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Purpose: This study intends to provide optical shops owners with business strategic implications for enhancing service
quality by empirically analyzing the influences of optical shop’s service quality on customer satisfaction and loyalty.
Methods: A survey was carried out targeting optical shop’s customers, then frequency analysis, reliability analysis,
factorial analysis and path analysis were conducted through SPSS 20.0 and AMOS 20.0 statistical package. Results:
Service quality turned out to have positive impact on customer satisfaction and loyalty. The service qualities which have
positive impact on customer satisfaction were outcome quality, interaction quality and physical environment quality
respectively, while those with influence on customer loyalty were customer satisfaction, interaction quality, outcome
quality and physical environment quality respectively. Conclusions: Improving and differentiating service quality have
proved essential in meeting customer needs and succeeding in a rapidly changing business environment. As competition
intensifies, marketing strategy which are customer-centered as well as consumer-oriented has to be established by gaining
competitive advantage that can be differentiated from other optical shops through improvement of service quality.
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Fig. 1. Research model.
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Table 1. Operational definition of variables

Concept Items

Number of items Reference

The latest equipment
Physical environment
quality Variety of products

Location

Clean environment & atmosphere

Speed of service

Professionalism of optician

Fulfillment of promise
Kindness of optician
Spontaneity of optician

Interaction quality

Understanding of customer desire

Reasonable price

Outcome quality Desired level of effect

Desired level of service offer

4
Kim and Kim (2014)P"
6 Kim (2011)4
Brandy and Cronin (2001)!
3

Overall satisfaction of service
Accordance with anticipated service level 3
Satisfaction in terms of time and cost

Customer satisfaction

Kim et al. (2013)2
Lee and Lee (2012)1*
Cronin and Taylor (1992)!

Recommendation by others

Customer loyalty Revisitation intention 3 Bowen and Chen (2001)*"
Affection towards the optical shop
3. REST X By 2 MEE U ElEh By

ATE AL W AR AL BRA WA A SNG) B W) Slel BaE auae
AU 0w ATAT RS ARE AT AT, 2wk Aok Cronbachs @) AEkE 574
2016 99 18UFE] 109 1697bA] oF HETE & 220 3] AFE £498 SFth QA4S TR (PCA)
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Table 2. Demographic characteristics

) . Percent
Classification Frequency (%)
Male 99 474
Gender
Female 110 52.6
20-29(yrs.) 91 43.7
30-39(yrs.) 75 35.8
Age
40-49(yrs.) 32 15.3
50(yrs.) over 11 5.2
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Table 3. Factor analysis and reliability analysis

Factor Items ll(:):(clgﬁrg Eigen value variance CronZach’s
The latest equipment 0.757
Physical env.ironme_fﬁ Clean environment & atmosphere 0.741 5705 10,346 0815
quality Variety of products 0.702
Location 0.669
Speed of service 0.607
Professionalism of optician 0.723
Service quality Fulfillment of promise 0.701
Interaction quality 3.206 22.929 0.742
Kindness of optician 0.735
Spontaneity of optician 0.636
Understanding of customer desire 0.687
Reasonable price 0.859
Outcome quality Desired level of effect 0.832 2.512 17.965 0.779
Desired level of service offer 0.721
KMO=0.921, Bartlett’s test (x>=3336.104, p=0.000)
Overall satisfaction of service 0.701
Customer satisfaction Accordance with anticipated service level 0.699 3.159 81.451 0.876
Satisfaction in terms of time and cost 0.759

KMO=0.882, Bartlett’s test (x>=1680.039, p=0.000)

Recommendation by others 0.798
Customer loyalty Revisitation intention 0.759 2.905 74.890 0.821
Affection towards the optical shop 0.710

KMO=0.874, Bartlett’s test (x*=3421.226, p=0.000)

Table 4. Hypothesis verification result

Hypothesis Path coe];gtchient CR Verrii'lscueﬁion
Hypothesis 1-1 Physical environment quality — Customer satisfaction 0.273 2.155%* Adopt
Hypothesis 1-2 Interaction quality — Customer satisfaction 0.546 3.593%* Adopt
Hypothesis 1-3 Outcome quality — Customer satisfaction 0.694 5.136%* Adopt
Hypothesis 2-1 Physical environment quality — Customer loyalty 0.246 3.821%*x* Adopt
Hypothesis 2-2 Interaction quality — Customer loyalty 0.342 3.950%** Adopt
Hypothesis 2-3 Outcome quality — Customer loyalty 0317 2.021%* Adopt

Hypothesis 3 Customer satisfaction — Customer loyalty 0.401 4.080%** Adopt

¥*=425.350(p=0.000), RMR=0.045, GFI=0.915, AGFI=0.892, NFI=0.930, CFI=0.901

**p<0.01
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