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ABSTRACT
The objective of this research is to Taipei City Da Tong Sports Center the different impact of consumer demographic variables on
consumer perceived value and consumer satisfaction. Analysis on the effect of consumer perceived value on satisfaction has been
done. Convenience sampling method was adopted in this study. Total number of questionnaires distributed is 400, and there are 369
valid questionnaires. The result is shown as follows. 1. Regards to the difference analysis results of the effect of demographic variables
on perceived value, age has a significant impact on reputation; education level has a significant impact on perceived value, reflection
of feeling, money price and reputation; marriage status has a significant impact on perceived value, reflection of feeling, money price
and reputation; place of living has a significant impact on reflection of feeling. 2. Regards to the impact difference analysis of
demographic variables on consumer satisfaction, gender has a significant impact on facilitation; occupation has a significant impact
on the overall satisfaction; marriage status has a significant impact on faculties and event information. 3. The result of the regression
analysis of consumer perceived value on satisfaction shows that overall perceived value has a positive impact on overall satisfaction.
Perceived value includes dimensions of refection of feeling, money price, quality, and reputation and they have positive impact on
facilities, staffs, convenience, and event information satisfaction respectively.

Keywords : perceived value, customer satisfaction, taipei sports center
Table of Contents
oooo

CO0000O0OO000O0OOoO0UoOooCOooooOoooooi
000000000000 O0OQOO0oooooooon i
oooooooooooboooooooooooDoobDog v
goooboobooboboobooboobooog v
oo0oobo0obo0oOooOobooooboooooooboog i
gboooboooboobobboobooboobooogx
gooobooboobobbooboobooboooos
gooobooboobobboobooboooboooos
oooobooboobobobobooboooboooo s
oooobooboobobboboooboooboooboo9
oooobooboobobboobooobooboobo 1
ooooboobobobobboobooobooboobo 1
ooooboobobobobboobooobooboooo 13
oooobooobobobobboobooobooboooo 20
oooooobooooobobooooobobobooogD 26
oboooboobooooobobooooobobobooooD 32
oooooobooooobobooooobobobooooD 32
gboooboobobobobboobooboobonoong 34
gboooboobooboboobooboobooog 39
gboooboobooboboobooboobonoon 42
gbooobooboobobboobooboobonoog S8
gooobooboobobboobooboobOononbg eo
gbooobooboobobboobooboobOonobn eo
gbooobooboboboboobooboobooooo
o000 oobo0obo0obobbo0obOo0oDbOgn e8



oooobooboboboboobooobooboooo
oooobooboboboboobooobooboooboo
gooobooboboboboooboooboobooboo
gooobooobobobobooobooobooboooo
goooboooboboboboooboooboobooooo
goooboooboboboboooboooboobooooo
gbooobgoobobboboobooboooooboo
gbooobgoobobboboobooboooooboo
obAO0O0ODO0ODOO0OO0ODOOOOODO0ODbO0ODnD 136
gbopboobOobbOobDOo0bOo0obOooDboOobn 139

god

80
81
99
99
101
111
116
117

e e [ |

2-1000000000Db0ob0b0ob0o0bOo0onbO 14
2-2000000000DbO0oob0bOobo0obOooog Y
2-3000000b00bOooboboooboobOo 21
2-4000000000D0O0DOObDO0ObO0OnOOg 24
100000000 0bOoobobooobooog 43
2000000000000 DO0ODOO0ODO0O0bOO 44
300000000 00Db0Ob0bO0ObDO00obOonD 46
0000000000DLOODOOObDOObOobOD 47
50000000000DLO00O00D00bOonOD 49
Fe0000000DO0O0DLODOODOODbDODnOD 50
700000000000 000DOO0O0O0ODOOD 50
0L UbOUOObOObUObObOObOObOoOnOg 53
J0000Db0b0O0OO0ODbUObObOObOObDObOnOg 54
Fo00b00ooobobooooOobOooboOooDOgD 55
1100000000000 00000000000 56
1200000000000 00Db00OODbO0On 57
FLBUobobbooboobooboobooboon 57
4-1000000000000000Db00DbOo0D 60
4-2000000000000000DO0ODO0OD 61
4-3000000000000000D00Db0O0D 61
4-400000000000O00O0O0ODO0ODO0ODO 62
4-5000000000000000D000DbD0O00O 62
4-60000000D00O0DOODODOODOODOOD 63
4-70000000000O0OO0OODO0ODbDOOD 63
4-800000000000O0O0OO0ODO0ODbDO0OD 64
4-90000000D000DLO0ODOOObDO0ODbOnOD 65
4-100 0000000000000 0O0DbO0O0DbO0OD 65
4-110000000000000000DO00O00O0OD 66
4-120000000000000000D00O0DOO0O0O 67

U43000000000000000O00ODO00ODOOO
ooooooboooobobooooobonon e8
U4-140000000000000000O0O0OOODOO
gobobooboobooboobooboon e
04-150000000000000000O00O00O0ODOO
goboboobooobooboobooooboon 7o
U4-16000000000O0O00DOO0ODOODOODOO
goboboobooobooboobooooboon 7o
04-17000000000O0O00DOO0DODOODOODOO
gobobooobooboobooboobooobo 71



04-18000000000000O00O0DOOODOOOO
gobobOoobooobooboobobooono 72
O04-19000000000000000DO0O0ODOOO
goboboobooooobooobooboobon 73
04-20000000000000DO0O0O0DOOOO
gobobooooooboooboobooboon 73
U4210000000000000000O0O0OO
gobobooboooboobooooooon 74
U4220000000000000O0O000O00ODOO
gobobooboooboobooooooon 7s
04-230000000000000O000O00O0
goboboobooboobooboonooon 7e
04-24000000000000000DO0O0ODOODOO
gobobooboobooboobooboooono 77
04-250000000000000O0O00O0O0OO
gobobooboooboobooboooboon 78
4-260000000000000000O00O0DOO
gobobOooboooboooboobooboon 78
04-27000000000000O0O00DO0OODOODOO 80
4-2800000000000DO0O0ODOODOOODOOO 82
4-200 000000000000 DOD0O0ObO0ODbOD 83
4-300 0000000000000 0O0DbO0O0DbO0OD 84
4-31000000000O00000DO000Db0O0DbO0OD 8
4-320000000000000000DO00O00O0OD 86
4-330000000000000000DO0ODOO0OO 87
4-34000000000D00000OD0OOO0ODOOD 88
4-3s0000000000000000O0D0ODbDO0OD0O 89
4-36000000000DO0OOODObOOODOD 9
4-3700000000DO0O0DO0O0ODOODOO0ODbOO0O 91
4-3800000000D0O0DOO0ODOODOOODOO0 92
4-30000000000Db00O0O0Db0O00DbO0bO0OD 98
4-4000000000000O0O0O0O0O0ODOO0O0O0OD 9%
4-4100000000000000O00O0DOO0O00O0OD 9%
4-42000000000000000000O00O0O0O 9%
4-4300000000000Db0OoO0bOOobOOOobDoOO 9r
4-44000000000000000O00DO00O00O0OD0O 98
5-1000000000b0oo0bobooobooog 99

Oooooooooooooooood

gdn

031000bgoboboboooooboooboooo 33

REFERENCES

ooo@enyooooodbdbooooo-DeELMOODO0ODOODODOODODOOO0OOODOODODODOODOODOO OO
oo 0 000DOCOO00DOOO00ODODOO0ODDOO0OODODOO0ODOO0DOO0OODODDODO0ODODOODDODDOODO0ODOOODO
00000 oo OO0 o0oooo00ooo00ooDo0o0ooo0UooDo0ooDooD0ooDoDOooooog
0000000 00ooogEe)000DD0oooDooOooooo:20110040060 000
http://sowf.moi.gov.tw/stat/month/listhtm OO0 OO0 0000 0RO DO 00000000 DOODOO: 2011007007000 0
http://www.taipeidt.com/main.php 0 0 0 0 0 0 (2002)0 20020 0 0 0D 0000000 0ODODO:20110040060 0 OO :
http://www.doe.taipei.gov.tw/public/Attachment/081218143838.doc 0 0 0 0 0 (2007)0 U 0O 0O 0O 0 20060 0 O O 00 :20110 040 060 O O
O : http://yearbook.taipei.gov.tw/MP_100036.htmI D 0 000 (20090 0 0000000 O:00000D00ODOO98O 12012000000



goO0oO0Ooo:20110040060 000
http://wisearch.taipei.gov.tw/wise/v.jsp?mp=100001&d=124271&q=id%3Aid1062640.nd5158.mp100001&sort=FAQ_i+desc%2CDate_dt+des
c&start=15&rows=15&qt=standard 0 0 000 (201000 00000000 O0:0 0000000000000 0O0O00OO0OOOOO
0:20110050 170000
http://wisearch.taipei.gov.tw/wise/v.jsp?mp=100001&d=124271&q=id%3Aid1196186.nd5158.mp100001&sort=FAQ_i+desc%2CDate_dt+des
c&start=15&rows=15&qt=standard 0 0 000 (201000 00 00 00000:0 0000000000000 00O00O0O0O0OOOOO
go0O0700000000000:20110050170000:
http://wisearch.taipei.gov.tw/wise/v.jsp?mp=100001&d=124271&q=id%3Aid1201168.nd5158.mp100001&sort=FAQ_i+desc%2CDate_dt+des
c&start=0&rows=15&qt=standard 0 0 000 (201000 0 000 0:0 00 0000000000000 O00OO00OO0O0O0OO012000000
000000000 D:20110050 220 0 O O : http://www.taipei.gov.tw/ct.asp?xitem=1232945& CtNode=37115&mp=100001 0 O O O
oo oOooOO0:0000000000000000:20110050220000:
http://www.taipei.gov.tw/ct.asp?xitem=1837869&CtNode=5321&mp=100001 O O O O O O (2010)0WorldGymO OO OO0 0O OO od O
00000:20110090 200 O O O : http://www.taiwannews.com.tw/etn/news_content.php?id=1389519 00 0 00 O O O (2010)0 200900 O O
OOo0O0OCOOCOOoOoOCOO:O0O0oO0OooOoOoOoOoOoOoO:20110040060 000
http://eng.stat.gov.tw/public/data/dgbas03/bs2/socialindicator/2009/table_culturexls 0 000002010000 00000O0OO0ODO0OO
0 0:20110 040 060 O O O : http://www.dgbas.gov.tw/public/Attachment/151916332471xls 0 0 0 00000 (2007) 000000 -00O
gOo0OOoOoOoOoOoOoOoOooooss@ooooo:20110orgordodd:
http://www.sac.gov.tw/resource/annualreport/Quarterlyl55/pl.asp 0 0 0 (20090 0 00000000 OO0OODOODOODOOOOOOOO
go0oO0OoOoOoOoOoOoOOOOOOOOOOOOOOOOOUOOO@eUOODODODODODOODODODODODODODODODODDODODODODODOO
go0o0oOoOoOoOOoOOoOOOOOO0O0O0OOOOOOOOOOOO0U0O0OE Y ULULDUUULULOULOULUUDLUODLUDOLLLOO
g000OO0O0O0OO00OO0O0OOOOOOO0O0O0202000000000000000000O0DODO0DO:ODO0DO0O0OOODODODODODODODOO
OO0 00Ot UULLLO O
go@oopopoOoDOODOODOODOODOODODODODODODODODODODODODODODOOD-O0O0OO0O0O0OOOOOOODOOODODOODODODOOO
000000000 O00OEIYUUUUOOO00U0U0U0U000U0000000UODUL0DU0DUDUOUOLODLOO
oo0o00o0O0o0O0OO0O0O0OO0OO0ODOOO0 000ERIY)UOODUO0OND0DDDUD0D0LDUDUDUDUDDDDDDDDDOO
00000 000@I1)IODOD0D0N0000o@o)oD: 0000000 000U oOoOoooo000DO0O0O0ODODODODODODODO
O000000000O0O0O0O0O0O0OO0OD0OODOO0OOOOOOODOO0OO0DOODOOOODOODEOODODDODOODOODOODOOOODOOOO
00000680107-1100 DDOO0OO0OROIG)DODODODOOOOOODOOOODODODODOOODOS5O126-1310 OO O(2010)
goooooooooOoOoOoOOOOOOOOOOOOOOOOOOOOOOODOOOODOODOOOOOODOOOOO0O00O0O0
g@oroospssO OO0 O0O0OO@EO)@OO:.0000000000R)OIDODOOOOOO0OUDOODOODOODOOOOOOBOOD
0-00000oO0Q0Q0QOQ0OoQ0OoQOOO0O0O0O0Q0O0OO0O0DOO0O0OOOOOOOO 0OO0EUIDDODODODODOOOOOOOOg
0-0000000Q00OQ0O0Q0O0O00O0000000000O000O000000O0 0OO0E I DD DDODODODOOOOOOOg
goooOoOoOoOoOoOoOoOoOOOOOOOOOOOOOOOOOOOOOOOOOOOOOEYUOUODOOOOOOOOOOOO
gooooOoOoOoOoOoOoOoOoOoOoOOOOOOOOOOOOOOOOOOO00O0O0O0O0OOOOOEIIY)YULOOLOOOOOLOLOO
O00OO00OO0O0OOOOOOOOOOOOosO119-130 DO ORogI OBOTO OO OO OO ODODODODODODOODOOOOOOOO-O0O
goooOoOoOoOoOoOoOoOoOoOOOOOOOOOOOOOOOOOOO0OOEII)QUULUULULUULOULDUUULUOLUOLULDLLO
g0o00oOoOoOoOoOOOOOOOOO0OOOOOOCOOO O0OOERY UL OUO-oooooog
go0o0oOoOoOoOOoOO0OOOOOO0OO0O0OOOOO0OO0U0O0OEYUULDLDUUULDULULULODULODUOULUODUOLUDLOO
go0o0oO0oO0O0oO0OO0OO0OOO0O0O0O0O0O0OOOO0ODO 0O0O0OR Y UUUUULDUUULDUUULULODULODUUODLUODUODUDLOO
gdo0oOoO0OO0OO0O0OOOOOCOCOCO0OCO0OOLO OD00O0O0OOEUUIDIDDODODODODODODODOOO-O000O0OOOO
00000000680 111-1160 DO O (008 0 0 0000 ODONOONOONOOOONOOODOODONODODODONOOOOOOOoOoooog
O0000024019-2140 000 (2011)0 0000000000000 000000000000000O0-0 000000000
O000000O0DO0O0O0ODODO30O87-970 DO ORUODOUODODODODODODODODDODODOUDODODODDODDODODODUODDDOOODO
0000000000000 0O0O0O00O0OO0O0O 0OO00ORIIIDDEN) DN NDNN0N0NONNONONOOCIOD ODODO(2004)00
0000000000000 D000000000063095-1190 00O ((IDDIDDIODODODODODODOODOOOOOOOOOGOO
0000000000 DOdbO0bO0o0ooooDooo oo odoooooEM)IOoooDdDoDooDoooooooooooagn
O00O0O0O0O0O0O0O0O0O00100133-1420 D00 O0O0ODO0DOOO0OO0OO0OO0OOOORO)DOODOOOOOOOOOOOODOOOOO
00000000000D00D:20110 090 200 O O O : http://www.consumers.org.tw/unit412.aspx?id=471 00 00000000000
Oo0O0@oo7ODDOODODOODOODOODOODOODODODOODOODOODO: 2011009020000 0:
http://www.consumers.org.tw/unit412.aspx?id=804 0 0 O 0 00000000 OO0OODOROO7) DD OO OOOODOODOOOOOOOOO
0000000000 00:20110 090 200 O O O : http://www.consumers.org.tw/unit412.aspx?id=959 0 0 0 (2010)0 000000 OO
goooo-00O0Q0Q0QOO0OQ0O0OQ00OO00OQ0O0O00OO0O0O00O0O00O0O0O0OQL0O0OU0OU0OOOOOOODOOOODOOO0OEIYIODOOOO
goooooooooOoooOoOoo-00o0UO0UO0UO00O00ULO0O00LO0OOOO0OLOOLODOOOODOODOOOUOULO oo



0o 0000000000000 000oo0o00oDo00D0o0000Do000D00oo0ooOoOooDooooOn
o000 oooEo)DoO000oo000oo00ooo000oDo0000000Doo00ooo00ooDoDo0ooooooon oo
oo 0O000oDo00oDo000Do000o00000o0o0o00Do00D00o0000Do0000D000oooOoOooDooooDOn
00 00RO ODDoO00oo0ooooooooO:OC-hike000O0DD0O0DOOOOODOOO0ODOOODOOOOODODO
0000000000000 0ND00O00NO0O0O0OOO0BEINGsport0 00 0000000000000 O0OOOOOOO
00000000 OO0D0ND0O0OO00NDOO00DO000NoDo000Do000oo0Oo0oDoo0oooo0oooDoDoooooOg
0000 oooEee) 0000000000000 000oo000oo0o0oo0ooooooooooooog
O0000o0ooooo oo ooooooooooooo0ooooo-0000o0o000oooooooooon
O000000009d207-2180 00D RROI)IDOOOOODOOOOODOOOOOOOOOOOOOO:0000Oooooooooog
0000000210 81-1010 DD ORI DO DO0OOODOODOODODODOOO0OO0OO00ODOODoDOD-O000D00O0oOooOoDOon
0000000000000 0000000D0 00D ERg O D000 OO0OODDODO00DOOO0D0ODO-00D0O0O0O0n
00000000ooo00oo0o0ooo0oooOoooD oooEbDooooooooooooooD0oooDooooog
0:00000000000000D00000D020188-1950 D00 ODDOODOODOOO0ODOOO0OODOOOODD-00000
0000000000000 0000000000000D00000000D0 0DD000DOO0O0YYUIOONODODOODoOOoon
0000000 00000000000 0oo0ogooooooooEIboD0Dooo0Doo0onoo0oooDooooog
0000000 00000000000 000Eoos) I DD 0oo00ooD00oo0oooooooD-000O0
000000000000 0oo000o0o000oDo0000o0o00Doo00 000000 oooooEIce)UIDDDODnOooog
00:.000000000000000000023)077-980 00 000000000000 ORO7DOODODDOOO@O)DOO:
00000 00000000000 0000000000RO10)OD00O0DDO(MDO)(O OO0 :Mullin, B. J., Hardy, S., & Sutton, W. A)0
00:00000@O0oO0o0:20e000000@006)0D00000000000000000O0O0O0O0ODODOO0O-00000000000O0
000000000000 00000000 0ooEoc2000DDYMCAD D DD ODODOOOOODODOOODOOOOOoOOOoDO
0000000000000 000000 000EIIOODDDO0O0N0ND0D00NDD0O0N0N0N0O 0000000 30231-23800
od@o3 000000000l D0O000N0N000NDD000N0000N0Do00DO00D0O000DDO0000O OO0 (20090
O0ooooooo@cCsSNooooooooooo-000o0000oo00oo000ooo0o0ooo0oooo0ooonD oo
0@oo7OOOOODOOOUODOOoOOO00ooO00ooo0ooooo0ooooooooooooooooooooooooooon
000o00o0dooEI)IiIDoO00Noooooo000ooo0oo00ooo0000o0 0000000001020 93-1020 O
oo COND0O0O0NDO000NDNO0000N0O00N0N0O0O0U00D0O00D0O000000000o00O0o00 0002006000
goooboooooooooooobuooo-oobooooooob oo oo oo ooobO oo oooooa
D000 OOiDOO000O00oDooO00DOOo000ooOo00DOO00D0O0D0U0DO00DDOODOD00oDODOODOOOd
000 0dOdoEegiboiiooooooo0oooofooo0oooo0ooooooo0ooooD0oooDooooog
o000 O0oooEeco Do dioo00oooouoo00: 0000000 ooD0ooo0ooooogERoCIDOOnDOd
0000000000000000000000000D0DO50108-1230 00000 O0ORONVOIDODODODODOODODOODOOOOn
O000000000000000110239-2520 000008 D 0D O00DDO0O00ODO0O0O0DOO0O0O0OO00OOODODO0DoOO
0-000000000000000000000O00000000000D00 000EII DD DD DOOODOODODDOUoooon
000000000000 0oo00ooo00oo00o0o0oooDoo00oDooooooEIg DD OO0 ooooDOoon:
0000000000 00ooo00ooo0oooo0ooo0ooooD oooEOO O U000 ooooooDooooo-O
0000000000000 0o000o0oo000ooDo00ooooooD oooEIDOOOUDOO0UNDoOoD0OoDoDOoooooOg
00-000000000000000000000000000000 00000000 OO0 0ooooooooon
000:00000000000000000000850 62-680 DO0DODOODOERI)IDDODOODODOOODOOODOODOOOOO
000006490 79-870 O OO OO O Anderson, E. W., & Sullivan, M. (1993). The Antecedents and Consequences of Customer Satisfaction
for Firms. Marketing Science, 12(2), 125-143. Armstrong, J. S., & Overton, T. S. (1977). Estimating Non-response Bias in Mail Survey. Journal of
Marketing Research, 14(3), 396-402. Babin, B. J., & Attaway, J. S. (2000). Atmospheric Affect as a Tool for Creating Value and Gaining Share of
Customer. Journal of Business Research, 49(2), 91-99. Bojanic, D. C. (1996). Consumer Perceptions of Price, Value and Satisfaction in the Hotel
Industry: an Exploratory Study. Journal of Hospitality and Leisure Marketing, 4(1), 5-22. Brain, R. R., Cronin, J. J., & Routledge, J. B. (1997).
Marketing to Older Patients: Perceptions of Service quality. Health Marketing Quarterly, 15(2), 1-31. Cardozo, R. M. (1965). An Experimental
Study of Consumer Effort, Expectation and Satisfaction. Journal of Marketing Research, 2(8), 244-249. Carpenter, J. M. (2008). Consumer
Shopping Value, Satisfaction, and Loyalty in Discount Retailing. Journal of Retailing and Consumer Services, 15(5), 358-363. Dodds, W. B., &
Monroe, K. B. (1985). The Effect of Brand and Price Information on Subjective Product Evaluations. Advances in Consumer Research, 12, 85-90.
Engel, J. F., Blackwell, R. D., & Miniard, P. W. (2001). Consumer Behavior, (9th ed). Fort Worth, TX: Harcourt, Inc. Fishbein, M., & Ajzen, I.
(1975). Belief, Attitude, Intention and Behavior: An Introduction to Theory and Research. Reading (MA): Addison-Wesley. Fornell, C. (1992). A
National Customer Satisfaction Barometer: The Swedish Experience. Journal of Marketing, 56(1), 403-412. Howard, J. A., & Sheth, J .N. (1969).
The Theory of Buyer Behavior. New York: John Wiley & Sons Inc. Jain, IS., Ram, J., & Gupta, A. (1982). Early onset of presbyopia. American
Journal of Optometry & Physiological Optics, 59(12), 1002-1004. AKotler, P. (2003). Marketing Management: Analysis, Planning, Implementation,



and Control (10th ed.). NJ: Prentice-Hall Inc. Kwak, H., Fox, R. J., & Zinkhan, G. M. (2002). What Products Can Be Successfully Promoted and
Sold via the Internetd Journal of Advertising Research, 42(1), 23-38. Levitt, T. (1960). Marketing Myopia. Harvard Business Review,
38(July-August), 24-47. Miller, J. A. (1977). Studying Satisfaction, Modefying Models, Eliciting Expectation, Posing Problems and Making
Meaningful Measurements, Cambridge, Mass Marketing Science Institute, 72-91. Monroe, K. B., & Krishnan, R. (1985). The Effect of Price on
Subjective Product Evaluations, in Perceived Quality, J. Jacoby, and J. Olson (Eds), Lexington, MA: Lexington Books, 209-232. Oh, M. (1999).
Service Quality, Customer Satisfaction, and Customer Value: a Holistic Perspective. International Journal of Hospitality Management, 18(1),
67-82. Oliver, R. L. (1980). A Cognitive Model of The Antecedents and Consequence of Satisfaction Decisions. Journal of Marketing Research,
17(4), 460-469. Parasuraman, A., & Grewal, D. (2000). The Impact of Technology on The Quality-Value-Loyalty Chain: A Research Agenda.
Journal of the Academy of Marketing Science, 28(1), 168-174. Patterson, P. G., & Spreng, R. A. (1997). Modelling the Relationship Between
Perceived Value, Satisfaction and Repurchase Intentions in a Business-to-Business, Service Context : An Empirical Examination. International
Journal of Service Industry Management, 8(5), 414-434. Petrick, J. F. (2002). Development of Multi-Dimensional Scale for Measuring the Perceived
Value of a Service. Journal of Leisure Research, 34(2), 119-134. Podsakoff, P. M., MacKenzie, S. B., Lee, J. Y., & Podsakoff, N. P. (2003).
Common Method Biases in Behavioral Research: A critical Review of the Literature and Recommended Remedies. Journal of Applied Psychology,
88(5), 879-903. Porter, M. E. (1985). Competitive Advantage. New York : The Free Press. Sawyer, A. G., & Dickson, P. R. (1984). Psychological
Perspectives on Consumer Response to Sales Promotion, Research on Sales Promotion: Collected Papers, Katherine Jocz (Ed.), Cambridge,
MA:Marketing Science Institute. Sheth, J. N., Newman, B. I., & Gross, B. L. (1991). Why We Buy What We Buy: A Theory of Consumption
Value. Journal of Business Research, 22(2), 159-170. Sweeney, J. C., & Soutar, G. (2001). Customer Perceived Value: The Development of
Multiple Item Scale. Journal of Retailing, 71(2), 203-220. Woodruff, R. B. (1997). Customer Value: The Next Source for Competitive Edge.
Journal of the Academy of Marketing Science, 25(2), 139-153. Zeithaml, V. A. (1988). Consumer Perceptions of Price Quality, and Value: A
Means-End Model and Synthesis of Evidence. Journal of Marketing, 52(3), 2-22.



