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Abstract

After domestic oil market liberalization, the operation competition of the
gas station has been intensed day by day and the oil monopoly aspect of
Chinese Petroleum Corporation (CPC) already officially walked into the
history. However, this change has also indirectly affected oil supply chain
ecology among the gas station entrepreneur, the oil supplier, the consumer,
and the social community. In order to enable the enterprise to grow
continually and operate sustainably, they must to pursue the index of
correlation on the excellent quality, the higher efficiency, the good service
quality, the higher customer degree of satisfaction and so on. Under the
limited resources in entrepreneur how they can make full use of effects.

The general research shows that the promotion can upgrade the
customer’s purchase intention. Therefore, in order to understand deeply the
customer’s purchase intention, this research mainly investigates the influences
on the customer’s purchase intention by three dimensions of the service
quality, the promotion, and the enterprise image in order to make the gas
station entrepreneur snatch initiative opportunities and obtain consumer's
favors in the competitive oil market.

This research mainly investigates the consumer’s purchase intention to



go to the gas station to refuel. The questionnaire survey material altogether
analyzed 156 consumers to go to the gas station after refueling, in which used
simple regression analysis in order to understand three dimensions of the
service quality, the promotion, and the enterprise image and explore the
influences on the consumer’s purchase intention. Finally based on the
constructed structures as well as the real diagnosis analysis results, the
conclusions and suggestions are proposed.
In summary, the main purpose of this research lies in the understanding
of the influence for the three dimensions of the service quality, the promotion
and the enterprise image on the customer’s purchase intention. The object of
this research collects entirely as follows:
1.Research whether the service quality of the gas station has the influence on
the customer’s purchase intention or not.

2.Analyze whether the promotion of the gas station has the influence on the
customer’s purchase intention or not.

3.Discuss whether the gas station enterprise image relates obviously to the
customer’s purchase intention or not.

4.Based on the consumer’s image to the gas station entrepreneur, analyze
whether they can adjust the influence and effect on the service quality to the
customer’s purchase intention or not.

5.Based on the consumer’s image to the gas station entrepreneur, analyze
whether they can adjust the influence and effect on the promotion to the

customer’s purchase intention or not.

Keywords: Service Quality, Promotion, Enterprise Image, Purchase Intention
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IRRERBETHS REY F FHRBET O T F Lo
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¥ Fot(Reliability) @ (i vf-< )

fhdp PRI o IRAFERE B AU g L R s - KPR T X LR
LA PR - SR R R - B R RIS TR Y
BREL G 2 - o
2. F J&t+(Responsiveness) : (2 & 1)
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3. 7 712 (Tangibles) = (145 18 * % FRF%)
LA EFEFMRY 15 - RATREDRER > 12 {1 50R
AN INRTY % 3
4. -z (Assurance) - (G R E &L L)
IR R eh R LB e B RGN E B IPRS R HL R Es
Gudid > AT LI AN BECERBFH A -
5. BRI (Empathy) @ (%7 B £ B %] it ¥t )
#F]Pl?iz‘"%’\ﬁ%&*?iﬂ'%‘j-ﬁifﬁﬂ]rﬁgu, PRERIES TR H LB A
m oA Bl PRAR A R R o MR R L B T R R
F B u EaE o R ARG S R R AR
SERVQUAL & # #_d # ¥ Parasuraman, Zeithaml and Berry(f
# PZB)= 4 »t 1985 & #dk d e [ PRAR & PR A 3¢ | (PZB #55Y) 7 &
2Rk R T @ ke o PZB = 2§ 2 1988 & 1345 1985
ER DR TFE S > LR RBEREATEE RGP
SRR S FEZT RS 0 2 3 TSERVQUAL | £ % o
1991 # PZB %3t 4 %Jﬁfé‘gi‘fﬁ:’{ B >t SERVQUAL z_ 3 &+ » H#-f§7
nE & Pshould(s3%) ) sc 2 Twill(st £43) 50 o 20 F m B &
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AL TFF > FIUER L E v B o2 i w B o

&
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%24 SERVQUAL £ # 1

B4:PZB | 31 15PZB
IS A T i %

(1985) (1988)
1.5 21 13 2 1éﬁﬁﬁﬂiﬁﬁﬁ%%w? SRR AR

G s 27 g 7 Zb ] VR B AT LG PR AR 2 i
3w Bt | 35 f BURIRA R AR AR R R -
4% x4
54t 4pomgy (PPRIECREGEEREEUR 2 D
6.1 % FRE e
7% 2%
8T iE
0.7 |+ 5.REIRLM Bt R SRR L REs ~ (B W] B RLPR AR o
10.5% 3 1

F 4L kR - Parasuraman, A., Zeithaml, V. A. & Berry, L. L. (1988), Servqual: A Multiple-
Item Scale for Measuring Consumer Perceptions of Service Quality, Journal of

Retailing , Vol.64, No.1, pp.12-40.

2.5 PZBIRAR & 6 2 78 %50

o PRI R R
1.2 5 A IR §

L 2A ML E K Lokl

2 BIRIEA R REEFE Y

M 4. P FERIA Y S HBELEPRIFE T AR S e &
5.20 & M 17 HHAR £ 7 (T ek

= 6.5E E F FIELPE » O P i BT S e
T PRF%E_F VIR RE E AT AR b

;f: 8.2 P iy BT FIk BATRKE PRI

(e .20 P MPRIER S 2 ek FET X L ik 3
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’fﬁl\i PRZ$wFf§-Tﬂ
104 7L 2P PR3 FRAE Rﬁm
" VLA % 99 % U iE @ SIRFH 23 o 8 v ch
M 120R3% A B3 3 & A 42 B R § s hE £
13 RF+ 4 B Tl mtm 7 i 2 P U PRIAE 7 AR X
- 147R5x 4 RRAEE 3 G R
;}3 IS PRAF% B P JEE & 2R
P 16.PR7% 4 B 48 ﬁfi'lf-,%{*f R
(e 170RG% 4 B acdp 3 442 > 2 { 49 chIRI%
1I8AEEH P EFIRIFEFIBAZRApED 5 2
i 19582 7 udp FIRFEA B § M BB E
1R 20.8p FIRFEA BV fRREE G REAA R B
1 2104 FRar A R AR R E FRAYE L PR
2285 % H M FIRAEPE R Ac B4 Ty A 2

L kR - Parasuraman, A., Zeithaml, V. A. & Berry, L. L. (1988), Servqual: A Multiple-
Item Scale for Measuring Consumer Perceptions of Service Quality, Journal

of Retailing , Vol.64, No.1, pp.12-40.
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PRAE S H 5 | TR R F,ufrmmzaw iy
1 321 (ES) 1. 42
2. iR ES<PS(€ AEREDRT)
3. £l 2. BEWY

= é\ g -
4. Frdt AT EHIPR G /Esg«PﬂS(é,; LA ’Fr)
5. R > (PS) 3. MR Y i

B2.2 FR:T%%‘?%W? e
7R kR - Parasuaman A., Zeithaml, V. & Berry, L. (1985), A conceptual Model of

Service Quality and Its Implication for Future Research, Journal of Marketing,

\ol.49, pp.48.
2.2 &4
?)Lﬁ’)‘]&ié_é’r?ii%?? PR 2 AR RA R
R WS, R R R - ISR T G A ) B

T
B0 47T HT P ATH S AP eE e POP AATA R E R
PWEL A g LB A FREPFPT R A R LR
AR e T S R S VA
WRIFES L AMEHT T LT E
SRS RS FUEARE S 2 E L SRS R
iZ4¥ (Promotion) £ 45 & ¥ {1 *
fRfril R £ F A& FR ) Y F R A > T RR AR RE N SR
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http://wiki.mbalib.com/zh-tw/%E6%B6%88%E8%B4%B9%E8%80%85
http://wiki.mbalib.com/zh-tw/%E8%B4%AD%E4%B9%B0%E6%AC%B2%E6%9C%9B
http://wiki.mbalib.com/zh-tw/%E8%B4%AD%E4%B9%B0%E8%A1%8C%E4%B8%BA
http://wiki.mbalib.com/zh-tw/%E8%B4%AD%E4%B9%B0%E8%A1%8C%E4%B8%BA
http://wiki.mbalib.com/zh-tw/%E4%BF%A1%E6%81%AF%E6%B2%9F%E9%80%9A
http://wiki.mbalib.com/zh-tw/%E4%BF%A1%E6%81%AF%E4%BC%A0%E9%80%92
http://wiki.mbalib.com/zh-tw/%E4%B8%AD%E9%97%B4%E5%95%86

(3)1% LA Hmeeni g -

BA LS HEAT KA EH RS BN L SRS s
LeEr ke Faaid > URBRERZ 75 TLAPLHD
PHAWEE 0 AD P HEFART AR PN B

EEFF G - L o mal g Fia R 4 B A
EEPRTAEENFEEP > 2 FF &m~,§_%m~ [Nl ?Ef,%’zrﬁ“i
Bl R EAITL (AW 23 SRR BT B HASN R
2 BERRE - ) R R E R AR L vk o R R

B2.3 3§ 4 A2
L kiR : Olson, J. C. & Peter (1990), Consumer Behavior and Marketing Strategy,

Rich-ard D. Irwin Inc., pp.5-6.
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(@n o Fodd » 72 PP Ow Ao
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(4) = & 3% $(Publicity)
TEEMEGF O NEFHMMFE > BT AR R
BEFLAREF R EFRM P 2RFEREF TS
R
@& F MFH7T R REBENFE R -
(D)4 47 EBar &« Riesl 2 B2 2 AL i3 op
¥ o
C#272 A FAFRARD &k » B4 B L hErF o
(5)  »x {7 4¥ (Direct Marketing)
ERGEHG LA RN RS TRAH TS
B0 TG MR
(8)#-= % 14 (Nonpublic) * ;1 L3 # = BELF AR o
(b)sg % - (Customized) * 0 L4 * AR E L engrf > X BB BE X
B A o
(c) ¥ #7(Up.To.Date) : 3t 4 it 49 = T L 37

(d)= # 5% (Interactive) @ 30 A7 &g A P enw B 4v 1Lt o
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4 A% o FERA WX
.___FJ o F‘ﬂ
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g & EE

B2.5 45 ez
F# kR - Koter, Phlipp (1999), Markrting Management, Millium ed., NY: Prentice Hall.

(2)F=5% W v (Pull Strategy) :
fidp & FREA DR SF TG FF > 20231 g en
Pk 8- HLETIWF PR ARIREE T AL 2 THAY
A 2T G e RITREE C AFTHRS S 2fle ~AHHZK T
FAdpd S RATI EE L BEN EOS BE
Bes FREE S REEAR L DM & B4 % o
EFRE ek iTn™ 0 HRY AR LR R HT
R X *ﬂwi%%“°‘*%ﬁ*fé’mﬁﬁ
B REFME & R FRRILAS FIEHN AT BIY
JPARPERER R o

3
Yed
Ex

K
=<
P

ke

E B o
4 A% FREI g
FEH

Bl2.6 4= 5% K}
7L kR - Koter, Phlipp (1999), Markrting Management, Millium ed., NY: Prentice Hall.
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http://wiki.mbalib.com/zh-tw/%E5%B8%82%E5%9C%BA%E7%AB%9E%E4%BA%89%E8%83%BD%E5%8A%9B
http://wiki.mbalib.com/zh-tw/%E5%B8%82%E5%9C%BA%E7%AB%9E%E4%BA%89%E8%83%BD%E5%8A%9B
http://wiki.mbalib.com/zh-tw/%E7%BB%8F%E6%B5%8E%E6%95%88%E7%9B%8A
http://wiki.mbalib.com/zh-tw/%E4%BF%83%E9%94%80%E5%86%B3%E7%AD%96
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http://wiki.mbalib.com/zh-tw/%E9%80%82%E9%94%80%E5%AF%B9%E8%B7%AF
http://wiki.mbalib.com/zh-tw/%E5%B8%82%E5%9C%BA%E4%BB%BD%E9%A2%9D
http://wiki.mbalib.com/zh-tw/%E4%BC%81%E4%B8%9A%E8%90%A5%E9%94%80
http://wiki.mbalib.com/zh-tw/%E7%BB%8F%E6%B5%8E%E6%95%88%E7%9B%8A
http://wiki.mbalib.com/
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AR R R P LS AR MR B Y § A
F5 o0 kAo BAER I E S5 PﬁKwanmﬁ*’éﬂﬂ
FHFFAREFAEHFTHNZAASLRBEEE T A 9] > RF §

£ ¥ 2 7] > Kotler (2000):n5 » 4V sV e 2 258 &
;3240 R BRI - A E ARt R e N U LS I VP U B |
LA &5 JRIy 0 A2 LY F Uk - Kotler (2000)FF frdp 47 » 2 0 & )
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NP ERFAASSRBG 2T SRR aF B EEEREGT
HRER A T iR e T B3 & G 0T B R &(Samples) ~ 37
% % (Coupons) ~ i i #% 7 (Price-off or Cent-off Deals) ~ p¥ 5-(Premium) -
97 2555 (Sweepstakes and Game) ~ 3 & # 4% (Cash Refund or Rebate) ~ i
B 2 7| (Point-of-Purchase) ~ 4 & %% (Product Warranties) ~ f* % & &
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0 RAE S A B S 0 T S EBERY 1 B e
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37 % (Coupons) © = &-¥f 1 EaCR A& G § F - fEE > BB
BOR ML B RE &% £ 3F R A (Kotler, 2003) -
# % i & (Price-off or Cent-off Deals) : 45 § = #-ALHRES A &1
REFFFTUEHEAENT AR ROBREFET 75 (Kotler,
2003) -
pE S-(Premium) @ 45 § 2 R L P SRR pE S AR
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http://wiki.mbalib.com/zh-tw/%E5%95%86%E6%A0%87
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http://wiki.mbalib.com/zh-tw/%E4%BC%81%E4%B8%9A%E4%BA%A7%E5%93%81
http://wiki.mbalib.com/zh-tw/%E4%BC%81%E4%B8%9A%E7%9B%B4%E6%8E%A5%E5%BD%A2%E8%B1%A1
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http://wiki.mbalib.com/zh-tw/%E4%BA%A7%E5%93%81%E8%B4%A8%E9%87%8F
http://wiki.mbalib.com/zh-tw/%E4%BC%81%E4%B8%9A%E4%B8%BB%E5%AF%BC%E5%BD%A2%E8%B1%A1
http://wiki.mbalib.com/zh-tw/%E5%85%AC%E4%BC%97
http://wiki.mbalib.com/zh-tw/%E4%BB%B7%E6%A0%BC
http://wiki.mbalib.com/zh-tw/%E4%BC%81%E4%B8%9A%E7%90%86%E5%BF%B5
http://wiki.mbalib.com/zh-tw/%E4%BC%81%E4%B8%9A%E8%A7%84%E6%A8%A1
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http://wiki.mbalib.com/zh-tw/IBM%E5%85%AC%E5%8F%B8
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http://wiki.mbalib.com/zh-tw/%E6%95%99%E8%82%B2
http://wiki.mbalib.com/zh-tw/%E6%95%99%E8%82%B2
http://wiki.mbalib.com/zh-tw/%E6%97%A0%E5%BD%A2%E8%B5%84%E4%BA%A7
http://wiki.mbalib.com/zh-tw/%E6%9C%89%E5%BD%A2%E8%B5%84%E4%BA%A7
http://wiki.mbalib.com/zh-tw/%E6%97%A0%E5%BD%A2%E8%B5%84%E4%BA%A7
http://wiki.mbalib.com/zh-tw/%E6%9C%89%E5%BD%A2%E8%B5%84%E4%BA%A7
http://wiki.mbalib.com/zh-tw/%E5%9B%BA%E5%AE%9A%E8%B5%84%E4%BA%A7
http://wiki.mbalib.com/zh-tw/%E5%AF%B9%E5%A4%96%E6%8A%95%E8%B5%84
http://wiki.mbalib.com/zh-tw/%E8%87%AA%E7%84%B6%E8%B5%84%E6%BA%90
http://wiki.mbalib.com/zh-tw/%E4%B8%93%E5%88%A9%E6%9D%83
http://wiki.mbalib.com/zh-tw/%E9%94%80%E5%94%AE%E9%87%8F
http://wiki.mbalib.com/zh-tw/%E8%B6%85%E9%A2%9D%E5%88%A9%E6%B6%A6
http://wiki.mbalib.com/zh-tw/%E6%80%A7%E6%A0%BC
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http://wiki.mbalib.com/zh-tw/%E5%85%B1%E5%90%8C%E4%BB%B7%E5%80%BC%E8%A7%82
http://wiki.mbalib.com/zh-tw/%E4%BF%A1%E5%BF%B5
http://wiki.mbalib.com/zh-tw/%E9%A1%BE%E5%AE%A2
http://wiki.mbalib.com/zh-tw/%E6%88%90%E6%9C%AC
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http://wiki.mbalib.com/zh-tw/%E4%BC%81%E4%B8%9A%E7%9A%84%E5%90%91%E5%BF%83%E5%8A%9B
http://wiki.mbalib.com/zh-tw/%E5%87%9D%E8%81%9A%E5%8A%9B
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7ok kR - Engel, Blackwell & Miniard (1993), Consumer Behavior, New York, NY:

Dryden Press.
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L kR - Koter, Phlipp (1999), Markrting Management, Millium ed., NY: Prentice Hall.
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