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Exploring the impacts of experience marketing, perceived value,

brand image, and word of mouth on customer loyalty:

satisfaction and trust as the mediating variables
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ABSTRACT

Due to economy developing, double income families become majority
structure of families which constantly eating outside and making strong demanding of
catering business. To fulfill the requirement, there are many different types of catering
restaurants blooming, ex. small shops for to go, characteristic shops or big chain
restaurants. To make obvious segmentation, restaurants provide wide ranges of business
model and varieties of products to reach targeted customers’ demand. There are a wide
range of consumption prices to meet customers’ request too. The restaurant could
succeed due to many key factors ex. products, promotions, services etc. If you can
combine good products with efficiently marketing procedures to meet customer’s
demand, you will increase the customer’s royalty and brand image effect. The purpose
of this study is to understand the marketing factors’ (Experiential Marketing, Perceived
Value, Brand Image and Word of mouth Communication) interaction between
customers’ behaviors (Satisfaction, Confidence and Royalty). There are 300 pieces of
questionnaire surveys from the restaurant’s customers, there are 265 pieces of surveys
effectively obtained. In. the study, the results are as below: Customer satisfaction is
positive impacted by experiential marketing and perceived value; Customers confidence
is positive impacted by brand image and word of mouth communication; In the end,

increasing of satisfaction and confidence will contribute customers royalty.

Keywords: Experience Marketing ~ Perceived Value ~ Word of Mouth ~ Brand Image ~

Satisfaction ~ Trust ~ Loyalty
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BEATA L Gerg R BAEE AR QAW % 0 EF 50 SRR e R E
AE R g AN ERBE s B EY uFe fETRg T T B0

Bt W A FIgt A & AT R B R B T L 509 35 % o Cretu & Brodie (2007) Dodds,
Monroe , & Grewal (1991) #p ! E‘&‘% ¥ A WW’? i 5 rs B R A
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13



## > (Trusov, Bucklin , & Pauwels 2009 ) - Wirtz & Chew (2002)3% % BER 7 &% 18 & 5
TRz B AFRCMBRAE AR pEe CE R AR T d kT

RfRd R € FIN AR VAT e v AR v d BT E s v A
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SERFFR AL L ELBRAA RN FER R L OER TR -

Wangenheim & Bayon (2007)+ F 58 v M 74 £ ¥ 85 flenimdl Kt g B 1 2 - 7]
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(Barry 1985) e %2 e it ek fe v @3 SV WO PIREE b oG oo A5 T LT
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REMBREFHEFABAKIVEL I Fa A2 3 - Feniml > s e
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PP IR FAXE o R E Y RRIIOFM AT BB AR LN F R
2R NI ANLEFEF LT UGS L AT F MY (Schlosser 2005) o F]pt o
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fg&“’ﬁ.ﬂ!.“l—r E’ﬁff):g":jbo
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4TS B R RAF T B FIRATE R o Oliver (1993) iR i AR Z L B AR T A 7 ;f}}l s
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PRIFEER A PR AE ™ 7 ¢ 20 - Oliver (199947 A B A F 4 2w b 3~ R &
BORBLB FLABLEAHEIRFLLS T RNARERBERE R L
BEREA O RLBERLFEP WA EAE LB AR L% FE - Parasuramand (1985)
AL FERL L ALRAER SFARN LRI ARG T R R AR
& {7 5 o Backmand & Cromptom (1991) ~ Roberts (2003)£2 12 2 % F 27 % 4 (2006) B
WMAMEAELLPFE BRLFI e REFEEEL PR OME o (75 DL FT
Zeithmal, Bitner, & Gremler (2006)in# B ¥ %o # PRI § F 1 A &PRIEF § 1l
PHooF LWAEE LERBE G R RV SRS A S EE Y F ¥ € o Cronin, Brady,
& Hult (2000)3% 5 BEZ 5 EEJIE (JRIFS A & )7t 2 &35 8 Mo MR JRIFEF R Y >

I REREDFE  FROE TG l% B3P 2P 8 LB A o (Fournier 1998) - 7]
PREEHF R EGIE BT IRTS T A PRIEARY A SRR Mf] Poervedf &
FRRLERFERANEG CARER s 4 v E > LBEEE o
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R A2 ARPL 2 FY

O
PEORE o BN EHLER I A 2GR - Calik &
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BUARAMET EEFLET WP AR EH Y F L L~ 64 ki
e LR WA EAMY 5 &a P wehR § M % Crosby (1990) - Babin &
Griffin (2005) a3 £ ¥ B L AR+ F 2w a i FFLAME D7 il 2 L
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EHGE R E A £ F & 0P A AEE & T (Customer Satisfaction ) £2 4f %
% 3 (Customer Loyalty ) F] 5 i) & ¢ $120 &£ £ g 3178 & 0o ff x% g5y HALT
EAEY HEBRLAREERBEL PRGN TFE - £ ¥
AEPEAERA G F PG RN B SR F
EREEFLINFERE > @RANAZNBIAEL AL > L LEF K
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dr AR LR APT2Z B EARALE > FPL AR SN R IR K A 3N
ARG H R - AR TRE R AR TSR A F @ AR O g
o REAAE L BRGNS e (Rw ) BTN FE AT RS E GRS

Jisie AT R R

(£ m) i

N

g )Iév %ﬁiﬁ EE KR

3

P i A R

21



1 %

CER R RURIAE AL T oA
EER Y. AE S QLR Vs S
Eﬁ%/ﬁii\%x LECENCE
g A LR RE R R BT
';\giﬁy}\\?ﬁé&'%%/rﬁv °

o

Schmitt (1999 )

mF
1% =R

W DN — 1O &~ W DN =—

\a; .

=

SRR ROR B AT
ERERAOTY O ALFLG fEaso
RS KR B AL SH LR

TR

{ﬁ%&*"i%% BEiHeo

Pethick (2004)

A R - B R g o

= ﬁmr‘{—-lﬁlﬂii\}&i g‘:u o

VEERF TR R R o

\*\-\ =

é}?ﬁ. W’ET_J.bJ-\.m_E/A,\#q]vvo

.E%&%#aﬁmi£%ﬁmﬁo

Biel (1993) Aaker (1996)

v
¥

AR E A R R R -
AT e
.}\‘.gfégjpﬂ 4 gk}ﬁé&,ﬂﬁ:&’%o

(e @ & 2012)

Ol == W DN —

CEFR R B TA AR AL AR -
VER B RB LR RS A RR o
B RE BRI A ﬁPRﬁ{;‘%i!’ﬁo
«E'Pﬁéﬁﬁj ETR B rx‘t"f B &

A RR R R PR AR "J A

Kotler (2003)
Shandkar (2003)

w

QTIL-PC»DL\’.)'—‘

~%%%$W{§%§&gfau*
.i\.x 11_313&&)% EFE/ﬂ
.{'ﬁ%&ff;}&&_}};% %ﬁ%}i‘_\_ﬁ

*:nk“

AFEFAT U EETRE R -

o

1: t

BT R BAEAEE P E -

Morgand & Hunt (1994)

22
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* GOOGLE # ¥ % Se2k3 B % 5 B 265 (R % > 3 »ew fek 5 87% o 18 A 512384
o (FZ) o oo B R A 111 0§ 41.8% 5+ A 154 &
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BRF AR > FFLF AR PP E A REART - R A R ERRET
Plok A~ B (- REG AT o AFFF & * FlF f j7 £ (factor loading) ~ &£ 2 & % &
(composite reliability CR)fr Cronbach's o & (8> k 7 f2BLEZIE P 2 K38 .3 £ 5 sk
fo i & fhdp % > 1995 Hair, anderson, Black & Tatham (1998)9u& i ¥ % § ir £ & i ~ *°
0.5 £ i# > m Fornell & Larcker (1981):% CR & &£ 3] 0.6 14+ > pt ¢k Cronbach's o

BB 0T ARG M- REEFHAE

() ki A4
ALY T f R EF T L e 0T 35% B di(average variandcee extracted,
AVE)a&r7c R 8 % W 2C R B (TR A il TR B2 Tt Rl S B plE 1 B
FEF e SRl EE ARl E oA 2 AR R 0 TR PRI A FnE & P 0 BIE gk
4 Bri R s ﬁ i BRI B E N F ehE I 4 o (Fornell & Larcker1981,Bagozzi
%

[

o

& Yi1988) =3k ¥ AVE & /& % 0.5 1+

(=) APBE A~ 47

iR s - R i BEFXRAE R R O REE AL
-2 B> A% 4" Pearson ff £ 4P M GBAEL T L A5 L R MR 0 TR
RUG ST LT G AL RO o RS2 AP M AlE S T A TN E S
BPER AT e f AR o d HARM GcE 2 030 PF > A LM ARAPK § F GikcE 40
030 % 0.60 2 2477 BAPM 5 @ H#cEE 4300603 0.90 2 FF » PIALS B R4 M S
&%i*l%’%ﬁiiw%o—&ﬁé’ﬁ%ﬁ&¥%%08mgﬁﬁ%ﬁﬁﬁﬁﬁ’
AR Lo B Rt EanEL s T RS L A R T B
W R R AR M e o
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(27 ) HArzAxFTREE

BEEAATH s ‘e BA
1wl 7 M 110 41.8%
L 155 58.2%
e ¢ 4 126 47.9%
4 139 52.1%
P 20 ()T 13 4.9%
25-30 & 63 23.3%
31-40 & 86 32.4%
41-50 72 27.4%
51-60 & 31 11.6%
KT AR BT 89 33.3%
. 133 50.1%
B g sy b 41 15.4%
a1 2 0.07%
B FE D 15 5.6%
PRI ¥ 130 49%
Wiz ¥ 41 15.4%
BAkig % 5 0.01%
7 14 0.05%
b ¥ 8 0.03%
i ¥ 9 0.3%
B4 10 0.3%
F % 3 1 0.%
H 32 12%
TS 30,000 5 ~ 11 76 28.6%
30,001-50,000 =~ 106 40.4%
50,001-70,000 =~ 41 15.4%
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70,001-900,00 ~ 15 0.56%
900,001 ~rz * 27 10.1%
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Fri- RERELAH

Ao M NR R w o TS R TR AT BRRE o A o] el R
* Excel T4 4% > & e * SPSS20 i3~ 47 k4842 AMOS21 i #f (A fesf & - (7 5 4
FEFRAATNLE - - SFRFERAZAFNTRHBESITULAP 0 fER E L& 4
AFREE - - FEARELFF AN S REFENE > BAP0 RRE
R AR E T o 52 S RET RPN FRE R R %R AP
TRRRCA A AL 4 o B SR AR ARG LAY TR A T R
Fo8 s RAZAFTHEHHE
(-) 5

A2 ATE T P % Tk By sk ARBEL 22650 27§45 110
s RS 155 o Ao e R B P L Tl p SR s B L ARl s

S

A5 582%

(=) HaFpe=
Ao rrw TR B e S A dch 126 A EE T 139 o B P AU A Bt B 5 52.1%

(2) ##

A2 W TR S A B P FIEE LA > ESL S AAN2550k T > 2
31~40 fh A Bk 85 = E B b o F MR A S 323% 0 @ 41-50 0T A T2 o
A 27.4% o

() &K HE

ke ot foenf L A BB Gl F 0 A ik 133 o b AR A 50.9% 0 H =
BUBMABLEB S S 89 o f MR A 349%  HE AT AL Ao F IR A 149%
Br AL TH Cehl kR AR kAW RTRRME A F DL o
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SRtk A B E CORFE A B B £ 129 0 b 49.4% 0 B 5 HgE X 4]
o B A 15.6% B AR 16 A F AR 11.8%. 0 £ R BB 2 R - FHES

AT E KRR AR FPTIEHEL A o

Aok KR & FFIEIF L A fer 300,00 ~-50000 &~ chx 106 4
B A 404% 0 B = A o 30,0000 )4 T X 77 2 d KR A 39.2% > 50001-70000
R4l b RS 15.8% o

BoE s GREREAS

7 1495 Bagozzi & Yi (1988) #7#% 41 enffr & 5N s ik en= 5V o 2 7 F a0l
Batr B¢ EFR Y el b A" an=gRl LR TR 2 L wB g s ddeT o
HBURREAE LR LRERAFELOE Y FRR BT SRS AR L
Hw R RIEM BEG LEDERER -

(=) BARAIT

1. ®atph e & (composite reliability, CR)
@&ﬁﬁww%w/iaimtﬁﬁw%wmﬁ:b%ﬁggﬁaﬁoaﬁ%aﬂiﬁv
FThRME AEAFBZFEG FRPH O CREAAFRALZPIENEEFLT L 5B

Gk kLR RHA R PR o B DR OB A SRR R AR M F o

TR AT LR R DA o 1995 Bagozzi & Yi (1988) £ § 2 R AN A chie

BRELFAN0T NI AfE 58 (27 ) o7 BELREDELEZR T A 07

P AFE N LN E G T R - R

%tyfﬁﬁ e R HFE SN AeT

2. Cronbach’s

A% A1 SPSSI8 S Al E (B AR G chie % R et Cronbach's (& 17 1 71
- RS T KA B R AR - A 2 o F A A 0T R
HITREZER A

-

Fo AT HB AR T (F2) T A 0T

B Rl IR 8- RgReiRg
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(=) er A

PR AR e AR SEERIEG P TS MRS R AR S HR
1R gt - RIS L F £ F fcarsc &k (convergent validity)# % %] <& (discrimin andt
validity) » ##7 3 {1 * L 32% 2 #c 5 P~ 5 3+ £ (average variandce extracted){r #] % f 7 €

(factor loading)te & B &t B 473k PR S 487 > A7 2 5 Jeaerek o

1. Bhifp&hT 0% 2 57 & (average variandce extracted, AVE)

AVE B4 L RIEFAHZHCH DT REEL 4 o F AVE E4F > Rl & 7T
PGB A T ARR T R B JTaTR o 1395 Fornell & Larcker (1981)F7 3 2 3% AVE 4%
BRI 0.00 d (Ee )Tl BREAELPTHREIPE FAES 2005
Bom A~ BAEsl ) witt ahig R & Jearck -

TR EPE 2l N 4eT

2. % HRR

PRAEUBYLE - AFTRET RF LS RS LB O RARREFA S0
PO FEIGEER AT LFE S G &0 H - 9% SR « 1245 Fomell & Larcker (1981)
FLERARANAVE @6 AT AL B enia i RinT S i o ke MY AL

FTHILREAITEEN (1) ki T oo

(=) BwIEP 2 2Rk A4

YRR #|E ¥ ¥  Factor Loading Cronbach’sa  CR AVE
1-1 0.843
1-2 0.733

% 7 1-3 0.863 0.857 0.870 0.575
1-4 0.685
1-5 0.643
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