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Does Relationship Marketing Matter Enterprise’ Retention Selling:

A Study of Industry IT Users

Student : Yen-Ching NI Advisors : Dr.Jen-Hung Huang

Master Program of Management Science
National Chiao Tung University

ABSTRACT

This study is researched by case study. It is base on the theory of relationship marketing, and
the research units was focused on Industry IT users, the goal of the research is to explore the
impact on customer satisfaction and the price tolerance which was base on the relationship
benefit perception of customer. This study introduced dynamic variable-*“customer
satisfaction” and “price tolerance” it aims to discuss the factors which will influence the
purchasing of price based on existing relationship between customer and IT service vendor.

The results of this study showed: First- social benefit perception of customers will not only
consequential intensify to their relationship proneness, but also positively in customer
satisfaction and price tolerance field. Second: The relationship benefit shows that customers
focused on the commitment of supplier and increased the relationship perception as well.
Besides that, the study also showed that firms are focused on relationship benefit and
relationship proneness, although it will have positive influence in perception of customer
satisfaction in the future, but customers still expect maintain normal service standard at least,
even more provide better IT service

An important conclusion of this study is about the price tolerance. It has positive influence
with the perception of the tolerance of price in the future and can be strongly selling to
customers based on the relationship benefit, relationship proneness and the customer
satisfaction, but can’t strongly be the perception of expecting raise purchasing price from
customers.

Key words: relationship benefit, relationship proneness, price tolerance



AEESHAITLS BN A%y o v EE 4
aﬁ?%i?i%@zwﬁ&%ﬂ%,ﬁﬁﬁg%%ﬂ@;;—&i%’
E#HFAHADAFGNE 2 ke BAF RER ST R 2 LR
P3RBT ELTE o

B TER SR AVEHRFRET CZR L g my hp #
20h s AR EEFEOTE > ALY R F N ET KRR E Y

BRI E R 2 ¢ 0 RAL 55 hd LR B A AR

FREEZ LS » RAR XD GUT T AR o B e R EF DAL X FF
FREFCEFE EREASFARREZY » mehFRHy T8I g g 2o
A BN o X FRRHE R RRRRGIL > B NF S
BT e bR A FARSFE L Y RSB IP a2 2 A
et P PAFRB TR Y .

e e A NV Q}E Borg A @ FeriEA el ~ AF e

~ B o AN eEE R S J‘z;i—ﬁ)";,,t%; gj:/]ﬁs;kgﬁppi N = AN p‘_:.;.s";ﬂaa s B A

ABRT % E

2% F (Rachel) Fid»r i+ §

-~

2009 & # § -



ABSTRACT ettt h et e bbb e e b e e R et e bt e Rb et e e nabe e nbeeanbeeree s v
B BB et e e et e te et e ebeehe et et et e ateeteebeebeeheebe et erteteateabeebeeaeeaeeneententens v
p o ST P OSSP PP PP PRPRORPRPN Vi
e B B bbbt viii
BBl B B iRt b et iX
- > T TSP 1
L1 A B B BB 2
1.2 T F B BT iRttt 3
1.3 BT iAo RS 5
=~ 2 }gkﬁi* .................................................................................................................... 7
21 B TAITE e R R B et 7
22 BRAE e R WA U e 14
2.3 BE E B Ry ceeeeeeeeeet et et h e ettt bRt bt bRt R et E et b Rt e bt et r e eere e 17
2.4 BB T TR B et b et E et be e b b nae e nes 21
2.5 THHE T B oo 24
= g 2R B bt 26
R Y PR 26
3.2 T F TBBK cueeiiit ettt 27
B3 FT B oot 27
34 HHCAIEE T R B ETHTE oo 27
B D T T ettt ettt eebens 32
v I B 0 T ettt b e 34
T I = 3OO 34
A2 T3 R TP A BT ottt 38
O R | = APPSR P U TP PRSPPI 40

Vi



e I R e 43

B g S 44

Vii



+
I~

+
I~

W

D

1
2

BB 1% (7 A 20 RLE oevrerrrrrr et 9

A TR R T B FEE e 12
BT E B2 PR AEIE 2 A & e 28
Bt B A GFBAETR 2 LR A e 29
FEE B RAARE 2 RAIT 2 R £ e 30
LM RFLAEELFRAIT LRI F v 31
;{';;pj:ﬁf[;/\:gbg?*i%;g ............................................................ 31
FA R R AT & e 35
BE 141 5 20 B35 A T eeerrrrrnr 36
BHE T R B 20 BE3H A T e 37
B T4 DB 20 BL2E A e eemeee e 37
BEE % R B 20 B3h A e e ee e 38
LSRR BYIE 2L 15 B BT AT A T e eeeernen e 39
BHE L ﬁﬁf’?/”\ﬁ%‘ ............................................................... 40
@%ﬁ%&@ﬁﬁﬁ@ﬁ% ......................................................... 41
BEE R T LRI EFA T & 41
2R T B oo errreemnn e 42
O 1 L r LT PP PP PP PP PP PPPPPPPRPPRPRIREER 57

viii



.................................. 4
%&Eﬂ;%&\;‘v_} *‘ifﬁ%} ........................... 6
=7 'uﬁi]%] ..................................................................
@2 7L ........................................... 13
’;ﬁ';ﬁ!}_g/} e h: S LT R PP P PR R PP PPPPPRTR TSRS
@3 f e 19
@ 4 &F‘ Vl%i%%ﬁ—ill .............................................................. 26
@]5 Eﬂmiﬁﬁélﬁ .............................



N X

-%o’n\;

%

Biairdl®de s Lo FE BREFH I 20 2R AhE %o p N0 ERNADE

W gt A FREH AP EROUEE I e LR PR RRE - Fla s E 0 MG
FaE g B o MG EAFLF RS F A ERR O - F R '
A G s Bg e RO EMY BN 2 p X P g £ (Shani and Chalasani

1992, Webster 1993)-Leonard Berry % 1983 &t % & {7 4 1 ¢ (American Marketing

Association ; AMA)#& I B2 SRS R BRI TR L (T S PR EFE B A EREL B
oo E S Hand & Fek ) koo B %7 4 (Relationship Marketing ; RM) - Tz > &

N TN . U T L E LY ERES L EL

EAALE FHOTRLE TR GBI MGY B AP A oA

SR A R p AT R ek R o R PR PR TRk g R4
g

ESEREET j\éﬁlﬁﬁi@ 7;5:,1'5_ ’f}@ﬁgm};&%‘; P E L E AITL &

#

5 M 06 1 B

Strandvik et al(1996)4% &1 7 B % {7 8 ens = 44 Ly 5 Strandvik & § 285 B %
Ao @B AERST WEE VY RN ES Y RABILRE 2 - Bd RF DTN
FYREAASDREZHR - AL EHFNFIEFD ¥ AF B L FPLRE O
FHEFRIG e T RAAHDEIES > TRAAT TS Ko LEEHF 7Ry H
L EEH AE BE o gy 4 2 F k(Hamel and Prahalad 1994) - Morgan and
HUNt(1999) %5 156 ik ~ A% 7 AL LAUEE M 5 AP AL B8 o S5 R o

LR VPR M il T g E ey - it -



30

RS

EE IR R o B A AR 7 BT R BT B A
Bedenteff ot r 202 % 80 & N (8 0 % - pr 4B RS F RALT @D FEam
WA RERFALIERNGRY S EFERL L RO E RS- MRS
FA L 2w pEFEHARELE -

TEROBGEHTL - BRATOEH G AR RTE A F R AR L 31420
BREFE EF RO R A EFERTERY 0 AN BN B S2ne Y
&a%”“ﬁaﬁ%ﬂﬁﬁﬁﬁﬁﬁﬂaﬁWiﬁéoBﬁ’Wﬁ ¥4 bR iy

AR RBAS S FHRE RPFEHMGEHRHFA L 0 £ ¥

wr
B
(s

ol

oM G AR S R DG FHM G AA ISR R AR A A

B
7 o S MR DARRN R EH R TR L AARPEED R e

(42

IR EMGEHES P AL EFR - FELLILL -

ot R UG ETRAT LY 2L HEE MR L B B E MR
PREERLARZE WRF LR G RENRF

RIFE > AP EFERAFFEH S 6 AALG T M AFHHEFER BT EF

T
DHEHEAE Bien ¥ o MG EH A B s

=N
3
RS
g
;\\
“3
¥
I

&

%
EF BRI ARRARP B F 0 R FAPF M AEHERF B AL E S

LRSS R - BLEETS EF A RRE  H L FEAL LG RGP ]

~

MO AR T IRGE T E R B R T4V 59 R AL AR

b
I
N
g
$
]
\\\E‘_
N
/-"3

AAFBRF IR T o kM AEH AR T HT MR FEST AR E G LA
AT A -

AFPTRAZ " DERFARPEEAEEFOM G 2 THGEH ) 2% L A
AP r TR TERFLE 2 THERAE ) i FHPEL P ARbe ¥R

BB GRE Y  HNAREEH G2 T 0 E B w THAE ) T o



e THGES ~TEBLR, 2 THRELR ) P -

& Reichheld and Sasser(1990) e 7 45 &1 ¢ & $4eit 8 % H AF £ 45 5 iE 5% > %7

=

$# % 25%7) 85% ;B - @ % Peppers & Rogers(1993) & # ¥ it @ & FIH % - BATAE E
TR AV RTEMERE 69 o LS TRE L i EEAR L IR
MFERG AR R A MO B AR L ch ko TR SR B aE 2 5 ik enl Gkl L Eg
¥ BB~ B4 h kR (Reichheld 1993, Morgan and Hunt 1999) -

v vb s A Croninz Tylor(1992) % :& (T PRAF S F A7 7 » et g P H P 5 A Bk L -
(1) MirEF i BZRLAEDT FRE -2 BEBRLAHME AR EFRE -
Oliver(1993):a s JRir & F ¢ B M Z /L - LA » I ERL AL IR L »

%2 Z(Garbarino 2 Johnson, 1999 ; Singh Sirdeshmukh, 2000) -

1.2 &3 P b

ANBEY I AAY REEeF Y g A FELEFERE CFRELE S a4 o FER
ARGV Rl TEHEFRFRAESFTLE-HE M %P iz Doney 2
Cannon(1997) ; Morgan Hunt(1994)#% § 3% 1 f iz &2 & % WEFREM G L FFED
e FERFF AR L IMAEH DR EEFE R DES -

AT REFEHNR A G B EFTH L BEnPo i RiF 5 AP

Bk B AN o~ R ¢ LR R L R R o MR s Bk v 1 B 4



T ‘ “““““ BEENCEE et s A ‘ """"" !

| WEERe | T t g ;

| (R | R LA

L T ; ! ;

| Rk | | § i

R | H R
| e |

1 % 8lf A e 4 )

Rt P T FEFTEB AFT AR P av UL T AT PR
L$AEEm 7 M GHe 2 ERBE PP RFIR(THIFHMEE ¥ 05
&) ?

23 M GPIET 0 AT EBPE A PRREFLAE?

SEAEER T MG LT R RERBARL > A BFE R ?
AEAEED T O MBTELT R EEIREARRL > 7 BPE 2 OB ?

FLEFLEE~HE > U GEH AN ENTHERET R ARG
EEABTIERER? AMFEIRIFAL LT AN G MM AJIEAn 2 BEH

'/;“1: a‘%;‘g_/i_:j:“"% °



$pfi§w$?’ﬁ"‘i%“ﬁmpii%é%’@aﬁﬁpiﬁﬁﬁﬁﬁ,

T% Wimeh IR v Rl BB AT P - %:;%&fﬁ%é%@

i
S

)

AR MR T AP B NE TR G AT g A R A AR M 2 S s T

~>m

BAS R P R > B B Sk BREA P FETE o B2 ]

o+

FER BT - FLBRELP A MEREEET R f? = RN
ARBpFATPE T ES I F R LT 2R EE oI L U EGY 2 2N T
B R TR PR R e ki Al AT L TRA TS - B R RHT
FEFLITERT 3 AL LA RLTH AR e kit 2 (5 7+
FUS AT E ST R G LA R 0 B T R RBEERLAF] AR T
TR R EIE S Sl A T g ﬂ’.ﬁv"‘—;—gﬁ;%? 2EF G R o Bk T g B I

BRI R REHR SRAFTAEL SR RA S T IR



5 5 AL B4 F29 T o

PR
( \ 4 A

PR RS pY

A 4

L REVRIE R /P

HO PR
A 4 .
P
( " A

erREN TP

A 4

'I‘E':Tl «].* Pk

?] 2 Eﬂj[_‘ /n ﬁiﬁ]



- ) D =
SN At
KA LT E: Ho SEAMGAH TR R BB« TRfoBME MM
CHMGIE LR Y2 S AL R 8 Rk MR AL i ML
BAMESAASMARHZM G B SRP M AT PEe o 5T SHE R L

e

2.1 MGtz g

P H-TAN G g 8 A el % 7 4V P 4 0 A Philip Kotler(1983)#% 1 %73}

uwﬁi‘%%aimo%méiﬁﬂﬁﬁﬁﬁ%’ﬁiﬁﬁ%Q@

F_

E BT A el AR o B TR Fﬁ)}*{ PR P - AW A Bga

YA FEAMBRF TN RA B G FH A EE Bk p Philip Kotler #77 +
FHEH LB LA B RS A BEF LU B P BT
Whehdr B c MGEHIBEHT T L AH - BREDRRE REI BT P S -

Lisishd it g ~ o2 B0 £ 5305 T 8- BB ls a i x £d 3
B p e R Rkt ipt S R B AR AT aup T R o3
E% o fkyp KAAheBEEE FEEARE A IRY - BF ki A g Es - B S

i d i g BT ATR B T RN R S Y F e S R R L

35

Ffrd kA BriA fESRR Benin Mo AR GRS & & 2 B en
EY SRS SR R LA RS BRI PR Rt YA

LAERE TR o



4

2.Herman Haken(1983)chta e B30 i » J Suf Frefea g d h5d R 33 Az B

m;m‘ﬁ iT% EriR oo X B % i frv"m I’T?%ﬁﬁ\r& "‘ﬁéﬂ—\ﬁ ;?i"l"?'rﬂ’ﬂi;'i" 52”'?'\/%

V2l

.,»

MR fROERRFLY - EES ks B milAehini & RS 0 2B ks p B AL
wF RNER BT K RIZAP > EATRAFRFET > T EF ROV AN
bR Er 2R Sl R E B FRIOREQA T DR KA R - ESF G R F R
Az k oA AL - P At o pfEp mHad TR L AH D 8
AR R § A RRRBREES T AR TR RS R
B ERE FAN S ks Rtk IT R ko RER B RE D
- RECHEHWFT AEPAIE FEFEANMBER PR GLEFEE LR FEL B
o BB R FH TR R FIS O NRBEE G P ERG S o edeR R0 BB Rk o R
Bk i g e M G A AR ER T - BET PR A &N -
3BAFAM RES U B FTAOE L BEER - BB P DLR TR

R I A frd o ARt - 3o AR Y BAEA BRI NES
BRI LLERFLEFAL DL R AE > - PRI R REL PR A

Fl A RP HAF < v i

for SPAATEHTROT R b g S S RETR - MR Rt L

AR AT VHABL S AR S R E - AT EEFR o

P

o

B FE AL > REF ANFNRAP RS BROPEEGZ EA LM TEAERS K
tnh

FAESRL SPHR WA FREFEDTIE b

2128 G EH RS T A

T T4 A AR R 1960 & A R & Ren1 ¥ 2 B B 4 (Industrial or
Business-to-Business Marketing)(Grénroos,1990) » ¢t — #£4 3 & & # ¢ %“ﬁ“r} I haBE-
FREEREZFE AR P Y G

@ B % {7 44 (relation marketing)— 3#d Berry *+ 1983 # 5 31 » < L’;Jcm v Ay

8



MEFHEG ERNF I IEOR AT A2 PRITEH AR - > LG RE RGO
BAcpl 3T e

1983 #d Berry(1983) A MR+ % 74 | — ¢ > Berry(1983):n 2 &R £ & > ~ &
FELEH RN EM R N EEH AT B T THGRES ) Bl YR
BES FHEERTEER TR L L ) B T o

fi & > Sheth & Parvatiyar(1995)3 3& M {74 &) 3 A &3 Fhig * |2 FER T
WPy ul Pli g 8 Faris o

IS b 4L > DIRITH G FA AR E - F R AR E O MG R
Ma-RAEARCFH 2RI RIBRDELRLE - HFENBURELFELD Y T A
Mk TEFILERA N Ed P NERERE MR RN
B e d 1

%1 M2 A

gjﬁ T ek B %2

Berry(1983) fo- ARG REIRI B M AL

- gEl s SR EE M i

Copulsky & RETRASUEA S 2EMGBAHE | A SRS
Wolf(1990) Ak ooaE - R RS E sk hiF A
Ao
Rapp & CESEEES LR T LA
Collins(1990) PR BT e R B‘f Ride s I
BRFBEMA 2w FF2FHER o

Gronroos(1991) Miiimal2 2 s afFapdpprade | I
Pt M Gk 0 B bR & 2D

e ? 0 R B




Shani &

Chalasani(1992)

Fd 3 AT E A i Eehk B

o roRERL S MGk xR 2 & R O

et > FiFop vt - 3 A M heh- AR

48
Gummesson(1994) | #F 3t % ~ R 3 R 2 FHF
Morgan & SED NFE s AFAS MG e
Hunt(1994) fTeh- 27 T E R
Evans & MREE AP EE A R R e F B Ak
Laskin(1994) 2R 2 REEEZ LYl
Sheth & B oR B g Te kR R hlg e

Parvatiyar(1995)

B - VAR RaE AR

Bagozzi(1995)

ERMGAHPAANGEEIT LA 8

AL AL E I ALE S ARER
e F ik g R AL EEMG

74 et

Christy, Oliver &

Penn(1996)

34

BgR AN pReI A
B FAR O NREES AR T NN

ST R ]

S

Armstrong &

Kolter(2000)

EATHRE Y i R 3

"P"}
3

@ % g i
,QF)&E‘.?%%’J
FAREF P AR BLAD > FHART

AL LR L R B

‘?“}

J?;”

A F ST H L E RF RS L IFED

@k

TR KR AP AR

10




It
@
i
N
>
&
=
=
¥
e
i
=
o

kD
™

¢

ju}
i
paty
g
=n
oy
.
v
1%
o
4
R
e
N
B
(sh
&
(i
s
o
=i
d
e

2.1.3 B {742 HF ik

I~ Fdd et o AL F R M GBET A oNE LIRS g > Lol
GV F P Bk T RE R o P SR TR R o LI
v W U FERA 2 FUd FH P ERA BT R feF R F > T Y
B EE R E AL T

2~%%ﬁﬁ&ﬁkﬁ°wﬁhﬁ@;’&ﬁiﬁﬁﬁ%i’mfﬁﬁﬁ%;ﬁ@
&

BALJNEAMEE 2 LW G T Il o 2T VAR - S p A
?fﬁi*'??rﬁf?ak’ﬁﬁé §4ﬁ'1{ﬁ;§%%"’ﬁﬁggnmf—r§ alj?Iﬁ_,#Ele}fﬁjo );E,_,E'_%
B G > TARERE BA G kBT FRHES ) F kP

¥ ']‘j gj‘b{‘i'%”% Fﬁg ‘Amﬁxrs "]5' °
3~ ER I I e MR FH A #H B L ER G AIE Y I A o e
RRFEPHEDTRATRE > B NG §E 2 W Tk o B ThE 2 2T IR #

bR AT ABEE S IR A FRES I R R £ S s b

T3
[

JFMe Bl AT EIMGE> IS B8R o

4 FAVHFNZPEE  BEFEHE REZLP NI > % UEEHEEL - A HF
BRER 2 FH LAY AR SR iR SR RM TenBs LR 2 ERERBA I L
B ke 2 AT FAor I A JIEE R E TG b W e aw
o4 FAPYEEE PR A SRR {EE RS Fng R Bl ot B
HEAQEFT AR 7 2 R e s %7 d G By P RN w ki

2 B ST AORAEE N

>
e
Tk
=
E
Erid
=¥
3k
e
A&
2
ﬁﬂ
)
R
2
.
i
3k
L
W
\m'}\

BRHEFFLRRLA-IWMPRIMETEFRED - B2ATPRLFE > EF2RT



4y
(i

UGB BT SRS S LR - BEJHFE Y o B2 I W

<

T

PR U A FEREF LK ET QA

El

|

2.1.4 B i AR g

WA TH G R A B EEIS R 2 2 2 B f(Hunt, 1983) 0 3F 5§
(Kolter, 1992):0. % F4fenfghe Ebrd 2 T2 3 | L g e TREG: ) 5188 %
BT AleM R EA R 2 o FREHEGERFR THEMFROT BLR
FRfe s HP B4 e R AR FH A 4o T A 29057

2 FHERFTR DI BIFEK

# FH S
VERTSVET 4 A%

50 f* BEE 74

60 X 1B EAY

70# & 2EJI2ALE T4
80-# i+ PRA% (7 4

90# * P 17 8

F#L kR - Christopher et al.(1991)

Payne(1995)#& &1d % % T4V @I M 274V ch= B & 2L 4o F BI34ToT

1.4 THagEs  #81 TEmEd -
UEHERSIAEE Y PRSI E ARG

3 AT A AMETF (AL F PN H 2T F H S BE SR E S

ERE® F)ArS K@ s a2 R E M BARGRE L P F o

]

12



el 7 17

]

10 =
I PR T

Q

-
i

B

S SR i

B3 74 sk e it

Copulsky & WolIf (1990)z%. % B T 748 BT EARF - BREZ Pl 2 P FFE - &
PR REATRARE o L @ o Gronroos(1996) R s AEE ¥ e M hendE i e 7 7
i Eapiar s #50% 7 Monroe(1991) %47 £ #rer R chif B PR & R L AL AvE]eh
i & (Customer Perceive Value; CPV) % p *t g % 34k 42 e032 +(Perceived sacrifice) £ j& &
a4 (Perceived benefits) et e :

i PR
AT = g ey

EFannics 570 0N 5H A SHL L BN S RIBE S HAELET Y e
N NI TS R L T

WL 70y R AR e e A TAe R B E A A ‘@'ﬁ%] .
WB NTH AIT S RS LR A L GPRIEE SN 4 Ll G o

Grénroos(1996) 1 3 fix 5 A1 & i 1E ¥ (Value-carrier) » ff % 38 3% 22 % B ‘4% M
R FILF G v RS F e LA A (Net-Value) o BN R iFH S E AT
T LY B T MM A T i 87 R RE T R TR E

mx?;fér% B om ’L+*"}A;\r‘g oA ¢ 4 a#ﬁmmﬁﬁgﬂ I N A NI AN A S| “q‘%m

13



AR 3R AR EHM Genlp Einie o A Er TR E 2 @ (Total Episode
Value) & 78 Bg £ ¥t (2 1§ B oaniar

el b e e ST GRS + R I
AL [F [ = T f¢%ﬁ+g§;ﬁ%¢§

-

%%‘d FERBRE ket o AT 0T fgf 3B enE & 1% B BACRE R H v R

FRADIG Y > AREFERETAHTUBELLE  HWRLADELZHET L F]A
Pt
Bk Hp egE

v 1R G R i")ﬂ?;r‘sg#‘rﬁé‘, R ¥ER

ms
* =
¥
3
;N
1\
b
A
=
AY
4
[
il
b

=t g ALY S i‘%;ﬁ' FRLAT o ipfERE S B =22k

’%FT??H‘F?@(CPV) £ [l £ BEH 367 PR R i

2.2 M AqlE

REEBRGEEEEREM G WP AP R R EE S AR BiER

e

=

*’M

fo pE 7R F A s PRAR N B YRR AR Y R IR E o FISREE € B EIR
AR AR R WM 0 o Berry(1999) A dp o B TR R A2 VAR R A E R Y
R L FATIRBHEB A TR LR FRERAG(D)EFTERLFFRA P
2 RAE AR R 8T R E - R R)R T SRR A LML
(Relationship customers) > @ i % & 5 B R » FPRIFEE 7 L F 1 iofhandF il oy # F
FOOME K L HE R - BRI A N o B BRI R B R

HPRAE S N o R R E MBI ARG A A CE BB R s 0 ¢ FER S

SEFESAERE S FILpAM B 2 JHE KRG 1T Bl FREE S B GRS
& ‘f’]ﬁﬂ}iv{“;ﬁ‘ﬂ ¥ EEL 1%150
SChoIl(1981) 2 #5 %2 T34 f2 T B 4 b 7 5+ 4 56 % ) ¢ S0k ™ 10 SR §4 16 H e

14



v

#8275 A5 7 F W EenaR Y o Peterson(1995)+ $% diAp g E 5 B A A& L hE Y
ML S8 M Gl Rdds o B2 SR F FHE A M GO E T R e
SFEY o Bitner(1995)# M AR E F H s dEH DR T > NG ARF AR HE B L HS
AR E L AP ERF ] ERAHR AR FAF L o FIRE L A A T I
$E R R TR R E T § AT R M A R s B R

PoOREMAERME ALY vF R koo

SMGT ERZEE Q) RO E

%)
i

Sheth and Parvatiyer(1995)#% ! g % £2 i 7

—

#oo R ME AR LB 0 (2) " M AL A e v (3) U A KPER 74 D
b % o 7 i d **Sheth and Parvatiyer(1995) 2 5& ¥ & i& B - BT Fla i
RE% o

Gwinner ~ GremlerfeBitner&- % £ R84 JRIFF #Tiac#™ 7 % I > 3 = s3] i

Gl E A e AR S R BRI B K W e
2.2.1 a1 F

BRI F AL B R b BARIEF L A % i AL S A
A 1§ 14 o 1345 Barnerl994, Bendapudi and Berry1997:r2 2 Berry1995% § & er# 1 > 12 #f {1

v

ERAE AR BB F &P GIRTHE i - AR - Berry(1995)3% 3 A £ foPRAH
REFafFL Aot - BEE mv]zﬁﬁ* L &_k % '8 X o Gwinner, Gremler, and
Bitner(1998). i iF & 333k W4 B £ T PRIM R 4 B B M R ¥ § - BERE S 2
EE > FRPIEUFOERE  HIRAREFREDESARTF oo PRSP
EFRALEPEAIE D BB Py R A BRI T AL

o iR FF R IR :L—%z S5 0 1L B EINE Y SRR R Dl & o & R b e

2.2.2 42 A F

ARIEAE AR EERBBEEEZ RO Gy Y > AR Fe w dite
Betty(1996)4p 1 © bt B 0% ¥ S E AL W RPRIME B SRR A JAR G PP % e AL 2

15



A

F@ 7 RITaRE B ARE X ﬁﬁ,g etd o 113 AR g (Barnes 1994, Berry
1995) -

1 45Gwinner ~ Gremler{cBitner(1998)s¢ % AL 21 F kg 5 B 1 B S AE E o
W B R 1 ER AR N I EAE R AR e B oo bldcf 1 REME L e
MEEE L F 0 &K BRI A R 22 %55 e Berry(1995)dp 41 B 1 AR R ik e
B R 8B RAEE B enb 422 — o Bitner(1995) R 55 3 BE T 2 PRI

LM TR AR L E S P AL M L E e Bt TH

2.2.3 #5k F 84 £

PFAFENEcHEEINTRBRAEF O EZa - PEFBDTLISFREH
B 2 X - b4 S PRgx(Gwinner 0 1998,2002) o 8 ¥ A 5 A & fr2 g m ] S

G E +H o Peterson(1995)i2 7 BEE & 2 R aFEHF A Ol o T o P BE R R 0
FRRR :T)L'E\fﬁ ey AR R RS A R
Morgan(2000)#& ! > % BE E#kBdd 4k (7 5 5 B Y N APF > B R M AR P 5

2% ) 2L AW ] £ (Klemperer 1987; Soellner 1994; Wernerfelt 1985 ) o &

(=1
=
Rl

g

A S AR OB AE A IR EBEASEEB AP 0 A Lipe -
B RNE o RUFENE R KRG T BB R SR GRS G MR R B
Ao B A Ko vk -k g ¢ 3E S RSk T IE F et o i en
AR MY FLRETERABELS LT CHERAGOTE > SR L UBEER

aadFE Bl A TR o BEERG S LB A B G h G MRS D L

=%

PR GEHEL G DG EH AT - RAE I e o

16



231V BERLOFEE T A

RE % % % (Customer Satisfaction) {744 #vz §_ 90 & N4~ AW - e ¥ B E

B

SRR G S R R A R FOMATOEMH R 0 U F T SR AR IIZARL

,;% é“;G—La(l\/IS) ; f‘r = /% ,E_ /J »'L»(CBS) ’ 3&{&/% ,E_ ,J »"-»(VS) \,El:’” % % /l‘ ‘/U(PS) ’ Fijz‘/ﬁ ,E, ,J
“fb(SS)°CS$’t}“%ﬁ’u}%%—&ﬁ{:}U@§&; FELZEERF A SRR 0 A KA ‘l%
B A A A RSS2 R BRI R G IR PR B R

BRAFERIIER - v np hih T RF SNH A EBLARR » - s E R
E

GHEBALEPN I IIER  f X2 BB M E OB LR 0 LRI R D frekid
BoAFEEFHRE AFEBLY B LB R HRBEL L AL T
EFNHIREL 2 CRHREFPMA B HZHURANP LR 2 AR TR

Y R AR & o

Philip Kotler(1983) #-if & % L ¥ & 5 T ML B L Ldp— B L L EH- A K7
B At (B % )T N P B AR RS 0 AT z\-m'ff?] fegv & KRR o K T AT
Mg B R KRRV R e Y B2 LR chdidic e dok B AT E K
ZomERE T BE S Ark g AT E ﬁﬂﬁﬁ“ﬁ’@%%%ﬁ%iw%ﬁ%%ﬁﬁ@
LEFRBELToRE o

BEZARRAS B G 3z PR B Lo B Y B A KB AT

SR T EEP Y B2 B LR e A RSB KRR AR

A &R RJLRAREA FOuBARY O BMEHGASP ESR wHHPY E2 B LR Sk
d AR BEHEY B d - B SREMRER Tt B EE EaR
TRAABTNASGHEEFTRDE R R Eod 07 Lo fEE MR P ik R AR e

it 3

Qs
3
i
—=\
‘F_*
=
Rl
>m
ftt.
o
s
3
[
(22
el
B
o

EESEE T RN R T P



%\lﬂ\xiﬁ‘% ' B m fﬂ\ﬁ}éﬁ:‘l‘;,

-m.\,
hra?
o

D AT L RAME PSS L KB L E ARG B R A R

BREEPMEBA KREEMELTRBBEDELERE TR & d SRR T BEAMRT

@E}; Tﬁrza:& J‘—g"){“?F%— /%i’k&?giﬁaﬁ
R R ORF ML B B P RERPE T B kE AT hpt
Y AFMAAT GELTRE AL T BEE G nl ok B

REE Y R B EED FEHER DI REF ERL A o

232 T H A i L%

Len AR R e A AN R TS DR TH F (T E - R L L
Ql}io
1983 & - B k(74 GIin e N Berry 2 H o (M FH) SRSy 3P BRI

FERIBEERTL CHFHNT A G A RE > TIPS PRI B R

PRAEE A B GRE  pP IR el TR RS F R T H RS 02
BECFAEREIRBEDS P EFERLL o

1985 # B Jackson f & % FAAERE N M BT L o PR TR -
B fe T A2 WA HMGEAEH s T4 wN o B AH R T R
BRI ~dpddo- B RAIEA BT S FREBD TR L KB L SRR

poaneng & o

Philip Kotler(2002){ #- # 2w ¥ 4pd (TR BEgE§ S a2 f > £ FF7 T3
WRE A S BRAOTFRAFE MBI ML L FOL R R e foE
}i ° ]

BAEE R AAARFTT X IFFL ¢ > % WE  Oliver RichardL.3 ) el Hp 2 - F A
Woodruff Robert B. ~ Ernest R.Cadotte ~ Roger L.Jenkins % &1 e AR 2 0) § GVt i

18



7] ;> Wesbrook = Michael D.Reilly 3 d1en T g2 F & s R A2 R ] ) €56 F Loz B

EXN
=
“'P"}

BRI g g o (74 F 4 Howard and Sheth (1969 ) 7 A kg £ 3% & & &

|

o
ﬂ*’}

BRI o AR R R L A FEOYE R R - B S TR T T et o AL
T e - ARl oA BB M ER A A LGE - P SR G TR s
% (Churchill and Surprenant, 1982 ).

YHEE £ 0% R I #H A 3 chk #7i2 B E_Spreng, Richard A ., Scott B .Mackenzie 4+ Richard
W.Olshavsky (1996)if i % S fr@ic@ A 47> £ ATHe S 7 )~ £ % L d- 2 F & 18 o =
SRR E AR LATHCR] o 12— BRI G 0 B AR Ed B A 52 IRAR N sz Fo(Perception)

B fodp H Ap v P Jrat i LHLE AT AL -2 RN EREL 2074

RN BHFEE AT BB 0 LB 4T oo

Fric A ar s @ (Expectation) et ¥ (Desires) ¥ i 44 »x(Perceived Performance)
L BAR R E A2 RA R KR ¥ Y - &k (Expectations Congruency)fe it ¥ - &
(Desires Congruency)4% & 4% % » 1% & (Attribute Satisfaction )4 3t % & (Information
Satisfaction) sz & » 4% % > B % E 3| A &fofRik0 2> 5 & & (Overall Satisfaction - #7
m@pﬁa#ﬂmﬁ%&*:—%aﬁﬂﬂﬁiﬂ%’A%ﬁ%mﬁm% ek B SRR
THRARDEE V- 25 FABLFAZARNEAFBLZRPLEEAM L & REF

BOPRET AR Y BTN BRY BT R P .

19



233 BMEBRZEM RTH M %

EiepFhd IR BRI BAEE > A HRIP T L- 5L EHE R
LORNGHEREF STESIORD  RAERERL BRI BFFSY > 898
Boo M hiTald - o A3 PIEAp M E p LR Ak D 2 REE T s
B2 AR R e o Ra o ARSI PHMATIEY EERATA P CIoRAT S B S

AiFiEd g AER o

»
™

S o MEARLAH AT ER T S EOF R 0 APT UF R B
LRI BRGNS o F o AL TAEY wB o BFURN T BRE AR A
REg P H o ASET A S RL ALY ko R 1929-1933 & e

L
FGAVE IR SR A AR AR EE R LEHM T FRTEI g

bt

WL SR TR o o B AEH LIRS o B L LD

AR T AR ST UL R AR e LTRSS o

W R EENP ALY A ERPL OB E s Y- 26 0 2B

PRENE AT e 2 L0 AR LR KT B AN o d P JEE P
i

PEAARA D RATAG OF R MEFEAM R 1 R AN v i AL §
% R

THRAY S FHEL - BE TP HFEL > TP F AR R B LG
SR T FIMEEDLEL ASY P Ak LT

%
REEAY CHERAPREEDRL TS PG AERL AR R A FHDR 6 —

4
[
3
Eﬁ
4
e}
ol
=i
gl
:r
‘9—
e
('ﬂ-
k-
=

"% o % W& 4 Jay and Adam Curry(2000)#

F k1 80%eeE o T F keI T A ATER A o
Pt S A kB 90% T F o

20



FHIFEY A St AT A RS

hrrd B AP s § BUN30%nE ¢ Ltk FEY A meEd

A Pe— LETE SR R - X E 25101

Jay and Adam 3 ke A 0 R L A FIT Rl b e { 5 FH
AR EEL A e R A APE S DE S L R el Bow R AL BT T T
OO SRR A O RBLEPFR AT HEBL > A E L PR T AR

FZOoMEHLLEFE RGN G LEM AR M G FEH AT g

FEHEARE > R LEM G 2Tl TY S ERAG FREF P R - HRS £

Fr oo REER L AM G EA AR rlF o M FH LA B p AR A%
AN R 2R B T BT AL o B B GFHIEENTE LR AT 2 4C
S i A #H (kL 0 Fqozr i Consumer want and need ; £f £ B & 1 7= & Cost ; %

4 kg £ > i Convenience ; v 3 ¥ g £ i i o i Communication ) » 1B 2 5 e o

(A LR f R £ o f AR RIRTRFT BT AG OB R L Eedi r 4
AFIH G~ BURBELBHEREZ FENEBINMETFEFHEBILAL -

2.4 Bt

Mo Ed s n 2 e £ ELRGARFS A RFRBUME PBE T

¥

(Gwinner et al.1998) - Wulf et al.(2001) & "B th ¥ | S REE 22 B B T4 S HHERE

21



b 2 AR TR Z LW o Wulfetal { %3 TR 20w & TR M2 TP

SRR E JEAPE GO 3 BT AT S E R S8 M e % (Berry 1995, Sheth
and Parvatiyar 1995) - Lichtenstein et al.(1990)%+" 2 % ¥ R &£ ha & - v k"
B ¥ 22 | (purchase offer)fe.w3® F engg it ¥ » B 5 TRER B 22 | o058 € 0 o D 0
REEHMY By o AP ARl REM e LR ARG - AV R TH
% p¥ & | (relationship offer) f,w 72 F chgg it PE e ;7% g £ R T2 ¢ JE 17 f PLE AR 0%

R o Fla THGEY ) NN % ¢ 0w hB AL M BT el o
2.4.1 K3

T F (Commitment) ; £ & B & & * € F § M & 7 F) % & (Dwyer et
al.,1987;Anderson and Weitz, 1989;Moorman et al., 1992) - Dwyer et al.(1987):% % K% H2_%
IPURMAGEFAP TP IR v AP AT H TRERDE S o
Wulfetal.(2001):0 % AE £ A 2 F i apn 7 a0 8 L7 5 ¥ 1 & Jf BB Bt o F) L

3

FBSET AR~ #Z (willingness)en=t i> 15 & o Morgan & Hunt(1994)R|#- -k | 2

7

RCE-SSEIE & g eg At R

ELiHpER-cAbac o ARLL 0 A
‘J»

B %

ek x ¥ 4 o Berry(1991) 7 4y Mdp 3 R FE A M G #H o § A E HAE
KEEARF o AR ane €5 BE B T en® & A (Gruen 1995) 0 TG BR R HHM BT

FEFY ok p 3t B (Membership) b i: ensa g o
2425 &

TAEY BAS L- Ad R N g PR T A S 8

BF o A F 5 5 &5 42 ¥ i - Fehr and Géchter(1998)#-3 & 7 5 2 5 A& & 1 I 6 03

[y

Refeeons g TG ens B I - ird S - B 6 ARy Fp 2
Foom T B9 > B ) QAL 60T AFLNER 2E - BANHAED
g o 3 OB i B AR € WEF PF T @ 3 % (Fehr et al.1994, Charness 1996, Géachter and

Falk 1997) -



Trivers(1985) A4 1 7 e ehg 2 » B335 3 AL A1 3 K- 755 AR EEH
a3 ERp AT A FRAA B RBRLE LT RAM GEHY hed o 3 B auE
T2 A kg i(the shadow of future) T4t & kFgH #-¢ 5 e £ < FA2iB H 1 en
Ao F s T A BHES A- RESE T OREERY o PR LD]E A
B E S Behk R oo Trivers(1985)chi sk e Jis 0 B 0% (744 ¢ B i f e MaF hdo 4

Bagozzi(1995)z% 7 @ & 7 W& — 4R - dw(titfortat) @ 2~ 7 & - f& R 4 (Norm)

COBRAIACERSALE ALEUH AT AL A REET
A SR ERFE M GE s A GEH Y Y > T AT ARPaPpLES
SER P HRE Fen2 & & 3 F o Becker(1990)5 3% 7 & £ »viE & £ 40 eh- g4t Y

FiE AR -fhEams Al ET R T ROR s RENE SRR ROV AR

oo AN} gﬁ—%’m;{;ni , j\/pngz EFT;";' £35S n] B I2T o, ﬁ-%}&?ﬁg ;;gg?i
REEM enid D g 3RBF FALR WA 75 o

P iE ) 4% kg FA GG LM e & #4c2 — » (Anderson and Narus
1990, Morgan and Hunt 1994, Neilson 1998 )> @ =+ 384 = }gk BEyaERL or TR E
£ 3 B ek 7 (Spekmanl1998, Urban 2000, Reichheld 2000) - iﬁﬂkﬁ,’rﬁi\ az o
Berry(1996)4; 1 o = | £ F ko R M R (74 it § »ni@ (v b g 4 1 & - Deepak et
al.(2002)47 1 - fE E 0f = Ed B R IR B FATR 2 RG4S (7 (delivery) ik
BT RRFH R FHBEERARAAFRE TRE, AT PRI EEE ED
< 5 4 (Mooran 1993) » ] 5 A~ IR A pRAR Y EE Y A RER AR A Y 0 H T R
L AF A PPRAY o BE E F TR B TR R SURIE N B enied B I HIRIE
FEMF A st 0 X B AR EF R RN T £ & AR et i)
T oo PR E € AN ik SRR K NCECRCRC R R T et )

PRAEN B enh FE T o
Gruen(1995):n 5 fBf th @ i T £ - A1 -k (level of Confidence)spe & ;5 ot -

23



Gk AR e 2 g e

i

ROApE R o v RET R SO R
A o AT AT TR M - S 6 R mE iR AP A ¢ T
iv J& # & Hp 41 £ (Anderson and Weitz 1992) - Wulf et al.(2001) R 3% 5 5 = A8 £ iR
FRAREBE RSO o 7 i 5 Barnes(1994)F dp JAE E 4 ORGP 2 PRI B EF R
PRGT R R AESOE VR S F AT P TR E A M ha

3 -

2.5 BREFLAE

5 &t B %60-70& > KamenfrTomang =t $%& ) ¥ %38 7 o L § #3234 (Fire Price

)cr

Theory » 322 A FERIIA LG - B¥ URIh % B - 4ok QW1 SR LRG L6
AR B oo REEAE L iE 3 A 2 A i * (Kamen & Toman,1970 ) - Nwokoye

(1975)F & 17 Bt 5 LARNEE > # LAr § A S RRH gm0

I-

A‘mo ‘E‘k’ﬂ‘i“;‘up s 1‘%1‘@2}, }i{@g%f’b?\{&

T

£F X BB ARB A 0 X2 F AR
TR & E SRR o

Lichtenstein, Bloch{rBlack (1988)4 1 7 § # 7 & X Mehe & WA E AR &
i T R R Blfe g w R e d R TR BT 2 BT R R R
FRE 4D BRAE  TRRATRLRETRLFE o § R PT RERET T
FIFETRIGRAGOE? EF A T RIFENEART T RLPEEE R REHT
P §ASDTH M LR ER: T yREl o ERRIAFTRLS A
FASPRBEF O ORLINIEEDRANA LS RIERRAI T RL S FP A

e R AR E F R R U SR % (Monroe,1971) o

mmmmawmﬁmw@ﬁz&&mﬁha%oﬁﬁﬁﬁﬁﬁaﬁif%ﬁﬁ G
kA A X T E AR 2 AL ek B TR RS ARG

T e B AR -

‘EJ ﬁ‘ra@?‘

n»}

LREREY A S TR G - BHNHASOTREGR



ARTE KON R R T f R L
BOAEE T LR el f et v T AR AR

LB W THRELAE

25



=~ FIuY

—

AR R EFPTRT O 2ot gt e F 1 RA-
SERENEER A S S X B SR AN 8 SR

AR AR EHEFL 2 AP s RFY R L E

%

B3 scfofl AT 5 P

F AR RR T i

&~ AR T K

B ETHRERES DR TR SRR

34 Fi %

AETL 2R RALE HE P AT 2 R

FRirBii A 4 2 f1 ¥

_____________________

BHE LR

B 5 7% %M

AT 2P & i THANE S THGMES 2

THEESALE HWE S

THRFLAR ZEATIEMG 1A THGHE 2 THGES  #0 TSR

s

P
=p-2

+

26



3.2 1§ R
R FRAF T er OB T4 &

RFenhd oo T BRRR

H1: Bl Z# s 2R 28
H2 . W st B3 LRE 28
H3: 2 A AMBHELALT I
HA: M Al Z 82 AR S5 2 3
H5 : B i SIS AR EF L B
H6 : AEZ B AR LM E R E LA

33y P

AFF NG EFTATLEY 2 P

CHEES S B L

T FRBIEER K 2

VPR MR EALA

mhé_!ﬂ‘ iy mh‘;_!’!‘ m&?
o .ﬂ@ o [e]

b

REARM L

Ik 37“ B LS Ppébwg;s% 37“ S

T T ST T 23 R A oS

CIRREN SRS P E R R

£

B

gk (T4

THERE G

%3

»

£# Likert7 g8t B > d 2 8B MR A 5

() FF’%J‘F?E’&W FF’%J‘F?E"&FZ FE,%JQ

3.4.1 B 441 ¥

1. T

#* Gwinner et al.(1998) %t/ % 41

St B ¥?}*megfﬂ;}p’]ﬁ§'—£ ﬂ&ﬁﬂirﬂ

F22% k2

FOTEERE

A 44T RBhER Ak o oG R 4

TRERELCTREL TR R

S RO OTHR B eb s IR AR

27



AEZ R R EEOE X AT TR BiEG o BAFY Gz BT

A5 57 Gwinner et al.(1998)%h %15 ehz BEG ot § o WEFHE A

EHE BAFBIEZ e LR

—_
44

Likert7 ghi= €2 » £35 1448 d X F K
FET2H R 0 TAFR TFRTERL TARR CTRARR S TAY R
R AwBI 765432 1l ViRPIEETAT A = AR G5
FREF M o

%3 BT E R 4 R AT 2 b A

e L4tk LR

SR F g 1. 57 R 2 EREAR -

2.0 Feig i g 73] AR PRI R o

ARPIE | RFESMRT S B AR | Lok B PRI AREF L B % ER R
PR RN PRARIAREF R
S3URF ERR AR RFAE LT o

4.0 % % 5 KR EIRIFETEE 1 7EF o

Bk Fg | g B 1.7 8 7 nEE 7 fup-id cPRF* o

—h
e
N
o

K
SACEES SR Y% RTU A
3. @ B T R A
i
K

@B T W] A AT e | RA o

gl

WIEEE T RS fTde o

&

28



///q—

342 8 G i e

1. T

~AF7 3 % Lichtenstein et al.(1990) gt > s i M 2w 224 - fAv B " M

Tipg &
% KM e o

> 1

2. £ 4

B

ik

AP EAL RS

-n\y

£

1

! | (relationship offer) > f.wI@ F ensg it M

3 G 5 (2002) 473 3 PR 5

AR Y 1T B AT

oo R Ak RE ST

Gwinner et al.(1998) & % - F B¥ » # & 5 % % Morgan and Hunt(1994) ¢
Ganesan(1994):~ ,’% KT E L o
24 M e g AL 2 R4
o € 4p % 188
38 FIEHE |1 B TRFRMGE > TG L3 T - R
LR o
2. FRRS RETEHME Y 4 s v 4 e
3. RAEH R A KRR B IR g AR R IR
[£905 SR LN S
4. G s M GORF T 64
W g o
(e TR I |1 GEFERREF BRI g o
LoD B |2 BREFSTHRPFTR
[ 3. iR A% BT N ATA S
n— T Ftv o
A BoF on 0|1, R - B R R o

29




EUN

e

2. b e e a2 B R MR

41 3. ffig-)%ff;\,;;?mi% R XE
4. T W e TR M G
5. TR H W MpFHEF A NRR - 7 g‘ﬂ-}/},ﬁ

1. 3 iR

MO AR A R Wk o AT RE E(187)2

FJ‘FPRi’z‘J‘I—A ﬁ J‘I—ﬁ_p:_i.'gﬁ
JRAZEREZ B R AR B 515 > o B

i & FE e g TpRaEpF T

_EZ:}'\‘IFLJ‘I—
RN

HELZHRLADEZRARY L& %
i d

Frrs o HALARHE L

BT 2 BT 0 3 R 0L (A 8B
A EM TR LERRS B BRI LT AR

@ﬂﬂ 25 %

% Oliver(1980) 1~ ;F*J&ﬁ:ﬁ o dhrd :

L5 EEEART A FRATL 232
%77 8 1 S
MEBAAE | PFFmEs | LARS > GHERFREFIRBE B -
LA 2.0 A E R TP AR L i e

B RRE PRI REA G L Rl o
4, TRHEPFOTREIRDBEETF B R - Rk

5. FIAIRIES R GEML - B FEERBP

'

LT o

Rl

o

YN
]

H o PR E R ETIRIES B

)

o

AN

Iy




344 HHF LR

1. T T
MR LARDEE > ML HE* Anderson (1996)& i ehprd o i BRF L

T REERER A | iR i H o ’iz{/é?}; b2 REAL R B R v
LRI T 1 S TR g i RS K

2. 4%
AFLHEHWRERFIREE 2 47 Leithaml et al. (1996)% Gronholdt et al. (2000)
2 GFRAE > TR AL GR TP TR 0 RPN ARE o LA

206 ERHE L AT L FRAT 2 A2

®7 ¥ g 1% 3558

BRELE |BEHPRA|1. CEAAGINRELERE - P AahizE

’ R

W

2. A SRR S 5% BV B BB R
g Sl e

3. AEAARIZETRT > NI i R M
Foo A At e R R e

4. TR ETRMPASERRT > g EFET TR

3AS B EF AT A 2 X F R

ki

A HET SR AT ¢ RN EM RERE 2P ET AP

AFET BRT cELA AT LRFRAT R TR

[ Sl ] B3R pE

31



e 2 L
E# 21-30 #& ~ 31-40 #& ~ 41-50 #& ~51-60 & ~ 61 2}
Bt ﬁawﬁ%%ﬁ\%amﬁaﬁﬁﬂﬁawwwgﬁﬁ)\

T A (PRAF) A R

2P EF 0-3 & ~3-5& ~5-10 # ~10-15 & ~ 15 & 11 }
2P F R 0~500 g -~ 500~1000 5 ~ 1000 % ~5000 % -~ 5000 7 .2 *

FHLKR AR R

3.5 ~ 453 %

AFF R Ao TR SPSST1.5 i 7 TR ansi oo dr o TR AP F TR
ARG REREAT AR AL BRRE AR AR T REFLIT DAL
TSR AT A UE o T AR T

(RE Nl

A

Sl Bl B 1

A G RE RS PR R A A - Hiﬁﬁ%%—%{ﬁ%&i

BRenfd v @ % S8l GV kA o 2hapa Bk RP A R o Blde AR EF T

E3

FEE s EF AR T E 0 AP g R R A RBESLS I - BRI LF > 2
BB el 7 it - B me&1$7°¢r{ﬁ PR T S G A
TARPIM o RiE- MRA AT F P AP - B FF TS 5IH A ¥ - B
A R RRITL FIRR NPT U RS s - BA T RETpI M RO
AR Y - R fﬁu{z& B A A7

SPSS ¥ ehiw fF A 47 F i §F (linear) ~ W &R 3+ (curve estimation) - 4Ei |7
(logistic) ~ P& & H i~ 1w ,ép—?(probability) s ZEAM e ,&fﬁ‘(nonlmear)i o AETHEY
RS SER N /i

2. 2 L4

S AAE RS B BRASKT LB LT LG AN A A0

32



-

VAR A RIZEGLE F b AL w o B en L Bl A A KRG A B (1)L A end

by =

BoALREN LR BEAL BAUEEREN RHEZ BLT S fohifed 7 o (2)

X

v

BERIEE > TR P AAIEE AL R SRR LR 0 Bl h L RAUDE Y EIDE
%ii%%%;oﬁﬁiﬂﬁﬁﬁiﬂﬁuééméﬁﬁ’Qwﬁﬂﬁﬁﬁ%ﬁQWQ
S o A wjze 5 MSTR 22 MSE o % MSTR/ MSE=1 > % 7 A2 4 7% » T2 & % p b -
RMFGLRER F 0F% > 2352 L4 0L 27 FARILE B EROESE > T LA
Kp AR PRAEFSES B F AP c e F LB ep LR G F
Aim o AP Fied Aqph @i JETE R A LT R P Ap ke iR

3. ARRE & 47

AT RS BT R ARR S- BE Y S22 o MM A T
T B RECE AN AR R o AR M RS SR AR e it g 0
B -T~+1 2 F o fhdp B Cidichs 608 010 - B S BT b eng e Penix o

ToA BREF DM APM AT o F UE RSP M R L &

33



[ ..:E,‘%J,;-I?Av\’}ﬁ‘

AR AL D ] B R TR MR D L TR T 1

F2RATHZAY P R F - A AT A S 2 ’ﬁﬁﬁ*?ﬁﬂi%%ﬁ/ﬂ\ﬁﬁ?ﬁﬁ °
ELhwd i h- 8 PEw e 528 BRERELSIT $Z S BEXKREFE S &
AR LS AR M e PP HEEH LR REoPe M TS P

4.1 B 5wzt

A TIERR S E v eih 2eh S 5400 c LR FH P A BT RRE L LR

P

F 0 FE > PR B I36BAMIIERF > Lo MR TH R GG &)

R AT edEIE S5 W R0 J’E'ﬁ‘q‘:k FRBARR o

411 A AT L 47

AL LR B ERE S SF P RR S 53000 o R A R A g2
B R 1R £ 84T ¢
15
§OABF s TP A gt Gk A B T 93.3% 0 A b g 6.7% -

2. 2

ieed

d 48 Foaro LplE W ESA AR 31-40% 2 41508 4 F A5
43.3% > # =0 521-30% ¢ 7 10% > 51-60% 12+ 7} 5 3.3%

3. Bt
d 8 T L B RN A R (/) B
P d5ABK BT RLFRMART 0 R BILIL2% 0 FRRA (R

TR A R 200 BIRI R £ 12.9% -

34



4. #F

d £8% fro ZplA 2 &#F6-10& £ 5 5 F 145.1% > H=& S11-152 2 16

E Lo w5 29%3 12.9% 2 K 44-5# ~0-3F > A L 5 9.7%3.2% ¢

5. 2P F A%

LRE 2 R P LT R4 ey, 96.7% > #
= % 501~1000 5 > ¢ 7 3.2% -
18 AL KABEA A
B% TE A fi A
g 280 93.3%
po)
= 20 6.7%
204 1T 0 0.0%
21-304% 30 10.0%
31-404 130 43.3%
P
41-50% 130 43.3%
51-60 100 3.3%
61 11 0 0.0%
TR ¥ K 100 32.2%
BB | FHRGRAE G RE (ke fny) 160 54.8%
TR A ORI A R 40 12.9%
0-3 10 3.2%
4-5% 30 9.7%
ey 6-10 130 45.1%
11-15: 90 29.0%
16& 12+ 40 12.9%

35




0-5008 0 0.0%

501-1000g 10 3.2%
2P TR

10013 ~5000% 0 0%

50013 14+ 290 96.7%

FOR kR A AT
4.1.2 ezt 47

AL R B A PR R 2 L R T AT R o A ] R
BRFRPFEZ AP A HEFAT L EAREEE AT GE  c THERR, -

"R s THERRAR e RRAELHG I I LA BB ITHY > TR

HER- AFERL TRBELBAFEET e i) J ARFLE BRE
RPIREEH R R AR AR o T R - WP B R AT
L R U
d &9 Fhro EEHEYHMAE R L B e iR DT g YR

B O3 HP o TARIE ) B R SRS 541735 H A T HREF81)

0 TEEA3NM e AR KSR TRENE ) 4T 0 B T
Beie 23,8421 A E M T AIRMBRF S FAEHERG L AR E

Qﬁégéé‘o

29 B ATIE 2 B3t A 4

o S | ol | Boh B | Taod | B A
M E 300 |2.30 |5.00 |3.9475|0.4910
i 47 41 5 300 |2.10 |5.00 |3.8421|0.5869
A E 300 |2.40 [5.00 |4.1735|0.5346
BrAEEIE 300 [1.90 |5.00 |3.9141 [0.6230

TR KR AR R

36




2. BRFLA

d 2107 & B4

FiE3 ¢

R 1%’};_3.4;»,\,

BT R FARTIRE M E LR amnafz R g

CARRBEF 0 BV v E AF o BT A o

210 P LR 2 B4

SR RATAE R 2. T 30%c L 41231 0 BT R TR

Bo | A | Bl | Bk | Tiogc | B
BRFLRE| 300 | 1.20 5.00 |4.1231|0.6179

FALK R © AR g Fm

oS

Y iR

R MPRAR R T T 7 e R

30 BET AR R HT T WRAERLF AT (7 2 B

GEHREE TN EBARER B 0 TR KR gl AAR RS S

3.9798 » TRl tatimr | iRl 4R 75 B

LFE%

f“' }ré: P:\.} P\’:' ﬁg—)i

211 B AR 20 52t 45

#3.8796 0 # m AR LA ThY BT 2 0%

#5 Gl | Bl B | Bt | Togc | L
Mzt | 300 |2.23 5.00 3.8796 | 0.5710
3 & 1300 |1.69 5.00 3.7200 | 0.5795
7300 |1.87 5.00 3.7401 | 0.5899
K3 | 300 |2.00 5.00 3.9798 | 0.5401

TR KR ATy R

37



4. FEFEBALR
§ 412 Favo R TR L P E AL ARG TiodkE Y B3 6
LA TERAE LR R R | iR 2 T8 83,9938 0 inarfr R Ee g 0 Bt

5T agE o BdE i 4o ik o

212 FEE AR Z AP AT
B

JE | B E | Tiodk | REA

REE A EL A | 300 | 1.10 5.00 |3.9938|0.5826

FALK R L AT

4.2 & R{EA
421 S R A~ 47

AT TR L7 &R A4 0 Cronbach’s i i iF 5 fiF 2 dptk o ok
BP0 2FTHEY LAFFELITZEFR ’573‘4{? TR AT AR P AR SR
LR TR A AR et R - FlHE LT e

Cronbach’sa % #eipIp iz B2 1 5 » Fips - £ L LT ERIHE- g > 112

s

RPN - RERE - HAEEPRIF-FA LR - BlR: > F - TR REL
Eogsgur kT aipizr o - 4&m % s Cronbach’sa & #0.7 17+ T &1 5 13
B o

Cronbach’s a =3¢ :

K

2
a= K 1- 1271
K-=1 K K K
|:101+22|:1 leO-I,J
a iz &
K:F® 78 3 #ic

38



O R IE A ficz % B ¥
j\lﬁi’ p“%fg', &ﬁﬁiﬁﬁxﬁ,ﬁé%'&r%t’) Ol

213 L RB,E FR2Z G REE LT

e 46 iTE 7 2 Al Cronbach 's a
(R U 5 4 0.7534
B A E M A F 43§ 3 0.8116
ok E A E 5 i 3% 0.8712
5 & 4 :F 48 0.8035
B oS 34 0.8018
Eae 5 i 4L 0.8459
FEALR | EESLA 618 0.8874
BRF LR BEREL 4538 0.8238

£ A L mﬁa z2_Cronbach’sa & % 0.9107> H =+ f;a "4 41 % 12 Cronbach’s
a £50.7534; #3465 T4 {15 | 2 Cronbach’sa &3 0.8116 5 # 3+ 45 [ #%
#8341 % , 2 Cronbach’s a i % 0.86712 -

B AR B 2_Cronbach’sa & % 0.8547 > # =& o 5 & ;2 Cronbach’s a
£ %0.8035; # 34w "7z, 2Cronbach’sa i 50.8018; # 3 #m &g, 2
Cronbach’s a i % 0.8459 -

B Z % & R Hw 2 Cronbach’s a i % 0.8874 -

Bt LR % 2 Cronbach’s a i 5 0.8238 -

AETHY RF * aCronbacha#ic ks P L cnp - REPGT R - S5 4P > I

% & & 4 hikdeCronbach aff4ziE 1 0.7 > 2 ¢ % < S { A2 1 0.8k » 7 L &4

o+
3;
(i

2E G AFFOP - KRG R -

39



4.2.2 B & 47

AT AR TR RS IEANRBERP A FEFTFIFAZEL IR

PRI
Pz oo mBRES GEFCRPEFEEE e 2 BFT BRG] LESHT R

Bel@iAPp FREPFRF A IAG  REAFT I B e o T AP F 2R

4.3 B &E

TMAHE MG EERLREREE R LRS-
MG EFRT A 2 SEL S L 14 LM GTE MG AR
RRZBHIIEERRFILAES DR TR > VIERGRILAFERE

¥ RSquare 5 57.9%-d fitez LARFEAITEFT g R AT Y R

,gd

o 8 AR iR

g2 ST R~ B REOT T $RE UAF PRAR R

h

.
= o]

¥

MGPE MG LB ARNIRSHENRELA
#oAR {0

214 G HE LR FA T4

= % 3% | TRRI%¥IE | Beta | R |RSquare | Adjusted F Sig.

R Square

M %1% [0.310|0.710 | 0.499 0.492 | 67.330 | 0.000

BRFLRE| M%Ee |0.169|0.764 | 0.579 0.569 | 46.240 | 0.000

AL A [0.354]0.643| 0.410 | 0.403 | 94.501 | 0.000
FOR kR A AT

2. MGHIE S MABHEs ML R LAMIEEE LA PRS-
MEGEFRT LY 2 LT 15 D GIIE M GE

REE
BHIHEERL A PRPER  TREREEALAFPEEE

n

40



% RSquare 5 39.2%- ¢

WAAEREE SR T EEERDIEMR BT A FARFEE) T2
FRAFOFRFLEFFP FHEFRIRLRIAR - H AP OBEEPE -
2 SRR R R RE N fF A 4T 4
% % I8 TEPIR IR Beta | R R Square | Adjusted | F Sig.
R Square
M E 0.335 | 0.603 | 0.357 0.340 37.424 | 0.000
REZBTAE | MR 0.254 | 0.519 | 0.267 0.263 50.100 | 0.000
REE MR F LR |0.231 | 0.631 | 0.392 0.378 28.931 | 0.000
FAL kR ¢ AR Y BT
3. RERALAHMERRELARDREL
MEEEFTATEY LTS A6 A EREL AR Bl L

393%0@@?1%V5\J§@W@ﬁ%$ ERIE
7 H A BoR AR Z R IRIFS T - )

8 AR A o

%k k% B 2 RSquare G

26 BEE B3 i1 &

e % 7 TRIP R Beta |R R Square | Adjusted | F Sig.
R Square
REZRREFLR | AEZHILA |0.430(0.621|0.393 0.378 84.610 | 0.000
TR KR AFEL R

4, 4/55 B A 37

AETHRE S AR RFEEEER DM G B THGEH ) S35 5 A
Ao T EREDTERFLAE ) E THERLAE ) R FHUP L P atB b ER




GAMGBEY MR AR L EH G2

TpHFE o U E

NS #

r % 'é"flj_w_ | m;:.sff'—r ’

Eean TGS DEEALA L 2 THIE LA SR R AT HT R
PR W T 8 417
217 B3R %%
TR LR
Hl : B G F R RELREF 2 HF - L
H2: B 3 LR E § 2 B ey
H3: B2 MA RS RELAL] ZHF- L g
He: MG HAEEBAREF E Y- L4
H5 : B i SRS A RS F 2R L g
Ho ' it ML AZMERRFL AT HMFMMIL | A8
TR KR AT R

a1

Bk 2t

Mg MG s RS RH

f%"]‘é-l B4

414 BHE R REFAITAFR > EERHBEL M BEHP Y o
BENARERTHGHE - THGES |~ THEZBLR  TRAE
HAHAFFHAORERRFLARETG G2 AL G nE g s -
MElE S MaEs R RELAMELALRLF BB
215 EERARRCFAITLER > EEHME ST BT R
R LN ARER THGENE ) ~ THGRHES , ~ THEERRIILAE
ﬁﬁ&’ﬂ%ﬁ$§%m'%%i&$%$@*’ﬁiﬁ’ﬁianéﬁ
A% e

CHEBRLRAHHEIRRFILEREFLEE -

#A16 BEERRFLARCFEATAFE R CERIFE S M A4

DR R R E Y L



LA pE

Al

T 2L
.l A s“P

‘%'7';

AT A C R TN AIIE M A TS AR R o2 Ap b
BRI g o {3000 4 2k B 7 BB 7AYo T U R LR T BT

FenZ B LAy RAFpM 2 p FAHERAHELTHLRE  BE §RAOBEE

B

CEFE LR - BEs  MEFL LS 0 L 2 R

no

AE - T RUIRIER o TAPRIAR A I E ()2 TR A (PRI
AR SR ETAT L 2 56 IR AFT T P enfeE o RIS T s A %300

PTEEEAATAREE RN AFLZRG 0 A dAeT

2. MBIE MG IR LAHERELAL S BB

MGHE MG TR RELAMETALAL BT,

5.2 %7 45 F L ek 3

1. d A7 TE2L A48 % I P TRETIRBETHE 20 7 > 7 E T4
FRAR A AR S Pl PRI I BRI TR IRIE TR R - R R T
(PR 5578 P ﬁ*"ﬁ‘i'ﬁ AT RS AR Ao H RS R B R R o RE R
AR H AR T DBETER o RA > BERFHT A E I RARGIRISR B
PIERE REY A AR e

3\
N
*L
-
ﬁm
¥4
=
=
o
beic
=
=
—?“
W
¥
‘\3;
Tk
P
3\
\\\?{r
1%
I
-
ﬁm
)
amt
‘%
o)y
d)o
>
s
=
=
o)y
é;o
=

43



Fenk oo ghd B TR IRIE R BN 0 e BT LT B S 8 1T R
el AN R PR T A L R s ghaet
3. BERIFAE SR B JE L RE gLk 2 SR T 0 e fa
HBEit 2FTRHA gL v BFE LI RDHRMGRFLANIT > L bp
FEALY HFR o R CHF RARS RER RO L TRT O L BEF BT MG
SR TR RE G4 8 IR RS £ R 7 L TR AR R
HES DGR R TS T 0 L E B R TR BRI i
A2 grRiard A o
5.3 s 7 &
VAR AT GEARE AR L B R L F MBI FREERE £T 0 R
AREFTF (4o 2 L o
T AL FERUL RS FUBETRILY 2 S0 BAPTFTHBIRG £ X
HET G o
2-AFERFALHATE BB R G RIOEE AL R L P g o
e LRGHAFLTREALH RS S TR BT s At
FAH LRI R F R B
3 AP UM AEH T AT LR KRR B AEHE S A RPF e
B HIR G R A o AT ERA KRBT H T Ao~ L ORAE 0 1 RT e ih
EAARFT - HIRL BB RATHM GG 2 R A s R F o
4  pApAlm gl g5l B F P UBETRLEE I FORA BB F S 0 73
IR FUSETREEIRAFET BERL L2 P ARPY LR - 2]

EHRA KDL F T LM G T8 2 PR sl o0 2 HFTRE

i)

5-~ 7}‘1537@”7#53511 Hi#’f#" E f*&’ﬁ AMLE BT & (S ég‘gﬂ .ﬁ—‘:ﬁ‘g;%ﬁ._@gk .

AT e BHE o - G (R EM AR g EE -

44



34 @ e

10.

11.

[ X3 2]

Armstrong, G. and P. Kolter, Marketing: An Introduction, 5th ed, Prentice Hall, New

Jersey, 2000.

Anderson, J. C. and J. A. Narus., “A Model of Distributor Firm and Manufacturer
Firm Working Partnerships”, Journal of Marketing, 54(January), pp.42-58, 1990.
Anderson, E. and Weitz, B., “The Use of Pledges to Build and Sustain Commitment

in Distribution Channels”, Journal of Marketing Research, 29, pp.18-34, 1992.

Anderson, E. and Weitz, B., “Determinants of Continuity in Conventional Industrial
Channel Dyads”, “Marketing Science, 8(4), pp.310-323, 19809.

Anderson, E. W., “Customer satisfaction and price tolerance”, Marketing Letters, 7,

pp.19-30, 1996.

Berry, Leonard L., “Relationship Marketing,” in Emerging Perspectives on Services
Marketing, L. Berry, G.L. Shostack, and G.D. Upah, eds. Chicago: American
Marketing Association, pp.25-28, 1983.

Bagozzi, Richard P., “Reflections on Relationship Marketing in Consumer Markets”,

The journal of the Academy of Marketing Science, 23(Fall), pp.272-277, 1995.

Berry, Leonard L., “Relationship Marketing of Services-Growing Interest, Emerging

Perspectives”, Journal of Academy of Marketing Science, 23, No.4, pp.236-245,

1995.
Bitner, Mary Jo., “Building Service Relationships: It’s All About Promises”, Journal

of the Academy of Marketing Science, 23(Fall), pp.246-251, 1995.

Barner, R., “Enablement: The key to empowerment”, Training and Development

Journal, 52(1), pp.33-36, 1994.

Bendapudi Neeli and Leonard L. Berry, “Customer’ Motivations for Maintaining

45



12.

13.

14.

15.

16.

17.

18.

19.

20.

21.

22.

Relationships With Service Providers”, Journal of Retailing, 73(1), pp.15-37, 1997.

Berry, Leonard L., “Retailers with a Future”, Marketing Management, 5(Spring),
pp.39-46, 1996.
Berry, Leonard Lo and A. Parasuraman, “Marketing Service-Competing Through

Quality”, New York: The Free Press, 1991.

Bagozzi, Richard P., “Reflections on Relationship Marketing in Consumer Markets”,

The Journal of the Academy of Marketing Science, 23(Fall), pp.272-277, 1995.

Becker, Lawrence C., “Reciprocity”, Chicago: University of Chicago Press, 1990.

Barnes, James G,, “Close to the Customer: but is it Really a Relationship?”,Journal of

Marketing Management, 10, pp.561-570, 1994.

Cronin, J. J. & Taylor, S. A., ”"Measuring Service Quality : A Reexamination and

Extension”, Journal of Marketing, 56, pp.55-68, 1992,

Copulsky, J. R. and M. J. Wolf., "Relationship Marketing : Positioning for the Future”,

Journal of Business Strategy, pp.16-20, July-August, 1990.

Christy, Richard, Gordon Oliver and Toe Penn., “Relationship Marketing in

Consumer Market”, Journal of Marketing Management, pp.175-187, December

1996.

Christopher, M., A. Payne and D. Ballantyne. Relationship marketing : Bringing

Quality, Customer Service and Marketing Together, Butterworth-Heinemann, Oxford,

1991.
Churchill, Gibert A., Jr. and Carol Surprenant, “An Investigation into the

Determinants of Consumer Satisfaction”, Journal of Marketing Research,

19(November), pp.491-504, 1982.
Charness, G., “Attribution and reciprocity in a lobar market: An experimental
investigation”, Mimeo., University of California at Berkeley, 1996.

46



23.

24.

25.

26.

217.

28.

29.

30.

31.

32.

33.

Doney, Patricia M. and Joseph P. Cannon., “An Examination of the Nature of Trust in

Buyer-Seller Relationships”, Journal of Consumer Research , 61, pp.35-51, April

1997.
Dwyer, F. R., P. H. Schurr, and S. Oh., “Developing Buyer-Seller Relationships”,

Journal of Marketing , 51, No. 2, pp.11-27, 1987.

Deepak Sirdeshmukh, Jagdip Singh, and Barry Sabol, “Consumer Trust, Value, and

Loyalty in Relational Exchanges”, Journal of Marketing, 66, pp.15-37, January 2002.

Evans, J. R. & Laskin, R. L., ”The Relationship Marketing Process: A

Conceptualization and Application”, Industrial Marketing Management, 23,

pp.439-454, 1994,

Fehr, E. and Gachter, S., “Reciprocity and Economics: The Economic Implications of

Homo Reciprocans”, European Economic Review, 42, pp.845-859, 1998.
Fehr, E., Kirchler, E., Weichbold, A. and Géchter, S., “When Social norms overpower

competition-Gift Exchange in experimental labour market”, Journal of Labor

Economics, forthcoming, 1994.

Gummesson, E., “Broadening and specifying relationship market”, Asia-Australia

Marketing Journal, 1, pp.31-43, 1994,

Garbarino, E. & M. S. Johnson., “The Different Roles of Satisfaction, Trust, and

Commitment in Customer Relationship”, Journal of Marketing, 63, pp.70-87, April

1999.
Gronroos, Christian, “Relationship Approach to Marketing in Service Contexts: The

Marketing and Organizational Behavior Interface”, Journal of Business Research, 29,

pp.3-11. 1990.
Gronroos, C., “The Marketing Strategy Continuum: Towards a Marketing Concept

for the 1990s”, Management Decision, 29, No.1, pp.7-13, 1991.

Gronroos, C., “Relationship Marketing Logic”, Asia-Australia Marketing Journal, 4,

47



34.

35.

36.

37.

38.

39.

40.

41.

42.

43.

44,

45.

No.1, pp.7-18, 1996.
Gronroos, C. and Ravald, Annika, “The value concept and relationship marketing”,

European Journal of marketing, 30, No.2, pp.19-30, 1996.

Gwinner, Kevin P., Dwayne D. Gremler and Mary Jo Bitner, “Relational Benefits in

Services Industries: The Customer’s Perspective”, Journal of the Academy of

Marketing Science, 26, No.2, pp.101-114, 1998.

Gruen, Thomas W., “The Outcome Set of Relationship Marketing in Consumer

Markets”, International Business Review, 4, No.4, pp.447-469, 1995.

Gachter, S., Falk, A., “Reputation or Reciprocity?” Mimeo University of Zirich,
1997.

Hunt, S. D., Marketing Theory: The Philosophy of Marketing Science, Hoewood, IL:

Richard D. Irwin, Inc., 1983.
Hamel, Gray, and Prahalad, C.K., “Competing For the Future. Breakthrough
strategies for seizing control of your industry and creating the market of tomorrow,”

Harvard Business School Press, Boston, MA, 1994.

Howard, J. A & J. N. Sheth, The theory of buyer behavior, John Willy & Sons, New

York, 1969.

Jackson, Barbara Bund. Winning and Keeping Industrial Customers: The Dynamics

of Customer Relations, D. C. Health and Company, Lexington, 1985.

Kotler, Philip and Armstrong, Marketing: An Introduction, Prentice-Hall, Englewood

Cliffs, N.J, 1983.

Kotler, P., Marketing Management: Analysis Planning, Implementation and Control,

7" Prentice-Hall, Englewood Cliffs, New Jersey, 1992.

Kotler, P. & G. Armstrong, Principle of Marketing, 4ed, Pearson Education Ltd, New

Jersey, 2002.

Klemperer, Paul, “Markets With Consumer Switching Costs”, Quarterly Journal of

48



Economics, 102, pp.375-394, May 1987.

46. Kamen, J. M., & Toman, R. J., “Psychophysics of price”, Journal of Marketing

Research, 7, pp.27-35, February 1970.
47. Lichtenstein, Donald R., Netemeyer, Richard G., and Burton, Scot, “Distinguishing
Coupon proneness From Value Consciousness: An Acquistion-Transaction Utility

Theory Perspective”, Journal of Marketing, 54(July), pp.54-67, 1990.

48. Lichtenstein, D. R., Bloch, P. H., & Black, W. C., “Correlates of price acceptability”,

Journal of Consumer Research, 15, pp.243-252, 1988.

49. Morgan, Robert M. and Shelby D. Hunt., “Relationship-Based Competitive
Advantage: The Role of Relationship Marketing in Marketing Strategy”, journal of

Business Research, 46, pp.281-290, 1999.

50. Morgan, R. M. and S. D. Hunt., “The Commitment-Trust Theory of Relationship

Marketing”, Journal of Marketing, 58, pp.20-38, July 1994.

51. Monroe, K. B., Pricing-Making Profitable Decisions, McGraw-Hill, New York, NY,

1991.

52. Morgan, Robert M., Tammy N. Crutchfield, and Russell Lacey, “Patronage and
Loyalty Strategies: Understanding the Behavioral and Attitudinal Outcomes of
Customer Retention Programs”, in Relationship Marketing: Gaining Competitive
Advantage through Customer Satisfaction and Customer Retention, Thorsten
Hennig-Thurau and Ursula Hansen, eds. Berlin, Germany: Springer, pp.71-87, 2000.

53. Moorman, C., G. Zaltman, and R. Deshpande., “Relationships between Providers and
User of Market Research: The Dynamics of Trust within and between Organizations”,

Journal of Marketing Research, 29, No.3, pp.314-328, 1992.

54. Moorman, Christine, Rohit Deshpande and Gerald Zaltman, “Factors Affecting Trust

in Marketing Research Relationships”, Journal of Marketing, 57, pp.81-101, January

1993.

49



55.

56.

57.

58.

59.

60.

61.

62.

63.

64.

65.

66.

67.

Neilson C.C., “An Empirical Examination of the Role of “Closeness” in Industrial

Buyer-Seller Relationships”, European Journal of Marketing, 32(5/6), pp.441-463,

1998.

Nwokoye, N., “Subjective Judgments of price: the effects of price parameters on
adaptation levels”, Proceedings of Fall Educators’ Conference, American Marketing
Association, Chicago, 1975.

Oliver, Richard L., “Cognitive, Affective, and Attibute Bases of the Satisfaction

Response”, Journal of Consumer Research, 20, pp.418-430, 1993.

Oliver, RichardL. Satisfaction: A Behavioral Perspective on the Consumer,

McGraw-Hill, Boston, 1997.

Peppers, D. & Rogers, M., The One tone Future:Building Relationship One

Customer at a Time, Raphael Sagalyn, Inc, 1993.

Payne, A., Advances in Relationship Marketing, Kogan Page, London, 1995.

Peterson, Robert A., “Relationship Marketing and the Consumer”, Journal of the

Academy of Marketing Science, 23(Fall), pp.278-281, 1995.

Reichheld, Frederick F. and W. Earl, Sasser, Jr., “Zero Defections: Quality Comes to

Services”, Harvard Business Review , 68, pp.301-307, Sep-Oct. 1990.

Reichheld, Frederick F., “Loyalty-Based Management”, Harvaard Business Review,

71, pp.64-73, March-April 1993.

Rapp, S. and T. Collins, The Great Marketing Turnaround, Prentice-Hall, Englewood

Cliffs, NJ, 1990.
Reichheld, Frederick F. and Phil Schefter, “E-Loyalty: Your Secret Weapon on the

Web”, Harvard Business Review, 78, pp.105-113, July/August, 2000.

Shani, D and S. Chalasani., “Exploiting Niches Using Relationship Marketing”, The

Journal of Consumer Marketing, 3, pp.33-42, 1992.

Strandvik, Tore, and Storbacka, Kaj, “Managing Relationship Quality”, Proceedings

50



68.

69.

70.

71.

72.

73.

74.

75.

76.

77.

78.

of The QUIS 5 Quality in Service Conference, University of Karlstand, Sweden,
1996.
Singh, J. and D. Sirdeshmukh, ” Agency and Trust Mechanisms in Consumer

Satisfaction and Loyalty Judgment”, Journal of Academy of Marketing Science , 28,

no.1, pp.150-167, 2000.
Sheth, J. N. & Parvatiyar, A., “Relationship marketing In consumer markets:

antecedents and consequences”, Journal of the Academy of Marketing Science, 23,

pp.255-271, 1995.
Scholl, R. W., “Differentiation Organizational Commitment for Expectancy as a

Motivating Force”, Academy of Management Review, 6, pp.589-599, 1981.

Soellner, A., “Commitment in exchange relation-ship: the role of switching cost in
building and sustain-ing competitive advantages”, In J. Sheth & A. Parvatiyar(Eds),
Relationship Marketing: Theory, Methods and App-Lications(1-8), Emory University,
Atlanta, GA , 1994.

Spreng, Richard A., Scott B. Mackenzie, and Richard W. Olshavsky., “A
Reexamination of The Determinants of Consumer Satisfaction”, Journal of
Marketing, 60, pp.15-32, 1996.

Spekman, R. E., “Strategic Supplier Selection: Understanding Long-Term

Relationships”, Business Horizons, 31, pp.75-81, July/August 1988.

Trivers R., Social Evolution, Gummings, Menlo Park, CA, 1985.

Urban, Glen L., Fareena Sultan, and Willian J. Qualls, “Placing Trust at Center of

Your Internet Strategy”, Sloan Management Review, 42(Fall), pp.39-49, 2000.

Webster, C., “The Changing Role of Marketing in Corporation” , JM, 1993.

Wernerfelt, Birger, “Brand Loyalty and User Skills”, Journal of Economic Behavior

and Organization, 6, pp.381-385, December 1985.

Woodruff, R. B., E. R. Cadotte, and R. L. Jenkins., “Modeling Consumer Satisfaction

51



Process Using Experience-Based Norms”, Journal of Marketing Research , 20, pp.

296-304, 1983.

79. Wesbrook, R. A., and Reilly, M. D., “Value-Percept Disparity: An Alternative to the
Disconfirmation of Expectations Theory of Consumer Satisfaction.” In R.P. Bagozzi
and A. M.Howard, J. A. and J. N. Sheth. “The Theory of Buyer Behaviour. NY: John
Wiley and Sons ”, 1969.

80. WulIf Kristof De, Odekerken-Schréder, Gaby, and Lacobucci, Dawn, “Investments in
Consumer Relationships: A Cross-Country and Cross-Industry Exploration”, Journal

of Marketing, 65, pp.33-50, October 2001.

52



NES XN

¥4 ¥ (Hermann Haken) ¥ > 120 & » A48 7 3§ B3 a0 dRAk > 24 > AR~
Lz F o

i TR R AR E M B L B AL TR 2 b0 T
A L Aiwm~ > A4 L2 & o

FETTAFEM G E-LBANN 2T EET 0 ZHEHEE L ELA
BrerRdmmilm o ARNL - E o

FACE TR ERLFERS LAY o W2 LA R RE Y

ig{:ﬁ@,%]\a&’]/\l/\_&o

53



ik — B X

GEAREFFFHLL BRI E

ME R R

A GENFIRE > AL P O AU E DT KRG (PRIF)Z AL BRI P
2 B ehI fe i R R R HIRRE AR AFFH L AR ERR AR LS S
WA(LA4F) FHNATEREE X R EETT o

AR E F’%E“r. ?‘}fﬁlfif#f%gf{ﬁ‘fi?"‘é}%‘?% * o [EATHE ,grrlp\ 2}”?‘-}—'—1 g}ﬂ'ﬂ A
] g o B {4 o F—g—’(’l‘;gi“mﬁ{mﬁ’fh gq—- @%\E ”)\Lm%ﬁ- A ﬂ_,é—f"‘"ﬂ\ﬁﬂ’“ A

& T
A ESE L EEEFEEY-E T GO

r%l N &/,;F,‘
TEE] TxEE

Email:nirachel@hotmail.com

® SR
r,%?fi:‘:?i S 2 -

SHAFRNE T = £ (BRI -

S N
ﬁ'J R (R ﬁ'J
Tl B Ho Il
[l H H
H
1 BP IR >EEIRFEA R o OO0000gon
2. indvif (v § 19 | AR PRI K O00000gao
3. AR ZIRIF AL DT FENR L o O00000 0
4, 15 EBRET ¢ OO000000n0
5. i R fleid v i (neng o OO0000gon

54




BOPRFELAREF 2 G b

'_\

£
—

‘ !
e
Ny
>
P g

2 PRAR I AR EF B o
BT ERR AR BFF A Eeh LT o

BREZERERBDERE 1257 o

104 8 i EE 0 P PR o
2.0 B IR B A DR o
3B EE T RIEL I
4058 R T W A PTG e W PR AR o

5.i% 4 8 iR BT T $ b it de o

L RO R T £ G RRRE -

200G RRTGHRMF TS R EL L v Ao

JRIFHRFE A KRBFJRLIR z’v”!iﬁ—}%@g AZE NI A D enss & o

4inini e SEEMAPRE R § L T

1. RRER - E 4 s R B ko

2. PR e e 2 R R LR o
3 WEFL N LTI P IRETHE -

4. T BT M 8 ie TP DM R e

5, FREBRFREFLDBEL > 507 €5 G UHRF -

55

0O 0O 0O O
0O 0O 0O O
0O 0O 0O O
O 0O 0O O
O 0O 0O O
O 0O 0O O
O 0O 0O O

[ I R N R I A
I I R N R I A
I I R N R I
I I R N R I A
I I R N R I
I I R N R I A
I I R N R I A

O 0O 0O O
0O 0O 0O O
0O 0O 0O O
0O 0O 0O O
0O 0O O O
0O 0O 0O O
0O 0O 0O O

[]
[]
[]
[]
[]
[]
[]

[]
[]
[]
[]
]
]
[]

[]
[]
[]
[]
[]
[]
]

I I R R I R
I I R R I A
[ I R N R I A
[ I R N R I R
I I R N R I A
I I R N R I
I R I R I

et
i

™
—



kAT 2

ﬁ'J T R AR fﬂJ
T IR A L
[l H
i
i TR Ee s e
1L AR GHERPFREIRBEINEL - O0dndndn
2. BEE FAERSRERPF LB e OO0 god
3. EFIRF FUIRIFE AP L endp o O0O0odond
4. i RRF TR ESIRBEETG B RS- R e ogond
5. FIAPRIFE R » A - L FH e RIF e 07 o OoOoOodd
6.inFF TFMPFRESIRBEE R TAIE - HERERERERERE
Hi RIS F P £ (=) %
1 iR R 8 RE 5 - ghehd A AR TR - O0ggdd
2. ¥ A SRR 5 5% 0 IR 1k BISIE REE B oD
B E - O 0000
3. AEEAE A EHRT o GRER G R BT
Ak AR E G R RA P oo ood
4 TR SFMPFASF RS > 0§ ERSRMF - OOogon
1.4 5] s [
2,414 AR L) E

w
=B

E

= W
T+

OFsmirié * & CFRax § § 2 F = (R s4)
(52 o (PRAR)EEEA B
[10~3 # [J4~5& [16~10 &# [J11~15 & []16 & 12 ¢

N
N
ol
‘h_‘\

R

ol
>
ol
iy
w>‘_
=}
o

[ ]0~500 § [_]501~1000 ¥ [ ]1001 7 ~5000 § [ ]5001 § r2 *

56

O 0O 000 n

[]



M- B Ehgd

%218 ¥ %% (n=300)

AR % u) A i A
E 0 0%
ke & 80 26.7%
P& 110 36.7%
MaflE | BEAE R 20 ERAEA R o £LL 30 10%

7R 50 16.6%
x7* F & 30 10%
B 0 0%
¥ kR 20 6.6%
i % 60 20%
F 180 60%
Z£E AL 20 6.6%
inseif 7 § 18 3] 2 AR IR
R 0 0%
Axo kI o
7 i 20 6.6%
2% 7 3 0 0%

57




AR PRI AT AR F o | 2EF R R 0 0%
fxlF & 70 23.3%

F & 190 63.3%

£ 20 6.6%

* e R 10 3.3%

x* R 10 3.3%

2% 7 kR 0 0%

2R FR 10 3.3%

ke & 120 40%

g 120 40%

RIS R o £2E R 20 6.6%
? F R 20 6.6%

7 kR 0 0%

27 kR 10 3.3%

¥ 3 0 0%

& 150 50%

F & 100 33.3%

TR (Peid e i 1R e

E ) 10 3.3%

* e R 30 10%

X7 & 10 3.3%

2% 72 kR 0 0%

58




e iR ARIFLAREF L | 2F R R 20 6.6%
B $ %z 4 xR 60 20%
R 180 60%
Z244 40 13.3%
3R 0 0%
* PR 0 0%
EFE AR R 0 0%
¥ ki 20 6.6%
R 60 20%
P 170 56.6%
R EAR AR AR | BRLA 50 16.6%
oo * R 0 0%
R 0 0%
L SV 0 0%
I 50 16.6%
xR R 130 43.3%
& 110 36.6%
R fi ehE AR R PRI ARER
Z224 10 3.3%
o et g o
3R 0 0%
A 0 0%
E2E AR R 0 0%

59




2Z2FFR 40 13.3%
ke & 90 30.0%
BRELZEHRERZDES F & 120 40.0%
3 1 fREF o &3 R 40 13.3%
7 R 10 3.3%
A 0 0%
2H 7 R 0 0%
2H kR 10 3.3%
ke & 100 33.3%
& 130 43.4%
AR R R R R PR
ik #Fi8 E-0 AR 50 16.6%
% o
* kR 0 0%
7 F R 10 3.3%
P SV 0 0%
Z2FFR 10 3.3%
e & 90 30%
F & 100 33.3%
EREEE T RERORH . | B L 60 20%
* e R 30 10%
h R 10 3.3%
2H 7 R 0 0%

60




P 10 3.3%
ke & 120 40%
EEEREE T RELDE | R 100 33.3%
& o &3 R 50 16.6%
E 20 6.6%
A 0 0%
P 0 0%
¥ R 10 3.3%
ke & 90 30%
P & 120 40%
AR B A AL
Z2LL 50 16.6%
I B RS
* kR 20 6.6%
(RN 10 3.3%
P S 0 0%
¥ F R 10 3.3%
e & 70 23.3%
F & 90 30%
GEECEE RS T | ERD 90 30%
E 20 6.6%
RN 20 6.6%
P 0 0%

61




M

A R AREEREL o

60

130

20

40

30

20

0%

20%

43.3%

6.6%

13.3%

10%

6.6%

)
g

EERY S E VS

e b Lo AR o
v S

=

50

60

130

50

10

16.6%

20%

43.3%

16.6%

3.3%

(RAEH R T A KR R
ST e AT B TR IR B ) en

I N

10

50

110

80

40

10

3.3%

16.6%

36.6%

26.6%

13.3%

3.3%

0%

62




i e s M GoR | 2FFL 10 3.3%

LEARECE E % NN 120 40%
P & 120 40%
240 20 6.6%
£ 20 6.6%
R R 10 3.3%
2% 7 kR 0 0%
24 B3 0 0%
R 3 120 40%
kA 130 43.3%
CE AERER N VRN L
FER) 30 10%
£ g o
SR 10 3.3%
h R 0 0%
P SV 10 3.3%
24 B3 0 0%
ik 7 120 40%
P& 120 40%
EERERERFT R AL 40 13.3%
* R 10 3.3%
kR 0 0%
E S S 10 3.3%

63




24 B3 0 0%
xkF R 60 20%
TR Aok ByRATE R F & 90 30%
FAORAFFER - TS AL 130 43.3%
4r o *F R 20 6.6%
X% i f_, 0 0%
2% 7 B i 0 0%
22 ¥ 3 20 6.6%
xR 160 53.3%
F % 70 23.3%
EY F TR R N
1 &R E 40 13.3%
7R 0 0
X7 PR 0 0
2¥ 2 B R 10 3.3%
P 20 6.6%
% 2 130 43.3%
F & 130 43.3%
FRAE R AS SILE
AT L 0 0%
TR OREE o
* R 0 0%
3 10 3.3%
P S 10 3.3%

64




AR 10 3.3%
R 90 30%
REFLA L ETMPIHE | FR 140 46.6%
LI o - 40 13.3%
7R 10 3.3%
A 0 0%
EE 10 3.3%
¥ F R 30 10%
e & 110 36.6%
i 130 43.3%
ERAEEETRMBFOM G | BT 30 10%
7R 0 0%
RN 0 0%
ER 0 0%
R 0 0%
e & 30 30%
P& 50 16.6%
T B R A iR
AL 120 40%
B €4 g L HBRF -
7R 60 20%
R R 40 13.3%
P SV 0 0%

65




¥
=

=

—'\f;(_!- s

BRIIER -

Im ¥R 4 AR

150

110

20

10

10

0%

50%

36.6%

6.6%

A A R L

B FEah K o

=

140

110

10

TR TPRIF R A P B

120

130

20

20

10

0%

40%

43.3%

6.6%

66




PR 10 3.3%
fXlF & 100 33.3%
R TR ESIRBET | FR 140 46.6%
$ B R R LA 10 3.3%
3R 10 3.3%
X7 & 20 6.6%
PR 10 3.3%
24k R 10 3.3%
ek & 130 43.3%
P R 140 46.6%
FlafRirimag  WEML-E | AL R 10 3.3%
W B FE G hE F o * R 0 0%
7 & 0 0%
P SV 10 3.3%
I 0 0%
xF & 80 26.6%
P 120 40%
A BRI R
A 60 20%
PEEETEEAE R
3R 30 10%
H kR 0 0%
2% 7 ki 10 3.3%

67




W1 2R

P 10 3.3%
ke & 30 10%
R B s RS- F 2 140 46.6%
Bhepd ok iR IEAURE o #F L 40 13.3%
* e R 30 10%
x% F R 30 10%
2% 72 kR 20 6.6%
24 B3 0 0%
ke & 30 10%
WA SHEERR S 5% 4 | B 60 20%
ERGERE: AL W E-0 N 100 33.3%
220 R 7 i 30 10%
(RN o 60 20%
27 kR 20 6.6%
24 B3 0 0%
il & 30 10%
EEEAEAEERT ERE | FR 40 13.3%
LRETTHPEL T | 2L 90 30%
HH S RBRE PR | 2R 70 23.3%
x* F R 60 20%
E S S 10 3.3%

68




20

70

100

40

50

20

0%

6.6%

23.3%

33.3%

13.3%

16.6%

6.6%




B

4

°
° ¢ JR
l‘fg“&;ﬂ_"

° #317
-

Ak

=

NP/ ALF A E R
LR /RT P GRER

70



