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ABSTRACT

For enterprises maintain their competitive advantage in the market, customer loyalty is an important issue. There are many factors

that affect customer loyalty. This research is trying to contribute to existing research, related to the constructs of service quality,

relationship quality and consumers’ perceived risks. Moreover, in consideration of developing and interflowing economics and

markets between China and Taiwan, this research will try to exam and hypothesize whether service quality, relationship quality and

consumers’ perceived risks have more specific influence on customer loyalty in shopping centers between both China and Taiwan

market. The data collected questionnaires in Taiwan and mainland China, the mainland released 400 copies, targeted on Shanghai

area, a total of 327 were returned, a 81.75% response rate; 100% valid questionnaires. Taiwan's total disbursements to 400 copies,

and a total of 365 were returned, the response rate was 91.25%, and 100% valid questionnaires. Through a literature review, data

analysis, the conclusion has found: First, the both sides of the shopping center service quality has a positive impact on the customer

relationship quality. Second, there was a positive impact within customer relationship quality on customer loyalty in both markets of

shopping centers. Third, there was a negative impact within customer relationship quality and customer perceived risk. Fourth, there

was no significant correlation on negative impact in terms of the perceived risk of cross-strait to customer loyalty relationship. Finally,

the service quality of the shopping center on both sides was not significantly related to customer satisfaction.

Keywords : service quality、relationship quality、perceived risk、loyalty

Table of Contents

中文摘要...........................................i 英文摘要...........................................ii 謝 辭...........................................iii 目 

錄...........................................iv 圖 目 錄.......................................... ix 表 目 錄...........................................x 第一章 緒論 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 第四節 研究範圍與對

象........................6 第二章 文獻探討 第一節 購物中心定義與現況....................7 一、 購物中心的定義........................7 二、 台

灣購物中心發展與現況................9 三、 上海地區購物中心發展與現況............11 第二節 服務品質..............................12 一、 

服務品質的定義與理論..................12 二、 服務品質及其衡量模型..................14 第三節 關係品質..............................16 一、 關

係品質的定義........................16 二、 關係品質的構面........................17 第四節 知覺風險..............................20 一、 知覺風險的

定義........................20 二、 知覺風險的構面........................21 第五節 顧客忠誠度............................23 一、 顧客忠誠度的定

義......................24 二、 顧客忠誠度之構面與衡量................25 第六節 變項間的關係探討......................26 一、 服務品質與關

係品質的關係..............26 二、 關係品質與顧客忠誠度的關係............27 三、 關係品質與知覺風險的關係..............28 四、 知

覺風險與顧客忠誠度的關係............29 五、 服務品質與顧客忠誠度的關係............29 第三章 研究方法 第一節 研究架

構..............................31 第二節 研究假設與推論........................32 第三節 研究變項之操作性定義與衡量............32 一、 服務品

質..............................33 二、 關係品質..............................34 三、 知覺風險..............................35 四、 顧客忠誠

度............................36 第四節 研究設計............................37 一、 問卷設計..............................37 二、 抽樣對象及方

法........................37 第五節 資料分析方法........................38 一、 描述性統計分析........................38 二、 信度分

析..............................38 三、 效度分析..............................39 四、 不同個人屬性在各變項之差異性分析......39 五、 皮爾森相關

係數 .......................39 六、 結構方程式之建立與分析................39 第四章 資料分析結果 第一節 描述性統計分

析........................42 一、 基本資料之描述性統計分析..............42 二、 各變項之描述性統計分析................50 第二節 信度分

析............................53 一、 兩岸地區「服務品質」之信度分析........53 二、 兩岸地區「關係品質」之信度分析........53 三、 

兩岸地區「知覺風險」之信度分析........53 四、 兩岸地區「顧客忠誠度」之信度分析......53 第三節 效度分

析..............................54 第四節 不同個人屬性在各變項之差異性分析......63 一、 兩岸地區服務品質與各控制變數之差異分

析63 二、 兩岸地區關係品質與各控制變數之差異分析69 三、 兩岸地區知覺風險與各控制變數之差異分析75 四、 兩岸地

區顧客忠誠度與各控制變數之差異分析 ....................................81 五、 各構念對各控制變數之Scheffe事後比較分

析......................................87 第五節 各變項上之相關分析....................92 第六節 結構方程式之建立與分析................93 一、 基

本配適標準..........................93 二、 整理模式配適標準......................96 三、 結構模式分析..........................97 第五章 結論與建

議 第一節 研究結論.............................101 一、 服務品質對關係品質有正向的影響關係(H1)......................................101 二、 關



係品質對顧客忠誠度具有正向的影響關係(H2)..................................101 三、 關係品質對知覺風險具有負向的影響關

係(H3)....................................101 四、 知覺風險對顧客忠誠度具有負向的影響關係 (H4) ................................102 五、 服務品質

對顧客忠誠度具有正向的影響關係 (H5) ................................102 第二節 研究意涵.............................102 一、 理論意

涵.............................102 二、 實務意涵與建議.......................104 第三節 研究限制.............................105 一、 研究樣本的適用

性.....................105 二、 研究結果的適用性.....................105 三、 時間的限制...........................106 第四節 未來研究建

議.........................106 一、 研究範圍.............................106 二、 研究變項.............................106 三、 研究方法設

計.........................107 參考文獻 中文部分...........................................106 英文部分...........................................111 附 錄 一、問

卷.....................................119 附 錄 二、問卷簡體版...............................124 圖目錄 圖1-1 研究流程圖...................................5 

圖2-1 Crosby et al.(1990)關係品質模式.............16 圖3-1 研究架構圖..................................31 圖4-1 大陸整體模式分

析............................95 圖4-2 台灣整體模式分析............................96 表目錄 表2-1 美國購物中心發展沿革.........................8 表2-2

台灣地區購物中心一覽表......................10 表3-1 服務品質問項................................33 表3-2 關係品質問項................................35

表3-3 知覺風險問項................................36 表3-4 顧客忠誠度問項..............................37 表4-1 兩岸樣本回

收................................41 表4-2 大陸地區基本資料之描述性統計................45 表4-3 台灣地區基本資料之描述性統

計................48 表4-4 大陸地區各變項之描述性統計..................52 表4-5 台灣地區各變項之描述性統計..................52 表4-6 兩

岸地區各構面分析後量表之信度分析表........54 表4-7 大陸地區服務品質因素效度分析表..............55 表4-8 台灣地區服務品質

因素效度分析表..............57 表4-9 大陸地區關係品質因素效度分析表..............59 表4-10 台灣地區關係品質因素效度分析

表..............59 表4-11 大陸地區知覺風險因素效度分析表..............60 表4-12 台灣地區知覺風險因素效度分析表..............61 

表4-13 大陸地區顧客忠誠度因素效度分析表............62 表4-14台灣地區顧客忠誠度因素效度分析表.............62 表4-15大陸地

區服務品質與各控制變數之差異分析.......64 表4-16 台灣地區服務品質與各控制變數之差異分析......66 表4-17 大陸地區關係

品質與各控制變數之差異分析......70 表4-18 台灣地區關係品質與各控制變數之差異分析......72 表4-19 大陸地區知覺風險與

各控制變數之差異分析......76 表4-20 台灣地區知覺風險與各控制變數之差異分析......78 表4-21 大陸地區顧客忠誠度與各控

制變數之差異分析....82 表4-22 台灣地區顧客忠誠度與各控制變數之差異分析....84 表4-23 大陸地區各構念對控制變數

之Scheffe事後比較分析......................87 表4-24 台灣地區各構念對控制變數之Scheffe 事後比較分析.....................90 表4-25 大

陸地區之皮爾森相關分析表..................92 表4-26 台灣地區之皮爾森相關分析表..................92 表4-27 大陸各構念間之AMOS

分析.....................94 表4-28 台灣各構念間之AMOS分析.....................95 表4-29 大陸整體模式配適標準........................97 表4-30

台灣整體模式配適標準........................97 表4-31 結構模式之路徑分析.........................100 表4-32 結構模式之假說驗證

表.......................100

REFERENCES

中文部分: 方世榮(2002)，關係價值、關係品質與忠誠度之探討--零售銀行業的實證研究；管理學報，第19卷，第6期。 方世榮、張嘉雯(

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，第12卷，第4期。 王完香，(2010)

，台灣零售商場發展演變。中華民國購物中心協會(2007a)。2007年 10月。檢索日期:2012年5月。網址:

http://www.scdc.org.tw/front/bin/home.phtml 中華徵信所，(1993)，流通革命-購物中心。 丘宏昌、林能白(2001)，以需求理論為基礎建

立之服務品質分類；管理學報，第18卷，第2期。 丘宏昌、張文華、謝依靜、楊淑鈞(2002)，網路上電子商務服務品質與消費者行為意

向之關係；中山管理評論，第10卷，第4期。 池文海、張書豪、林一為(2007)，銀行消費者信用貸款業務之顧客自發行為研究；經營管

理論叢，第3卷，第2期。 池文海、張書豪、楊朝堂(2007)，消費者購買成藥之顧客忠誠度探討；企業管理學報，第74卷。 朱成鋼

，(2000)，購物中心-上海零售商業新的發展熱點；上海商業，2000年，第11期。 李奇勳(2007)，知覺風險對消費者知覺價值之形成所扮

演角色的探討；管理學報，第24卷，第2期。 周文賢、魏諦芊、王馨葦(2004)，壽險業顧客關係品質模式之建立與實證分析，管理與系

統，第11卷，第2期。 林素吟(2005)，服務品質、滿意度與購買意圖關係之研究:層級干擾回歸分析之應用；管理評論，第24卷，第2期。

林義屏、董玉娟、李勇輝(2007)，顧客關係管理在網路銀行服務的應用:網站服務品質對顧客忠誠度的影響；交大管理評論，第27卷，

第1期。 范惟翔、莊立民、林忠勳(2006)，品牌聯想、知覺風險對企業主管購買意願之影響研究；經營管理論叢，第2卷，第2期。 祝道

松、洪晨桓(2009)，關係(Guanxi)與消費者購前知覺風險:主關專業知識之調節效果；台大管理論叢，第19卷，第2期。 徐村和、林凌

仲(2005)，應用模糊理論建立旅遊風險分析矩陣；中山管理評論，第13卷，第2期。 翁崇雄，(1999)，評量整體性服務品質之觀念性模式

；管理與系統，第六卷，第二期。 翁崇雄(2000)，服務品質評量模式之比較研究；中山管理評論，第8卷，第1期。 翁瑞宏、黃靖媛、邱

柏松(2008)，醫療服務業關係品質與關係利益對顧客忠誠度的影響；中山管理評論，第16卷，第3期。 郭德賓、周泰華、黃俊英(2000)，

服務業顧客滿意評量之重新檢測與驗證；中山管理評論，第8卷，第1期。 唐麗英、周繼文(1997)，服務品質量表構建程序之研究；交大

管理學報，第17卷，第3期。 陳澤義、張保隆、張宏生(2004)，台灣銀行業善因行銷、外部線索對服務品質、知覺風險與知覺價值之影

響關係研究；交大管理學報，第24卷，第2期。 張淑青(2004)，顧客滿意與信任對忠誠度影響之研究；管理學報，第21卷，第5期。 張贏

心(2006)，上海購物中心發展研究；華東師範大學商學院工商管理系碩士學位論文。 陶蓓麗、程瑞南(2006)，網路購物顧客價值對顧客關

係品質的影響之實證研究；中山管理評論，第14卷，第2期。 黃識銘、方世榮、楊舒蜜(2010)，品牌利益對品牌忠誠度之影響--品牌關係

品質與顧客關係品質的中介效果；管理與系統，第17卷，第3期。 黃識銘、余泰魁(2006)，關係連結與未來關係互動之研究-關係品質中

介效果；管理與系統，第13卷，第3期。 曾信超(2006)，服務品質、關係價值與關係品質對顧客忠誠度影響之研究；企業管理學報，



第71卷。 葉致中(1999)，跨世紀巨星大型購物中心，統立開發。 蔡東峻、李曉青(2005)，折扣比例、品牌形象和產品種類對消費者知覺

品質和知覺風險的影響；中山管理評論，第13卷，第1期。 蔡進發、蕭至惠、廖玉齡(2010)，線上拍賣產品知覺風險與降低風險策略之

研究；環境與管理研究，第11卷，第2期。 鄧景宜、黃麗霞、陳潤安、饒翊平(2007)，網路促銷中知覺時間壓力對消費者心理變數的影

響；管理與系統，第14卷，第3期。 劉宗哲、陳嘉旻(2006)，顧客忠誠與其前置變項之關係—以量販店為例；經營管理論叢，第2卷，

第2期。 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—台灣筆記型電腦

產業為例；管理學報，第27卷，第3期。 英文部分: Anderson, James C. and David W. Gerbing, (1988),”Structural Equation Modeling in

Practice: A Review and Recommended Two-Step Approach,” Psychological Bulletin, Vol. 103, No. 3, pp. 411-423. Anderson, J. and Narus, J.

(1990),“A model of Distributor Firm and Manufacturer Working Rrlationships,” Journal of Marketing, Vol. 54, No. 1, pp. 42-58. Anderson, E.

W., and M. W. Sullivan, (1993), “The Antecedents and Consequences of Customer Satisfaction for Firms,” Marketing Sciences, Vol. 12, No. 2,

pp. 12-143. Bauer, R. A. (1967), “Consumer Behavior as Risk Taking.” In D. F Cox (Ed.),Risk taking and Information Handling in Consumer

Behavior: 23-33. Boston, MA: Harvard University. Bloemer, J., K.de Ruyter & M. Wetzels (1999), “Linking Perceived Service Quality and

Service Loyalty: A Multi-Dimensional Perspective,” European Journal of Marketing, 33(11/12), pp.1082-1106. Bowen, John T., and Stowe

Shoemaker, (1998),”Loyalty: A Strategic Commitment,” Cornell Hotel and Restaurant Administration Quarterly, Vol. 39, No. 1, pp. 12-25.

Capon, N. and Burke, M. (1980),“Individual product class and task-related factors in consumer information processing,” Journal of Consumer

Research, Vol. 7, No. 3, pp. 314-326. Churchill G. A., and C. Suprenant. (1982). “An Investigation Into the Determinants of Customer

Satisfaction,” Journal of Marketing Research, 19, (November):491-504. Cox, D. F. (1963), “The Audience as Communicators,” in Toward

Scientific Marketing, Proceedings of the Winter Conference of the American Marketing Association, Stephen A. Greyser, ed. Chicago: American

Marketing Association, pp. 58-72. Cox, D. F. (1967), “Risk Handling in Consumer Behavior: An Intensive Study of Two Cases,” in D. F. Cox

(ed.), Risk Taking and Information Handling in Cosumer Behavior, Boston: Harverd University Press, pp. 34-81. Crosby, L. A., Evans, K. R., and

Cowles, D., (1990), “Relationship Quality in Services : An Interpersonal Influence Perspective”, Journal of Marketing Research, Vol. 54, No. 7,

68-81. Dawkins, P., and Reichheld, F., (1990), “Customer Retention as a Competitive Weapon”, Directors and Boards, Vol. 14, No. 4: 42-47.

Dick, A. S. and Basu, K.(1994), “Customer loyalty: Toward an integrated conceptual framework,” Journal of the Academy of Marketing

Science, Vol. 22, No. 2, pp. 99-113. Dowling, Grahame R. and Richard Staelin, (1994), “A Model of Perceived Risk and Intended Risk-handling

Activity,” Journal of Consumer Research, 21(fall), pp. 119-133. Engel, J. F., Blackwell R. D., & Kollat, D. T. (1978), Consumer Behavior 3rd ed.

Hinsdale, IL: Dryden. Frederick, F. R. and Sasser, W. Jr., (1996) “Zero Defections: Quality Comes to Services,” Harvard Business Review, Vol.

72, No. 2, pp. 57-69. Frederick, F. R. and Schefter, P.(2000), “E-loyalty,” Harvard Business Review, Vol. 78, No. 4, pp. 105-113. Fredericks, J.

O., and Salter, J. M., (1995), “Beyond Customer Satisfaction,” Management Review, Vol. 84, No. 5, pp. 29-32. Fornell, C. (1992), “A national

customer satisfaction barometer: The Swedish experience,” Journal of Marketing, Vol. 56, No. 1, pp. 6-22. Garbarino, E. and Johnson, M.S.,

(1999) “The Different Roles of Satisfaction, Trust, and Commitment in Customer Relationship,” Journal of Marketing, Vol.63, No. 2, pp. 70-87.

Garretson, J. A. and K. E. Clow, (1999), “The Influence of Coupon Face Value on Service Quality Expectation, Risk Perceptions and Purchase

Intentions in The Dental Industry,” The Journal of Service Marketing, 13(1), pp. 59-70. Gassenheimer, J.B., F.S. Houston & J.C. Davis, 1998,”

The role of economic value, social value, and perceptions of fairness in interorganizational relationship retention decisions,” Journal of Academy

of Marketing Science, Vol. 26, No. 4, pp. 322-337. Genzi, P. and Pelloni, O. (2004), “The impact of interpersonal relationships on customer

satisfaction and loyalty to the service provider,” International Journal of Service Industry Management, Vol. 15, No. 3/4, pp. 365-384. Griffin, J., 

“The Internet’s Expanding Role in Building Customer Loyalty,” Direct Marketing, Vol. 59, No. 7 pp. 50-54. Gronroos , Christian (1990), 

“Service Management and Marketing: Managing the Moments of Truth in Service Competition,” Lexington, Mass. : Lexington books.

Gronroos , Christian (2000), “Service Management and Marketing: A Customer Relationship Management Approach,” Chichester, New York:

Wiley. Gundlach, G. T., Achrol, R. S., and Mentzer, J. T., (1995) “The Structure of Commitment in Exchange,” Journal of Marketing, Vol. 59,

pp. 78-92. Henning-Thurau, T. and Klee, A., (1997), “The Impact of Customer Satisfaction and Relationship Quality andCustomer Retention”,

Psychology & Marketing, Vol. 14, No. 8, pp. 737-764. Henning-Thurau, T., (2000) “Relationship Quality and Customer Retention through

Strategic Communication of Customer Skills,” Journal of Marketing Management, Vol.16, No. 1-3, pp. 55-79. Hennig-Thurau, T., Gwinner, K.

P., and Gremler, D. D., (2002), “Understanding Relationship Marketing Outcomes: An Interation of Relational Benefits and Relationship

Quality,” Journal of Service , Research, Vol. 4, No. 3, pp. 230-247. Hepworth, M. and Mateus, P., (1994), “Connecting Customer Loyalty to the

Bottom Line,” Canadian Business Review, Vol. 21, No. 4, pp. 40-43. Heskett, J. L., T. O. Jones, G. W. Loveman, W. E. Sasser and L. A.

Schlesinger, (1994), “Putting the Service-Profit Chain to Work,” Haevard Business Review, Vol. 72, No. 2, pp. 164-174. Hoover, R. J., Green,

R. T. and Saegert, J. (1978), “A cross-national study of perceived risk,” Journal of Marketing, Vol. 42, No. 3, pp. 102-108. Jackson, B. B. (1989), 

“Winning and Keeping Industrial Customers: The Dynamic of Customer Relationship”, Lexington Books, Lexington, MA. Jacoby, J. and

Kyner, D. B., (1973), “Brand Loyalty vs. Repeat Purchasing Behavior,” Journal of Marketing Research, Vol. 10, No. 1, pp. 1-9. Javalgi, R. and

C. R. Moberg, (1997), “Service Loyalty: Implication for Service Providers,” The Journal of Services Marketing, Vol. 11, No. 3, pp. 165-179.

Jones, T. O. and Sasser, W. E. Jr.(1995), “Why satisfied customers defect,” Harvard Business Review, Vol. 73, No. 6, pp. 88-101. Jones, H. and

J. D. Farquhar. “Contact management and customer loyalty,” Journal of Financial Services Marketing, Vol. 8, No. 1, 2003, pp. 71-78.

Keaveney, S.M., (1995),“Customer Switching Behavior in Service Industries: An Exploratory Study,” Journal of Marketing, Vol.59, pp. 71-82.

Kotler, P. (1994), Marketing Management : Analysis, Planning Implementation and Control, 8 ed., Prentice-Hall, New York, p. 464. Kotler, P.,



(2000) Marketing Management: Analysis, Planning, Implementation and Contyol, 10th Ed., Englewood Cliffs, N.J., Prentice-Hall Inc. Kotler, P.,

(2003) Marketing Management, 11th Ed., Prentice-Hall Inc., Upper Saddle River, N.J. Kumar, N., Scheer, L. K., and Steenkamp, J. B.,(1995) 

“The Effects of Supplier Fairness on Vulnerable Resellers,” Journal of Marketing Research, Vol. 32, No. 3, pp. 54-65. Lagace, R. R.,

Dahlstrom, R., and Gassenheimer J. B., (1991) “The Relevance of Ethical Salesperson Behavior on on Relationship Quality: The Pharmaceutical

Industry,” Journal of Personal Selling and Sales Management, Vol. 11, No.4, pp. 39-47. Leuthesser, L. (1997), “Supplier relational behavior: An

empirical assessment,” Industrial Marketing Management, Vol. 26, No. 3, pp. 245-254. Lim, K. S. and Razzque, M, A., (1997), “Brand Loyalty

and Situational Effects: An Interactionist Perspective,” Journal of International Consumer Marketing, Vol. 9, No. 4, pp. 95-115. Mayer, R. C., J.

H. Davis and F. D. Schoorman (1995), “An Integrative Model of Organization Trust,” The Academy of Management Review, 20(3), pp.

709-734. Mcknight, D. H., Cummings, L. L., and Chervany, N. L., (1998) “Initial Trust Formation in New Organizational Relationships,”

Academy of Management Review, Vol. 23, No. 3, pp.473-490. Mittal, B. and W. M. Lassar. (1996), “The Role of Personalization in Service

Encounters”, Journal of Retailing, 72 (Spring): 95-109. Murray, K. B., and Schlacter, J. L. (1990), “The Impact of Services vs. Goods on

Consumers’ Assessment of Perceived Risk and Variability. Journal of the Academy of Marketing Science, 18(1), pp. 51-65. Oliver, R. L. (1981), 

“Measurement and Evaluation of Satisfaction Processes in Retailing Setting,” Journal of Retailing, Vol. 57 No. 3, pp. 25-48. Oliver, R. L.,

(1997), “Satisfaction: A Behavioral Perspective on the Consumer,” New York: McGraw-Hill Companies, Inc. Oliver, R. L. (1999), “Whence

consumer loyalty?” Journal of Marketing, Vol. 63, Special Issue, pp. 33-44. Parasuraman, A., Zeithaml, V. A. and Berry, L. L.,(1988), 

“SERVQUAL: A Multiple-item Scale for Measuring Consumer Perceptions of service quality”, Journal of Retailing, 64(1), pp. 12-40.

Parasuraman, A., Zeithaml, V. A. and Berry, L. L.,(1991), “Refinement and Reassessment of the SERVQUAL Scale,” Journal of Retailing, Vol.

67, No. 4. pp. 420-450. Parikh, D., (2005), “Measuring Retail Service Quality: An Empirical Study in a Developing Country,” South Asian

Journal of Management, 12(2), pp. 43-57. Pires, G., Stanton, J. and Eckford, A.(2004), “Influences on the perceived risk of purchasing online,”

Journal of Consumer Behaviour, Vol. 4, No. 2, pp. 118-131. Price, L. L. and Arnould, E. J. (1999), “Commerical friendships: Service

provider-client relationships in context,” Journal of Marketing, Vol. 63, No. 4, pp. 38-56. Pritchard, M. P., E. H. Mark & R. H. Dennis, (1999), 

“Analyzing the Commitment-Loyalty Linknin Service Contexts,” Journal of the Academy of Marketing Science, Vol. 27, No. 3, pp. 333-348.

Reeves, C. A., and D. A. Bednar, (1994), “Defining Quality: Alternatives And Implications,” Academy of Management Review, Vol. 19, No. 3,

pp. 419-445. Reichheld F. F., and W. E. Sasser, (1990), “Zero Defections: Quality Comes to Services,” Harvard Business Review, Vol. 68, No. 5,

pp. 105-110. Reichheld and Schefter, Phil.(2000), “E-loyalty: Your Secret Weapon on the Web”, Harvard Business Review, pp.105-113.

Roberts, K., Varki, S. and Brodie, R., (2003), “Measuring the quality of relationships in consumer service: An empirical study,” European

Journal of Marketing, Vol. 37, No. 1-2, pp. 169-196. Roloff, M. E. and Miller, G. R., (1987), Interpersonal Processes: New Directions in

Communication Research, Sage, London. Rust, R. T., and R. L. Oliver, (1994), “Service Quality: New Directions in Theory and Practice.

London: Sage. Selnes, F. (1993), “An Examination of the Effect of Product Performance on Brand Reputation, Satisfaction and Loyalty,”

European Journal of Marketing, 27(9), pp. 19-35. Smith, J. B., (1998a), “Buyer-Seller Relationships: Similarity, Relationship Management , and

Quality,” Psychology & Marketing, Vol. 13, No. 2, pp. 3-21. Smith, J. B., (1998b), “Buyer-Seller Relationships: Bonds Relationship

Management and Sex-Type,” Canadian Journal of Administrative Science, Vol. 15, No. 1, pp.76-92. Stone, R. N. and Gronhaug, K. (1993), 

“Perceived Risk: Further Considerations for the Marketing Discipline,” European Journal of Marketing, 27(3), pp. 39-50. Storbacka, K.,

Strandvik, T., and Gronroos, C., (1994) “Managing Customer Relationship for Profit: The Dynamics of Relationship Quality,” International

Journal of Service Industry Management, Vol. 5, No. 5, pp.21-38. Taylor, S. A., and J. J. Cronin Jr., (1994), “Modeling Patient Satisfaction and

Service Quality,” Journal of Health Care Marketing, Vol. 14, No. 1, pp. 34-44. Thomas, A. S., (1995), “After All You’ve Done For Your

Customer, Why Are They Still Not Happy?” Fortune, Vol. 139, No. 12, pp. 178-182. Wong, A., and Sohal, A., (2002) “Customers’

Perspectives on Service Quality and Relationship Quality in Retail Encounters,” Managing Service Quality, Vol. 12, No. 6, pp.424-433. Wong,

A., and Sohal, A., (2003) “Service Quality and Customer Loyality Perspectives on Two Levels of Retail Relationships,” Journal of Service

Marketing, Vol. 17, No. 4, pp.495-513. Woodruff, R. B., (1997), “Customer Value: The Next Source for Competitive Advantage,” Journal of the

Academy of Marketing Science, Vol. 25, No. 2, pp.139-153. Zaltman, G., & Wallendorf, M. (1983), “Consumer Behavior,” New York, NY:

Wiley. Zeithaml, V., (1981), “How Consumer Evaluation Processes Differ Between Goods and Services in Marketing of Service,” In Proceedings

of American Marketing Association. J. M. Donnelly and W. R. George, eds., American Marketing Association. Chicago: 186-190.


