gobobougboboobogobbooobooon
goougon

E-mail: 345444@mail.dyu.edu.tw

g
gbooobgoobooboboobooboobooooboobooboobobboboobooboobobo
gbooobgoobooboobobooboobooboooobooboobooboboboboobooboobobo
gooobgooboboobooboobgooboooboobooboobooboboooobooboboobOooboon
gooobgoobooobobooboobooboobooboobooboobobboboobooboobobo
goooboobooobobooboobooboobooboobooboobobboboobooboobooboo
gboooboobobbooboobooboobooboobOosAwd O TOPSISO OVIKOROOELECTRED DO OO
goooboobobboboob oboobosAawdO DO OoOobogDOoTHEBODY SHOPO SKIN FOODO CANDY
SHOPO ETUDE HOUSED THE FACE SHOPDO 00 O TOPSISO O VIKORO O ELECTREOD O D O DO OO O OO THE
BODY SHOPO SKIN FOODUO ETUDE HOUSE[l CANDY SHOPO THEFACESHOPLD OO DO UOOOODOOODODOO
OOOODOUOELECTREDDOODOO0ODOOODOOOODOODODOOObDOODbDOObOODbOOobDOoOobOoOoDbo
ooooboobobobobobobooobooboobobooooosAwdOooonog

ggg:gbbobbooooobbbuoooooo

RN
OO000 000 0000 e, il ABSTRACT ..o 1V RS vi 0
SR VIE OO DO e D XIOOOOODO e, 1
110000000 . 1120000 s 3130000 iiiirreererereeeeeens 3ooooooo
I 52100000000 v 52110000000 521200000
I 11220000 e 132210000000 e 13222000000
I 14223000000000 23224000000000 i 3723000000
OO0oooooooood...... R ¢ I I 422320000 iiiiieieeesseeens 43233000
RN 45234000000 i 512350000 e, 5224000000
O e 532410000000 e, 5524200000 e 582.4.3
TOPSIS.....ccvieeie, 59244 VIKOR........ccoovvvviiirianns 59245ELECTRE......coeviviirircienn, 61250000000
OO000 e, 20000000000000 . 65310000 e 6532000
O e 67330000 i 68340 00000000000 ciiiiiiiinnnns 7334100000
I 73342 SAW....ocooiviieiieeeei, 81 343 TOPSIS....c.ccoovviiiiiiaienn, 823.4.4
VIKOR.......ccooiiviiciiee, 84 345 ELECTRE......ccccovvveiricinnns oI o 92 4.1 FAHPO O O
00000 e, RA2FAHPO OO OOOOMO i W43 0000000000000 wiieeieens 98
43 1FAHPOO e, 8432000000000 wiieiiiiiieeieeeinn V4330 0000000000 OoOoOooag
ao.... 110 4.4 SAWO O v, 116 45 TOPSISO O v 119 4.6 VIKORO
R 124 47 ELECTREO O .ooovveeeeceeee, 120480000000 ciiiiiiiiieiieenieens 100o0ooon
I R T RN 141520 00000 coveiveceevrerreerenenieens 144000
S L R RSN T RN 160000 01100000
O e 402 10Aaker0 0000000000 iiiecvennne. 2602.20 00000 O (Consumer-Based) O O
0000..3102.3000000000 . 4803. 1000000 civveeiernrereeereresinienns 66 03.20 FAHP O O
I 720330000000 00 wiiiieiererereeenens 7803.4000000000000
I 7803.50000000000000 i 7903.600000000000 iniierennn 84
04 100ELECTRECOOOOOOODODO . 13[5000 02.10000000000000000 wccevevevevenns 7
02200000000 . 90230000000 0000 v 9024000000000
R 2802.50000000000 i, 3602.60000000000000 wivveviiernenn 39
02.70PZBO0COOOO00O0 v 5002.80000000000000 wiiiiierennn 54029000000



O e 6803.30 0000000000000 DON e 6903.400000000000Db00O0DbO

O e 7003.50000000000000000000 e o03.60000b0bDO0ObDOoOobOoOobO

O e 7103700000000 e 7403.8000000 i 760d3.9000000O
D000 e 8004 10FAHPO OO UODODODODOOODOO v, 930420 FAHPO O ODOOODOO

O e 704 300000OFAHPO OO OOD i 4400001000000 0O00DOD0O0ODOODO
oo0...... 102045000010 00000000000000 vevveee 03046000010 000000000O0
oooOoocR.O.... 10504.70000000000000 i 10704. 800000000

O o 1080490 00000000 0DO v 10904 100000000000 00OO

O i 11004 110000000000 0000000 wcvveevvees 11104, 12000 00000000000 DO
U000 11304130 0000000000000000 e 11404140 0000000000000
O 11504.1500000000SAWHOOD0O0OD00O v, 118 04. 1600000000 TOPSISODOODO
gooobDog... 123041700000 0O O O 1280 4. 180 0 VIKORODOOOOOOO

O i 12804. 1900 000000ELECTREDOODUOODOO i 13804200 000000000000
U000 i 139

gogno

000000 ODo00oooEo 000000000000 000000000000 0OOVold4, No.l, pp.89-10100
[2100000000@99%501940 000 00000000000 0000O0000O0
[Bl0000000RIODDNDDDNNDNDONNNDNO0N0N0NDOON0NDN0O0N0NNDODO0NODOOOOVol2,No.1,pp.93-117.0
[4000E3IOIDDOOCO0ND0D0O0O0N0N0D0O0N0NDDO0O0N0N0N00N0ND0O0O0DOO00DNDoOoOOOonDDO

[Fl0000@e8)I IO 00IDN0000NDD000N0ND0000NooDOooooooon
[(]00000000000ROOSO0COVIKORDODODOODODOODOODODODODODODOOOODOD Vol. 34, pp. 69-90.0
[7100000000000000000000000O0000D0-0D000000000000D0OdNo.19,pp.79-122.0

[glO0C 0RO ODODO0NOONDODOODODOODOOD-000D0000000000O0O0OD0ODOO0ODbOODbOOoODOonOg
[QoooEosS D OID0ODN0N0N00N00ND0O0N0OD0ODLO-0000000000000D000D0DODODODO0DbOO0ODbOOoDOooDOoonog
[0]0000000000000D00ORog DI D000 0ODOD0ODO0ODO000000DD0OoDODODO0oDODO0ODLDObOOoooooag,
Vol. 2, No. 4, pp. 123-142.00

[11]10000000 0900000000000 0-0D000000000DOOO0DODOOO0OVol.6,No.2,pp.103-128.0
[1210000000@oUIDNDDO0DNDO0ONDNODO0ONDDOO0ODDOOOVol.7,No.1,pp.1-2600
[131000,1999~2000,0 00000 OO0:0000D0O0DOOOO
[14000@oUIDNDO0D0I0NDDO0O0NDN0O0DN0NDODO0U0DOO00DD0OD0UDOoDDOoooooon
[15]000@o0)IDD0D0O0O0NDDO0O00N0O0DNNoD0UDoOoUoDooooooDOog
[I6]000@oO)UDIDDDOO0NDNO00N0NDDO0UDO00O0oDDOoooooooon
[17]1000@3UIDNDODO00DN0O00N0ND0O00D0NDO0U0-0O0000D0000N0D00DD00D0D0oDoDOoUoDoOOoooO
[18]000@9¢) I 0000000000000 0N0DD00DO000D0o0oDooDoDoooooon
[19I0000000@QUIDNDN0O000N0D0D0N0ND0D0-00000000000000Vol.7,No. 4, pp.1175-11990 O
[200000@199)0 0 0000000000000 000OO0Opp.41-4800
[21]000@OQUIDDOOOODODOO0OOOOOONDOODOONDDOO0NDOO0NONDDOO0ODDOO0NOOOOOoDOOOOoDO
[221000@OOHDDODOOOODODOO0OOOOOODOOO0ODOOOOOOOOODOOOO

[23]000@o0)0D 00000000 O0:000DO0DO00D0O0ODOO0ODOO0ODOODOOOOOoOO
[24]000QNRLOO0O0000OODOO0DOOO0O0ODOODOO0O0D00DO0O0O00OO00ODO0O0O0ODOO0ODOODOObOOOOOnOg
[25]00000000000@e8s 00000000 0n0onoonoooonooan,Vol. 16, No. 7, pp. 1008-1017.00

[26] 000000009 ODODODOODOOOOOOODO-00000000000D00DOOO0OO,Voal. 10, No.1,pp.13-23.0
[271O000@Qe)0 00 0000000000000 O00O0O000n, Vol. 6, pp. 40-59.0

[28]O0 00RO OCOOODOODOODOOOOODOOD:.OO0D0000000000O00O0
[291000@o0UIDDOOOODODOO0OOOOO,0DD0000DOO0O00ODO0OODOO
[30]000@oQUUIDDODO0NDNDO000NODO00DOO00DOO0OODODDOOOoOOUOoo
[31]000@o0)IDODDOO0NDNO000NDOD00DO0O0DDOO0OOND, 0000000 Vol 2, No. 4, pp.345-3580 0O
[321000@o02UIDDOOODO: 0000 B3J000RDDDONDODOOODOOOODDOO Vol. 11, No. 7, pp. 29-370 O
[34]0 00000 DOIDNDDO0O0N0N0O0D0N0NDD0O0NDDO000NDD00NDDO0O0NONOODOOODOOUDOVol.7,No.2,pp.
85-1020 O

[3510 000000 UIDN OO0 0NN0NDONUNDD0-0000000000D0O000oDoDOO0on,Vol.5,No.l, pp. 18-34.0



[36]000@3UINDODDINDDON0NNO0N0N0NONDOUND-0000000NDD00DoOoooooooooDd
[37]00000000000ROGDODDNDOODON0NDDO0N0NDNDO0N0N0NDDOO0NONOOOOOVol 23,No. 1, pp.1-2100

[38]0 0000000000 RQYIDODDOOOOVIKORDODOOIDDODODUODOODODOOODODOOOODOO Vol.5,No. 1, pp. 175-2000 O
[39]000(19)U I 000000000000 00NDo00-0000000000000D000000o00o0ooOooooOOoO g
00000 [1]Aaker, D. A. (1991), Managing Brand Equity: Capitalizing on the Value of a Brand Name. New York: The Free Press.]
[2]Aaker, D. A. (1992), The Vaule of Brand Equity, Journal of Business Strategy, Vol. 13, No. 4, pp. 27-32.0

[3]Aaker, D. A. (1996), Building Strong Brand, New York: The Free Press.[]

[4]Aaker, D. A. & Erich, J. (2000), Brand Leadership, New York: The Free Press.]

[5]Alba, J. W. & Hutchinson, J. W. (1985), A Framework for Understanding Consumer Knowledge Comparison and Inference Processing, working
paper, University of Florida, Center for Consumer Research.[

[6]Alloza, A. (2008), Brand engagement and brand experience at BBVA, the transformation of a 150 years old company, Corporate Reputation
Review, Vol. 11, No. 4, pp. 371-379.00

[7]Alonso, S. (2000), The antecedents and consequences of customer loyalty: The roles of customer satisfaction and consumer trust-commitment,
Unpublished doctoral dissertation, Texas-Pan American University, Edinburgh, Texas.(]

[8]Anderson, E. W. O Sullivan, M. W. (1993), The antecedents and consequences of customer satisfaction for firms, Marketing Science, Vol. 12,
pp. 125-143.0

[9]Anderson, E. W., Fornell, C. O Lehmann, D. R. (1994), Customer satisfaction, market share, and profitability: Findings from Sweden, Journal
of Marketing, VVol. 58, pp. 53-66.00

[10]Babin, B. J., Darden, W. R. & Griffin, M. (1994), Measuring Hedonic and Utilitarian Shopping Value, Journal of Consumer Research, Vol.
20, pp. 644-656 [11]Babin, B. J. & Darden, W. R. (1995), Consumer Self-Regulation in a Retail Environment, Journal of Retailing, VVol. 71, pp.
47-70.0

[12]Barry, J. B. & ill, S. A. (2000), Atmospheric Affect as a Tool for Creating Value and Gaining Share of Customer, Journal of Business Research,
Vol. 49, pp. 91-100.00

[13]Baker, J., Grewal, D. & Parasuraman, A. (1994), The Influence of Store Environment on Quality Inferences and Store Image, Journal of the
Academy of Marketing Science, Vol. 22, pp. 328-339.00

[14]Barwise, P. (1993), Introduction to the special issue on brand equity, International Journal of Research in Marketing, Vol. 10, No. 1, pp.
93-104.00

[15]Bejou, D., Wray, B. & Ingram, T. N. (1996), Determinants of relationship quality: andartificial neural network analysis, Journal of Business
Research, Vol. 36, pp. 137-143.0

[16]Berman, B. & Evans, J. R. (1995), Retail Management: A Strategic Approach, 6th Edition, Englewood Cliffs, NJ: Prentice-Hall, Inc.O0
[17]Biswas, A. & Blair, E. A. (1991), Contextual Effects of Reference Prices in Retail Advertisements, Journal of Marketing, Vol. 55, pp. 1-12.00
[18]Biel, A. L. (1992), How brand image drives brand equity, Journal of Advertising Research, Vol. 32, No. 6, pp. 6-12.00

[19]Bitner, M.J. (1990), Evaluating service encounters: the effects Of physical surroundings and employee responses, Journal of Marketing, Vol. 54,
pp. 55-68.00

[20]Bitner, M. J. (1995), Building service relationship: It s all about promises. Journal of the Academy of Marketing Science, Vol. 23, No. 4, pp.
246- 251.00

[21]Blackston, M. (1992), Observations: building brand equity by managing the brand’ s relationships, Journal of Advertising Research, Vol. 40,
pp. 78-83 [22]Blattberg, R. C., Neslin, S. A. (1990), Sales Promotion: Concepts, Methods, and Strategies, 1st ed., Englewood Cliffs, NJ: Prentice
Hall.O

[23]Brasco, T. C. (1988), How Brand Name are Valued for Acquisitions, Marketing Science Institute, pp. 88-104 [24]Buell(1984), Marketing
Management : A Strategic Planning Approach, NewYork:McGraw-Hill.O

[25]Busch, P., & Wilson, D. T. (1976), An Experimental Analysis of a Salesman’ s Expert and Referent Bases of Social Power in the Buyer Seller
Dyad, Journal of Marketing Research, Vol. 13 ,pp. 3-11.00

[26]Campbell, L. & William, D. D. (1990), Framing and Sales Promotion: The Characteristics of Good Deal, Journal of Consumer Marketing, Vol.
7, No. 4, pp. 25-31.00

[27]Carman, J. M. & Kenneth, P. (1973), Marketing Principles and Methods , 7th ed., New York: Richard D. Irwin Inc.O

[28]Cavero, S. & Cebollada, J. (1997), Brand Choice and Marketing Strategy: An Application to the Market of Laundry Detergent for Delicate
Clothes in Spain, Journal of International Consumer Marketing, Vol. 10, pp. 57-71.00

[29]Chandon, P., Wansink, B. & Laurent, G. (2000), A benefit congruency framework of sales promotion effectiveness, Journal of Marketing, Vol.
64, No. 4, pp. 65-81.0

[30]Chebat, J.C., Filiatrault. P., Gelinas-chebat, C. & Vaninsky, A. (1995), Impact of Waiting Attribution and Consumer’ s Mood on Perceived
Quality, Journal of Business Research, Vol. 34, pp. 191-196.0

[31]Chernatony, L. & McWilliam G. (1989), The Strategic Implications of Clarifying How Marketers Interpret’ Brands, Journal of Marketing



Management, Vol. 5, pp.153-171.0

[32]Cheng, T. C. E., Lai, L. C. F., & Yeung, A. C. L. (2008), The driving forces of customer loyalty: a study of internet service providers in
hongkong, International Journal of E-Business Research, Vol. 4, No. 4, pp. 26-42.00

[33]Chitturi, R., Raghunathan, R. & Mahajan, V. (2008), Delight by design: the role of hedonic versus utilitarian benefits, Journal of Marketing
Research, Vol. 72, pp. 48-63.00

[34]Cobb-Walgren, C. J., Ruble, C. A. & Donthu, N. (1995), Brand equity, brand preference, and purchase intent, Journal of Advertising, Vol. 24,
No.3, pp. 25-40.00

[35]Cornwell, T. B, Roy, D. P., & Steinard, E. A. (2001). Exploring managers' perceptions of the impact of sponsorship on brand equity, Journal
of Advertising, VVol. 30, No. 2, pp. 41-51.00

[36]Croshy et al. (1990), Technological Forecasting and Social Change, Vol. 53, No. 2, pp. 200-210.0

[37]Datamonitor (2008), Casinos and Gaming in the United States-Industry profile.[]

[38]Datamonitor (2009), Global Casino & Gaming Industry Profile (Reference Code: 0199-2019), New York: Datamonitor USA.[]

[39]Dawson, S., Bloch, P. H. & Ridgway, N. M. (1990), Shopping Motives, Emotional States and Retail Outcomes, Journal of Retailing, Vol. 22,
pp. 408-427.00

[40]Donovan, R. J. & Rossiter, J. R. (1982), Store Atmosphere: An Envivornmental Psychology Approach, journal of Retailing, Vol. 58, pp34-57.00
[41]Dowling, G. R. (1986), Managing Your Corporate Image, Industrial Marketing Management, Vol. 15, pp. 109-115 [42]Doyle, P. (1990),
Building Successful Brands: The Strategic Options, The Journal of Consumer Marketing, VVol. 7, No. 2, pp. 5-19.0

[43]Edwards, W. (1977), How to use multiattribute utility measurement for social decision making, IEEE Transactions on Systems, Man, and
Cybernetics, SMC-7, pp. 326-340.00

[44]Engel, J. F. (1996), Advertising and the consumer, Journal of Advertising, Provo: Summer 1974, Vol. 3, pp. 6.0

[45]Eroglu, S. A. & Machleit, K. A. (1990), An Empirical Study of Retail Crowing: Antecedents and Consequences, Journal of Retailing, VVol. 66,
pp. 201-221.0

[46]Farmer, T. A. (1987), Testing the Robustness of Multiattribute Utility Theory in An Applied Setting, Decision Sciences, Vol. 18, No. 2,
pp.178-193.0

[47]Farquhar, P. H. (1989), Managing Brand Equity , Marketing Research, Vol. 1, pp. 24-33.00

[48]Farquhar, P. (1990), Managing brand equity, Journal of Advertising Research, Vol. 30, No. 4, pp. 7-12.0

[49]Farquhar, P. H., Han, J. Y., Herr, P. M. & ljiri, Y. (1992), Strategies for leveraging master brands, Marketing Research, Vol. 4, pp. 32-43.00
[50]Fishburn, P. C. (1970), Utility theory for deciosion making, New York: Wiley.OO

[51]Fornell, C., Johnson, M. D., Anderson, E. W., Cha, J. O Bryant, B. E. (1996). The American customer satisfaction index: Nature, purpose,
and findings, Journal of Marketing, Vol. 60, pp. 7-18.00

[52]Ganesh, J., Arnold, M. J. O Reynolds, K. E. (2000), Understanding the customer base of service providers: An examination of the differences
between switchers and stayers, Journal of Marketing, Vol. 64, pp. 65-87.01

[53]Garvin, D. A. (1983), Quality On the Line, Harvard Business Review, September-October, pp. 65-73.00

[54]Garvin, D. A. (1984), What Dose Product Quality Really Means? ,Sloan ManagementReview, Vol. 26, No. 1, pp. 25-43.00

[55]Gronroos, C. (1990), Christian Service Management and Marketing, Lexington, M A:Lexington Books.[I

[56]Gunther, E. E. (1959), Evaluating Corporate Image Measurements: A Review of Technigues, N.Y.: Preceedings of the Advertising Research
Foundation.[

[57]Ha, H. Y. & Janda, S. (2008), An empirical test of a proposed customer satisfaction model in e-services, The Journal of Services Marketing,
Vol. 22, No. 5, pp. 399-408.00

[58]Helm, S. (2007), The role of corporate reputation in determining investor satisfaction and loyalty, Corporate Reputation Review, Vol. 10, No.
1, pp. 22-37.0

[59]Hu, H. H. S., Kandampully, J. & Juwaheer, T. D. (2009), Relationships and impacts of service quality, perceived value, customer satisfaction,
and image: an empirical study, The Service Industries Journal, Vol. 29, No. 2, pp. 111-125.00

[60]Huang, J. H. & Lin, C. Y. (2008), Effect of advance explanations on customer-perceived justice, satisfaction and loyalty enhancement, Social
Behavior & Personality: An International Journal, VVol. 36, No. 1, pp. 65-66.0

[61]Hui, M. K. & Bateson, J. G. (1991), Perceived Control and the Effects of Crowding 97 and Consumer Choice on Service Encounter, Journal of
Consumer Research, Vol. 14, pp. 404-420.0

[62]1sen, A. (1987), Some Ways in Which Affect Influences Cognitive Process: Implications for Advertising and Consumer Behavior, in Cognitive
and Affective Responses to Advertising, Cafferata, P. and Tybout, A. M., eds., Lexington Books, MA, pp.3-37.0

[63]Justice, R., & Judd, R., (1989), South-Western Publishing Co, Franchising.(]

[64]Kandampully, J. & Hu, H. H. (2007), Do hoteliers need to manage image to retain loyal customers , International Journal of Contemporary
Hospitality Management, Vol. 19, No. 6, pp. 435-443.0

[65]Keller, K. L. (1993), Conceptualizing, measuring, and managing customer-based brand equity, Journal of Marketing, Vol. 57, pp. 1-22.0



[66]Keller, K. L. (1998), Strategic Brand Management, Building, Measuring, and Managing Brand Equity, Upper Saddle River: Prentice-Hall.(I
[67]Kim, P. (1990), A perspective on brands, Journal of Consumer Marketing, Vol. 7, No. 4, pp. 63-67.00

[68]Kim, H. B, & Kim, W. G. (2005), The Relationship Between Brand Equity and Firms’ performance in Luxury Hotels and Chain
Restaurants, Turism Management, VVol. 26, No. 4, pp. 549-560.00

[69]KlIir, G. J. & Yuan, B.(1995), Fuzzy sets and fuzzy logic theory and application(1st ed), Upper Saddle River, New Jersey: Prentice-Hall Inc.0J
[70]Kolter, P. (1991), Marketing Management: Analysis, Planning. Implementation and Control, Vol. 7, pp. 107-113.0

[71]Kotler, P.(1994), Marketing Management : Analysis, Planning, Implementation, and Control, Englewood Cliffs, NJ : Prentice -Hall.O
[72]Kunkel, J. H. & Berry, L. L. (1968), A behavioral conception of retail image, Journal of Marketing, Vol. 32, No. 4, pp. 21-27.0

[73]Lasek, M. (1993), Hierarchical structures of fuzzy ratings in the analysis of strategic goals of enterprises, Fuzzy Sets & Systems, Vol. 50,
pp.127-134.0

[74]Lassar, W., Mittal, B. & Sharma, A. (1995), Measuring customer-based brand equity, Journal of consumer marketing, Vol. 12, No. 4, pp.
11-19.0

[75]Leuthesser, L., Kohil C. S. O Harich K. R. (1995), Brand Equity: The Halo Effect Measure, European Journal of Marketing. Bradford, Vol.
29, No. 4, pp. 57-62.0

[76]Lewis, B. R. & Vincent, M. (1990), Defining and Measuring The Quality of Customer Service, Marketing Intelligence and Planning, Vol. 8,
pp. 11-17.00

[77]Lichtenstein, D. R., Ridgway, N. M. & Netemeyer, R. G. (1993), Price perception and consumer shopping behavior: A field study, Journal of
Marketing Research, Vol.30, No.2, pp. 234-245.00

[78]Liu, S. F., Wang, W. C. & Chen, Y. H. (2009), Applying store image and consumer behavior to window display analysis, Journal of American
Academy of Business, Vol. 14, No. 2, pp. 70-74.00

[79]Mahajan, V., Rao, V. & Srivastava, R. K. (1994), Anapproach to assess the importance of band equity in acquisiti on decisions, Journal of
Product Innovation Management, pp 221- 235 [80]Mano, H. & Oliver, R. L. (1993), Assessing the Dimensionality and Structure of the
Consumption Experience: Evaluation, Feeling and Satisfaction, Journal of Consumer Research, Vol. 20, pp. 451-466.01

[81]Martin, G. S. & Brown, T. J. (1990), In search of brand equity: the conceptualization and measurement of the brand impression construct In
Childers, M.L., et al (eds.), Marketing Theory and Application, Chicago, IL: American Marketing Association.[]

[82]Mason, J. B. & Mayer, M. L., (1990), Modern Retailing: Theory and Practice (5th ed.), Homewood, Illinois: Irwin.(]

[83]Mason, J. B., Mayer, M. L., & Ezell, H. F. (1991), Retailing (4th Ed.), Homewood, IL: Richard D. Irwin.OJ

[84]McCarthy, E. J. & Perreault, W. D. (1984), Essentials of marketing (4thed) , Homewood, 111 : Irwin.O

[85]Mlichell, P. J. & Reast, J. (2001), Brand Values related to industrial products, Industrial Marketing Management, Vol. 30, pp. 415-425.00
[86]Mike, B., Kalala, A. B. 0 Russell, A. (2004), Brand equity in the business-to-business market, Industrial Marketing Management, Vol. 33, No.
5, pp. 371-380 [87]Millet, I. & Harkear, P. T. (1990), Globally effective questioning in the analytic hierchy process, European Journal of
Operational Research, Vol. 48, No. 1, pp. 88-91.00

[88]Nelson, T. S., Mcgillivray, J. J., Shieh T. R., Wodzinski, R. J. & Ware, J. H. (1968), Effect of phytate on the calcium requirement of chicks,
Poult, Vol. 40, pp. 1985-1989.0

[89]Netemeyer, R. G., Krishnan, B., Pullig, C. & Wang, G. (2004), Developing and Validating Measures of Facets of Customer-Based Brand
Equity, Journal of Business Research, Vol. 57, No. 2, pp. 209-224 [90]Nelson(1974), Advertising as Information, Journal of Political Economy, Vol.
82, pp. 729-754.0

[91]Nguyen, N., & LeBlanc, G. (1998), The mediating role of corporate image on customers’ retention decisions: An investigation in financial
services, International Journal of Bank Marketing, Vol. 16, No. 2, pp. 52-65.00

[92]Nijkamp, P. & vanDelft, A. (1977), A. Van Multi-Criteria Analysis and Regional Decision-Making, Martinus Nijhoff Social Science Division,
Leiden, the Netherlands.OJ

[93]Oliver, R. L. (1999), Whence consumer loyalty? , Journal of Marketing, Vol. 63, pp. 33-44.00

[94]Olsen, S. O. (2002), Comparative evaluation and the relationship between quality,satisfaction, and repurchase loyalty. Journal of the Academy
of Marketing Science, Vol. 30, pp. 240-249.0

[95]Olshavsky, R. W. (1985), Perceived Quality in Consumer Decision Making: An Integrated Theoretical Perspective, Perceived Quality, J.
Jacoby and J Olson, eds., Lexington. MA: Lexington, pp.3-29.00

[96]Pappu, R. & Quister, P. (2006), “ Does Customer Satisfaction Lead to Improved Brand Equity? An Empirical Examination of Two Categories
of Retail Brands” , The Journal of Product and Brand Management, Vol. 15, No. 1, pp. 4-15.00

[97]Parasuraman, A., Zeithaml, V. A. & Berry, L. L. (1985), A conceptual model of service quality and its implication for future research, Journal
of Marketing, Vol. 49, pp.41-50.0

[98]Parasuraman, A., Zeithaml, V. A. & Berry, L. L. (1988), SERVQUAL: a multi-item scale for measuring consumer perceptions of service
quality, Journal of Retailing, Vol. 64, No.1, pp. 12-40.00

[99]Parasuraman, A., Zeithaml, V. A., & Berry, L. L. (1991), Refinement and reassessment of the SERVQUAL scale, Journal of Retailing, Vol. 67,



No. 4, pp. 420-450.00

[100]Raghubir, P. & Corfman, K. (1999), When Do Price Promotions Affect Pretrial Brand Evaluations, Journal of Marketing Research, Vol. 36,
pp. 211-222.0

[101]Raju, J. S., Sethuraman, R. & Dhar S. K. (1995), The introduction and performance of store brands, Management Science, VVol.41, No. 6,
pp.957-978.0

[102]Reichheld, F. F. & Schefter, P. (2000), E-loyalty: Your secret weapon on the web. Harvard Business Review, July/August, pp. 105-113.0
[103]Robertson, T. S. & Gatignon, H. (1986), Competitive effects on technology diffusion, Journal of Marketing, VVol. 50, No. 3, pp. 1-12.00
[104]Saaty, T. L.(1980), The Analytic Hierarchy Process, McGraw-Hill Company, New York.[]

[105]Saaty, T. L. & Kearns, K. P. (1985), Analytical Planning, New York: Pregrmon Press Inc.(]

[106]Schewe & Smith(1983), Marketing: Concepts and Applications, New York: McGraw-Hill Book Company.[]

[107]Shocker, A. D., & Weitz, B. (1988), A perspective on brand equity. Principles and Issues, in: L. Leuthesser, ed. Report, pp. 88-104,
Cambridge, MA: Marketing.O

[108]Simon, C. J. & Sullivan, M. W. (1993), The Measurement and Determinants of Brand Equity: A Financial Approach, Marketing Science,
Vol. 12, pp. 28-52.00

[109]Smith, J. M. (1991), Brand Equity and the Analysis of Customer Transactions, Report 91-110, Cambridge, MA: Marketing Science Institute.[J
[110]Spiggle, S. & Sewall, M. A. (1987), A Choice sets model of retail selection, Journal of Marketing, Vol. 51, No. 2, pp. 97-111.0
[111]Srivastave, R. & Shocker, A. (1991), Brand Equity: A Perspectiveon Its Meaning and Measurement, Report # 91-124 , Cam bridge, MA:
Marketing Science Institute .(J

[112]Stern, L. W. & El-Ansary, A. 1. (1988), Marketing channels, Springfield, New Jersey: Prentice-Hall.O

[113]Stobert, P. (1989), Alternative Methods of Brand Valuation, In: J.Murphy, ed, Brand Valuations: Establishing a True and Fair View, London:
The Interbrand Group.O

[114]Swan, E. J. & Trawick, I. F. (1981), Disconfirmation of Expectations and Satisfaction with a Retail Service, Journal of Retailing, VVol. 57, No.
3, pp.49-67.00

[115]Swan, J. E. & Nolan, J. J. (1985), Gaining Customer Trust: A Conceptual Guide for the Salesperson, Journal of Personal Selling and Sales
Management, Vol. 15, pp. 39-48.0

[116]Swan, J. E., Trawick, I. F. Jr., Rink D. R., & Roberts, J. J. (1988), Measuring dimensions of purchaser trust of industrial salespeople, Journal
of Personal Selling & Sales Management, Vol. 8, No. 1, pp. 1-9.0

[117]Tang, W. (2007), Impact of corporate image and corporate reputation on customer loyalty: A review, Management Science and Engineering,
Vol. 1, No. 2, pp. 57-62.0

[118]Tauber, E. M. (1988), Brand leverage: Strategy for growth in a cost control world, Journal of Advertising Rese



