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ABSTRACT
Loyalty is a profit index for enterprises. To identify the the relationship among perceived quality perceived sacrifice() perceived
value and loyalty on the fresh foods commaodity of Costco wholesale in Taiwan,this study took Costco consumers as the study
object. This study was proceeded by convenience sampling,and investigated by questionnaire in five Costco wholesales in
Taiwan.422 questionnaires were handed in within the 450 questionnaires granted the rate of recall is 93. 8%.The valid rate is
89.5% after deducting 403 invalid ones.
The research is analyzed through SPSS software which includes descriptive statistics,reliability , validity analysis, ANOVA and
regression model as the way of compiling statistics.By regression analyses, we got the following results: 1.Perceived quality positively
and significantly influence perceived value and loyalty. 2.Perceived value positively and significantly influence loyalty. 3.Perceived
sacrifice decreases positively and significantly perceived value and loyalty. 4. Perceived value mediates the relationship between
perceived quality and loyalty.
Therefore,perceived quality has a significant role in influencing the consumers’  perceived value and loyalty. And perceived quality
is an effective way to increase the consumers’ perceived value and loyalty.Finally, we put forward concrete thories and marketing
actual situation by the basis which is above-mentioned.

Keywords : Costcold perceived quality(] perceived sacrifice( perceived value loyalty
Table of Contents

OO0000O0000OO00ooOQoOo0oooOoooon i
OO00000O000OOoOo0oUooOooOouooooOoooog v
OO00000O000O0O0O00DOoOoOooooOoooDog i
oooooooooooboooooboooooooog i
ooooboOobo0oobOOobo0ooobooboOoDOoDbDogix
o00o0bO0obO0oooOobOoboOoooDobDOooooDoOon xi
gooobooboobobbooboobooboooos
gooobooboobobbooboobooboooos
oooobooboboboboooboooboobOonooe

goooboobooboboboboooboooboooog vy
oooobooboobobboboobooobooobo s
gooobooboobobobobooboooboobo 8
oooobooboobobboobooobooboobo
cooooogooooeosTecou oooooooonD 10
ooooboobobobobbooboooboobooboo 1
gboooboobooboboobooboobonoono s
oboooboobooooobobooooobOoboboOooDgD 16
oooooobooooobobooooobobobooooD 22
oooobooboooooboboooooboboboOonogoD 26
gooobooboboobooboobooboon 26

goooboobobooboobooboboob 26

gboooboobooboboobooboobooog 27
gboooboobooboboobooboobonooo 31
gooobooboboboboboobooboobonoog 35
gboooboobobbobooboobonoboon 35

00000 00bOo0bOobboOobDo0obOo0obOononn 44



oo0o00obOo0obo0obobbooboooboobooboo 48
000 000b0o0ob0oboo0obOo0obOobobO 54

000 000b0o0oboboo0obo0obOoboboss

000 o00o0obooboboooboobOobobo 58

000 o00o0obooboboooboobobobo eo
oooobooobobobobbooboooboobuooboo el
obooobooboooooboboooobobooboOon e
oboooboobooooobobooooobobobooogoD el
oo0oooobooooobobooooobOoboboOonDgD 64
gboooboobobobobboobooboobonoog es
gboooboobooboboobooboobooog er
gbAd0bOODOODOO0ODbOODbOobOODbOnO 81
gbopbOOo0oboObOO0bO0bOOobDOO0ObDOOng 85

oogd
l-1000b00b0oboboboo0obooobgoooboo s
10000000000 b0O0bO0obDo0obOooD 28
2000 0000000DLO0ODOOODOODbDOOD 29
3000000000000 b0bo0ooooboOonon 30
F40000000000DOODOODOODOODOO 31
50000000000 bOoboboobooboooonog 33
4-100000000000000DOO0O0ODOD 35
4-2000000000000000DO0O0DOODO 37
4-300000000000O00O000DLO0ODbOo0OD 39
4-400000000000O00O0O0ODLO0ODO0OD 40
4-50000000000000000D0O0DO0OD 40
4-60000000DOO0ODOODOOODOODOOD 4
4-7000000000000000D00O0O0DO0ODO 42
4-80 000000000000 O0ODO0ODbOnOD 43
4-90000000000DO0OOOObDO0ODbOnOD 43
4-1000 0000000000000 O0Ob0O0ODbOO 45
4-110000000000000000O000O00bO0 46
4-120000000000000000O000O0ODOO0O 46
4-13000000000000b00D0bOOob0OoobOg 47
4-14KMOOO0U0O0OO0 O0DLOODDOODOOODOD 49
4-15000000000000000DO0000DbOO 50
4-16000000000O000O00ODOOOODOODOO %
4-1700000000DO0000ODO0OOOODOODO 52
4180 0000000DO0000ODO0ODLOOODOODO 53
4-19000000000000000D000O0OD0O 54
4-2000000000000000DO0O0O0O0O0OD0OO0 %5
4-210000000000000000O00000D0O34 56
4-220000000000000000O0000O00DO0 57
4-23000000000000000O00O00O00O00Db4 57
4-240000000000000O0O0O0O0O0OO0ODOO 58
4-25000000000000000000000O0 59
4-260000000000O0O00OOOOOOOODOO 60

Iy e ey e e s [ [



oogd

0110000boboboobooobogoobooooog 9
U21g00oooooboooooobooooobo 17
Us3-1godboooooboooobooboooonDn 26
U41000000000000000DO0O00O0O0ODOO 59

REFERENCES

DO000000OooEoegooogpoecosTcond0inonooooooonoDod409069-730 00007V DODOODOOOODODOO
0000000000000 000011()0119-1520 0000000000 0000000000000 ooooooooooDn
0000000000 0000000000000025oD57-8700000000RO7ODOO0ODODO0OODOOOOODOOOODOO
O000000000000000000000000009¢40887-9240 0000000V DDOODOONDDODOOoooOn
O000000000000003(1)061-90 0000080000000 0OODO20% 00000000 0O1093068-720 0O O (2007)
0000000000 0000000000000000000024Q0167-1900 0000080 000000000O0O0O0O0O0O0O
O00000000000000027Qu2400 0000000 RODOUIDOOD: 000000 0ODOOOOEI4)DDDDO
0000000000 00000000000000000000000023@4)089-11200 000000 UO DO OOONO
O0000000:0000000000000000000001013)0689-7140 0000040000000 0D0O0O0OO0OOOOO
02144)0121-1250 0000080 0O0O0O0O0O0O0O0O0DO0O0O00O0O0O0O0O0D0O0O00O00000004@027-560000000
oo D0 0000000000000 00N0N0D000N0000D0OO00DO0OOO?26(20 123-15400000 00 O (2004)0 O
0000000000 000oo00ooo0ooooooooooio7s-040000@oUI D OO 0DD0D0ooooooooon
0000000000 00000000000oo00ooooooeRUl4-20000 (o040 0O 0O0COO0O0OO0ORO)DOO:O
Oooooge0800 0000000000000 000000O0D0OO0000DO000O00OO00O000O00D000O0DOO0OO00n
0o OOOUODOOOUODOOO0O0O0OO0000O00000000oo00oDo00ooooooo0oooooooooooaon
0000000000000 0D00DO0O O@ooe)Costcol DO ODO--000000DOO[ODODIOODO:
http://www.tangben.com/JINDUPING/06/830506.htm[2009, April 22]0 0 0 000000000 D O OO O0ODOOOOODODOO
0000000000 00000003)0De65-6880 0000 00OMUIHOOO0OODOODOODODOODOODOODOODOOOOO
00000002320209-2260 000 (004D 0D0D0C0O0OO0O0OO0ODOOO0ODOOOOODODOO 21(50611-6270 00 O (20040 0 O
O000000000000000000000D0e309%-12000 00000000 0D0O0ODD0O0O0ODO0O0O0O0OO0OO0ODOOO0ODOO
0000000000000 000D000000D0670105-1360 000006 DO 000O0O0O0O0O0O0O0O0O0O0O0O0O0ODOOO0ODODOO
O00000000000000000006(2039-62000 0(2008,uly3)0 0000000000000 0OO@O)O2300000
O0000o0ooooEo7Do00ooo0ooo00o0ooo0oDo00Do000oDo00oDoD00oo0oooooDooooDO
009(3)0461-4860 0 0 (2002000000000 OOOODOOO196(10)067-710 0 O O (2008, December 1)0 0 0000 O OO/
goOopoocosTcou3nouonooon@o)u200000@Eoos) I 0000000000000 0ooooooooooo
0000000000007023-440 000000000004 0O0O0D0O0O0O0O0O0O0O0O00O0O00O0O0O0O0O0OOOO0O0O
00211021460 0000000000006 D00 00ODOOO0DO0O0O00ODOOO0O0ODO0O0O0O0O0OO0ODOOO0ODOOOO0n:d
0000000000000000000000000EOO4)UDDDOD00DO00ND0O00NDDO00oDDOoooooon
014(3)0387-4070 00000000000 RIOS OO OODOOOO0ODOOO0DOO0OONOOOONDODDOO0DOoOOoOooOooOoon

0 14(1)0 83-1070 0 0 0 (2008,July 1000 D00 00000500000 0000000000240 0000(2006)0 0000000000
O0000o0ooooooooEs) D000 oo0oo00oDoo00ooooooooooooooonoa?2?)

0 149-1700 O 0O O O O O Aaker, D. A., & Jacobson, R. (1994). The financial information content of perceived quality. Journal of Marketing
Research, 31, 191- 201.Aaker, D. A. (1991). Managing Brand Equity. New York: Free Press.Aaker, D. A. (1996). Building Strong Brand. New
York: The Free Press.Ackerman, R. R., Coleman, E. L., & Macdorman, J. (1988). Process Quality Management and Improvement Guridelines.
Indiana-polis. Indiana: Publication Center.Anderson, C. I. T., & Vincze, J. W. (2000). Strateic Marketing Management. New York: Houghton
Mifflin Company.Anderson, E., Fornell, C., & Lehmann, D. R. (1994). Customer satisfaction, market share and profitability: Findings from
Sweden. Journal of Marketing, 58(3), 53-66.Anderson, J. C., Jain, D. C., & Chintagunta, P. K. (1993). Customer value assessment in business
market: A state-of practice study. Journal of Business to Business Marketing, 1(1), 3-30.Brucks, M., Zeithaml, V. A., & Naylor, G. (2000). Price and
brand name as indicators of quality dimensions for consumer durables. Journal of the Academy of Marketing Science, 28(3), 359-374.Butz, H. E., &
Goodstein L. D. (1996), Measuring customer value: Gaining the stratgic advantage. Organizational Dynamics, 24, 63-77.Churchill, G. A. Jr., &
Surprenant, C. (1982). An investigation into the determinants of customer satisfaction. Journal of Marketing Research, 19(4), 491-504.Cronin, J. J.,



Brady, M. K., & Hult, G. T. M. (2000). Assessing the effects of quality, value and customer satisfaction on consumer be. Journal of Retailing, 76(2),
193-218.Cronin, J. J., Brady, M. K., Brand, R. R., Hightower, R. Jr., & Shemwell, D. J. (1997). A cross-sectional test of the effect and
conceptualization of service Value. Journal of Services Marketing, 11(6), 375-391.Crosby, P. B. (1979). Quality Is Free: The Art of Marking Quality
Certain. New York: New American Library.Day, E. (2002). The role of value in customer satisfaction. Journal of Customer Satisfaction,
Dissatisfaction and complaining Behavior, 15, 22-31.Dick, A. S., & Basu, K. (1994). Customer loyal: Toward an integrated conceptual framework.
Journal of Academy of Marketing Science, 22, 99-113.Dodds, W. B., Monroe, K. B., & Grewal, D. (1991). Effect of price, brand, and store
information on Buyer’ s product evaluation. Journal of Marketing Research, 28(3), 307-319.Erickson, G. M., & Johnson, J. K. (1985). The role of
price in multi-attribute product evaluations. Journal of Consumer Research, 12(Sep), 195-199.Fornll, C. (1992). A national customer satisfaction
baromete: The swedish experience. Journal of Marketing, 55, 1-21.Garvin, D. A. (1984). What does product quality really mean? Sloan
Management Review, 26(1), 25-43.Goode, M. H. (2002). Predicling Consumer Satisfaction from CD Players. Journal of Conusumer Behaviur, 1(4),
323-335.Gotlieb, J. B., Grewal, D., & Brown, S. W. (1994). Consumer satisfaction and perceived quality: Complementary or divergent constructs?
Journal of Applied Psychology, 79(6), 875-885.Grewal, D., Monroe, K. B., & Krishnan, R. (1988). The effects of price-comparison advertising on
buyers’ perceptions of acquisition value, transaction value and behavioral intentions. Journal of Marketing, 62(2), 46-59.Griffin, J. (1996).The
internet’ s expanding role in building customer loyalty. Direct Marketi, 59(7), 50-53.Gronroos (1990). Service Management and Marketing.
Massachusetts: Lexington Books.Guest, L. P. (1955). Brand loyalty: Twelve years later. Journal of Applied Psychology, 39(6), 405-408.Hilliard, A.
L. (1950). The forms of value: The extension of hedonistic axiology. New York: Columbia University Press.Holbrook, M. B. (1999). Consumer
Values: A Framework for Analysis and Research. London, New York: Routledge.Holbrook, M. B., & Corfman, K. P. (1983). Quality and Other
Types of Value in the Consumption Experience: Phaedrus Rides Again. New York: Columbia University.Kerlinger, F. N. (1986). Foundations of
behavioral research (3th ed.). New York: HRW Inc.Kotler, P. (1994). Marketing Management: Analysis. Planning, Implementations, and Control
(8th ed.). New Jersey: Prentice-Hall Ine.Kotler, P. (2000). Marketing Management. The Millennium Edition: Prentice Hall International,
Inc.Lichtenstein, D. R., Scot, B., & Bradley, S. O. (1989).Market place attribution and consumer evaluation of discount claims. Psychology and
Marketing, 6, 163-180.Martensen, A., Kristensen, K., & Gronholt, L. (2000). Customer satisfaction measurement at post denmark: Results of
application of the european customer satisfaction index methodology. Total Quality Management, 11, 1007-1015.Maynes, F. S. (1976). The
concept and measurement of product quality. Household Production and Consumption, 40(5), 529-559.Mckain (2005). What Customes Really
Want (pp.210-220). New Y ork: Thomas Nelson Ine.Monroe, K. B., & Krishman, R. (1985). The effect of price on subjective product evaluation.
In Jacoby and J. C. Olson (Eds.), Perceived Quality: How Consumers View Stores and Merchandise (pp.209-232). Massachusetts: Lexington
Books.Monroe, K. B., & Petroshius, S. M. (1981). Buyers’ Perceptions of Price: An Update of the Evidence. In K. Harold and Thomas S. R. G.
(Eds.), Perspectives in Consumer Behavior (pp.43-55). Illinois: Scott Foresman.Neal, W. D. (1999). Satisfaction is nice, but value drives loyalty.
Marketing Research, 11, 21-23.Nunally, J. C. (1978). Psychometric theory (2th ed.). New York: McGraw-Hall.Oliver, R. L. (1997). Satisfaction: A
Behavioral Perspective on the Consumer. New York: Irwin/McGraw-Hill.Oliver, R. L. (1999). Whence consumer loyalty? Journal of Marketing,
63, 33-44.0lsen, S. O. (2002). Comparative evaluation and the relationship between quality, satisfaction, and repchase loyalty. Journal of the
Academy of Marketing Science, 30(3), 240-249.0Olshavsky, R. W. (1985). Perceived quality in consumer decision making: An integrated theoretical
perspective. In J. Jacoby and J. Olson (Eds.), Perceived Quality: How Consumers View Stores and Merchandise. Massachusetts: Lexington
Press.Parsuraman, A., & Grewal, D. (2002). The influence of multiple store environment cues on perceived merchandise value and patronage
intentions. Journal of Marketing, 66(1), 120-141.Parsuraman, 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), 68-74.Petrick, J. F. (2002). Development of multi-dimensional scale for
measuring the perceived value of a service. Journal of Leisure Research, 34(2), 119-134.Prus, A., & Brandt, D. R. (1995). Understanding your
customers. Marketing Tools, 11, 10-14.Rao, Tanniru R. (1969). Are some consumers more prone to purchase private brands? Journal of Marketing
Research, 6(4), 47-50.Reichheld, F. F., & Sasser Jr., W. E. (1990). Zero defections: Quality comes to serices. Harvard Business Review, 68(5),
105-111.Reichheld, F. F. (1996). The Loyalty Effect. New York: Harvard Business School Press.Reynolds, K. E., & Arnold. M. J. (2000). Customer
loyality to the salesperson and the store: Examining relationship customers in an upscale retail context. Journal of Personal Selling and sales
Management, 20(2), 89-98.Ryan, M. J. (1999). Diagnosing customer loyalth drivers. Marketing Research, 11(2), 18-27.Sawyer, A. G., & Dickson, P.
(1984). Psychological perspectives on consmer response to sales promotion. In K. Jocz (Ed.), Research on Sales Promotion. Massachusetts:
Marketing Science Institute.Scitovsky, T. (1945). Some consequences of the habit of judging quality by price. Review of Economic Studies, 12(4),
100-105.Selnes, F. (1993). An examination of the effect of product performance on brand reputation, satisfaction, and loyalty. European Journal of
Marketing, 27(9), 19-35.Sheth, J., Newman, B., & Gross, B. (1991). Consumption Values and Market Choices, Theory and Appications,
Cincinnati. Ohio: South-Western Publishing Co..Simon, J. L. (1969). Basic Research Methods in Social Science: The Art of Empirical
Investigation. New York: Random House, Ine.Sirdeshmukh, D., Singh, J., & Sabol, B. (2002). Consumer trust, value, and loyalty in relational
exchanges. Journal of Marketing, 66(1), 15-37.Steenkamp, Jan-Benedict, E. M. (1990). Conceptual model of the quality perception process. Journal
of Business Research, 21(4), 309-325.Sweeney, J. C., Soutar, G. N., & Johnson, L. W. (1999). The role of perceived risk in the quality-value
relationship: A study in a retail environment. Journal of Retailing, 75(1), 77-105.Tears, K. R., & Sanjeev, A. (2000). The effect of extrinsic product
cues on consumers 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), 199-214.Treacy, M., & Wiersima, F. (1995). International manufacturing



netwoks-to develop global competitive capabilities. Journal of Operations Management, 16(1), 195-214.Wood, C. M., & Lisa, K. S. (1996).
Incorporating perceived risk into models of consumer deal assessment and purchase intent. Advances in Consumer Research, 23,
399-404.Woodruff, R. B. (1997). Customer value:The next source for competitive advantage. Journal of the Academy of Marketing Science, 25(2),
139-153.Youjae, Y., & Hoseong, J. (2003). Effects of loyalty programs on value perception, program loyalty and brand loyalty. Journal of Academy
of Marketing Science, 31(3), 229-241.Zeithaml, V. A. (1988). Consumer perceptions of price, quality, and value: A means-end model and synthesis
of evidence. Journal of Marketing, 52(3), 2-22.Zeithaml, V. A., Berry, L., & Parsuranan, A. (1996). The behavior consequences of service quality.
Journal of Marketing, 60(2), 31-46.



