FRE-FRIFGEF  RRS ﬁ%%%%ﬁﬁ%?k BERRBRHBE
PVEZEEME—ABERRAE TN EE 47

R BRFMAITHEN - BEFRBRUYBE TR
BEXTER L —BEREA T N8R
FRE £ RH £ Bk
g

M+ F R MIATE R K% 3] i Morgan and Hunt #9#£ X > BA4Z 4 (trust)
# 7& 3 (commitment) & Bf 14 4745 694% W35 A8 - AH K LA Palmatier, Jarvis, Bechkoff
and Kardes (2009)4% & 89 &8 & % % (customer gratitude) & 5 » 2B 4 B 14-52 5247
SGELEE  aFTRIL—BXBESKRMRGERAMBITHOLS -

AARAELHSR O RUMBFLRBROLEFEATFRE L REM KA
ERAF 246 fAMRA > AT BE X (SEM)SREM L2 83% > £ A Amosl8 43t
REETON - TEARERSL ' LHATHEBRNERNBEREAEALE ) &
EREHNEZBEERALOBE - 2BZRMHNEEZEEAEQLE &
EREHNBEEEERALALE - JHGAHBANTE BB ER UL HE
BEEEER G BERAXCEBEBEEELIOVEBREEE BB - 4 A MBITH
BAHPNBERBBETY  BEFRERAEA TR -LEBEBELEKELTR
BREREXEEE R -

HBRARRERRELEN OB AN AR EBITHATHBEIREY
(competitive model) 4 # E#% ~ X U (cross validity) 4 &« 44 » AP LR it
BH O OREEBEHLEEZERRBEMTER -

155

e - MAITH  BERRER - BERK  BERE

lﬁixﬁmﬁggmnmﬁﬁ
20 AR IR AR L
LRSS EX TS LT LE L en
‘g resmegy



48 REBBEEEFE+AN

ARG HAEB Y

— B REHH

ERPETEEEFRRAS NTHFEBABGBEECET ERNRGHARK
REFATH B 2R EFUSHESBARAFT KB RN G 5EET
TIHREAREAR  BEEA RAC\ WAL FERFTOEM S8
TEEHCTOYOTA S EARNRBR L L AL L ERRTENAR  redEnEs
HELERUBCHRY ARFELNRALEE HEAEE - RENH L -
KEHBRE  TLABRHABEFIHRALGTEERPBRYHG M
WG BB ERRAEEL T

B EAF R MARITE 0 R0 X % 5] 3t Morgan and Hunt #948 X, » £A4Z 4Z(trust)
#2743 (commitment) % B 1% 47 4% 89 4% > 3% 28 - Palmatier, Jarvis, Bechkoff and Kardes
(2009)4% i LA F R BLEE R AT AR B RIFF A — BT E & © Rdk(gratitude) » T
AT ATHAEIXETHET - REAABEZIHERTELA T R A# » #R
By T EA ERAITA AL B TRETHEFRENFNAL  HEAX
BEERALAEARE  FINRS THERBNEE SRAZZHYERES -
BEARREBARGCITHRANAEGH BEH BRI EOTHFERAREARME E

EF2T  EERNHBEERABERGOARIGZIE L B2 EHTEAE > 1t
BARAF R B — -

RERBGMEE  EERZEFALE ~ A%~ AREMAREE 255
BE XA RIERARY 0 AEEREMRBIEE > BRSO AL RYEE
BRBMMWEAORMELREEFRROELR - KRHEFUEBRATENE B
bt A BITHBAHBEEZRANBE Y BEERATATHERL AL £4
MEZSEXEHEHEAERITEFALRERAR G EHZ =

— “HIR B
R LEARE Z LG KARHEZBEHEENL T !
— EBREHATHBANYEEZERE SRS E Y BERY - EERIEIEFEHEY



FHE S FRA $EE - RS R RBRE I B BBRHN R
YELXEAE—NBEERATAET 49

BEAt  TRALBEIHYHGBRYE
CRHBEERREREMGTHBRAEE RSN TR R AT -

= - REWATHERRITHESER » L H B OB EBTRE -

m RFEARLER  RESHREBTHER > UHMACEFRIITHRABNEL
ZHRK -

R AR

— ~ B 44 474¥ (relationship marketing) &y ) i& R Y

MATHM AN ERRA IR EB RS E RRGEME > 242 E F
ETHHG RALEXZEBRYAERAMG  SNEF A REHBE - M
BATHER TR ES | R @EIL ~ BB 435 525 89 M4 X 5 Morgan & Hunt,
1994) - FZ A RAEELRBITH M B ZREIEF B RYBEEH 4
(Bagozzi 1995; De Wulf et al., 2001; McKenna 1991) -

MAATHRM B RE BT R LW 408 Kl a3k € X 3238 3% (Dwyer et al.,
1987) E B M MAAITH MR AT RS —BAAEAREIRESEHE L (B2C)
FoEH ¥R (B2B) 9 THRZ I BRMAITHOBRNAN  RBJH TEENEEFH
ARE BRBHMAGYNEeREERLTE  KMmE L 2HH F R4 2 (Moorman et
al., 1992; Morgan & Hunt, 1994; Sirdeshmukh et al., 2002) « & _k @ KT 4 » [ 4%
THREFERBERRFCERF AN EEAHE T2 — -

= ~ BAZ R 3k (customer gratitude) £ fi 44745 PR A &

UEHMGBATHOTNZGNMARE(EE - AD)HNGERBELZES
THEAR)GBE FHATHAORZEER BRI ENAEVAEECRBZ TS
%%%ohmmaammww%&@%&&%@@%%ﬁ%@%:%&%%
(affective)fn 47 % & % (behavioral) » ZREEHA R PR EEFHERT TR LI H

» MATAHZFRRBRAE DO T AL - ARLEREBET > HGAERANELSE
MR BZERILEHBETRENPE ARBNEZRITA LR RSF AN
HAEZEE  HEBREHRPERRCEBENBE -



50 RBELBFREFEFAD

Dunn and Schweitzer (2005)1 — 532 % » {5428 2 1B E 464 230 A9 4%
B (Bl )~ EE28) B RERFIE L AN RRITS - EAH
BR O BB EH P B Ao M3 AnfE4Z - Young (2006)38 24 » & 4% —
RHAREFNFER  HEHETENNGEFE2NBE - HATHARTHELR
ENERVEHACRFAEEN  REHEEEEBEENR %A LB AANREY
BE -

B ERXRTR 4 BERERM BTN — BN E2mA  HESE
EHBANGEERBENBEERAN ERESEENAE -

= ~ A& {54E (customer trust)fe B4a4T45 P &Y A &,

TR EF AT R A4 T 99 £2 B % (Crosby et al, 1990; Johnson &
Grayson, 2005; Morgan & Hunt, 1994; Sharma & Patterson, 1999) -« Agustin and Singh
(2005) Arside i » BB RMAREF Z AR TIE B MG TUBRIERE RES
B FSAERB 7% B R4 4B B F(motivator factor) « 245 K /£ A FEBBAL T & 14
MRS~ MERAE  RFAN > HEREFH —EH A S > TG
BE—ERREFHRB I RERBENBEEN G - HE TGRS Ry
(Moorman et al., 1992; Morgan & Hunt, 1994; Palmatier et al., 2006) -

9 ~ §& B & B (purchase intention)

BERE EBRBWRBEERY —E 5 > FIoSE B AT P ERHAED
Jones and Sasser (1995) RAMEERAH LR L ELRBENEBLEE > TESH
P& B & RIALEA B 2 - Prus and Brandt (1995) 304 AR MO EH T —
RN AN RAMGEBOAR  DREAGEENTALRERE L - HEE
BHROREBRBEESNER - AARBHER  TALRR OB THBE 2
s R BN B HITE -

Oliver (1999) # B E LA R AL » BRESAEANE B LWMELER
o ERMRRNERATA > R @& L | @40 8 H(cognitive loyalty) ~ & & 3%
(affective loyalty) ~ 47 % % & & 3 (conative loyalty) ~ % ¥ & #i(action loyalty)



EREFRIFCEE > RES KB BGMAGATH RN - BEFRERHYEE
BHEYEZIETERAE—AEERRE TN EE 5]

Paul et al. (2009) #BHEBEEHBINERENE > AR E O RBEHGE
M (service relationship attributes)~ B 4 52 %y | 3 (relationship driving benefits)#o &4
1% 15 £ #% 18 14 (motivational values)E =B3R5 > H FEBRBMAB % ¥ RRET
f(eliability) 2 A v E2W A% SLARELENEREE - LRAARANT
FREZGEHEEZRF - b LA XBRBL  —UNTHEEHREZHANRRS
BEHLRERMASEZ ME MG THOEX T SERGH LT L FHMIEL -

& ~ BEER4T 44 (experiential marketing)

Pine and Gilmore (1998):2 &% — RN UBRBEAHES - UHLAHEE - B
Exm ALy BRHELRAT  BEALAThI& BARAATRY BRELSL
Foeh o MEEER A FEE A 5 Schmitt (1999)45 - BEER R4 A W ¥ s 24w B 6918
A E 4 - Brakus et al. (2009) % /& i 5 p% B8 8 (brand experience) &4 A Fo 0 € T
B ferie SRR e £ A H B LM R BT e R NART
B~ Wa)FITARIE - LIRS AW EEET | R E (sensory) ~ 1§ & (affective)
#7 % (behavioral) ~ 4at4(intellectual) » MAFREEE T » €45  LEHHF R
SESHEIEOEERERS ARG AT - SRR T A H X T SERET
HEEMAEAANMRZRE  HLBERTRCHXELEE -

AAERE KM BGRUBERERA X ENRR  MATHBERBEA
BEABERREFAEARONGTE  AAEFERA—THEE AL ETR

S FREF ik
— R

AARESERACAESHATHBALBEEBELROBE - LR
BYRLMATHBAEH IO ERERYE AL PHEEERBRASE TH
HE BERUBEEBISRECALLARE WAASBATCEREESE
EIABEHEERE TR BERMKLGEBBEREE IO EREHEI ER -
B ko AHF R F LR A R AT 0 P A% H (mediato) B B BUK BB AE
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BT 42 % B (moderato) AR F A BRI R - A BB A2 A R B E 1 Fio7 -

RV EIN Y EEBRK " mEEE
REEEER |
: | \ 4
N BEfEE
1 HMEEH#E
B AR
$m%;gmﬁpwmmmud@mm%mW&%’ﬁﬁ%%%§%@%$%
THRBRRATLAR M XA R ERE S GIEN R FHERERTEES
FF, o

Palmatier et al. (2009) 8%t % & R BT » MATSBAHNEEZRREF LGS
& - Socia (2007) &hFFRET > BRK G E B EEE B SRR LG 0 MEE .
Tsai (2001) 9B R4 > ER B4R AR CVEBEALERIBEREER
B(BREER) - KU LK AP RHB BT
Bl MABTHEARNEER YA LABEIRYE -

BER2 BERMHNEEREIRALABEEIHE -

RER - HRBEMES (2008) AEIEHREAEIEREERNE LRI
WG E AR BBREHE ARG IET s FEZIREHSREL
EERBER  LERBEHE B2 L BRIEE 2 EF - Palmatier et al. (2009)
W RERBT > MATHEARNBERSE EOBE  BERSHER T
AERBE BREU LR AFRRBBERLT
B3 MATHBAHNEEREES LABRILE -

B&x 4 BERBHNBEEEEFLQBEEYE -

BIRE S RAMARETAH (2007) 3o mEM AL T BT E T S0

RERBT  HGESEFHORBEACEEAODBEIIBE LTS EN T A
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E AV REEHREESNAE - FRSETISE (2001) & # B EFBLIRE B4
LEMBEBERBOAEER THMARYE 8 TEERRE B T BEERE
HFBELAZPE  ZHEEHSRABRRAREIERES RABEERTE
32 % - Bendapudi and Berry (1997) #2 Selnes (1998)#9#F %45 i > 2= HEE A &
AEABE HEIE(LAEE)CREBEFHEPH L EE TM(Park and
Kim, 2001) = &t & (2004) MR HBEEREEHEREFEADE - TR
(2002) REEHITELARH S FARFR QDA EABENHNGRE(ERARET)
HNEEERAFEARE - 2% (2004) RXEXFAEEFAAAH R > AR
BTHGRE R 5088  BEEAR)HEEZERARARNER) - K50 L
XK AR R BRI T

BE S5 BEEEHNEEREERA LaBEVE -

Chou (2009) $tH A GH W EZBNRHEARFHARET  BBEATHIEODE
BARATSY > ESEEH T XURRBEROTERAHBRE - Wuetal (2007) st4H48
WELTAABRITHRHEL LT ABELBEIVELRET  BREEA
BRLEzMAELEBEEIWEN  RETRANEYERERE -  EHBEAKRER
(1998) FEHBERTHEFABLBEMMGREXR 8T HEERERR
CHEZLEHNGLY THARELEBREERER - FEE RFEZRL
(2008) AELNATHRERTEAARY L RREHCEZHERR 528
CEABMZHG ARERER  HERROCIOPTESFCRAHAH AN
154% - Tsai and Huang (2002) &9#A %35 > B TH AN BE e B ERZNIFL
EMBEBENEE B - KOU LR A RERET ¢
B 6 AMBTHEBAHNBEEREBE Y  BEFREREA THEKR -
R R RABRBEEAGBTE  RE T FIER
T M A-RBRAITHEA B AN A AR ERARAL PR BERAA LR

B

Z- AR HBEERERRAREE
AARLAREBZEEHUBHMEERARE 5B EHLE B
ITHHBEAER TS AYEMEEMEL  MRBEARFMEESHSFETURETH
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TGRLAE - LIh > RFARNHEFIE SHA 2 5455 %2 B % (Likert Scale) F 1243
o OAUGHLAMNABEIRE  BEMEERHEF B LT A -
(=) BAATHEAN

RBRFUEREL  HhHBFART] - B RBICEEEZ IO » ik
HAATA BB A Palmatier ot al. (200942 & Reynolds and Beatty (1999) #4457
EME GEBACBLMGMG BALR IR GAA ESNAE LR
BB b B 4%

(=) BER¥%

HBREUTEA  AMEFHBZEREIH MG BAEERTENH - %
ERREFEQRZ - FZE4% A Palmatier et al. (2009)4% % & McCullough et al.
(002)89 B E F7E © B EFMIE - R EE L L rE -

() BEiEsE

HEBRFETEA BREH R B35 5854269318 - B584% A Morgan and Hunt
(1994) B HEEABAARIEMAYEE  RETBELEH °Doney and Canon (1997)
AAEAE D R R AT (5 L8 & & R 1AM & - Garbarino and Johnson (1999) #5 8 » 5%
HNEEHEE REARES TR TERGECRE -

(w) FE B

RBRERTRA  BEHAMESMREGE SRR > FRRELE 547
A8 EE - FHEKA Croninetal. (2000) ARH YL - BEFERLEHEEIFA
BROFAT > AMRANEENBEEBEALL - SEREESEREREE AN
A FFR - Doddsetal. (1991) £ EME B/ R ORIES : A THSBE R
HER RELEREZEERLEME -

(Z) BERRH#®

RBFRERA  AMEASR G A REBREH S ARBEE 6568
HRF G ELER - FR#A Schmitt (1999)BBITHBA » AR TRERER
BAMEMENFRE  RIRTER FHL%8  FRREELLHRE - 5
ARALFERBE -



FHEFREM GEERKA AR EFHATHEN BERARRABE
EEBEZTERAE—VNBERBRETNEE 55

m~ EHEERSHTE

(=) #HFT - FARAZEATHARE
R R I A R k4% 6948 A 38 4k (convenience sampling) 5 AFF F AR SEM
By aE M > AT RS EERER BB ETRREHA 15 18( Stevens, 1996) » Loehlin
(1992)3 th » — 84 2-4 AR F ey A - A KB ZE D 100 48 > 200 B R4 - Hib
AFFR UL 250 EHARABR  URSAXRAEEESE - FAARELZEZRH 9
FAMBFOBEEALAL  KAMEBEEFAOBERETH -
(=) F&rTRI ¥
AFREZFFBERKAES ZFILR A% BARESE 3 ZTREH 2009
£11 A 11 BZ20104 14 14 8 #4TA7R] » 3T A 2% 106 47 - &40
¥4k % Cronbach’s o A EAKEMERTHRZT 64kE » BBAELHZAR
ELREEHFEHNES A LERSORE - Bk A ANBEEA RITHUE
B oo AR LA RMERE AR 0 AR A EN AR ERERTE
B #AMAEXMANEETL  HUSLEH EXME -
() HRATRERH
AAFEERHHINERENERE I RRFRERBNBEE/AEHR K
RAEABERGO T R ETHRARAZARE -FIEDKEIAMA 201051 A208 244 16
B BAMAELE304 > THEEKFA2024  EY ARSI 24670 82K
P 164 BRMERKRES 74% -
(@) BHI>H T &
ARRUMARAEFALEETH  ERK F BB LW T/ MEDRA
HUATHRAE  FIRBREE > BRAELR S A%E - E4 - £A SPSS18.0
& Amos 18.0 a3t B £ 88 ERABTRETRITRI N AAAKEATLBEH
B A BB FHER St ot B4 Al st b - S EmE A
DA MBS REGE ~ BAE)  REME R N - KUEHETRZAMT
THTET
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B-FEERAS W

— ~ BRAERTH M

ERBER246 Y 0 BHEAELE 118 4945 48.0% » mLttd 128 4
#)15 52.0% - BRMET 0 WA RS RBETIRM BB RBE M BBULHE S -
A o b LA 21-30 BRAE 34.6% B K % 0 BRZ 3140 345 32.1% 0 b=/
HEEZ ABETE T 23 66.7%  BETASAKE By £85)8 0 21-40 &
MGBRTERBAE - EHFREF & UG PE)ZHEAML 24% &5 &
RARERE L 30.9%  HARZ T34 AIAZ 45 2 10,001~30,000 7046 53.7% 2
®% 0 ERA 10,00004)7TIATF 4945 23.6% > BETHAU R T UABER S -

= —HREERESHAS LEERE
(=) —BBmEERF>
FIR TR MBATHEN - BRERK - BEIEE - BEEE  BEER
BRET-—BERELDF0H A& R R 1 2B &Y AB RS EH42 GFL
NFI~ IFT~ CFI - ¥4#2i8.9 g4 K% > @ RMR JFEAZE - SR B a2
ECRAZEERE(VE) » 4A8iB.5 thIZ AL E o

&1 BHEE—RESEREE

MLE 053t 4% wa sz
4 = REAAE HWERE pp  nms

% y) (e 20 (CR) (VE)

RMI1 : &RFRGHE BN AL RIIZFHB% 83+ 15 824 611
RMI2 : 8384 RGHBANERI RIFTH M 80+ 17
RMI3 @ B 358 8419 A 4 48 € o5 Rl Ao R 7] ek 22
GRAI @ R ERBBFRM B 0 15 773 531
GRAZ © S AREH R 357 A B AT RAL 60 RFS 66+ 24

GRA3 : A RGHERRREH FHR % NP 23



HRESRA FRE-RRS AHKHRGAREN  MERSHRAR
YELEERE—ARERREFARA 5T

TRUl : %GBR3 ZEEBLRETEY 81**x 14 .833 625
TRU2 : #HBERFHEEHRE VELL 20
TRU3 : A RALREFRERERY . 1z
PURI @ KRR THEE B0 E & IR 7k 21 .824 610
PUR2 : o R A ¥ € » RFEH D& kst Q3xkx 11
PUR3 : #&# BAAREELSREN B g 13
EXP2 : #EHFRINZEERL A &4 6% 28 792 501
EXP4: RP|ZELEBREBAREEIELAZT 66% 25
EXP5: REZELBAELUERGTHFERIE 70+ .30

BARHRIR C AAT R KR

(=) 3 AHRHKE

REMSPAE T U HBR R YR 6 5 BLE T 4T 4187 Kline(1998)30 &2 & %75
BB R >3 BRGE ST ATAREYEGPERALFTE > BREHE
BRYBRBEAHE<I BREAGEELT HEFRE R AP AFTERETRE
BAEEACR)E RN 0.7 #F4 W BER S LEBBX -

=~ BB ERERE
(=) EES#

ARAREZIMEBRERNGEE  EHBITHBRANEESH T » ZB27F
AR R1A 20 3 A.712 ~ .696 ~ .635 > %2¢ Cronbach’s o 43 %.824 - LB R #1Z
BEo# T - ZAEMTAE WA 5] 4.598 ~ 563 ~ .640 » % E Cronbach’s o fha®k
#.767 - EBEEIERESN T 0 ZAAATREMAGEL 5] 5.707 ~ 669 ~ 705 » £
# Cronbach’s o 14 %4.833 - EMEERMEEIMN T ZABBAMGEY 3
#.641~.704 ~ .678 > % 3# Cronbach’s o 42 %.818 - A X ERBBRIZE M T
= RERETAME M 1R85 5] 4.531 ~ 565 ~ .607 » %8 Cronbach’s o 4% %.788 - %42
ME o BBEROEEKEHZRTHEIZT HKRE -
(=) mE#H



L B
ARMALEBACHIREMCREEHENES UL 5|2 L0212 P
BEtE>32) BBRTHYEEBEEKE - AARUHRALE BT 0K
B
2. & BB
Bagozziand Yi (1998):2 % » £ X T /B RBARTH WA ML e > L2
DR AR A ZEHEER (confidence interval) R é,4 T1 > BIEE =44 sbib A H A
B RIFAEBIHE - AP RIXEHEE (8 Bh - bootstrap) ik > 45 245 % 2 2] & CFA
BABY  RRAF IV OB ELHRTH SERMEL  EOFA AT 2
AR TERE  MALEEHEKESLO T Z8BEMERETRZEA R
"1 B EARMELERGZ LS BIFHEIIRE -

W~ EREX 5

ARREREAED Amos St B EE K40 B 22 BB EENE > &
FRRCQGFSH - RECOFGHURLBEEINRRE &R 2T £+ CR A
R 443 B (B R bk critical ratio) Bs FREL (B 2 tAR A 2 148 > 40 B > 1.96 5 32 5].05
HBREKRE  BRTTAHRTHGTHBRASEREEAAABELAEEE L
B B A X B %‘#ﬁﬁ%Eé&;ﬁ%iﬁéﬂ?fﬁi%ﬁ%%%*fﬁ ?

BBELERBRALL A G ETUHERE A A MAESE  NEEE
£ B iﬁﬁz%fif_fmif-rﬁizﬂ@dz?iiﬁ&%ﬁugﬁlﬁéﬂaﬂy HEEMGERUSE
BARTE > Bk ¢8R SEM B R REABXYBIRTFE » L&
HREBHE®S T —EmHHeh SRS FRREAERX > HATKL
&ﬁ%%%%%:ﬁﬁﬁfﬁwﬁf@%iﬁﬁia T Bk REFERHE
XBATHE  LEERBHAL - |

ARRERBB AN BHEHEIEAZ S  chi-square=214.43 chi-square/df=
2.58 ~ RMR=.024 ~ RMSEA =08 + GFI=.89 ~ AGFI=.85+ NFI=.88 ~ [FI=.92 -
TLI=.90~ CFI=.92 - ;A L3542+ F @ A 8% > GFI ~ AGFI - NFI s5{g 7.9 42 &
B 4R EBTHZARE - PGFI=.62 ~ PNFI=.70 ~ PCFI=.73 » 1% } #4834



FRE-FREFGEE  BRAKRS AMEFHATHEAN BEEHARRABE
EHEYEZTEAFT—VAERREEFAEE 59

22> 5 W TREEE - BHMT  BOLARBEIRBEPBHE » KRH
SHRBHSFAERATHRE AR BRERHABTREHMATURS

B BEREGEANEBE RN -

cmin=214.431 df=83 cmin/df=2.584
p-value=.000

gfi=.894 agfi=.847

rmsea=.080 rmr=.024

ifi=. 923 tli=.8902 cfi=.922

€3 €3 @
.30 51 43 BRSBTS ER

fTruz] [TR_L;?! fTru1]

B2 2R EERE

R2BEMEEREER
2

B & BEstHE THE HKREER
& 1 Bl1AATE 3N — BB R 55 6.61 %% *HF
3% 2 BERE B E EFE 32 3.83 % X
fR3% 3 BlAA TSN BB EE1E =99 -1.47 RE¥F
B 4 BERK BEEE 82 5.03%* X #F
183% 5 BEEIE BB LR 57 6.39%%x *H#

BHRRR R EIE MR RiER] 1.96 B E K E

B~ BEFRA SRR
RHT T R 46 IR A% By Palmatier et al. (2009)A7 50 & it 2 89 B 54T 41 BR B R MK

B> BRAELESERTHEAMERIARE MA-BRTHESMHE 2K
HOFHANLBAEASBEERLB I TRV E - AU A-BRITHELSHD
¥ BERRBEBREMGITHRAHBERRBERLA TEXR KO BILEE
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BRAHBEEBRALABENE  AHACHOEESRAANEE Rt A
BT R R B A SR TR B £ BB MA/T AL - 1
BEREZIRFHEAURTLE £ -

&3 MM RFHATHRFEARECEF SRR SRR L8 A

BT SRR B R AR Bt —RR B T o A A

B g B1E P& B & P&
MRTHBRA—ER LR 2 - - 52 #oke
BERK—BEZERER - - 48 K
BE R R BB R AT S RN .80 bk 55 ok ok
(:58) **)

BEEIE—BERIK .82 ok .82 Fee
(.63) (**)

BB RATH RN -23 .179 -22 142
(-.04) (=)

FRE ER—BEEIE .62 HAE 57 ok

BEER—BERK 24 .009 32 ko
(:47) **)

#k p<0.001» **%5% p<001 ()P $fh % B %32 % Palmatier et al. (2009)2 57 7 4 £

N BERRERTHIR L

AAEMRITHBAHBEREHE T BEFRBERIFTATFEME &
Bt EAIRE SPSS A% & # B M 44474542 A mean center HFIE Y BT E R B
mean center 485 KAF ko[ 2 SRIRBTHA L2 ¥ 3 0 32H Amos BEZ B AR
B MBITHBARTERRELENS LR TEA LY ERRN AT
BRBREFITUGEEEE  BREAETFEHE -



W
S
B
N
bl

S GBS RHAESHRATHEAN S BERREREME
EHEYELTEMR—ABEREETNEE 6]

EE E A RS RRER T SRR SR B (A
cmMin=992.807 df=130 cmin/df=7.638
2 p-value=.000

®

RIS et o JBRARAT BT HE A

B

ee@@eeeﬁa 06 00
HlE

2 BEFRERTERRFRL

B PR TFERRRE 0 FEEZ O ZREK -
B 6 AMGAHBAHNEERKYE Y  BEHFREREE THEXX -

£ RABEMRE

AFFE LA SPSS R4 B M R BEE 0 BAT Amos T &) SRR ILE 0 B
Az MBI EEEHE EHEAGERARFLEEHIHRFEZE A
ATHABMEHBEMN - R4 BRBEAEBRETEE » BERRH S HEL
R EFEE  AAAN TS EHRHIE X (R 2 4248 F] Measurement weights ~ 3% 7]
4R 4% 3048 % Structural weights ~ 3% 7] &5 4% 3 4 2 2048 [ Structural covariances »
¥ 7| 4 45 7% £ 48 ] Structural residuals ~ 3£ 7] 2] & 3% £ 48 F] Measurement residuals)
B3 ey EFEN S B 7.731 ~ 17.970 ~ 18.044 ~ 20.556 ~ 40.364 » ¥ g BaE M p
{85 5] 2.655~ 391~ 453~ 548~ 324 B REBHEAREP>.05) B2 E HMEFK
EBHEE PRAZMAFZE  TURAEENER S o {EHEEEE
BEHSHIEIE M EHRD > ZTFEELHRAER SRR SRR a5
THRAEME  BARBRESHBEA 2 a2 X B REEY 0 ZER SBE
Az #mEBEX R SR > BREAAZBREXELFATHRIMN - &

HXNHKERE BT EEBR IHBERTZEEX-
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BRT AR AN A SRR A AL SRR A LR
4 T L E LB #3835 X Unconstrained model b 2x &

NFI IFI RFI TLI
Model DF CMIN P Delta-1  Delta-2 rho-1 rho2
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Structural covariances 18  18.044 453 .009 .010 -.010 -.010
BB R EHIER

Structural residuals 22 20.556 548 .011 012 -013  -.015
7| ARk £ A48

Measurement residuals 37  40.364 324 .021 023 -018  -.020
¥ 7R 3% £ 48

BHRHRIR AR AEE

AR p< .05

1~ R EEH

-~ BRRK
(=) £@&H+ 5

PA{Z £ (trust) $2 7K 2 (commitment) % i

al. (2009)P7 3% H 0 AR BB B A58 » B S BERR IR B
HNEERREMGATHH AR NHE > BNt

BEEREZIBE

—HRAHA RN Bt AR LR TR

A REL

BA 15 AT 44 21 RRBR AT 45 48 A 2

PR3T B 1R AT 44 693 X K 4R 3] it Morgan and Hunt g9 =, >

o AFF % LA Palmatier et
FHHER

HATES B9 4%

2B TN

PR AR RITH AR

B BEEARABYTHE A BCHGTHRAHBEEROBE > 4k

BATELBERRESR A TE

BB BRATEZOHATUEE > Ik

—RA TR E EERMAITHYERSEHA -

(Z) ERHERERT > AFRBEBEEREZIB)GETR

uXa% 2 —UT



FRE-FRFEGEF  BRAS KHESHGTHEEN EEHARRAEHBE
EEYEIEERF—AEEREETAEE 63

FHME RS AARERERAE X ASREEBEEETHR
CEE R

K HLEFEESR
(=) AEMBITHENANRIE
FRERBMBITHAIBANZZZNPEREZREIRENLER  BHRE B
AN EE  WEHET ST KRGS TRIECH BB ERESEERE
TR BERE G BEI X BT EBHERFSH NI RE BRIBEENHE
B~ BREAREARARGATRM LY -
(=) BEERALESHWEME
EREARTUNEENABERERNBFOMGTHO L ERLE R ERE
BARTRALN—F > HREUE -~ 0BT - THNL > A EORBL LS
BRAE  HTA LB A ARSI OB - RAZTIRE Z 5ol M holB 4 F 4384248
FH R R
(Z) BE R -CRREHBERMK
REEANBLIHBRETELTENAR M REHRYE - DRMYER T B
AR AFEE > AHGTHTHEEREREREZYNTNAE  BEEREE
B mEEHRMREGNEE  CRELBEESIRBGOERE - Bt ARME
GRAEBREBRABBNEABELRARTLS > UEHLZELRRSEES
WA -
(m) BIF ARG B R TREER
HRHBGRABBEENES > BEMLBIEUAHMARBRIRAE LY > o
ERGAFHFE - BURFEFTREIBNATH RN S - GAHELRE T
BEERRUENERBECMA—RBAHTHRE  BEEREREET/EHRART
it —BifR  ERKRATT KA EFTAT OB EALE R AT HG MR
—;- o



64 BELELEEFNEHAY

=~ B R R

(=) ARRAABERERT (BEREZE) BTFE > SN REHZITARI
(RSB EENT EITH) LRIEABERS » Wb BB E T 25
BEFEEMIE  REARHEEERE -

(=) BEREHBERETHARESMALCTHEREYE > AFEHES ER
RETEAET % AERBOEARMGUEGE B LRFR Y RE 2 —

(2) EARAEMERE T LR RN BEAN KLY A BRELWEE B E
BELHRMRFZOEERAREHE RESRRE  HERRAMBELS
R BEBHGH 0 TR BRFR G FRE -

W~ B RER

(=) AT EAR BFEITAE > BBAETRE TSRS L % R
BFEMEBAFBANNEEETHAE  WRELEAF  RERERTN
RELZHFAEHNELER -

(=) AARIMARFERUSFIRERIE > ARARTUEZ L Cins| g
#H (D REAAR A B35 LAe R S S H ) BTS2 1L
HmIFE| AT -

(2) AXBAENGTHBANEER A AL EF LT EEI U S ESE (b
BERE BHESTE) ERRIGHHBRZ THEERLEEE N KR
By EMAELZRKXE  BLSHHUBICETRMK BEELRRE > Bl e
FIRARAOHRE > BBBRETRE T4 LB EITE -

=~ P

TR (2002) AR MGLEREREZFT-ZERTLENTERAR &
2 19(6) » 1097-1130 »

REAR (2004) - HHEREHEHHLERZFLE - AHBRBLEH X B s AL
&L -



EREFRAGER S RES %Wﬁ%%ﬁﬁ%?k BEREREBRHET
VEZBEEAFT—ABEERLEFNEE 65

RiftE (2004)-BREHEACEHEREVEZ ML FHELH 2105) 611-627-

SR BT BB (2008)c HEHR - FEACETAIMBMAL  RE
BN ZERBREY - BESEEF > 42) 5783 -

T RitE B (1998) - RATAEFH A B MGITHIME - PAEEH L 11(4)

611-627 -

R4~ T4 (200]) c HEREBRBBRAAREZHARERBEERE ERZM
B R o AR L  14(4) 0 T7-101 -

s By FTEH 2007 MAGREHAIXBE SaH L AMEHESE
B EFIEMR - FHEEHR - 24(3) 0 289-306 -

RELE - HREE AL (2008) REMAIGRERNZIAR - PHEHFZ21(2)
43-65 -

=~ B

Agustin, C. and Jagdip Singh (2005). Curvilinear effects of consumer loyalty
determinants in relational exchanges, Journal of Marketing Research,42 (1),
96-108.

Bagozzi, R. P. (1995). Reflections on relationship marketing in consumer markets.
Journal of the Academy of Marketing Science, 23(4), 272-277.

Bendapudi, N. and Berry, L. L. (1997). Clients’ motivations for maintaining
relationships with service providers, Journal of Retailing, 73(1), 15-38.

Brakus, J. J., Schmitt, B. H. and Zarantonello L. (2009). Brand experience: What is it?
How is it measured? Does it affect loyalty? Journal of Marketing, 73 (3), 52-68.

Chou, H. J. (2009). The effect of experiential and relationship marketing on customer
value: A case study of international American casual dining chains in Taiwan.
Social Behavior & Personality: An International Journal, 37(7), 993-1007.

Cronin, J., Brady, M. K. and Hult, G. Tomas M. (2000). Assessing the effects of quality
value and customer satisfaction on consumer behavioral intentions in service

environments, Journal of Retailing, 76(2), 193-218.



Crosby, L. A., Evans, K. R. and Deborah Cowles (1990). Relationship quality  in
services selling: An interpersonal influence perspective, Journal of Marketing,
54(3), 68-81.

De Wulf, K., Odekerken-Schroder G, and Iacobucci D. (2001). Investments in
consumer relationships: A  cross- country and cross-industry exploration.
Journal of Marketing, 65(4), 33-50.

Dodds, W. B., Monroe, K. and Grewal D. (1991). Effect of price, brand, and store
information on buyers' product evaluations, Journal of Marketing Research, 28(3),
307-3109. |

Doney, P. M. and Cannon, J. P. (1997). An examination of the nature of trust in
buyer-seller relationships, Journal of Marketing, 61(2), 35-51.

Dunn, J. R. and Schweitzer, M. E. (2005). Feeling and believing: The influence of
emotion on trust. Journal of Personality & Social Psychology, 88 (2), 736—48.
Dwyer, F. R. and Sejo Oh (1987). Output sector munificence effects on the internal
political economy of marketing channels. Journal of Marketing Research, 24(4),

347-3509.

Garbarino, E. and Johnson M. S. (1999). The different roles of satisfaction, trust, and
commitment in customer relationships. Journal of Marketing, 63, 70-87

Johnson, Devon and Kent Grayson (2005). Cognitive and affective trust in service
relationships, Journal of Business Research, 58(4), 500-507.

Jones, T.O. and Sasser, W.E. (1995). Why satisfied customers defect. Harvard Business
Review,73(6), 88-99.

McCullough, M. E., Emmons, R. A., and Tsang, Jo-Ann (2002). The grateful
disposition: A conceptual and empirical topography. Journal of Personality and
Social Psychology, 82 (1), 112-127.

McKenna, R. (1991). Marketing is everything. Harvar Business Review, 69 (1),
65-79.



FRECFRFGEE RAS AREFHGTHEN S BEHARRGHEER
ERYELREMAR—ABERRETNEE 67

Moorman, C., Zaltman, G. and Deshpandé R. (1992). Relationships between
providers and users of market research: The dynamics of trust within and between
organizations. Journal of Marketing Research, 29(3), 314-329.

Morgan, R. M. and Hunt, S. D. (1994). The commitment — trust theory of relationship
marketing. Journal of Marketing, 58(3), 20-38.

Oliver, R. L. (1999). Whence consumer loyalty? Journal of Marketing, 63, 33-45.

Palmatier, R. W., Dant, R. P., Grewal D. and Evans K. R. (2006). Factors influencing
the effectiveness of relationship marketing: A meta-analysis. Journal of
Marketing, 70(4), 136—-153.

Palmatier, R. W., Jarvis, C. B., Bechkoff, J. R. and Kardes, F. R. (2009). The role of
customer gratitude in relationship marketing. Journal of Marketing, 73(5), 1-18.

Park, J. W. and Kim, K. H. (2001). Role of consumer relationship with a brand in
brand extensions: Some exploratory findings, Advanées in Consumer Research.
28, 179-185.

Paul, M., Thorsten H. T., Gremler D. D., Gwinner, K. P. and Wiertz C. (2009). Toward
a theory of repeat purchase drivers for consumer services, Journal of the Acadamy
of Marketing Science, 37(2), 215-237.

Prus, A., and Brandt, D. R. (1995). Understanding your customers. Marketing Tolls,
2(5), 10-14.

Reynolds, K. E. and Beatty, S. E. (1999). Customer benefits and company
consequences of customer- salesperson relationships in retailing. Journal of
Retailing, 75(1), 11-32.

Schmitt, B.H. (1999). Experiential Marketing. Journal of Marketing Management, 15,
53-67.

Selnes, F. (1998). Antecedents and consequences of trust and satisfaction in
buyer-seller relationships, European Journal of Marketing, 32(3/4), 305-322.

Sharma, Neeru and Patterson, P G (1999). The impact of communication



68 RE&EFFAFAZ+AM

effectiveness and service quality on relationship commitment in consumer,
professional services, The Journal of Services Marketing, 13(2),151-170

Sirdeshmukh, D., Singh, J. and Sabol, B. (2002). Consumer trust, value, and loyalty in
relational exchanges. Journal of Marketing, 66(1), 15-37.

Soscia, Isabella (2007). Gratitude, delight, or guilt: The role of consumers' emotions in
predicting postconsumption behaviors. Psychology & Marketing, 24(10),
871-894.

Tsai, W. C. (2001). Determinants and consequences of employee displayed positive
emotions, Journal of Management, 27(4), 497-512.

Tsai, W. C. and Huang, Y. M. (2002). Mechanisms linking employee affective delivery
and customer behavioral intentions, Jowrnal of Applied Psychology, 87,
1001-1008

Wu, W. Y., Chen, S. H., Chang, M. L. and Li, C. Y. (2007). The influences of hedonic
and experiential marketing on consumer perceptions of quality and value: An
evaluation of internet Website appeals. Chiao Da Management Review, 27(2),
141-167.

Young, L. (2006). Trust: 1Looking fForward and back. Jowrnal of Business &
Industrial Marketing, 21(7), 439-445.

=~ HE3EI

THRRRFZA S (2009 - B BRERRZAFTE 201043 A58 » ®A
http://www.coa.gov.tw/view.php?catid=19950



FRE-FREAR-CEE - BRAD KREESHETHEN BEEFARRABE
EBRYELITEME—AEEREETNEE 69

The Empirical Study of the Influences of Relationship Marketing
Investments and Customer Emotional Experience on Consumer
Behavioral Intentions on Leisure Farm—Taking Customer Gratitude as
Mediator

Mou-Chien Lee' Chen-Pang Lee’  Jou-Ying Tseng®  Chiou-Ling Chen*

Abstract

During the recent decades, most of the studies of relationship marketing use the
model of Morgan and Hunt, which focus on trust and commitment as the core issues.
This study is on the basis of customer gratitude addressed by Palmatier et al. (2009),
and to develop an integrated marketing model of relationship and experience. Through
Empirical testing, the model is suitable for developing relationship marketing in leisure
farm.

The target sample of this study is the visitors of nine leisure farms in Yilan, and the
samples are 264. We use SEM to test the assumptions of the study and Amos18 to
analyze the data. The result of this study is as follows, 1. Relationship marketing
investments have positive influence on customer gratitude, and customer gratitude has
positive influence on customer purchase intentions. 2. Customer gratitude has positive
influence on customer trust, and customer trust has positive influence on customer
purchase intentions. 3. Relationship marketing investments has positive influence on
customer purchase intentions through customer gratitude, and customer gratitude has
positive influence on customer purchase intentions through customer trust. 4. Customer
emotional experience has a interference effect while relationship marketing
investments have influence on customer gratitude. Through several Reliability and

Validity tests, goodness-of-fit of the whole model is good.
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To the stability of the model, we also analyze the relationship marketing
competitive model and cross validity test. To sum up, according to the results, we
address concrete and practical management meanings and suggestions for the further

study.

Key words: relationship marketing, customer emotional experience, customer

gratitude, customer trust



