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Abstract :

Journal of the Korean Applied Science and Technology

This study aimed to improve the service quality of the ski rental industry and provide

basic data to satisfy customers needs by investigating how the service quality of ski rental shops

affects consumers' perceived value and purchasing behavior. Therefore, a survey was conducted on

users visiting rental shops at six ski resorts in Korea (Highl Resort, Yongpyeong Resort, Jisan Resort,
Gonjiam Resort, Phoenix Park, and Welli Hilli). The collected data was conducted by using SPSS (B.
25.0) program, visual factors analysis, and multivariate distributed analysis, simple, simple and
multivariate variance analysis, simple and multivariate analysis. The results derived from this study are

as follows. First, it was found that the service quality of ski resort rental shops had a significant effect

on perceived value in the order of convenience, empathy, service, and facility environment. Second, it

was found that the perceived value of purchasing behavior of purchase behavior and

recommendations. Third, it was found that the service quality of ski resort rental shops had a

significant effect on purchase intention and recommendation intention of purchase behavior in the

order of empathy, facility environment, convenience, and service.

Keywords * ski, ski rentals shop, quality of service, perceived value, purchasing behavior

22 & 9 hEam
NFdoz AR 2 4 Y= 27 AZEA
G BATRL AR AR o]
o gaR HAT ASSp) ALSEA B 2
) 41 wag 917 el A AcH)
N2 EALEZ |87 Z/hE A % o
UE 20188 245 WE EASYR] Aol
W, dgmae oz 4o s AE2 o
£ A P Ao Aol WY 5%
age Aol g7 /)59 BoHE 4§37

=}
A HHE B o8] We STHITIE A
7b gon, FAsEz Wl JFE Qe

N
-~

N

S5 AlF TS
29 o]% 1 thy ¢l 20199 ALt
Wegje] ok Qlste] A7) <17t F43] £
olgglon, A9 AgALR ZFH T A
gol A efka A7k 20208= 129
of FAezrde] TAsHAA A7|EEE 2delx
Fdie] 97171 oloxltHe6l.

sy Z2U19 olF A7 IR
A= 137 27188 Wdes 7 o
= € 1997 WA 25 Ads) 22 71

g A, 14 A7 AN BE A%
o olg 757t ZAHTHT. olAY Tzt W
o BAR gEe Adeld deht Ag Amx
Q2715 H8 2717 S8 271%e Bt
ol87go] Y F7kshe FAlolmIs], AR &
A4 HzE0] Sa0t Bio] ZTIAA HxE
wet ohjet A7) Fule] At B4
o QIEHOl.

>

g Aol 7] B ALME BET
@3, Bo), 2712 59 AL AHAS AT
sha, Al el @ 2718% B, 27 2
ARHE FE7HA) @ AaelA olgF & 9k
A Aae olmigic, Agake] FH AEols
gued, FuA, olFd
HE &% sbsole] 2713 ezEd gl 9

juj
o
e
R}
by
ol
ob
rr
o
o oo
)
il
o
o
fu)
)
o
[l
2L
iy
0|

%
FAE AASHE A4S0 &5 =S| wpe}
stol 845 FEAA =
& F4o] "asie(ll].

Aol L3 A%t MulAE Higer Tt
sto] Ul whEol ALE AfE|A Fdelta
StH, aH|AbREe] AFA ] AHjAE AT GA)
2t O Al A BES SAATI
74, 2 oMo AHAE FEd o
4= rH12]. HA4E2016)[13]1e AulA A&
e @riel AATERE WHE @Al il

P T

T

- 587 -



Vol. 41 No. 3 (2024)

[e]

A&HoR ol§AS
]
-

~ 23] 75}

zZ7tRoz Agshs

B AuARE ko

1o L aT

L 7] 7]—/\]._04 ?JX—]%]—./H/U@—

(O o mlo & AN L |

lo
N

37 Aejgt st ke
| A7k At A e

gt o2t R,

§ Hem 4ol

A

[e)
22 27] AFgel

27V BRES] A1)
QRES Aus B
QEE olg7e] Azt

A @5l olFolA T
b Z7FehAA Az

Z7H7171 YsiAE Al
2Fo] dasirty g9t A
oHE(2017)[14]= olg2e] "as Ags] o]
stal, "gof g 1A &35 YUFE Ao
5ot Au A F-olatar A vb ok
AA, AAT(2022)[15100] &JSHH Au|A
Aol a9l F AAF
of sl AMulA FHE
9AE ofulstH, <Y
B, Aol e, HAAE FR2 FA4E b
Act. MulaE Ag4ko] 1A T

ojnjstel, A A

O, oy o

Brksh gIe 914
SESE DI

-

il

R

fol 10,

>4
ot > 4

olm|x), el FHeolE
o g vlATH19

O,

¢

=

W

O:
4 2l

71 HxERY A
12527} o] ghgo]

, 2019)[20], 2717
., 200021, ~71%

9 oo o
o] ThaFet Hofol

ol
sk
N
o
o,
o
2
%
o
P
rz
g
g
=
2o
0oll
re,
-
e 2o Ho

Ahpe] Auls E
9 o] ol
dstel 2714 A A
AMistn nASe 878
Az24 =g Agse @
S0 wEgte £Y B ohet

A AR 49 TR g 4 e

ol P
R
D)
1o
RS
43

i
N
N

o, N o

L of
>
o)
[
i
N,
il
=
>

1.2, AFEH

2 479 HHe 24951 S vet 2ol
ATEAE 2EA

A, 2717 digake] Mujs Fdo] x|z
7HA el G2 mA=TR

A, aHAe] A4 7HA7E FefEEe] 9
&S A=

AR, 2717 kel Auls F3do] ey
o dF=E AR

2.1, ZACHAL

2 de 271 AEgY AEla
H|ZLS] 2)17kE 74A] 9 rafsgse] u
= sty fld =l 271 F ol&
2717 6X(Glol|YRRE, ¥R E, X
E, XA RE, IYant3, A9
AF R o] 848 o R HEZXAE ALt

AR ZAME 20234d 99 28YHE 20234 10
4 289712 = A7) AEARE o] 83 AR
5 5 100 o HHE mEo=2 AP =
w2 HEE BEFEW(non—probability
samplingg &  Ho|mEFZW(Convenience
sampling)2 o] & o, AEX= 27H7t 714
H(self-administration method) 22 ZAJSIE=
k. ZAFE Yol HAEAE o] &8 Elez
AYFct. dExA = 34H 36199 A=w F
ZAGe] ARt R ity wdE AR 15
Hol AEAE AT F 34692 8 BEO=R
AXste] At BAof o] &gty ZAFNAYA A

N o
o rr
o

E
W o
am BN ro odl b

- 588 -



~
N

=}
ox
2
™,
fol

Journal of the Korean Applied Science and Technology

Table 1. Characteristics of the subject of investigation

Classification Items Frequency (%)
Mal 255(65.0
Gender e (65.0
Female 121(35.0)
10 years old 191(55.2)
20 years old 63(18.2)
Age
30 years old 62(17.9)
40 years old 30(8.7)
Highl 71(20.5)
Yongpyong 84(24.3)
i 84(24.3
Main ski resort ]1s%n (24.3)
Konjiam 74(21.4)
Phoenix park 25(7.2)
Wellihilli park 8(2.3)
One-time 90(26.0)
N bt of vis | 2-5 times 116(33.5)
verage number of visits to renta 6-8 times 7401 4)
shops per year ]
8-10 times 47(13.6)
More than 11 times 19(5.5)
2 th& (Table?] 1)} Zt}, 2.3, ZAIETO| EjSE U AFE
Bl Al 2] HyHAE Fof A4
22, EMEZF 9l EA5 AAgleH, A= HELS FdUA
2717 ko] Auls EEE SHsh] flsl AT 9] Cronbach’s a AFE AFE5IA ASH

ghAw(2021)[23], A9, A75(2022)[15], °l
FA, 2HAoK2003)[24]9] AFE - H et
T = 08gez 74 #AE HAr ‘A
5 %X gt = 1A'HE e agg = 73
74 45t 212k ZRRe] i AE2 A
A1(2014)[25]19] AFE ZAZ ZFALQ016)[26],
o] 2]1(2019)[27]9] AFE F7-H oot A3

>
X
ozi

A AHA B0 B A
HEHAGEE KMO=.9682 UERGY, &
e Es| A&gE 57, AulA 57, BEA
N, W)y 57 Egtoz FEon Ax B
gL 86208%% LeERGTh AREl Adg
@=.959, AH|A @=.959, ZZA «=.966,

Jﬁi%érﬂoﬁmhmr{n:;i o

o £ 5EFoz 74 YAE FL ‘AF 19 g4 a=949% UrEM Azt AFSc
A tk= 1'HE wje a9 = 737 F Aol AZ UL (Tabled] 3>3} £},
A3t Aol s éﬂo}ﬂ sl ©]1A14(2003) H|zko] 27+ 7}iH H3E A5 24, 3E
[22], 71(2002)[28], % 40}(2009)[29]4 A Tl KMO= 9152 UER T, folixe =
£ £A-HAste] Ao, F TEgGeR T3 3 57 Bom FEHow, HA B4t Ay
YAE Hr ‘Mg a2¥A O*E} = 13 HE e £ 83.092%= Uehgth AFEl ¢=9497 o}
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Table 2. Contents of the survey tool

5

Variables

Sub factor and Contents

Question number

Quality of Service

Facility environment
Service
Empathy
Convenience

5

Perceived value

Pay, Time and effort spent, Costs, Service
environment, Excellent service

Purchasing behavior

Purchase intention

Recommendation intention

Characteristics

Gender, Age, Number of uses, Income,
frequently used ski resort

L (W K| U [ U WD

Total

Table 3. Service Quality Validation and Reliability Results

Sub Factor Items 1 2 3 4 Cronbach’s a
Latest facilities 283 322 280 .787
» Atmosphere shown 3720292 313 718
Facility Clean sanitary conditions 321 318 309 748 959
environment o ,
The condition of the equipment  .277 .353 .294 760
Condition of rental clothing 268 353 308 .752
An appropriate course 152 283 247 382
Help to improve one's ability 810 270 291 .240
Service Responsibility and integrity 805 212 330 .287 959
Safe education 813 224 303 .253
Quality service J765 243 385 246
Improve customer complaints 388 255 758 329
Neat clothes of the staff 340 287 760 316
Empathy Empathy with customers' needs 318 270 812 265 .966
Voluntary help 300 304 769 .282
The staff's response 348 302 761 .302
Arrangement of supplies 260 766 355 247
Spacious parking facilities 222 838 218 227
Convenience  Convenience when using a bus 152 .820 200 .297 .949
Quick response to equipment failure .304 757 .289 .319
Close proximity to the ski resort  .251 .791 .222 .311
Eigen value 4461 4.410 4.275 4.095

Variance(%)
Cumulative(%)

22.304 22.051 21.376 20.477
22.304 44.355 65.731 86.208

KMO value=.968, Bartlett test x>=8697.

077(P<.001), df=190

- 590 -



(o))
N

=}
ox
2
™,
foi

Journal of the Korean Applied Science and Technology

Table 4. Perceived Value Validation and Reliability Results

Sub Factor Items 1 Cronbach’s «a
Value for what you pay .906
Perceived Satisfaction with the money, time and effort spent .909
ereeve Satisfaction with costs 915 949
value e . .
Facilities' comfortable service environment 918
An excellent service 910
Eigen value 4,155
Variance(%) 83.092
Cumulative(%) 83.092
KMO value=.915, Bartlett test x?=1650.461(P<.001), df=10
Table 5. Results of purchasing behavior validity and reliability verification
Sub Factor Items 1 2 Cronbach’s «a
Equipment rental and service availability =~ .878  .352
Preferential selection of facilities in use .889 302
Purchase . e
intention Intention to repurchase used facilities .879 .308 954
Intended to use rental shop rather than 975 36
resort
R dati Facility recommendation .336 .868
ccommendation Intention to recommend a rental shop 325 882 919
intention ) ) ) .
Promotional intent on social media 294 .864
Eigen value 3.405 2.694
Variance(%) 48.636 38.491
Cumulative(%) 48.636 87.127

KMO value=.894, Bartlett test x?=2411.499(P<.001), df=21

TuiPEe] BHEE HE ZAI, BE APz
KMO=.89402 YeRgi, QJQ8A4g Faf ol
ok 47), FHOx 3/ BEFor FEFow, A
A BA dygEle 87.127%2 Uehgth Ak
L Fox ¢=954, FHOE @=9192 &
U AFert g4E5oh AEd 4S5 el
(Table®] 5y} Zct.

2.4, A2 X2 Wy
A2 AL SPSS(ver. 25.0) BAEA T2
g0} AERA, BAH AR, BFYHY

4, AEEA, B 2 oS 2498 AA

o},

3 i o

=
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AH|2Ee] 2| ZbE 712, SfegE 270 Q1o
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wAZE A= AEs FE3 2zt 7R, 217
7EA|e Fufjels Wl SlARANA F4AE F
s Eol s & Zolth o] 9J9] ¥ds
< s ZA7E gl .80 wTte g2 e
gt A3t 82 <(Table?] 6)3t Ztt.

L

- 591 -



Vol. 41 No. 3 (2024) 27V AR Az Fol Avizte] Az A1 L FugEe] WAL 9F 7

Table 6. Results of correlation

1 2 3 4 5 6 7

Facility environment

1

o

Ouality of servi Service 729 1
uailly O service Empathy 7517 7607 1
Convenience 73577 64077 68677 1
Perceived value 826" .816°° 83777 807" 1
Purchasing Purchase intention 6897 638" 688" 635" 739" 1
behavior Recommendation intention .740°" .695°" 763" .671"" 8117" 644" 1
“p<01
Table 7. Results of multiple regression analysis
Dependent variable Independent variable b s.e 8 t P
(constant) .386 .108 3.576  .001
Facility environment 187 .032 .209 5.763  .001
Perceived value Service .245 .031 .265 7.820  .001
Empathy .248 .032 278 7.738  .001
Convenience .265 .029 .293 9.266  .001
R?=.858, F=516.911(.001)
Table 8. Results of simple regression analysis
Dependent variable Independent variable b s.e o) t D
Purchase intenti (constant) 1.049 214 4897 .001
prehase TEHon Perceived value 826 041 739 20345 001

R?=546, F=413.925(.001)

TeAEE U 2, FARME 0.10
olA}, AL 4(VIFE 10 olst2 uveht ot

—~

S0 #Ae gle AR yehyth A7
Aol Amls F2 0 skelacle HIAR
_‘{

=293, t=9.266), 574 (=.278, t=7.738), AlH]|
A(8=.265 t=7.820), AASH(L=.209, t=
75.763) «=o2 AZtH 7Aoo FAHLR {9
& A®O G A 2w Uegon, A
H|AFA 0] SHRlo] AZtH 7kx] FE5F
2 A9de 858%% Uehth A=

(Table®] 7>z} Zch.

3.3. AH|Xte| X[ZHE 7IX|7t FOHFS(FoHelx,
FHoz)ofl Olxls ST
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Table 9. Results of simple regression analysis
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Dependent variable Independent variable b s.e I} t P
Recommendation (constant) 104 .179 3.936  .001
intention Perceived value .872 .034 811 25749 .001
R?=.658, F=663.016(.001)
Table 10. Results of multiple regression analysis
Dependent variable Independent variable b s.e I6; t D
(constant) 1.070 213 5.035 .001
Facility environment 264 .064 264 4139 .001
Purchase intention Service 131 .062 126 2,119  .035
Empathy 277 .063 277 4380 .001
Convenience 172 .056 .170 3.057 .002
R?=.561, F=109.141(.001)
Table 11. Results of multiple regression analysis
Dependent variable Independent variable b s.e I6; t D
(constant) 7195 .179 4432  .001
R dat Facility environment 254 .054 264 4716  .001
ec?nmtg?oj“on Service 134 052 135 2579 010
Empathy 352 .053 .366 6.608 .001
Convenience 136 .047 .140 2.854  .005
R*=.662, F=167.251(.001)
3.4, A7|% HIEtdo| MHIA EXO0| FIHAS 2 a7l e 271 A ARl 4,
(Fojels, EHo|T)o O|X|l= FEt A% 7hA], Fajs | 7H] JINHAE
A7)A A MqulA ZA 47) skgecl TERe RN 271 A AL ST 4]
BAAA(R=277, =4380), ANAEA(p=264, A AAE 7HA] B s o] gy Gl
t=4.139), W4 (B=.170, t=3.057) &=O& FEFES Ao 2 Al vt 2yE
oro] EAAoZ 9olat ogfo] 9l Aoz Higo g AfdATeto] v, =oJsiatd ohait
e om, AH|A £ EYRiQlo] fujok F Z

SHQle] x| AYEe 56.1%2 UErHT 2
= (Table] 10>z} Zrt.
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