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摘 要

本研究是研究兩岸服務品質、知覺價值和顧客滿意度對購買意圖的影響。由於大陸經濟發展，加上人口眾多，逐漸形成一

個巨大的市場。台灣餐飲企業想要跨足兩岸市場，佔有一席之地，在文化環境差異的狀況下，必須充分了解兩岸的需求差

異，提供不同服務滿足大陸顧客的知覺價值與顧客滿意度，以提高顧客購買意願。 本研究是採用量化方法去進行本研究的

資料分析，「兩岸連鎖餐飲業服務品質、知覺價值和顧客滿意度對購買意圖之研究」去進行問卷之調查，並且是以兩岸連

鎖餐飲業之顧客為研究的對象，去探討各變項間是否有相關性。 本研究是採隨機抽樣，於台灣及上海是以發放問卷之方式

去進行研究，合計共取得500份問卷，有效之問卷共500份，回收率為100％。研究結果表示服務品質在服務環境裡較知覺

價值且具有較正向之顧客滿意度，而此類型的顧客對連鎖餐飲亦具有較高之購買意圖。

關鍵詞 : 服務品質、知覺價值、顧客滿意度、購買意圖

目錄

中文摘要 ．．．．．．．．．．．．．．．．．．．．． i 英文摘要 ．．．．．．．．．．．．．．．．．．．．． iii 

誌謝辭 ．．．．．．．．．．．．．．．．．．．．． iv 內容目錄 ．．．．．．．．．．．．．．．．．．．．． v 表

目錄　　．．．．．．．．．．．．．．．．．．．．． vii 圖目錄　　．．．．．．．．．．．．．．．．．．．．．

ix 第一章　　緒論．．．．．．．．．．．．．．．．．．． 1 　　第一節　　研究背景與動機．．．．．．．．．．．

． 1 　　第二節　　研究目的．．．．．．．．．．．．．．． 3 第三節　　研究流程．．．．．．．．．．．．．．．

4 第二章　　文獻探討．．．．．．．．．．．．．．．．． 6 　　第一節　　服務品質．．．．．．．．．．．．．．

． 6 　　第二節　　知覺價值．．．．．．．．．．．．．．．． 11 　　第三節　　顧客滿意度．．．．．．．．．．

．．．．．． 13 　　第四節　　購買意圖．．．．．．．．．．．．．．．． 16 　　第五節　　變項間之關係．．．．

．．．．．．．．． 18 第三章　　研究方法．．．．．．．．．．．．．．．．． 23 　　第一節　　研究架構．．．．

．．．．．．．．．．． 23 　　第二節　　研究假設．．．．．．．．．．．．．．． 24 第三節　　變項之操作性定義

與衡量．．．．．．．． 24 第四節　　樣本決定與抽樣方法．．．．．．．．．．． 33 第五節　　資料分析方法 33 第

四章　　資料分析結果．．．．．．．．．．．．．．． 39 第一節　　樣本敘述性統計分析．．．．．．．．．． 40 第

二節　　信度分析．．．．．．．．．．．．．．． 47 第三節　　效度分析．．．．．．．．．．．．．．． 49 第四節

　　獨立樣本T檢定和單因子變異數分析．．． 58 第五節　　各變項上之相關分析．．．．．．．．．． 73 第六節　　

結構方程式之建立與分析．．．．．．．． 76 第七節　　實證結果．．．．．．．．．．．．．．． 82 第五章　　結論

與建議．．．．．．．．．．．．．．．． 88 第一節　　研究結論．．．．．．．．．．．．．．． 88 第二節　　研究

意涵與建議．．．．．．．．．．．． 91 第三節　　研究限制．．．．．．．．．．．．．．． 96 第四節　　後續研究

之建議．．．．．．．．．．．． 97 參考文獻　．．．．．．．．．．．．．．．．．．．．． 98 附錄A　　問卷發放

繁體版．．．．．．．．．．．．．．．． 106 附錄B　　問卷發放簡體版．．．．．．．．．．．．．．．． 110 表目

錄 表 3- 1 服務品質衡量問項．．．．．．．．．．．．．．． 26 表 3- 2 知覺價值衡量問項．．．．．．．．．．．．．

．． 29 表 3- 3 顧客滿意度衡量問項．．．．．．．．．．．．．．．．． 31 表 3- 4 購買意圖衡量問項．．．．．．．．

．．．．．．． 32 表 4- 1 問卷回收率統計．．．．．．．．．．．．．．．． 39 表 4- 2 台灣地區樣本基本資料分析．．

．．．．．．．．． 43 表 4- 3 大陸地區樣本基本資料分析．．．．．．．．．．． 45 表 4- 4 兩岸地區各構面之信度分析

．．．．．．．．．．． 48 表 4- 5 台灣服務品質因素效度分析．．．．．．．．．．． 50 表 4- 6 台灣知覺價值因素效度

分析．．．．．．．．．．． 52 表 4- 7 台灣顧客滿意度因素效度分析．．．．．．．．．． 52 表 4- 8 台灣購買意圖因素

效度分析．．．．．．．．．．． 53 表 4- 9 大陸服務品質因素效度分析．．．．．．．．．．． 54 表 4- 10 大陸知覺價

值因素效度分析．．．．．．．．．．． 56 表 4- 11 大陸顧客滿意度因素效度分析．．．．．．．．．．． 56 表 4- 12 大

陸購買意圖因素效度分析．．．．．．．．．．． 57 表 4- 13 兩岸地區服務品質與各控制變數之差異分析．．． 59 表 4-

14 兩岸地區知覺價值與各控制變數之差異分析．．． 62 表 4- 15 兩岸地區顧客滿意度與各控制變數之差異分析．． 64 表

4- 16 兩岸地區購買意圖與各控制變數之差異分析．．． 68 表 4- 17 台灣地區各構面之各控制變數之Scheffe事後比較分析

．．．．．．．．．．．．．．．．．．．． 70 表 4- 18 大陸地區各構面之構控制變數之Scheffe事後比較分析．．．．．

．．．．．．．．．．．．．．． 72 表 4- 19 台灣地區之皮爾森相關分析表．．．．．．．．． 74 表 4- 20 大陸地區之皮

爾森相關分析表．．．．．．．．． 75 表 4- 21 台灣各構面間之AMOS分析．．．．．．．．．．． 76 表 4- 22 大陸各構



面間之AMOS分析．．．．．．．．．．． 77 表 4- 23 台灣整體模式配適標準．．．．．．．．．．．． 80 表 4- 24 大陸

整體模式配適標準．．．．．．．．．．．． 81 表 4- 25 兩岸結構模型之路徑分析．．．．．．．．．．． 85 表 4- 26 兩

岸結構模型之假說驗證表．．．．．．．．．． 86 圖目錄 圖 1- 1 研究流程．．．．．．．．．．．．．．．．．．．．

5 圖 3- 1 研究架構．．．．．．．．．．．．．．．．．．．． 23 圖 4-1 台灣整體模式研究分析．．．．．．．．．．．

．．． 78 圖 4-2 大陸整體模式研究分析．．．．．．．．．．．．．． 79

參考文獻

一、中文部分 1.方世榮(2004)，顧客涉入程度對服務品質與關係品質之干擾效果─以電腦賣場與內部商店為例，中山管理評論，12(4)

，755-794。 2.王昭雄，陳得發(2005)，直銷產業顧客滿意度與顧客忠誠度關係之研究-以人口特質、知覺價值及使用者類行為干擾變項，

交大管理學報，25(2)，57-87。 3.邱正皓(2008)，量化研究與統計分析:SPSS中文視窗資料分析範例與解析(第三版)，台北:五南 4.蕭文龍

，2007，多變量分析最佳入門實用書，台北:碁?]資訊。 二、英文部分 1.Ajzen Icek, Fishbein Martin. Attitudes and normative beliefs: factors

influencing behavioral intentions. J Pers Soc Psychol 1973;21:1–9. 2.Alexandris, K, Dimitriadis, N. & Markata, D. (2002). Can perceptions of

service quality predict behavioural intentions? An exploratory study in the hotel sector in Greece. Managing Service Quality, 12(4), 224-231.

3.Appiah-Adu, K. (1999), “Marketing effectiveness and customer retention in the service sector”,The Service Industries Journal, Vol. 19 No. 3,

pp. 26-41. 4.Baron, R. M. & Kenny, D. A. (1986). The moderator-mediator variable distinction in social psychological research: Conceptual,

strategic, and statistical considerations. Journal of Personality and Social psychology, 51, 1173-1182. 5.Bagozzi,R.P.,&Yi,Y.(1988). “On the

Evaluation of structural equation mdels.”Academy of Marketing Science 16(1),76-94. 6.Beardan. William O. and Jesse E Teel(1983) “Selected

Determainants of Consumer Satisfaction and Complaint Reports” Journal of Marketing Research.20 21-28. 7.Bitner, Mary Jo and Amy R.

Hubbert. (1994). “Encounter Satisfaction versus Overall Satisfaction Versus Quality.” Pp. 72–84 in Service Quality: New Directions in Theory

and Practice. Roland T. Rust and Richard L. Oliver (Eds.). New York: Sage Publications, Inc. 8.Buzzell, R.D. and Gale, B. (1987), The PIMS

Principles: Linking Strategy to Performance, The Free Press, New York, NY. 9.Bolton, Ruth N. and James H. Drew..(1994). “Linking Customer

Satisfaction to Service Operations and Behavioral Intentions.” Pp. 173–200 in Service Quality: New Directions in Theory and Practice.

10.Bojanic, D. C. (1996), “Consumer Perceptions of Price, Value and Satisfaction in the Hotel Industry: An Exploratory Study”, Journal of

Hospitality and Leisure Marketing, Vol. 4, No. 1, pp. 5-22. 11.Bolton, R.N.,& Lemon, K.N. (1999). A dynamic model of customers’ usage of

services: Usage as an antecedent and consequence of satisfaction. Journal of Marketing Research, 36, 171–186. 12.Cardozo, R. (1965). “An

Experimental Study of Customer Effort, Expectation and Satisfaction,” Journal of Marketing Research, 2: 244–249. 13.Caruana, A., Money,

A.H. & Berthon P.R. (2000). Service quality and satisfaction – the moderating role of value, European Journal of Marketing, 34(11/12),

1338-1352. 14.Carmen Barroso Castro、Enrique Mart?′n Armario 、David Mart?′n Ruiz(2004) “The influence of employee organizational

citizenship behavior on customer loyalty”Vol.15 No.1 15.Chen Yu-Hui, Barnes Stuart. Initial trust and online buyer behavior. Ind Manage Data

Syst 2007;107(1):21–36. 16.Cronin, J.J. & Taylor, S.A. (1992) Measuring service quality: a re-examination of extension. Journal of Marketing, 56,

pp. 55–68. 17.Cronin, J., Brady, M., Brand, R., Hightower, R. and Shemwell, D. (1997), “A cross-sectional test of the effect and

conceptualization of service value”, Journal of Services Marketing, Vol. 11 No. 6, pp. 375-91. 18.Cronin, J. J., Brady, M. K., & Hunt, T. M.

(2000). Assessing the effects of quality, value, and customer satisfaction on customer behavioral intentions in service environments. Journal of

Retailing, 76(2), 193–205. 19.Day,Ralph L(1977)”Toward a Process Model of Consumer Satisfaction “in Conceptualization and Meosuremen

of consumer Satisfaction/Dissarisfaction H. Keith Hunt ed.Cambridge. MA:SAI May,153-186. 20.Dawkins, P and F. Reichheld (1990), "Customer

Retention as a Competitive Weapon." Directors and Boards. 14(Summer),42-7. 21.Fornell, Claes. (1992). “A National Customer Satisfaction

Barometer: The Swedish Experience,”Journal of Marketing, 56: 1–18. 22.Foster, S. T. (2004). Managing Quality: An Integrative Approach.

New Jersey: Prentice Hall. 23.Gonroos, C. (1984). A service quality model and its market implications. European Journal of Marketing, 18(4),

36-44. 24.Greising, David (1994), "Quality: How to Make ll Pay." Business Week (August 8), 54 59 25..Halstead, Diane(1989) “Expectations and

Disconfirmation Beliefs as Predictors of Consumer Satisfaction .Repurchase Intention and Complaining Behavior: An Empirical Study”.

26.Heininen, K. (2004). Reconceptualizing customer perceived value: the value of time and place. Managing Service Quality, 14(2/3), 205-215

27.Hoyer WD, Brown SP (1990). Effects of Brand Awareness on Choice for a Common, Repeat-Purchase Product. J. Consum. Res., 17(2): 141-

148. 28.Hunt, H. Keith. (1977). “CS/D–Overview and Future Directions,” Pp. 7–23 in Conceptualization and Measurement of Consumer

Satisfaction and Dissatisfaction, H. Keith Hunt (Ed.). Cambridge, MA: Marketing Science Institute. 29.Iacobucci, D., Grayson, K.A. & Ostrom,

A.L. (1994) The calculus of service quality and consumer satisfaction: theoretical and empirical differentiation and integration. In T.A. Swartz, D.E.

Bowen & S.W. Brown (eds), Advances in Services Marketing and Management Vol 3 (pp. 1–68). Greenwich, CT: JAI Press. 30.J.JOSEPH

CRONIN, JR、MICHAEL K.BRADY、G. TOMAS M. HULT (2000)“Assessing the effects of quality, value, and customer satisfaction on

consumer behavioral intentions in service environments.” Volume 76(2) pp.193-218 31.Juwaheer, T. D. & Ross, D. L. (2003). A study of guest

perceptions in Mauritius. International Journal of Hospitality Management, 15(2), 105-115. 32.Johnston, J.F, (2006). Linking employee perceptions

of service climate to customer satisfaction. Personnel psychology Journal, 49(4), 831-852. 33.Keller KL (2003). Conceptualizing, measuring, and

managing customerbased brand equity. J. Mark., 57(1): 1–22. 34.Kirmani, A. and Baumgartner, H. (2000), “Reference Points Used in Quality

and Value Judgements”, Marketing Letters, Vol. 11, No. 4, pp. 299-310. 35.Liljander, V. and Strandvik, T. (1995), “The nature of customer



relationships in services”, in Swartz, T., Bowen, D. and Brown, S. (Eds), Advances in Services Marketing and Management, Vol. 4, JAI Press Inc.,

Greenwich, CT, pp. 141-67. 36.Loveman, G. (1998), “Employee satisfaction, customer loyalty, and financial performance: an empirical

examination of service profit chain in retail banking”, Journal of Service Research, Vol. 1, August, pp. 18-31 37.Monre,K.B.,&

Krishnan,R.(1985).The Effect of Price on Subjective Product Evaluation, In Perceived Quality: How Consumers view Stores and

Merchandise,209-232. Lexington, Massachusetts: Lexington Books. 38.Monroe, K. (1990), Pricing: Making Profitable Decisions,McGraw-Hill,

New York, NY. 39.Nedungad P (1990). Recall and Consumer Consideration Sets: Influencing Choice without Altering Brand Evaluations. J.

Consumer Res., 17(3): 263-276. 40.Nek Kamal Yeop Yunus, Azman Ismail,Zubrina Ranee Juga,Salomawati Ishak(2009)“SERVICE QUALITY

DIMENSIONS, PERCEIVE VALUE AND CUSTOMER SATISFACTION:ABC RELATIONSHIP MODEL TESTING” IBEJ Vol.2 Issue

No.1 41.Oh, H., 2000. Diners’ perception of quality, value, and satisfaction: a practical viewpoint. Cornell Hotel and Restaurant Administration

Quarterly 41 (3), 58–66. 42.Oliver, Richard L. (1977). “Effect of Expectation and Disconfirmation on Post-Expense Product Evaluations: An

Alternative Interpretation,” Journal of Applied Psychology, 62: 480–486. 43.Oliver. (1980). “A Cognitive Model of the Antecedents and

Consequences of Satisfaction Decisions,” Journal of Marketing Research, 17 (November): 460–469. 44.Oliver, R. L., & DeSarbo,W. S. (1988).

Response determinants in satisfaction judgments. Journal of Consumer Research, 14, 495–508. 45.Oliver .and John E. Swan. (1989). “Consumer

Perceptions of Interpersonal Equity and Satisfaction in Transactions: A Field Survey Approach,” Journal of Marketing, 53 (April): 21–35.

46.Oliver. (1997). Satisfaction: A Behavioral Perspective on the Consumer. New York: McGraw–Hill. 47.Olshavsky, Richard W. and John A.

Miller. (1972). “Consumer Expectations, Product Performance and Perceived Product Quality,“ Journal of Marketing Research, 9 (February): 19

–21. 48.Olson, Jerry C. and Philip Dover. (1979). “Disconfirmation of Consumer Expectations Through Product Trial,” Journal of Applied

Psychology, 64 (April): 179–189. 49.Pantzalis, I. (1995), Exclusivity Strategies in Pricing and Brand Extension, Unpublished Doctoral Dissertation,

AZ, University of Arizona. 50.Parasuraman, A., Zeithaml, V. A. & Berry, L. L, (1985). A conceptual model of service quality and its implication for

future research. Journal of Marketing, No.49, 41-50. 51.Parasuraman, A., Zeithaml, V. A. & Berry, L. L. (1988). SERVQUAL: A multiple-item

scale for measuring consumer perceptions of service quality. Journal of Retailing, 64(1), 12-40. Sekaran, U. (2000). Research methods for business:

A skill building approach. New York: John Wiley & Sons, Inc. 52.Qu, H., 1997. Determinant factors and choice intention for Chinese restaurant

dining: a multivariate approach. Journal of Restaurant and Foodservice Marketing 2 (2), 35–49. 53.Ranaweera, C., Prabhu, J., 2003. On the

relative importance of customer satisfaction and trust as determinants of customer retention and positive word of mouth. Journal of Targeting,

Measurement and Analysis for Marketing 12 (1), 82–90. 54.Radder L, Huang W (2008). High-involvement and low-involvement products. A

comparison of brand awareness among students at a South African university. J. Fashion Mark. Manage., 12(2): 232-243. 55.Reichheld, Frederick

and W. Earl Sas.ser, Jr.(1990), "Zero Defec-tions: Quality Comes to Services," Harvard Business Review,68 (September/October). 105-11.

56.Rust, Roland T. and Richard L. Oliver. (1994). “Service Quality: Insights and Managerial Implications from the Frontier.” Pp. 1–19 in

Service Quality: New Directions in Theory and Practice. Roland T. Rust and Richard L. Oliver (Eds.). New York: Sage Publications, Inc. 57.Rust,

R. and Zahorik, A. (1993), “Customer satisfaction, customer retention and market shared”,Journal of Retailing, Vol. 69 No. 2, pp. 193-215.

58.Shemwell, D.J., Yavas, U. & Bilgin Z. (1998). Customer-service provider relationships: an empirical test of a model of service quality, satisfaction

and relationship oriented outcome. International Journal of Service Industry Management, 9, 155-168. 59.Schmitt BH, Geus B (2006). Are brands

forever? How brand knowledge and relationships affect current and future purchases. J. Prod. Brand Manage., 15(2): 98-105. 60.Solomon, M. R.

(1994), Consumer Behavior, 2nd ed., Boston, MA: Allyn and Bacon. 61.Storbacka, K., Strandvik, T. and Gro�nroos, C. (1994), “Managing

customer relationships for profit”, International Journal of Service Industry Management, Vol. 5 No. 5, pp. 21-8. 62.Sureshchandar, G.S. (2000). 

“Development of a framework for total quality service – the case of banks in India”. Unpublished doctoral dissertation, Indian Institute of

Technology Madras.. 63.Sureshchandar, G.S., Rajendran, C. & Anantharaman, R. N. (2002). The relationship between service quality and

customer satisfaction – a factor specific approach. Journal of Services Marketing, 16(4), 363-379. 64.Varadarajan PR, Menon A (1988). Cause

related marketing: a coalignment of marketing strategy and corporate philanthropy. J. Mark., 52(3): 58-74. 65.Varki, S. & Colgate, M. (2001). The

role of price perceptions in an integrated model of behavioural intentions. Journal of Service Research, 3(3), 232-40. 66.Walker, R. H., Johnson,

L.W. & Leonard, S. (2006). Re-thinking the conceptualization of customer value and service quality within the service-profit chain. Managing

Service Quality, 16(1), 23-36. 67.Westbrook, Robert A. and Richard L. Oliver. (1991). “The Dimensionality of Consumption Emotion Patterns

and Consumer Satisfaction,” Journal of Consumer Research, 18 (June): 84–91. 68.Weiss, R., 2003. The relationship between restaurant

attributes satisfaction and return intent in U.S. theme restaurants. Unpublished Master’s Thesis. University of Nevada, Las Vegas, United States.

69.Wong, A & Sohal, A, (2003). Sevice quality and customer loyalty perspectives on two levels of retail relationships, Journal of service marketing,

17(5), 495-513. 70.Yoo Boonghee, Donthu Naveen. Developing a scale to measure the perceived quality of an Internet shopping site (SITEQUAL).

Q J Electr Commer 2001;2(1):31–46. 71.Yuksel, A., Yuksel, F., 2002. Measurement of tourist satisfaction with restaurant services: a

segment-based approach. Journal of Vacation Marketing 9 (1), 52–68. 72.Zeithaml, V., Berry, L. and Parasuraman, A. (1996), “The behavioral

consequences of service quality”, Journal of Marketing, Vol. 60, pp. 31-46. 73.Zeithaml, V. A. (1988). Consumer perceptions of price, quality, and

value: a means-end model and synthesis of evidence. Journal of Marketing, 52, 2-22 74.Zeithami. Valarie A., A. Parasuraman. and Leonard L.

Berry(1990). Delivering Quality Service: Balancing Customer Perceptionsand Expectations. New York: The Free Press. 75.Zhang Xiaoni, Prybutok

Victor R, Strutton David. Modeling influences on impulse purchasing behaviors during online marketing transactions. J Mark Theory Pract

2007;15(1):79–89. 76.Zhaohua Deng, Yaobin Lua, Kwok Kee Wei, Jinlong Zhang (2010)” Understanding customer satisfaction and loyalty: An



empirical study of mobile instant messages in China”,International Journal of Information Management,Vol. 30, pp. 289–300.


