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摘 要

日新月異的科技潮流活化了資訊傳遞，加上媒體廣告的推波助瀾，人們顯然對化妝品的依存度不斷往上攀升，更因科技的

發達與經濟活動的活絡，使得化妝品產業規模逐年增加。韓國透過韓劇和流行音樂的成功輸出，以及韓國政府以政策帶動

美妝產業的成長，使其在國際美妝舞台的地位快速竄升，獲得全球的矚目與優質的評價。近年來在台灣市場上，不論是百

貨公司的專櫃，或是處處可見的開架式美妝店、大賣場、電視購物台，甚至是網路美妝店舖，皆可見到這股韓流旋風強勢

影響著消費者的購物意向。本研究即以韓國化妝品為探討主題，研究服務品質、品牌形象、關係品質與關係承諾間之關聯

。本研究有效回收問卷共398份，並以統計軟體SPSS與Amos為工具，進行實證及統計之分析。根據研究結果，發現服務品

質、品牌形象、關係品質與關係承諾間具有顯著正向影響。本研究對於探討主題所獲得之結論、建議與限制均有更進一步

探討，並期許將此研究結果提供給化妝品產業與後續研究者作為參考。

關鍵詞 : 服務品質、品牌形象、關係品質、關係承諾

目錄

內容目錄 中文摘要　．．．．．．．．．．．．．．．．．．．．．． iii 英文摘要　．．．．．．．．．．．．．．．

．．．．．．． iv 致謝辭　 ．．．．．．．．．．．．．．．．．．．．．． v 內容目錄　．．．．．．．．．．．．

．．．．．．．．．． vi 表目錄　　．．．．．．．．．．．．．．．．．．．．．． viii 圖目錄　　．．．．．．．．

．．．．．．．．．．．．．． x 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．．．．．．．．．．．．．．．． 4 第二章　　文獻探討．．．．．．．．．．．．．．．．．． 6 　　第一

節　　服務品質．．．．．．．．．．．．．．．． 6 　　第二節　　品牌形象．．．．．．．．．．．．．．．． 15 

　　第三節　　關係品質．．．．．．．．．．．．．．．． 22 　　第四節　　關係承諾．．．．．．．．．． ．．．

．． 28 第五節　　文獻綜合評論．．．．．．．．．． ．． 33 第三章　　研究方法．．．．．．．．．．．．．．．．

．． 35 第一節　　研究架構．．．．．．．．．．．．．．．． 35 　　第二節　　研究假設．．．．．．．．．．．．

．．．． 36 　　第三節　　研究變數與衡量工具．．．．．．．．．．． 40 　　第四節　　問卷設計．．．．．．．．

．．．．．．．． 43 　　第五節　　抽樣設計．．．．．．．．．．．．．．．． 46 　　第六節　　資料分析方法．．

．．．．．．．．．．．． 47 第四章　　研究結果與分析．．．．．．．．．．．．．．． 50 第一節　　基本資料分析

．．．．．．．．．．．．．． 50 第二節　　信度與效度分析．．．．．．．．．．．．． 53 第三節　　差異性檢定．

．．．．．．．．．．．．． 62 第四節　　相關分析．．．．．．．．．．．．．．．． 72 第五節　　結構模型與研究

假說驗證．．．．．．．．． 74 第五章　　結論與建議．．．．．．．．．．．．．．．．． 79 第一節　　研究結論．

．．．．．．．．．．．．．．． 79 第二節　　研究建議．．．．．．．．．．．．．．．． 84 第三節　　管理意涵．

．．．．．．．．．．．．．．． 85 第四節　　研究限制與未來研究之建議．．．．．．．． 88 參考文獻　．．．．．

．．．．．．．．．．．．．．． 90 附錄─問卷．．．．．．．．．．．．．．．．．．．．．． 108 表目錄 表 2-1 服

務品質之定義彙整表．．．．．．．．．． ． 8 表 2-2 服務品質之衡量構面．．．．．．．．．．．． ． 9 表 2-3 PZB理

論之服務品質量表．．．．．．．．．．．． 12 表 2-4 品牌形象之定義彙整表．．．．．．．．．．．． 17 表 2-5 關係

品質之定義彙整表．．．．．．．．．．．．． 23 表 2-6 關係品質之衡量構面．．．．．．．．．．．．．．．．． 26 

表 2-7 關係承諾之定義彙整表．．．．．．．．．．．．．． 29 表 2-8 關係承諾之衡量構面．．．．．．．．．．．．．

．．．． 30 表 3-1 問卷衡量問項內容．．．．．．．．．．．．．．．． 44 表 4-1 問卷發放及回收狀況表．．．．．．

．．．．．．．． 51 表 4-2 描述性統計分析表．．．．．．．．．．．．．．．． 51 表 4-3 各構念信度分析表．．．．

．．．．．．．．．．．． 54 表 4-4 服務品質驗證性因素分析表．．．．．．．．．．．． 55 表 4-5 品牌形象驗證性因

素分析表．．．．．．．．．．．． 58 表 4-6 關係品質驗證性因素分析表．．．．．．．．．．．． 59 表 4-7 關係承諾

驗證性因素分析表．．．．．．．．．．．． 61 表 4-8 AVE 區別效度分析表．．．．．．．．．．．．．．． 62 表 4-9 

性別對各構念之獨立樣本t檢定分析表．．．．．．．． 63 表 4-10 不同年齡層之平均數差異分析表．．．．．．．．．．

65 表 4-11 不同學歷之平均數差異分析表．．．．．．．．．．． 67 表 4-12 不同職業之平均數差異分析表．．．．．．

．．．．． 68 表 4-13 不同月所得之平均數差異分析表．．．．．．．．．． 70 表 4-14 人口統計變項之差異分析總表．

．．．．．．．．．． 72 表 4-15 相關分析表．．．．．．．．．．．．．．．．．．． 73 表 4-16 整體模型配適度指標



檢核表．．．．．．．．．．． 75 表 4-17 整體理論模式結果．．．．．．．．．．．．．．．．．．． 77 表 4-18 各構

念對購買意願影響之效果．．．．．．．．．．．．． 78 表 5-1 研究假設檢定結果彙整表．．．．．．．．．．．．．

84 圖目錄 圖 1-1 研究流程圖．．．．．．．．．．．．．．．．．． 5 圖 2-1 階級式服務品質架構．．．．．．．．．．

．．．． 14 圖 2-2 品牌形象三要素．．．．．．．．．．．．．．．． 19 圖 2-3 關係品質模式．．．．．．．．．．．

．．．．．． 27 圖 2-4 承諾信任理論．．．．．．．．．．．．．．．．． 32 圖 3-1 研究架構圖．．．．．．．．．．

．．．．．．．． 36 圖 4-1 整體模型配適度．．．．．．．．．．．．．．．．． 76

參考文獻

一、中文部分 吳奇為、劉忠陽、徐也翔(2008)，新聞網站服務品質及品牌形象之研究，資訊社會研究，15，153-180。 吳勇德(2002)，關

係行銷方式對顧客忠誠度的影響—以資訊教育業為例。國立台灣科技大學管理研究所碩士論文。 周逸衡、凌儀玲譯(2007)，服務業行銷(

六版)。台北:華泰文化。 林耀南(2010)，服務品質、體驗價值、關係品質與顧客忠誠度關係之研究，復興崗學報，99，103-124。 邱志

益(2006)，服務品質與關係品質對績效影響之研究－以定期海運業為例，國立成功大學交通管理科學研究所。 侯政男、蔡宗哲、陳欣

欣(2011)，軟實力下的新亞洲文化貼近性與現代性:韓國電視戲劇在東亞地區觀眾之接受因素探究，人文與社會學報，2(8)，115-142。 陳

寬裕、王正華(2010)，結構方程模型分析實務AMOS的運用，台北:五南圖書。 陳慶樑、林松輝(2004)，零售管理:連鎖店鋪之理論實務與

技術，高立出版社，台北。 陳淑慧(2002)，通路衝突對連鎖體系關係品質影響之研究，國立高雄第一科技大學行銷與流通管理系碩士論

文未出版之。 許英傑、黃慧玲(2003)，零售品牌傳遞消費價值，TCFA台灣連鎖暨加盟協會: http://www.tcfa.org.tw。 張景堯(2011)，網路

購物之顧客關係管理、服務品質與品牌形象認知關聯性之研究，國立彰化師範大學商業教育學系碩士論文。 張詩偉(2007)，品牌形象、

品牌關係品質、顧客關係品質、涉入程度與品牌態度關係之研究—以名牌精品為例，天主教輔仁大學心理研究所碩士論文。 郭亭

亞(2010)，品牌形象、服務品質和顧客滿意度關係之研究-以Q珠寶店為例，育達科大學報，25，57-78。 黃芳銘(2002)，結構方程模式理

論與應用，台北:五南。 黃逸甫(2004)，服務品質、價格、品牌形象與品牌個性對顧客滿意度之影響─以銀行業為例，廣告學研究，21

，53-80。 黃盈裕、黃識銘、董湘湘、陳泓欽(2010)，體驗行銷、知覺價值、信任、承諾、滿意度與顧客維繫之關係探討，第13屆科際整

合管理研討會，17-31。 蔡佳珊(2005)，定期海運業顧客忠誠度之研究－從海運承攬運送業之觀點，國立成功大學交通管理科學研究所碩

士論文。 蔡銀海、沈進成(2005)，顧客關係行銷對採購績效影響之研究-以景德藥廠為例，經營管理論叢第一屆管理與決策2005年學術研

討會特刊。 劉祥熹、涂登才、羅建昇(2010)，從關係價值與關係品質觀點探討品牌形象對消費者滿意度與忠誠度之影響－臺灣筆記型電

腦產業為例，管理學報，27(3)，225 -245 劉玉?]、陳伯儀、李雅君、張智鈞、彭思嘉(2011)，北京奧運贊助企業之品牌形象、廣告效果、

品牌權益及關係品質，大專體育學刊，13(4)，25 -33。 簡育民(2007)，以關係行銷為基礎探討品牌形象對顧客自發行為影響之研究-以銀

行業為例，國立台北科技大學商業自動化與管理研究所碩士論文。 蕭文龍(2009)，多變量分析最佳入門實用書。台北:碁?]資訊。 蕭至惠

、蔡進發、盧信豪(2011)，探討服務品質與顧客滿意度對顧客忠誠度的影響－以信任及關係承諾為中介變數，商管科技季刊，12(3)

，231-262。 羅建昇(2008)，台灣筆記型電腦品牌形象決定因素及其對消費者滿意度與忠誠度之影響－以關係品質與關係價值觀點之分析

，國立台北大學企業管理學系碩士論文。 二、英文部分 Aaker, D. A. (1991). A managing brand equity. New York: The Free Press. Aaker, D.

A. (1996). Building Strong Brand. New York: The Free Press. Agrawal, J., P. S. Richardson & Grimm, P. E. (1996). The Relationship Between

Warranty and Product Reliability. Journal of Consumer Affairs, 30(2), 421-443. Allen, N. J. & Meyer, J. P. (1990). The measurement and

antecedents of affective, continuance and normative commitment to the organization. Journal of Occupational Psychology, 63(1). Alrubaiee, Laith.

(2012). Exploring the Relationship between Ethical Sales Behavior, Relationship Quality, and Customer Loyalty. International Journal of

Marketing Studies, 4(1), 7-25. Ambler (1997). Brand development versus new product development: toward a process model of extension decisions.

The Journal of Product and Brand Management, 6(4), 222. American Marketing Association (1960). Marketing Definition: A Glossary of

Marketing Terms. Anderson, E. & Weitz, L. M. (1992). The use of pledges to build and sustain commitment in distribution channels. Journal of

Marketing Research, 29, 18-34. Anderson, E. W. & Sullivan, M. W. (1993). The antecedents and consequences of customer satisfaction for firms.

Marketing Science, 12(2), 125-143. Anderson, J. C. & Gerbing, D. G. (1988). Structural equation mod-eling in practice: a review and

recommended two-step approach. Psychological Bulletin, 103(May), 411-423. Andrew, J. D., Clayton, F. W. & Charles, P. D. (2002). The

relationship between counselor satisfaction and extrinsic job factors in state rehabilitation agencies. Rehabilition Counseling Bulletin, 45(4),

223-232. Bagozzi, R. P. & Yi, Y. (1988). On the evaluation for structural equation models. Journal of the Academy of Marketing Science, 16,

74-94. Barnes, J. G. (2001). Secrets of Customer Relationship Management: It’s all About How You Make Them Fell, Hardcover. McGraw-Hill

Inc. Baron, R. M. & D. A. Kenny (1986). The moderator-mediator variable distinction in social psychological research. Journal of Personality &

Social Psychology, 51(6), 1173-1182. Bauer, H. H., M. Grether & M. Leach (2002). Building customer relations over the Internet. Industrial

Marketing Management, 31, 155-163. Bejou, D. & Palmer, A. (1998). Service Failure and Loyalty; and Exploratory Empirical Study of Airline

Customers. Journal of Services Marketing, 12(1), 7-22. Bendapudi, N. & Berry, L. L. (1997). Clients’ motivations for maintaining relationships

with service providers. Journal of Retailing, 73(1), 15-38. Bentler, P. M. & Bonett, D. G. (1980). Significant tests and good-ness of fit in the analysis

of covariance structures. Psychologi-cal Bulletin, 88(3), 588-606. Bettencourt, Lance A. (1997). Customer Voluntary Performance: Customer as

Partners in Service Delivery. Journal of Retailing, 73(3), 383-406. Bhat, S. & Reddy, S. (1998). Symbolic and functional positioning of brands.

Journal of Consumer Marketing. 15(1), 32-44. Biel, A. L. (1992). How brand image drives brand equity. Journal of Advertising Research, 32(6),

6-12. Birgelen, M. V., M. Wetzels & K. D. Ruyter (1997). Commitment in Service Relationships: An Empirical Test of Its Antecedents and



Consequences, 3, 1255-1271. Bitner, Mary Jo. & Hubbert, Amy R. (1994). Encounter Satisfaction Versus Overall Satisfaction Versus Quality: The

Customer’s Voice. In Service Quality: New Directions in Theory and Practice. Eds. Roland T. Rust and Richard L. Oliver. Thousand Oaks. CA:

Sage. Brady, M. K. & Cronin, J. J. Jr. (2001). Some New Thoughts on Conceptualizing Perceived Service Quality: A Hierarchical Approach.

Journal of Marketing, 65(3), 34-49. Brown, HS., Pag?鴨, JA. & Bastida, E. (2005). The impact of diabetes on employment: genetic IVs in a

bivariate probbit. Health Econ; 14, 537-544. Brown, T. J., Barry, T. E., Dacin, P. A. & Gunst, R. F. (2005). Spreading the word:Investigating

antecedents of consumers’ positive word-of-mouth intentions and behaviors in a retailing context. Journal of the Academy of Marketing Science,

33(2), 123-138. Browne, M. W. & Cudeck, R. (1993). Alternative ways of assessing model fit. In Bollen, K. A. & Long, J. S. (Eds.). Testing structural

equation models, 136-162. Newsbury Park, CA: Sage. Caceres, C. R. & Paparoidamis, G. N. (2007). Service quality, relationship satisfaction, trust,

commitment and business-to-business loyalty. European Journal of Marketing, 41(7), 13-18. Chaudhuri, A. & Holbrook, M. B. (2001). The Chain

of Effects from Brand Trust and Brand Affect to Brand Performance: The Role of Brand Loyalty. Journal of Marketing, Chicago, 65(4), 81-94.

Chernatony, L. De. & G. McWilliam (1989). Branding Terminology – The Real Debate. Marketing Intelligence & Planning, 7, 29-32. Churchill,

G. A. Jr. & Suprenant, C. (1982). An Investigation into the Determinants of Consumer Satisfaction. Journal of Marketing Research, 19, 491-504.

Cooper, D. R. & C. W. Emory (1995). Business Research Method, Chicago: Richard D. Irwin. Cravens, D. (1995). Introduction to the special issue

on relationship marketing. Journal of the Academy of Marketing Science, 23, 235. Cronbach, L. J. (1951). Coefficient alpha and the internal

structure of tests. Psychometrika, 16, 297-334. Cronin, J. J. & S. Taylor (1992). Measuring Service Quality: A Reexamination and Extension.

Journal of Marketing, 56, 55-68. Crosby, L. A., Evans, K. R. & Cowles, D. (1990). Relationship quality in services selling, An interpersonal

influence perspective. Journal of Marketing, 54(7), 68-82. Cuieford, J. P. (1965). Fundamental Statistics in Psychology and Education (4th ed.). New

York: McGraw Hill. Dabholkar, P. C., Thorpe, D. I. & Rentz, J. O. (1996). A measure of service quality for retail stores. Journal of the Academy of

Marketing Sicence. David Haigh & Jonathan Knowles (2004). How to define your brand and determine its value. Davis-Sramek, B., Droge, C.,

Mentzer, John T. & Myers, Matthew B. (2009). Creating commitment and loyalty behavior among retailers: what are the roles of service quality

and satisfaction? Journal of the Academy of Marketing Science, 37(4), 40-454. De Wulf, K., Odekerken-Schroder, G. & Lacobucci, D. (2001).

Investment in consumer relationships: a cross-country and cross-industry exploration. Journal of Marketing, 65(4), 33-50. Dhar, S. K. & S. J. Hock

(1997). Why Store Brand Penetration Varies by Retailer. Marketing Science, 16(3), 208-227. Dickens, P. (1996). Human services as service

industries. The Service Industries Journal, 16(1), 82. Dobni, D. (1990). In Search of Brand Image: A Foundation Analysis. Advances in Consumer

Research, 17, 110-119. Dorsch, M. J. Swanson, S. R. & Kelley, S. W. (1998). The role of relationship quality in stratification of vendors as

perceived by customers. Journal of the academy of Marketing Science, 26(2), 128-142. Dwyer, R. F., Schurr, P. H. & Oh, S. (1987). Developing

Buyer-Seller Relationships. Journal of Marketing, 51(2), 11-27. Esmailpour, M., Zadeh, Manije Bahraini & Hoseini, Effat Haji. (2012). The

Influence of Service Quality on Customer Satisfaction: Customers of Boushehr Bank Sepah as a Case Study. Interdisciplinary Journal of

Contemporary Research in Business. 3(9), 1149-1159. Farquhar, P. H. (1989). Managing Brand Equity. Marketing Research, 1(3), 24-33. Fornell,

C. & Larcker, D. (1981). Evaluating structural equation models with unobservable variables and measurement errors. Journal of Marketing

Research, 18(1), 39-50. Fournier, S. (1998). Consumers and their brands: Developing relationship theory in consumer research. Journal of

Customer Research, 24(4), 343-373. Fullerton, Gordon (2003). When Does Commitment Lead to Loyalty? Journal of Service Research, 5(4),

333-344. Fullerton, G. (2005). The service quality–loyalty relationship in retail services: Does commitment matter? Journal of Relating and

Consumer Service, 12(2), 99-111. Garbarino, E. & Johnson, M. S. (1999). The different roles of satisfaction, trust, and commitment in customer

relationships. Journal of Marketing, 63, 70-87. Ganesan, S., Brown, S., Mariadoss, B. J. & Ho, H. (2010). Buffering and amplifying effects of

relationship commitment in business-to-business relationships. Journal of Marketing Research, 47(2), 128-125. Garvin, D. A. (1984). What Does

Product Quality Really Mean. Sloan Management Review, 26(1). Geller, Lois (1997). Customer Retention Begins with the Basics. Direct

Marketing, 60(5), 58-62. Gronroos, C. (1982). An Applied Service Marketing Theory. European Journal of Marketing, 16(7), 30-41. Gummeson, E.

(1987). Implementation requires a relationship marketing paradigm. Academy of Marketing Science, 26(3), 242-249. Gustafsson, A., Johnson, M. &

Roos, I. (2005). The effects of customer satisfaction, relationship commitment dimensions, and triggers on customer retention. Journal of

Marketing. Hair, J. F., Anderson, R. E., Tatham, R. L. & Black, W. C. (1998). Multivariate data analysis (5th ed.). Upper Saddle River, New

Jersey: Prentice-Hall International. Haigh, D. & Knowles, J. (2004). How to define your brand and determine its value. Marketing Management,

May/June, 22-28. Hanlon, P. (2006). Create Zealots for Your Brand, Your Company, and Your Feature. CO: The Free Press of Simon & Schuster

Inc. Hennig-Thurau, Thorsten & Alexander Klee (1997). The Impact of Customer Satisfaction and Relationship Quality on Customer Retention:

A Critical Reassessment and Model Development. Psychology and Marketing, 14(8), 764-797. Heskett, J. L., Jones, T. O., Loveman, G. W., Jr

Sasser, W. E. & Schlesinger, L. A. (1994). Puttig the Service-Profit Chain toWork. Harvard Bussiness Review, Mar./Apr., 164-174. Hocutt, M. A.

(1998). Relationship Dissolution Model: Antecedents of Relationship Commitment and the Likelihood of Rissolving a Relationship. International

Journal of Service Industry Management, 9(2), 189-200. Hong, S. C. & Goo, J. J. (2004). A causal model of customer loyalty in professional service

firms: An empirical study. International Journal of Management, 21(4), 531-540. Juran, J. M. (1986). A Universal Approach to Managing for

Quality. Quality Progress, 19(8), 19-24. Kapferer, J. N. (1992). Strategic brand management: New approaches to creating and evaluating brand

equity. New York: The Free Press. Keaveney, Susan M. (1995). Customer Switching Behavior in Service Industries: An Exploratory Study. Journal

of Marketing, 59(4), 71-82. Keegan, Warren J., Sandra E. Moriarty and Thomas R. Duncan, (1995). Marketing, Englewood Cliffs. NJ: Prentice

Hall. Keller, K. L. (1993). Conceptualizing, Measuring and Managing Customer-Based Brand Equity. Journal of Marketing, 57, 1-22. Keller, K. L.



(2001). Building Customer-Based Brand Equity. Marketing Management, 10(2), 14-19. Kelly, S. W. & Davis (1994). Antecedents to Customer

Expectations for 62 Service Recovery. Journal of Academy of Marketing Science, 22(1), 52-61 Kim, K. & Frazier, G. L. (1997). Measurement of

distributor commitment in industrial channels of distribution. Journal of Business Research, 40(2), 139-154. Kim, W. G. & Cha, Y. (2002).

Antecedents and consequences of relationship quality in hotel industry. International Journal of Hospitality Management, 21, 321-338. Kotler, P. &

D. Gertner (2002). Country as Brand, Product, and Beyond: A Place Marketing and Brand Management Perspective. Journal of Brand

Management, 9(4/5), 249-261. Kotler, P. (1994). Marketing Management: Analysis, Planning, Implementation, and Control. Englewood Cliff.

New Jersey: Prentice-Hall, Inc. Kotler, Philip (1997). Marketing Management: Analysis, Planning, Implementation and Control. 9th ed.,

Prentice-Hall Inc., New Jersey. Kumar, N., Scheer, L. K. & Steenkamp, J. B. (1995). The effects of supplier fairness on vulnerable resellers. Journal

of Marketing Research, 32, 54-65. Lagace, R. R., Dahlstrom, R. & Gassenheimer, J. B. (1991). The relevance of ethical salesperson behavior on

relationship quality: The pharmaceutical industry. Journal of Personal Selling and Sales Management, 11(4), 39-47. Lee, Jae-Nam & Kim,

Young-Gul (1999). Effect of partnershipquality on IS outsourcing: Conceptual framework and empirical validation. Journal of Management

Information Systems, 15, 29-61. Lehtinen U. & Lehtinen J. R. (1982). Service Quality: A Study of Quality Dimensions, Unplished Working Paper,

Service Management Institute, Helsinki. Finland OY: Service Management Institute, 439-460. Leonidou , L. C., Talias, M. A. & Leonidou, C. N.

(2008). Exercised power as a driver of trust and commitment in cross-border industrial buyer–seller relationships. Industrial Marketing

Management, 37(1), 92–103. Leuthesser, L. (1997). Supplier relational behavior: Anempirical assessment. Industrial Marketing Management,

26(3), 245-254. Levitt, T. (1986). The Marketing Imagination. New York: The Press. Lewis, R. C. & Booms, B. H. (1983). The Marketing Aspects

of Service Quality, in Emerging Perspectives on Services Marketing. Chicago: American Marketing, 97-107. Liljander, D. & Strandvik, S. (1993).

Estimating zones of tolerance in perceived service quality and perceived service value. International Journal of Service Industry Management, 2(6),

23. Lovelock, C. & Wright L. (2002). Principles of Service Marketing and Management. 2E. Englewood Cliffs: Pretince-Hall Inc. Magid, J. M.,

Anthony D. Cox & Dena S. Cox (2006). Quantifying Brand Image: Empirical Evidence of Trademark Dilution. American Business Law Journal,

43(1), 1-42. Mariola, P. V. & Elena, D. B. (2005). Sales promotions effects on consumer based brand equity. International Journal of Market

Research. 47(2), 179-205. Martin, W. B. (1986). Defining What Quality Service Is for You. Cornell Hotel and Administration Quarterly, 26(4),

32-38. McDonald, R. P. & Ho, M. R. (2002). Principles and practice in re-porting structural equation analysis. Psychological Methods, 7, 64-82.

Mitra, A. (1993). Fundamentals of quality control and improvement. New York: Macmillan. Mohr, J. & Spekman, R. (1994). Characteristics of

partnership success: partnership attributes, communication behavior and conflict resolution techniques. Strategic Management Journal, 15 (2),

135-152. Moorman, C., G. Zaltnan & R. Deshpande (1992). Relationships Between Providers and Users of Marketing Research: The Dynamics of

Trust within and between organizations. Journal of Marketing Research, 29(8), 314-329. Morgan, R. M. & Hunt, S. D. (1994). The

commitment-trust theory of relationship marketing. Journal of Marketing, 58(3), 20-38. Mulaik, S. A., James, L. R., Altine, J. V., Lind, B. S. &

Stilwell, C. D. (1989). Evaluation of goodness-of-fit indices for structural equation models. Psychological Bulletin, 105(3). 430-445. Novak, Eric

(2002). Does satisfaction pay? Public Utilities Fortnightly, Arlington, 76(7), 34-39. Oliver, R. A. (1996). Satisfaction: A behavioral Perspective on

The Consumer. NY: McGraw-Hill. Parasuraman, A., Berry, Leonard L. & Zeithaml, Valarie A. (1988), Comminucation and Control Processes in

the Delivery of Service Quality. Journal of Marketing, 52(4), 35-48. Parasuraman, A., V. A. Zeithaml & L. L. Berry (1985). Problems and Strategic

in Services Marketing. Journal of Marketing, 49, 33-46. 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(4), 41-50. Parasuraman, A., Valarie A. Zeithaml & Leonard L. Berry

(1988). SERVQUAL: A Multiple-Item Scale for Measuring Consumer Perceptions of Service Quality. Journal of Retailing, 64(1), 12-40.

Parasuraman, A., Zeithaml, V. A. & Malhorta, A. (2005). E-S-QUAL: A multiple-item scale for assessing electronic service quality. Journal of

Service Research, 7(3), 213-233. Park, C. Whan, Bernard J. Jaworski & Deborah J. Maclnnis (1986). Strategic Brand Concept-Image Management,

Journal of Marketing, 50, 621-635. Pritchard, M. P., Havitz, M. E. & Howard, D. R. (1999). Analyzing the Commitment-Loyalty Link in Service

Context. Journal of the Academy of Marketing Science, 27(3), 333-48. Rauyruen, P. & Miller, K. E. (2007). Relationship quality as a predictor of

B2B customer loyalty. Journal of Business Research, 60, 21-31. Reichheld, F. F. & Sasser Jr, W. E. (1990). Zero Defections: Quality Comes to

Services. Harvard Business Review, 68(5), 105-111. Roberts, K., S. Varki. & R. Brodie (2003). Measuring the quality of relationships in consumer

services: an empirical study. European Journal of Marketing, 37(1/2), 169-196. Rodie, A. R. & Martin, C. L. (2001). Competing in the service

sector - The entrepreneurial challenge. International Journal of Entrepreneurial Behaviour & Research, 7(1), 5-21. Roloff, Michael E. & Gerald R.

Miller (1987). Interpersonal Processess: New Directions in Communication Research, 14. London: Sage Publications, Inc. Roth, M. S. (1995). The

Effects of Culture and Socioeconomics on the Performance of Global Brand Image Strategies. Journal of Marketing Research, 32(5), 163-175.

Ruyter, K., Moorman, L. & Lemmink, J. (2001). Antecedents of commitment and trust in customer-supplier relationships in high technology

markets. Industrial Marketing Management, 30(3), 271-286. Sasser, W. E., Olsen, R. P. & Wyckoff, D. D. (1978). Management of Service

Operations: Text, Cases and Readings. Boston: Allyn & Bacon. Scanzoni, J. (1979). Social Exchange and Behavior Interdependence. New York:

Academic Press. Scott, J. (1994). In proceedings of the Fifteenth International Conference on Information system, Vancouver. The measurement of

information system effectiveness: evaluating a measuring instrument, p.17. Sharma, N. P. G. Patterson (1999). The Impact of Communication

Effectiveness and Service Quality on Relationship Commitment in Consumer, Professional Services. The Journal of Services Marketing, 13(2),

151-1700. Sharma, N. & Patterson, P. G. (2000). Switching costs, alternative attractiveness and experiences as moderators of relationship

commitment in professional, consumer services. International Journal of Service Industry Management, 11(5), 470-490. Shapiro, C. (1983).



Premiums for high quality products as returns to reputation. Quarterly Journal of Economics, 98(11), 659 -679. Shemwell, D. J., U. Yavas & Z.

Bilgin (1998). Customer-Service Provider 120 Relationship: An Empirical Test of A Model of Service Quality, Satisfaction and

Relationship-Oriented Outcomes. International Journal of Service Industry Management, 9(2), 155-168. Shim. D. (2006). Hybridity and the rise of

Korean popular culture in Asia. Media, Culture & Society, 28(1): 25-44. Smith, B. (1998). Buyer-seller Relationship: Bonds, Relationship

Management, and Sex-Type. Canadian Journal of Administrative Sciences, 15(1), 76-92. Storbacka, K., Strandvik, T. & Gr?圢roos, C. (1994).

Managing customer relationships for profit: the dynamics of relationship quality. International Journal of Service Industry Management, 5(5),

21-38. Swan, J. E. & Combs, L. J. (1976). Product performance andconsumer satisfaction: A new concept. Journal of Marketing, 40(4), 26. Urban,

G. L., Sultan, F. & Qualls, W. J. (2000). Placing trust at the center of your internet strategy. Sloan Management Review, 42(1), 39-48. Verhoef, P.

C., Franses, P. H. & Hoekstra, J. C. (2002). The effect of Relational Constructs on Customer Referrals and Number of Services Purchased Form a

Multi service Provider: Does age of Relationship Matter? Journal of the Academy of Marketing Science, 30(3), 202-216.(b-5). Wakefield, Robin L.

(2001). Measuring Service Quality: A Reexamination and Extension. The CPA Journal, 8, 55-68. Wetzels, M., de Ruyter, K. & van Birgelen, M.

(1998). Marketing service relationships: The role of commitment. Journal of Business & Industrial Marketing, 13(4/5), 406–423. Whyte, W. H.

(1956). The Organization Man. Simon and Schuster, New York. Wilkie, W. (1986). Consumer Behavior. New York: John Wiley & Sons, Inc.

Wilson, D. T. & Mummalaneni, V. (1986). Bonding and commitment in buyer-seller relationships: A preliminary conceptualization. Industrial

Marketing & Purchasing, (3), 44-59. Wilson, D. T. (1995). An Integrated model of buyer-seller relationship, Journal of The Academy of marketing

Science, 23(4), 335-345. Wray, B., A. Palmer & D. Bejou (1994). Using neural network analysis to evaluate buyer-seller relationships. European

Journal of Marketing, 28-32. Zeithaml, V. A. (1981). How Consumer Evaluation Processes Differ Between Goods and Services, In The Marketing

of Services, Proceedings of the 1981 National Services Conference. Ed. J. Donnelly. Chicago: American Marketing Association, 186-190. Zeithaml,

V. A., Parasuraman, A. & Berry, L. L. (1996). The Behavioral Consequences of Service Quality. Journal of Marketing, 60(2), 31-46. Zimmer, M.

R. & Golden, L. L. (1988). Impressions of retail stores: a content analyses of consumer images. Journal of Retailing, 54(3), 265-91. Zeithaml,

Valarie A. (1988). Consumer Perceptions of Price, Quality and Value: A Means-End Model and Synthesis of Evidence. Journal of Marketing, 52(7),

2-22. Zimmerman, C. D. (1985). Quality: key to service productivity. Quality Progress, 6, 23-28.


