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Abstract : This study attempted to provide basic data on the operation plan by investigating how
the servicescape of domestic water sports facilities affects customer satisfaction and participation
behavior. Therefore, participants in their 20s or older were selected as samples among those who
experienced water sports facilities. The survey was conducted non—face—to—face from April 25 to July
15, 2022, and a total of 243 copies of data were used for the final analysis. For data processing,

TCorresponding author
(E-mail: kljinho@seowon.ac kr)

- 666 -



[\)
N

=}

%
2
™,
foi

Journal of the Korean Applied Science and Technology

frequency analysis, exploratory factor analysis, item consistency, correlation analysis, simple and
multiple regression analysis were performed using the SPSS (ver. 21.0) program. As a result of this

study, first, it was found that the water sports facility servicescape affects the value in the order of
convenience, empathy, and facility environment. Second, it was found that customer satisfaction at

water sports facilities had an effect on participation behavior. Third, it was found that the water

sports facility servicescape affects participation behavior in the order of facility environment, service,

convenience, and empathy.
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Table 1. Characteristics of the subject of investigation
Classification Items Frequency(%)
Gender Male 155(63.8)
Female 88(36.2)
Age 20-29 years old 226(93.0)
Over 30 years old 17(7.0)
Acquaintance recommendation 143(58.8)
Participation path Online advertising 88(36.2)
Offline advertising 12(4.9)

Table 2. Contents of the survey tool

Variables Sub factor and Contents Question number
Facility environment 5
Servicescape Service >
Empathy 4
Convenience 4
Customer satisfaction Cleanliness, Supplies, Costs, Nature 4
Participation behavior Faci.liF}f recommend_ation, Positive publicity, 5

Revisiting, Charge increase, Coupon system

Characteristics Gender, Age, Participation path 3

Total 30
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Table 3. Factor analysis results of identity
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Sub Factor Items 1 2 3 m
Latest facilities .823 247 140 152 .895
Facility Clean sanitary conditions 800 251 232 201 .889
. Condition of the boat J74 121 260 245 899 915
environment

Quality of water ski and board
Atmosphere shown

705 344 293 206 .897
121 A77 242 361 .899

Program diversity
Improvement of coaching skill

347 640 225 264 .879
Jde6 795 221 221 .873

Service Responsibility and integrity .308 634 276 326 .869  .892
Belief in service products 356 584 401 302 .864
Courtesy of the staff 200 686  .338 347 .860
Improve customer complaints ~ .351 246 .655  .330 .847
Empathy Neat clothes of the staff 330 265 734 242 .833 378
Empathy with customers needs .201 376 668 254 860
Trust in employee stability 248 281 729 303 .837
Arrangement of supplies 322 360 269 682 .805
Convenience Spacious parking facilities 254 246 282 728 .827 965

Convenience when using a bus
Placement of life jacket

296 286 228 708 .822
189 293 291 .647 .856

Eigen value
Variance(%)
Cumulative(%)

3.969
22.051
22.051

3.252 2972 2971
18.065 16.510 16.504
40.116 56.627 73.131

KMO value=.963, Bartlett test x?=3157.689(P<.001), df=153

Table 4. Factor analysis results of value

Cronbach’s «a

Sub Factor Items 1 Delered Toral
Satisfaction with cleanliness .891 .862
L Satisfaction with supplies .869 .874
Customer satisfaction Satisfaction with costs .887 .865 900
Satisfaction with nature .859 .880
Eigen value 3.074
Variance(%) 76.841
Cumulative(%) 76.841

KMO value=.843, Bartlett test y*=583.516(PL001), df=6
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Table 5. Factor analysis results of participation intention

Cronbach’s a

Sub Factor Items 1 Deleted Total
Facility recommendation 176 .805
Positive publicity to the people around 179 .804
Participation behavior Revisiting the facilities used .825 186 .832
Use in case of facility charge increase 192 .789
Coupon system availability 754 .805
Eigen value 3.085
Variance(%) 61.693
Cumulative(%) 61.693
KMO value=.811, Bartlett test x2=482.189(P<.001), df=10
Table 6. Results of correlation
1 2 3 4 5 6
Facility environment 1
Service .686™* 1
Empathy 687F*  779** 1
Convenience B4 TTTEE 753% 1
Customer satisfaction 686%* 690** 748%*  789** 1
Participation behavior J138%* 765 *  754% % 753%* 756 * 1
**p<.01
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Table 7. Results of multiple regression analysis
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Dependent variable Independent variable b s.e I6; t D
(constant) .855 231 3702 .001
Facility environment 173 .047 .196 3.664 .001
Customer satisfaction Service .025 .065 .025 384 701
Empathy 247 .055 284 4463  .001
Convenience AT71 .064 463 7.390  .001
R*=.690, F=135.393(.001)
Table 8. Results of simple regression analysis
Dependent variable Independent variable b s.e g t D
Participation behavior (constant) .858 .280 3.061  .002
Customer satisfaction .835 .047 156 17920  .001
R?=569, F=321.127(.001)
Table 9. Results of multiple regression analysis
Dependent variable Independent variable b 5.e Jé; t D
(constant) .028 247 114 910
Facility environment 275 .050 282 5.450  .001
Participation behavior Service .260 .070 237 37719  .001
Empathy 202 .059 210 3411  .001
Convenience .248 .068 220 3.631 .001

R?=.709, F=148.446(.001)
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