sciuduubnuoouobouoob:gubbobbuooooooon
goougon

E-mail: 9707879@mail.dyu.edu.tw

g
200603CcO0DO00O0ODOOOn201603400(CO000D207OD0000DO0O0OODOOOOODOOOODOOO
coooooooooooUobOooOoUooooU0OoDoOoU0OoDOOU0@EOU)pEoUoDoogoDooo ODUoOoDo
gooobooboobobobooboobooobooooboobooboobobbobooboobooboobo
gooobgoobooobobooboobooboobooboobooboobobboboobooboobobo
goooboobooobobooboobooboobooboobooboobobboboobooboobooboo
gooobgoobobobooboobooboobooboobooboo obooboobuoobobboobOoobOoo
goooboobooboboobooboobooboboobooboobobboboobooboobobobo
gooobooboobobobooboooboobooboboobooboobobobobooboobooboboboo
gooobooobobooboboo

ooo:obgoo,bob0oob,ooboboo
(BN

00000000 0o00ob00D0oD0oo0oooDooDOo0WMOo0oD0D0 0bo00D00ooOD0ooo0ooOoobOOooDoooOoO
Oivl0DO0 000o0o0oo0ooOoboo0oooooooooobodvOoDbooOooooooboobooooooooooboo
Ovid0booooooooooooooooOoooboooobvviioooooooooooobooooooDooOoooo
000 xgoooboooooooooooooooooooooo 100D ooooobooooooo
oboooilobooooobooooooboooooboboooooobo 3o oooobobbooDoDbOooo
gbooob4000000000D0O0O0DO0O0DOODOOODOODOOO4000000O00OOODOODOODODO
gboogbgspbobooboobooboboobooboobobb20boobobbooboooboobon
gboobdgob ledbbOoboOo3chbugbo boboobooboob1sgboobooboobOoboon
gboooboobob 24000b0o0boobooboboboobooboobobb 24a0b00bO0o0bOoobOobo
gboooboobgobobgo2sb0o00booboobobooboobooboboboob 200b00bOoOobODO
goooboobobboobo290b00obgboscogboobobooboobooboo 29000boobooo
O0000O0bOO000O0obOo0oOoOxkoooboooodBitner DO 0O0O0DOODOOOOODODO4OO0OOODOOO
gooobooboboboboobdo4eb00bobb0ob0o0obo0obOobObOobDbOOobDOoob o bonoo
oooobooboboboboobooobosbobbobooboobobobobDbooboooboOoesbonoo
ooooboobooboboobooboob eSO oobobobOobooobDooboobobDoo er

googn

000000 0000000000 (2007)0GDPOOOO0[0DODOO]OO0: http://61.60.106.82/pxweb/Dialog/statfile9L.asp.0]

[2007, December2]0 00000000 ODOOROO7DODOOODOODOODO@OOOO]OOO:
http://www.cpc.gov.tw/index.asp?pagenumber=122.00

[2007, November 2]0 OO0 (20050 0000000000000 [0000]000:
http://www.ibt.com.tw/UserFiles/File/941114-Indus-.pdf.00

[2007, December 2]0 OO (20050 00 000000000000 ODOOO0OODODOOOO0O—03CO0DOOOOOOOOOOOOngd
00000000000000000000 000Eoos) e 03CO000DODOODDOOOOD—-—000DOO0O0DOOOODOD
0000000000000 00000 000G DO 00ODO3CODOD00DO000DODD00DOD00nooDO00—0OBEST
00000000ooo00oo0o0ooo00ooDo00oo0oo0oDoO00obO 0oo0ogooDEOOODDODOooDoDooooo:o
03CO0000000000o0onoon gos3s-50.000R0OODOODO0O0ODDOODOO:O3CO000DooooooOouDnoDO
O0000000oo0o0D O0ooEece) D000 000ND000DDD00U00DDO00UDO00DDoOD00oDDOoooooOg
0000000000000 0O000o0oo00oooD0ooo oo D000 O0UDoO0ooDooD0oooDoDooooog
0000000000 DO0DbOO0ODbO0bOO0O0O0 000 Eod)O3cObOoDoDonD oD UORFIDODDODODOD —bODOOOOOODO



0000000000 00oo0o0 oooEos Do o3cC0lNnninoouoooooooDoooooooooooon
00000 DNDDO0O0D0NO0OON0NDOOUNDOO00D-0O00000000N0OD00DO000000O0DDOoUOoO O
00@199)D 0000000000 ooD-03CcO00000000NDo00oo00o0oo0o0oDooOn0 oooEooe3coon
0000000000 000000000—0ONOVAO O OO OO0 O0O0O0000ooo0oo0oooooooooog 000(1996)03C
000000000000 000000000oo00o0oooooo0 Do UINDOOODnDooooooooooog
00000000ooooOosc000ooooooooooooooooooooooo 0oE4)oooononooooooon
O000o0ooooo0oooo—03c00000ooo0ooooooooooooooooooooooooooon oo
oo O0 000000 D0O000N0D0o000oooooooooo3cO00o0ooooooooooooooooooonn
O00000oooRoce)DO D000 ONDOoOoO3Cco0d0Doouoooooooouoos3co0noooooooonon
000000000000 DO0 00000 00oooooEoce)UOODODO000DO0DO0D0ODOD0ODOO0ODbOOoooooooDoonoag
O000000000000D03047-760 OD0OO0DDOO0OO0O0OO0OO0ODDEROIG DO ODOODODODOODODOOOOOODOODOOOOO
O0—-00000000000000D000040111-1300 000O0O0DOOoO0O0OoOEROO7DDOOO0ooooooooooo—-00o
O0000000000000005033-540 00000000 O00o0OEoogI3CO Do oooooooooooooooon
0011,C5(1)-C5(2)0 DDOroo3uib3coNooinoooooooooooooooooooooooooooooooo o
godrod)0000DO00DO000DOD000DDOD0U00O0O0DO0UD---03CO0DO000DO00oOoDDOUoDDODOooDoooOon
000 00oEoseIIDO3CO00lND0llNDD00N000Noo0UDo0UDo000oD0 00O EOYDIDDD
0003CcCO000000uooooooooooo00oooooooo0ooooooooo oooEoe Do o3couunn
0000000000000 0000000000000000 000@e9g)U3cCoilnnooooooooooooooooon
00000000 o0oooEob000iNooouoo00oo0oooo0ooo3CcO00D00Nnooouoooooooooon
0000000000 00Dooo00 oooEocyu3cCoiloounNoooooouoooooooDooooooooooon
0000 oooEos) D000 ouoooooo3Cc00DoD0ioo0l —00oooooooooooooon
000000000000 00oEosI3cCo N0 ooooooooouooDooooooooonooon oo
0@es)3CcO 0000000000000 oooo0 0ooRoceDODOoo3conDoonooooon
O0000000—-0RFIDODOO0ODOOOOOOOOODOOOOOOOODOO OOO@97)ODOO3cCO00noooooooon
000000000000 DO0DO0O00 O0000Od: Annamma, J., & Sherry, J. F. (2003). Speaking of art as embodied imagination: a
multisensory approach to understanding aesthetic experience. Journal of Consumer Research, 30(1), 259-282. Bellenger, D. N., Steinberg, E., &
Stanton, W. W.(1976). The con-gruence of store image and self image. Journal of Retail-ing ,52(1), 17-32. Bellenger, D. N., Robertson, D. H., &
Greenberg, B. A. (1977). Shop-ping center patronage motives. Journal of Retailing , 53(2), 29-38. Bellenger, D. N., & Korgaonkar, P. K. (1980).
Profiling the recrea-tional shopper. Journal of Retailing, 56, 77-91. Brittaine, R. (1986). Computer maintenance: Speed and quality are vital
industrial management data systems. Wembley, 3-5. Babin, B. J., Darden, W. R., & Griffin, M. (1994). Work and/or fun: measuring hedonic and
utilitarian shopping value. Journal of Consumer Research, 20, 644-656. Babin, B. J., & Darden, W. R. (1995). Consumer self-regulation in a retail
environment. Journal of Retailing, 71, 47-70. Bitner, M. J., Booms, B. H., & Tetreault, M. S. (1990). The service encounter: Diagnosing favorable
and unfavorable incidents. Journal of Marketing, 54(1), 71-84. Bitner, M. J., Booms, B. H., & Mohr, L. A. (1994). Critical service encounters: The
employee’ s viewpoint. Journal of Marketing, 58 (4), 95-105. Boland, P. J., Neweihi E., & Emad (1995). Expected cost comparisons for inspection
and repair policies. Computers & Operations Re-search, 22(4),383-391. Boshoff, C. (1997). An experimental study of service recovery options.
International Journal of Service Industry Management, 8(2), 110-130. Barker, S., & Hartel, C. E. J. (2004). Intercultural service encounters: An
exploratory study of customer experiences. Cross Cultural Management, 11(1), 3-14. Boedeker, M. (1995). New-type and traditional shoppers: A
compari-son of two major consumer groups. International Journal of Retail & Distribution management , 23 (3), 17-26. Backstroma, K., &
Johanssonb, U. (2006). Creating and consuming experiences in retail store environments:Comparing retailer and consumer perspectives. Journal of
Retailing and Consumer Ser-vices, 13, 417-430. Christian, G. (1988). Service quality: The six criteria of good per-ceived service. Review of
Business, 9(3), 10. Cina, C. (1990). Company study: Five steps to service excellence. The Journal of Services Marketing, 4(2), 39.
Chetthamrongchai, P., & Davies, G. (2000). Segmenting the market for food shoppers using attitudes top shopping and to time. British Food
Journal, 102(2), 81-101. Colgate, M., & Hedge, R. (2001). An investigation into the switching process in retail banking services. The International
Journal of Bank Marketing, 19(5), 201-213. Calhoun, J. (2001). Driving loyalty by managing the total customer experience. Ivey Business Journal,
65(6), 69-73. Carey, K. E. (2001).Computer maintenance in an unbundled era. Management Review, 59(9), 12-18. Donovan, R. J., & Rossiter, J.
R. (1982). Store atmosphere: An envi-ronmental psychology approach. Journal of Retailing, 58, 34-58. Dholakia, R. R. (1999). Going shopping:
Key determinants of shop-ping behavior and motivations. International Journal of Retail and Distribution Management Bradford, 27, 154-165.
Douglas, M. S. (2003). Piecing togeter service qualit: A framework for robust service. Production and Operations Management, 12(2) . Edvardsson,
B., Gustafsson, A., Johnson, M. D., & Sanden, B. (2000). Cocreating customer value through hyperreality in the prepur-chase. Service experience
new service development and innova-tion in the new economy, Studentlitteratur, Lund. Eric, K., Brent, S., Doug, K., & Udell, J. (2003). Web
services blue-print, 25(47), 32. Frank, W., Davis, J., & Karl, B. M. (1992). Teaching service response logistic. Journal of Business, 13(2), 199. File, K.
M., Judd, B. B., & Prince, R. A. (1992). Interactive marketing: The influence of participation on pos. The Journal of Services Marketing, 6(4), 5-14.
File, K., Maru, P., & Russ, A. (1993). Evaluating the effectiveness of interactive marketing. The Journal of Services Marketing, 7(3), 49-58. File, K.



M., & Prince, R. A. (1995). The effect of interactive market-ing on commercial customer satisfaction in international finan-cial markets. The
Journal of Business & Industrial Marketing, 10(2), 69-78. Falk, P., & Campbell, C. (1997). The shopping experience. Sage Pub-lications, 35(6),
10-21. Forseter, M. (2000). The roper starch report. Discount Store News, 1, 49-56. Gronoroos, C. (1984). A service quality model and its
marketing im-plications. European Journal of Marketing, 18(4),36-44. Gross, B. L., & Sheth, J. (1989). Time scarcity: interdisciplinary per-spectives
and implications for consumer behaviour. Journal of Marketing Research, 53(10), 76-83. Gronroos, C. (2000). Service management and marketing:
A con-sumer relationship management approach. Wiley, 1 ,10-23. Gummesson (2002). Total relationship marketing. Butter-worth-Heinemann,
Journal of Marketing Research, 53(10), 76-83. Gilmore, J. H, & li, B. J. P. (2002). Customer experience places: The new offering frontier. Strategy
& Leadership, 30(4), 4-11. Gerrard, P., & Cunningham, J. B. (2004). Consumer switching be-havior in the Asian banking market. The Journal of
Services Marketing, 182(3), 215. Holbrook, M. B., & Hirschman, E. C. (1982). The experiential aspects of consumption: Consumer fantasies,
feelings and fun. Journal of Consumer Research, 9, 132-140. Hirschman, E. C., & Holbrook, M. B. (1982). Hedonic consumption: emerging
concepts, methods and propositions. Journal of Mar-keting, 46(3), 92-101. Hoffman, K. D., Kelley, S. W., & Rotalsky, H. M. (1995), Tracking
service failures and employee recovery efforts. Journal of Ser-vices Marketing, 9(2), 1-11. Hoffman, K. D., & Turley, L. W. (2002). Atmospherics,
service en-counters and consumer decision making: an integrative perspec-tive. Journal of Marketing Theory and Practice, 10(3), 33-47.
Hopkinson, G. C., & Puijari, D. (1999). A factor analytic study of the sources of meaning in hedonic consumption. European Journal of Marketing,
33(3), 273-294. Herstein, R., & Gamliel, E. (2006).The role of private branding in im-proving service quality. Managing Service Quality, 16(3),
306-319. lacobucci, M., & Dawn, B. (1998). Interactive marketing and the me-ganet: Networks of networks. Journal of Interactive Marketing, 12(1),
5-17. Ibrahim, M. F., & Ng, C. W. (2002). Determinants of entertaining shopping experiences and their link to consumer behaviour: Case studies of
shopping centres in Singapore. Journal of Retail & Leisure Property, 2(4), 338-357. Jones, M. A. (1999). Entertaining shopping experiences: An
explora-tory investigation. Journal of Retailing and Consumer Services , 6, 129-139. Kelly, S. W., & Davis, M. A. (1994). Antecedents to customer
expec-tation for service recovery. Journal of Academy of Marketing Science, 22(1), 52-61. Keaveney, S. M. (1995). Customer switching behavior in
service in-dustries: An exploratory study. Journal of Marketing, 59(2), 71-89. Kong, H., Xie, M., & Goh, T. N. (2001). Asia-pacific. Journal of
Op-erational Research, 18(1),67-76. Kim, Y. K. (2001). Experiential retailing: An interdisciplinary ap-proach to success in domestic and
international retailing. Jour-nal of Consumer Services, 8, 287-289. Kiska, J. (2002). Customer experience management. CMA Manage-ment, 76(7),
28-30. Khanh, V. L., & Kandampully, J. (2004). Market oriented learning and customer value enhancement through service. Recovery
Management, 14, 390-401. Lee, E. (1969). The moment of truth in management services. Journal of Accountancy, 127(2), 33. LaSalle, D., &
Britton, T. A. (2002). Priceless: turning ordinary products into extraordinary experiences. Harvard Business School Press, Boston. Lovelock, C., &
Wright, L. (2002). Principles of service marketing and management. US Editions, 4, 36. Lloyd, S. (2003). Grow your business by upgrading service
quality Pest Contro. Trade & Industry, 71(10), 20. Mahler, D. Q. (2000). An American century of retailing. Chain Store Age, 1, 44-51. Mathwick,
C., Malhotra, N., & Rigdon, E. (2001). Experiential value: Conceptualization, measurement and application in the catalog and internet shopping
environment. Journal of Retailing, 77, 39-56. Mick, D. G., & Fournier, S. (2000). | can't get no satisfaction (without really knowing customers’
experiences). American Marketing Association. Conference Proceeding, 11, 81-82. Martin, L. (2005). Winning at the first and second moments of
truth: an exploratory study. Managing Service Quality, 15(1), 102. McKenzie, B. (2006). Retail service quality success factors in Estonia: A
qualitative approach. University of Western Ontario, London, Canada. Baltic Journal of Management, 1(3), 100. Normann, R. (1984). Service
management: Strategy and leadership in service business. New York: Wiley. Novak, T. P., Hoffman, D. L., & Yung, Y. F. (2000). Measuring the
customer experience in online environments: A structural mod-eling approach. Marketing Science, 19(1), 22-42. Naylor, G., & Frank, K. E. (2000).
The impact of retail sales force re-sponsiveness on consumers' perceptions of value. Journal of Services Marketing, 14(4), 310-322. Oliva, R.
A.(2000). ‘Atomize’ your customers experience. Marketing Management, 9(3), 54-57. Parasurman, 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. Polakoff, J. C., & Laughlin, C.
(1992). How to Tune up a Computer-ized Information System Susan Kazenas. Journal of Accoun-tancy, 174(3),77-79. Pine, B. J., & Gilmore, J. H.
(1999). The experience economy: Work istheatre and every business a stage. Harvard Business School Press,Boston, MA. Pam, M. (2003). Career
directions computer repair technician. Tech Directions, 62(6), 30-31. Prahalad, C. K., & Ramaswamy, V. (2004). Co-creation experiences: The
next practice in value creation. Journal of Interactive Mar-keting, 18(3), 5-14. Reid, G. (2004). Why computers are so infuriating. Tech Directions,
63(10), 10. Ram, H., & Eyal, G. (2006). The role of private branding in improving service quality. Managing Service Quality, 16(3), 306-319.
Shostack, L. G. (1977). Breaking free from product marketing. Jour-nal of Marketing, 41, 73-80. Swinyard, W. R. (1993). The effects of mood,
involvement and qual-ity ofstore experience on shopping intentions. Journal of Con-sumer Research, 20(11), 271-280. Stephen, H. B. (1990),
Making your service blueprint pay off. Journal of Services Marketing, 4(3), 5. Swinyard, W. R. (1993). The effects of mood, involvement and
qual-ity ofstore experience on shopping intentions. Journal of Con-sumer Research, 20(11), 271-280. Spies, K., Hesse, F., & Loesch, K. (1997).
Store atmosphere, mood and purchasing behaviour. International Journal of Research in Marketing, 14, 1-17. Sullivan, M., & Adcock, D. (2002).
Retail Marketing. Thomson, London. Shaw, C., & Ivens, J. (2002). Building great customer experiences. Palgrave Macmillan, New York. Smith, S.,
& Wheeler, J. (2002). Managing the Customers Experience. Pearson Education, Harlow. Stan, S., Evans, K. R., Stinson, J. L., & Wood, C. (2002).
Critical customer experiences in professional business-to-business ser-vice exchanges: Impact on overall customer response to service providers
american marketing association. Conference Pro-ceedings, 13,113-114. Sarah, Q., & Sally, H. M. (2003). Strategic interactive marketing of wine-a
case of evolution. Marketing Intelligence and Planning, 21(6), 357-363. Schmitt, B. H. (2003). Customer care: Managing the experience,



strengthening the business. Customer experience management. 77(3), 6. Soars, B. (2003). What every retailer should know about the way into
shoppers head. International Journal of Retail and Distribution Management, 31(12), 628-637. Sit, J., Merrilees, B., & Birch, D. (2003).
Entertainment-seeking shopping centre patrons: The missing segments. International Journal of Retail & Distribution Management, 31 (2), 80-94.
Streeter, B., Bielski, L., & Valentine, L. (2005). Amid all the glitter, it still comes back to customer experience. ABA Banking Journal, 97(1), 49-52.
Turley, L. W., & Milliman, R. E. (2000). Atmospheric effects on shopping behaviour: A review of the experimental evidence. Journal of Business
Research, 49(2), 193-211. Terry, K., & Keith, F. (2002). Addressing customer myopia: Strategic interactive marketing planning in a volatile
business environ-ment. Journal of Database Management, 9(3), 207-219. Tan, M., Xu, X., & Zhang, X. (2007). Home PC maintenance with In-tel
AMT. Intel Technology Journal, 11(1), 57-66. Verhoef, P. C., Antonides, G., & Hoog, A. N. (2002). Service proc-esses as a sequence of events: An
Application to Service Calls. Journal of Economic Literature, 29-53. Westbrook, R. A. (1981). Sources of Satisfaction with Retail Outlets. Journal of
Retailing, 57, 68-85. Williams, T., Slama, M., & Rogers, J. (1985). Behavioral characteris-tics of the recreational shopper and implications for retail
man-agement. Journal of the Academy of Marketing Sciencem, 13(3), 307-316. Wells, W. D. (1994). Disc very-oriented consumer research. Journal
of Consumer Research, 19(4), 489-504. Wakefield, K. L., & Baker, J. (1998). Excitement at the mall: Deter-minants and effects on shopping
response. Journal of Retailing, 74 (4), 515-539. Wyner, G. A. (2000). Customer experience on the web. Marketing Management, 9(4), 6-7. Warden,
C.A., Liu, T.C, Huang, C. T., & Lee, C. H. (2003). Service failures away from home: Benefits in intercultural service en-counters. International
Journal of Service Industry Management, 14(3), 436-457.



