Jodouoobboogouoooouoooooooobouoog o AGoon
JoodINGUOUOOOboobooooooooo

goougon

E-mail: 9806297 @mail.dyu.edu.tw

g

oL opboobooboobobbobooboobobboobooboobobbooboobooboobon
gooobgoobobooboobgooooobooboobooboboboobooboobooboo
gooobgoobooobobooboobooboobooboobooboobobboboobooboobobo
goooboobooobobooboobooboobooboobooboobobboboobooboobooboo
goooboobooboboobooboobooboboobooboobobboboobooboobobobo
goooboobooboboobooboobooboboobooboobobboboobooboobobobo
gooobooboobobobooboooboobooboboobooboobobobobooboobooboboboo
goooboobgon

ooo0:0bo0b0ob0ooboobobobobooobo
(BN

0000000000000 00000DO000004dn i
0000000000000 000DO00DO0D0bO0Od v
OO00ooOo0oO00oOoOoOooDoOoOoooooooDog i
CO000OoO00oDOooOoOoDooOoOooooOoooDoao vi
OO0000O0O000OO0O00DOoOoOOoDooOoOOoDoO ix
OO0000O0O00DOOOO00DoOoOoOoDoOoooood xi
gooobooboobobbooboobooboooos
gboooboobobbooboobooboobooD 1

gooobgoobobboboobooboooboonD 3

goooboobobboboobooboobonD 4

goooboobobbobooboobooboonD 4

gbooobooboobobbooboobooboooge
gooobooboobobboobooobooboooge
goooboobooboboboobooobooobooog 7
oooobo0obo0obobboobooobooboobO 14
oooobooboobobbooboooboobooboo 23
oooobooboobobobboobooobooboooboo 27
oooobooboobobboobooobooboooboo 27
oooobooobobobobbooboooboobuoooboo a1
oooobooobobobobbooboooboobuoooo 32
oooooobooooobobooooobobobooogD 36
oboooboobooooobobooooobobobooooD 39
ooooooboooooboboooooboboboooOoD 39
oboooboobooooobobooooobobobooogoD 42
goooboobo0oboboobooboobOononong 44
gbooobooboobobboobooboobonoon 48
gboooboobooboboobooboobonooo 49
Ubooobd0OPearsonD 00000 O0OO0OD0OO0O00OODOO 60
gboooboobooboboboobooboobuonoon es
oboooboobo0obobboobo0obOoobOononbn 68
oooobooboobobbooboo0obOoobOononbn e8



oooobooboobobbooboooboobooobog 73
ooooboobobobobbooboooboobooog s
goggbobbbooooooobobbooooooobooagg 77
oooobooboobobbooboooboobooboo 78
ooooboobobobobboobooobooboooo 88

gogd
2-1000b0obooobooobobooooooboboobooon 17
2-2SERVQUALO O DOO0OOODOODO0OOODOOD 20
F10b00obobooboobooboboobon 33
F2000000000000D0O0DODODOODLDOO 34
F3000000000b00bOoo0bOoboOoDbOon 35
F4000000000DO00DOODbObDOODbDOO0 35
4-10000000000DO000bO0OD0bOOob0Oo0DbDO 41
4-200000000000000O000O0OOO0ODOO 42
4-300000000000000O0OO0bOOob0OODO 43
4-40000000000DO0O0DOOODOOOO0ODOO 43
4-5000000000000000000DO0O0O0O0O 44
4-60000000000DOO0ODOODODOOOOODOO 45
4-700000000000000O0OO0DO0OOO0ODOO 46
4-80000000000DO0O0DOODDbObOOODO 48
4-900000Cronbach sa DOOO0OO0OO0OOOO 49
4- 0000000000000 0O0ODO0ObD0O0ObOD s
4-11 0000000000000 00DO00bO0O0bOO 52
4-12000000000000000D0O0OOODOOD 53
4-3000000000000000DL0O0O0O0ODO0OD 54
4-14000000000000000O00O00O00O0DOO0O 57
4150000000000 000DO0000O00bOo0O00UDOO0ob0OOoDUbOoOOUDUObDOODODO S8
4-le000000D00O00OO0OOLOODOO0ODOO0ODbO0O 6L
4-17000000D0000000O0ODO0O0DO0O0Db0O0 62
4-180 00000000000 0O0ODOO0ODOO0ODOO0 63
4-900000000000000OO00O0O0Db0O0ODbOODnOnO 65
4-200 00000000000 0OODOO0ODOO0ODbO0 66
5-1000000000000Db00b0obbO0ObO0 68

s e e [ s e [ Iy

ood
01-1000000b0obbooboooboobooboon s
02-1PZBODO0O0ODOODOOODOO0ODOODOOOOO 19
03-1000b0b0bobooobooobobobobooonb 29
04-100000000000000DO0O0O00O0ODODOO0O0O 65
04-200000000000000DO0O0O0O0ODOOO0O 67
O051000000b0b0b00oooobooboooon 7o
gs200000000000000DO00DO0O0O00ODOO 71
os300b00booogoobooooobooogog 711
os-4000000000000000O00D0OOO0ODO 72

gogno

go0O@ouOoOopoOoOoOoOoOoOoOOOOOOOODOOODOODOOODOODOODOODODODOODOODOOOOOODOODOOOOOO
O@oo7)OspssO OO OO0DOODOODOOOOOODO:DO0O0O0O0O0OOogEcOOCOOOCoOOOoOOOOOOOOOOODOO
go0oOO0oOoOoOoOOOOOOOOOOOEOSDODOODODODOODOODOODOODOODOOD: 0000000000 OOOOOoO
02420 1-1707°00(0020 0 0000000000000 O000000O0W 0000000000000 00O00O0?xMO000d
oD OCO0ODOOUODOOOODOOODOOOODOOOMWODOOOODOOOODOOOMDDOOOOD@sODOOOOn



O00O0O0O0OO@EUUoOo)pooD:000oooooo100(oosdii0)jooooooooooooEeceDODOODoOoDO
O[O0 000100 0: http://www.fsc.gov.tw/public/Data/63151749371. pdf[2006, Feb 1] 0 OO (1985)0 00 0000O0O0ODOODOOOO
0000120930 0000000 EoO7ODDODODODODODODODODODODODODODODODOODODODODODOODOODODS34()0O127-140000
019870 0000000000000 0DO0ODO0ODODOO?M0?0605-230000(199%)0000000000000000O31(11)
016200 0000000000 OROOSDODODODODODODOODODODODODODOOD: D000 DUODODOOOOOOOEIUOLOO
gdooo0oO0oOoOoOoOoOoOOOOWOOOOO0OO0OOOOOOOOOOOOOOOOOOOOOOOOOOD?2MWOOOOEoo3)DO
go0o0o0oO0o0oO0OO0OO0OO0OO0O0OO0ODOO0OO0OO0OOO0OO0OOOOOOOOOOODOOOODOODOOOOOODOOOODOODODOOEOQUOOOONO
go0o0o0oO0oO0oO0oO0OO0OO0OO0OO0OO0OOOOO0OOOOOOOOOOOOOOOOODOODOOOOOODOOOODODEOOYDOOOOOOO
000000000000 D0:0000000000000000000000000000000000003)000000O0
000000000000 DO0DO000000Do00o0oDO0DOo0Oo0oo0oooOooDOooDOo@e9 oo oo?monEn)od
0:00000000@04000000000000000W 00000000 MOoOo0ooooxMooooooowooo
gl oooooooooooooOoDoO29(7016-250000@200000 0000000000000 MO36(8)052-560 2?0 0 (1991)
OoOoOoOoOooxmo0o0MmMmo02102-160000@o0G)ODODODODOODOODOODODODOOOODOOOOOOOOOOOOOOOO
gooOoOoOoOoreguoo?2moo0:0oo0o0o0o@ocuoooooooooooooboOobO0ODODODODODODDODOD
go0oOoOoOoOoOoOoOoOoOOOOOOOOOOOOOOOOOOOOOOOODDODDODODODDODDOODOODODODODODOODOODODOO
O00000000022037-64000 0000 Aaker, D. A. (1996). Measuring Brand Equity across Product and Markets. California
Management Review, 38, 3, 102-120.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.Baron, R. M., & Kenny, D. A. (1986). The
moderator-mediator variable distinction in social psychological research: Conceptual, strategic, and statistical consideration. Journal of Personality
and Social Psychology, 51(6), 1173-1186.Beckett, A., Hewer, P., & Howcroft, B. (2000). An exposition of consumer behaviour in the financial
services industry. International journal of Bank Marketing, 18(1), 15-26.Beloucif, A., Donaldson, B., & Kazanci, U. (2004), Insurance broker-client
relation ships: An assessment of quality and duration. Journal of Financial Service Marketing, 8(4), 327- 342.Biswas, A. (1992). The Moderating
Role of Brand Familiarity in Reference Price Advertisesment. Journal of Business Research, 25(3), 251-262.Blackwell, R. D., Paul, W. M., & James,
F. E. (2001). Consumer Behavior (9th ed.). Singapore: Harcourt Asia Pte Ltd, 69-83.Brady, M. K., & Cronin, J. J. (2001). Some New Thought on
Conceptualizing Perceived Service Quality: A Hierarchical Approach. Journal of Marketing, 65(3), 34-49.Chiou, J. S. (1999). The Effects of
Attitude, Subjective Norm, and Perceived Behavioral Control on Consumers’ Purchase Intentions: The Moderating Effects of Product
Knowledge and Attention to Social Comparison Information. The National Science Council, Part C: Humanities and Social Sciences, 9(2),
298-308.Cronin, J. J., & Taylor, S. A. (1992). Measuring Serive Quality: Are Examination and Extension. Journal of Marketing, 56(3),
56-68.DeVellis, R. F. (1991). Scale Development Theory and Applications. London: Sage.Dodds, W. B., Monroe, K. B., & Grewal, D. (1991). The
Effects of Price, Br&, and Store Information on Buyer’ s Product Evaluations. Journal of Marketing Research, 28(3), 307-319.Dowling, G.. R.
(1986). Managing your corporate images. Industrial Marketing Management, 15(2), 110-125.Engel, J. F., Blackwell, R. D., & Miniard, P. W.
(1995). Consumer Behavior (8th ed.). New York: Dryden Press.Fombrum, C. J. (1996), Reputation: Realizing Value from The Corporat Image.
Boston: Harvard Business School Press.Goldberg, M. E., & Hartwick, J. (1990). The Effects of Advertising Reputation and Extremity of Advertising
Claim on Advertising Effectiveness. Journal of Consumer Research, 17(2), 172-179.Gray, E. R., & Balmer, J. M. T. (1998). Manage corporate
image and corporate reputation. Long Range Planning, 31(5), 695-702.Griffin, G. (2002). Image: It' s all in the mind. Instant and Small
Commercial Printer, 21(8), 12-15.Gronroos, C. (1982). A Service-Oriented Approach to Marketing of Services. European Journal of Marketing,
12(8), 588-601.Hawkins, D. 1., Best, R. J., & Coney, K. A. (2001). Consumer behavior: Building marketing strategy (8th ed.). New York: McGraw
Hill.Hoyer, W. D., & Brown, S. P. (1990). Effects of Brand Awareness on Choice for a Common, Repeated Purchase Product. Journal of Consumer
Research, 17, 141-148.Keller, K. L. (1998). Strategic Brand Management: Building, Measuring and Managing Brand Equity. Upper Saddle River,
New Jersey: Prentice Hall, Inc.Kotler, P. (1999). Marketing Management-An Asian Perspective. Singapore: Prentice -Hall, Inc.Kotler, P. (2003).
Marketing Management (11th ed.). New York: Prentice-Hall .Liang, T. P., & Lai, H. J. ( 2002). Effect of Store Design on Consumer Purchases: An
Empirical Study of On-Line Bookstores. Information and Management, 39(6), 431-444.Liebermann, Y., & Flint-Goor, A. (1996). Message Strategy
by Product-class Type: A Matching Model. International Journal of Research in Marketing ,13(3), 237-249.Loudon, D. L., & Bitta, A. J. (1998).
Consumer Behavior: Concepts and Applications (4th ed.). New York: McGraw-Hill.Lovelock, C. H. (2001). Service Marketing: People,
Technology, Strategy. Englewod, New Jersey: Prentice Hall.Mitchell, A. A. (1981). The Dimensions of Advertising Invement. Advances in
Consumer Research, 8, 25-30.Mitra, A. (1993). Fundamentals of Quality Control and Improvement. New York: Macmillan.Newberry, C. R.,
Klemz, B. R., & Boshoff, C. (2003). Managerial Implications of Predicting Purchase Behavior from Purchase Intentions: A Retail Patronage Case
Study. The Journal of Services Marketing, 17(6), 609-620.Nguyen, N., & LeBlanc, G. (1998). The Mediating Role of Corporateimage on
Customers’ Retention Decisions: An Investigation in Financial Services. International Journal of Bank Marketing, 16(2), 52-65.Nunnally, J.
(1978). Psychometric theory (2nd Ed.). New York: McGraw-Hill.Osman, M. Z. (1993). A conceptual model of retail image influences on loyalty
patronage behavior. The International Review of Retail, Distribution and Customer Research, 3(2), 133-148.Parasuraman, A., Zeithaml, V. A., &
Berry, L. L. (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., & Berry, L. L. (1991). Perceived Service Quality as a Customer-Based Performance Measure: An



Empirical Examination of Organizational Barriers Using an Extended Service Quality Model. Human Resource Management, 30(3),
335-364.Parasuraman, A., Zeithaml, V. A, & Berry, L. L. (1996). The behavioral consequences of service quality. Journal of Marketing, 60,
31-46.Petty, R. E., & Cacioppo, J. T. (1981). Attitude and Persuasion: Classic and Contemporary Approach. Dubuque, lowa: William C. Brown
Company.Robertson, T. S., & Gatignon, H. (1986). Competitiveeffects on technology diffusion. Journal of Marketing, 50, 1-12.Rogerson, W. P.
(1983). Reputation and product quality. The Bell Journal of Economics, 14, 508-516.Schiffman, L. G., & Kanuk, L. L. (2000). Consumer Behavior
(7th ed.). Englewood Cliffs, New Jersey: Prentice Hall .Shapiro, C. (1983). Premiums for High Quality Products as Return to Reputation. Quaterly
Journal of Economics, 98(11), 659-679.Smeltzer, L. R. (1997). The Meanning and Origin of Trust in Buyer-Supplier Relationship. International
Journal of Purchas- ing and Materials management, 33(1), 40-48.Taylor, S. A. (1997). Assessing Regression-Based Importance Weights for Quality
Perceptions and Satisfaction Judgments in The Presence of Higher Order and/or Interactions Effects. Journal of Retailing, 73(1),
135-159.Tsoukatos, E., Marwa, S., & Rand, G. K. (2004). Quality improvement in the Greek and Kenyan insurance industries. Archives of
Econmic Hisory, 16(2), 93-116.Walters, C. G. (1978). Consumer Behavior: A Integrated Framework. NewYork: Richard D. Irwin Inc.Walton, S.
D. (1996). American Business and Its Environment. New York: Mac Milton Company.Zeithaml, V. A. (1988). Consumer Perceptions of Price,
Quality, and Value: A Means-End Model and Synthesize of Evidence. Journal of Marketing, 52, 2-22.Zeithaml, V. A., Berry, L. L., &
Parasuraman, A. (1996). The Behavioral Consequences of Service Quality. Journal of Marketin,. 60(2), 31-46.



