FREATHELRE ¢ MP TP E YA

BELF R RS INNERGT L ARLAH
Fr R RHELGEER)

Eal R B B bt

¥ & % %L ¢ NSC 96-2416-H-343-007-

o HOF 96#0870lpx97TEQT? 3P
HoFHE o aEAENRE LT EERE T

SO TERE LR S

FEEE AR BArE LA -fEnm AR aRE
BArmyd - Emmif L 5E

F oL o R NARBERIL O EELEF LB

o F 3 D AP FEHEEAABFEMAR 1 EET 2R A

oo R R 9T# 107 28 P



BRSPS AL WE P

% 4 2
ERAF L

PETIRLRSF AN ERFLFR2ZAH

G T RN Ak (o SR T
34 %l - NSC 96-2416-H-343-007
HEFHH96£ 087 0l p % 97&07" 31p

=21 B . Bl
e TERE N N
ER R

ESE AR CEGESHKE Y T

i#%ﬁﬁéguw@ﬁaiw@

|Z[-4n @Kﬂg/{ﬁ:g ‘éi"u‘ IF'B*,F 4z ;? 23 2 ;45@ )":zﬂ___ >
BRI N Y =k -

Y
%

F 2

AR
2L
P
A

HEEre s
v = 3 EI A L —= & = ] =



-~ ﬂ_ﬁ"@#ﬁg

(=) P *#H&

APEFES BB ERFIORBE R AR F NG 2 L A F BN e A4
FE R RIS R A0 BRI 60 881 IR SR AT HEA] e Sl
oo BfE RIE & R-G A TRFTRA LRI L F DA G o APMAT Y S 5T R R
B 5% chikdy o

AP D FIRIBET 7R R B N £ R R4 e

(z) ¥+ 42

This study explores the structure of logistic service quality for logistics service provider for
electronic commerce. Drawing upon a sample of 881 users of retailing delivery and working
within the framework of structural equation modeling (SEM), this study examines the
relationships among the logistics service quality (LSQ), satisfaction and loyalty. Finally, this
study used Importance-Performance analysis (IPA) to discuss the relations of level of customers’
expected logistics service quality and level of customers’ perceived logistics serviced quality,

implications of these results for practice and research are provided.

Keywords: logistics service quality, behavior intention, structural equation modeling,
importance-performance analysis
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