Jobbobuooboobouobbooboobouoboboon
goougon

E-mail: 9806313@mail.dyu.edu.tw

g
gbooobgoobobboboobgooobooobooboobgo boobooboobuoobooboboobooboon
gboooboobgooboboobgoobobooboobooobob obooboobobobooboobOoobon
gboobooooboboobo boobobooboobooobobboobooboobooobbooobooo
gboobgooboboobooboobo boobooboooboboooboobooboboobOoob oboo
Ugoobooboobobooboobobboobooboob boboboobOoobyobboobogbgsero
gooobecxtnobooOds2nbAMOSOD OO OO0 O0ODOOO0DOO0 OD0oboobooboboobuoobooboo
goboobgoob obobooboobobobooboobooboboooboo oobobboboobOoobOon
oooobooboboboooboobobobobooboobooboboooboob obo

ogoo:obooo,bo0b,ob0o,0bon

oo
OO0 e O OO0 e VO OO e vidOoOo
L s VIl O O O s IX O OO e xi0oooo
OO s 100000000000 e 100000boonbog
O o 300000000000 e, 400000000000000 . 40
000000000 e, 5000000000 r00000b000Dg
O s 700000000000 v, 110000000000 1500
00000000 v, BOOOOOOOODO s 220000000000
O o 200000000000 i, 230000000000000O0O00DO
O i 2300000000000 e, 20000000000000 v, 0000
OOO0OD0O s JBOOO0O00O00DO0D0O0000 wiie, J0o0o00ooooooon
O o IUOODO00000O00TOO cviviviiieie, J0000o0oobooboooooboo
O e QBUOODO0D000000D00 i 200000000000 i 520000
UO00000000D0 i S3UD00O00O00OOOMN v s50000000000
O s 560000000000000 e, S6 T O OD e 5800A
OO00O0OD00OD0 s 6 00BOOOOOODOON i 200cCcO0O00b0oooa
O e 79
oogno

000000 o0o0oRoceLOIDDDOO0NONDNOON0NDO0N0NDNDO00NNDDONNDDO0NONOO 0DO00O0O0O25085-1050 OO
oo 00000000 AmosI 0000000 O0OO0DDOO:Graphics&BasicDOO:000000 00008 OOOOOOO
oosPSSO 0000000 ODOOoOO@UO)OD: 00000 0o000oooEIg D000 ooooo@mooo]oon:
http://www.twse.com.tw/ch/index.php[2008, October 8]0 O OO0 O 0OO0OOO0ODOO) D OO OODOCOO [DDOOOJoOOd:
http://www.csrc.gov.cn/n575458/index.html[2009, March 8]0 O 0 0O 0O O O Alba, J. W., & Hutchinson, J. W. (1987). Dimensions of consumer
ex- ptise. Journal of Consumer Research, 13, 411-454. Allen, N. J., & Meyer, J. P. (1990). The measiiremeni and antecedents of electives,
continuance and normative commitment to the organization. Journal of Occupational Psychology, 63(1), 1-18. Anderson, E. W. & Sullivan, M. W.
(1993). The antecedents and consequences of customer satisfaction for firms. Marketing Science, 12 (4), 125-143. Anderson, E. W., Fornell, C., &
Lehmann, R. D. (1994). Customer satisfaction, matrices share, and profitability: Finding from sweden. Journal of Marketing, 58(7), 53-66. Cardozo,
R. N. (1965). An experimental study of customer effort, expectation and satisfaction. Journal of Marketing Research, 2, 244-249. Czepiel, J. A.
(1990). Service encounters and service relationships: Implications for research. Journal of Business Research, 20, 13- 21. Chen, P. Y., & Hitt, L. M.
(2002). Measuring switching costs and the determinants of customer retention in internet-enabled businesses: A study of the online brokerage
industry. Information Systems research, 13(3), 255-274. Dwyer, F. R., Schurr, P. H., & Oh, S. (1987). Developing buyer- sellerrelationships.



Journal of Marketing, 52, 21-34. Fishbein, M., & Ajzen, 1. (1975). Belief, Attitude, Intention, and Beh-vior:An Introduction to Theory and
Research. Springfield, Massachusetts: Addison-Wesley Publishing Company. Fornell, C., & Wernerfelt, B. (1987). Defensive marketmg strategy by
customer complaint management: A theoretical analysis. Journal of Marketing Research, 24(11), 337-346. Fornell, C. (1992). A national customer
satisfaction barometer: The wedish experience. Journal of Marketing, 56(1), 6-21. Gotlieb, J. B., Grewal, D., Brown, S. W., (1994). Consumer
satisfactionand perceived quality: Complementary or divergent constructs? Journal of Applied Psychology, 79(6), 875-885. Ganesan, S. (1995).
Determinants of long-term orientation in buyer- seller relationships. Journal of Marketing, 58, 1-19. Garbarino, E., & Johnson, S. M. (1999). The
different roles of satisfaction, trust, and commitment in customer relationships. Journal of marketing, 63, 70-87. Gruen, T. W., Summers, J. O., &
Acito, F. (2000). Relationship marketing activities commitment, and membership behavior in professional associations. Journal of Marketing, 64,
34-49. Giese, J. L., & Cote, J. A. (2000). Defining consumer satisfaction. Academy of Marketing Science Review, 20(1), 1-24. Han, L. S. (1992).
Antecedents of Buyer-Seller Long-Term Relationships: An Exploratory Model of Structural Bonding and Social Bonding. Working paper, Institute
for the Study of Business Markets, University of Penn State. Heide, J. B., & Weiss, A. M. (1995). Vendor consideration and switching behavior for
buyers in high-technology markets. Journal of Marketing, 59, 30-43. Hu, A. W., & Hwang, 1. (2006). Measuring the switching costs on switching
intention in Taiwan mobile telecommunication services. Journal of American Academy of Business, 9(1), 75-85. Jacoby, J., & Chestunt, R. W.
(1978). Brand Loyalty Measurement and Management. New York: Wiley. Jones, T. O., & Sasser, W. E. J. (1995). Why satisfied customers defect.
Harvard Business Review, 73, 88-99. Johns, M. (1995). Customer satisfaction: The case for measurement. Journal of Audiovisual Media in
Medicine, 18, 17-21. Jones, M. A., Mothersbaugh, D. K., & Beatty, S. E. (2000). Switching barriers and repurchase intentions in services. Journal
of Retailing, 76(2), 259-274. Kelly, S. W., & Davis, M. A. (1994). Antecedents to consumer expectations for service recovery. Journal of the
Academy of Marketing Science, 22, 52-61. Kumar, N., Hibbard, J. D., & Stern, L. W. (1994). The nature and consequences of marketing channel
intermediary commitment. Marketing Science Institute, (pp. 94-115). Massachusetts: Cambridge. Klemperer, P. (1995). Competition when
consumers have switching costs: An overview with applications to industrial organization, macroeconomics, and international trade. The Review of
Economic Studies Limited, 62, 515-539. Kotabe, M., Sahay, A., & Aulakh, P. S. (1996). Emerging role of tech- nology licensing in the development
of global product strategy: conceptual framework and research propositions. Journal of Marketing, 60, 73-88. Kim, M. K., Park, M. C., & Jeong,
D. H. (2004). The effects of cus- tomer satisfaction and switching barrier on customer loyalty in Korean mobile telecommunication services.
Telecommunications Policy, 28, 145-159. Moorman, R. M., Zaltman, G., & Deshpande, R. (1992). Relationshipbetween providers and users of
marketing research: The dynamics of trust within and between organizations. Journal of Marketing Research, 29, 14-29. Morgan, R. M., & Hunt,
S. D. (1994). The commitment-trust theory of relationship marketing. Journal of Marketing, 58, 20-28. Mittal, V., & Kamakura, W. A. (2000).
Satisfaction, Repurchase In- tent, and repurchase behavior: Investigating the moderating effect of customer characteristic. Journal of Marketing
Research, 38, 131-142. Muylle, S., Moenaert, R. & Despontin, M. (2004). The conceptualization and empirical validation of web site user
satisfaction. Information and Management, 41(5), 543-560. Oliver, R. L. (1980). A cognitive model of the antecedent and conse- quences of
satisfaction decisions. Journal of Marketing Re- search, 17, 460-469. Oliver, R. L. & Swan, J. E. (1989). Consumer perceptions of interpersonal
equity and satisfaction in transactions: A field survey approach. Journal of Marketing, 53(2), 21-35. Oliver, R. L. (1997). Satisfaction: A behavior
perspective on consumer. New York: McGraw-Hill. Oliver, R. L. (1999). Whence consumer loyalty? Journal of Marketing, 63, 33-44. Porter, M. E.
(1980). Consumer behavior and marketing strategy (5th ed.). New York: McGraw-Hill. Pae, H. J., & Hyun, S. J. (2006). Technology advancement
strategy on patronage decisions: The role of switching costs in high- technology markets. The International Journal of Management Science, 34,
19-27. Reichheld, F. F., & Sasser, W. E. (1990). Zero defections: Quality comes to services, Harvard Business Review, 68, 105-111. Stum, D. L., &
Thiry, A. (1991). Building customer loyalty. Training and Development Journal, 4, 30-40. Scheer, L. K. & Louis, W. S. (1992). The effect of
influence type and performance outcomes on attitude to ward the influencer. Journal of Marketing Research, 29, 128-142. Shapiro, C. & Varian,
H. R. (1999). Information rules: A strategic guide to the network economy. Boston, Massachusetts: Harvard Business School Press. Szymanski, D.
M., & Hise, R. T. (2000). E-satisfaction: An initial ex-amination. Journal of Retailing, 76(3), 309-322. Shankar, V., Smith, A., & Rangaswamy, A.
(2003). Customer satisfac- tion and loyalty in online and offline environments. International Journal of Research in Marketing, 20, 153-175.
Westbrook, R. A., & Reilly, M. D. (1983). Value-percept disparity: An alternative to the disconfirmation of expectations theory of consumer
satisfaction. In:, R. P. Bagozzi & A. M. Tybout(Vds.), Advances in Consumer Research (pp. 256-261). Springfield, Massachusetts. Wang, F., &
Head, M. (2007). How can the Web help build customer relationships? An empirical study on e-tailing. Information and Management, 44,
115-129. Zeithamal, V. A., & Bitner, M. J. (1996). Services marketing. New York: McGraw-Hill. Zeithaml, V. A., & Bitner, M. J. (2000). Services
Marketing: Integrating Customer Focus Across the Firm. Madison: McGraw-Hill.



