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The influence of the information exchange Of customers

participation on WOM dissemination

Student: An-Tei Tai Advisor: Prof. Chien Heng Chou

Chinese Culture University

ABSTRACT

In the era of thriving service marketing, the word of mouth has become one of the
key factors of a consumer’s decision for shopping. However, the conditions, including
consumers’ spending power upgrade, competitors’ continuous efforts for creative prod-
ucts, and innovated technology, have made consumers turn to more active roles from
choosing products to participating in. the production process. The purpose of this
study is to investigate the consumers’ willingness to spread word of mouth after enter-
prises provide products or service that meet both needs through information exchang-
ing process involving consumers’ participation.

This study is focused on the opinions of the customers on food and beverage by
means of structured questionnaires, with a total of 600 distributed questionnaires and
500 valid ones returned. The research results'show that the exchanging information
of customer participation is positively related to the dissemination of word of mouth.
All of the research results support our hypotheses. Theoretical and practical implica-

tions are also discussed.

Keywords: Exchanging information of customer participation, Word of mouth
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A SR RS AL Avan A o Flt o 3 LR g MR
AR S R DR R § B R R
ik FARRARR o U ABOE DE B AR ¢ AR
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44 4x4 (Gilly et al., 1998) -
T o~

Fla CROTEE T 2 TREAF[FE YR KT &
o B 8 9% ¥ W & (Silverman, 1997; Gelb &
Sundaram, 2002) - f§ H &3 > S 4F e M3 ok p ELP o
SHARL A EASAE B Lk F T (Emanuel
Rosen, 2001) > % # & & 7 & 4 podt & IR R DR
(4”_4. Pogb 3 48 ) R (o2 §F 2 RE) 44

a2 m:é"_ﬁ; F ¥ (Westbrook, 1987) -
B AHmEFDR T G S AT AR § =
(R gf) a2l gFrbmiza i 5 £REY F F

%27 (participation) 277 $evy 2 A8 5 v m §F 5 4 B 4 o
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Fl2 A8y 3 ¥ A B EPRIRDEEZ - 0 TR E
&7 AR 8 A PRFFen @i iE 42 ¢ (Parasuraman,
Zeithaml, & Berry, 1985 ) 7 Pine and Gilmore (1998)3% & %8 5%
& 7APF % (experience economy) © S K §Ro T SR A 5 HE
B-x p R0 R A (commodities) ~ 4 1 %13 eh A& F-(goods) ~ PR
IR Se(services) * B [ &-(experiences) ¥ = < 4 0 I iy
N EA SR AR RARE R B AR GRS B
B d g AR 2 (T £ R E R -

Schmitt (1999):% % 9_56%1?}‘?}?5?5% AP R o Sd
FEE SRR RIE S f R BT
MR TEA R, TR zuﬂ AR S AR IR o 2 1
BT % 2 AP R SRA F(2 T £ 2000) £l F e )
PR FH A AR EEAOMERSS 0 o 450 R
W s R 7 IR R H DI AR R

-~

—_\
—\

ﬂipiaipiﬁgﬁﬁifﬂiﬁ’*%%@gﬁ
P2 PR AR LR PHFAFIZ A G 4 %
- SRR

z

kp % 4-# (customer participation) %3# > § %45 %

m&é}ii’ﬁf AE R IRATNT o0 F A et ;g s A u
% (Campbell and Cooper, 1999 ) ~ kg & %22

(Lin and Germain, 2004; Martin and Horne,1995; Alam ,
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2006 ) ~ £ % £ F B % (Neale and Corkindale, 1998; Ander-
son and Corcca, 1993; Muller, Wildman and White,
1993)~ ¢ * & %27 (Kaulio, 1998 )~ kg % = F # # (Blazevic

and Lievens, 2007) £ B e T hod 220
% 2- & &

.
Y
2 BE S8 L

-

iy 5% i Tk
1982  Mills and Mo- ARE % %-¢ REREE AL DT RSLY 4 > A
berg (customer par-  BEE S8 eh- fa355% P 3|3 FTME
ticipation) o
1985 S@lpakit and BEE %4 TR e 52 BAMPE ¢ A
Fisk (customer par- N T
ticipation) B B A=
1990 Kelley, REE S22 1A BN IRFEY N5 v 5B T D
Donnelly and BREZFIHOYS Z3NLT 5
Skinner JRI:AZ &0 FIREE S8/ 5 4 b
2REE FEV UEBFMED o
1993  Anderson and  REE E R PR TF LA E R Y F 0L
Corcca Ao FRET -
| PRI 12 AR ALY o
R - AR o
1993  Muller, Wild- g% xdF B3 REE X e B AP 00—
man and White elagEd o AR %i’rﬁﬂﬂ*ﬁﬁp:}n 1
P S B ARR
1994  Cermak, File, REE S8 1. &2 .f» il ~ o
and Prince MU EFE LS RS
F-BAARZ2 LS -
SREE S AT RIE e
A REE S8 ihg MEIRIE LY L%
€& o
1995 Martin and REE 83 REEILE F~ 2B en 30 f8 37
Horne PRI E S o
1998  Neale and REE £ S PR EH SRE N T 8- B
Corkindale LR EFEFBFEE LT ApEY
1 SRS ¥ R S L
AR - AR R o
1998  Kaulio i K g REZ B4R B o
1999  Campbell and  Bg %35 LB % REL RS EmF L N1 iR %o
Cooper FEBPEITA T2 EF o
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F4 22 HERE LA
2000 RischRodie and #f % %22 BEERINEREL T RSELES
Kleine Ao fdEeTa ~F Fe o 23 AN
B o TR e
2001 Har- HE 32 HEHEEn G Lo MER T
ris, Harris, an B0 FlEREE RS 4 A PRGN
d Baron Ao ARG LG R RAEDEY [ H
U E T Y-S O e
M %o 5T AT E L RS o
2004 Lin and Ger-  Rg% %82 - ﬁ%‘éﬁé%ﬁé -,';E’EE’%:—*‘}FF”’;\;X
main OB ELASETE R AR
BREE LR LT *”“#&fw
DR ST e
2006 Alam RE 48 AR IRAR BB B CFL) M
LER 2BLFTE XNTH AR
T TR E BT R R AT
A B PR o
2007 Blazevic and AE%E E A AE REZ Y 5367 fiE A2 4)3 1 370
Lievens T o
AL kR AT BT
Risch-Rodie and Kleine (2000, 3% % Af £ %4 fﬁ@'\— {7
3Jéﬁﬁ£ d BEE A iR T R e i E A HIRIE A A e
BRF AP A EFE DL ORI R Bt e o
Claycomb, Lengnick-Hall, and Inks (2001) 3% 5 #f & 542 &4
RELFEH» BRI AAZEIRIBZY Eenfm i » & F ;%%’E’ PRAR {a
A~ p e RPRFEA B X & iF o @ Silpakit and Fisk (1985):#-

REZ %83 & 5 = 7% 4 (Effort)£2 # » (Involvement) °
CREE SR ORA oAy R AR B T R
L 7"7 CREE APRAREARY RS 4 hi ) o
LIRFHEALY M E PR g T foeh
R s BRI A A Ao B LB AR AL g
e i3 o
Hubbert (1995) & p& PRI %8 % e 7 e H-fE Z
PSR R AR

B

7N

o

I:g A}

TR

- 18 -



F

Fi-~¥48FEFTR
PN FIPRFFA|E TRARAR > IR EBAPRGEG A 0 Bde 3 E
(R
(Z) BREEE %

—E’ﬁ:#—i’- ;E_ﬁ_p"}’mﬁr.é‘

Kellogg,Youngdahl and Bowen (1997)%—)%_;? Z
SRR G A S A

(- ) ¥ % # ¢ (preparation)”
Ap AR E AR A g KT B AP B e TR %%-”Eﬁ@
PRI B A & DA 5 2 JRAE o
(=) &= M % (relationship building ) :
T AR R BIRAED B LAY BB T E A RA
L FHIRIR S VM
(= ) T 2 # (information exchange) :
pHEfCRL RS ﬁd‘ﬁﬁ”Aﬁ’%@@
B Fr R BIRIA R R E B RAE L T e
Mh}@*ﬁﬂ%%@ﬁﬁﬁégo

(z) +9 (intervention) :

FRAEE hEp Y 2 R £ JopRir .i» Y
}"

RPE g%ﬁﬁﬁﬁ?%’jﬁy&§§?o
Ennew and Binks (1999 ) 7 #-gg £ %22 > & 5 FaA AL % ~
FTEAREARIEZ BiEe o
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(- ) F# 4 % (information sharing) :
ARFMEE Fo TR ESIRBE LT R
(=) B 75 (responsible behavior)
MR E R 1 e (6 blde f Az p AP AR5
ERKFZF e
(=) A%R3F

( personal interaction ) :
PR S AEMGEE > fitiE (trust) s ¥R
(reliability ) ~ & 3% (support) ~ & i¥fic & (cooperation )

B s# {4 (flexibility ) % Kz (commitme) % o
GRS

N
o

L i T TR gL bk

7h

£

blde ¥ R ER AP > 2P T F Y
F3AIE
228 B FI AT 2L F 0 BT RS
%?éi{ﬁ%mWﬁOM%!ﬁﬂk%ﬁT%
P g A e P A B AR & o
Fl A 3 5 4F 31 Kellogg,Youngdahl and Bowen
(199N E 582 2 T4k > A E 500 2 T i el
EEMEPEREL o

REE S22 T g
SRR LR R TR LT Bl R
YT
(=) H R

PR
Fl 2 ol PR FF A R AR § h- @ F

EZ2 A AP A2AHFALIR A > BRARATT B

Krugman (1965)F 7 3% 5 i 7 F w1 » % & F
2
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TRIAAY MR IR AR OEREFE
( Zaichkowsky, 1985) o H ¥ BRWAL G Y g T UIRP
R EEF - A& RIEA 2 B (interest) SPAE A 0
Hro~ A2k PRER A K Edp £ 48 o 2 (money cost) ~ p A H
Z_(ego support) ~ A+ g i B (social value)&? £IFTAL R 31 1% F
SUEAG 0 PR R K G TRIE PR R Flet AR AR
I S S z’v’m#,&* » I F RS N R
(Zaichkowsky, 1985 ) -

Fozoo RIFES My~ 2k o Bl o 5 R o adp
L g 56 o sATIinp AR RS £ 4% ﬁf%%ﬁ
RANF > Em A4 -BE M) RO o2
) ls g EREan 1 T g LI E B b EInAT s B AT
%~ A &% EP R B (Lastovicka and Gardner, 1979) -

(2 ) % AR BRI

5K M REAA LR BB

4 (Ennew and Binks,1999; Bendapudi and Leone, 2003;
Kellogg, Youngdahl and Bowen, 1997 ) o #3F % PRG%#g %] ¢
(o R 6B~ B0 Sede ~ 2 BRI ) AR E A W R OR

T P PEs BB SRR AT 4k BRiE 0 A
T’I;‘}%T‘ésﬁ)i ° b4 }éﬁ%i BR R B BT R R
IR A g2 A

Zeithaml, Berry and Parasuraman (1993) %5 AE & %
BRI ST dp g R T R A AR LR R R
LR o iEm i e SR % 32 - Ennew and Binks (1999 ) 4+
HERRFE A BEFHREFT AL SFFRA

»
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;:;%.ri/,}%frf% ;,:;é ?"*»—E’ﬁ*“‘"’?* CALART L

w?ﬁﬁﬁ'ﬁ LR '?’/f&" » BT
AT o FREFE '
Bendapudi and Leone(2003)4+%+ 124 = % W~ § 4 >
AL g ILF hp IR F R £ I3 K e R E
‘/%T&F;m LR SRFRBESFE 2 A ERERST

TR AR P p fIE R A

&

ZCFRAEHER Ti
(=) ngEms
AR TR TR A A BT R s
& JFT 7% - (Bouazza,1989) P > $IRi+ 5 A g £ 4
T R ESH iﬁﬁ.—‘i’.i % & (Kelley, Donnelly, and skinner,

1990) o st pF S E A LTS hEIRE B E AL AR
PRI ARIE (T2 Pre e B O R A b Fl?»iz»éﬁ:‘@ﬁir‘ ’

N

)3

AEe A LRt RiR e e E Sy F oA
ERFAREIRBET > EaffH ~ 8 m;%,‘&}i(Gartner
and Reissman, 1974) - m f 1 » ?%’%ﬁ BIERE A 4F T B
e s ,;rlﬁrvn‘v #3824 A4 (Goodwin, 1988) F|pt f ¥+
Y T X YT RS T) EE e e
3L o %@.aﬁ;g E Hig st o
(=) ATEA S
Edward (1996)3%% F 5 3 &2 F P idamt &> &
MTAGERIE S FE EE L R R L
FIE o L PR AR AT o F R RJRFAE 2 P
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i 3 E'l»iz’:‘?r‘ﬁ*—,’? FABLOEER PR FHLBEET
M FE S LA PRI E A YR e dr g BRI E Y
REE R E R AL mnpA IR T A A BRI T AR
Roo JRE SRR EPEZAFY S FREFTAANFD
BROEE A% R &;M»/‘E#ﬁ%ﬁ—ﬂ BRGEE - Tk
FANZ Lt it (i EB 2000) 4c e Firat,
Dholakis & Venkatesh (1995) 3% 41 T % % - g %
AREE p N HRART Hr

BEOFAEAS > T2 pe gl )5 5o o
Ennew & Binks (1999) 2% & #"ﬁ TSl REE R
AR AR E R H P MR R RS
WL A o ‘“%\TFEE /f"ﬂ"‘éﬁ

. TN

i

‘_.

(Customizing Consumer) 5 BLEE > 2 7

, 5w éﬁ% "‘\i’ , ,rzi‘%{i'éﬁ 1 gon o AR
Flig 1 e P12 3 HAHARE
PR AR AL i gy
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f#ﬁﬁﬁ#*ﬁ%&ﬁ#ﬂﬁﬁ@ﬁ
22 FA Ao M BRI LI

=

CACR) WA E S8 P mE A LA 0 H
i%j‘ﬂlviﬁg ﬁla y- s (Ennew and Binks, 1999 ; Bendapudi and
Leone, 2003; Kellogg, Youngdahl and Bowen, 1997) > ¢ F1i& &
MmiE T T MiBE T 5 (Bearden and Teel 1983; Maxham and
Netemeyer 2002a,b; Oliver 1980; Ranaweera and Prabhu 2003;

Richins, 1983). o

N EEFG A
éﬁ%ﬁ?”ﬁ RILS R P o v B i g e B
ARF o 4 € B EAR L fop Ol (% (Parasuraman et al., 1988;

Zeithaml et al., 1996) @ A % -8 H 3 # - 87550 > 7 104
® 7 3w (Mill and Moberg,1982 ) - Ennew and Binks (1999)
R EFRTEDME S Fhoow %ﬁﬁwﬁ

M ixiEAREY > BEFENR
: o e EE o 4 R R R

LSRN ST

AREAR S T A 4 m*;;;,_;ﬁ,

CREF R TR v 22

AEDTRENY FALAL]
AR R ARG P o
Ao

a
BX
T
TREET A o RS A B A
)

BB IEF AN

%‘3\
¥
\\\?{r
I
( ”
R
0%
=
<k
&
Y
ETINS



AREASLZE g AR AL TR OGRS ET TR G 2
fofe B » X - HWP AT KD Efodp M p L

P RITE T AR  UFEFIFATIE > &S P AT
o WERFEFTHRENMTL 2K o

Fo % FTHARETREILES 2

TR

(=) A%H
A 1‘“ B {é_#%?;~ 5)1' P ¥
NEAE A
Eovo @ik { %z >\ 1‘3:}7‘5 Bitner, Booms,
T3 dp 0 PRAHE R E 0 PRI
ﬁf@ﬁﬂ’é%Wﬁ4ﬁ~P%$ﬁﬁgw AE P o
iééﬂiﬁ;—ﬁ{—%&’éﬁ&; BB DG E PRI 2ER R
Plijz»i » AT 59 K @&‘;frﬁﬁﬁ LRIz BEBHE Y B

ﬁ;ai?a@ﬁﬁ%°ﬁ%&ﬂ’Wﬁ% FRESE

EFeHe OF I REE MR BE(FALHE) A
HE R EDRL PRSP FRRGHT ) A wE

T
Eior FABREEALEZ AR EERY ZRDSHR(TMEY
)TN E S SHDBREIRBES L il BEEE S8 TIPR
733 % (Jones,P., 1990)» &4 p B2 3N Videre ~ p B4 N L 4 8
AR EE
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Swanson and Davis(2003) % ™ FJies" & B 2 7 & Fl 0 A2
TEFEFR HTIRBENOY-RAR g2 » BT H A
SRR Ea g e oo KA T R

ZIRBH/ERGIRERFEG L SR A G 2 T
FECRC I

FIP o AL AR SEBREIRIAEF Lo N R R
PRAER-FTAER (F58 20 &34 )~
o~ R e o R BN R R i 8 (B
o A)s — p RSB B AR PB4 R Ba(b4e - Buffet) ~ &
R (Fo - FB FL) R RG; As FR)R
HEE 3R E S FRP L2 ﬁi#@’$%§@§?
FHNANSERDE HT IO THEFELTAIEEF
HUAR BT M

(=) #&$E%

AT B REG LRI AT 2 A N ¥ £ £
f‘v‘—‘k."lﬁxiir: AR B REGRS- X B ES%RY ERE L
BRI - FLHHEFBHESF S35 R
Tl SAFET - BN P TELE ORI IR A s FIH R
B LG EE IR BRERZFM 8 2 SN P
A0 R RDEHRAAHE > KA AFTIA AR % o
AFTEER S E IR L 20108 17 26 p ~2010 &£ 2 1 27

B R 600 0 BT 562 B w it 5 9496 Ak LB %
PRKE B RELETR L 0 EokE 625 0 F 2k E 500 i o
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203-1 B % w i

FARR K gl i< $ ek ¥
i 600 » 562 i» 500 i»
v 100% 94% 83%

T KR A ER

THREAH RS e A AT - e P LR
X R 0 B SR S %ﬁ AL L 2
F IR FHARE S BEER S & KX kT
ZEHPN o BRBIES- X BREHRY ER Y AL
PR AR

-27-



FoHRARHE

AP AEUERRGE > Mo S b R
PRFLIHE - RAZ AN e 455 o s 2 K
TAER CBEZ TIT 0 FIl4cd 320

d & 32 ¥ AT 2ZHAY ST SRl A

544%~ 5 125 45.6% ; BARAFERR IS G0 1Y #\'ﬁ‘ér'ﬁ% 5 0 ik 57.40% >
© K 1R 42.60% fERS B 0 11263 30 K B S ik 25.80%
H=x 2313 35}%{« b 23.60% ) RERTARRE GG 0 M FE NG
R 7o IJ’~6780%’-’E'-«A B A AT(F ) R 21.60% 5 B
¥30 > NEBEOSHEAR TS 0E3900% 0 Hx s AF LA FERI TG
3 3280% AHEBE G VR REE S ERES A G ATy
=@ 0 12 30,001 3 45,000 ’b—‘ﬁ)ﬂ 18 19.08% > H =t 5 45,001 %
60,000 =~ % 7 it 5 18.27% ¢
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T AL A

323 A2 AAFTHLT

AAFTH S e w] = #i 7 Ao
" RS 272 54. 4%
7 M 228 45. 6%

16~20 # 25 5.00%

21~25 # 62 12. 40%

26~30 # 129 25. 80%

P 31~35 118 23. 60%
‘ 36~40 # 70 14. 00%
41~45 #& 45 9.00%

46~50 # 23 4. 60%

5l ke (Z )it 28 5. 60%

Bme (z)nT 6 1. 20%

yot AR % ﬂ%k AT 9. 40%
Sy 339 67. 80%

Frur(a ) 108 21. 60%

g4 (BB) 39 7.80%

FEoH AR 195 39. 00%

g PLE R L 22 4. 40%
G G ERa 164 32. 80%
FHel b 7 1. 40%

H 73 14. 60%

20,000 ~(z )T 61 12. 25%

20,001~30,000 = 67 13. 45%

30, 001~45, 000 =~ 95 19. 08%

PN 45, 001~60, 000 =~ 91 18. 27%
60, 001~75, 000 =~ 78 15. 66%

75, 001~90, 000 =~ 38 7.63%

90, 001~105, 000 =~ 21 4. 22%

105,001 =~ (7 )2 AT 9. 44%

P e 4 213 42. 60%
* ¥ 287 57. 40%

oA D00 =
T kR AT ER
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FZH REETATESP LR

-3;1\5
"

TP TR - PHPEPEAR S TEF gl it o 287
;ﬁ%ﬁﬁﬁﬁiiﬁﬁﬁﬁ?féi%*” Rgrg - e 18
% LS REAET R AHATT 22 RFHE(CAEBE)
7%$,‘?%%#>”£+ﬂ%&<mﬁ%?‘*§%
CRRARE) EERITHER  RERP AT o

ﬂﬁ’#&.’Tg%ij& ?Q-%é’-l \:,j%—EF%“*ﬁL;&ﬁ'?&;fr
AR Y 3 AMRETR R M AR B R T
e f%PRz&i&:%ﬂgg%fﬁg@gg% Fle gt 4
P g d o DRSS FF TR IR SR L TR IEL

£ANR SRR ) AT B RFER (10297
PR 2:2FA3IEAL 4 PR SIEFRL) B

% B I8 43 3-3 0
A3 3MEEULFAIHES

te G A7

BRI A B A EERRPES ~ RRIEP LA R o

1. 1&g
2. 16 € wIRAF A B R F R A b SIRIET HE R
Fros SGAARD IHBSRORNRL RroRLl
4. F PRAFA B AR S HIRIEDE R F € AT
‘g o

74 %k ¢ D.L.Kellogg, W.E.Yoimgdahl, and D.E.Bowen(1997)” On the relationship
between customer participation and satisfaction: Two frameworks. International Journal
of Service *, 8(3),206-219

g i e s R e e
7% # * Babin, Lee, Kim, and Griffin (2005) 5 7 3 £
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o MEE LR R RET R AP H R A

1~
TP ETE - 2 RRARFECRBHL v R
Bo PR AEmyHFAEL I NEPFT EFRFE (1
LY AR A2 AR O3IRALRL 4 FR S AR
&R AcL 34

13-4 v G2 § 4
8 e 8 A

%)

LEFARASLL A gERE PIEFERY £
CREY  LEFARADLL AT GERE PIEFRRAT E -
3. MFFA BB A I B A T RE R &

F L kiR © Babin, Barry J., Yong-Ki Lee, Eun-Ju Kim, and Mitch Griffin (2005)
“Model Consumer Satisfaction and Word-of-Mouth : Restaurant Patronage in
Korea, ” Journal of Service Marketing, 19 (3),133-139.

Miiiiia & K T8 AE

S REERR R R P RE

AT HRBEBRIA R TR ERLRE B ETHE X
W F S E kR (Chiou, Droge & Hanvanich, 2002 ) > 1
FErHHEEEA I NFEAHTIEUREE (1 22F 2R &2

\

PR C3IADL A RFR OSIAEFRR ) BARIE A

135
>3 DHERLRAE %
e € 4
1. 2% 4p 13 Léﬁ%/ﬁ.“%mﬂ.%kJ_

REE B 2.3 40 T T & Aﬁ%/ﬁ.?%m&%kzL

3 ff%ﬁ' '_ ’ ‘1\"}"‘}"'/‘\ ﬁ‘-_‘gﬁgm_‘i fﬁ/% ' °
AL kR ¢ Chiou, J.-S., Droge, C., & Hanvanich, S.,2002, Does customer knowledge
affect how loyalty is formed? Journal of Service Research : JSR, 5(2), 113-124.

Mifiiia & K T8 AE

BB R
AT HRLPBRTESEL LHER S
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and A.Gilmore (2003)% 7
=g (1:2%
E R R )

BIRTEFR NSRS T 0 A AKA L ERMER @
To4e MU FURE 0 B IR 2 4 R.McMullan,
64 EARFHREF AP FT AR

TARZ 2:2F2 382 L 4 FE 5

'E_ %\ FFB Ié—‘!i\—"%\' 3-6 °
36 EELPRE A

-

™

lid

g 458

¥
=

=
ol

e R |‘j@3‘§ﬁ— = s N7 g@{gﬁé
.%/ B IR

A F g AR
A FiE- RE G R T
S -

Rt
STk B A gL R o0

Rt "‘\'ﬁx'#' ’ID@F‘ m%‘&””ﬂﬁz&:-r?‘rf&ﬁ% » e & - =X ""Kltﬁp\—”
- R AR £ AR IR
M’fw
AR AT EF LA

R URNEE Y R

f”F’l’: o

F 4 kR ¢ R-.McMullan, and A~ Gilmore(2002) The conceptual development of cus-
tomer loyalty measurement : A proposed scale. Journal of Targeting. Measurement and
Analysis for Marketing. 11(3),230-243.

Miiiia 5 K TR AR

-
a

PRI

o=y %—PE%Z»F%%??;%\Q 5

_'

RArA R B ER nI B G 0 102 AJRTE
\C/H V} Fﬁg%‘@%m\'—’r%&
L PRAREAR Y TR T

S

>
s

¥ ERE &

o]

22
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/\;}'-E-)\ PRFX18 é}ﬁﬁf{g-’? K;-}},é\; %3

=12 %7 ( Brady &Cronin Jr., 2001) »

s
L&
Lr

¥ H

e

%Mvﬂ@ﬂ@

TE0L7 114 22K 0E0 s
SRR (A3 R 217 ki
ARL 4RI S YR B R

F\:a IE ‘Qt”%\ 3-7 °
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% 3-T Rix & F & %
W 8 ALE
1. A friz 7B RaPRIFA R 0 3 % 4% o
TRERSAEL o g REY DT Ko

DO

i3 . EFRERAME LIRIFERE B8 PRELREATT R
S BS o
4.5 F B R 1 T e RPN -
5. A e R R A MR AR REF Y B - o
6. A 415 7B Furd MK E IR (X F o
EE ST 1£?§&m$ﬁﬁ»’L&i%ﬂ%*°
8, jkf;;:aé zﬁ%ffﬂ,é‘éi CBEBARBRRTHELOELE -

CD

L I AT S 3 E kil
A NS 10 ¢?\%f§ﬁﬁx @)é’p?%ﬁvﬂﬁiﬁ-’ég&“}é%f%%&%
1AL e EREE ¥4 RELEN - BEFDNRK -
7 kR Michael K. Brady & J. Joseph Cronin Jr..Some New Thoughts on

Conceptualizing Perceived Service Quality: A Hierarchical Approach, Journal of Mar-
keting, July 2001 ,46

vr T | 3f et
i’f—%’?ﬁ”ﬂi%* BFE (124 A b 2
PR3 ERZL AR OSIETRRL ) B AR A

% 3-8 o
# 3-8 EE A

o g 458
R RR RBEDEE o T L.
CERE RGOSR T RIS
R A A
VERERGEN T ERE o
Y Qﬁé/ﬁ;ﬁ P‘ ml%‘%é » BB H e
TR XA LY )?L‘»é‘é%“ NEIRCE & Y. ¥ -
: ,;14 SRCEAE S SR Y.

8. & 7 & A% P45 iF o
T kR - Petrick,James F.,Development of Multi-Dimernsional Scale for Measuring

the Perceived Value of a Service,Journal of Leisuer Reswarch,(34),2002,
pp 119-134
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R 1
ﬂ\ﬁﬂ'ﬂ Fx: ’S%’i T ““U’J‘%IE P\ N> v ”‘I_E"f/\ﬁ: éfé:ni'q ’
Berman and Evan (1978)F7 3 3 s A T St S AP TG 7 iﬂ”
AR R Rl 4B 3R] RAEROR - E
KAALR 5~ T o INA - U EFLRAL
3}’3‘//{¥t° j\/gj;i AT ‘fu;‘]'%ﬁiéo\ 2 l]ﬂ;’}#m » Jrdk 3-9 o
# 3-9HFE A v AP
W G
) g A&
BAFRE A48 5 e 0
20 2™ 5 21~90 #& 5 31~40 & 5 41~50 #& 5 51~60 # ;

i 61 vt b
Ry AR L B%k(g)u—r gﬁi;ﬁﬁ pmmr< ),

e FE(ABOIEaAFRLAFEEAL R
%‘Q%‘: 7, H s

20,000 7~ 727 320,001 ~~30,000 ~ ; 30,001 ~~
==L @S 40,000/~ ;40,001 ~~50, 000 ~ ;50,001 ~~60, 000 ~ ;
60, 001 7~ (3.) 4t
TR AP FER

-34 -



PR BREEL R S AL R SAS 9.0 H3t
EETRITI A E > Y ek fie s @Eﬁ:‘/w\ #7 (Regression
Analysis) &2 N 27 S BT 2B % WP 4o T o

- s by
FEEE T RA > APIRA ARG BB
F o R AR g ffe A F AR R R R
Mo BRI R E A R AR o

- NGB RAT
*ET T 2. R 44704 Cronbach’s o Xk #7& B ¥ ch v 13
B o Nunnally(1978)7% 5 # T 2 FE ¥ 30— R > @ 5 R 1%
&4%5aﬁﬁgﬁ%@—ﬁ~%iﬁ?ina@W7%*$
TR aEAN 03 o0l 2R h v EICRGFER o &
<0.3 %>+ & g F (Hair, Anderson, Tatham & Black,
1995) -

= AP RE dRA HT
AR peni atem T ESE T oG TR
RE CTRBE CTHRBET, e TR E ) L
M ALE » T 4" Pearson Ap R GGBc kBT AT U T L B
BAPMARRT I LR BA AP FHLRLIMG o

RS ] ,Ep?ln\ +7 (Hierarchical regretssion analysis )

pU A AT B PR AR N I R dicls o p o Bl TR R B

-35-



B e R R B B AT
CPET EREXESIES ST AL E RN L EL]
PUHHiE REFA RS -
(Z) HF= TRt hi p RHoRr @SS
B ) R A R DR P 0 p R
#- RALTF TN -

-36-



ARFARAITAFTL Y R L F R FTMH) kR
(TR BI)E IR BB E SRR S HEL PR PRZZ»W’F.’*}{ J‘r'%f
B E)2E LD R RHEE G B RSDE L

2% o

TR EFEFSHPZRFELTEF - R AET R
Cronbach’s o i #ci® 5 7€ ' £ 13 & 2 % J5 > Cronbach’s a < 0.30 %
T e MER>030<a<s070 %7 22 KR a>070 47 58 G R
(Nunnally, 1978; % <~ & »/2002) -

gt T RS ALP & e B eap M di(Correlation with
total) > 0.2 » # 77 B AL A 390 "o &7 G kg, 5§ AP H iR
A eigp b 8<0.2 > F #-pf8p HpEs £ EXATHEA TR AT o

- TR B G R AT
TR G2 §FE %2 Babin, Lee, Kim, and Griffin(2005)
HoerkFHEsE4 5 RIper M & L KB 0 Correlation with

Total 5+ >+ 0.2 » # %% Cronbach’s a & 5 0.75> £ 3| % 2 &k
BOTN L EFERAE I AL R R B R S kAt

-37-



% 4-1 v a3 E &2 Cronbach’ s a & & A~47

B 58 Correlation with Cronbach’s a
Total

&Fﬁ;kf-ﬁ%,'—i y N

l. &
K ’i‘q CREE EE 0.56

o)

f

§
q

ty

2.3\

AR R %% &»
"'}5 pESNT R UL | 0.49 0.75

fﬁ“?\ LR 4F
R Fo kKRR 0.72

%‘;

&
B o
—‘é:
]

\4-\

<~
b % o =

Cmb

o

?Wiﬁ AR
if3r:a & F AL ©

\

s
9
\\‘{:ﬂ_

>

’ -
l‘

-

FTREHZ LRAN
REE 5812 FAaAHz 784 * Kellogg, Youngdahl, and
Bowen(1997) 4% Hisnirde g B S8 w fE 550 ¢ chF 2
# > = 4 4R 38 > Cronbach’s a g5 0.55 > éi] Tﬁ,;}i’}iiﬁ
035<0<0.7 2. ¥ > W7 EE LT % 3

Aok 4-2 P15 o
% 4-2 REE %2 T4z Cronbach’ s a A A5

W}
\\\ﬁr

ot
B g

W

B 55 t(;(l)rrelatlon with To- Cronbach’s o

Q?’FRZZ'A A A U

i I s B PRARP F AL 0.34
l'.l},%l\_
& € o JRIEA B 3R G vR 0.39
15__2 I RIS r—:ﬁ% '
3G LML RHHE R 0.55
AR B o B AR 0.31
H o
4.% PRF% A B 39 B IS HIRGE
& RS A G ER 0.30
riEFmw o

FHLKR D AFEY R

-38-



N

FERLRZGRAH
REEBAR 5 AL | %l 2§78 %4k * Chiou,
Droge & Hanvanich(2002) BE Z S A R & % » ~ X 3 4L/ 38 >

b Y%k E % &R 38 e Correlation with Total #5+ »+ 0.2 » &
o

# Cronbach’s o & 5 0.83 > £ F| B 5 & K& 0.7 2} > BT 3%
BAEFAEROER o R AR 4355 ¢

BTG
% 4-3 REESILBREZE2 Cronbach’ s a & R AT

Correlation with To-

18 17 al Cronbach’s a
LA 3t e 7 B R % 0.60
HREH R A T Freno ? :
2. ¥ E W T B R 1%
"_ﬁf‘l’ ltﬁqfﬁ’g‘m.—df 0.74 0.83
w8 o
3HEMA T A EE BT R 06

RRR &R -

7z

THLKR A IR

fifiiia = K JEAL o

N

LA R 2GR AT

LR G ATV ES E FE %4 R.McMullan,
and A.Gilmore(2003) &, 3¢ R € % » = 3 6 XK 38 > 4p B T2 fcde
% 4-4 #7 o

% 4-4 Bt > MY R 3E R Cronbach’sa & % 0420 e % 1
%2 3 % 2 32 +°Correlation with Total” 4 %] 5 -0.12 2 0.17 » &
0200k o Flpt AR S P EATEHERIE S
TG R AITRRIZ > B PR o iR 5 057 &
Y RKE 0.35<0<0.7 2 FF 5 B EE A LG '
B oo HEEdrd 4-5 9757 o

-39-



+ 4-4 RLHFRE L2 Cronbach’ s a & RA 7

Correlation with To-

e 5% Cronbach’s a
tal
ldcsv A EHE - = » R
P ERERETA R 0.17

2.8 ANF IR - RITE B

A RBIGRT -0.12
3.9 & 7B AR S
fdF s (LA — = ARE B
fdh o 5 - XFERE 0.28
- R AR g AR FIR
oo ® 0.42
Nz RrE RAA B kR 0.36
ﬁ%& '
# ) i\. \o )
iz rE R £ = 0.32
E oo
6.4 % ¢ F1 g 435 > @ T
B3 7B AR 8 0B R 0.25
i

TR kR A T
% 4-5 RKPHEARGE18E4 2 Cronbach’ s a & A~ 147

B 5E Correlation with Cronbach’ s a

Total

3. Wit iz 7B RIRIE 5

Fids e & - S gmaE

Be- FTER g RN

BIRE - °
4. N TR AN BT R 0.50

RE N R, o ' 0.57
5.?11;2%%5@*% P R 0.37

FlE S o
6.54% ¢ F1g 43+ > @

il *R@%&jﬁ%ﬁ R 0.30

%&ﬂ

0. 26

T eiEe
ITF—— a PFIE‘E\O

I RIS LG RA T

JRAr S s A 2 d I ¥ak > B FE 3" Brady

- 40 -



&Cronin Jr.2001)% B en® 4 > & 5 = Bipe (5 & %1 - &R E

FECANSET)RGF 1l BRI - RIFEFE A ENIE D
Correlation with Total 32 >+ 0.2 » # %% Cronbach’s o % 0.89 >
ERFEREKEOT N HAGELAETHER PR

e B % 4rk 4-6 #7o1
# 4-6 JPRir&F £ 42 Cronbach’ s a & R A7

- Correlation with To- s
I8 al W Cronbach’s a

1.2 iz 7B R PRz 4 f

2 B hT B U 0.47
2 in PR Ben B 1 A ch
ST TIEE 058

TR R B .

3.8 R B R 1R R
B P O A Q.65
AT & LB o

RSy TIES AT

Ny 0:54
5.3\ ’E [ Lgpﬁé }?ﬁ_mﬁg ’E,g;‘t
x5 B A Eﬁ#‘ﬁ v B 4T 2 0.56
A4tz 7 & Frhs K6
67 ﬁ.ﬁi‘é TP 3K % 060 0.89
TJZI% T"Ql’g o
2\ erfdp 3‘: 1o '
ﬁﬁgw%PX ﬁ@% 0.61
g £ Mo
E R -
1045 & Fudk B A E o 0.76
PRIFR AR A ok '
L2406 e hk RE Y
4SNP E s 0.71

I%E °
THLKR AR I

= o~ I T%i B2 05 R A 37

-41 -



B E R AP AR HE g
Petrick(2002) 4 M 4o f EHE A > Xk BN - A&
4 1 Correlation with Total #+ 3+ 0.2 » £ 48 Cronbac

5 089, EFFEAKEOT I EAZELLS A
BB R c BB Sk 4-7 47T o

o
=
=4

# 4-7 =§ % @& %2 Cronbach’ s a TR A {7
Correlation with To-

F 38 tal Cronbach’s a
138 72 Bl = o A%
B 0.81
¥ e
2.8 7B Rdk k& B AT 0.79
24 5 o '
3.8 R B AR L - 0.75
4ETRREAT FRE - 077
5.7 7 & R 7o AR 0.89
o 0.64
1B_f« 77 ©
E T‘—ﬁ:;fd ,T‘t»sé FliE R
%"ﬁﬁ _ 0.61
T F A @i\#&% N
a 0:29
B o
iz B A 247 o 0:67
F' ‘}l Fm j\zz ;z’r;w
GEE- IE“‘“‘\' °

-4) -



oWy R {HEARM Gl AT

%

RS 3 SO IR IR RS S(TE SR N T

A RBBEZ R AR ~AEEL PR RIFEF ~ o ¥ {E) % Person
IR A T 0 B AT R ok 4-8 o o

NEA IR S a2 i Er R
(- EZHBLR
dARRBE A TR T SEHE T OBEBRIAE M
Bk ARBE 2%l 0825 F piE<00]l> 277 BHcz B
B0 5 BRF DL ARRE > PR R TR 2L % e B 8
(CHERPBR
dAPM Bl A ATIR L RR BT LR S TR BH
Z_ AP B fa#ic 2°0.227 Bop e <001 0 £ 7 B Sz R (%
BARREF L AR e B 2 QAR 2 2 e 0 6
(Z IRA 8
d AP GEcA 1Tt T2 SR RIS T e e M
ez ApRE dc: 0480 F p E<0.01 0 £ 75 Sl A
SHEFDLAM > B TR L e B
(z) % & @
dApH GBS R EL S EE T R ES r M
%iﬁ%ﬁ&§0m’fp@<Qm’mﬁﬁ%&i@%
@mew@’ﬁ?%W%Txﬁvﬁbo

<

Eh‘i

CREE AP T C MG M
d AR GBS TR T2 SR o BEE L2

»

R
-k
=
<k
N

-43 -



“r

22

F;L',
B o

KR

@ 3

e

kS

\\\?{.r

Z_ AP R i W 5 03102 p EL

- 44 -

S



cHH oy sy kd
%01 ¢ - EH ¥«
°© %S L HAEHWE ¢ 4
o Ol ¥ F N AT E L gun 1 T

Aug

00T  sxxPL'0 454CE0 24690 //54%0€0 | 25,90\ LSO 69'€ TR Ear9
00T  ##xT€0 ##xCS'0/ %4xSE€0 ~ #44870= | ¥S°0 a3 B eAlS
00T  ##+LT°0 |\ “%ST°0 < %2200 // 090 10°¢ LY
00T #5000 7 4xxC80  0L0 v8'¢ L AT
001 #xx[€0 TS0 96°¢ o d vae e
00T 99°0 78'¢ Sa g ol
9 'S b € T I FaH Ferr 3 &
W TEEM SR e gl T a eI v

- 45 -



44

= Bk e T

AESHTD 2 TT K M Fle (R SR FTALH
R (v B 2 dI R (EEBLAR S L HAR RIS
ﬁrr%ji%: 7 ) TR &z\}w‘ﬁfﬁ/}ﬁ VR SRR i F- ) S %:QELF%
MR el koo

B oAz A 2 5B BHIE  H - TR LR - L
B ~PRAFGEF 2 o B p Rl T MBS k¥R E2 S
- PEAR R GRS o RPN - 2] Tk die(coefficient of deter-
nmmmw’&oﬁﬁ—i RIS r B RS
§OA % il RI=0.6807 5 AAEF KIE 1% ¥ o WAL S
LR CLBE CRBETE YR ESe Bp Rk kT OEE
TR B

- Mfr % ded 49 207 e

WA RREE S TN e B - AR G T

BRITA P REQEATE RGN T B ) EZ ¥R

ﬁﬂﬁﬁé’vﬁ%%—@ﬂ{M&Rfo | %t e e B

(AR2= Rz —Ry )‘i PlRgE RS Pl v B2 Bk Ap

FARERLAR AP RBETE R ELRET o akp

FOREEL FB TR Qﬁi%ioﬁﬁﬁ%%@%gRﬁ:
0.8403 » AR2=0.1596 > * — # & % 10%% ¥ K &7 9|k ¥ >
Zom U B AR A %;ﬁ R

EASYY o & Bz BFhE S i % R (inflation
variance) i #ictg 32| »t 10(Belsley, Kuh, and Welsch, 1980) »

PR G AERMEE PN AFET A ESRE T TR

Moo BT R dod 4.9 95T o

- 46 -



# 4-9 vE bz ks Eariek

o

- R 4 R2 R22 4% F@& B ik t i

P

¥ - 0.6807 0.6807***  266.97
(1) BEEHRLR 0.79 26.32% %
Q) LHR -0.01 -0.52
(3) PRIFFF 0.08 2.63%%*
(4) wHHE 0.03 0.97

ooREER D L AR LR G 1% o
A FREL 5%
AR EFARES 10% -
TR KR AT f I o
2 4-10 v R lg2 K saw fE e 478 5% (2)

P
;Zzﬁ R2 AR2ZHE Fi& Pk  tE
IEE o
¥ 2= 0.8403  (.1596%** 468.11
(1) BEE_RTAE 0.84 37.44% %
Q) LHER -0.01 -0.65
(3) PR 0.09 3.97%#*
(4) =% f%’ B - -0.001 -0.06
(5) B % % S22 *3k
Fa g 0.08 3.76

oK A REEORE S [%e
Xk R BEORE L BY
X1 2 BEEKE S 10% -
FTH kR D Ay R
BJ‘J__%’E?;.‘FE'}%? Faer BB E FH L FTRLH
2 M F? FmrApM(B=0.08  t=3.76 > p<0.01) > #

jxp;zfﬁié’{i” > R HI &9 X 4%

S

5
TN

0%
e

-47 -



L R /}J?"ﬁ" £ MLl kil HF;??”%&#’%@@
BEE RS L TR BB 7 T R L A -

AE AR J’ff??ﬁlﬂi‘é%# VP FR AR R 0 R E
BN S ’F’?‘J’%"’L’QJF\‘%%)‘JL - BREFDEERP > T EHE
REEL ‘§£ﬂm'ﬁi‘f& %ﬁ?fipmﬁpi’,l‘lf%ﬂ PERFTEE

Teel, 1983; Maxham and Netemeyer, 2002a,b; Oliver, 1980; Ranaweera
and Prabhu 2003; Richins 1983) ; P » % ij' & ﬂ BT ORI
TP FRIIRIFEFARG i LA B4 o ML fEy AR
% (Parasuraman et al.,1988; Zeithaml et al.,1996) > @ & ¥4 iEkR £ %22
¢ LS U 0 g e w4 ot (Zeithaml, Berry and
Parasuraman, 1993 ) > #& 2 /& & & & 3 4o JRI* 5 % (Gartner and Re-
issman, 1974)c @ A7 7 BEEA B TE5HET 0 £ j‘i%’gd RE %
MR BT BT BN 0 R Ao T T o

. =
B2 T

\\\?{r

B HI DAL S22 FTAIKGTLE BT T IPM -

- 48 -



N

X
»

REE FB 2 T AL LS

Lovelock and Yip(1996)# 1 PR A% 5 65 & #5383 » 45 PR AR &
FERRE R AL G A RMRIE P APRIFE TWIRIEZ < 4 o
He L AR 6 PESETRASRS - BRI F A
B HLIRIE » B R FEIRBNER eSS > T {oRi+ L |
Bl o WIRFFEARY > RBA BB FLERB G AMRE
PN R IR BE X Pl B £ £ F
PRFEA B AT E B end Eio 4 foimdl s ZAEEH B

S e bl AR E R K £F R R LSRG
R A% R AR AR S AP R T > E i H ]
EERA RN AL SRR EREE A
» PR E LM 0% X Al E PR
( Robinette, Brand, & Lenz,2001 ) -/Pine and Gilmore (1998 )
s ) F R TR R B Ly Kp A A SR PRI AT
KB K2 ¢t {HEaiFs 'J— Bosrd X3 ) Lg% o
AAEE S A% A - ARk TR TFRAEE P A
Lo TR SO R ENE RS LR A E S
Y8 5 - 87558 ¥ Rk F T e (Mill and Moberg,
1982) > Ennew and Binks (1999) 3u % ",/TT TEEVEL L

i

m
ux7$ J&
4 5 #

v
%zﬁggfljgéﬁﬂ,w?%ﬁr} pl;jg./\ﬁp'fa/}i Agmg\g\@“—
i%%%%ﬁ@ﬁﬂ’i & EE m?ﬂ’%“XMQ
s AL o e S E g Jﬁijw/év’ﬂ%'ﬂ‘i-,ﬁ’ﬁﬁié’ﬁi

AAE SRR A RT o TR R AR
Porife RAR S > AT R 4 It "fi‘ °
AT ATHTRE AR R S8 2 T 3 £ ik 45 Kellogg,

R
\\

- 49 -



F87 ¢ i f§ 2550
ML F T

WARY > B BRIEEFE ML A TEEE = BAE (Martin

and Pranter, 1989) ¥ v # @341 (Haywood,1989) %2 5

Youngdahl and Bowen (1997 ) #73% 11 kf
d

-

P2 - TR R EELEER

-~

A o

N2 BLE S S b LY el 1RE
Tﬁ?@fif&‘{/ﬁﬁ B & bt /ﬁ-‘a’glﬁ° ’IL:‘_/‘)»’ﬁ [E2

PREELRT KA }ﬂ'ﬁ o B PRIE 2R &;:r_,% s zE g Nen

CRAFBERY R FES 0 FR e A BE e LI VAR
WA R G VOR R YR E RGP P EFR e R
( Dichter,1966;Gremler & Brown, 1999; Silverman, 1997;
Westbrook, 1987 )4 @ pRix 4 B 5 B & chg A8 & F i
*“d;gp%%Wﬂﬂ‘ﬁﬂmﬁ§®£”@’ﬁﬁﬁﬂ
AR S \RE AL IR T o T —‘F'T
BRI RA ARGt BE R A L 0 Fa R g3
LR EDNE Ty —*‘ o maikig A28 AL E T e
B F (Feber and O’ Gumn 1984 ; McGrath and Otnes, 1995 ;

Gelb and Johson,1995 ) -

FAIHE oo M BFH2 MG
AFIRESEFRT > L FEEHE
ﬁ’ﬁﬁ$ﬁgﬂrﬁﬁﬁxaﬁ’ﬂ“
ﬁﬁ%ﬂ%ﬂ@%ﬁgﬁ LPAE RS2 R ES
A PP PR SEEE A SR LA
4 ( Fitzsimmons,1985; Lovelock and Young,1979) -~ »x
(Jones,1990) ~ % #% & (Ennew and Bink,1999; = 4% 5%,2004)fc PR

\\\xr

(m

¢

fit

%

-50 -



7% 5 »c (Mills, et al., 1983 ) ¥ 7 B4+ 3¢ 2 pRF% 5 B (Claycomb
et al., 2001; Ennew and Binks, 1999; Kelley, et al., 1992)12 % jg
Z % 1. & (Beteson, 1985; Cermak et al., 1994 ) ¥ A7 3 &
TAEERLAZIRBSZTE 2 ARy v R 3

irm@;%
S 7 I Mp}*})it;{ff'ﬁ'% BEE2FF T RZEAFF S
1E“rrr'£ﬂl§j’%~,&)f’f' TFP‘?IEJZ\/}J?"F'T—,E'}F %’fi'ﬁ_r‘%

wm$£¢ﬁﬁﬁfﬁﬁ°¢%i&

s I A wﬂ"'
R R alRT

PR FEARY o R
TREEZ 2 ¥ I3 BEEZ (Bolton et al., 2000 ) -
Hm*dﬁﬂ %?ﬁﬁmﬁﬁﬁﬁ

N

A
]7

& FEEF AR L

AV
B iE 5% Xm £ NE

¥

=51 -



Juy

‘iF%ié%wé%%%’ﬁ
KEHELHET R AEU R ] (408 R F2EH
ings)-

AP EEHEE SR TR T A S
)

R A ufpe  2EACFTETRME FEH B R
Fr (W EaEF S BEz s FHE330 )0

SR EEHAEG S XA B2 SR - P
THEE SRPM IR TGS L EF TR 0 L FER
BEFTEEHD PRI HRERR R R T
e r B B4 A% (4o J R EMEBE SR

>
P&
’Ef}:’xai}ﬂ%ﬂ"ﬁ 2E) M XEFFTHEL

w

A=
i —

&

—h
\:\;

-52-



\\\ﬁr

ST

— P Q‘%KA’\
Ph B, (2004)° AR S L {cAE R LA M G2 T c Lk o
Pl R M ABRRELEFREL A S o

TR
w25 (2007) o Fh > A S AT ST 8 S
?%&%&ﬁggip;’5W¢ﬂ%§W%£¥§gp
<

T AT L

’

3
O
"“-"{

4+

(2009) = 8 i BB CJRx A B B4 7 f i A E 4
A BRELZEE R RE BB AR
A B A FRTEPEERFY LG 0 ¥ 43|

(A
I

#4€ ®#. Emanuel Rosen ¥. (2001). o @ (74, 5S4 T @gin> it &
a |

55%_&3(2003)0 B-EQMIEJ_E?%:J’_ oot I RET R

mm

Schmitt, Bernd H.%¥ ~ 2 7 & ~ Z 8t % 3% » 2000 » (R4 745) - -
A ERLEI e oo

1§ MMk (2000) > fEE P F 2 REE G- KGR A §F B2 B
%—lliﬂ-_%i '—‘;.]]l ’;‘%‘J‘f’?}?ﬁfﬂ”hﬁ,{ﬁ.l’/‘@ o

HrEw o~ FEH EF (2004) 0 TPRAF S L EIEIE AR 3 IR P2
Py EEIEE 5T 5528 F 43580

2 B (2002) 0" 5 RE RS 0 B I AR 2004 40K
Z R e

-53-



— > _Tj:"\? %K /4:\
Brown, Jacqueline Johnson and Peter H. Reingen(1987), Social Ties
and Word-of-Mouth Referral Behavior, Journal of Consumer

Research, 14(12), 350-362.

Bone, Paula F.(1995), Word-of-Mouth Effects on Short-Term and
Long-Term Product Judgments, Journal of Business Research, .
32(3),213-223.

Cox, D. F. (1962), The Measurement of Information Value, A study in
Consumer Decision-making, In Proceedings of the American
Marketing Association. ED William Decker, Chicago, Ameri-
can Marketing Association,/413-421.

Richins, M. L.(1983), Negative word-of-mouth by dissatisfied cus-
tomers, a pilot study, Journal /of consumer Research, 1(10),
73-82.

Silverman, G. (1997), How to Harness the Awesome Power of Word of
Mouth, Direct Marketing, 60 (7), 32-37.

Swan, J. E. & R. L. Oliver (1989), Postpurchase Communications by
Consumer, Journal of Retailing, 65, 516-533.

Poon, W. C. and Low, K. L. T. (2005), Are travellers satisfied with
Malaysian hotels, International Journal of Contemporary Hos-
pitality Management, 17 (2/3), 217-227.

Mangold, W. G, Miller, F. and Brockway, G. R. (1999)

Word-of-Mouth Communication in the Service Marketplace.

-54 -



The Journal of Services Marketing, 13(5), 73-88.

Arndt, Johan A. (1967), Role of Product-Related Conversations in the
Diffusion of a New Product, Journal of Marketing Research,
4(8), 291-295.

Dichter, E.,How Word-of-Mouth Advertising Works(1966), Harvard
Business Review, 11(12), 147-166.

W. O. Bearden and J. E. Teel(1983), Selected Seterminants of Con-
sumer Satisfaction and Complaint Reports, Journal of Mar-
keting Research, 20(2), 21-28.

Maxham III, James G. and Richard G."Netemeyer (2002). A Longitu-
dinal Study of Complaining' Customers' Evaluations of Multi-

ple Service, Journal of Marketing, 66(4), 57-71.

Oliver, Richard L. (1980);.What is Customer Satisfaction, Wharton
Magazine, 5, 36-41.

Ranaweera Chatura, Prabhu Jaideep (2003). Journal of Targeting,
Measurement and Analysis for Marketing, London, (12) , 82

Richins, M. L. (1983). Negative Word-of-Mouth by Dissatisfied Con-
sumers: A Pilot Study. Journal of Marketing, 47(1), 68-78.

Parasuraman, A., Zeithaml, V.A. and L.L. Berry(1988), SERVQUAL.:
A Multiple-Item Scale for Measuring Consumer Perceptions of

Service Quality, Journal of Retailing, 64(1), 12-40.

Zeithaml, Leonard L. Berry, & A. Paraguayan(1966), The Behavioral

-55-



Consequences of Service Quality, Journal of Marketing, 60(4),
31-46

Alam, I. & Perry, C. (2002), A customer-oriented new service devel-
opmentprocess. Journal of Marketing Marketing, 16(6),
515-534.

George, Jennifer M. and Gareth R. Jones (1996). The Experience of
Work and Turnover Intentions, and Positive Mood, Journal of
Applied Psychology, 81(3), 318-325.

Bloemer, Josee, Ko de Ruyter and Martin Wetzels(1999), Linking
Perceived Service —Quality. and Service Loyalty: A
Multi-Dimensional-Perspective. European Journal of Market-
ing, 33(11/12),1082-1106.

Jones, T. O., & Sasser E. (1995). " Why Satisfied Customer Defect,
Harvard Business Review, 88-99.

Jones, D.T. (2007) Improving the accuracy of transmembrane protein
topology prediction using evolutionary information, Bioinfor-
matics, 23, 538-544.

Lam, S.S.K., Chen, X.P. & Schaubroeck, J. (2002), Participative deci-
sion making and employee performance in different cultures :
The moderating effects of allocentrism/ idiocentrism and effi-

cacy, Academy of Management Journal, 45(5), 905-914.

Zeithaml, V. A., Parasuraman, A. & Berry, L. L.(1988). Consumer
Perceptions of Price, Quality and Value: A Meansend Model

- 56 -



and Synthesis of Evidence. Journal of Marketing, 52(3), 2-2.

Prahalad, C. K., & Ramaswamy, V. ([2003] 2004) The future of com-

petition: Co-creating unique value with customers

Bowen, D. E., & Schneider, B. (1988). Service marketing and man-
agement: implications for organizational behaviour, in Stow,
B., & Cummings, L. L. (Eds), Research in Organizational Be-
haviour, 10, JAI Press, Greenwich.

Fitzsimmons, J. A. (1985). Consumer participation and productivity in

service operations. Interfaces, 15(3), 60-67.

Lovelock, C., & Young, R..(1979)., L.ook to customers to increase
productivity. Harvard Business Review, 57(3), 168-178.

Jones, T. O., & Sasser, W. E., Jr. (1995). Why satisfied customers
defect. Harvard Business Review, 73(11/12), 88-99

Ennew, C. T. & Binks, M. R. (1999). Impact of Participative Service
Relationships on Quality, Satisfaction and Retention: An Ex-
ploratory Study.Journal of Business research, 46(2), 121-132.

Mills, P. K., Chase, R. B. & Margulies, N. (1983). Motivating the
Client/Employee System as a Service Production Strategy.

Academy of Management Review, 8(2), 301-310.

Claycomb, C.,Lengnick-Hall, C. A. & Inks, L.W(2001). The customer

as a productive Resource: A pilot study & strategic implica-

tions. Journal of Business Strategies, 18 (1), 46 -68.

-57 -



Ennew, C. T. & Binks, M. R. (1999). Impact of Participative Service
Relationships on Quality, Satisfaction and Retention: An Ex-
ploratory Study.Journal of Business research, 46(2), 121-132.

Kelley. S.W., Hoffman, K. D. and Davis, M. A. (1992). A typology of
retail failures and recoveries. Journal of Retailing, 69(4),
42-52.

Bateson, J. E. G. (1985). The Self-Service Consumer: An Exploratory
Study.Journal of Retailing, 61(3), 49-76.

Cermak, D. S. P, File, K. M., & Prince, R. A. (1994). Customer Par-
ticipation in Service-Specification and Delivery. Journal of
Applied Business, 10(2), 90-97.

Bitner, B.J., Faranda, W.T., Hubbert, A.R. and V.A. Zeithaml (1997),
Customer Contributions and Roles in Service Delivery, Inter-
national Journal -of 'Service~Industry Management, 8(3),
193-205.

Kellogg, D.L., Youngdahl, W.E. and D.E. Bowen (1997), On the Rela-

tionship between Customer Participation and Satisfaction: Two
Frameworks,” International Journal of Service Industry Man-
agement, 8(3), 206-219.

Robinette, S., Brand, C., & Lenz, V. (2001). Emotion marketing: The
hallmark way of winning customers for life. New York, NY:
McGraw-Hill.

Mills, P.K. and D.J. Moberg (1982), “Perspectives on the Technology

-58-



of Service Operations, Academy of Management Review, 7(3),
467-478.

Westbrook, R. A.(1987). Product/ consumption-based affective re-

sponses and postpurchase processes. Journal of Marketing
Research, 24 (3), 258-270.

Bitner, M. J., Boom, B. M., & Tetreault, M. S. (1990), The service
encounter:Diagnosing favorable and unfavorable incidents,

Journal of Marketing, 54(1), 71-85.

Swanson, S.R. & J.C. Davis (2003), The relationship of differential
loci with perceived quality-and behavioral intentions, Journal
of Service Marketing, 17(2), 202-219.

Lovelock, Christopher H.(1983.),. -Service Marketing, Prentice- Hall

International editions.

Reynolds, K. E., & Arnold, M:J.7(2000). Customer loyalty to the
salesperson and the store: examining relationship customers in
an upscale retail context. The Journal of Personal Selling &
Sales Management, 20(2), 89-98.

Harrison-Walker, L. J. (2001). The measurement of word-of-mouth
communication and an investigation of service quality and

customer commitment as potential antecedents. Journal of

Service Research, 4(1), 60-75.

File, K.M., Cermak, D.S.P, & Prince, R.A. (1994), Word-of-mouth ef-

fects in professional services buyer behavior, Service Indus-

-59-



tries Journal, 14, 301-314.

Richins, Marsha L. and Terri Root-Schaffer (1988), The role of in-
volvement and opinion leadership in consumer word-of-mouth:
An implicit model made explicit, in Advance in Consumer
Research, Vol. 15, Michael J. Houston, ed. Provo, UT: Asso-
ciation for Consumer Research, 32-36.

Brown, Tom J., Thomas E. Barry, Peter A. Dacin, and Richard F.
Gunst (2005), Spreading the word: investigating antecedents of
consumers’ positive word-of-mouth intentions and behaviors
in a retailing context, Journal of the Academy of Marketing
Science, 33(2), 123-138.

Davidow, M. (2003), Have You Heard The Word? The Effect of Word
of Mouth on Perceived Justice, Satisfaction and Repurchase
Intention Following Complaint Handling. Journal of Con-
sumer Satisfaction, Dissatiafaction and Complaining Behavior,
16, 67-80.

Baker, C. E. (2002) Media, Market, and Democracy. Cambridge, UK ;
New York : Cambridge University Press

Maxham, J. G, III, & Netemeyer, R. G. (2002a). A longitudinal study

of complaining customers’ evaluations of multiple service
failures and recovery efforts. Journal of Marketing, 66(4),
57-71.

Anderson, E. W. (1998). Customer satisfaction and word-of-mouth.

Journal of Service Research, 1(1), 1-14.

- 60 -



Oliver, R. L. (1997). Satisfaction: a behavioral perspective on the
consumer. New York: McGraw-Hill.

Richins, M. L. (1984). Word-of-mouth communications as negative
information. In T. C. Kinnear (Ed.), Advances in consumer re-
search. Ann Arbor: Association for Consumer Research., 11,
697-702

Sweeney, J. C., Soutar, G. N., & Mazzarol, T. (2005). The difference
between positive and negative word-of-mouth emotion as a
differentiator. In Proceedings of the ANZMAC 2005 Confer-
ence: Broadening the Boundaries. Perth, Australia: University
of Western Australia. 331+337

Swan, J. E., & Oliver, R. E. (1989). Postpurchase communications by
consumers. Journal of Retailing, 65(4), 516-533.

Brown, T. J., Barry, T. E.,"Dacin, P” A., & Gunst, R. F. (2005).
Spreading the word: investigating antecedents of consumers’
positive word-of-mouth intentions and behaviors in a retailing
context. Journal of the Academy of Marketing Science, 33(2),
123-138.

Heckman, R., & Guskey, A. (1998). The relationship between alumni
and university: toward a theory of discretionary collaborative
behavior. Journal of Marketing Theory and Practice, 6(2),
97-112.

Heitmann, M., Lehmann, D. R., & Herrmann, A. (2007). Choice goal

attainment and decision and consumption satisfaction. Journal

-6l -



of Marketing Research, 44(5), 234-250 .

Mittal, V., Kumar, P., & Tsiros, M. (1999). Attribute-level performance,
satisfaction, and behavioral intentions over time: a consump-

tion-system approach. Journal of Marketing, 63(2), 88—101.

Price, L., & Arnould, E. J. (1999). Commercial friendships: service
provider-client relationships in context. Journal of Marketing,
63(10), 38-56

Soderlund, M. (2006). Measuring customer loyalty with multi-item
scales—a case for caution. International Journal of Service
Industry Management,-17(1),-76-98.

Swan, J. E., & Oliver, R. E. (1989). Postpurchase communications by
consumers. Journal-of Retailing, 65(4), 516-533.

Wangenheim, F. v., & Bayon, T. (2007). The chain from customer sat-
isfaction via word-of-meuth referrals to new customer acquisi-
tion. Journal of the Academy of Marketing Science, 35(2),
233-249.

Woodruff, R.B. , Gardial, S. F.(1996) , “Once and future products” ,
The Journal Business Strategy, 17(3), 11-12.

Doyle, T.b. (1989). Survival of the fittest. American Demographics, 11
(5), 38, 40-41.

Hartline, M. D., & Jones, K. C. (1996). Employee performance cues
in a hotel service environment: influence on perceived service

quality, value, and word-of-mouth intentions. Journal of Busi-

-62 -



ness Research, 35(3), 207-215.

McKee, D., Simmers, C. S., & Licata, J. (2006). Customer
self-efficacy and response to service. Journal of Service Re-
search, 8(3), 207-220.

Hartline, M. D., & Jones, K. C. (1996). Employee performance cues
in a hotel service environment: influence on perceived service
quality, value, and word-of-mouth intentions. Journal of Busi-
ness Research, 35(3), 207-215.

Boulding, W., Kalra, A., Staelin, R., & Zeithaml, V. A. (1993). A dy-
namic process model-of service quality: from expectations to
behavioural intentions. Journal of Marketing Research, 30(1),
7-217.

Harrison-Walker, L. J. (2001). The' measurement of word-of-mouth
communication and ‘an:investigation of service quality and
customer commitment as potential antecedents. Journal of
Service Research, 4(1), 60-75.

Rosnow, R. L.(1991). Inside rumor: A personal journey. American
Psychologist, 46, 484-496.

Swan, J. E., & Oliver, R. E. (1989). Postpurchase communications by
consumers. Journal of Retailing, 65(4), 516-533.

Murray, K. B. (1991). A test of services marketing theory: consumer
information acquisition activities. Journal of Marketing, 55(1),
10-25 .

-63 -



Faber R. J., & O’Guinn T. C. (1984). Effect of Media Advertising and
Other Sources on Movie Selection. Journalism Quarterly, 61,
371-377.

McGrath, M. A., & Otnes, C.(1995).Unacquainted influencers: when
strangers interact in the retail setting.Journal of Business Re-
search, 32 ,261-272

Gelb B., & Johnson M. (1995). Word-of-mouth communication:
Causes and consequences.Journal of Health Care Marketing,
15(3), 54-59.

Wilkie , W .L . (1990 ) , Consumer-behavior, New York Wiley & Sons .

Murray , K. B . (1991'),“A test of services marketing theory: con-

sumer information acquisition-activities, Journal of Marketing ,
55 (1), 10-25.

Silverman , G . (1997 ), “How-to-harness the awesome power of word

of mouth ,” Directing Marketing , 60 (7), 32-37.

Gitelson, R. J. and J. L. Crompton (1983), “The Planning Horizons
and Sources of Information Used by Pleasure Vacationers,”

Journal of Travel Research, 21(3), 2-7

Reichheld, F. F. & W. E. Sasser (1990), "Zero Defection: Quality
Comes to Services," Harvard Business Review, 68, 105 -111.

Murray, K. B. and J. L. Schlacter (1990). The Impact of Services vs.
Goods on Consumers’ Assessment of Perceived Risk and

Variability. Journal of Academy of Marketing Science, 18,

- 64 -



51-65.

Poon, W. C. and Low, K. L. T. (2005), “Are travellers satisfied with
Malaysian hotels,” International Journal of Contemporary
Hospitality Management, 17( 2/3), 217-227.

Price, Linda L. and Lawrence F. Feick (1984), “The Role of Interper-
sonal Sources in External Search: An Informational Perspec-
tive,” in Advances in Consumer Research, Thomas C. Kinnear,
ed. Ann Arbor, MI: Association for Consumer Research, 11,
250-153.

Silverman, G. (1999). How to-Harness the Awesome Power of Word of
Mouth. Directing Marketing, 60(7), 32-37.

Day, G. S. (1971). Attitude change, media and word of mouth. Journal
of Advertising Research, 11(6), 31-40.

Gilly, M. C., J. L. Graham, M:-E-Wolfinbarger and L. J. Yale (1998),
“A Dyadic Study of Interpersonal Information Search,” Jour-
nal of the Academy of Marketing Science, 25, 83-100.

Feick, L. F. and Price, L. L. (1987), “The Market Maven: A Diffuser
of Marketplace Information,” Journal of Marketing, 51(1),
83-97.

Williams, Terrell G. and Mark E. Slama(1995), Market Maven’s Pur-

chase Decision Evaluative Criteria: Implications for Brand and
Store Promotion Efforts, Journal of Consumer Marketing,
12(3), 4-21.

-65 -



Bristor, Julia M. (1990), Enhanced Explanations of Word of Mouth
Communications:The Power of Relationships, Research in
Consumer Behavior, 4, 51-83.

Mitchell, A. and D. Peter (1996), The Assessment of Alternative
Measures of Consumer Expertise.Journal of Consumer Re-
search, 23(3), 219-239.

Gilly, M. C., J. L. Graham, M. F. Wolfinbarger and L. J. Yale (1998),
A Dyadic Study of Interpersonal Information Search, Journal
of the Academy of Marketing Science, 25, 83-100.

Pine, J. and Gilmore, J.H. (1998),-Welcome To the Experience Econ-
omy, Harvard Business Review, 7/8, 97-105

Campbell, A.J., Cooper, R.G. (1999), Do Customer Partnerships Im-
prove New Product 'Success “Rates, Industrial Marketing
Management, 28(5), 507-519

Lin, X. , Germain , R. (2004), Antecedents to Customer Involvement
in Product Development: Comparing US and Chinese Firms,

European Management Journal , 22(2), 244-255

Martin, C. R. & Horne, D. A. (1995), Level of success inputs for ser-
vice innovations in the same firm. International Journal of

Service Industry Management, 40-56.

Alam, 1. (2006 ) , Removing the fuzziness from the fuzzy front-end of

service innovations through customer interactions. Industrial
Marketing Management, 35(4), 468-480.

- 66 -



Neale, M. R. & Corkindale, D. R. (1988), Co-developing products:
Involving customer earlier and more deeply. Long Range
Planning, 31(3), 418-425.

Anderson, W. L., & Crocca, W. T. (1993 ) , Engineering practice and

codevelopment of codevelopment of product prototypes Com-
munications of the ACM, 36(6), .49-56.

Muller, M. J., Wildman, D. M. & White, E. A. (1993) , Taxonomy of

PD pract ices: A brief practitioner’s guide. Communications of
the ACM, 36(4), 26-28.

Kaulio, M. A.(1988), Customer, consumer and user involvement in
product development: A framework and a review of selected

methods. Total Quality Management, 9(1), 141-149.

Blazevic, V. & Lievens,; A. (2007), Managing innovation through cus-
tomer coproduced-knowledge in electronic services: An ex-
ploratory study, Journal of the Academy of Marketing Science,
36, 138-151.

Risch-Rodie, A. & Kleine, S. S. (2000 ) . Customer participation in

services production and delivery in T. A. Swartz & D.

Tacobucci (Eds.) , The Handbook of services marketing and

management, California: Sage, 111-126.

Claycomb, C., Lengnick-Hall, C. A. & Inks, L. W. (2001). The Cus-
tomer as a Productive Research: A Pilot Study and Strategic
Implications, Journal of Business Strategies, 18(1), 47-68.

-67 -



Silpakit, P. & Fisk, R.P (1985). Paticipatizing the service encounter.
Bloch, T.M., Upah, G. D.and Zenithal, V.A. (Eds.) Services
marketing environment American marketing proceedings se-

ries. Chicago: American Marketing Association, 117-121.

Hubbert, A. R. (1995). Customer co-creation of service outcomes: ef-
fects of locus of causality attributions. Unpublished doctoral
dissertation, Arizona State University, 1-318.

Ennew, C. T., Binks, M. R. (1999), Impact of Participative Service
Relationships on Quality, Satisfaction and Retention: An Ex-
ploratory Study, Journal of Business Research, 46, 121-132.

Krugman, H. E.(1965). The Impact of Television Advertising : Learn-
ing Without Involvement, Public Opinion Quarterly, 29,
349-356.

Zaichkowsky, J. L. (1985), “Measuring the Involvement Construct,”
Journal of Consumer Research, 12(12), 341-352.

Lastovicka, G. and D. M. Gardner (1979), “Components of involve-
ment”, in Maloney, J. and Silverman, B. (Eds). Attitude Re-
search Plays for High Stakes, American Marketing Associa-
tion ,Chicago, 2, 11-73.

Bendapudi, N. & Leone, R.P (2003). Psychological implications of
customer Participation in co-production. Journal of Marketing ,
67 (1), 14 -28.

Abdelmajid and Bouazza (1989), Information User Studies, in Ency-

- 68 -



clopedia of Library and Information Studies, 44, ed. Allen Kent,
144

Kelley, S. W., Donnelly, J. H. Jr., & Skinner (1990 ) , S. J. Customer

Participation in Service Production and Delivery. Journal of
Retailing, 66(3), 315-335.

Gartner, A. and Reissman, F (1974 ) , The Service Society and the
New Consumer Vanguard, NY: Harper and Row.

Goodwin, R.W. (1988). Avoiding burnout in development work. Fund
Raising Management, 19(4), 38-43.

Edward W. Said (1996), Representations of the Intellectual, New York :
Vintage

Firat, A. Fuat; Dholakia, Nikhilesh; Venkatesh, Allandi (1995). Mar-
keting in a post modern world.European Journal of Marketing.
29 (1), 40-56.

Martin, C.L., & Pranter, C. A. (1989). Compatibility management:
customer-to-customer relationships in service environments.

Journal of Service Marketing, 3, 6-15.

Haywood VB, Heymann HO (1989). Nightguard vital bleaching.
Quintessence Int, 20, 173-6.

Bitner, M. J., Boom, B. M., & Tetreault, M. S. (1990), The service
encounter: Diagnosing favorable and unfavorable incidents,

Journal of Marketing, 54(1), 71-85.

- 69 -



Jones, P. (1990). Managing foodservice productivity in the long term:
Strategy, structure and performance. International Journal of
Hospitality Management, 9(2), 143-154.

Swanson, S.R. & J.C. Davis (2003), The relationship of differential
loci with perceived quality and behavioral intentions, Journal
of Service Marketing, 17(2), 202-219.

R.Bowers,M, L.Martin,C, Luker,A (1990) Trading places Employees
as customer, customer as employees, Journal of Services Mar-
keting , 4(2), 55.

Goodwin, R.W. (1988). Avoiding burnout in development work. Fund
Raising Management, 19(4), 38-43.

Mills, P.K. and D.J. Moberg (1982), Perspectives on the Technology
of Service Operations, Academy-of Management Review, 7(3),
467-78.

Mills, P. K. & J. H. Morris (1986), Clients as Partial Employees of
Service Organizations Role Development in Client Participa-

tion. Academy of Management Review, 11, 726-735.

Petrick James F. (2002), Development of Multi-Dimernsional Scale
for Measuring the Perceived Value of a Service, Journal of
Leisuer Reswarch, (34), 119-134

Berman, B. and Evans, J. R. (1978), Retail Management: A strategic
Approach, Macmillan and Publishing, New York, 125

Nunnally, J. C. (1978), Psychometric Theory, 2nd ed. New York:

-70 -



McGraw-Hill

Hair, Anderson, Tatham RL. , and W. C. Black (1995), Multivariate
Data Analysis (5ed), New Jersey: Reentice Hall.

Belsley, D. A., Kuh, E., and Welsch, R. E. (1980), Regression Diag-
nostics: Identifying Influential Data and Sources of Collinear-

ity, Wiley, New York.

-71 -



R ol L 4

SERIE L R G
BH- G BN SN A KL H L AR R R R
ESRON R Ear N m*ﬁrz"t’f»ﬁ "ﬁ {LiF» mE"“ﬁ’*G ﬂkﬁﬂyb ST NEN o S A
BAHNOBEBG B Y M»’*w&ﬁ U2 iR Frie v B oo
o m?‘kﬁi«j—j\,{ﬂw E'—jg AT fg& s 7‘5\;? S ] i&*l}é—ﬁmfﬁf"* ,
w % 1 FORR {;c
FAE ~

- CHRERT - BEYP LT AT B nnR?
M @)% (F§F itk iEs)

S HFREERT S BEPP o B RBEGF- XY R 5% AT AV fBsE e
RhR?(H:E)
LD #* %k LI2DP %k L= % [J(4i#E 8
%) UOwr%R L6)E% - Y8 (DR 4R
(4 Buffet)J(8)Beifsr [1(9)- 4 p v+ % B [(10)F /& & i) vt i
CAD k% (F & -5 -5 123 =8 k(350 A& ~2) [113)
FRBR(FENEN &N N 4)E s

= ~7&J&’ FREET R BRAMNTERDEE > C L PR Y
(Froter n)
ey 0 ~ [I2)1-100 ~  [1(3)101~300 ~
[1(4)301~500 =~  [](5)501~1000 ~ [](6)1001~1500 ~
[1(7)1501~2000 ~ [](8)2001 =~z

-72 -



EoHRBE L ER R RBPR L T BT AR -

— s T b

Do @ o

o o e e

>~ gl

= L\
G Tk b

o

A 0 o o o o o e e e e s e e e e e e e e e e
3. EWEETE,.&@?;\ S F PR B R B 0
4. 2 4 e RAE R B HEH L I om
Hho o e e e e e e e e e e e
BARBEEREERTRER -+ o e
6. B4 a3 > AHEREGERE RE D RE
T T T P

hy

CHARRE A R R R RS T ET AP AL

O

— g T ;\#;&_D

I I I A N e
OO oog o
O O oogd o
O O ood o

Do e O

F

S g

~ .\
g T |

(@]

L3 GRERI 2R 7o s és - B /]
WEEE (b4 D 7 00 L BRI o) F s &

E N S I .
gL EE (LS AL

&g e PRIFA R 2E[E t-@m;g‘ PRFERN F A Ao
CERHIRBFBAF  KEr M AR EAE RN o
ARSI TR 5 g - I AR
e (blde s AR S g B ) .

6. 4r% IESL FIRAF A R SRR R AR S 0 & €

oo o e e e e e e e e e e e e e e e e
T.18 € o PRAFA B3R § VR 3 b FPRGET BEH o
8. % KHIRIZEZ BA P [G ¢ vk A R &Rz 2 2 o
9, AT pFa g?&%&mﬁ A I I AR .
10. m € = i_.,g; gjq%%ﬂa%pj,z;};A ﬁm’p; O v v e e e o o o o
1.}

g
g BRI B3R R MR RS AR -

Ol = W DO

& &

2. % BHRAEF BT G EHARM A AR 2 BT DR
r‘] .........................

-73 -

Oood oo oo o

N

OO 0odgny o god o

00O oo oo ood o

OO oo oo ood o

0O oD oo ood o



3.2 EFR AR R RARR RPN FERGSFELE ][] 1 11 [
»);71 ........................
14. 2% fod B RIS A R K 5 APRGE - OO0 OdOQ
15, F PRAxA B3R B4 RN RN AP 8 ¢ R
mﬁﬂg ....................... . |:| |:| |:| |:| |:|
16. % Getp M A BRI BB Be a2 [ [ 1 O [
/i%??ﬁijl?{ 9}2’{3\5
2t
¥ 2t
FRECAREAINEFERY R PR FTAR 7 R L3
%E i I A I
1 2 3 4 b5
ldrk v P EH- > A2 ¢ L PR B Rk 3 1 [0 00 [
2. % A ,gﬁ—ﬁqﬂ%&a}\.giﬁ?jﬁ;? ........ D D D D |:|
AR i’%&ﬁ?ﬂﬁiﬁ-w%‘r%?% e B - S RE T
‘ﬁ%& g'% *\);Li ............... l:‘ I:‘ I:‘ |:| |:|
4._1\-1?#@"‘]{7’5@?:3— ’ﬁ%}?ﬁh ............ I:‘ I:‘ DI:' |:|
5. A Fliz- RE R R W o/ T TR NA - . . [] 10100 [
6. 22104 & e - %’\%&,’5\2 FFaHm @ d e g
&/ﬁ?’ .......... U o o o e o oo e o o
O OO0 O
2t
¥ 2t
2 " N 2 2 N £& * K ‘;EE\ ’#7’
SHRBEH EE RLIRBEFORE o FT AR FooE 4R R
1 2 3 4 b
Afriz T ERAIRIF AR I 2o - - o o e 1 00O 0O O
2. FE PR 1 g Ew A hE R 1 O 00O O
EREROR IRIFER > BT b P AL EENTT
leﬁﬁgé ..................... D D D |:| I:I
4.7 B RDAEI TPl FRADRAE 1 OO0 O
D.ARFEFERAAMRY A RFF 2 - [ OO 0O O
6. 5 ¥ £w&mﬁw R O OO0 O
T &3 E RABEF 4 FANE Fae « v 0 0 0. . D D D |:| |:|
8. i\;z;igwlﬁi“‘ ’B"ﬁ’iiﬁiﬁéié* AR E hE & 1 OO0 O
9 A & }f*\m’:;{— K EFNET o oo . D D D D D
10. ¢W§ff@ﬁl BREE IR > AR L A o ] O0oQ

- 74 -



LA e R RES ¥ RELN - BEBDLR- - OO O
¥ 2
) " * ZI ¥
NRREH SR RIS o v TARE
i T A &
1 2 3 4 5
1.\32’\%/&1:77\.—-;«%‘“1% i_rﬁ .............. I:] D |:||:| |:|
2¢3’\§1¢?ﬁmw%‘r = gF,;—,’q ............. I:] D |:| |:| |:|
3. &7 R AR g.ﬁb}.} ................ O OO0 O
4.}?’\%&,@5\4};}?}'\ ............... D DDD |:|
. IS FR BN F K HEB . - O OO0 O
6.7 FRTF A L p s emnlaiR Ry 0 OO0 O
2,
.
l’ﬁ ?’3\5}1)%{'%’5&, ................ . D D DD |:|
.:E_"?\ ﬁﬂ—\/\ij‘&‘}';‘tm ............... I:‘ I:‘ I:I I:I |:|
A RTHR
1. R Eapdksd e
L)+ % [E2) 51

2. WG enE g
(1) 16-20 &  [J(2). 2125 A& [I(3)26-30 & [J(4) 31-35 &
[1(5) 36~40 & [1(6) 41=45 @& [H(T) 46~50 & [J(8) 51 A(g)rt

3. R IEHT AER L
LI ®me (z)m™ L2 &7 5 L) ~F&88 [4) #197(7)

v

4, ﬁ"FF '\'.m%i{
L) g2 (gl‘“ﬂ) LI2) Bk Q) p¥erL JU g e#ER
L1(5) Faei ¥ a [1(6) #s

5. HREB 4TI o B AT SR Y
[J(1) 20,000 =(%)m=  [J(2) 20,001~30,000 ~
[J(3) 30,001~40,000 =~  [J(4) 40,001-50,000 =
[J(5) 50,001~60,000 = [J(6) 60,001-70,000 =
C1(T) 70, 001~80, 000 [1(8) 80,001 =4

Al

6. B I ey L
L) =4 LI2) A%

-75 -



-76 -



	內容目錄
	表目錄
	圖目錄
	第一章緒論
	第一節研究背景與動機
	第二節研究目的
	第三節 研究架構
	第四節研究限制

	第二章 文獻探討與研究假設
	第一節口碑傳播
	第二節 顧客參與之資訊交換行為
	第三節 研究假設

	第三章 研究方法
	第一節 資料來源與資料蒐集方法
	第二節樣本結構
	第三節 變數操作型定義與問卷設計
	第四節、統計分析方法

	第四章資料分析
	第一節研究變數信度之分析
	第二節研究變數之簡單相關係數分析
	第三節假設檢定

	第五章結論與建議
	第一節結論
	第二節行銷意涵
	第三節後續研究建議
	附錄--研究問卷


