Rapport and Brand Fanship

. Factor Loading
Variables ] 5 Cronbach 's a
Enjoyable Interaction 6 .859 .190
Enjoyable Interaction 2 .848 234
Enjoyable Interaction 4 814 .288
Rapport X - 917
Enjoyable Interaction 3 .803 334
Enjoyable Interaction 1 .790 .188
Enjoyable Interaction 5 .710 232
Brand Fanship 3 195 .784
Brand Fanship 4 317 .756
Brand Fanship 2 .043 .748
Brand Fanship Brand Fanship 7 .323 .676 .837
Brand Fanship 6 .239 674
Brand Fanship 5 189 .634
Brand Fanship 1 .309 486
Eigen-value 4.347 3.668
Variance(%) 33.439 28.216
Kaiser-Meyer—0Olkin Factor Adequacy 923
Bartlett9] Bartlett test(P-value) .000

43 7V A%

Mulzs FAT gRE A (ko] ¥ BAlE EAS A3, <Table 6>3 2ol F+84(B=.109, p<.01), 374(B
=060, p<.01) 2 WA (B=.065, p<.01)2 EF ZFEdd H(+)9] &S nX= Aoz Yepytt ueha 714 1-1,
1-2, 1-3& =% A& =t

Table 6. Relationship Between Service Quality and Rapport

Non-standardized Standardized
Depgndent Indegendent coefficients coefficients t P Result
Variable Variable
B S.E. B

Tangibles .109 041 121 2.689 .008" Accept
Rapport Empathy 676 .060 .590 9.599 .000™ Accept
Responsiveness .182 .065 175 2.789 .000™ Accept

R2 = 665, F = 174.658, P = .003, Durbin — Watson = 1.709

“p<.05 "p<.01
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tEom i FAY 2k g4 e 9% wAlE 247 23 <Table 7>3F 2ol A=/J(B=.205, p<.OD 4
3(13 587, p<OD2 kol A(+)9] F&E MAA, #8744 (B=.066, p=.122)2 2kl o3 F&F= vIAA

A s
Aoz Ueh, 7H 2-18 717 a, 7R 2-29) 2-32 AEEQdch

O)1-
15

Table 7. Relationship Between Sensibility Quality and Rapport

Non-standardized Standardized
Depgndent Indepgndent coefficients coefficients t ) Result
Variable Variable
B S.E. B
Usefulness .066 .042 .068 1.552 122 Reject
Rapport Stimulation .205 .045 .229 4.562 .000™ Accept
Identity .587 .043 .636 13.507 .000™ Accept
Rz = 752, F = 266.476, P = .000, Durbin — Watson = 1.948

'p<.05 "p<.01
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Table 8. Relationship Between Service Quality and Brand Fanship

b Non-standardized Standardized
epepdent Indep gndent coefficients coefficients t D Result
Variable Variable
B S.E. B
Tangibles .048 .049 .060 973 .332 Reject
Brand pm
Fanship Empathy .259 .073 .300 3.568 .000 Accept
Responsiveness 279 .079 302 3.531 .000™ Accept
Rt = 373 F = 52.327, P = .000, Durbin — Watson = 1.857

“p<.05 "p<.01
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Table 9. Relationship Between Sensibility Quality and Brand Fanship

Non-standardized Standardized
Depepdent Indepgndent coefficients coefficients t D Result
Variable Variable
B S.E. B
Usefulness .052 .060 .060 .856 .393 Reject
Brand Stimulation 251 064 317 3926 | .000" | Accept
Fanship
Identity 227 .062 277 3.661 .000™ Accept
Rz = 359 F = 49.049, P = .000, Durbin — Watson = 1.739

“p<.05 "p<.01
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Rz = 328, F = 130.118, P = .000, Durbin — Watson = 1.798

Non-standardized
coefficients

.058

Table 10. The Relationship Between Rapport and Brand Fanship

Independent
Variable
Rapport

IR

Variable
Brand
Fanship

o

5.1 47 27| 8%

Dependent

'p<.05 "p<.01
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