Jobodobboobouobobooouobobooood
goougon

E-mail: 9607553@mail.dyu.edu.tw

g
gbooobgoobooboboobooboobooooboobooboobobboboobooboobobo
gbooobgoobooboobobooboobooboooobooboobooboboboboobooboobobo
gooobooboobobobooboobooobooooboobooboobobbobooboobooboobo
gboooboobobobobooboobgooscbgboobooboose2nbobooboooboooboooaon
gooobgolboobobooboobooboobooboobo2b00obobbobooboobooboboo
goooboobooboboobooboobooboboboboooboon

goo:obgoo,boo0bobbo,obo0,booo
oo

o000 oboobo0oobOob0ooogo0oboooo0bOooOoUooD wioboooOOobDOobooOUooOobobobooooo
good0OivOhOoOooooOoboooobobooooOoboobooOovOooooOoboOobOOoDODOobOooooDbOoo
go0odDoOovioOoooOooboooooooooooboooooobwiiOobOobOOO0ooOOobOoOobOOoDODbOo
gooobooobxxbooboobooooboobooboboboobDoob 10DbobDbobDboobooboobo
gooobooobo 1bobooboooboobooboobDoob0ooboob 3DbobobooboUoboobooboo
goooboboooo 3spooooooboooooobobooooobooboooboOosooboobobboboDobOoon
gbooobobooootbedbboboobOoUoOoobUObOOobOOobOobObOObOObD e OODUODLbOODOUDOOO
ooooboobooooob 4o0o0oooobooboobooboooobO0obbOOobO0 220bobb0OooDoDbOoOO
ooooboobooooobobo2eb0ob0obobobooboob0oooobobbOoODUbo 2zrobbooDobOoOO
gbooobooboboboboob 2rggbooboboobooboobobbooboobo 20b00oboO0nDO
gbooobooboobobooboobooboboboobooboobobboobbooboob cobobOonbo
gbooobooboobobobooboobosobobbobooboobobboobbooboobOoOo 20000
gbooobooboboboboobooboob sbbobooboobobobooboobDoobooboOo 40O
gboooboobobboboobuooboobob 4200b00b0obboobooboobooboboOoDbOg 42
oboooboobobbooboobuooboboooboo 4sbuobbobooboobobboboooboobOon
4000000000000 00DOO00DO0ODOODODOODEOODODOODODODObDOODOODOODODO
gbooeo0dDbO0ODbOO0ObOOOOODOO0ODO0ODbUODDOODbDOOMDUOODbODODDObDOODbDOODbOODbDODO
oooobesd0D0O0DOOODO0ODO0ODODODODOODbDO0ODbDO DA DDODODODDOODOODOO
oooobobos4b0BO0bOoobOobOboOobDOo0obOo0obOobDbOoboOo e CcOboDbooboDoobOoobo
goooboobgossuobobboobooobooobooboobobooobg 9o

goon

000000 0O000DOO00DOOO000O0OO000DO00ERo)O0DOO0OD2000ObO00D0ODODOO00ODODOOODOoOOO
goOoOoO0OO0O@EoogD2006 OO ODOODOODOODOODOODOODODOGOOOOOOOODODO 0000000000 (2006)0 20060 O
0000000000000 0000OD000D0DO DODO00b0ODO00DEOUIODDD:ODODO00DDOOUODODODODOUODOOOODOO
000000000000 000000oooge3000:0opobo0dooo0oooo0ooooooooooooOoooao
0000000000000 oooooooooooooooooo0oooooooooooon0 o000o@eloo
Oo0OO0O0OOOOOOOO0OO0O 00Oy oooooooooooooooooooEos) I DD nooooog
Oo0oOOOOOOOOOOOOOOOOOOOOOOOODOOOODOOOOO2Y(O57-870 DO OROCEODODODOODOOOODO
gooooOoOoOoOOOO00OO0OOOgEIOOCODOOooooooooo00U0U0—-000UO0ULOOOooBLo
O31061-960 DD OOOORGIIDOO?OIOONONONONONONONOUIONONONONOOONOOOOO0OoOOOOO2e2o123-1540
gO00OO0OOOoOoOoOOoEooS)DOOODODODODODOO0ODODODO0OO0O0OD0O00O0O0O0OD0D0O0OO0OD0O0O0OOOOoOOOOa?2s@1)d9r-122
O000@oOOODDOO0ODO.DO0O0b0 O0ODOESIDOOODONDDOOODOOODDOOOnN4s1034-30 0000000



0@eo4)0 00000000000 0000000000000O0O51)0O77-900 0000009 )OI DODODO0ODOOOODOO
0000000 oooEoUIND0DONNDoO0UNooo0NDo00n: 00000 000ooooooooEIODIDOO
0000000000 00000000000000021(1)024-460 000 OOO Arnold, M. J., Reynolds, K. E., Ponder, N., & Lueg,
J. E. (2005). Customer delight in a retail context: Investigating delightful and terrible shopping experiences. Journal of Business Research, 58(8),
1132-1145. Babin, B. J., & Darden, W. R. (1995). Consumer self-regulation in a retail environment. Journal of Retailing, 71(1), 47-70. Babin, B. J.,
Darden, W. R., & Griffin, M. (1994). Work and/or fun: Measuring hedonic and utilitarian shopping. Journal of consumer research, 20(4), 644-656.
Baron, R. M., & Kenny, D. A. (1986). The moderator-mediator vari-able distinction in social psychological research: Conceptual, strategic, and
statistical considerations. Journal of Personality and Social Psychology, 51, 1173-1182. Bellenger, D. N., Greenberg, B. A., & Robertson, D. H.
(1977). Shop-ping center patronage motives. Journal of Retailing, 53(2), 29-38. Berry, L. L. (1996). Retailers with a future. Marketing Management,
5(1), 39-46. Beyard, M., & O’ Mara, W. (1999). Shopping centre development handbook (3rd ed.). Washington DC: Urban Land Institute. Bloch,
P. H., Ridgway, N. M., & Dawson, S. A. (1994). The shopping mall as consumer habitat. Journal of Retailing, 70(1), 23-42. Bloch, P. H., Sherrell,
D. L., & Ridgway, N. M. (1986). Consumer search: An extended framework. Journal of Consumer Research, 13(1), 119-126. Bolton, R. N., &
Drew, J. H. (1991). A multistage model of customers' assessments of service quality and value. Journal of Consumer Research, 17(4), 375-384.
Burns, D. J., & Warren, H. B. (1995). Need for uniqueness: Shopping mall preference and choice activity. International Journal of Retail and
Distribution Management, 23(12), 4-12. Cronin, J. J., Brady, M. K., & Hult, G. T. M. (2000). Assessing the effect of quality, value, and customer
satisfaction on consumer behaveioral intentions in service environments. Journal of Re-tailing, 76(2), 193-218. De Ruyter, J. K., Wetzels, M.,
Lemmink, J., & Mattson, J. (1997). The dynamics of the service delivery process: A value-based ap-proach. International Journal of Research in
Marketing, 14(3), 231-243. Dignen, S. (Ed.). (2000). Longman Business English Dictionary. Pear-son Education Limited. Dodds, W. B., Monroe, K.
B., & Grewal, D. (1991). Effects of price, brand, and store information on buyers' product evaluations. Journal of Marketing Research, 28(3),
307-319. Donovan, R. J., Rossiter, J. R., Marcoolyn, G., & Nesdale, A. (1994). Store atmosphere and purchasing behavior. Journal of Retailing, 70,
283-294. Falk, P., & Campbell, C. (1997). The shopping experience. SAGE Publications Ltd. London Thousand Oak New Delhi. Finn, A., &
Louviere, J. (1990). Shopping center patronage models: Fashioning a consideration set segmentation solution. Journal of Business Research, 21(3),
259-275. Flint, D. J., Woodruff, R. B., & Gardial, S. F. (1997). Customer value change in industrial marketing relationships: A call for new
strategies and research. Industrial Marketing Management, 26(2), 163-176. Forester, M. (1999). Deja vu discussion delivers message emphasizing
value. Chain Store Age, 75(4), 12. Foxall, G. R., & Goldsmith, R. E. (Eds.). (1994). Consumer psychol-ogy for marketing. London, New York:
Routledge. Gale, B. T. (1994). Managing customer value: Creating quality and Service that customers can see. New York: The Free Press.
Granbois, G. H. (1977). Shopping behaviour and preferences. In R. Ferber (Ed.), Selected Aspects of Consumer Behaviour-A summary from the
Perspective of Different Disciplines. Washington, DC: National Science Foundation. Grewal, D., Monroe, K. B., & Krishnan, R. (1998). The
effects of price-comparison advertising on buyers' perceptions of acquisition value, transaction value, and behavioral intentions. Journal of
Marketing, 62(2), 46-59. Grewal, D., Krishnan, R., Baker, J., & Borin, N. (1998). The effect of store name, brand name and price discounts on
consumers' evaluations and purchase intentions. Journal of Retailing, 74(3), 331-352. Gronroos, C. (1997). Value-driven relational marketing: From
prod-ucts to resources and competencies. Journal of Marketing Management, 13 (5), 407-420. Groth, J. C. (1995a). Important factors in the sale
and pricing of services. Management Decision, 33 (7), 29-34. Groth, J. C. (1995b). Exclusive value and the pricing of services. Management
Decision, 33 (8), 22-29. Gunter, B. G., & Gunter, N. E. (1980). Leisure styles: A conceptual framework for modern leisure. Sociological Quarterly,
21, 361-374. Hallowell, R. (1996). The relationship of customer satisfaction, cus-tomer loyalty, and profitability: An empirical study. The
Inter-national Journal of Service Industry Management, 7(4), 27-42. Hartnett, M. (1998). Shopper needs must be priority. Discount Store News,
37(9), 21-22. Haytko, D. L., & Baker, J. (2004). It' s all at the mall: Exploring adolescent girls’ experiences. Journal of Retailing, 80(1), 67-83.
Hazel, D. (2001). Mall maestros: As projects get more complex, so do architects roles [Online]. Available:
http://www.icsc.org/srch/sct/current/sct1201/page25.html [2001, December]. Hirschman, E. C. (1983). Predictors of self-projection, fantasy,
ful-fillment, and excapism. Journal of Social Psychology, 120, 63-76. Ibrahim, M. F., & Wee, N. C. (2002a). Determinants of entertaining shopping
experiences and their link to shopping behaviour: Case studies of shopping centres in Singapore. Journal of Leisure property, 2(4), 338-357.
Ibrahim, M. F., & Wee, N. C. (2002b). The importance of entertain-ment in the shopping center experience: Evidence from Singapore. Journal of
Real Estate Portfolio Management, 8(3), 239-254. International Council of Shopping Centers. (2004). ICSC shopping center definitions [Online].
Available: http://www.icsc.org/srch/about/impactofshoppingcenters/03_Definitions.pdf [2006, May]. Jacoby, J., & Olson, J. C. (1997).
Consumer response to price: An at-titudinal, information processing perspective. In Y. Wind & P. Greenberg (Eds.), Moving ahead with attitude
research, (pp. 73-86). Chicago: American Marketing Association. Jones, M. A. (1999). Entertaining shopping experiences: An explora-tory
investigation. Journal of Retailing and Consumer Services, 6(3), 129-139. Kerin, R. A., Jain, A., & Howard, D. J. (1992). Store shopping
ex-perience and consumer price-quality-vale perceptions. Journal of Retailing, 68(4), 376-397. Kowinski, W. S. (1985). The malling of America.
New York: William Morrow and Company, Inc. Laroche, M., Teng, L., Michon, R., & Chebat, J.-C. (2005). Incorpo-rating service quality into
consumer mall shopping decision making: A comparison between English and French Canadian consumers. The Journal of Services Marketing,
19(3), 157-163. Lesser, J. A., & Hughes, M. A. (1986). Towards a typology of shop-pers. Business Horizons, 29(6), 56-62. Lichtenstein, D. R.,
Netemeyer, R. G., & Burton, S. (1990). Distin-guishing coupon proneness from value consciousness: An acquisition-transaction utility theory
perspective. Journal of Marketing, 54(3), 54-67. Lucas, S. (1999). The future is here, Brandweek, 40(39), 46-49. MacKay, H. (1999). Turning point:



Astralians choosing their future. Sydney: MacMillan. Mannel, R. C. (1980). Social psychology techniques and strategies for studying leisure
experiences. In S. Iso-Ahola (Ed.), Social psy-chology perspectives on leisure and recreation (pp. 62-88). Thomas, Springfield, IL. Mano, H., &
Oliver, R. L. (1993). Assessing the dimensionality and structure of the consumption experience: Evaluation, feeling and satisfaction. Journal of
Consumer Research, 20(3), 451-466. Menon, S., & Kahn, B. (2002). Cross-category effects of induced arousal and pleasure on the Internet
shopping experience. Journal of Retailing, 78(1), 31-40. Monroe, K. B. (1979). Pricing: Making profitable decisions. New York: McGraw-Hill Book
Company. Monroe, K. B., & Chapman, J. D. (1987). Framing effects on buyers subjective product evaluations. In M. Wallendorf & P. Anderson
(Eds.), Advances in consumer research, 14(pp. 193-197). Provo, UT: Association for Consumer Research. Monroe, K. B., & Krishnan, R. (1985).
The effect of price on subjec-tive product evaluations. In J. Jacoby & J. C. Olson (Eds.), Per-ceived quality: How consumers view stores and
merchandise, (pp. 209-232). Lexington Books. Morwitz, V. G., & Schmittlein, D. (1992). Using segmentation to im-prove sales forecasts based on
purchase intent: Which “ intenders” actually buy?. Journal of Marketing Research, 29(4), 391-405. Naumann, E., & Jackson, D. W. (1999). One
more time: How do you satisfy customers?. Business Horizons, May-June, 71-76. Obermiller, C., & Bitner, M. J. (1984). Store atmosphere: A
peripheral cue for product evaluation. In D. C. Stewart (Ed.), American psychological association annual conference proceedings, American
psychological association, (pp. 52-53). Washington, DC. Parasuraman, A. (1997). Reflections on gaining competitive advan-tage through customer
value. Journal of the Academy of Marketing Science, 25(2), 154-161. 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. Petrick, J. F. (2002). Development of
a multi-dimensional scale for measuring the perceived value of a service. Journal of Leisure Research, 34(2), 119-134. Pine 11, B. J., & Gilmore, J.
H. (1999). The experience economy. USA, Harvard Business School Press. Rockefeller, D. (1986). Value versus price. Bell Atlantic Quarterly,
3(Spring), 42-49. Sanchez, J., Callarisa, L., Rodriguez, R. M., & Moliner, M. A. (2006). Perceived value of the purchase of a tourism product.
Tourism Management, 27(3), 394-409. Schechter, L. (1984). A normative conception of value. Progressive Grocer, Executive Report, 12-14.
Schmitt, B. H. (1999). Experiential marketing: How to get customers to sense, feel, think, act and relate to your company and brand. New York:
Free Press. Schwarz, N. (1986). Feelings as information: Informational and moti-vational functions of affective states. In E. T. Higgins & R. M.
Sorrentino (Eds.), Handbook of motivation and Cognition, 2(pp. 527-561). New York: The Guilford Press. Scherman, E., Mathur, A., & Smith, R.
B. (1997). Store environment and consumer purchase behavior: Mediating role of consumer emotions. Psychology and Marketing, 14(4), 361-378.
Sheth, J. N., Newman, B. I., & Gross, L. G. (1991a). Consumption values and market choice. Cincinnati, OH: Shouth Western Publishing. Sheth,
J. N., Newman, B. I, & Gross, L. G. (1991b). Why we buy what we buy: A theory of consumption values. Journal of Business Research, 22,
159-170. Sinha, 1., & DeSarbo, W. (1998). An integrated approach toward the spatial modeling of perceived customer value. Journal of Marketing
Research, 35(2), 236-249. Sit, J., Merrilees, B., & Birch, D. (2003). Entertainment-seeking shopping centre patrons: The missing segments.
International Jour-nal of Retail & Distribution Management, 31(2/3), 80-94. Slater, S. F., & Narver, J. C. (2000). Intelligence generation and
superior customer value. Journal of the Academy of Marketing Science, 28(1), 120-128. Snoj, B., Korda, A. P., & Mumel, D. (2004). The
relationships among perceived quality, perceived risk and perceived product value. The Journal of Product and Brand Management, 13(2/3),
156-167. Stone, G. P. (1954). City shoppers and urban identification: Observa-tions on the social psychology of city life. American Journal of
Sociology, 60, 36-45. Sweeney, J. C., & Soutar, G. N. (2001). Consumer perceived value: The development of a multiple item scale. Journal of
Retailing, 77(2), 203-220. Sweeney, J. C., Soutar, G. N., & Johnson, L. W. (1998). Consumer perceived value: Development of a multiple item
scale. American Marketing Association Conference Proceeding, 9, 138-139. Sweeney, J. C., Soutar, G. N., & Johnson, L. W. (1999). The role of
perceived risk in the quality-value relationship: A study in a re-tail environment. Journal of Retailing, 75(1), 77-105. Swinyard, W. R. (1993). The
effects of mood, involvement, and qual-ity of store experience on shopping intentions. Journal of Consumer Research, 20(2), 271-280. Talmadge,
C. (1995). Retailers injecting more fun into stores. Adver-tising Age, 66(44), 38. Teas, R. K., & Agarwal, S. (2000). The effects of extrinsic product
cues on consumer 's perceptions of quality, sacrifice, and value. Journal of the Academy of Marketing Science, 28(2), 278-290. Thaler, R. (1985).
Mental accounting and consumer choice. Marketing Science, 4(3), 199-241. Ulaga, W., & Chacour, S. (2001). Measuring customer-perceived value
in business markets. Industrial Marketing Management, 30, 525-540. Unger, L. S., & Kernan, J. B. (1983). On the meaning of leisure: An
investigation of some determinants of the subjective experience. Journal of Consumer Research, 9(4), 381-392. Urbany, J. E., & Bearden, W. O.
(1989). Reference price effects on perceptions of perceived offer value. Normal prices and transaction utility. In P. Bloom et al. (Eds.), Enhancing
knowledge development in marketing, (pp. 45-49). Chicago: American Marketing Association. Vantrappen, H. (1992). Creating customer value by
streamlining busi-ness processes. Long Range Planning, 25(1), 53-62. Wakefield, K. L., & Baker, J. (1998). Excitement at the mall: Deter-minants
and effects on shopping response. Journal of Retailing, 74(4), 515-539. Wang, S. G., Zhang, Y. C., & Wang, Y. F. (2006). Opportunities and
challenges of shopping centre development in China: A case study of Shanghai. Journal of Shopping Center Research, 13(1), 19-55. Westbrook, R.
A., & Black, W. C. (1985). A motivation-based shopper typology. Journal of Retailing, 61(1), 78-100. Williams, R. H., Painter, J. J., & Nicholas, H.
R. (1978). A policy-oriented typology of grocery shoppers. Journal of Retailing, 54(1), 27-42. Woodruff, R. B. (1997). Customer value: The next
source for com-petitive advantage. Journal of the Academy of Marketing Science, 25(2), 139-153. Woodruff, R. B., & Gardial, S. F. (1996). Know
your customer: New approaches to understanding customer value and satisfaction. Cambridge, MA: Blackwell Publishers. Woodruff, R. B.,
Schumann, D. W., & Gardial, S. F. (1993). Under-standing value and satisfaction from the customer's point of view. Survey of Business, 29(1),
33-41. Wu, C. C., & Hsing, S. S. (2006). Less is more how scarcity influ-ences consumers' value perceptions and purchase intents through
mediating variables. Journal of American Academy of Business, 9(2), 125-132. Zeithaml, V. A. (1988). Consumer perceptions of price, quality, and



value a means-end model and synthesis of evidence. Jouranl of Marketing, 52(3), 2-22. Zeithaml, V. A., Berry, L. L., & Parasuraman, A. (1990).
Delivering quality service. The Free Press, New York, NY. Zikmund, W. (1977). A taxonomy of black shopping behavior. Journal of Retailing,
53(2), 61-72.



