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Study on the effect of Service Quality of WPL on
the Revisit Intention

Park, Hye-Eun - Jang, Dong-Heon + Moon, Soo-Hee

The purpose of this study is to investigate the relationship between the service
quality of WPL (Work Place Learning) and the revisit intention through customer
satisfaction, targeting users who use the WPL. Data to achieve the purpose of this
study were conducted for trainees who had received on-the-job training at 4
selected WPL in Jeollabuk-do. Out of the 210 copies of questionnaires, 170 were
picked up, and all of them were used for analysis. As a result of the analysis,
First, as a result of analyzing the relationship between service quality and customer
satisfaction in WPL, it was discovered that among the service quality components,
Responsiveness, Assurance, and Empathy had a substantial influence on customer
satisfaction, while Tangibles and Reliability of service quality did not appear to
have any significant effect. Second, it was discovered that customer contentment
had a considerable influence on revisit intention after evaluating the link between
customer satisfaction and revisit intention. It can be shown that the higher the
level of client happiness, the greater the likelihood of returning. Third, as a result
of analyzing the relationship between service quality and revisit intention of WPL,
among service quality factors, Reliability, Responsiveness, and Empathy were
found to have a significant effect on revisit intention. As a result of verifying the
mediating effect of service quality at WPL on revisit intention through customer
satisfaction, responsiveness, assurance, and empathy of service quality were found
to be significant in their relationship with revisit intention.

Key words : customer satisfaction, revisiting intention, rural education farm,
service quality, WPL
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1) MH|IAZZ(SERVQUAL)

AFel gk F2H7Ee g2 Mulaigde ABd Hrhrt o ARgAbel F3HRI
Ao g PriEr] wZol thetA HeEa JrhPark, 2017). 58 AHI=FHL An]
kel gt 75 FFAZE T AL, 7199 7Y A=l 3H A
2015). AHl2=FAo tgk ARAEY 7|t A7F FolkAIA Al aFdE A5 FdeiAl
Y= JA R AN A HEg FoE AHA Kot lo] qAEL] AT wet I
He] zpol7t Q.

AU 2FA e Hrte Avla AG FH FollA oy 1AL 2149 &XHmoment of
truth)ol e} Bl IR S w3kol Anlzo) tiste] Hr1etAl foh 71t YAl gk 7t
& FALOE ZA3F= SERVQUAL 282 AH|2F4d A 2 ¥ (Quality Gap Model)=
AR st IANEE 2ASH] A% 572 AHI~FE Y A S A, AAE F
4 0 & ¥7}8k= SERVPERF 283} 3 tEZHQ] Au|2Fd SHS 93 O =E A
3tk 2 AFlAE SERVQUAL R3& &8sto] f34, AHA, t4, A,
T 57HA 8R1s E83tom aRle] o= Table 29 2ot F¥ 42 Anl2rt AlF
HE 712 Aulyg A, 297 53 #HE FFo)a, AL Mnjxo) tidk gl
U oFd: AIZEe] Aot HREE A0E ARHOFE AH|2 o] 8ATE gt Foj A= A

Table 2. Five factors of SERVQUAL

Division Definition
Tangibles Physical equipment, facilities, means of communication, contact personnel etc.
Reliability Ability to deliver promised services accurately and ability to be a reliable company

Responsiveness | Degree of responsiveness to customer demand, immediate service provision

Assurance Staff expertise, propriety, ability to inspire trust and confidence

Empathy Ability to express individual affection and interest to customers

Source: Parasuraman et al. (1988).
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=7ttt BB TH(Park, 1998). 1AL A FEE Al 23 Yjgo] drf
I SAEHA AFET & ¢ QA dEE FHARA, o] At AFEE
A 2=9] 7] 8H JE BEE gudttal & + 1, IS A
H] 22 o] -g-pol| T g Ak, o] gAl Uig olsl® T B
FARA, Al AFATY o] &2t AR ol HE, o] gxte] S duht EF3H

AU 2E AlFsh=A] 58S 4 Atk(Parasuraman et al., 1988).
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aARES] tigk Aol Al FxE FUIE st Z2 HAo|y A FxRE F7I
% gt 914 A S8 BYE AWEA AnATE AP 3l thal AdstA
5 FAASH Bt =)= 1A A AdE|, Tl 57‘3 AFolyt Anlx, A &5
< 7ol FEH 22 NEH Pl FrEE HAAH g E-TH(Westbrook and Reilly,
1983).
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EF AH Fo 7 BYAE ARdshe A9, A H 4 Bl dis) AdHe=w
H| 27} zh= 7hAo] B o7 ofy|HE HA| Al AgHel AR B7|% IHOliver,
1981). & AN Ao FFoly AMHI2E Tt & ) d A4lEo] ZHa 9 7]

sem 7
e} AA ol & 43 gke) Wag Bale] 4¥l slgun 2 Aow
A EYAE AP Irh= Zlolth(Lee, 2010). Th o2 HA ] FHE
W ] Aol Hag 7Y 2 ks Fdbths 2ol tigk rkeka A 98k ch(Hunt,
1977; Engel and Blackwell, 1982).

WRE AusFde nASe AuAel wE Sz Bdw Aus 22l F Sy 9
Fo An|2aFA ] ANd oz Eoi(Kwak, 2015; Jung et al., 2016; Shin and Hong, 2018).
ARHOE WANZS of@ ERT AFI Anlze 5ot Lnlg ﬁfﬂoﬂ W ol
Ahe] ZybAlo) 3 Fakalolm HrbAQl whgoleka B & lek. mekA mAe] WESY A
29| Aol o] FojA AL HEof o] AF An|z theA AlEZHo] AZITHChoi,
2008; Jung et al.,, 2016). & Aol = FFLFAFTH(WPL) AHI 2=FA ] 7+ @lo] 17
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olxof FFE HA = AR YEh w53 AF7F FESETUA Fo ozt gRldA F
A e A=, o] IS v JIAH o HAHE Yol LAFHAEE F
A= 319 2 F dhbolth(Park et al., 1998; Jones et al., 2000). =3+ A4S A3}
© Aol 71& 14& FA s Aol Hls) sul o]4de] vlgo] =] wZol - Fa3st
H AF7HA 2AFA F A FZolets FHANA AEH R AFEIDL UthJang and
Chung, 2005). °l+= AZAFUSH(WPL) ASAS0] B F JEF wF AH2=Fd
M =S o g wSAHI 2 Al BAE FAFOEN Ao =) FokA|

At T A ABHOE FAY wr} ke AL ulse Aotk B ATE
ARALILEFWPL) A& LFAL hFOE A 2FAe] 7 aQlo] APEel o] v
E ggel TARZ ALY A B MAE FFL velsiar.

E AT ARAETFHWPL)Y A AEL, TARE, AR o] AdL

ot OI% W 2 "Jﬂrlﬂ]%: opu A ek, oleld ATRAG Sy 9Ustel

%d 0431 7HA Eﬂ%:%—% o712 3to] Fig. 18] 7R3 S A0

[ Service Quality

N

Tangibles
Reliability 4111»{ Customer
Responsiveness Satisfaction Revisit Intention
Assurance H3
Empathy

Fig. 1. Research model.
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2. AETF 4

£ Ao A AR AFA(SERVQUAL)S 34, AFA, de4, a4, 3449 5711
gflos FASAY. 28 uARESI] e 44 VA B eE FAS =
A3FATH AuIAFE AR B0 7 FHAATL: HAAA, AT2: AZAUSZ, AT3: Ho
A, AT4: 2205 T4, ATS: 91X0] 8 HElA), 2= H(ACL: ARl T4, AC2: A

d,
A, AC3: o 2FAH| 2 AIZE), th-3Al(ARL: £2]3Th Al<4A, AR3: &Y A2 9] 24|, AR4:
%%ﬁcﬂ«l AR5: AEA JAASE AT, FANAAFL: APZ2 03 HRAF, AF2: A
H], AF3: HER| 2], AF4: A =59), FAAA(AEL: =FAIZE, AE2: /fEA B2 A, AE3:
I . AgH o]éﬁ, AE4: ¥4 9 v, AES: AP zZg 09 Ay Ao s AU g

2 Ak EE(CS1), AE W THEH(CS2), 1A Of-§ A1H] *(033) A THEH(CS4),
FEUSEFG THCS5 S7HA EF o= FAEH A, A %94 E= AdnS A AL
(RID), 7} A ALERI2), EFSIAA FH OE]“I‘(RI3) A4 o] 8 F(RI14), EFINA

7] AF(RI5)S] 5714 o2 FAste] SAsIAT Aw FEo AFAE 2
E}‘%}/‘é BEAe 53 ﬁ?lv‘i'—’ii A3 QA A &FO](Factor loading) 0.5 ©]3F] AC4, ACS,
Mk Wl MR THS Table 37 2ok

Table 3. Composition of questionnaire

Division Survey item Analysis item Scale References
. AT1, AT2, AT3, | ATI, AT2, AT3,
Tangibles
AT4, ATS AT4, ATS
o ACl1, AC2, AC3,
Reliability ACI1, AC2, AC3
AC4, ACS
. Parasuraman et al. (1985),
Service . ARI, AR2, AR3, | ARI, AR3, AR4, .
. | Responsiveness Kim (2012),
Quality AR4, AR5 AR5
Jung et al. (2016)
AF1, AF2, AF3, AF1, AF2, AF3, | 5-point
Assurance .
AF4, AF5 AF4 Likert
AEL, AE2, AE3, | AEIl, AE2, AE3, | Seale
Empathy
AE4, AE5 AE4, AES
Oliver (1981),
Customer CS1, CS2, CS3, CS1, CS2, CS3,
. . Engel et al. (1982),
Satisfaction CS4, CS5 CS4, CS5 .
Kim (2012), Park (2021)
Revisit RIl, RI2, RI3, RI1, RI2, RI3, Ko (1998),
Intention RI4, RI5 RI4, RI5 Jung et al. (2016)

Note: Items with factor loading of 0.5 or lower were removed based on the result of the factor analysis.
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AagRe AHRE Qe APUGTRFWIL) 42014 BFILEL Be DEPL
Wdos FASA 2L AYE Fat FYFFFER(YA), THE HOUSE oblel
G7)(RA), GREEUGT), BAAEERA) S122 A7A7} 53 TSl A
oAl HEAE AL AAFE LEZEZIRE v F AL oz deest

AASATE 24 Ol BRASTEHWPL)Y 5402 F2 5

of wzl SPSS 21.0& ©]-&3tAt. AR, A& thdate] AFSATHE 543 o

4 5 =
stebsr] Sls) MERAS Fa ol gAte] Y EHL selsidnt B4, @y
2] =]

A o
AETEFWPLYY] Avl2=Edo] IANE, AYRE ] FF BAF FHsH] 93

A ERNARNE T 4F BASA.

ZAd ALl EA-2 Table 49 2t} AL FAl o] 1269(74.1%), A4 0] 4478(25.9%)°]
40841 2 YERGT gEe tiE o]de] XAst= Hl&o] 58.8% 5 AA|3

H, HHAH L
o AERT-E HE 779453%), 71E 93H(54.7%)01H, A2 AE < 4878(28.2%), A
359(20.6%), SIAFA 309(17.6%)°1 Atk Tl AU AP F= ATk 7E 997(58.2%)°]

N, FAZEH = oF}E 89%(52.4%), T=/THAIT 599 (34.7%) o2 UEFsT
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Table 4. General characteristics

Division N % Division N %
Male 126 74.1 Less than high school 41 24.1
Gender
Female 44 259 Graduated from a
29 17.1
two-year college
20s 48 28.2

Educational

background Graduated from a 81 476

30s 40 | 235 four-year university

A Graduated from a
8¢ 40s 25 14.8 19 | 112
raduate school

Marital Single 77 453
50s and older 57 33.5
status Married 93 | 547
Self-employment 48 28.2 | Rural living Experienced 99 58.2
Office worker 30 17.6 experience Inexperienced 71 41.8
Government
. 2 1.2 Apartment 89 52.4
official
Job Professional 8 4.7 Residential Townhouse/villa 16 9.4
type Detached house/
Student 35 20.6 . . 59 34.7
Multi-family house
Homemaker 10 5.9 Etc 6 3.5
Etc 37 21.8 Total 170 | 100.0

2. o] &R ol

A
oL

o] g2 Hao] EAL Table 59 2t EAAFUSH(WPL)Y Ho A4+ 19 899

-tl

(52.4%), 2'd 499 (28.8%)°1Ath. AF Fo SFE 1-537F 126 (74.0%) 2.2 71 &%k,
63] o2 44 (26.0%) 01Utk T W o] Al AQFH P ARES 1-5A1%F 6678(38.8%),

6~10A17F 7478(43.5%) 2.2 YEIGTE w S o] R4S AZ7E 55 899 (52.4%), 1L F3
23 F] G3HE(7.1%) 02 g o] gt wg T2 I Fojo} AEVE S5 9
3 HEsIAth AR £ AZE QAEYlo] 89 (524%) 2.2 7 ©okal, dAFAE I SH
(WPL)S W3 3l 2oty 847(49.4%), ANTEolty 867(50.6%) 2% LFEFE
TS EA 87H(51.2%), TH 4378(25.3%), AW/ 368 (21.2%) =& LEIGT

A
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Table 5. Characteristics of User Participation

Division N % Division N %
Keeping healthy/
1 year 89 | 524 ping fealtlly 4| 24
healing
Interpersonal
Participation 2 years 49 28.8 . . 6 3.5
relationship
period
3 years 22 12.9 Leisure activities 7 4.1
Purpose
Participation in
over 4 years 10 5.9 . 63 37.1
educational program
. Acquisition of
Participati 1~5 times 126 74.0 . . 89 52.4
articipation professional skills
annual -
6~10 times 17 10.0 Etc 1 0.5
frequency
11 times or more 27 16.0 Internet 89 52.4
1~5 hours 66 38.8 People around me 63 37.0
Experience Information .
. 6~10 hours 74 43.5 . Mass media 7 4.1
duration collection
11 hours or more 30 17.7 Brochure 2 1.2
Alone 87 51.2 Etc 9 53
Couple/Friend 36 21.2 Visit First time 84 49.4
Companion Colleague 43 253 frequency Return visit 86 50.6
Group travel/
4 2.3 Total 170 | 100.0
Tour Package

3. AFA g gy BA

Au|2~Ede gigh 8084 S AAS A= Table 63 2t} QA9 g 7HsA
o] AARAI EF=FA FHEA Y KMO (Kaiser-Meyer-Olkin) S5 0.943, Bartlett®] 734
AAAA = 210.000, 1% FrolFEol A BAACE Fotinh A HE5E flal Wd o
GE A Ay, Mul2EFd T FEA8L 0887, 41F
23 0.861, -S4 0.890, EAIA 0.869, 24 09192 YER} =F AlFgAo] R E AT

TS QRIEA S AAF A} Table 73 2t} Q1B A& JlsAe HAA
I B2F2YA A9 KMO (Kaiser-Meyer-Olkin) S5+ 0.841, Bartlett®] 734 X
% frolFEdA BAHCE fFostdnt A AF5S 28 Uy g4a8S

= £ SAT A 0.898= YERY AlF o] SREQIT. 18a A
HEoTE= QRIEAN A& 7leAe AAYZAF 224 FAA 2] KMO (Kaiser-Meyer-

ANerr
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Table 6. Reliability and validity analysis of service quality

Variable Factor loading Eigen-value % of Variance | Cronbach’s «
ATI1 0.707
AT2 0.789
Tangibles AT3 0.746 3.525 16.785 0.887
AT4 0.563
AT5 0.730
ACl 0.693
Reliability AC2 0.756 2.629 12.521 0.861
AC3 0.508
ARI1 0.675
. AR3 0.736
Responsiveness 3.790 18.049 0.890
AR4 0.774
AR5 0.670
AF1 0.560
Assurance AF2 0612 1.924 9.160 0.869
AF3 0.524
AF4 0.517
AE1 0.748
AE2 0.722
Empathy AE3 0.798 4.487 21.368 0919
AE4 0.725
AE5 0.671

Note: Kaiser-Meyer-Olkin Measure of Sampling Adequacy=0.943, Bartlett’s Test of Sphericity Approx. Chi-
Square=210.000, Sig=0.000

Table 7. Reliability and validity analysis of customer satisfaction

Variable Factor loading | Eigen-value | % of Variance | Cronbach’s «
CSl1 0.899
CS2 0.907
CS3 0.893 3.672 73.437 0.898
Customer
Satisfaction CS4 0.711
CSs5 0.860
Kaiser-Meyer-Olkin Measure of Sampling Adequacy=0.841, Bartlett’s Test of Sphericity
Approx. Chi-Square=626.815, Sig=0.000
RI1 0.876
RI2 0.719
. RI3 0.852 3.470 69.401 0.878
Revisit
I . RI4 0.873
ntention
RIS 0.834
Kaiser-Meyer-Olkin Measure of Sampling Adequacy=0.870, Bartlett’s Test of Sphericity
Approx. Chi-Square=467.733, Sig.=0.000
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Olkin) 25+ 0.870, Bartlett®] 7384 AR = 467.733, 1% 524 BAZ O F9]
Stk AR AZS S8 Nd dBHLe S P A U9E 29T A
[e)

0.878% YEhY} AFAHS sty gt

N

T8 28]l o FEAo] A=A FRISH7] 18l Pearson FTA o] #4172 3= Table 8
I 2o A2, IATEE, AT HASHe AHADAV dEE Fov]sk &
Al 3 Q =°] JUYAITE, EA5

% Z|SX(VIF) Zko] 2.421~5.1530.2 2% 10 ©]3}
o= FIHAH.

Table 8. Correlation results

Correlation coefficient

Correlation coefficient Mean | S.D.
1 2 3 4 5 6 7

Tangibles 4.388 | 0.602 | 1.000 - - - - - -

Reliability 4.559 | 0.526 | 0.704 | 1.000 - - - - -

Service

| Responsiveness | 4.604 | 0.515 | 0.625™ | 0.735™ | 1.000 - - - -
quality

Assurance 4.610 | 0.497 | 0.692" | 0.815™ | 0.836™ | 1.000 - - -

Empathy 4486 | 0.616 | 07127 | 0.726™ | 0.744™ | 0.781"" | 1.000 - -

Customer satisfaction | 4.576 | 0.559 | 0.669™ | 0.719"" | 0.760°* | 0.809" | 0.830" | 1.000 -

Revisit intention 4.476 | 0.574 | 0.542" 1 0.615™ [ 0.635™ | 0.610™ | 0.667"" | 0.749™ | 1.000

Note: ** p<0.01, VIF (Variance Inflation Factor)=10
5. d7my 7MAA
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Table 9. Effects of WPL service quality on customer satisfaction

Unstandardized | Standardized
Depe?ndent Indep.endent coefficient coefficient fevalue | p-value VIF Hypot.hesm
variable variable testing
B S.E. 8
(constant) 0.252 | 0.209 1208 | 0.229 - -
Tangibles 0.041 | 0.055 0.044 0.736 | 0463 | 2421 Reject
Customer Reliability 0.020 | 0.075 0.019 0265 | 0.791 | 3.462 | Reject
satisfaction | Responsiveness | 0.143 | 0.079 0.132" 1.819 | 0.071 | 3.619 | Accept
Assurance 0.335 | 0.097 0.298" 3434 | 0.001 | 5.153 | Accept
Empathy 0.413 | 0.062 0.455™" 6.629 | 0.000 | 3.228 | Accept

R>=0.761, Adjusted R?>=0.754, F=104.523, Sig.=.000

Note: *p<0.1 **p<0.05 ***p<0.01
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Table 10. The effect of customer satisfaction on revisiting intention

Unstandardized Standardized
Dependent Independent coefficient coefficient Hypothesis
- . t-value p-value .
variable variable testing
B S.E. B
(constant) 0.956 0.242 3.956 0.000
Revisit
. : Customer .
mtention o 0.769 0.052 0.749 14.674 0.000 Accept
satisfaction

R*=0.562, Adjusted R*=0.559, F=215.339, Sig.=.000
Note: *p<0.1, **p<0.05, ***p<0.01

3) MHIAZZo| MYRel =0 0lxlE A
AAETEWPLY) A 2E Qo] AFEo 2ol mAE FaS sefsl] 91 3

RS cRY d
AFAFZWPL) ARl2FA S SHASR AL EE FE5UTE A8 1F3)
A Z H

A 7
EXAS A% A¥= Table 113 2t} d44 ‘% SZ(WPL)S] Au|2=E o] AR =
of MlAl= FFE A5 A, 4] A Es F=33.144(Sig=.000)2 W53, 2
AE 487%= Yetwt 7HE ASA R A@H(ﬂ—l% p<l), t-&3(B=264, p<.05),
T (F=369, p<.01)°] AFEIE Folg A+ TS PIA= AL2E Ve v
. FEA(L=031, p>.01), FAA(L=-.082, p>.01) ALE =0 23 FgS n]2]A|
RS AOE UELT
Table 11. Effect of WPL service quality on revisit intention
Unstandardized Standardized
Depe.ndent Indep.endent coefficient coefficient f-value | p-value | VIF Hypot.hesis
variable variable testing
B S.E. 8
(constant) 0.900 0.309 2913 | 0.004 -
Tangibles 0.029 0.082 0.031 0358 | 0.721 | 2421 Reject
Revisit Reliability 0.216 0.112 0.198" 1.935 | 0.055 | 3.462 | Accept
intention | Responsiveness | 0.294 0.117 0.264" 2.522 | 0.013 | 3.619 | Accept
Assurance -0.094 0.144 -0.082 -0.653 | 0.515 | 5.153 Reject
Empathy 0.344 0.092 0369 | 3.726 | 0.000 | 3.228 | Accept

R?=0.503, Adjusted R?>=0.487, F=33.144, Sig.=.000

Note: *p<0.1 **p<0.05 ***p<0.01
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4) THokse| OET HE B
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o] BAH Fo]4dE& A5 ) Sobel testS AAT AT Table 113 2o} dutzo=z
Sobel testE F3 i

-

=

AEE z23k0] 196K T IZAY 196K T 2o W A RI}Ho] 7] ZhE o

MEaR7t FAFCRE Fofsitta BHd 4 dth(Baron & Kenny, 1986). Sobel test 753

Ay Aul2=Fd 8Rl FAA W34, S, T30 AFEEete] BAA AT

o] BF& wiaRrt BAHCE Fold Zo=w

ol IARELE Wi EAT} flE 2
ol ARIAFE 8%l FoA AAE
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2}

Aol Yake vhe] FLa=Ad w

Service Quality
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|

Fig. 2. Hypothesis verification result.

Table 12. Significance test of mediation effect (Sobel test)

Mediated Effects Path SS,[ZEELJFZS; p-value l\glevci;i[f
Tangibles — Customer Satisfaction — Revisit Intention 0.740 0.230 Reject
Reliability — Customer Satisfaction — Revisit Intention 0.266 0.395 Reject
Responsiveness — Customer Satisfaction — Revisit Intention | 1.732™ 0.041 | Partial mediation
Assurance — Customer Satisfaction — Revisit Intention 2.987"" 0.001 | Partial mediation
Empathy — Customer Satisfaction — Revisit Intention 4439 0.000 | Partial mediation

Note: *p<0.1 **p<0.05 ***p<0.01
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