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ABSTRACT

This paper examines the casual relations among service quality, perceived value and satisfaction from the perspective of Job Fair
attendees. Numerous studies have been conducted in the field of perceived value and satisfaction. This work would be the mere
contribution in the literature development but surely contribute to the better development of service providing sector to create better
quality, value and satisfaction. A framework suggested that personal service, touristic attractiveness and physical environments were
turned out to affect positively on the perceived value and satisfaction. The service providers should concentrate on developing the

issues.
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1. INTRODUCTION

providing appropriate information for the curreime, as well
as promoting the information circulation; it alsashstrong

Due to an increasing number of young, unemployed characteristics of human service industry. Hendejsi a

graduates each year, it is becoming more diffifarluniversity
students to make their debut in society. AlSGraduation
equals Joblessnéss a popular saying around universities
today, reflecting the severity of the unemploymenbblem.
Thus, when choosing a college, students tend tédeleon
majors that have a higher rate of employment, withouch
consideration of their aptitude [1]. In additiontt® decreasing
of jobs among the youth,decent job$, traditionally occupied
by holders of higher education, are also decreasing to the
recession and changes in the forms of employmenmnajpr
companies. This has caused the demand-supply neisniat
the labor market for the highly educated person@p
Therefore, universities are trying to solve the mpkyment
problem through various programs, offering emplogime
support for students who wish to acquire jobs.

A part of the universitiésemployment program is a job fair,
which provides benefits for both the students am t
companies attending. The job fair is useful fodstts since it
is easily accessible, and it provides them in-depfbrmation
about various companies. Furthermore, studentsaaa their
vague anxieties about employment
programs at the fair. Participating companies étso the job
fair beneficial, for it can publicize and incredbeir value; the
fair provides them with an opportunity to share ithe
information and find more suitable employees oe. sit

Moreover, the job fair is a knowledge-based industr
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characteristic of job fairs to require evaluationtlee positive
and negative results of their events.

This research theoretically exams the effects efgérvice
quality of job fairs on the value and satisfactimerceived by
the participants of the fair, and based on thewaktback
ground, it will seek to verify the structural eqoatmodeled on
a casual relationship. The purpose of this resemrdhst, to
verify whether the service quality of the job faiffects the
value and satisfaction perceived by the participantd second,
to investigate the effects of value on satisfaction

The results of this research are projected to taksists to
prepare more effective job fairs, with deeper ustderding on
the views of the participants. It will also contrib to the
enhancement of the perceived value of the attenctingpanies,
by helping them achieve improved service quality.

2. THEORETICAL BACKGROUND
2.1. Service Quality, value, and customer satisfaction

Service quality represents the consumgrerception on the
service provided by a company or a group, andnigoitance
of service quality has been discussed by many achdB]
Generally, service quality is a primary factor iacitling the
service satisfaction. For example, consumers, @peng
satisfaction in the service provided, made repeptedhases or
were found to be loyal to certain brands.

The perceived quality, according to Grénroos [4], the

consume's subjective assessment of products or brands, with
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service quality, where the service quality is peeg by the
understanding of the concept and meaning of theymts or
brands.

Generally, service quality is assessed in five eddfit
criteria: empathy, assurance, tangibility, respegrsess, and
reliability. Later researchers compared and accdeste
expected service and the actual service perfortmedsing the
SERVQUAL model.
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of existing customers, reduction of costs in mankgfailures
and in generating new customers, and the improveofethe
companys overall image [8].

However, it is difficult to objectively measure thencept of
satisfaction. Thus, the result of subjective judgtnehrough
human psychological process, is used to measuisfasdbn.
A typical method of measuring satisfaction is tonbine the
satisfaction based on experience with the ovewisfaction

However, in this research, the five criteria of the from the items, in which the satisfaction and juégts are
SERVQUAL model are modified as an assurance of perceived.

information, human  service, accessibility,
environment, and tourist attraction, to suit theppses of the
research.

Competition in todals market is rising more than ever, since regarding

physical

Accordingly, in this research, in order to underdtaelative
relationships affecting the perceived satisfactitwe, following
criteria are added in measuring satisfaction: feati®n
service and satisfaction regarding playsic

the consumés desire for products and services with value are environment. The two criteria will measure the péred value

growing, and various workers have different viewstloe value
of the customer. Hence, it is important for senpeceviders to
faithfully play the role of representing the custom

Rajendran & Harharam [5] asserted that the percerahge
is the greatest predictor in customer satisfactam that the
manager and researchers should focus and
understanding the preceding variable of the peeceiralue

Value is a significant predictor of individual &tiile and
behavior, which affects not only the choice behawb the
customer, prior to purchasing, but also the cust@me
behaviors subsequent to the purchase, such aspnmrst
satisfaction and returned visit.

of the participants at the job fair, detecting #féects of the
physical components of the fair on the participamisiotional
judgments, made through cognitive processing.

2.2 The Relationship between per ceived quality and value

research o

Regarding the causal relationship of service quadind
value, Bonton and Drew [9] stated that the servicality
works as the predictor in service value. This viewn the same
context with what Lee and Kim [10] had found frommeir
research on hotel customers nationwide; they hadouered
that the service value was the mediator betweancsequality

However, when measuring perceived value, it can beand customer satisfaction, causing the mediateceff

difficult to conceptualize the value or to definte operation.
One of the ways to alleviate this difficulty is tietermine
whether the measured value is realized in the ptasein the
future. If value is measured only in the preseiithiw a limited
range, where it is judged to have been formed faoome-time
deal, errors can occur, where potential value deumined and
value is over or under rated. Thus, it is cruc@ldetermine
whether the value can be measured from a certaint jpotime
or if it should continually be measured and asskssethods
for evaluation should be sought according to tleieination.

In this research, the value of the cost properiesseived by
the participants of the job fair will be fabricatddhsed on
previous documents. Companies in current society tiset
achievement of customer satisfaction as their pgrgaal, and
most of their activities surround in maximizing thestomer
satisfaction. Hence, many researchers have beekingoon
this subject for a long time.

According to Oliver [6], customer satisfaction is a
psychological condition, where the customer expess

something different from what was expected from the

consumption. The most widely used theory for expg the
process of customer satisfaction is the Expectdlisorepancy
Paradigm [6][7]. According to this paradigm, cuseysform
certain expectations after consuming a productsaraice, and
customer satisfaction is determined when the custem
compare their expectations with the actual perforceaof the
product or service.

Companies with high customer satisfaction gain wexrio
advantages and benefits, such as, advancementsitonuer
loyalty and financial profits, reduced price seingit, retention

Furthermore, Lee and Ulgado [11] presented that the
consumers use the cancellation effect when judtfiagservice
value, counterbalancing the positive factor of menquality
with the negative factor of paying the price. Ttadyo pointed
out how the service value can be measured fronpéheeived
difference between expectation and service reswhgere
service quality, time, and price are the deterngactors.

Another research, centered around fitness clutsgrobd the
causal relations among service quality, serviceajatustomer
satisfaction, and customer loyalty and found th tausal
relation between service quality and value, posijivaffect
empathy, assurance, tangibility, responsivenegs,ralmbility
[12]. Moreover, Ghi and Lee [13] conducted a resleann
brand coffee shops, to study how perceived qualigy brand
image affects the perceived value and loyaltyhkirtresearch,
the perceived quality was found to have positiea$ on the
perceived value and loyalty of the customers. Toiowing
hypotheses are made for this research, based aoyusky
stated research findings.

Hypothesis 1: Perceived quality on the assurance of
information will have a positive effect on value.

Hypothesis 2: Perceived quality on human servidehaive
a positive effect on value.

Hypothesis 3: Perceived quality on accessibilityl vave a
positive effect on value.

Hypothesis 4: Perceived quality on physical envinent
will have a positive effect on value.

Hypothesis 5: Perceived quality on tourist att@ctiwill
have a positive effect on value.
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2.3 Relationship between perceived value and satisfaction

Rajendran and Harharam [5] emphasized that the ipette
value is the most important predictor and that ¢kecutives
and the researchers should pay attention to urahelisiy the
antecedent of perceived value. Generally, valuebeadefined
as an expected benefit or gain through productesices [14].
Value is perceived as an importance to consumetsgvs an
important preceding variable, which effects the stoners
actions before and after purchasing, including amst
satisfaction and revisits. The following is a hypegis of this
study, based on preceding research, regarding dahes \and
satisfaction perceived by the participants of titefpir.

Hypothesis 6: The value perceived by the partidipaf the
job fair will have a positive effect on satisfactio

Information
Assurance

Accessibility
Physical
Environment

Tourist
Attraction

Perceived Satisfaction
Walue

Fig. 1. Research Model

3.METHODOLOGY

Chung-Ang University has been annually hosting jalosf
for the last four years. The following is a brieihsmary of the

extracted from preceding researches [Bpr the perceived
quality factors of the host city, 16 questions wasked, using a
5-Point Likert scale. The composition of the quasdi
included: Assurance of Information (3 questions), Human
Service (4 questions), Accessibility (3 questionBhysical
Environment (2 questions), and Tourist Attracti8rg@estions).
Furthermore, a factor analysis was done to obsthevealidity

of the concentrated variables and the distinctatédess, and two
questions, one from Human Service and another ffonrist
Attraction, were eliminated while the remaining ddestions
were used for the analysiSor measuring the perceived value
of the results, three questions were asked, usirgPaint
Likert scale. The questions asked pertained tactmyentions
support service and price value, the physical emvitent of
the convention center, artle attractiveness of the city [15].
The resulting variable of this research, the sattéhn factor,
was assessed with questions on overall physicdta@maent,
support service, and the price value, which areomfgctors
affecting the continuity of the fair. There wereeé questions
total, using a 5-Point Likert scale for measurement

4. RESULTS

In this research, reliability of the measuremengglenon the
research variables, are verified by finding the ®smfis
Alpha, based on an average correlation, since ath dre
standardized. Also, exploratory factor analysis andelation
analysis were conducted for the research variables
discriminant validity and analysis of relations rfR@rmore, the
research model used for the final analysis wasedestith
AMOS 4, for model structure testing. Thus, eachdtlypsis
regarding the relationship between variables wstede and the
relevance of the model, including relations of edkearch
variables, was confirmed.

4.1 Research sample

2009 Job Fais event size and content. Doosan, Samsung, and

48 other companies attended the job fair, and ald&®m0
people have signed the guest book. However, inoguthose
who did not sign, the number of participants gseaticeeds.
Events at the job fair included: the Opening Cergmon
Recruitment Hall, Consulting Hall (Aptitude Test with
fingerprint recognition, Cover Letter Clinic, Inteew Image
Consulting), Event Hall (Free Resume Photo Studiakddip
Beauty Clinic, Job Fortune Event Hall), and preséomabf
mentos and raffle prizes (Nintendo, Electronic Dicary, MP3,
Culture gift certificate, etc.).

This research was done on the students and joerseako
attended the 2009 Job Fair at Chung-Ang Universityich
was held from SeptemberY3to 4" at the Seoul campus
gymnasium. When the participants were exiting the, they
were asked whether they received beneficial empémym
counseling at the fair. The research was also sgdao them
and then asked if they would like to participatbpat 224
agreed to participate in the research. 100% o&mdiwers by
the 224 participants were used in the analysis.

In order to analyze the samjge demographical
characteristics and participantmformation, this study used
descriptive statistics analysis and frequency aigly

There were 244 participants who responded to timeegu
with 107 men (47.8 %) and 117 women (52.2%). Actaydo
the demographic variables and characteristics dfcgzation,
the desire to participate in social activities aopd to be
higher among women.

The number of interviews, which the participantsktavith
the partaking companies, showed the particijaetghusiasm
towards employment. 65 participants (29.0%) had one
interview, 54 participants (24.1%) had three inams, 37
participants (16.5%) had two interviews, 29 paptits
(12.9%) had four interviews, 18 participants (8.08ad five
interviews, and 21 participants (9.4%) had oveiirsigrviews.

Also, for the number of job fairs attended by tlaeticipants
over the last year, including the job fair of thesearch, the
majority of 146 participants (65.2%) attended or&2
participants (27.7%) attended from two to threepafticipants

The measurements were composed around the content§yanded from four to five job fairs, and 5 pagaits (2.2%)
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attended over six job fairs. Moreover, most of plagticipants
were Chung-Ang University students, and for the miigjothis
job fair was their first time attending.

Observing the number of job fair participations fbe last
three years, including this event, the highest greiage of the
participants, 87 people (38.8%), had attended its two to
three times. Next, 86 participants (38.4%) hadnale only
once, 15 participants (6.7%) had attended fouiviotfimes, 11
participants (4.9%) had attended over six timesd &%
participants (11.2%) attended more or less or db kmow
(other).

For counseling, the field of management/clerical
accounting / marketing had the most participantth w65
people (24.6%). The next most popular field wasfthancial
business/construction industry, with 45 particigaf20.1%).
Counseling for information and communication entisgphad
42 people (18.8%), and 27 people (12.1%) partiegbamn the
counseling for the service industry/distributiondustry.
Counseling for professional/specializefucation had 20
people (8.95%) participating. Counseling for primary
industry/manufacturing industry had 15 participafés7%),
business/sales/TMS had 14 participants (6.3%), and

service/event/travel had 6 participants (2.7%).

~
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Also, for the result variable of service qualityalwe and
satisfaction are laid out. Also, the measurementiehavas
verified through explorative factor analysis, vgiriy the
variables validity of concept.

As seen on [Table 1], of the factor analysis tdbiehe total
study unit, only factor 7 in human service and dac3 on
satisfaction have values from 0.636 to 0.694; #ikep factors
have exceeded 0.7. Also, the cumulative varianctheftotal
study unit is 80.732, and the reliability of thadst units are all
over 0.735 as well. Hence, these units were verified were
used in the study as measuring units, for they dmd/ergent
validity and questions with internal consistendyatality.

4.3. Correlation Analysisand Structure M odel Analysis

The results of the correlation analysis of thealalgs used in
this study are shown on [Table 2]. According to tesults
shown on table 1, the discriminant validity is secl) for the
correlation coefficients among variables are alem0.7. This
satisfies the standard proposed by Kline [16], wtearrelation
coefficients under 0.85 are verified to have dmsanant
validity.

Table 2. Variabl€s descriptive statistics and correlation

4.2 Exploratory Factor Analysis Variables |Mean| SD | 1 | 2 | 3 | 4 | 5 | 6
l;l\'gg;:;itézn 4362 |1.077{1.000
In order to measure the service quality perceivgdthe —
participants of the job fair, this research useftilowing five 2.Accessibility) 4866 | 1.031 ) 0.238|1.000
varlablgs':. assurance .Of information, .human service, 3S-HU“_”'a” 4789 110180 0.5380.504|1.000
accessibility, physical environment, and touristaations. - Pehr""?e ;
PIYSICAL ) 107 1175 0.437| 0.341 | 0.464| 1.000
. . Environment
Table 1. Factor Analysis Table of Total Study Unit 5 Tourist
o 3.455 [1.3250.220|0.068|0.188| 0.484 | 1.000
Item Factorl| Factor2| Factor3| Factor4| Factor5| Factor6| Factor? Attraction
Human-S8| 0.842 | 0.135 | 0.155 | 0.190 | 0.143 | 0.134 | 0.063 6.Value 4.186 {1.059|0.443]0.252|0.498|0.583|0.494 | 1.000
Human-S1¢ 0.804 | 0.281 | 0.149 | 0.112 ] 0.131 | 0.031 ) 0.192 7.Satisfaction| 4.174 | 1.157] 0.501|0.381|0.568 |0.581 |0.427 |0.730
Human-S9| 0.782 | 0.201 | 0.239 | 0.148 | 0.187 | 0.029 | 0.154 — v i
Human-S7| 0.636 | 0.256 | 0.385 | 0.170 | 0.185 | -0.058| 0.000 1 p<.01.*:p <0.05, Result of the two-sidegbt
In-depth2 | 0.277 | 0.841 | 0.057 | 0.083 | 0.074 | 0.145 | 0.069
Purposed| 0.143 | 0.833 | 0.085 | 0.185 | 0.153 | 0.042 | 0.067 Furthermore, in order to prove the hypothesis isf tbsearch,
Friendlyl | 0.222 | 0.814 | 0.072 | 0.132 | 0.189 | -0.002| 0.187 a structural equation model analysis was implententa
Access2 | 0.119 | 0.121 | 0.882 | 0.051 | 0.086 | 0.031 | 0.153 general, for testing the suitability of the struetuin the
Accessl | 0.259 | -0.016| 0.830 | -0.032| 0.149 | 0.012 | -0.058 structural equation model, indicators, such as, @&FI, NFI,
Access3 | 0.196 | 0.084 | 0.817 | 0.155 | 0.065 | -0.022| 0.161 RMSEA are used. Coefficients over 0.9 is said todst,twhen
Valuel | 0.193| 0.165 | 0.058 | 0.801 | 0.241 | 0.220 | 0.167 using GFI, AGFI, and NFI, and over 0.05 is the Idea
Value2 | 0.144[ 0.152 | 0.097 | 0.773 | 0.189 | 0.250 | 0.266 coefficient when using the RMSEA indicator. The stase
Value3 | 0.257) 0.181 ] 0.057 ] 0.727 | 0.412 | 0.130 | 0.059 used for this study passed the suitability testh v@F1=0.901,
Satisfadion] 0.307 | 0.212 [ 0.212 | 0.311 [ 0.740 [ 0.091 | 0.058 NFI=0.915, and RMSEA 0.050.
Satisfaction| 0.177 | 0.125 | 0.085 | 0.246 | 0.728 | 0.291 | 0.243 Al h | ¢ chi ) ¢ int ted th
Satisfaction] 0.104 | 0.279 | 0.211 | 0.395 | 0.694 | 0.104 | 0.189 SO, the value ob chi-square 1S not Interpreted tas
Touriz | 0123 0.089 | 0085 | 0203 | 0.087 | 0843 | 0.132 measurement for a suitability test; instead, thiievaof the
Tourls | -0.035| 0.048 | -0.080| 0.183 | 0.189 | 0.825 | 0.164 sample$ size and chi-square (260.829) is divided by (146)
Physical 4| 0.136 | 0.094 [ 0.245 | 0.275 | 0.107 | 0.243 | 0.795 degree of freedom, which came out to be 1.787,rgegthe
Physical 5| 0.229 | 0.288 [ 0.049 | 0.174 | 0.298 | 0.192 | 0.713 safety of the sample for it is lower than 3.
VT9ta| 3013 | 2612 | 2500 | 2447 | 2171 | 1766 | 1547 Looking at the results of the hypothesis test, fath
ariance coefficient for the test on the effects of the imhation
Variance | 15.065| 13.061| 12.952| 12.233] 10.856| 8.831 | 7.735 )
Comiiatvd assurance on perceived value came out to be 0MREB,
Variance | 15-065| 28.126] 41.078| 53.311| 64.167( 72.997| 80.732 t=1.522. Thus, hypothesis number 1 was rejectedh&umore,
Reliability [ 0.891 | 0.871 [ 0.857 [ 0.884 [ 0.879 | 0.735 [ 0.778 hypothesis number 2 was also rejected, for the padifficient

for the test on the effects of accessibility onleeceived value
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was -0.009 with t=0.117. Conversely, hypothesis Inem3 was
accepted since the path coefficient for the effedthiuman
service on the perceived value was 0.306, with26B.and
p<0.05. Hypothesis number 4 was also accepted bectne
path coefficient for the effects of physical enwvingent on the
perceived value was 0.308 with t=2.389 and p<O\d&reover,

pursue more practical values, such as employmdpt Aéso,
human service and assurance of information wasiqieedto
be important; however, the tourist attraction anchan service
had similar importance according to the resultse Mflaxt most
important variable was the physical environmenttStesults
were possible since many people gather at job;fairss,

hypothesis number 5 was accepted given that thé pat tourist infrastructure and human service would tmpdrtant

coefficient for the effects of tourist attraction the perceived
value was 0.307 with t=3.141 and p<0.05. Lastlypdigesis
number 6 was accepted since the path coefficiernthtoeffects
of the perceived value on satisfaction was 0.8% wi12.395
and p<0.01.

[Figure 2] and [Table 3] show the organized resoftghe
research model.

Table 3. Test Results of the Structural Equation dod

Regression Standard
Path Coefficient| Error C.R. | Result
Information Assurance .
H1 0.123 0.081 | 1.522 | Rejected
— Value
Human Service
H2 0.306 0.094 | 3.267 | Accepted
— Value
H3] Accessibility — Value| -0.009 0.076 | -0.117| Rejected
Physical Environmen
H4 0.308 0.129 | 2.389 | Accepted
— Value
Tourist Attraction
H5 0.307 0.098 | 3.141 | Accepted
— Value
H6| Value—Satisfaction 0.894 0.072 | 12.395 Accepted

CMIN=358.172, df=158, GFI=0.866, AGFI = 0.821, IBI831,
CFI=0.931, RMSEA = 0.075

""" Ferceived } )
¢ Value Satisfaction
: 0,624

{t=12,395)

Fig. 2. Research Model Results

5. CONCLUSION

Aligning the results of the hypothesis in the oraérthe
regression coefficients, the tourist attraction treelmost effect
on value; human service had the second most effeatalue,
and physical environment came third.

It is ironic how the tourist attraction was the ajesst
effecting variable on the perceived value of thetipi@ants of
the job fair, when usually the participants of jlalirs seem to

factors for perceived value.

Tourist infrastructure and human service seem te leeen
viewed as important factors for perceived valueaione of
the characteristics of job fairs is that it gatherany people.
Hence, the physical environment of the place, whire
information is provided, was also viewed as an irtgod factor
in perceived value. Furthermore, such results aprirow the
participants, who have come for practical employimeeeds,
still desire to obtain information and consultinga pleasant
environment.

Furthermore, in the hypothesis, the assurancefofnration
was predicted to be an important variable in peszkivalue.
However, its effect was minimal, according to tlesults of
this study, since the companies that attendedadibdsgir were
mainly the natiois leading companies, where many already
perceived them reliable for information assurance.

Also, accessibility, though it is an important factfor
perceived value in all events [1][14], did not aff¢his study,
for the job fair took place inside the universitydamost of the
participants were its students; thus, it seems ttrad
accessibility was not recognized as an issue forgpesd value.

The current study contains a number of limitatidhat
should be taken into account when interpreting ribgearch
findings. First of all, the study’s sample was eoted from a
single 2009 Job Fair at Chung-Ang University. Theosel
research limitation involves the number of samplee number
of sample is 244, which are not enough size forStrecture
Model Analysis with 7 variables. The both resednafitations
above could reject the Hypothesis 1 and 3 (the atnud
information assurance and accessibility on perckeivalue).
Future studies need to extend the relationship tk@rojob
affairs. Moreover, future studies should collecgéa samples
in order to make the research results sable.

In general, the regression coefficient and t-valaee
proportional. However, this study showed an exceyti case,
where the regression coefficient and t-value did mave a
proportional relationship: the regression coeffitiand t-value
from the effects of tourist attraction and humamvise on
perceived value, did not have proportional relafop to each
other, although their values were close.

Similar to preceding studies [1][14][17][8], thiesearch
showed that the perceived value had a positivecteftsm
satisfaction. This study also proposes that in rofolethe host
of the job fair to raise the participantsatisfaction level, a
managerial and strategic approach would be neededprove
the level of tourist attraction, human service, gutiysical
environment, which affect the participaniserceived value. In
addition, future research should implement a widerge of
studies, comparing the service quality and perceivalue,
according to characteristics of the events.
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