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ABSTRACT

In this era of knowledge economy make the best use of knowledge will bring individuals and organizations a competitive

advantage.(Teece,2000) Trend in the interaction WEB2.0, Yahoo! Knowledge+ is very important on the modern social networking

platform for knowledge sharing. Yahoo! Knowledge+ by an interactive question and answer free way to make the experience to

solve personal problems is copied, the application, or even a cross-regional, cross-cultural question and answer site. Therefore, this

study which factors will contribute to knowledge of family Yahoo! users interested in sharing knowledge. Based on the Theory of

Satisfaction, this research introduces experiential value as the affecting variables and investigates which variables affect Kimo

Knowledge writers’ knowledge sharing behaviors in our country. Survey research is conducted and statistical data analysis is done

on the data collected by using questionnaires. The results of this research are as follows: in the four variables of experiential value,

obligation value positively affect loyalty while utilitarian value, hedonic value and status value do not；satisfaction positively affect

loyalty. These results and managerial implications are given to people and managers

of all businesses in our country for references.

Keywords : Kimo Knowledge+、Experiential Value、Knowledge Sharing

Table of Contents

第一章 緒論．．．．．．．．．．．．．．．．．．． 1

第一節 研究背景與動機．．．．．．．．．．． 1

第二節 研究目的．．．．．．．．．．．．．．．4

第三節 研究流程．．．．．．．．．．．．．．．5

第四節 論文架構．．．．．．．．．． ．．．． 7

第二章 文獻探討．．．．．．．．．．．．．．．．． 8

第一節 Yahoo!奇摩知識+．．．．．．．．．．． 8

第二節 知識分享．．．．．．．．．．．．．．． 11

第三節 體驗價值．．．．．．．．．．．．．．． 14

第四節 滿意度．．．．．．．．．．．．．．．． 25

第五節 忠誠度．．．．．．．．．．．．．．．． 31

第三章 研究方法．．．．．．．．．．．．．．．．． 34

第一節 研究模型與假說．．．．．．．．．．．． 34

第二節 變數操作型定義．．．．．．．．．．．． 36

第三節 問卷調查對象與方式．．．．．．．．．． 39

第四節 衡量問項．．．．．．．．．．．．．．． 40

第五節 資料分析方法．．．．．．．．．． 43

第四章 資料分析．．．．．．．．．．．．．．．． 45

第一節 台灣地區Yahoo!奇摩知識+創作者之背景分析 45

第二節 信效度之檢驗．．．．．．．．．．．．． 49

第三節 結構化方程模式．．．．．．．．．．．． 53

第五章 結論與建議．．．．．．．．．．．．．．．． 60

第一節 研究結論．．．．．．．．．．．．．．． 60

第二節 研究建議．．．．．．．．．．．．．．． 61

第三節 研究限制．．．．．．．．．．．．．．． 65

參考文獻．．．．．．．．．．．．．．．．．．．．． 66

附錄．研究問卷．．．．．．．．．．．．．．．．．． 78



REFERENCES

一、中文資料1.創市際. (2011).創市際ARO網路測量研究 http://www.insightxplorer.com/index.html2.iSURVEY 東方線上-專業生活型態與

消費市場研究顧問 http://www.isurvey.com.tw/3.「Yahoo!奇摩知識+」，2011年4月19日 擷取自 http://tw.knowledge.yahoo.com/4.

「Yahoo!奇摩知識+」，2005年6月2日 http://tw.knowledge.yahoo.com/plus/survey/survey_0527.html5.王志嘉（2007），以關係模式理論

探討知識分享行為: 實體企業與奇摩知識＋之知識分享行為比較研究，國立高雄大學經濟管理研究所碩士論文。6.申震雄(2006)，遊憩吸

引力、服務品質與遊客滿意度之研究-以通霄西濱海洋生態教育園區為例，朝陽科技大學休閒事業管理系碩士論文。7.朱文禎、陳哲賢

(2007)，探討虛擬社群之知識分享行為:以線上遊戲為例。電子商務研究，5(1)，55-80。8.江素貞（2004），體驗價值對顧客滿意及?為意

向關係之研究，義守大學管?科學研究所碩士?文。9.吳淑鈴（2001），企業特性、人力資源管理措施與知識導向文化關係之研究，國立

中山大學研究所碩士論文。10.汪美香、葉桂珍(2003)，年輕網路族對網站特性之認知與網路購物意圖之關連性研究，資訊管理展望，

第5卷，第1期。11.林俊役（1998），WWW 使用者網路購物因素之研究，政治大學企業管理研究所碩士論文。12.林陽助（2003），服

務行銷。台北市:新陸書局。13.侯錦雄、姚靜婉（1997），市民休閒生活態度與公園使用滿意度之相關研究。戶外遊憩研究，10（3

）:1-17。14.袁薏樺（2003），體驗行銷、體驗價值與顧客滿意關係之研究。未出版碩士論文，國立台北科技大學商業自動化與管理研

究所，台北。15.陳薇娟(2004) ，人際網絡與知識分享行為:知識分享動機調節效果之研究。明志技術學院工程管理研究所未出版碩士論

文，台北縣。16.項退結（1989），西洋哲學辭典，台北，華香園出版社。17.黃映瑀（2005），體驗?銷、體驗價值、顧客滿意、品牌形

象與?為意向關係之研究，大?大學事業經營研究所碩士?文。18.黃錦照（2001），田中森林公園遊客旅遊動機與滿意度之研究，南華大

學旅遊事業管理研究所碩士論文。19.溫永松 (2009)，值得信賴、信任、價值、滿意度與忠誠度關係之研究，國立台北大學企業管理學系

博士論文，台北市。20.楊素蘭（2004），環境體驗、顧客價值、顧客滿意與行為意向關係之研究，國立台北科技大學碩士論文，台北

市。21.賴思融（2008），以整合性科技接受模式探討知識分享平台接受度之研究-以Yahoo!奇摩知識+為例，國立彰化師範大學資訊管理

學系所碩士論文。22.廖雅芳(2004) ，台灣花卉博覽會遊客滿意度之研究（未出版之碩士論文）。屏東科技大學，屏東縣。23.漆梅君

（2004），透視消費者－消費者?為??與應用，台?:學富。24.劉懿真（2008），以信任和技術接受觀點探討影響部落格讀者忠誠度之因素

。大葉大學，彰化縣。25.賴政豪（2004），運動健身俱樂部體驗行銷與體驗價值之研究－以原動力健身中心為個案研究。碩士論文，

國立雲林科技大學休閒運動研究所，雲林。26.Arthur Andersen, 2000，知識管理的第一本書，劉京緯譯，商周，台北二、英文資

料1.Babin,J.B., Darden,R.W., & Griffin,M. (1994). Measuring Hedonic and Utilitarian ShoppingValue,Journal of Consumer Research, 20(4),

644-656.2.Bhote, Keki. R. (1996). Beyond Customer Satisfaction to Customer Loyalty —The Key to GreaterProfitability, American Management

Association, New York: 9-31.3.Bock, G.W., Zmud, R.W., & Kim, Y.G.（2005）. Behavioral Intention Formation in Knowledge

Sharing:Examining the Roles of Extrinsic Motivators, Social-Psychological Forces, and Organizational Climate,MIS Quarterly Vol. 29 No. 1, pp.

87-111.4.Boulding, William, Ajay Kalra, Richard Staelin, & Valarie A. Zeithaml.（1993）. A Dynamic ProcessModel of Service Quality: From

Expectation to Behavioral Intentions, Journal of Marketing Research,30 (February), pp.7-27.5.Czepiel, J. A.（1974）. Perspective on Customer

Satisfaction,American Management Association, NewYork.6.Davenport,T.H. (1997). The Principle of Knowledge Management and Four Case

Studies, Knowledge andProcess Management, Vol.4, pp.187-208.7.Davenport, T. H. , & Prusak, L. (1998). Working Knowledge How

Organizations manage What They Know,Harvard Business School Press , Boston, MA.8.Day, Ralph L. (1977). Extending the Concept of

Consumer Satisfaction Atlanta: Association forConsumer Research, Vol.4, pp.149-154.9.Dick, A.S. , & Basu, K. (1994). Customer Loyalty:

Toward an Intergrated Conceptual Framwork., Journalof the Academy of Marketing Science 22, 2, pp. 99-113.10.Eisenberg, N., & Fabes, R.A.

(1991). Prosocial behavior and empathy: A multimethod developmentalperspective, In Prosocial Behavior, Park, N. and Clark, M.S. (Ed.), CA:

SAGE.11.Esgate﹐P.(2002).Pine and Gilmore stages a fourth think about experience. Strategy and Leadership﹐Chicago﹐Vol. 30﹐(3)

﹐pp.47.12.Feng, J., Lazar, J.,& Preece, J. (2004). Empathy and Online Interpersonal Trust: A FragileRelationship, Behaviour & Information

Technol ogy, Vol.23(2), pp. 97-106.13.Fornell,C. (1992). National Customer Satisfaction Barometer—The Swedish Experience, Advances

inConsumer Research,11-22.14.Fornell,C. Johnson, Anderson & Barbara (1996). The American Customer Satisfaction Index: Nature,Purpose, and

Findings. Journal of Marketing, Vol.60, pp.7-18.15.Giffin, J. (1995). Customer Loyalty: How to Earn it and How to Keep it. Lexington Books, New

York.16.Greenfield, G., & Campbell, J. (2006). Communicative Practices in Online Communication: A Case ofAgreeing to Disagree, Journal of

Organizational Computing and Electronic Commerce, 16(3/4), pp.267-27717.Griffin. (1996). Customer loyalty ,Simmon & Schuster

Inc.18.Gronholdt, Lars, Anne Martensen, & Kai Kristensen. (2000) .The Relationship between CustomerSatisfaction and Loyalty:Cross-Industry

differences., Total Quality Management 11, pp.509-514.19.Hawkins, Best & Coney. (2001). Consumer Behavior Edition 8th.20.Hendriks. (1999).

Review of Projecting the Adjective: The Syntax and Semantics of Gradability andComparison by Chris Kennedy. GLOT International 4.4, pp.

12-14.21.Heskett et al .(1994). Putting the serice-profit to Work. Harvard Business Review, 72(2),164-174.22.Hidding,G,J., & Shireen, M. C.

(1998). Anatomy of a learning organization: Turning knowledge intocapital at Andersen Consulting, Knowledge and Process Management, Vol.5,

No.1, pp.3-13.23.Holbrook,M.B., & Corfman Kim P. (1985). Quality and Value in the Consumption Experience: PhaedrusRides Again, in

Perceived Quality. J. Jacoby and J. Olson,eds. Lexington, MA Lexington Books, 31-57.24.Holbrook,M.B.(1994). Ethics in Consumer research, in

C. T. Allen and D. Roedder John (eds) Advancesin Consumer Research, Vol.21, Provo, UT:Association for

Consumerresearch,(566-571)25.Holbrook,M.B. (1996). Customer Value - A Framework for Analysis and Research, in K. P.Corfman andJ. G.

Lynch, Jr. (eds) Advances in Consumer Research, Vol. 23, Provo, U: Association for ConsumerResearch, 138-142.26.Howard, J. A., & Sheth, J. N.

(1969). The Theory of Buyer Behavior. New York: John Willey and Sons,Inc.27.Jacoby,J., & Chestunt,R.W. (1978). Brand Loyalty Measurment



and Management, John Wiley and Sons,NewYork.28.Kotler, P. (1991). Marketing Management: Analysis, Planning, Implementation, and Control,

7th ed,Prentice-Hall Inc.29.Kotler, P.(1997). Marketing Management, 9th ed, N. J.: Prentice-Hall.30.Leimeister, J.M., Ebner, W., & Krcmar, H.

(2005). Design, Implementation, and Evaluation of Trust-Supporting Components in Virtual Communities for Patients,” Journal of Management

InformationSystems, 21(4), pp. 101-135.31.Lipstein, B. (1959). The dynamics of brand loyalty and brand switching,NY: Proceedings of the

FifthAnnual Conference of the Advertising Research Foundation.32.Mathwick, Malhotra & Rigdon. (2001). Experiential Value: Conceptualization,

Measurement andApplication in the Catalog and Internet Shopping Environment, Journal of Retailing, vol.77, 39-56.33.McKinney, V., Yoon, K.,

& Zahedi, F.M. (2002). The Measurement ofWeb-Customer Satisfaction: AnExpectation and Disconfirmation Approach, Information Systems

Research, 13(3), pp. 296-315.34.Morten, T. Hansen. (1999). The Search-Transfer Problem: The Role of Weak Ties in Sharing Knowledgeacross

Organization Subunits. Administrative Science Quarterly, Vol.44, No.1, pp.82-111.35.Neal, W. D. (1999) .Satisfaction is Nice, but Value Drives

Loyalty, Marketing Research 11 pp.20-23.36.Oliver,R.L. & Desarbo. (1988) . Response Determinants in Satisfaction Judgments, Journal of

ConsumerResearch, pp.312-322.37.Oliver, R.L. (1999). Whence Consumer Loyalty, Journal of Marketing, 63 (Special Ossue)33-44.38.Oliver, R.L.

(1999). Value as Excellence in the Consumption Experience, in Customer Value, AFramework for Analysis and Research, Morris Holbrook, (Ed.),

New York: McGraw-Hill. pp.43-6239.Parasuraman, A., & Dhruv, G .(2000). The Impact of Texhnology on The Quality-Value-Loyalty Chain:

AResearch Agenda, The Journal of Academy of Marketing Science, Greenvale (Winter).40.Peppers, D., & Rogers, M. (1993). The One to One

Future: Building Relationahips One Customer at aTime， New York: Doubleday.41.Plus, A., & D.R. Brandt. (1995). Understanding Your

customers Marketing Tools, 7-8, pp.10-14.42.Polanyi, M. (1966). The Tacit Dimension, London: Routledge & Kegan Paul.43.Quinn, J. B.,

Anderson, P., & Finklestein, S. (1996). Managing Professional Intellect: Making theMost of the Best. Harvard Business Review, March-April 1996,

71-80.44.Quinn,J. B. Philip Anderson ,& Syndey Finkelstein.（1996）. Managing Professional Intellect : Makingthe Most of the Best. Harvard

Business Review Mar-Apr.45.Reichheld, F., & Sasser, W. (1990). Zero defects: quality comes to services. Harvard BusinessReview,

105-111.46.Reichheld,F., & Sasser,W. (1990). Zero Defections:Quality Comes to Service, Harvard BusinessReview, Vol. 68,

pp.151-160.47.Reynolds, F. D.,& Darden, W. R. (1974). Constructing Life Style and Psychographices, in Life styleand Psychographices, William

D.Wells, ed., Chicago: American Marketing Association.48.Schmitt,B.H. (2000). Experiential Marketing: How to Get Customers to SENSE,

FEEL, THINK, ACT, andRELATE to Your Company and Brands, The Daiyamondo, Inc., Tokyo.49.Senge. (1997). Sharing Knowledge,

Executive Excellence, Vol. 14, No. 11, pp. 17-18.50.Sveiby, K. E. (1997). The new organizational wealth: managing and measuring knowledge

based assets,San Francisco: Berrett-Koehler Publishers, Inc.51.Sweeney, J. C., & Soutar, G. N. (2001). Consumer-perceived value: the development

of a multipleitem scale, Journal of Retailing, Vol. 77, No. 2, pp. 203-220.52.Wijnhoven.（1998）. Knowledge Logistics in Business Contexts:

Analyzing and Diagnosing KnowledgeSharing by Logistics Concepts. Knowledge and Process Management, Vol. 5, No. 3, pp.

143-157.53.Woodruff, R. B. et al. (1993). Modeling Consumer Satisfaction Process Using Experience Based Norms,Journal of Marketing, Vol. 20,

pp.296-304.54.Zack, Michael H.(1999). Managing Codified Knowledge, Sloan Managem R, Vol.40, No.4, summer, pp.45-58.55.Zeithaml.（1988

）. A. Valerie, Consumer Perceptions of Price, Quality, and Value: A Means-End Modeland Synthesis of Evidence, Journal of Marketing, Vol.52,


