O000000000000000D0000 =A Study on Travelers' Service Quality
Perception Consuming Experience and Loy

goougon

E-mail: 358910@mail.dyu.edu.tw

g
gbooobgoobobbooboobgooobooooboooobooooboobooboobobooboobon
goodbooboobobooboobooboobooboob oboobooboobooboboooobssedngn
gboogoogobgoospssizobognbogboobobooboob obooboboobooboobooDnoo
gooobgoob obobo3i+4o0b0oboobobooboobob obooboobooboboobOoon
goooboob oboboobooboobooboboobooboobobD oo ooboobDbOobDboobooo
gooobgoobobooboooobobobooboobooboboboobooboobo boboobOooboon
goooboob oboboobooboboboobooboobooboob0oo oobobobobooobOoobon
goooboobob obooobooboboo

OO0 :000 (service area)d O O O O (service quality)d O O O O (consuming experience)l] O O O (loyalty)
00

0000 00000000bO00D00D0D000000D0HWMO0ODO0 00000 0DO0DO000O0DO0DO0O0D0O0 iv
00000000000 0b00D0DO0000ooOO0vOOoO0OD DO0DOO00O0O0DOO0DOO0O0ODODOOoOODO0ODOOg vvid
OO0 ooooooooooo0oooooOooooObwiibOo ODOOOOOOO0ODbOOOOODOODOO0ODDO xbo
gooboobooboboobooboobooboolodob oboooboboobooboobobob1booooon
oooobooooooobooob e obooboboboooobOooboobob oo Dbobbooooo
gbooobgoobobyobobooboboobooboooboboooyoob obobbooboobOoobon
gboogr7oobobOoboobooboboobooboob oo ooboobobboboobOoobon
goooboboobobooboobobboobbonnobo bobooboobooboboboOobOoOo 22000
gbooobgoobobboobooboob aigbobooboobobooboobooboobo400bO0DbOn
gboobgoobobooboob 400D bO0ODbO0ODbOODbDODOODOO0ODO4ODODOODODbOODOD
goboobgoobobobo40bobgobobooboobobobobo04bo0oboboboobOoobOon
oo00dbOO0 47000 00000000000 DO0OOOU0DOODMviiDODOODOOOOODOOOODODOOO
googs7r0o00oobobooobooboobooboosroob obobobooboobooobooboo oo
0o0obooboobOobooobooboboboboe200b 0bU0ObbOO0ObO0ODbUOO0DbUODOODO0OD 6500
0o00b0o0obooboboooboobOobesbdb 0oboobUobobO0obOoobUobobuoboboeroboobOn
0 /1 s
gooobooboboboboooboobobboobDo0 20 1-2000b000b0o0obOobDbobDoobOoobOo s
02 1000000000000 00DO00000D000DO 140 2-2PZBOO00O0OO0O0ODOO0ODOODODOODOOODOO
0170 2-30000SERVQUALO O DOOODDOODOODOO0OD 190 2-400000000000ODODO0ODO0ODO
oooobdo 20 2-5000000000000000DbD0OO0DDbO0ODbODO 280 3-1000bObDOObDOODbDOOO
oo0oobOob 430 3-2000000000000000DO000O00ODOO 4 03-3000000D0OOO0ODOOO
OO000000 470 3-4KMOCOBartlettC OO0 ODOOOO0OODOOOODODO 480 3-500000000000000
ooooboboOoOonbo 480 3-60000000D0O0O0O0ODOOOODODOOOOSOO3-70LOOOOODOOO
oooobobooooobosst 4 10000b0obooobobobooooboooobooecd 4-20000D0O0OO
OO0000O0O0000O0O0OU0bOOoOCOdOe 3D 4-30000D00C0O0ODOUOOODODOUOUOODOUOUDODMIXOODO
Uz21pzB000O0O0O0O0O0OOOOO0OOO0ODOO0ODO0O 0O 22000000000000000O0O0DODOOO 23
g230000b00oboboooboobonooobo st 240b0bboobooboobobooboobooon
303100000000 0000O0OD0O0O0O0O0O0O0O0O0O0O0 40

gogno



OOO0OOOO B.Joseph Pine O James H. Gilmore (2003). 00 000000 OO0 OO0OO)@WOO0:00C0O0OO0OO198uOO0OO
Gronroos,C. (2005). 0 0 000 000@COCCOO)00:000000000(@ODODODO2000000)0 Schmitt, B.H. (2000). 0 00 OO (
O00000O0OO0)U00:000000oog1eiddd ooo0oo0o0o00O0O0O0O0OEIY)IOODDOOO-DoDODO0O0OO
http://www.chinshui.taichung.gov.tw/7-1-1.asp?viid=240 00000000000 UI OO OOODOOOODOOO OOOODODOO
0000-0000000000000 0000000000 009QRU205-2200 DO DDLU OUOEY)ODDDODODOO
http://admin.taiwan.net.tw/statistics/market.aspx?no=1330 00000000000 ROI)ICOODOOOOODODO
http://www.freeway.gov.tw/Publish.aspx?cnid=153&p=233000 -70-0 00000000001 OOOOOOOODOO
http://www.freeway.gov.tw/Publish.aspx?cnid=15440 0 0000 0(2011)0 0000000000000
http://www.motc.gov.tw/mocwebGIP/wSite/ct?xItem=5471&c tNode=543&mp=10 00000000000 R01)DODOOO
http://www.freeway.gov.tw/mp/MPPeriodical.aspx?id=6&RID =150 0 000000000 DO(201)0 00O
http://www.freeway.gov.tw/Publish.aspx?cnid=195&p=820 0 O 0 0 00000000 ORI OO ODOODOOOOO— OO0 OP102
gooo0:.00oooOoooOoOoOoOOOOOOOOOOOOOOOEU)IOODODODO-0000000
http://ppp.pcc.gov.tw/PPP/frontplat/referenceDataMgr.do?met hodname=show&uplevel=182&menu=ref 30 00 (20050 0000000
goooOoOoOoOOOOOO 0000000000000 OOOOOOOOOOoOOEODOODODODOOOOOOOOOOO-
OoO01700 -71-0000000000000000000000000O0OO0ODOO0OOO 0000000 DO ODOODOOOOGO
00000000 0C 0000000000000 oooooooOO7@0 142-1550 000000 0ooooooogoo7)moo
0000000 0000000000000 0O00O000O0O0OD 00001340 347-3670 DOoO(oogospssoooooon
O00O0:0000Uoo0ooOooOoCb0cUggEIDOoODOOoDODODODODODOODODODODODODODODOD O0000O0O0-o0ogog
go0O0O0O0OOOOOO U000 UODUOODUODODUODODODODOUOODOoOOOEOOODDODDODODODODODODODODODODODODODODODOD OO
go00oO0oO0OoO0OO0OCOOOCOCOOCOC0OCO 000000 ERIYIODODUDODUDODODODODODODODODODODODODOD ODoOOoO0OO-0o0oOO
O0000000D04Q)0 339-3640 -72-000((0040 00 00000D0O0O0OODOOOOOOOOOOOODOODO-O00O0OOOO
000000000000 0000000 0ODUDODUODODODUODOODOODOEUODODDODDODDODDODDODDODDODODODODODDODODODODODODODO O
00-0000000000000000U0U000U 0DOD0DODODO0OO0OD0O0O00OD0OO D0OEUUDDDODODDODOODDO
000000000 -0AD0000000000000000000000 000000 000000 oooooo
000000000 000000000000 00000000000 0000 000D ODDONONONNO0ONonoooog
00000 000000-000000000000000000 0000000000000 00O0O0O00O0O0OD0OD 0O00(2003)
go0o0o0oO0oO0OO0OO0OO0OO0OO0OO0O0OO0OOOOOOOOD -0000000000000000000000000 000000 -73-00
d0@o1)0000000odoDdDOOdDbOOo000odoD 00odoOo-0000o00o0oDODO0ObO0bOOo0OoDOo ooooooon
Oo00 000 ioooooooooo-oooooo ooooooooooooooOo0oOoOoOoOOooboo OO
00000 0000o0oOoOEece) i 00000l oooooo0o0o0o0o0O0O0O0O0O0O0O0O0O000O0O3(2)
39570 DO ORI OIODOOOO0OOO0OUOOO0O0O0OOO ODOOODOOOOOOOOOOOODOOOOOOOOOO O
go@EoooOoDoOOoOOODOODOODOODODODODODOODODO 000000000000 000000gogoooooooooo
OO0O0@oo7)D20060 000 D00O0OODOODOODOODOODOOD 0000000000000000000000000 004(3)
014330 -74-0 000000000004 COOOOOOOOO0OOO0O0O0O0O8RRUO47-500 DO O@oo7)oooooooooo
gooOoOoOoOoOoOOCOO 0000000000000 000O00O00O00000 D000 00OO00O0O0OOO OOo0OEoos)t OO
gooOoOoOoOoOoOoOOOOOOOOCOO U0UOUOUOUOODUOUOODUOODODODODODODODODODOODODUO0DOOOOOOOOOOOOOg
goO0oQgz0070000C0O0C0O0OOOOOOO 000000000000 O0-000O00OO0OO0OOOODCCOCOCO-ODO0OOOOOOO
00000001140 71910 OO0 E)I ODOODODOOODOODOOOODOODOODOODOODO O00O0000000000000
00000000 U0 OOOOoOOOEIOgOOODODODODODOODOODOODOODOOD D000-000ACDOOODOOODODOO
O0O0Q0OO0OO0Oen PI70000O0O0DOROIIUIDIODOIODOIODODODOODODODODODUOD ODODOOOOOOODOODOODDO:DDOO -75-
0000000000011 DOOOO0O http://freeway.hty.com.tw/services/services2/index.html D 0 O (20060 OO0 O000OOCOODOO
go00o0oO0O0O00OO0O0O 00-00000000000000000000000 OC0000000000U0OoUoDOooooooo
00000000 EOIDDODODDODDODD 0000000000000 00000000000000004(072-850000
000020110 00000000000000000 0000000000000 O0O0O7O77-80000RIYOOOOOONO
http://zh.wikipedia.org/wiki/ 0 0 0 20070 0000000000000 OOOOOOOO 0DOOOOOOOOOOOOOOOOOO0
00000000 o004 D000 0D0dD0000000d000DODd0DO0 b0 bO0boooooooooDooOooooo
000 0000o0OoooOoOoOoOoOOoEOOOODOOOODOODOODOODODODOD 000000000000000011(2)
013-25-76-000006)DC00000000000000O0O0O0OOOOO0O0OOOOOOOOOOOOOO3RU2-4400000
g@ooyOODOODOODOODOOD: 00000 000RIIRINDININDNNNNON0NN0N0N0NNooo ooooooooooo
go0oOoOoOoOOOOOOOOO0O0OOODOOOOOOOOOEOSDOODODOD-OO0O0O0O0O0O2100000000:00000
g@oooODOODOODOODODOODODODODODODODOOOD 0000000000000 0000UOoOoOo OooOEoogyOOOd
goooOoOoOoOoOoOoOOOOOOC-C 000000000000 O0OO0O0O0OO0OO0OO0ODOOCOOO0OOO0O0OO0 O0OO0O0ORoos OO
goooOoOoOoOoOoOoOoOOOCOOCOOC-000000000O00O0O0O0O0O0O0O0OO0O0OO0O0OO0OO0OO0OO0O0O OO0O0OEooo)dd



gooOoOoOoOoOoOoOOOOOOOOOO 0U0UO0OODUODODOOODODODODOOOOOOOO-77-000RoUIDOOOOOOOO
00-000000000 0000000000000 000000O0 D00 bUbODbObOOUODObODOUODODODODOOOes
05-80 OO ODOODO Abbott, L.(1995). Quality and Competition. New York:Columbia University Press. Addis, M., & Holbrook, M.B. (2001).
On the conceptual link between mass customization and experiential: An explosion of subjectivity. Journal of consumer Behaviour, 1(1),50. Alison,
M. D. (2007). The impact of the customer orientation of call center employees on customer affective commitment and loyalty. Journal of Service
Research, 10(2), 161-173 Bhote, K. R.(1996). Beyond Customer Satisfaction to Customer Loyalty-the Key to Greater Profitability. New
York:American Management Association. Bennett, R., Hartel, C. E. J., & McColl-Kennedy, J. R. (2005). Experience as a moderator of
involvement and satisfaction on brand loyalty in a business-to-business setting 02-314R. Industrial Marketing Management, 34(1), 97-107. - 78 -
Crosby, P.B.(1979). Quality is free.New York:McGraw-Hill Book Co. Churchill, G.A., & Suprenant, C. (1982). An Investigation into the
Determinants of Customer Satisfaction. Journal of Marketing Research, November, 491-504. Caru, A., & Cova, B. (2003). Revisiting consumption
experience: Amore humble but complete view of the concept. Marketing Theory, 3(2),267-286. Curasi, C. F., & Kenndy, K.N. (2002). Form
Prisoners to Apostles: a Typolpgy of Repeat Buyers and Loyal Customers in service Business. Journal of Service Marketing, 16(4),322-341. Etzel,
M. J., Walker, B. J., & Stanton, W. J. (2001). Merketing management (12th ed.). McGraw:Hill, Irwin. 120-125. Etzel, M.J., Bruce, J.W. & William,
J.S. (2001). Marketing Managment, 12th ed., McGraw.Hill, Irwin. Fornell, C. (1992). A national customer satisfaction barometer: The Swedish
experience. Journal of Marketing, 56(1), 6-21. Garvin, D.A. (1984).What does product quality really mean. Sloanmanagement Review, 26(1),
25-43. - 79 - Gronholdt, L., Martensen, A., & Kristensen, K. (2000). The relationship between customer satisfaction andloyalty:Cross-industry
differences. Total Quality Management, 11, 509-516. Griffin, J. (1995). Customer loyalty:How to earn it,How to keep it. Lexington Books:New
York, NY. Holbrook, M.B., & Hirschman, E.C.(1982). The experiential aspect consumption: Consumer fantasies, feelings and fun. Jounal of
Consumer research, 9, 132-140. Holbrook, M. B. (2000). The millennial consumer in the text of our times : Experience and entertainment. Journal
of Macro Marketing, 20(2), 178-192. Howard, J.A., & Sheth, J.N. (1969). The Theory of Buyer Behavior. New York:John Willey and Sons. Joy, A.,
& Sherry, J. F. (2003). Speaking of art as embodied Imagination: Amultisensory approach to understanding aesthetic experience. Journal of
Consumer Research, 30(2), 259. Jocob, R. (1994). Why some customers are more equal than others. Fortune. Jones, T. O., & W. Earl Sasser, Jr.
(1995). Why studied Customer Defect. Harvard Bussiness Review, 11(12), 88-99. - 80 - Kotler, P. (1991). Marketing Managerment: Anlysis,
Planning, Implementation and Control (7th ed.). Prentice-Hall. Engle- Wood Cliffs, 246-249. Kotler, P. (1996). Marketing Managerment: Anlysis,
Planning, Implementation and Control (9th ed.). Englewood Cliffs, NJ: Prentice-Hall. Levitt, T. (1972). Production-Line Approaches to Service.
Harvard Business Review, 50(4), 41-52. Lethinen, Uolevi, Jarmo R. & Lethinen, Wo., (1991). Approaches to Service Quality Dimensions,Service
Industries Journal, 11, 287-303. Lebergott, S. (1993). Pursuing happiness: American consumers in the twentieth century. Princeton, NJ:Princeton
University Press. McLuhan, R. (2000). Go live with a big brand experience. Marketing, 44, 41-45. Oliver, P.L. (1981). Measurement and
Evaluation of Satisfaction Processes in Retailing Setting, Journal of Retailing, 57, 25-48. Owens, D.D. (2000). The experience economy.
Franchising World,32(1), 11. - 81 - Oliver, H. T. (1997). Emotional expression in the satisfaction response. In Satisfaction: A Behavioral Perpective
on the Consumer.Boston: Irwin. 291-325. Parasuraman, A., Zeithaml, V. A., & Berry, L. L. (1985). A conceptual model of service quality and its
implications for future research. Journal of Marketing, 49(3), 41-50. Parasuraman, A., Zeithaml, V. A., & Berry, L. L. (1988). SERVQUAL:A
Multiple-1tem Scale for Measuring Consumer Perceptions of Service Quality, Journal of Retailing, 64(1), 12-40. Parasuraman, A., Zeithaml, V. A,
& Berry, L. L. (1991). Refinement and reassessment of the SERVQUAL scale. Jurnal of Marketing, 67(4), 420-450. Parasuraman, A., Zeithaml, V.
A., & Berry, L. L. (1994). Reassessment of expectation as a comparison standard in measuring service quality. Journal of marketing,58(1), 111-124.
Reynolds, F. D., Darden, W. A., & Martin, W. (1974). Developing an Image the Store-Loyalty Customer. Journal of Retail ing, 50(4), 73-84.
Reichheld, L. F., & Sasser, W. E. (1990). Zero defection: Quality comes to service. Harvard Buessiness Review,68, 105-111. - 82 - Schmitt,
B.H.(1999). Experimential marketing.New York:Free Press. Sasser, W.E., Olsen,R.P., &Wyckoff, D.D.(1978). Management of Service Operations:
Text and Cases. Boston:Alley & Bacon. Inc. Selnes, F. (1993). An examunation of the Tffect of Product Performance on Brand Reputation,
Satisfaction and Loyalty. European Journal of Marketing, 27, 19-35. Seybold, P. B. (1998). Customer : How to create a profitable business strategy
for the internet and beyond. Boston, Massachusetts: Patricia Seybold. Zeithaml, V.A., & Bitner, M,J. (1996). Service Marketing. New York:Mc
Graw-Hill.



