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ABSTRACT
Tourist industry has been rising in Taiwan, the government try to improve and plan which the tourisms’  software and hardware
actively. They encourage the tourist industry upgraded and has devoted to develop many kinds of travel activities that it open the
vigorous development of tourist industry. The tourism industry is the supplier of service. The tourist industry of the prerequisite owns
the brand. The image of the brand that would be affected the customers’ choice. The grand total provides 400 questionnaires,
recycling effective questionnaire 317, the effective questionnaire recycling a rate 79.25%. The research used SPSS as statistical
analysis tool for the sample data that the reliability and validity analysis, descriptive statistics, independent sample t-test, and
regression analysis. The empirical results have found the following: Brand image of functionality has shown positive and clearly
effects for customer loyalty. Brand image of non-functionality has also shown positive and clearly effects for customer loyalty. In
other words, it would be getting the customer loyalty higher that supplies the quality better. It help customer to solve the problem of
product or service and the brand satisfied psychological needs of customer. Or the product and service that satisfied customers’
consciousness of fun, simulate of cognition, and require of variation etc. They would be increasing customer loyalty.

Keywords : tourist industryd brand imageJ customer loyalty
Table of Contents

ocooooooooooobo0oooobooooooOoooooOooWwoobDoooOoDboOoOoDbooooDbOoO
ocooooivoOobOoOoOooooOoooooOoobooOooOoUobDOooOo0ovOobDOOOoOoDOOOOoOoDbDooOOooDbooo
cooooovibbooooooOoooooOoOoooooopooUoOobviObOOoOooOOooUOOoDooooDooo
oooooodOviioOo0obOOooOoUooooooooOoooooOooOoDooU 10D oooUoobooogoo
gooobooboboi1obooboobooboobooboobooboobosbogboobooboobobo
gboooboobobob 4000000000 DO0ODOOODOODO0ODOODODeUDOODOODODODODO
gooobooboboboebobooboobobobobbooboobobobobbebuooboobobobobo
goooboobobobobiisogboobooboboobooboobobbobb0220b00obOoobOobo
gboooboobobobobboo 24p000bo0obobbooboobooboboboobboobD 400b00bOono
gooobooboboboboobgo 2s0boobobbooboobooboboboobDbooboDoo 2eboobonO
ooooboobobobobooboob 2robbb00obOo0bOobbOOobDOoOobOoOobOobObO 320000000
ooooboobobobobboobo0ob 200b0ob0bo0obo0obo0obobobobDbooboDoobOo 8obOooo
ooooboobooboboboobuooboo44b0bbobo0obo0obob0bobDbobDoobOoOob 42000
ooooboobobboboooboobobboo 4000 g e2-1000b000ObO0OO0bODbOObDOoObOODbO
70 2-20000000000DO0OD0DODODO0ODLDO0OD 40 2-3000D00O0DODODDODODOODOODOODODOO
190 2-40000000000000DO0O0O0DLOODODOODO 200 2-50000000DO00bDO0ODbDOO0DDbUODDbDODO
210 3-100000000DO00O00O0ODO0O0ObOO0DbObD 260 3-20000000D0O0ODOODOODDODDODO
270 3-30000000000DO00O0OD0OOOODOO 270 3400000000000 D0OOOODODOOO
290 3-50000000000DO000O00OD0OOO0OD0O 30O -6 0DODODODbOOOODbDObbOODODbOOn
310 4100000000000 0DO00O0O0OO0ODbOb0 4042000000000 0DODOOOODOOOODO
b0 4-3000000000O00DO0OOOODODOOOODOO 3O 4400 0000DOOOODOLOOODODOOO
J7r04-50000000000000000000DO0O0O0 38O 4-600000D0O0O0OODOOODOODOODODOO
0000 1100000000000 00b000b00bOobs02-10b00boooobDo0oboobOoobo
gb 100 2200000000000 000O0DO0O0ODOO0OD 140230000000 DbLOO0DOObDOODbOODbO
gb160 2400000000000 000O00O0O0OO0ODO 17O 250000000 bOO0bOObDOO0ObO0ODbO
gb 230 3-10000000000000Db0ob0b00obDOo0OnD 24

REFERENCES



Foster, S. Thomas(2003). Managing quality: an integrative approach, Pearson Education; 1sted0 0 00000000 O0O0OO:00000
Scott M. D., & Michael Dunn, Building the Brand-Diven Business: Operationalize Your Brand to Drive Profitable Growth. 00 ?00 00 (2004)0 O O
0000000000000 000@e97 0000000000000 oooo0oooooooooon ppb7-820 00O
0@ oo0ooooooooo0oooo0oooo0oo0ooo0ooo00oooo0oo0ooo0 ooooog:
http://admin.taiwan.net.tw/indexc.asp O O O O O O : http://www.dgbas.gov.tw/mp.asp?mp=1 000000020060 000000000
go00o0oO0oO0oO0OO0OO0OO0OO0OOO0OOOOO0OOOOOOOOOOOOOOOOODOODOOOOG6ODOIDO63-810 DO O (2000000000
go0o0o0o0oO0oO0OO0oO0O0OO0O0OO0OO0OOO0O0OOOOODOODOOODODOODOODOODOODODODODO OO00OEIUUDODDODDODODDDOO
oo0o00oO00oO0O0OO0O0OO0O0OO0O0OO0O0O0OO0OOOO0ODOO0ODOODODODOODOODO O0O0OERIGUODDUDDDDUDUDDDDODDDDOO
O00000000000O0O0O0O0O0O000O0O0ODO0ODODOODODOODODODODO 0D00OEIUOIDDDODDOUDODDODDODDODOO
0000000000000 0DO0D00000000000D000 ODO0DOO0O0 Aaker, D. A.(1991), Managing Brand
Equity:Capitalizing on the Value of Brand Name, N.Y.:Free Press. Bhote(1996), The key to Greater Profitabiliyt, New York : American
Management Association, 31. Biel(1991). Managing Brand Equity. New York: Maxwell Macmillan. Deepak Sirdeshmukh, Jagdip and Barry Sabol,
“ Consumer Trust, Value, and Loyalty in Relational Exchanges” , Journal of Marketing, 66, Jan. 2002, 15-37. Dick, A. S. and Basu K.,(1994).

“ Customer Loyalty Toward an Integrated Conceptual Framework.” Journal of the Academy of Marketing Science, 99-113. Dobni, D., &
Zinkhan, G. M.(1990). In Search of Brand Image: A Foundation Analysis. In Advances in Consumer Research, 17, 110-119. Frederick F.
Reichheld(1996), Learning from Customer Defections, Harvard Business Review, March-April 1996, 57-69. Griffin, J. (1995). Customer loyalty.
Simmon & Schuster Inc. Gronholdt, L., A. Martensen and K. Kristensen (2000). "The Relationship between Customer Satisfaction and Loyalty:
Cross-Industry Differences.” Total Quality Management 11(4/5&6): 509-514. Hesmonhalgh, David. (2002). The Cultural Industries. Saga
Publication. Jacoby & Chestnut, Rubert W. (1978). Brand Loyalty Measurement and Management, John Willey and sons, New York, Chichester,
Brisbane, Toronto, 1978. Jones, T. O. and Sasser, W. E., Jr. (1995), Why Satisfied Customers Defect, Harvard Business Review, 73(1112), 88-99.
Keegan(1991). Marketing. New Jersey: A Division of Simon and Schuster, 226-260. Keller, K. L. (1993), “ Conceptualising, measuring, and
managing customer-based brand equity” , Journal of Marketing, 57, January, 1-22. Keller, K. L. (1993), “ Conceptualizing, Measuring, and
Managing Customer-Based Brand Equity,” Journal of Marketing, 57, January, 1-22. Kotler (2000). Marketing Management, NY:The Free Press.
Kotler, P., (1997). Marketing Management: Analysis, Planning, Implementation, and Control, 9th ed., New Jersey: Prentice-Hall. Krishnan, H. S.
(1996), “ Characteristics of memory associations: A consumer-based brand equity perspective” , International Journal of Research in Marketing,
13, 4, 389-405. Lynn, B. E.,2000. Intellectual capital: Unearthing hidden value by managing intellectual assets, Ivey Business journal, 64(3):48-52.
Millson, M. R. L., & Wilemon, D.(2002). The Impact of Organizational Integration and Product Development Proficiency on Market Success.
Industrial Marketing Management, 31, 1-23. Newman, J. W. and R. A. Werbel(1973). “ Multivariate Analysis of Brand Loyalty For Major
Household Appliances.” Journal of Marketing Research, 404-09. Oliver , R. L., R. T. Rust and S. Varki(l 19970 ,“ Customer
Delight:Foundations,Findings,Managerial Insight,” ,Journal of Retailing, VVol.73, pp.311-336. Park, Jaworski, & Maclnnis(1986), Strategic Brand
Concept- Image Management, Journal of Marketing, 135-145. Reynolds, F. D. & Wells, W. D. (1977). Consumer behavior (2nded.). New York:
McGraw-Hill. Stum, D. L., & Thiry, A. (1991), Building customer loyalty. Training and Development Journal, 4, 34-36. Zeithaml, V. A., L. L.
Berry and A. Parasurman (1996), “ The Behavioral Consequences of Service Quality,” Journal of Marketing, 60(2), 31-46.



