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Abstract

This research focuses on the related variables of perfume products, brand
effects, perceived value, packaging design, customer satisfaction and brand
loyalty and other disguised relationships that affect repurchase intentions.

Using the questionnaire survey method, we separately explored whether
consumers’ packaging design, perceived value and brand effect affect customer
satisfaction, and whether customer satisfaction affects brand loyalty, which in
turn affects consumers’ repurchase intentions.

The empirical results show that in the age sample, 21-30 years old may be
the range where most perfumes will be used. In the occupational sample, it can
be seen that the main customer group of the perfume market is the service
industry, and the proportion of perfumes used in person-to-person contact is the
most widespread. In terms of brand loyalty, it means that consumers over 51
have higher trust in brand loyalty than other age groups.

There are significant differences in professional brand effect, perceived
value, customer satisfaction, brand loyalty, and repurchase willingness. After
analysis, it 1s found that the service industry pays more attention to relevant

aspects than other occupations and has the highest relationship trust.

Keywords: Brand loyalty, Package Design, Perceptual value, Customer

satisfaction, Repurchase intention
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L TAAELRAR BT ALY 75 R g
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TREGH L RRD PSS GRE R F DL AR R S
&%%ﬁa;w»gﬁﬁﬁa:ﬁﬁﬁﬁﬁv?’?@‘ﬁ?°

KFE R EHZETRAEALLAR P €3 LMARDE R AT LAR
TR PNy VAR = g -l
(Hunt,Keaveney & Lee,1995; Oliver, 1980)45 1 £ =t BLR Ff #7 4

7 & 7" ‘«kmpﬁ‘/ﬁmm%ﬁé’iff?';?i’}éﬁ’ﬁégf'}g SBARE A e <R
PEERL TERLBER ) - BHFES S PAR oL kR TR
MELBRE | F AR (F740 192)
L&t ssm s TFAFMYE | (7 5 (repeat buying pattern) e
LR R F 7 5 MEF vt 5 (probability of purchase) > 4opE-§
HHE ARG R G T AR RS -

BB E LT O ER RSV DI Y o R
EFT I PRELREF ALY KL E L SR DR o Janes &

2.

Sasser(1995)4p 11 > MR LR GFR 3 37 A 5 2~ 4
LEMR B GEFAME LT ¢4 - AR A S S RAEE 2L -
ARG R PR S R KR

3AGEL R e R AFHEER AR E
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29 EHEBRLE Y AT LR HE LA P

Anderson & Sullivan(1990)#7 7 4 A5 L AE E R R BEFFF IR > B E &
TREEe R FTHELEFES A AFNLPERS BRI R FoL
FRFOBRLA  HEETTFFACEIRE 2SN A S
#7 % (Reichheld & Sasser,1990) -

R EREBRTES T ERLFFEERITFRLAY

FERLREAR f%%%ﬂﬁﬂ,ﬁséﬁ)ﬁ%@%’iﬁﬁﬁiﬁlﬁ%éiﬂiﬁz‘ﬁ%}&
%A PE EJ'M??:\%\JR’#:%T‘i’Ei%iﬁg,l‘zja‘_%ﬁﬂi%i (F DA -
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Y2 F3 i3

%;W%“lﬁfﬁé&@% ER P T s e T R R A T e K
PR LT M A o aﬁ,ﬁ : aﬁ,ﬁ P ARE AR L A
% #P~i& {7 Cronbach’s a 2 Kaiser-Meyer-Olkin f§ fi- KMO #3 B 22 52 B
AT R RN AR hE B 2 kg o

FPoHBPALHI AR L Or LR RREA 0 A A uEY (1)
Fof A At o BR Y A HA RATE AR RS QB
Tt o PR LB ML tIRTA TR ¥ B Bk $7(analysis of variance,
ANOVA){rit jF » 47 °

BT RS R HRRIA Y Y BT @I T ST S

FAE R wm 2

T RR
B 31 2 FE2 L TET BEXK -

Fo S A{E 1B L B IR E o B i R

E/
i
IJ
R

B 3.1 4 3 % B
FH KR AP ER
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SRRy e 3 Gz Ry o iem 4 AR BB TR
b
Hl: o B E ST A S L5
H2: ¢ RV HBEERIAZ? LT HFLEEL -
H3: S o a2 % A R 7 & 5
H4 D AR 2% & A A
HS : St BANEIMABE T L1 HF2 18-
HE : & & 5 &
ARy A v 2 T AR TR R TAAT 0 FET

R LE @IEEFREE LR

33R#EFTH
AP HPFRRENES S SO REAT NS RN S TR R

B R R A A PR R B PR 0 RIR % s ks 108

£ 8 2 f;;\{‘;‘g ol Mgt frAt % gl o BT T w0 R A
WE3BRPEERN EFERESIT RFECRELESFEFR IR D

i GoRR B R FR S B D BT PR M T R S
108 & 9 7 1 108 & 12 7 wipk = i i 4f d B LB fok L Bl it
FRE T AR 0 X v o] kK % 165 o T R kA A

P22 E N K 2 B2t g TP o

34 F ¥R
T4£31-32-33-34-35-367*FF LHEm 2R SAE L
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HE REIR % SLRK
VEBEAAKE, SEAREZNLER - l.x2%% (R 95)
) REAB KD E KNG DT LA |2 B B F MR
7ol BB - (R 99)
. REBEME —SMAAKLIRE AZ LI RAE
Rowk 3k o 1B A Bk -
4, BB E — SR F KA E A% 5bhE X AE
o | HERAER -
5. R E — e E KL R B
BB 3 AR S I B -
6. REME — DI EKLRALLIEE &
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T REW L — B E KL R AR
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R R EE 0 F KRR A L8 R
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BREFREBOFKREELICAHRA

O ER R

BREFREBEKGBEARERA RN

o B AV

BB R REFBEKETH

ABPAE -

ERNT  REBOFTKEZRLRSD
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2. AR AN BIRY
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%33 ¢ EWP R LT 2

i AR % SURR

1. REBEAAKFFHRERE S KRGAME | B AFRRE
AR GHE - (& 99)

2. REMBAKFEHINEER KN LR
RAT BRI -

L.REBMERFEHANEIESKGATA
X mmas -

wit |4 REBEARFEHANEESRNEKE
HE AT T AR -

0. REME AR ERANEEERNEER
HERMA -

6. ¥ mT  FAMOLERKREBEAY
E2%ER% -

FHLkR AR T
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L #BEEKGHE  ERRBAREA

BEE > ARRIAE -

2.HBMEBEKNBRE  ERXRBYAR

AERREHE -

S HRBEBFKNBReRVBERSF

& WBhRAARAE > S RERIABE

4. HRIEE FKNE AL 0 AL H R K

MER SRREHE -

5&%%%*$’%§%ﬁ%%%mg

RHEAERS S RRESE

6. /BRI FAKR R TARLRATTRE

FHREREBHE -

T HRBEMEK  RERAWRATEN K

2 ABREFISEE o

8. RMBEMEAK HEBRBETHFRE A

o SRREIHE -

9. RBRBFAK > ERHANEARTFEE

Ak o 4R EIHE -

10 ¥p s > RABRBET OFA -
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AR R
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# 35 =ML AARN SR 4

wE s % UMK
L AT EHEBRAEAREAER | L 25 (R 105)
oy 2. Bip HAv B2 ¥
2. BB LR RERGBAR| (R 103)
BT —REK-
EEL |3 RENE-—RNWEKEE SRR
‘ EBER B AEE B EMLIE -
RE |y m s B AR RS R
e R ERBAANEKESD -
5. B Ak B ATAE A 6038 KB kAR BB 0 R
BRI S R A R I o
6. 8B AT RA KB AN B EREE -
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% 3.6 L LR EER X 35T 4

»

| #2 IR % Sk

I FRREEME A K  BATEAGEA | AEHE (R 107)
2
GHRELBANERFAKR — 28

3. MR Fift A K ey dh iR 3 E H7ed & Sh e o

Aok BEHE -

4 1835 HRAER &Ky S he i h 304 & Sod o

T ReEHBBRABE

5. RFEAE B R ELILIMEK -

6. #% B AT &R 35 45 9% B sbabhg K o

7. REAEZTH b e ey B MR (P40 @ EF
) o

8. ZFEE MBI LA ay A -

FAL KR AT AT

3553t 3 2

AFETURBETHREE DS N R A s ke Tpl o
ﬁi%%@ﬁé%ﬁﬁ’iﬁgipfiﬁﬁ%%ﬁ@°
3.5.1 # B i3 & 2 22 R (Reliability and Validity)

% & (Reliability) ¥ it » v Edg 3k * P 2 8Hb - % £45
BPIERTERR - REBR -G REA- BFERG FLORE » 7 1Y
AR ER - REDRRE - CRAWAREF S HEAL TN AREES
B ¥R T R o
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SR (Validity) s & % 7 — 5§ 605 B Ae B AEHALR « < fE5 A

Beov @@y ap g riph - HATERRL AR S E R 3
PR Bl ks AT P RER ook AAp e AR
TR R G ARR Y L] o

3N

S

g B d B BT P T 5 TG A R R R AT R

Cronbach’s o & 35 & Jp o 4038 (1)#757F

NI
k-1l |Ts2+2Y Y sy
HY s o=% Gt B

k=4 B e3R8 #ic
sE=teipl s % B ¥k
Sij=%EE gy - AP 7»’4;‘%&

# Cronbach’s oie>0.7 % 57 % & 5 & > 0.35< Cronbach’s a<0.7 # 7+

MR %R % Cronbach’s 0<035 477 E G R « AT HP-B R G RIT

f—é—% J7\2 o

Mok AL BT B RRR 2 B HRARTR N H P B o
SRS AERS SN RS R R R TS
Voob- G fgec R AP AEY KMO 2 FlF A 1T 5 2]
Kaiser-Meyer-Olkin Fe? %d- KMO z_ %3+ £

—\v’b‘z :E_L_z\’o'k

e Q) o (FlE fFET
B85 T G 2R AT L)

i X T
SiZjaen 5+ DiZjaen 'l

2)
KMO =

B oy=% REX e Xy M Gl £ 8 X o X ke M Gk
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3.5.2 &t suit

MG L BREATHEALSITE RAAMRTE L ITEF L VA L bt

BEAYE T AN VA R FRD

\/LJF
13k A& =t #ich fie o 47
KB A B IIEY]  E R BRE L B A F R R E A Uk

B A B R ET LA PR TR B ER A TR F TR

2N E AT
AT R AR R A T 0dR(X)F PATET - AR R RKGSHBE

Bl oE2 & AR 2 BAGARE G A A 2 2 o 4 BArN(3) R

*T ok 2 N(4) A BB ETT

_ XX x x4, (3)
X = =
n n
HY »n; HkA#
Xp % 1BHEAi=1>2> ..n
4)

oS-

n—1
%’ﬁd AT iodc > 2 ETY F R A G BT T 30 E R L1
Hipuw Eiks 4 PG WA REDLE R
3.5.3 fum st
LAR ML 47
LRPA YD hE e MWL FFBAF R RS BiEe 22
WHPZT B oAy Mt T2 RRERALSITHRAARE BR300 LT 73 F B4

TRARAAARFLZRAMRE > T HE (TR L2 R R 470

29



% o AoV (5)HT T

(1) t#zAs4

W HEAtRETEY A BB HRALT L HEFLR 2 M4
A AFET UBHRLEY 2 BAF PRI L R TEFTLR Ao

do X (5) 45 o

t:Y—u (5)
5/
VN

Hoos X=ff AT ok

u=% 1 * §8 L 5k
s=tk & iR A
N=4% ~ #
pd & df=N-1
FLEMFENOATREIEE FILN AL BaF L R RdF o
(2) % £ #c~ 7 (analysis of variance, ANOVA)4r 3% (6) #1751 o
ANOVA hp eni # 2T 58z B 43 7 8 ¥ £ B (significant
differences) o

dod BE RS e T iadc s 7R ANOVA g R folb 2 ™ t e 2

(A B3R HEA) A LA O R BB E S B
fr) o H - fReho
o VA% BEE  SSTR/(k—1) NSTR (6)

AV iEELgsgk SSE/(N-k)  MSE

HY ON=4f A K=5% 4~ 28 m MSTR £ % ¥ 27 fr(mean

snm of square of treatment) > MSE #£ & 3% £ 2= {r(mean sum of square of
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error) * K & B A % F f582 » wico

FPEERFLLATFIEAEFAI R BAT FRA(EL -FE)A
AHFLZRRE -

(3) % s #& T_— Scheffe /2

#ANOVA 2 FR 2R3 BFM » AT RE- T T T
Scheffe i » % 2|é5i% S A% 4 B chie3¥ o
2£$¢ﬁ2

iﬁﬂﬁﬁgﬁﬁmfﬁ R ERRE LT L EEF RS

B 0% > &~ r2do] 2 % (Ordinary Least square method;OLS):E 7 3% g ©
et o

mgmz 2T FRHEE R LR Y o B e

B v 2 B HISH2 H3 » 287 7 HR07 it

A28 T AT o e st (7)o

y=a+pBx+c¢ (7)

4

BHY sy=%TAHEEALR
X=F 7 MR L A ¢ R
o~ B=2 T i §F R
F%T‘Fﬁﬁfﬁfi‘%

Y- 2 n AMETHBBEERLARFTERLAREL T
ZrBEHRHA - P HAERE AR L LML L BT &nd
# B HS o 4o (8)4F 5 .

y=d+BX +¢ (8)

31



B AFLR S AR AT AR R T LT R
R NG
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He Hy'=R 4L HLR

e " _ , , 2 FC U Z
X1" ~ X2" ~ X3'"=4 ul k7w S e S ¢ R
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yr® FHESLAH

AZ a0 SPSS RHEFHEILEAPFIEH Y222 FEFRE

7.8
FRESE A EHE A S AL .

\

¥ - K/”\%‘ﬁ&éﬁfb-ﬁh%ﬁg"f#ﬁ%ﬁa%%5\“’éjﬁ'ﬁ?/gﬂi g

LA R RETR R FO KB S0 A R ¥ - AL

J

—\

RIR % g 108 & 8 7 B fEd Rl LB M oAk L S0 E e v

—_

S
TomPRRARE3S PR ERA BEFERENE LT RIRE R E
%

-

AL ’.fs%%i;%gz! BREESSEREESNB T %
BREZ TR S 2 108 £ 97 3 108 # 12 7 rple 2 jrd i
EAFHoA I FWEFFE XD P RENREE 2 58 AR EE vy
zf ¥ 165 i» o

FoMAe R AREERLEF- X5~ %2R A 15 Cronbach’s o %
Kaiser-Meyer-Olkin f§ - KMO e i:fics 47 pg iRt T & 7 ~ 2%
BRE Re¥-2mo &FFES 2D
AT AP IR AT EA T E AHANTE AP HERTRESAFE S
SR RIGAEmST AT B e A AP AT E ST 2 R
A5 RAEF AT (R ANOVA 22 # 27 o R & BliEs L3

=K

’-‘i’—:é:\‘%\;")"gl)v’;}i—:‘%

AP BAFRG e AL HFNLBMRE IR FA4T P AT 25
M LR E s KR TR LA - SML ARSI N
B MG A 2B AT AL T

NTEFRm P GRS T2 E DTN EZ Ao R EFRP D

PP B R RN
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41 TR ~mxBR A (HPEE)

AFEF AR E S ABERRFTR K335 241 F AR
Pk d FESFHET LHe 2 Cronbach’s a ¥>07 B3 ARG R P&
TRE R BFEFFEZE o drk 4.1 9757 o

141 BRI R A

e LR iz & Cronbach’s o KMO &
R RS 0.898 0.801
o R 0.926 0.901
A 0.887 0.811
REE &R AE 0.957 0.751
SR AR 0.918 0.889
LR 0.917 0.817

TR KR L ATy ORI

%35 & < 7 pl% % Cronbach’s o fhficyRdgi§>0.7 B &R R »» = &
FIBAGAE R ¥ - 25 ki KMO G#cs {7 @477 » KMO &% 426
>0.5 2 & - RIF L FF A ET A 050 1 EER o
441 R ~MBRAFEIFERS)

ErAEFREFERIELZ 0 AT EIHI AT REPEEFRZR

i

AT A2 REIA T R g A EPE R &R Cronbach’s o 2 KMO
GEA T SRR AR L R LB R RAEE R o B oT 40

fF ° ‘lif'%\' 42 "'LFT—I' °
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7 42 FEG R AT

e -F %z B Cronbach’s a KMO &
RN R 0.895 0.865
R 0.929 0.926
A e 0.915 0.891
fEEE LA 0.954 0.922
SR AR 0.918 0.885
L RERE 0.917 0.866

TR kR AT T

+ £z w2 5% 9 Cronbach’™s o % #kA2i8>0.7 B LB REA » kP
KMO 2 38582 FlZ f WETH T I NF X2 R B A2 R B a Rl %

=)

___71:)’(0

AR HFAERIT AT PR AR AT A RE A AR EREA
W1 E o Apu 82 BMERNR Y RASBRAIRABBTET L A
R e BB BRI INA B A AR TR L Auli T w
Tl S w Bk 2 7 A8 2 Bataggie 7447 -
14k A~ =% $e fie

A i kypdt s s BB E B FR A DL T 40T £ 43 {0 R

4.1 #5750 kX B ek heT o
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Fo43 u] s E 8 BE R kS HA e A

7 B S S ERe
e 7 46 28%
L 119 72%
1.20 f 1 18 11%
2.21~30 A 51 31%
£ 3.31~40 & 33 20%
4.41~50 A 26 16%
5.51 1t 37 22%
1.5 4 20 12%
2RI 62 37%
3.4 ¥ 11 7%
B 4.5 m% 1 1%
5.8 & 24 28 17%
6.5 d % 9 5%
7.4 @ 34 21%

TR Ay R

AP LR AT A FRAAP T L BRI ST 2%
Pl T ik 28% ; aEde > G0 12 21~30 o ibde 5 8, 31% > 51 gkt b Pk
22%=t 2. » 31~40 f& ik 20%% = 41~50 g ik 16% % = » B fs P E_20 &
KT 1% 5 BBRE S G 0 PRAZE b B S B 37% 0 B B Bk 21%=1 2 o
FAEME1T%F = F2 & 12%% e > WEEET%FT 0 pd ¥ 5%
oo BRI EEREE 1%

36



g T R R u R A LT G F i 72% 0 VR A F A
TR R E RS ESR AL 21-30 AR 31% 5 Bt bl 0 T
R A A ERE EEEET LG FRER T AR R S AR
FHEA?RBZPLEET BE 37% 0 6] d R EAEKT L4k A8
HLWRBE > AABABATRY 4 -kant ts B3R iLo

TR

o 20 40 50 20 100 120 140

liSe=

7OHA s
& M= e
SHEES T T S
e |
3.5EESE
2 A
18454 |

o 10 20 30 40 50 0 e
el
T
s.51UEEL E o IS
4.41~s50n;  IEE.
3.31-40nn IS
zzr~3or: (S
1.2omzE0 1 TS

R R N Y e )
FAL kR ;2 E““p¢uwFﬁW%L«ﬂ B AL L lFEA R
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DA AR

AT Togfe R B L oA T R X RSB
AR PAARFE T AT o d AT S BER R & T s
3 VABIREEw RS S U ARFAIE ML > ApF g T 3 3
I Sk AT Bt o L )5 3 b £ R HADT P 2 L8 %) ik
4.4 #557 o A A E AT 40T o

344 AR AR A

e R = &z
et A 3.950 0.715
o 4.044 0.697
& OEE 3.969 0.737
BEEBALRE 4.104 0.719
R 3.996 0.770
£ R 3.869 0.810

TR kR Ay R

AEEG RV R AR A e A T H0gcT T 0 T A3 3.869~
4104 B i~k L2 BTk LOFER > iR L BRARKARA T
AZR Y o B 2 AR AR o

Pppod AT g e AL B2 MR LA R RE R A

TRFHIF LM AL EIREOL LSRR ARS SRAE R EDR LR
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4.3 FHILE L5
AT 2ZHEHBAT LA TEF LR ML 4Tt T4 17 ~ ANOVA # 4%
51‘?&]1;&\‘%6” E VA B A N L A -5 Tﬁm E3FBAFE2
A4 bonibdd £ > AP ikt T2 ANOVA (7415 % - 284
PIETHE G 2 B ALE 3 TR M 0 AR R 4T R 1T BGRR T
B F L )4 .
LAR A7
PR AR R A TR ] s B8R HE S AY L F B L
FIMELAR BH GG LS R tRETE AL E R BE
A wd Erl bR ANOVA & 2.4 47 o
(1) twT (&) (%)
d AN ElE o L d B AFETRIEY tieTEFA 1T A NS
WM LR E e AR TR AAEFRLAAREE LRI R L
B2 A5 E A EE o

LASEHZ LB RA R

o & t P & i

S48 A 1.035 0.302 *EE
o 0.458 0.647 R =1
& skt -0.537 0.567 *HF
REE AR 0.452 0.652 P RE
S R -0.108 0.914 *EE
R 0.132 0.895 * A

4 ip>005 A F R E LR p<005‘@7*%ﬂ‘ﬁ@%? £ -p<0.01
Er* d 7 BFLE - p<0.005 > FEr** kT3 FLE o
T kR ARG R
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~l‘\.:.

d 24597 Fr B EPEY <005 % AT AR EE -
TR RE e KR CHERLE ML ARE LRSS %7
ZRFM e Gt daR] o R ARA 2 A4 LR MR -

(2) ANOVA # %_

Hu BAFFRAAcELIcRETT A A3 Bl b AT P
ANOVA th #3874 47> 2T 5 ANOVA % T3 7 b &2 £ B 14445
B% o drdk 4.6 97T o

% 4.6 242 £ B 1A 47- ANOVA # 2

5 o [ = AR [F__ [Pi [FErR

2R 15726 4
M | R 78327 | 160 2.924*%* 0.023 |na.
#qe | 84.052 | 164

2R 15726 4
e E | ep 78327 | 160 1.877 0.117 n.a.
@fe | 84.052 | 164

2F 16531 4
g2t | m 82.595 | 160 3.163** | 0.016 5>2
#fc | 89.126 | 164

KR
%2 o 3.375 4

T T
g PS T w 181461 | 160 1.657 10.163 |na
@i | 84.836 | 164
o e s | B 18,866 4
R N 0k ok
. N, 88.520 | 160 4.006%%* | 0.004 | 5>1

wie 97386 | 164

2R 17714 4
EMLFE | 2pr 99922 |160 3.088** |0.018 n.a.
wfe 1 107.636 | 164
AL ERTALE - E20&MT > F 2 22130 K 0 %= 2 31~40 K& o
@ 41~50 k0 H T 2R E_ 51 kb ons ko FEETHFE
WAABMEALR S RLURKRPIEZL S FLR2 2y onats F
BT AEEFLE
Fﬁ#ij\,}g, : j\/pﬁwy‘zrm

-

40



AR A R G E R ARLARE LY &
MEHDLE » ¥ e g e X335 051 Rkt 350 2130 > &
FSLAIIE G F e BRI E AR 2130 K S LR
G0 STARTIE F 020 KT o R A ST R K R
Benfz iZ 3020 At T e

TG ANOVA a7 PR E w2 LB P AR % 4ok 47 47

TF o
%478 E2 1 B 1A 45- ANOVA # %
2 L
PR S b pd & |F P if f’;'“
w9202 5
e | mp 74851 159 3.009%** [ 0.002 | 2|
aqe | 84053 | 164 61
= 9316 5
e | ep 70432 159 4206%*% | 0.001 | 21
e | 79748 | 164 61
=/ |7.796 5
¢ oakwzt |ep | 81330 159 3.048%* | 0.012 |n.a.
e 89126 | 164
or o o | SF 9171 5
ﬁ PSS e 75665 | 159 3.854%%% | 0.003 |2>7
e 84836 | 164
® /| 10318 |5
R R
g’ﬁ 5o m 87.068 159 3.769%** 0.003 2>1
e 97386 | 164
w® | 12657 |5 2>7
Epigm |wep |94979 159 4.238%%*% | 0.001 | 6>1
e | 107.636 | 164 67
EIRMET ALY -2Fd S eRBE Sl E o Yruip
o572 BEORE S epd £ %~ RIS HB o Ripd 3
FrlasBmErG - BRAREER TS 2H B ANOVA
'f;io
FH & R gl
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BEHRAZ G g AT wR P EHERLE SR LR

# oV AR o E S G o JRIFFE

d 5 4ﬂ£@£4v§$mrm;

EFNEACHERLAES G ORBEFHEH B > N A PRI E AR
H

2.3 fF A AT

AR M R E AR S R L R WG A R
F“~‘ﬂ7§ Hoe By Gdp- BHEZBEAEAIT H D DbieR F1¥
MEFEG ERARA AL S A 4y § BEIRAH- BRYT
BFAFT o ok 4.8 AT o

1
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% 48w a4

WRER | RN | BBEN | BER | BEN | uhk | B =y Bk
aA | & | & | &R | &2 | w2 | &m | tm | %m
o hg 0.729%%* 0.215%%*
e, (13.482) (3.279)
fo 4 0.829%** 0.490 %+
1818 (17.254) (6.986)
28 0.701%%x | 0.292%**
B (13.195) (4.037)
RR & i 0.729%%% | 0.824%%x 0.378%**
EE (11.862) | (13.709) (5.884)
o b 8 0.852%%% | 0.612%**
WA (17.676) | (10.217)
R2 0.527 0.646 0.516 0.710 0.460 0.536 0.655 0.718
Eip>005 AT AKEFLR p<005> EF*EATIHFLL op<

0.01 » %77 ** 4 57 5
TR &R AP F R

(D&M BT s T R 2 B T

BE LR o p<0.005 {7 *%*4 1 4

gt &7 SRR LR L RS m&&ﬁ,, i 0729 ik

Z_ ’Fﬁ/?] E'L
EMc g T e BT ARAR
QL EHMEEBLR LM

—~

P & o A RS R RS i
» e EE'?;LIJ

’L‘i.’% %’J\—gﬁ I%T%ﬁ¥§ﬁ
B 2—?‘@?— /%,&}i

'k’ '1_%:/% E,)i’ i %

22%p T E
R g
B¢ £

PRapt 2900 ¢ KRPHELBRLRES m&&ﬁﬁs’ca 0.701 »
Tt 51.6% 0 3.2

EEERELS 1% HBFS L REA T
)

ET?,J‘QJ:? 0.829 > 74
HciE 64.6.% 0 %3



AeHefl s TR B2 & ERP LB LR M
R EIE AL RS

2
4

gt & #ron Bl ~ L E A S
A B 5 0215049020292 0 Gz Rl T B A& F KEL 1%

g o oL

R R A T1% R Sl 2 RS

i BF

,.\
(9]
p——
=
e}
3
s
W
%
ey
:_%:_‘,
i
e
W
(w
=
o

PRt 2T R R RS LAR G aue fF kel 0729 1

SRR T B AR KRS 1% T E LD 0 b 2 R Al 46% 0 13

% LA G ik iF ks 0.824 0 Thik
B A% THE S I AT hEGE 53.6% 0 3]

FHRL 2T S AR SR LG ik Bch 0.852 ik

2B T E AT KEL 1% T LD > P2 Al 65.5% 0 47

MERAREL w PETMLPBAR -
BEZBIRE SMEPREL LM%
P AR R A R S AHE R AES i
> %5 038410612 a2 R T EAMFREL 1% BF 5

G e

= ﬁ%\\*

T - d
2

~

=2

R g hdcid 718% 0 LUMEBLARE SWLBRE D
BE o

44



51 B 71 %%
AL ERBR RN HLEMABRE LML T A T E
XFP““W®é’%Hd Rl kR EF oy Eod &
WA ERBEES FA Y BRI RTEL RAEY
i%ﬁﬁﬂﬂ’%uipﬂ*Q%ﬁw%ﬁﬁ%m~é%a%~§@ﬁ@
(A LI PPN EALAREIRA SWLBARLLY

i
i a@Efla S F PR mLd 2R FE s~

AP G BRI > wc X # % SPSS E EHW AL TR

oo mlhn] s EREBRE Nt TE ANOVA fRRlFEm se3- £ & 2 0 &
FARREA AT RRE LR B e e

PR LERE AL T L2130/ T i 5 S Hg Y A kR

AR ERAY TR R FAREFELIIRGE > AA B AR R

Aokant bl SR E B EREBRT G 0 R E ST AR

K

ek

LR ERFIH L Bl K o

Bl Mo R EFERLR S EREFAE LA
ﬁ%ﬁ%iﬂ’ﬁﬁﬁﬁmmﬁ%wﬂw%%iﬁiw%ﬁﬁﬁﬁﬁ@
ERs BF °

iR /ﬁ ﬂ?i%' BRI M A~ TR I% B AEEREL R S LA
BRI 2Bl ko u;%}%lﬂw v}#_j;g DR TR e AT ER S
AT R R AT £ 5.1 P o

45



251 REATEE R
7k A &
faml: | EREHEERLIRALFEF L2 RE - LI
H#H2: | ¢ ERVPHELRARAE T EF LI w2 (A F
k3 | SR HELSAAE T HEFL» 298 |14

B4 | FERLAEENLPRL ] HFL» 2B | A8

i S

Sxé:_’,
o
%;
K
Ty

HTRREEBLREF RFLe 2R | A

T

% 6

x5
= i

k-
w
'F_L
%

/%,&}i"k"ﬂﬁi:&};ﬁ%"gﬁﬁ s =7

~

= 3 |=hg I

v

TR

S

g
o+
Lk

52 itk

AETEHPER KIS ORERLRE SR LFRE RIS

~

ARG e BP MMz <4 b ot ¢ ER o e

N

B4 iZE R AT
el Aok T AP P IR RS A0 B S ol £

o R kR T R L BRI O R R RE A b

-

9

..!— ’ -I‘/‘ F]'_%Ei'\g %,p:_ﬁj ? :i;; /——lu j‘ Ll\_’" ”Wm?—?l"ri;‘ é:_‘:r\'f')i °

)

GHEN IS R R AL EINE - RARERW T SR M

N

% e Fﬂ&?%g%§ﬁ%ﬁﬁﬁﬁiﬁﬁﬁﬁ%%’&éﬁﬁfj
B e

N
a&aaﬁ@%@@%ﬁm%ﬁ’aéﬂﬁ?%**?“@ﬁ%’y“"
Boe R PR ERLOL B RRRNGERA PR ORI R M

R

Fedp S LS g S R L DR BB T L ERR ST o §

46



R f g DR LBRTEHTE LN -

47



4%y

SRS

1.

ELLE (% 104 & 7 % 23 p )- A K~ 4F ~ = 3k...8 A ko dmlE
¢] ko285 « ELLE TATWAN EDITOR « % 109 & 4 7 3 B » B ¢

https://www.coolloud.org.tw/node/93578 -

F2FFKRE (R100) Sl kgt S L b0 £

PEF I 5 =20Owd o 72-73T5 F o

FArd (X2 p 2 HFF e BRI HENRV 42 P R IR L

WY B BRI F Y T FFT o

% (X107) EERIABRESNLSREHIMIRZ B —nE

AFHE L0 WEAEAFEEFRIALIALGY o AT o

HREF(R9) M2 F - R FEMTERBET  EEZ AL AEE

MAH2Z AT R L RF AR ER AL LG S o
(R90)> M~ F3VRHWFEREF e &

ZRFEBUE P Y T ERERE S 5K 5 1928F

FAA(N2) AHTHEIPBERL PR AT R FFRPY

Pyt o Aratd oo

BAFTHA (R107) WA SBE - BAFHA I AR 2E - 2109

E: 4 L 3 2 ; B A

\:L

Cm

https://zh.wikipedia.org/wiki/%E5%93%81%E7%89%8C%E5%BF%A 0%
E8%AA%A0%ES%BA%A6 -

FE R (2012) F AP £ h iy EAR GPRIR ST B
a1 - =y :g_;rb—r% FTERTAE D LMF o

ek
&+
am\ﬁ«
P
_*EJ

10803 (X 79) BATe HEIFFaE o DAL IR o

48



TLECH ~ Rk (% 99) & R g R

HAH S B RFEFT 0 2R

49



1y

10.

11.

SERR )fle
Aaker, D.(1991), Managing Brand Equity: Capitalizing On the Value of a

Brand Name, New York: The Free Press.
Anderson, E. W. & M. W. Sullivan(1993), The Antecedents and

Consequences of Customer Satisfaction for Firms Marketing Science,
Vol.2, pp.25-43.
Anderson, E. W., & Sullivan, M. W. (1993). The antecedents and

consequences of customer satisfaction for firms, Marketing Science,

Vol.12, pp.125-143.

Bassin, S. B. (1988). Value-added packaging cuts through store clutter.
Marketing News, Vol.22, No.20, pp.21.
Bhat, S. & S. K. Reddy (1998), Symbolic and Functional Positioning of

Brands, Journal of Consumer Marketing, Vol.15, pp.35-42.
Bolton, Ruth N. & James H. Drew. (1991). A Longitudinal Analysis of the

Impact of Service Changes on Customer Attitudes. Journal of Marketing,
Vol.55, No.1, pp.1-9.
Cardozo, R. N. (1965) » An Experimental Study of Customer Effort,

Expection and Satisfaction, Journal of Marketing Research, Vol.2, pp.244-
249.

Day, G. S. (2000), Management market relationships, Journal of the

academy of marketing science, Vol.28, No.1, pp.24-30.
Dickson, P. R. & Sawyer, A. G..(1990), The Price Knowledge and Search

of Supermarket Shoppers, Journal of Marketing, Vol.42, pp.42-53.
Dobni, D. & Zinkhan, G. M. (1990), In search of brand image: A foundation

analysis, Advances in Consumer Research, Vol.17, pp.110-119.

Francken, D. A. (1983). Postpurchase consumer evaluation, complaint

actions and repurchase behavior. Journal of Economic Psychology, Vol.4,

50



12.

13.

14,

15.

16.

17.

18.

19.

20.

21,

No.3, pp.273-290. doi: 10.1016/0167-4870(83)90031-4
Gobé, M. (2001). Emotional branding: the new paradigm for connecting

brands to people. New York: Allworth Press.

Goodman, J. (1989). The nature of customer satisfaction, Quality Progress,
Vol.27, No.1, pp.37-40.
Hawkins, D. I., Best, R. J., & Coney, K. A. (1983). Consumer behavior:

Implications for marketing strategy. Plano, Tx: Business Publications.
Howard, J. A. and Sheth J. N. (1969). The Theory of Buying Behavior. New
York: John Wiley & Sons.

Hunt, K. A., Keaveney, S. M. & Lee, M. (1995). Involvement, attributions,

and consumer responses to rebates. Journal Business and Psychology,

Vol.9, No.3, pp.273-297. doi: 10.1007/BF02230970
Hunt,K.A., Keaveney, S. M., & Lee, M. (1995). Involvement,attributions,

& consumer responses to rebates. Journal of Business & Psychology, Vol.9,
No.3, pp.273-297.
Jacoby, J. J. & Olson J. C., (1977), Consumer Response to Price: An

Attitudinal, Information Processing Perspective, in Moving Ahead with

Attitude Research, Y. Wind and P. Greenberg, (Eds.) Chicago: American

Marketing Association.

Janes, W. N. & Sasser P. L. (1995). Involvement, attributions, and consuer

responses to rebates,Journal Busiess and Psychology, Vol.9, No.3, pp.279-
297.

Jones, T. O. & Sasser, W. E. (1995). Why satisfied customer defect.Harvard
Business Review, Vol.73, No.6, pp88-99.

Keller, K. L . (1993), Conceptualizing, Measuring, and Managing

Customer-Based Brand Equity, Journal of Marketing, Vol.57, No.1, ppl-
22.

51



22,

23.

24,

25,
26.

217,

28.

29.

30.

31.

32.

33.

Keller, K. L. (1998). Strategic brand management: Building, measuring,

and managing brand equity. Upper Saddle River, NJ: Prentice-Hall.
Kim, J., Jin, B., & Swinney, J. L. (2009) . The role of etail quality, e-

satisfaction and e-trust in online lovalty development process, Journal of

Retailing and Consumer Services, Vol.16, No.4, pp.239-247.

Kotler, P. (1997). Marketing management: Analysis, planning

implementation,and control. Upper Saddle River, NJ: Prentice-Hall.

Kotler, P. (2003), Marketing Management, New Jersey: Prentice Hall.

Kotler, Philip (1991), Marketing Management: Analysis, Planning,

Implementation and Control, 9th, New Jersey: Prentice-Hall.

Monroe, K. B., Pricing: Marketing Profitable Decisions, 1990, McGraw-
Hill, N. Y.

Newman, J. (1957), Motivation research and marketing management,

Boston: Harvard University Graduate School of Business, Division of
Research.

Oliver, R. L. (1980). A cognitive model of the antecedents and

consequences of satisfaction decisions. Journal of Marketing Research,

Vol.17, No.4, pp.460-469. doi: 10.2307/3150499

Oliver, R. L. (1981). Measurement and evaluation of satisfaction

processes in retail settings. Journal of Retailing, Vol.57, No.3, pp.25-48.

Oliver, R. L. (1999) . Whence consumer loyalty? Journal of Marketing,

Vol.63, No.4, pp.33-44.
Olsavsky, R. W., (1985), Perceived Quality in Consumer Decision Making:

An Integrated Theoretical Perspective, in Perceived Quality, Jocoby, J. O.

(Eds.), Lexington, MA: Lexington Books.

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, Vol.28, pp.168-174.

52



34,

35.

36.

37.

38.

39.

40.

41.

42.

Parasuraman, A., Berry, L. L., & Zeithaml, V. A. (1991). Refinement and
reassessment of the SERVQUAL scale. Journal of retailing, Vol.67, No.4,
pp.420.

Parasuraman, A., Zeithaml, V. A. and Berry, L. L., (1985), Conceptual

Model of Service Quality and Its Implications for Future Research, Journal
of Marketing, Vol.49, pp.41-50.
Reichheld, F. F., & Sasser, W. E. (1990). Zero defections: Quality comes to

services.Harvard Business Review, Vol.68, No.5, pp.105-110.

Selnes, F. (1993). An examination of the effect of product performance on
brand reputation, satisfaction & loyalty. European Journal of Marketing,
Vol.27, No.1, pp.19-35.

Serafin, R.(1985). Packaging becomes an art. Advertising Age, Vol.12,
No.8, pp.66.

Southgate, P.(1994). Total branding by design: How to make your brand’s

packaging more effective. London: Kogan Page.

Swasy, A. (1989). Sales lost their vim? Try repackaging. Wall Street
Journal, Vol.11, No.8, pp.B1.
Zeithaml, V. A. & M. J. Bitner,(2002). Service Marketing: Integrating

Customer Focus across the Firm, 3rd edition, New York: McGraw-Hill Inc.

Zeithaml, V. A., (1988), Consumer Perceptions of Price, Quality and Value:

A Means-End Model and Synthesis of Evidence, Journal of Marketing,
Vol.52, pp.2-22.

53



