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ABSTRACT
The main purpose of this research is to investigate the relationships among ser-vice quality, perceived value, and repurchase
intention. The customers of Feng-Chia night market were the investigation objects of this research, in which the collected variables
have been made into two analytical points: 1.Different orientations of the service quality and perceived value differences in the
cognizance. 2.Inquire into the influence relationship of each variable, then eventually to provide the improvement suggestions
according to the analytical result.
The investigation was done by using questionnaire survey. A total of 250 questionnaires were handed out to customers at the
Feng-Chia night market via convenient sampling, 250 copies of them were retrieved and 216 copies of them were valid retrievals.
The probability of total retrieval and effective retrieval is 100% and 86.4% respectively.
The data were analyzed by independent samples t-test, one-way ANOVA, Pearson’ s product-moment correlation, and regression
analysis. From the survey, some conclusions are summarized as follows:
1. The age, marital status, and average monthly income of consumers was significant difference in services quality. The age and
marital status of consumers was significant difference in perceived value. The marital status of consumers was significant difference in
repurchase intention.
2. The variables of service quality, perceived value, and repurchase intention were significantly correlated.
3. It revealed positive relationship between service quality and perceived value. It
presented positive relationship between perceived value and repurchase intention. It presented positive relationship between service
quality value and repurchase intention.
4. The perceived value play as a mediator mediate the relationship between ser-vice
quality and repurchase intention. Service quality shows indirect effect on repurchase intention through the perceived value.
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