10.

11.

12.

13.

14.

$%¢%

EHR A KR LR AWeE TR @ LY EH R
BEILEE 0 LN ﬁi%ﬁ"””*i RV

AR - P Pk s A ®O0E 0T & BGE ﬁ%lﬂlijz»rr’%"a F2 P RBETEG- LM
LA B =W ] I @-ﬁs/éﬁij%fj/ %30% » %24 - 7 371~408 -

TR ML H 0 NKBE T N o FES ARG AP o

it B 4E - W R90# - TSPSS10.0 2 N AT i o

a8 K92 9|—ﬁ?3_'¥' pgjg.r,r,?fr - frﬁf |% [ jtmt?-ﬂ/ﬂ? i
B B EFE FERELL ) B2 FEMPHE Y i
1@ oo

BoogEs ARO0 & T RE Y 7SR Y ARG RAED L R
B2 R < i ﬁ*?W§ “FEL T o

SEFRT; 0 AKX 84 & T supid @,Jé,‘-_p;,jg.r.r.g‘r N AR LY
ey o A 2R g ?W%ﬁpmwm4*°°

Babakus, E. and Boller, 5G. W."(1992);; “An Empirical Assessment of the
SERVQUAL Scale,” Journal‘ef Business Research, 24, pp. 253-268.

Bemowski, K. (1991), “Big Q at Big Blue,” Quality progress, 24, pp.17-21.

Buzzell, R. and Gale, B. (1987), “The PIMS Princilpes: Linking Strategy to
Performance,” New York: The Free Press.

Carman, J. M. (1990), “Consumer Perceptions of Service Quality: An
Assessment of SERVQUAL Dimensions,” Journal of Retailing, 66, pp.33-55.

Cavana, R. Y., Delahaye, B. L., and Sekaran, U. (2003), “Applied Business
Research: Qualitative and Quantitative Methods,” Professor Emerita, Southern

Lllinoins University at Carbondale.

Corsby P. B. (1979), “Quality id Free : The Art of Marking Quality Certain,” New
York : Mc Graw-Hill.

Cronin, J. J. and Taylor, S. A. (1992), “Measuring Service Quality: A
Reexamination and Extension,” Journal of Marketing, 56, pp.55-68.

75



15.

16.

17.

18.

19.

20.

21.

22.

23.

24.

25.

26.

217.

Deming, W. E. (1982), “Quality, Productivity, and Competitive Position,” MIT
Press, Cambridge, MA.

Devlin, S., Dong, H. K., and Brown, M. (1993), “Selecting a Scale for Measuring
Quality,” Marketing Research, 5, pp. 12-17.

DeSarbo, W., Huff, L., Rolandelli, M. M., and Choi, J., “On Measurement of
Perceived Service Quality: A Conjoint Measurement Approach,” in Service
Quality, Rust, R. T., and Oliver, R. L., eds. Thousand Oaks, CA: Sage,
pp.199-220.

Dodds, W. B. and Mornoe, K. B. (1985), “The Effect of Brand and Price
Information on Subject Product Evaluations,” Advance in Consumer Research,
12’ pp'85_90.

Fitzsimmons, J. A. and Fitzsimmons, M. J. (2001), “Service Management:

Operations, Strategy, and Information Technology,” 3e, McGraw-Hill Inc.
Gale, B. T. (1994), “Managing Custemer.Value,” New York: Free Press.

Garvin, D.A. (1983), “Quality on-the ling,” Harvard Business Review,
Septembler-October, pp.65=75.

Goetsch, D. L. and Davis, S."(1994); “Introduction to Total Quality: Quality,
Productivity, Competitiveness,” Prentice-Hull International Edition.

Gronroos, C. (1982), “An applied Service Marketing Theory,” European Journal
of Marketing, Vol. 16 No.7,pp.30-41.

Harding, F. E. (1998), “Logistics Service Provider Quality: Private Measurement,
Evaluation, and Improvement,” Journal of Business Logistics, Vol.19, No. 1,
pp.103-120.

Hauser, J. R. and Clausing, D. (1988), “The House of Quality,” Harvard
Business Review, 66, pp.63-73.

Jacoby, J. and Olson, J. C. (1985), “Percevied Quality,” Lexington, MA :
Lexington Books.

Johnston, R. (1995), “The Determinants of Service Quality: Satisfiers and
Dissatisfiers,” International Journal of Service Industry Management, \ol.6,

76



28.

29.

30.

31.

32.

33.

34.

35.

36.

37.

38.

39.

40.

41.

No.5, pp.53-71.

Juran, J. M. (1989), “Universal Approach to Managing for Quality,” Executive
Excellence, Vol.6, No.5, pp.15-17.

Keiningham, T., Zahorik, A. J., and Rust, R. T. (1994/1995), “Getting Return on
Quality”, Journal of Retail Banking Services, Vol. XVI, No.4, pp.7-12.

Kordupleski, R., Rust, R. T., and Zahorik, A. J. (1993), “Why Improving Quality
Doesn’t Improve Quality”, California Management Review, 35, pp.82-95.

Kotler, P. (1991), “Marketing Management: Analysis, Planning, Implementation

and Control,” 7e, Prentice-Hall, Englewood Cliffs.
Kotler, P. (1999), Marketing Management, Englewood, NJ: Prentice Hall.

Lovelock, C. and Wirtz, J. (2004), “Services Marketing: People, Technology,
Strategy,” 5e, Prentice Hall Inc.

Martilla, J.A. and James, .J. C. (1977), “Important-Performance Analysis,”
Journal of Marketing, Vol.:41, No. 1; pp.77-79.

Matzler, K., Hinterhuber, H. H.;, Bailom, E., and Sauerwein, E. (1996), “How to
Delight Your Customers,” Journal of Product and Brand Management, Vol. 5,
No. 2, pp.6-18.

Muller, W. (1991), *“Gaining Competitive Advantage through Customer
Satisfaction,” European Management Journal, pp.201-221.

Myers, J., (2001), “Measuring Customer Satisfaction: Hot Buttons and Other

Measurement Issues,” American Marketing Association.

Oliver, R. L. (1980), “A cognitive model of the antecedents and consequences of

satisfaction decision,” Journal of marketing research, November, pp.460-469.

Oliver, R. L. (1981), “Measurement and Evaluation of Satisfaction Process in
Retail Settings,” Journal of Retailing, 57, pp.25-47.

Oliver, R. L. (1997), “Satisfaction : A behavior Perspective on the Consumer,”
McGraw-Hill, New York, NY.

Parasuraman, A., Zeithaml, V.A. and Berry, L.L. (1985), “A conceptual Model of

77



42.

43.

44,

45.

46.

47.

48.

49.

50.

51.

52.

53.

Service Quality and Its Implications for Future Research,” Journal of Marketing,
\ol. 49, No.3, pp.41-50.

Parasuraman, A., Zeithaml, V.A. and Berry, L.L. (1988), “Communication and
Control Processes in the Delivery of Service Quality,” Journal of Marketing, \Vol.
52, No.4, pp.35-48.

Reichheld, F. F. and Sasser, W. E. (1990), “Zero Defections: Quality Comes To
Services,” Harvard Business Review, 68, pp.105-11.

Rust, R. T. and Zahorik, A. J. (1993), “Customer Satisfaction, Customer
Retention and Market Share,” Journal of Retailing, 69, pp. 193-215.

Rust, R. T., Zahorik, A. J. and Keiningham, T. L. (1994), Return on Quality:
Measuring the Financial Impact of Your Company’s Quest for Quality, Chicago:
Richard D. Irwin.

Rust, R. T., Zahorik, A. J. and Keiningham, T. L. (1995), “Return on Quality
(ROQ): Making Service Quality Finaneially Accountable,” Journal of Marketing,
59, pp.58-70.

Rust, R. T. and Metters, R.%(1996), “Mathematical Models of Service,” European
Journal of Operational Research, 91, pp.427-439.

Rust, R. T., Keiningham, T., Clemens, S. and Zahorik, A. (1999), “Return on
Quality at Chase Manhattan Bank,” Interfaces, Vol. 29, No.2, pp.62-72.

Sasser, E. W,, Olson, P. R. and Wyckoff, D. D. (1978), “Management of Service

Operation : Text and Cases,” Allyn and Bacon Inc.

Sampson, S. E. and Showalter, M. J. (1999), “The Performance-Importance
Response Function: Observations and Implications,” The Service Industries
Journal, Vol.19, No.3, pp.1-25.

\Vonderembse, M. A. (1995), “Return on Quality: Measuring the Financial Impact
of Your Company’s Quest for Quality,” Interfaces, Vol.24, No. 6, pp.124-125.

Wiesendanger, B. (1993), “Deming’s Luster Dims at Florida Power &
Light,” Journal of Business Strategy, 14, pp.60-61.

Wirtz, J. and Bateson, E. G. (1995), “An Experimental Investigation of Halo

78



54.

55.

56.

Effects in Satisfaction Measures of Service Attributes,” International Journal of

Service Industry Management, 6, pp.84-102.

Zahorik, A.J., Rust, R. T. and Keiningham, T. L. (2000), “Estimating the Return
on Quality,” in Swartz, T. A. and lacobucci, D., ed., “Handbook of Services
Marketing and Management,” Sage Publications, Ins., pp.223-245.

Zeithaml, V. A., Berry, L. L. and Parasuraman, A. (1996), “The Behavioral
Consequences of Service Quality,” Journal of Marketing, Vol. 60, No. 2,
pp.31-46.

Zeityaml, V. A. and Bitner, M. J. (2000), “Services Marketing: Integrating
Customer Focus Across the Firm,” 2e, McGraw-Hill Inc.

79



- B R R

& 47

R EL P B EREHNAREL AL
N\

FEIRA e R L By BRI ENF A P ’E'EL%W =" ”f"?‘%‘
SHB o FFHEEIARE O VUEPEIBAEAR > APRRELLEEP
RHIEchises g £ 17 | #Fow *’ﬁi%'rsﬁ'}’f'
Wz 2l < FEP S 5 AL g F gl

1.# & 0 [J1~19 [ ]20~29% [ ]30~39% [ ]40~49% [ ]50~59% [ J60p 14 +
2409 109 [+
3k (82 [yepr JE® [rsrs[pe P pgdes
4% 305 0 oi@(RF* R) D 1F ~ (@) Tl l-38 1 13-5 (5% (7).
SHTALA(F L5 ) R ()T TR g [ & g #i(3) 2
65K BHERAZEN T L3 LM TIo=F (2B 7 )5 3= ?
[Jo~1=% [J2~4= [5~7=% [I8= (s )l
W gkeap e OF e s [ [JERm (JFERAS s [J3e_

Fop AZEAA-BRMRBETLELR

BAR G HAIEFRDERBE R L OER -

SLE¥RA)4L(BR) 3L (HH) 24P HRIL) 1L ¥ 2RI

TE &k
B . ;%?sli
L as
1.3 8 2h PR He o Bl 3 ©)
—_— R 2 XX
TR 4 B3R

80



Fv“ i3

AR

T

1ig @ P2 iR

3t
2.1 B Az B AHEFRY G TR

3.1 8 xb DRI GR K RS (e R AR AR Sk AL

.55 3 kit 3 R

5.0 & b F iR i R (Ao R S LR

6.i% & bR PRI

7.8 R % R PRI R A AL

8.2 s LI PRAE A B O B M G A

O.K B B crpRITA AR Z BT 5 A

10.FR7% A B enf RE PRAZ

1L AL %3 W (Aol L 8 735~ R E 3 1)

12.2 @ ehgf B SIS ¥

13.20 P 5y B PFR-RITER B

14,5 1= = % A4 5§ 144255 2ada B

1535 % i{ 11 i PRI

16.8 p g R 3 Pbhig

17.83 i A AR AE S 4 Sz SE H S AR

18. 2 P R F Se 3k - AR A g

19.8 p ehyfie 3 g

20.8 N ch AR (R ARG T 3§ FATE B k)

21. 3 P K ¥ R PRIE

22. A £ 2 P IR

Ly BT R REFFY 5 2 0 54w
[]100% [180% [60% [140% [ ]20%

2. WALIE X P eruEk

RHEERATELD?

[10%

(EZ 72 5 F8fE g% 5

)

(il S0 p > GRE A6~ AL = i

R BSOS | |

81




AT O3 E2 3 M EL PEFESPALRELSF S PR ALRER
+

Hrebeb by 2RIRR S

KR RN ARG

5 ¥ %
Lo AP s 3 p vt Fh s o3 - B4
ﬁ%%ﬁﬁwiéﬁlﬁ’aisw B & i £ LdG v
ER R A
2. Aend fRI K C G FIE vk TR A PR T ke
A e L5 AR TFTHP o
3. x$ THERE R 0 NP S Y PRGRA R B BldeT R
TR XPEGORIAA R FREFAEE W P B AT SR
P T 1 5
4 WAL RTHREFTH AP ALRTT FRAMAEFY
HUGOAE AP X2 VIP Rk Bkl FY
T E - AR E R D £ o
5. zaﬁzﬁw%%ﬁlmﬁ{ﬂ;”inwu“ﬂk%”ﬁ
1 g j;@’,[ﬁ,rﬁ:ﬁjjﬁﬁ’rl ity p e f,;.u)]_}u? T B
o PR BT GR A R R AR E A %
1L wwend SR B (R i 2 3sb) (B % 0 2P ang iRy %
- 3 0 fe HoA A2 ETERR AR ek 0 4 0 AR 0 IR
% f B SR A PR R hen ) SIS hipifa
ﬁ@ﬁ{ﬁ¥%°
1L AP2PFREEA P FFnd & RSP SRS R
KR ﬁﬁmﬁm%ﬁf e s R
2. R ihxrd “”“t FOARLUNEE A AL A p 2 2 FEREIR &
RAgECRERLFEPFREE DTG -
1. A%Aﬁ—f_pzﬁaﬁ, MR dF e, e §8 b argekeRig
£ AR IR IR o
. 2. %R ET o FHRBEERET 4 -
v BEAR bR o L R A ABD A Pk B EH
PGRF > KT Ay o
4 FUHPRBEUSFPE] L OB -
iﬁrﬁzﬁﬁgnggw’ﬁﬁJ@%é%@o
LEFNF T E e A8 b F L FEEER -
B I E LK AP RO
3 TEAR REFHEFLEBARLELE G oREA T AT
4 REEF S BIFAL P R e nE & R df o




W=~ EHF AP M

31 AR

ROQ £ 244 FFFH e 40 et de » 6% — o A 47 o3l 5 foth & 7740

F RS ER RN Y e 3404 4

@ prens 2

SR

TR

& E SR B/ A AT A

% 3-1 ROQ M * itk % 851 2

& %
5 2\ WEPNF R I
B InEnglish : A 11 & & A& 0 ROQ - Return on
" ROQ -~ return on quality ~ service | Quality 7 M4t/ 74F (5 -
" quality ~ quality -~ quality efforts ~ | {# 3]4& " K a0 }?L o AW % ATiE
| satisfaction ~ Rust ~ Zahorik... % - e SR e re i e et/
i B In Chinese : WAL oo "$ 7 ROQ -~ Return on
" ROQ - & RS @R L Quality » B ARG ST B FY
BEZHLR.F - P LR RAPMAR R T o
B InEnglish : deSeri ik A RE L A aiE o MR
ROQ -~ return on quality-s # &% _ROQ % return on quality -
B In Chinese : £ FTE AOF ¥ prenig e A
ROQ ~ S 4R p o o * ROQ 2 %_return on quality
ER ﬁf‘é&iﬁ—}’-?“:&"g g%k A 350 Fl A
32 PG - RATED H%%?ﬂmﬁv
ﬂ@@ﬁvﬂm@amﬁﬁﬁé
b B 4%t > ROQ 5 A AERA
F LR REERE
T 77f§;:}f'§'rﬁ?'ia)?’ﬁ[ﬂf’ﬁ%—’ﬁ 3 EAMBRTO B LR -
o | P ERISBRGEGROQ M| KA A R R
W °rﬂ”"MFﬁé~ APMEE LA | ER R ‘Fiv% ROQ#BF&%F&M&%/
R Jufb ROQ = i# thz 8 % 1 |34 § 4 wfef rak g o
Rust ~ Zahorik ~ Keiningham -

83



32 HERE

(- )ProQuest % 4c ¥ 1 25~

- BA AT EHE ProQuest 2 4R LA FHERFL  FlLEL T ERFY
AEFHAIAFL S HROQ G EAE X Y A% o AFTY - B4 E 44 ROQ ~ Return
onQuality wdfe® » X5 I APMF Y Tk bk o

#FEF AL AR quality & MAEFARE R 2P R RIEE > 73] 2217 K
BHE R s e~ o A AT RS FIT] service quality - § oS g B T2 ) 0 fe
TREERAS S LAY A AP LA OM AT/ ‘#B%%%ﬁﬁ PR EREL
32 AT HFRMBERLAFHUP DEHRBETGETF 1T > A2 1T { P &3
% ¥ §lerie— # 1 f2 ROQ mv}? P AR HRE B %\;%a@xm’\%‘r °

% 3-2 ProQuest # Avff 442 foF L &2 -

M4EF Wi M4t Wi ~ F¥p
quality | 22> | All | and | Satisfaction®| 2= Abstract > 143
Service o ; : 4

} 2.3 | All | and [- satisfaction=7[72- **. | Abstract > 32
quality
Service

) 2% | All | and | satisfaction | 2 3% Title > 17
quality
Service e a e

) 2% | All | and Rust 2% Rk | D 0
quality

(= )SSCI

B¥ AP 7 #H L 0 SSCI 8 7| e ®x > F] 5 SSCI “ﬁ SR AR GRS
FE > I AP T E 448 ROQ {- Return on Quality * # %

Ad Return on Quality & M&3/80F 17 1 B LU ko 0t ’?1*%%&“ "
Return on marketing:  Using customer equity to focus marketing strategy” > # & & 783z &
¥ FER{rROQ LG * < B ke L84 Rustfrd s 4 =5 ¥ (Lemon K.N. and Zeithaml

V.A.) #2004 # 1 * % Journal of Marketing #7% %

(2)R+F FRE

84



AELTERFS LTI ETFTHEEFE o TEH TR E 4002 T ¢ NetLibrary -
Encyclopedia American Online §= Grolier Multimedia Encyclopedia > e {%if & 3 I > 12
ROQ s #_Return on Quality 2~ 3% - ix= BFEFE S %Y 5 0% > Rust 5

( Keiningham and Zahorik ) z_*% author s % » & - #& -

(= )ABVInform

AT HEF R PR L 0 ABVnform FORLR R FR0F 0 KOV E G L &S
%0 L4 33

ik AR 7 L fE R quality 2 service quality & B 4EF/AE S HOF SR Y
4o quality 2207 e 5 & AAE R8T 2 R he ko A service quality + 2 i
ﬁﬁawwx%ags@ma* Frlg e i AT E Y » 1 &1 HE—ROQ
{r Return on Quality » 4 3R ROQ 2.3t 2 v eft3 660 b2 % 5 230 R~ 1 145 5 2
R GR4RE T 3% 0 2 Return on Quality 23t 22 5 g B2 4 ’i*:*ﬁﬁ‘?"‘“‘»?’
4312 fy » 230 f emE R} oS endR 2 35 f o Flet ¢ 45 ROQ 2.3t £ 3 f # 38

B B RILE S e o

# 3-3 ABVINFORM 3% & % 2 -

B 4 B * ¥ #p
Title 54,511
quality 2_% >
Abstract 274,798
service o Title N 1,313
quality T Text 20,885
satisfaction | 2 3% Text > 246,371
quality S e Text N 2,189
efforts T Title 82
Text 660
ROQ 25T Abstract > 14
Title 3
Text 286,264
return on
; 2% Abstract > 4,312
quality -
Title 35

RGN i S ﬁ#@’z\£ih?}§%mlvﬂaﬁ.%$ﬂa\é Rustzﬁg‘?i,»{
ROQ & #_Return on Quality = i {83 fe 'FJ" Rust, Zahorik and Kelnlngham EEEEFIR
ROQ I—J:-_Lm'\’)gkmﬁf—J?Kn\E} = ?"'z”ﬁ"’fz\ » e l«%mx%ﬂ—\g ,__[Ja %—"1 1=

85



%2 Rust s1{7 7] » £ # 7 ROQ ©

AFEHT RS HPHE I BEE BAFRSLF A SH L R &
G -

BoARIAHRAN FRELEFOF > SHIAME LA TR FARLE
YRAER THE (MARS) & W& A% 4 2 8 8 a7 2 R TH0F -

(Z)2RAHE L~

LA R TR TS BT RIEE > @0 FREF AL 50 G A4
LERBRFIRMENLHE—FFHMP - ROQ {- Return on Quality - 1 3| & & %
= 0 o &2 d g ROQ -~ Return on Quality fe & JTaR p 2 i B &5 20773 FUR 27 ™
¥ 2 IFFL;”:&Z& Flehe IR 5 m,if;:rrig VB B4R E i i ﬂ};lz EhR ALY ;Fﬁea o 7]
AN e A D 227N ] :l.p/ﬁ"? B4 ROQ REF T SV ae R ERIIT ME P BR

ARG S E LR L O S i 3 S Bl gd e o

¥
(s

\\\Xr ™,

(=)? EFAREE 2 A2 FHRE (MARS)

& MARS ¥ 405 5] thi % 48 + 0 G e £ 0 197 ROQARM * fr
sy

33 ®kEHEFZLAH

-4 h ) & ABVInform 348 R #7480%F 31238 8 % % 2 ProQuest # 4c 1% L35~ 017
i 5 o 38— TR

W@mﬁiﬁﬁi%éﬁﬂ7%%%ﬂ’*ﬁi”{ﬁﬂﬁgﬁﬁﬁﬁmﬂ%?ﬁ@
F R ROQ X3 ¥ % L E IS BLEE-H T FEHLFTAMTELIALAR
mﬁ&@wwwpz’vﬂﬁ°

Bt b BB D ABUNnform (738 Bk Y £y o I RFAF L F

D3 & E3 ROQ = 2 chdp B v[ﬁ%—\ HE3 11K 40d 34477 209 < %K/?fa’K%ROQ
g1 5% Rust & %3‘ AriEitene & B ¢ B 1994 1) 1995 & & o IR A BT - B B AL
¢ Rust, Moorman and Dickson #2002 & 10 * #t%F % 0 Getting return on quality: Revenue

expansion, cost reduction, or both? -

86



# 3-4 ROQ 1&#%&@%&

£ > | ik 7 ik 4 S
Oct, Roland T. Rust, Getting return | Journal of \ol. 66, Iss. | P.7
2002. | Christine on quality: Marketing. 4.

Moorman, Peter Revenue
R. Dickson. expansion, cost
reduction, or
both?
Mar, Roland Rust, Return on Interfaces. \ol. 29, Iss. | P. 62
1999. | Timothy quality at 2.
Keiningham, Chase_
Stepehen Manhatta
Clemens, Anthony, | n Bank.
Zahorik.
1996. | David L. Weller Jr. | Return‘on The \ol. 10, Iss. | P. 30
quality: anew - | International 1
factorin Journal of
assessing Educational
quality.efforts. | Management.
Apr, Roland T. Rust, Return on Journal of \ol. 59, Iss. | P. 58
1995. | Timothy L. Quality Marketing. 2
Keiningham, (ROQ) :
Anthony J. Making Service
Zahorik. Quality
Financially
Accountable.
1995. | Anonymous. Calculating the | 1. Internation [ 1. \ol.8, |1. P
return on al Journal Iss. 4 13
quality. of Health |2. \ol. 44, 2. P
Care Iss. 5 13
Quality 3. \ol. 13, P.7
Assurance Iss. 6 P.9
: 4. \Wol. 9,
2. Library Iss. 3

87




Review.

3. The
Internation
al Journal
of Bank
Marketing
4. The
Journal of
Services
Marketing
Winter | Roland T. Rust, Getting Return | Journal of \ol. 16, Iss. | P. 7.
, 1994 | Timothy L. on Quality. Retail Banking. | 4
/1995. | Keiningham,
Anthony J.
Zahorik.
Nov \Vonderembse, Return on Interfaces. \ol. 24, Iss. | P. 124
/Dec, Mark A. Quality: 6
1994, Measuring the
Financial
Impact of Your
Company's
Quest for
Quality.
Nov, Alastair J Return on Management \ol. 72, Iss. | P.6
1994. | Davidson. Quality. Accouting. 10
Sep, Return on Business Week. P. 10
1994, Quality: It’s
Ours.
Aug, Return on Business Week. P.8
1994, Quality:
Beyond
Buzzword.
Oct, Baatz, E. B. What Is Return | Electronic \ol. 18, Iss. | P. 60
1992. on Quality, and | Business. 13.

Why You
Should Care.

88




St~ ROQ #E5 chj #

Rust % & 4 # 1995 # (Return on Quality ( ROQ ) : Making Service Quality Financially

Accountable) % 1999 & (Return on quality at Chase Manhattan Bank ) 4 %|# 41 ROQ

ERE TR RARR BT P RS ﬂ\i%ﬁfd BFIioa b W,%E’?’”’ZE‘_E%’ i % ROQ
Gt oo udpa LF> T fEROQ Pt 2 H R -

41 e g EARs S

Rust % 4 o it & e d 425 > 2 My @ gseg (1T JA7 %) 5T

W2 R EE o BB Cd REAATHE > FRE SO AP EN
THARDEERE A FINEAPERERESFERANRELTF - BF > K12
ARATH TR R A E SER1 TR Y TR S F Rk E ST L A o Rt
BN B R BRI B 44% o F)P 0 il f T RAREIT A R R T
- BT R B WP OST L ERTL Y R o

411 =5 %%
B OE - T BRI S g e

B RSP RFEMEP L GABATDIELTRE o P E PN 7§ 4R L R
- B AR R AREaRELS (G D S R A o T FX R B E )

B 5 30%hw fgd o £ Sd RE ARk 0 EHT E 30% Ny B EAT IR LG T

SWEE S TEE R A o
B0 7882 03A 0 - & Fpuw prred o
412 ROQ = 2

- B RS LFALE > M50 e GRS S EPFERLATE 7
LERET ERE DT b # B L o L R E R LA
P Rust ¥ A gk R T ket I AR ARECIZAES c LIS HE 3

—

é/%i >om lf‘-"z é\%/%i o d&-7 ;‘ﬁ,hmgp ETFL“FT"/ é:]:‘:—EL’ /%iﬁfﬁ‘é/$i@‘, Fgg}
s TR ALRLH - SRFALRLETHESIT: FRELAS 2o 2
FM T A AT A Y 0§ A5%enE B £ LIS R i 5% R g
BEEG 9T%NE S o

B ug

89



BEFRELEAAESNPERL AL ORI BT Bl g ROQ 5
2 RERERROE B P FHPERRIRDOMETFZ c B 4L S 5= R0
T+ 16m ke o?ué LEFTORLAELEREIR I ASLER rﬂ%’”ﬂ o3 =2
BEEES - PFENAEMNER Y Ea A AL R DRk

Bathroom
Room
Staff
Restaurant
Facilities
Grounds

Room Service

¥ T T T T ]

0 05 .1 Al B 2 .25

Equity Estimator CoeefTicient

Bl 4-1 o BRERR B b ety AR
(F# %R Rust, 1995)

ﬁwﬁﬁﬁ%ﬂ’%’%&{ﬁwwﬁgﬁ%ﬂ°Bﬁﬁﬁﬁgﬁﬁééiﬁéﬁ
RO CRBAFTHFATLIFRFEEIRFZE  AREIDAI TS F ) SR
s F 391 BEHV- DB PN EIE Ak ERl o T REHEIEL T B g oD
“ﬂiﬂ“wﬁﬁﬁﬂu FRE S FAFIRARERE c FILFBFFR I AT GE
FCEDSHHREREF S L PFEIIGATOR L o g R F L A o

REERGFHE G L OPEAR LA AN % o SF PRET Y IRT
ﬁﬁ;$$ﬂ TR A2 K N ERR G A AR T o U R K R R A
bR 100 F o hiem e P o B* ROQ & iRt enies  Wavs & 240 §
Ei H%i&ﬂm@mm°ﬁ%u*m@ﬂ’%ﬁﬁﬁ%i#%<@25%ﬁﬁﬁ
RERFEE 3 REF A8 FREFZTDwET o

B ¥

oW e

90



Percent of Total
Customers

20% 4

15%

10%

5%

)
4 &
1
L ]
L

5 — e
e T
Service Improvement Effort ($000)
Bl 4-2 FFi ’,mrﬁrﬂ?(up/\u% (AR K F )
(F4 %R : Rust, 1995)

009¢$
00T

ROQ # i 47 * >PH|UTH R T R e Ra 3P BB 4347 &% k2L A0k
Bz T EFRMR G REREE AR 20 3 iR KT 0 B B FR
BAREmRE et T GO AR 240528 0 B HiEG S
AT e A > Ft 240 F LT e ApEi s b I o

TR AR e A B A

Market Share
2.35% -

2.40% -

2.45%

—o— 50
—a—51M
—db $2.4M
——$4M

2.50%

2.55%

2.60%

2.65%

2.30% T r T T T T T T T 1

B 4-3 F7 F - F ARR A RS A0S LR
(F# %R : Rust, 1995)

91



Bt ptgec L anE a4 o MRz #apE R 2 p ~ 15%andr IS 0 4R ¢
Fl e NPV £_177,121,000 > 3 4 1 1641,000 » 4eif-5 # 140 F ergpeb o9 > 112 = &
3730 3,676,000 © Fpt o iB3E 5 d -4 9 ROI £_ROI=$1.641/$3.676=44-6% - i& &_
AFF TP B ST AL S G TR W IR g
BEERLDERFT] 7 3 L7 EF R Rh= AE P o

42 Jer a4 41 e 3

Rust ¥ % %+ & * ROQ = j# %3=f Chase Manhattan Bank # F & 42i7 = % v R
A FEHRIR L R E o AR PP AR ROQ 2 Aty Er.s;i FR%&}%’?L fs #7183
P TEE E Ak e

#1995 {r 1996 # & > Chase Manhattan Bank #- ROQ = /2 Ji * & F & 417 & b
AE e BAFRRRE S E BAE L R A SRR TSR
E@F%ﬂﬁ%%Wﬁ%ﬂ’ﬁﬁmﬁﬁi?%°Lf#”%dRm31kpwﬁ?%
vy AR o e L %3t dik ¢ 2407 B2 Chemical Bank £ B+ T B PR m % .
%g%“’&%*ﬁ*@*““ﬂﬁﬁiﬂ%ﬁwﬁ&»{ﬁﬁ;moﬁgﬁe%ﬁw
#aeROQ = 2 vt F i 2B o AR ROQ = 2 {30 d Rz H2edm & 4
PP TRE F AT ITHER AR S T O %

421 #=5%F

% Chase Manhattan Bank fr Chemical Bank & & % » & & ¥ti53 4174 % ROQ
i# o t Chemical Bank » & 3§ & # ¥ %gvj i e (FERFA L 3t E 0 kpliE ROQ
FEdhaar e FHHFENaRE G A EP R

L#A TR IR LSS ~ 3 N (P2 .
2 MR ALE (R oMLl B P RL M ERFI A )

Bk * g8 2 gl 4> Chase 4w Chemical & 7427 7 % & # af &> & Chase
F* ROQ * 2 g2 ¢ #F > ¥ 2 & 42 Chemical Bank 7 ROQ = j2 #§# * > #)
o a5 T F 4374 & 99 Chase Manhattan Bank -
=1

PRArie it F Al o R —AHE IR
RfFe-AH Ry E o AW ] &T’%Aﬁﬁlmﬁﬁ%%

BE eI s e e A

92



B 4-4 %o Chase 4~ {7 /b I BHR Bl o At R b)Y o f7de 0 RFR 0 %w{ﬁi
EHAFRIORLA R ATUTUAZE MR ERA R ESR B
Fliid R TS BEE

B
4 R
FRAL [ Fas—
EIEAR
L TERAE

B 4-4 Chase » 7 g £ ERS L af

(F# % : Rust, 1999)

d b E RS R o B AR5

RS =fl (H%E -~ TERAE ol 1 R E )

S AEE T i s RS S L (B R ) B
B¢ RUStEF XA RMER D (FE1 > 6150 MRL S R RASRAM) o
REEARL (LIS A@EL R XAZFAR) FiL <24k - R FHJ Kano &
WS EDN T BATR B o F R RUSEE A AA TP MBS B ERIER
AREY ST g fg gt

ErHge =2 (MR - TEERAE - frf138)

93



BEVRRREYFATELERE  REREY LY FA - 0 g ]ﬁ
PIRBTEIERIF o Bh o 2 Ro)P dugnd 32 (E8F) frdd (£24F) &
@”¢”W1¢%Z’ﬂﬁ’”uﬁﬁii%ﬁﬁ’&ﬁﬁmﬂ&“J SR AR E
LAY o ATl R F iR S MO TR { T P AR T 2
FAEE (F) BAF M- 2FFY (F) B BEBPLTRTF LT m

BEE TS =f3 (WAL  FHi®)

E%%?ﬁikﬁw%?%‘ﬂ%«1~ﬂ%¢£3 H fphgens @R IRF M E
BER - TEIEN - BRFRY AP TPRS > BREERL CHEFE - OHERY
FER A FIRT > T MR KEJARR L 2 TR AF 3 A et
X o

423 FEEY EAE

Rust % & 40t JRA3ec 35 enf it 4 cpmfo & 5 g~ Bk~ 2 7 ir=
e B e

— N ‘g ‘F‘;P?-E;
Lo R A RD BN TR W RRF R P
2. P rreFoe BAFITRETE BA T E-

3. FBEBIFHESBRALTEME DS ] B FEG F RIS A
REZE AT 4 FpRFHR -

o [EEg R
L By BAT AR AR

2. RFGERAE AR LE IR AR TR

bl

A AT
L wRmENFRCLTE
2. Z BT P RBE o KR R A B ERLATHE

3. MEDABRLATHE N ALAE SN LEFFES PRI L RNk
"II\IJ o

94



4, KRS

#7320 Rust 3 5 K s iy miﬁﬁﬁﬁ%%#%ﬁﬁ@%mﬁ#%w@ﬁo
ﬂ*%ﬂﬁ%iw?mﬁﬁ&ﬁ¢ PELA RIS TR L RCR  RENERF ERE
TR LR RIE AT R OB 0 VO R R FIE MRS .

TR AR M BRERmE G

AR E PRI LB RRE  AUE RS RARR Y 2R RS A
0 rTv Efeprdlle ) ¥ TR ARE LR AN AL o F
THBEEPE  FERE PP 5 AR SRS L S BT S % & Chase i 7 - 7
CRIMA~B AR RARM A FR L~ LB R~ BIRAR UE pRR
R 1= A4 188027 288 £ 4= 8L 5= AFEL o 00
L AR IE A don AR 0% ~ 20% ~ 40% ~ 60% ~ 80% ~ 100% > ¥ ¢k iEg B0
BT M A TR AL o R AT RS T LA R Mi"ﬁﬁ%@*@5°ﬂ
/w\%‘r? E'Tl’il%—ﬁ'é’?'gm‘?”%lt«hr"f/»\ HO-3B 4-BA183-2 R F=F - H 0
FARFE L L 247

,—sk’ﬁ"‘&ﬁu

BRI PBANZEZERFRE | REALT & ,z,f B &
SLEREE KT ATM Frg R P Ry e 20 PIEEZ TP R T2 M E > e
REBEF LT fﬁ*~ﬂﬁ€%ff$&owﬁ%, AR S SRR R R B R

BEAOFZAATF 0 blde o F
2
TRERAFHIRIZE R 1 L FFEMRI A EEIPEEIEL

fgt  G]Y o ECRBAT 2§30 Chase e i 1R 5 1 & 64%:14F & B 51 % 92 30%% R, -
" 4 4E% LB > blho o 96%F 2 > 88%:% 7. 0 78%
LAHL B T B RE AT BLR T B A PR 4 88% - 78%

1RSSR LT R R R 26%E H s

LR @i TE A BooRBEE R BB TR S ITE KT
RIERFRER R LR ik (G553 4 41) Fl15 227%hp 4 1 g 315%
o TR E G el g o KA AP E N H IR E P R - EREE

95



% 4-1 BRI F E TR (T4 kR © Rust, 1999)
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