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Abstract

The increasing awareness of people to health and the growth of the aged population
have enhanced the pursuit of people for health maintenance, which brings great business
opportunities to firms engaging in diet therapy, elderly care or health device. Different from
the traditional fitness centers, the modern fitness centers are transformed into health centers
by the current firms. Products and services provided will be oriented to immunity
enhancement, instead of strengthening of muscular endurance. Despite of a huge market, it
is an emerging industry. Thus, it is unable to predict consumers’ cognition and acceptance
of health centers. This study aims to discuss the consumers’ cognition of health centers
based on the external stimuli - attitude cognitive behavior theory. The brand experiential
marketing and service quality will be used as independent variables to check whether the
consumers’ brand loyalty can be improved. This study collected 235 valid questionnaires,
which were analyzed by SPSS 23.0. The analysis results show that age has significant
difference in the variables of demographic statistics, and the brand experiential marketing
and service quality have a positively significant effect on the brand loyalty. On this basis,

this study proposes discussions and suggestions for firms as a reference.

Keywords: Brand experiential marketing, Service quality, Brand loyalty, Health and
Wellness Industry
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(DF 251 ZApAE A7 g2 e0F RN > & 7 FAUG S W F ~ JRIE A | oep
N R S

(2)? fb-'ri : ;}%j PRF% A ﬁ %\'IFL e ifﬁ B 3R H v 1R g It ﬁﬁ .;;_'r,;),\
FIRIER 4

(3)F Metd : dp §T o4 AR B 210 AL 2 32 @ PRABD AR
(4 g IRAE A | i o o TR BAF R O ER & p R 4
(O)IF Lo & A ik BPRAEA B sk AAEE eh2 Bk F g A A0 SRR o

= s RBE TN 2

Woodside, Frey and Daly (1989):% % » BEZ % & A — AR 2 ) § 18 fF 2
(R F BT RE SRNEFRE c BA A TAARDBSTEHET AR
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B2 B e thoo B2 AR %) ”%fr%fﬁizz»rr%‘rp&;‘ ZRELRDE FF > Ra s 3
Hu Py #mL o £2 B ¥ 7% M h(Anderson et al. 1994) - Hsieh and
Hiang (2004)3}1 4 ”ﬁ" BRI Q2 RS @R I A VTl |
SREEOT A R fEE @i mFﬁizi‘a@f***J‘» B FHERRE LR L
£ h¥] % (Parasuraman etal. 1988) » A £ R X TR B m/?’«é g ¥ M‘?f’% g
FERR E L TR Gy 4 T in)é;' EARAR CFL i R
BEY O EEFRERBETOLRST RY é%ggﬁﬁ?ﬁm}ﬁﬂ:wf S 1

oAk R R & E_f 6 oo A (Olorunniwo and Hsu 2006) 5 F] 0t & 4x PR3 %
jz)@ﬁt*‘ Bk be2 JRAFSH O KR B TR TR E s & R (Wetzels, Ruyter
and Birgelen 1998) -
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- S EBRLPRPTE

S % 3 B x4 d Jacoby and Chestnut (1978)3% &) » i &35 A T 2 -
BRI E AR o A AR PR AR E PR (5 - Ollver(1999)
EMLBER L BREHTHRE DA TN IRIFE G IRR Y B GvKE
Ak - REPEFGREF ARk FlaF Sk EM AR &P
FERMEY > GEAARRT RSB EF L KB TAY T
LRRY A 5 B BMANEE - 5 (7 5 BE(behavioral) ' - 2 & BB
2t (attitudinal)(Chaudhuri and Holbrook 2001; Jones and Taylor 2007; Oliver 1999 ;
%@5~%ﬁ~#%l’muya@4§iﬁ§%%omaa%mai%w£
PEREFECNAFEAT KRBT T FLLBARAANEF - RanE
BEY A2 0 FZRARPFARMNLAT BHESGARDPEFELE ¥3 7
B it ek 3% (Chaudhuri and Holbrook 2001) o 82 #5 4wt - 95 304 F H30 5 0 &
PRT AL FLEFZE ERDEE o0 - G E g 0 Flt 2R
YRR T RFERERE B A SRR AR o A o ik
RIS TR gL FlFp AR DN RE L RATERLSAR - RL
BAERLBAE > T E s HuAph e A0 5 L M (inertia)m A& 2 ohE
HHY 750 s EE R DL ER 5 G kBT e AT R

rE IS 2 R i dE(Dick and Basu 1994; Lee et al. 2001; Odin et al.
2001) -

)
e
L
v

iifx i \fi: (a}

S

H
L

2@ > Oliver (1997)+ 45 Jacoby £2 Chestnut (1978) % 7 % T2 3% »
R RS Kuen iy BB S 5N (PR A (cognition) — 14 g (affect) — 7 2 R
(conation)) *#F 7 &M & éﬁfi&ma AL E AR T E R R FE R R R &
RIS 2 R FE RS ,‘iéﬁfi'ﬁﬂ‘”ﬂ’%%L“‘"”"’éﬁfig“ﬁ%‘“ﬂ
o enfg B & brenadg i o Jp gt o A2 ikdy Oliver (1997) %7 1 > 5B~ 18 Sienfy
BRRRERFLSWEAR  BALPREET 2 oo @it 5
R GLPR > B ’bﬁ%f FRE S HENRENTLILAER - KA o d
W ”ﬂ PR AR ELBR LA - HF RSP EROL BRI
ORI HFEEL AR DIM T RERP -

= CBERPROTR

Griffin(1995)45 1 B & 61 & & IR » 202 3 § K AFLE =0



PRI A2 REE LER DA B FF o @ Jones and Sasser(1995)i& — # 4y )
AR A 5'1&;@&”&* WHHEIAFAF LB, i & s s L HEE
1 ORaphel(1995)ﬁf—3—)§;' LEBRA ST BIER X4

EEBLERY
Frge > AR BEE R PBR Aok 2 9T o
# = Raphel (1995) REZ LB R T FF i

r' N Ff‘;')i F\ 2’
it (ropes) 73 RRT T 4
P4 & (Shopper) E&% B - R g oo
kg % (Customer) R 1 A *ﬂz*—;ﬁ%m/ﬂ )
¥ % (Client) € X FTLEENF RIAMY 7 :; z‘ﬂ«ﬁ "‘;1" * o
3 % (Advocate) AE PR AFIELE S NN LR AT L

RN SIS Tkt e

7 4L %k Raphel(1995)
= éF 31O ﬁ)i ﬁ—’]‘?i

Fornell et al. (1996)4 1 > A% I_./ﬁ (B R
/ﬂ B ﬂ?lgr_r'r'ﬁ PRFX1S > g'}f 22 o irA 4 j"fé
"‘)%Tﬁliﬂi‘ %é_iﬁir—g g KF&‘E i 3,@&13‘?%’7 = - 7f
2 }"‘5'l A1t rﬁ’m/ﬁ [

S5 %M R o Fornell(1992) R 1 & B RET 2 & # » ‘}%
LARZHBROF LR K fiw % % 3% & o Parasuraman, Zelthaml and Berry
(PZB, 1996)#-pF E B3R HEA St H B i i s Zw s BEERS P L

ZEEEIEN N iffiﬁpﬁ+}éf HH A2 v ifpF mi‘aﬁfzﬁ ‘°J0nes

and Sasser(1995)A1 & HAFEZ L B AF PR F L0 » PP il 3 &= A1 L He

1 FHALH: THRELIREIERAAEASNIRBDLHARR o

2. ABFER AL RRERMI LGS c RRAEL AR O RF T E
AR E TG EE IR RET? FARRDTELEF L -

3. XL LIMEELARSRARESE S o A F IR L A S
AE EFRBARMESRASL > AR LETHE - BEEF
iﬁo
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Oliver (1997) i&— H#dp 41 > A E LF R % 4 » = T (short-run) & £ #f
(long'tefm)“'?ﬁli P AETEBI R TR CREF IO CEFEFE
'”‘ﬁpluv—;"i’ﬂ'l ];‘lllﬁ;}‘b.ﬁ,\.

1. R4 5% (Cognitive loyalty)Fg B2 @ £ 471 7 % IR g sk R o

2. R &iF(Affective loyalty)FF B2 @ Tadd Jf f F R BT T KRB LR
G &R HASE L HEROEF BRI ©

W

3. & & L (Conative loyalty)FF B @ txd FH ohr » i A2 RER - M
R #’igff—‘r AqA L LMY kg o

4. F# 2 P (Action loyalty)FE B - AR Bl L Al 5 B0 UHEE (FH 2
PET AP TP L 2 &M chA S JRIR o

17



%% F3 i

%i:‘ Qﬁ%iﬁé%?@i‘%% FE ﬂ‘pm 2 5 fi& B R1A
LR '\‘mﬂw{i& o BB HAATE L o P R ﬂx%@u\ ¥~ Bk
U A A

Ty \\\?{r

A3 95 Oliver(1997) 4 & 25 & 03, = » JE 5 d u4(cognition)- H &

o
(affect)- & #-(conation)- {7 #- (action) #* — /=75 B o &iwii & ? > 7 F §

&ﬁ#ﬁé%wmé$?ﬁ%£ﬁJ$QM%ﬂﬁ AW$)?éi£&&

Rl ErDILPRFRDIFRMA - ABRNELR)FHEF LR v T
BTG AR K gk %(r‘?r LB R) o fs o TRIFE R E TR 4] £
T R A S AR o § SR R Zﬂ‘%"“ﬁ“f’”ﬂ"ﬁﬁ(ﬁ?"\’»
) g S AT m¢%ﬁﬁw§iﬁ% RFE RN LT R e

o9 R B
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Y-8 BERiudb

AET B S P REH L AL RE F A RN N FREL
By EX > RET

Oliver(2000) 2 Wirtry and Mattila(2001)353% 5 » if 7 f tpbf 2w > oo ¥
/T} S ORIETERE (T Py ) BB RG22 A AR o RA 4 f e &
T X o TiE@ ARk R R 9TET o Petrick, Morais and Norman(2001) f# ##
EFET R T F' it AR RIS 0 @ W R ﬁ‘b?%wﬁx”\ 2]
AR e FlM o LR R 0 B AR fj‘r‘a n—-l% =R )a WF O GRg
B AR RS R MBS B Bt eI S A PR S 3 (Baker,
Parasuraman, Grewal and Voss 2002) » & %)’ # % *tpd- 42 ¢ > g & 3] 4vdf
I%*émr/—ﬁ&i ¥z oy ﬂ i *"Eéém@ﬁv‘ » B XD H MR E BT
+ %m;&fm% B B g;}gl 3% 3 'ﬁ“rifgl—tmr@ B PRGE > TS J' LE %
im%@oﬂ&vﬁpihﬁd H 2 & W AR P ﬁ%i@%%m

WMEFRLGR > FE2TAERL

/

2,
P
o9

o

CEREE RS PR E-t PR R S M B

Hsieh and Hiang (2004)45 4 > B8 & # PR3x4 R 2 B & @ e L 3T #38
feo VB L SR TR R EE BESPRIEE T B AT R Tk
g A€ & ch7F) % (Parasuraman et al. 1988) » fg 2 g % DT 0 % € B
IR S5 Flt s BB VR L E L BE c A4
ﬁ—é’; HEAAGRART DLRCORDET L HA RGBS

Wﬁ’ 7= 0 # % 4 ¥ 4 .~ (Doneyand Cannon 1997) « F]t - &5 d i

deF
B 20 P F N R A RB TR THEM LR e B

I 2 F;f”wl‘ FH AR TR BEE NPT R aA
PoRAA TR S L e W e | I A SN T > s RS At O R 1S
Ao o 1 Pm;aﬁlﬁz-%;ﬂ/ﬂ poiT e 3R REELESE MenE &8
AR r‘g ”Ki&-]“JL"—J]xF.J\;\’Hi%-‘EFFr}}_mI QE—,H ol‘ﬁ:‘ ezt s 2F
i T T TE Y TS PR e

FARR o Ft o *Piﬁpm’WF?%F*m/ﬂ#’iﬁfﬁﬂ”%%éi?*
ﬁ AR o B A Ae T BRK

fie
?zair
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B3t 3 R Bl HN AL RGNS MRL G T LR

o

B d: 2R RO R AR AL RERIRBETE T HEFAL

tem

B St AR RS R REEAERLFREFHEFLL
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S8 REx

M SR DN IS IS SRS SRR B
PTE R A AR f}{;fﬁ; e (7] T4 g FI e PN B S ﬁfmif;ﬁ;‘} ’
MAEL R BRI Ry o

-~ EHHER

Schmitt (1999) % & ¥ 74 5 B Bk £ 5 d LN
E%ﬂ%%ﬂ%@ﬁ%”*%%Tﬁi‘ &é ‘
5 E L AR
%ﬁ’@@kﬁ‘F&‘M%‘ﬁ%**%%i%VW$ﬁ@’§W?%éi
Wil o Ea HERAT SAL R L DR HERE > 2K B W

ﬁ@@oip*ﬁwsmmma%%wﬁ*m@g~F@\&%\mﬁxﬁw
TR R R e T LMK AT BT P AN AE I i o SN

ﬁ&’ﬁfﬁ?F&Jfrﬁﬁlk&J’“%ﬁ%%ﬁm/Wﬁgg%Ti

= o
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MBS 5B A L EEAL  §RATE © ¥y
7R RS L
FALBEEZALREAEL > NG LM R FESD

AL AL EREAEDT RN AR R Lk

= ~RBEF
1245 Andreas ~ Eisingerich £ Bell (2007)¢h % & » ¥ r #-JRI% & F 4 5w
XIS A G EZEMEE S ABE AR IEES o T AL TR A

fos A BT BiEe Sk T LA TR RS 4 v[,?c R A
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v RIS TR %R
o S L

A %2 R EEY
%2 BT Fi B RAELIRE LB
ff'”f_,-ﬁ Il d o
ARG R RBAELXF L AH o
% BB AR R T ARk Ak o
A B @%%m&ﬁ g eniviiw ¥ L 7% !
5\0
® 2 EEAROL HARE G AL -
% 4 GER AR AR AR 2R S M B
Pt PRA%
PR A% LA R ARG EA B3Py i v AL DR
AL RS REERER T O &
AL REET R LD ERT LT S ER -
AAREERELAT &
B R AR AR K adk (T B
Pl R RBREDY XERMEL GG -
AAREAS SHAHEINPELT SRR
A4 EEAEDTE? @iﬁﬁ‘
AR Al Y 0 ARER

Z EBREPER

Oliver(1997) R & AF % &35 5 1450 I i mansr it 2GR L HA -
B S MY SM D S RHE ST L LB R o 25§ 1345 Oliver(1997)
ﬁi%’@—ﬁ%&w&ﬁaépﬁm@’éiﬁéﬂﬁﬁﬁfﬁﬁﬁﬁ’
%Egﬁg%&@ﬂ%ﬁ’ﬁﬁpwﬁﬁﬂﬁﬂdpﬁ FRME A5
B 1T ) FﬁﬁmﬁajﬁrmaMﬁ&J>@ﬁmmﬁ”ﬂii‘
FERES R AT S o
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d *"ﬂ\ﬁﬁi FF Iﬁ'&%ﬁf}a\ %:Qﬁﬁﬂ W?]‘ﬁ'ﬁ""‘i‘jﬁ fT’FF Ié— » 7“55
= Tak PrE B F i (back translation)
T BB ATR o e RS

£
PARR DR P m+vr;’>;;¢iFF biy
CHAL AT AEANEY IE LA PR
ﬁm'h‘/ s 13 ;\iﬁ'g 7 B fR N EfR %\JE:‘ Bt Bl R i o PP AR (T
‘\FF A ’J’*‘L}”’ 40 BiAMEFEEw R T ER L/PJ 2 EBER
BTN FRLE o LB R 50 RSk

d «7’.\7]\;:[7‘*;‘@ ﬁiﬁ—i‘%{ %(4
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bR T EL TR R
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FI8 FTREMEE

AFEL LR FOR R S R S TR B3t R SPSS i 7 T 2
AAT 0 2 BT R A Tk R R AR & OB B g ST 2 2
PEEETF I > T L AR A S E 2 FH el

(—) %P 8A 17 (ANOVA) : $ B BcA 192 P chi & ht ¥ 58+ # 3T ik
2 A FApES TR EFR R TG B B R t Y %o AR By
1T ok ® ’i"@ '%"* %R BT oo

* &’4’\’]‘5’?/? ﬁ’?%IF‘: 'éfé ”'T/PJH 7 “-3: IV f?, )i_l;fi’v— _?ff(:k}_,
BT HF TR rncronbach' so GEcE MR PHHE S L
TOfER B AT E Pl R AT R K T cronbach's o B 0.5
a‘rr» B R IF;»fe* cronbach's o it % 2% 0.7 0 % 7 A& B
ifé)ii,'lé"f%} TR AR ﬁL?lﬁ)iﬁi)i#ggmrg °

:

B
¥y
ﬂwA~

(2) soRm it 1 omk A 4FRI R ApiRIE 21 B 0E5 5 2Rl B RIE 05 %
SRR PERER (MBI R EOR R RAE R B LA A
AELMFAY AR RER o

(z) FE R b~ 47 & A AR Y R BF 247 KRS § Rl o 8 R

ﬁwﬁow%Aﬁ,ﬁﬁ&%i%%%ﬁﬁ;ﬁﬁﬁﬁ%%%%‘ﬁﬁ%?

HERLFERZFPILT el G UEHMRERBET L %K 5
A1 - 1 Y=PO+B1X1+B2X2+B3X3+B4XA4+B5X5+B6X6+e

Y= @ oA XI= fhu X2= &8 X3= ¥ & F Xd= 5724
X&—mﬁm?X0—m%%$
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Frf FELH
5o & BEAZHE

AFTHEYBGER RO vy 235 PRE > ZHHr P EEFT
S L 7!\ G b E R 2 A i A T AL T A AT A 0 drdk 2 0
oo gD At Rl AP AR B T F 2 A4
FAONFE g H2dn s B kTR %#‘”k”Z

- gy

B AR o R PEE A S e (b oni R 62% 0 § 2 4 TG 89
Ao ik 38% o

R 3

foE a0 3 A 0 5155 el B K B 5o (b4 okt k 49.8% » 4
Tﬁdﬁﬁgﬁjﬁbauré4ﬁﬁﬁ%mﬂdﬁ,¢1M3M45%’%38%M
46-50 % 36-40 &k & ¥ 7 '*‘ ABCApRT 0 A B IER R AT 11.5%% 13.2% °
é%ﬂﬁ’Wﬁ%i@%%dﬁm@?%ﬁ*ﬂjﬁ?ﬁ°

&

S

GRFEFT G L R F 2 EEFILI620 £ 5300 b5 45.2%
A2 11-15 & 2 6-10 # > Gigd B § K0t 6] b & B 42.4% o

<

T~ RKTAER

BRTAAAE TR M FEEL o RHBEEA T3.6% Hx AL AT
s iR A 15.9% o
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3 MR AR

AR 47 ) = ER OB =
F (N=235)
)| 4 146 62 1
g 89 38
ER 40 11T 38 16.3 3
41-50 70 29.7 2
51-55 127 54 1
T AR 3 0.3 1 4
L 4.3 10 3
+ 73.6 173 1
B 21.8 51 2
pEEF  sEns > 4 X
6-10 & 48 20.2 3
11-15 # 52 222 2
16-20 106 45.2 1
21 & 20 8.4 4
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$o 8 gL

rEE P 2T 598k ~ ﬁ%._?_g-gr_ N T 1% Ay 1% 5 &t ,L,F—‘-fﬁ,?]m;}ﬂfﬂ_ » 1
FERRAL P endEB| R BB A A TR Wﬁéém&ﬁ’”*?kxf
AR - 47 AP L BAT R AL AT RGP G o HI 15
Bn 3 o AREDEE T f 1S BRELIPFE PN E G P ERY - F
HRAL 0TS PIAFHBADEHRPFETT R o & FEEP 40T !

-~ EHHER

AT odod - AT o MBI E £ 2 T I583.6357 %% £ 0.7136°
Fpt 78 BT gk % A 3.9660~3.2170 2 B £ T2 ] 0 AR A R R
FoREY hEARIR G PR AR TR kg oS
a}’pﬂiﬁz’v’ﬂg‘;’:\aj)ﬁ&aéj%igaf v e LB A Ko T A ;cg_bgjaﬁf]px o I % ;T}u
LR R T g BT R P TR T LY R T TR
S 5 TR R e o%cs W 2 3.4160~3.6510+3.6745~3.7702 % 3.6667
He W Fo T 0%k g d 2 dEhy As 2 R %Fﬁ?i}i'?f'%‘ﬁiﬁ AE
L]

L T
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%= MRSk 2 Aot fE A A 4

FERE EAw THok RRA i A % s
B X1 3.5106 70019 -.038 659
X2 3.3149 70619 -460 480
X3 3.6213 66440 -.630 1.334
X4 3.2170 70992 166 675

T 5 3.4160
Rt % X5 3.5574 78439 -487 845
X6 3.6085 71606 -458 815
X7 3.7872 68986 -875 2.044

T35 3.6510
NS X8 3.7191 69017 -.588 930
X9 3.6298 70648 -.652 1.916

T 5 3.6745
7 % X10 3.6766 67121 -.624 950
X11 3.9660 58371 ~.257 807
X12 3.7149 66634 -301 679
X13 3.7234 73677 -.675 1.128

T35 3.7702
i 55 A8 % X14 3.6340 73533 -472 1.105
X15 3:5277 82837 -612 443
X16 3.8383 69139 -636 1.735

T 5 3.6667

N RBEF

[E3 Sy ’ﬁrz\ A BTSSR FRﬁl‘rr'FrE % 2. T 358342500 4%# 1 0.7007
FlpLb3E p 1&:!@:@ 7% 7+ 4.0638~2.8553 2z F’*%@Iﬁ’gﬁaﬁ%} st 4 f*i”‘%' *
BB B ARG P AP TR RS R
2R IR g R R T o R AR < B R 4R #EﬂP\ “FH R

L Mxmlh& B U A TR 2 THR Tl o
o W] G 3.5977~3.3032~3.4415 2 335750 H ¢ 10 T olh F
&ﬁ%ﬁﬁ%i%%%ﬁﬁ%ﬁﬁﬁﬂ%ﬁ%ﬁﬁﬁﬁﬁ°
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3N JRIEE T2 AT A

e R T L i R % s
TR X1 3.5447 718523 -.763 874
X2 3.6553 74845 -512 127
X3 3.1362 83113 -.350 -.344
X4 2.9915 91517 -.287 -.550
= 3.5977
S X X5 3.3277 .86669 -411 -.161
X6 3.3915 96073 -.388 -.297
X7 2.9702 .84931 -.239 -.342
X8 3.5234 .88342 -.784 415
T35 3.3032
Viaeay e X9 3.3191 .88931 -.673 -.055
X10 3.9830 56964 -.283 1.085
X11 3.2468 95561 -.305 -.610
X12 3.2170 93811 -.039 -.679
= 3.4415
B iv X13 2.8553 .85505 -.173 -.218
X14 3.2681 96101 -.589 -.239
X15 3.2426 1.01942 -.380 -.372
X16 4.0638 .60639 -.262 .604
= 3.3575

ERR N, 3 A

ALY ek 4 T o BRERBRE A L Tiodk 38173 0 R
0.7414 > F]pt 38 P T 358 & ¥ & 4.0298~3.5106 2 [ & T 45 [ > i it F* 2
PRk A R AP ARG PR A o AR TR R
aBéﬂf&ﬁmﬁw&w*ﬂﬁaT’Wiﬂzﬂ’*“ﬂ?*'%@Wo
‘PL—}F{%L eSS Tio HTFLR3AE 2 TARLBAE | Tk
Al G 36411 2 39934 H P MR LBRESTHEER -
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F 4 BEERPRZEAEHESRF AT

e ®#  HFEEH 0 Tiod A i B %
7 Y1 3.7021 68920 -.243 012
i Y2 3.7106 77988 -.697 1.086
Y3 3.5106 75878 -.628 656

= 3.6411
i & Y4 3.5872 75945 -.801 650
i Y5 4.0298 64315 -707 2.335
Y6 3.6128 73891 -.459 318
Y7 3.9787 68841 -.844 2.530

I35 3.8021
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Sz 8 GZRAY

3 TR Adp- AEFR L S AR £ F 1996) o R
sy B Gkdp BRALR chv R > 7T B 5 &*5'{‘1“* AR TE(F %"
2002) - —4& % 12 Cronbach’s a k & F — HAETEAP ZFH—REER >
4w% Cronbach’s o i3] 0.7 12+ » 475 & § % A ¥ 35 1 4% Cronbach’s
o /% 0.35~07 2 & ¢ i & 5 o% Cronbach’sa i3+ 0.35 Bl 4 7 & § is
ﬁaﬁw@ﬁ%oﬁﬁt’rtaﬁ&ﬂ06~F’%?*#ﬂéi9~%§
——%&L(a v F2002) 0 T gl A Y YL FEHTE B 3L Cronbach’s

o T PR % VAR n%ﬂﬁm%wmkﬁﬁ’”if”ﬁrwgﬁ“”“
)ii cd %457 gAY P LG 0 Cronbach’a & «’—K/}"ﬁﬂ* 0.70 z_ + >
ATEFRBROPI-RME L REARFEFLZFEF AR B OER “5f E
TR A ORI EEE S8ca @3t 0.70 0 St 0.35~0.70 20 B -
Flpt B ER EEP o R BeHrE R I8 2 Cronbach’or § B4 & - ron

3L ERAH

g H o fir g % #c frEAE gl R R FEHEG
Cronbach’a  Cronbach’a

B E % 4 0.764
R 8 2 3 0.826
fIN A 13- 2 0.608

A0 R 2 0914
7 B k8 %k 4 0.741
R 3 0.700
TR 4 0.790

FR%Z»F%?T A B 4 0.682 0.748
A 4 0.756
e v 4 0.612

RR % R LBAE 4 0.767 0.857
LR e BB R 3 0.730

33



Fr & PpHLIT

T A RIE S TS S L R i AR - AR
T F“@”Pwmnﬁ%@ﬁﬁkﬁi%%m%m,%$ — wr
o HARM Ry A4 0.8 Flpt KRR AL <(Maruyama1998) BLoek
#%%i%&ﬁm* Aﬁﬁw’ﬂw%&aﬁwww&g;L@w%,g
BME 2o %82 FE25 T

é*

% -+ — Pearson 1p B & 47

1 2 3 4 5 6 7 8 9 10 11 12 13 14 15

1 1 J01™ 526" 632" 4317 596" 586" 480" 494" 270"  .051 .005 .001 .019 149"
2 751 1 5277 586" 315™ 578" 436™ 335 400" 203" .031 .029 -.093  -.036 164"
3 526" 544" 1 6937 4477 6427 534™ 5757 5457 302" .028 -.038 .007 .008 .049

4 6457 626" 7177 1 5077 6717 5467 529 522" 3177 .055 .020 -.042  -.004 110

5 453" 372" 468" 526 1 5127370 4527 3777 198" .048 -.085  -.035 -.015 .089

6  .625™ 616 668 710" 547" 1 5377 56777 588" 319" .098 .019 .006 -.064 .063

7 .606™ 453" 538" 554™ @ 394™ © 572™ 1 420" 5717 334 053 -.019 .043 .024 .003

8 A56™ 345" 580" 5257 424" 570" 4347 1 564" 298" -.011 .023 .045 -.004 .080

9 488" 423" 554 520" 3777 .602™ 582" 583" 1 338" -.027 .042 .069 .039 .057

10 303" .214™ 301" 318" 217" 325" 326" 287" 352" 1 2777067 -.030  -.054 -.019
11 .029 .012 .012 .031 .044 .094 026  -.012 =042 2787 1 .014 .105 012 -.064
12 -.013 .032 -.033 .023 -.064  .039  -.013 .050 .069 .073 -.009 1 -052  -166° -.132°
13 -020 -084 -004 -063 -.004 -019 .018 .060 .080 « -.021 105 -.044 1 A465™ .108

14 -006 -053 -037 -033 -029 -096 ' .010° -.036 - -006 -059 -013 -158" .507" 1 044

15 145" 154" .020 .104 .075 .043 -012° 129" 018 -052 -063 -.117 .162* 072 1

AR A S%BRF o |a Mt 5 Spearman’srho ¥k 0 ¥ 4 54T % Pearson 4p M %
Bl BRLPBR 2F5LPR IR FHE 45 W% 5,‘1;"”45_%%? 6 TR T BT
ek SFHIE O A B 10472 1 11 4kivfE 1242% 13 &84 141528 F 15K 42

B

34



¥1

&

L E.E T )

%m@Aé%%‘_ﬁgﬁ
Bl E WS SRAFRRT  BRE

B 370 BIR b 2 ﬁ*t
FRELR2ZAZANET >~

Lik- b fETLE A B T Ld
FREEGALB? BB AAAET &
T ARR F D B S BIE A 5@5%
W wAAT 0 00T R R mend B o W R
e

“’%

- SR RRNL R ARG ML B

PR ALESE G AR E T LR LWL R dok S o R
Bpup PRk TRBEFT 2 TRBLPER R P RN T LR

A

Bt B A 5181 - 21061 2-148(p>0.1) o Flp » T {22 & pren) 3
FHEFRREA R ER LS Rl

Lo ARPEELEAHE G 2D A R TR A
% & & 1w A Tiade B F tiE piE
L 146 3.5922 44856

©ou B 181 .857
& A 94 89 35817 43582
L 146 33349 41468

5w 1061 .290
FREET g g0 33899 36284
g 1460 37463 - 48134

@ -148 883
FREFR e 8o 37566 - 58836

S REMEZY R EHENEFLRIFOLL

EWRHOLBRAFTRE A L 2T 0 A R ERE S FE RS
% &8 =% (F=6.845, p < 0.001) ~ PR 7% & F (F=5.637, p < 0.001) 2 51 & 3 &
@77%p<0mni®£ﬁﬂﬁl1@%mi$gp_§whmmﬁfiﬁﬁ%
ML > BEFLSD S EVRKRT AP RE? FR AR W LA
B® 2 41-50 k2 51 ko OEEHARLACARRE B340 LT EFH S A F;iﬁ’z-wgfrgrs
Ao P 41-50 R EFE GRLATARR B3040 T R o B % ko o H3~H4 2 HS
TR = 2o

35



Pz IRERFIRAHAER L R ERA R A

TR o # # A #ic F EREELY

40 g 11 38

, 3>1

A B 41-50 # 70 6.845*** oot
51 % 127
40 g 11 38

FRAR 41-50 70 5.637%** 2>1
51 & 127

40 11 38 251

R R 41-50 70 7.733%** 5ol
51 f 127

ECFRRTRRZP R AHEHNFEREIFOLR

?ﬂﬁ§m9§”9ﬁ*%%%4w%7’Zkﬁaﬁﬁmdgj%*
I’r'u %J l—FRjz'r-r'EFﬁJZ‘r ﬂﬁ‘ﬁ)i_lé]m:‘i’:ﬂ&;_g «)gl\l—’fl._—"?-fﬁf__
W BHFLR Ga T AEL ARTAARMINS > 227 LSD § £
ke T o

Atr ARRIRAFTHRAFEGRS 2R B 1THER L

% & 5 BT ARR A e F T

B P 1
5 10

0 4l 5 517 ;
e A I 173
B g e b 51
% 1
, L 4 10

PEAE 5 204 ;
ad o 173
B g e b 51
P 1
5 f 10

FE LB R 2.092 ;
B x 3
B g ey b 51

36



B3 RREEFL R A HN RS ML S

MEEFTALBP LSRR LT T3 H.'«)Ihi& eI R AR
TS TRGET 2 TERLBR K PR F LR S L_:M}re.

o BEFLE A

Go T R AREEF

Ié— IR > AT LSD % €

LR
247 AEREETRAHAEG 2 BB RA IR L
% & & L opEEF < F TR
5F T 9
6-10 & 48
540 RE o 11-15 & 52 747 -
16-20 & 106
21 &0+ 20
5&011F 9
6-10 & 48
PRAE 5B 11-15 & 52 1,168 .
16-20 & 106
21 & 12 F 20
5 & 1IF 9
6-10 & 48
R AR 11-15 # 52 .306 -
16-20 & 106
21 E ot 20

37



RS YT PR

AMAY REERETORME GRRE Y e ARFAITEE- H S
- BN 5B REKER R LT @wﬁﬁﬁaé”w%@ﬁﬁﬂ
BRGAHT - S ATA REFZFRIM G o LRFRFLITLZ 2
B REIITF A AL MmPR Ji\(collinarity)(Pedhazur 1982) o @ = &1
FRALeie % > ¥ * % L & (tolerance)fr % B %% )4 (variance inflation factor ;
VIF)Eﬁiﬂfﬂ k3o (5 B2 2005) ° % & t‘ A [-R2s H ¥ R2 LU p e
His p BT s ~pl GlinT 3 o gg;\,u)ixgv_ﬁ‘}’:“ 012/ > FFLAE
X AT RAEE R P RAET LR $EEBET S L
LEEEoVIFE S 27 p RBEOFLRL ] 7 L REDRA 2
#* VIF & &) ** 10 -

e A L e B A8 ER (B =0.635, p < 0.01) % JRix & F(B=0.130,p <
0.05)%: wiﬁa¢mL@@%ww’%w%4@ﬁ%$iﬁ»¢$ e dif
SRES A ARE  E RIS TR XAERARR 0 BT R RS wﬁ&#&g il
A e oF @5 474110 47 il FHCAE B ELE o R2 @ % 0.886’
2 AP SRS RBEETHS SRR AR LT LSRR 4
TR F A R U o KA A ¢ e it W ae e p R VIF B o 10
BEoT £ AR AL > A Durbin-Watson 4873220 £ 7 f NApM AR T 2
PBE o S beryt > HA g A3 HI 2 H2 o

AL RMER ‘Pﬁiz%rr’?ﬁ"% LR 2B 4T

R AR
p i B iE p-value VIF
TERS 0.037 0.410 1.042
£ & -0.104 0.049 1.419
1T F A 0.044 0.399 1.387
T AR 0.133 0.002 1.045
o9 K8 % 0.653 0.000 1.311
PRI% & B 0.130 0.011 1.333
F i 47 411%**
R? 0.555
DW 1.985

38



FELE BRAEH

AELNFEF e RREAPTL LS WP AF L ZF R TR A
fiii%ﬂ’ﬁﬂﬂﬁmaﬁ&woi;kﬁ*@mJ%P”iﬁ%’u
2R EARY Y Te TR T LRE U] RS WA A #
g IR R VoA

-8 FELIFR

AETARD BANARELEEET FU%KAHE AHEF2
Boe® B e UE > BRESRMHR T S RBETEERRLFRLE
ML R o ) REA 0 @I A2 B o TR L g g
T AT
- MR AR SRR

dREST R E T WREH DT Bl o R T % FEH
LR~ ok 2 MM & T s R B 7 4RO A S BT e e
FR R OERL SR R AE BTG L v BT - 3o F]t o ¥
FERLH (TSR 4 0 7ty seasg g Foe P ahl e sbavd g i
o

RIS SR LR RE B

P RRT T4 2 e R LA Y ¢ r i D R A PR
R LSRR E SRS AR S R g aE R TR
AP ER G B AFSIRBETR G RE TR EEHA LR LR
EMABR TERLBRE FEABR -

EAWRE AT AP RTASMNK FH  RBS TR SN LR NL B

AET T A 0 A A T SRR H R T RIS
B R ;zkmmml%o%a’gpiﬁ%ﬂ%m’fpﬁw—
ﬁ%%@fiﬂ # %ﬁﬂ*“”ﬁﬁﬁﬁ‘ﬁﬁw??w%&ﬁﬁ?ﬂ
BME o427 322 Ry m}@;{&‘;‘, s H ¥ % 4 fg%%u’%ﬁfﬁﬁqgéﬁ
PR PIRARENG F - REamLA e Jheh s EALRIR Y o EdLARE ) §

39



%gtmw\;frﬁi)i g ’sxfﬁﬁ'(ﬁm,ﬂ 7 JF]" Bor dige w#eEaoy y P i‘]’
N T R g

A

?3?

-~ EW RS A e 2 B
KFALEETUET RRHRFHRT 7 PN SR LPR-
f ,

%Mg,%; 74 ma\vﬁ A J‘v"ﬁﬁ;‘g’ ,@E'J;‘i [ERER P P fIR S B
BoE o A ER R HET LTS MRS %

m;wﬁ&ma’*&"4% AR K TG ARG
’ﬁgL@m%W$,w%¢;aghi'aﬁﬁl,$ﬂﬁﬁgﬁr

¥ DRI 0 BHR X DAcl LA PP el g ) o BRI SR o P
TR AL A A ‘%‘kmfm‘f P35 R R -"ﬁﬁééaJ_Fm‘*’*’—k’ b
YRR ED A A BEE A Bldoo 33‘* & A ERAALE - N F ByER 4

BAEApM EE B o L R g E AL R Rl

%7 E,:l; TP P RE B AY, fﬁ’f#\i&“ o Hofo f R ok (T5 3 7 E””‘“i‘é%
4“(#?—‘5'96[&}7\7‘;’)‘—!‘ :\.;F)#)i é—]@?*ﬁ%j ,?llgﬁzﬁ&b%ﬁgbm&: ’
Pl PR REAHRE L BREL RIS > 2a 24 1k
4B G R LI MR ATRT O T U ER A % m£d’ﬁ%
R FEAFRDOLY Ea ol BRAe Bl EEAgORE
S~ JRAR &R 2 K0

dF T ERT T A KB F R GRS T L5 hm
HR O TR % R (74 e "1“ g T RE IR S L )
sl ERARRAIRBETRET G R WAL REELT AR
mFRjZ‘r-r'?ﬁFﬁ’ 1 i ;ﬁi%ﬁﬁfﬂ%ﬂ’ Lr%qﬂ:i;)#}i °

RIS e 30 A2 EEEOT MM~ AEM AR FEITE S A
"F'.’j—‘,g;,’;’rmﬁgﬁf P RiFEFBROGYE S .%ﬁﬁﬁiﬁ’?ﬁfgﬁﬂﬁ :"é’ﬁ
FAEER S A I PARNTE  FREDEET UEREH R KE &

40



BB @ Y ORI b PR S B e B A ARSIRFE L o R

WﬁﬁﬁfJﬁﬁ‘ﬁm%i*””’ﬂ“%”mﬁAﬁmmﬁ’w@mﬁ

FER  AmA Pl o P UHES R YR PR B H E AR

;J'}f[\,' ’;E/ﬁ 'ﬁ /ﬁ 7 2= V1 IR AP SE I /wﬁm_%m},ix D (T

FHm o ,~1§#?ﬁv}“}m,é@ AR ARG K80 R R i ér_f’f'\ﬁa\’%%’
ARV LR KA S oo

SRR AR RIS T B
; it %Uﬁ%ﬁmkﬁéi’@%%i
k)i ﬂ*@%ﬁﬁ& PARRRLY AR E SN
d i et B (o b A %@@ i %
WA -SRI E AT B R Tw I HNA LR BRL L
%’&Euﬁﬁﬂuﬁd?ﬁi*ﬁ%i%%%ﬁé%#%% R R 18 4
*&’%4£E%iﬁ%ﬁﬁ1*md ﬁ\r&iﬁﬁﬁﬁimeﬁf’
ﬁf£¢$§@&&$ﬁWﬁﬁ’%ﬂ@ T BT dopt TR
PREDFTIRIAE 0 oonehE S TP e gt ’&_f%‘iﬁi/’v\’f‘r“f«”f”-&%
BB R L R R R R s B ki F T2

LN R P S kP RSN IR R N o N
RoORAEEEEATH IV DIRGK W 2 F’“ X ke sl H 8 E 8k o
i} ?"?‘lz P FEREEE SRR AR D Y g F A 4 D R i o

FZE PR ARFEIER

- S REALE

ﬂ\/}?ﬂ?i = xE‘l—%’,\)’z %@ﬁjlﬂﬁ,’l] , ﬁ/;,ﬁig’»ﬁ;‘g Eg;’i‘fﬁ“{fﬁﬁﬁﬁ\ » 45 A R
ﬂa"hiﬁﬁﬁwFa*P” B xS AR R 0
PAARREAL  FREAALET DR

TB??}

[
\Fm
é*‘!'
-
W



ek Ao fe £ Schmittée "R GTH - 27 G Apd o MEREFHT R
P A BAENA S do PHALS T ES liﬂﬁi FR R
BRAE B EIRARLE 0 BT AR ANT LR M T g 2 E T

VoA O Hc o

42



332

e &~ B BT 2012 RERBFY RBET, THRRELFR
MRz Sk M R A Ad o ARFEE S K 18 E K2
# :135-161 -

PR E S P ER 2010 0 SR E &L &1%%’5%%@:‘«
REEM Gy ek » g8 ki, %17 %% 342

Aaker, D. A., and Joachimsthaler, E. 2000. The brand relationship spectrum: The
key to the brand architecture challenge. California Management Review
42(4): 8-23.

Achrol, R. S., and Kotler, P. 1999. Marketing in the network economy. Journal of
Marketing: 146-163.

Amstrong, A., and Hagel, J. 1996. The real value of online communities. Harvard
Business Review 74(5/6): 134-141.

Anderson, E. W., Fornell, C., and Lehmann, D. R. 1994. Customer satisfaction,
market share, and profitability: Findings from Sweden. Journal of
Marketing: 53-66.

Beatty, S. E., and Kahle, L. R. 1988. Alternative hierarchies of the attitude-
behavior relationship: The impact of brand commitment and habit. Journal
of the Academy of Marketing Science 16(2): 1-10.

Belen del Rio, A., Vazquez, R., and Iglesias, V. 2001. The role of the brand name
in obtaining differential advantages. Journal of Product & Brand
Management 10(7): 452-465.

Beloucif, A., Donaldson, B., and Kazanci, U. 2004. Insurance broker—client
relationships: An assessment of quality and duration. Journal of Financial
Services Marketing 8(4): 327-342.

Bhat, S., and Reddy, S. K. 1998. Symbolic and functional positioning of brands.
Journal of Consumer Marketing 15(1): 32-43.

Blackwell, R. D., Miniard, P., and Engel, J. 2006. Consumer behaviour,
(International student edition). Thomson Higher Education, Mason, OH.

Bloemer, J., De Ruyter, K., and Wetzels, M. 1999. Linking perceived service
quality and service loyalty: a multi-dimensional perspective. European
Journal of Marketing 33(11/12): 1082-1106.

Bolton, R. N., and Lemon, K. N. 1999. A dynamic model of customers' usage of
services: Usage as an antecedent and consequence of satisfaction. Journal

43



of Marketing Research: 171-186.

Brakus, J. J., Schmitt, B. H., and Zarantonello, L. 2009. Brand experience: what is
1t? How is it measured? Does it affect loyalty? Journal of Marketing 73(3):
52-68.

Braunsberger, K., and Munch, J. M. 1998. Source expertise versus experience
effects in hospital advertising. Journal of Services Marketing 12(1): 23-38.

Brodie, R. J., Whittome, J. R., and Brush, G. J. 2009. Investigating the service
brand: A customer value perspective. Journal of Business Research 62(3):
345-355.

Brown, C., and Miller, S. 2008. The impacts of local markets: a review of research
on farmers markets and community supported agriculture (CSA). American
Journal of Agricultural Economics 90(5): 1298-1302.

Cardozo, R. N. 1965. An experimental study of customer effort, expectation, and
satisfaction. Journal of Marketing Research: 244-249.

Chaudhuri, A., and Holbrook, M. B. 2001. The chain of effects from brand trust
and brand affect to brand performance: the role of brand loyalty. Journal of
Marketing 65(2): 81-93.

Chen, W. 2013. Perceived value in community supported agriculture (CSA) A
preliminary conceptualization, measurement, and nomological validity.
British Food Journal 115(10): 1428-1453.

Chumpitaz Caceres, R., and Paparoidamis, N. G. 2007. Service quality,
relationship satisfaction, trust, commitment and business-to-business
loyalty. European Journal of Marketing 41(7/8): 836-867.

Davis, S., and Halligan, C. 2002. Extending your brand by optimizing your
customer relationship. Journal of Consumer Marketing 19(1): 7-11.

Delgado-Ballester, E., and Luis Munuera-Aleman, J. 2005. Does brand trust matter
to brand equity? Journal of Product and Brand Management 14(3): 187-
196.

Delgado-Ballester, E., Munuera-Aleman, J. L., and Yague-Guillen, M. J. 2003.
Development and validation of a brand trust scale. International Journal of
Market Research 45(1): 35-54.

Dick, A. S., and Basu, K. 1994. Customer loyalty: toward an integrated conceptual
framework. Journal of the Academy of Marketing Science, 22(2): 99-113.

Doney, P. M., and Cannon, J. P. 1997. Trust in buyer-seller relationships. Journal
of Marketing 61: 35-51.

Dwyer, F. R., Schurr, P. H., and Oh, S. 1987. Developing buyer-seller

44



relationships. the Journal of Marketing: 11-27.

Eggert, A., and Ulaga, W. 2002. Customer perceived value: a substitute for
satisfaction in business markets? Journal of Business & Industrial
Marketing 17(2/3): 107-118.

Filo, K. R., Funk, D. C., and O’Brien, D. 2008. It’s really not about the bike:
Exploring attraction and attachment to the events of the Lance Armstrong
Foundation. Journal of Sport Management 22(5): 501-525.

Fournier, S. 1998. Consumers and their brands: Developing relationship theory in
consumer research. Journal of Consumer Research 24(4): 343-373.

Ganesan, S. 1994. Determinants of long-term orientation in buyer-seller
relationships. Journal of Marketing: 1-19.

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

Gronroos, C. 1990. Relationship approach to marketing in service contexts: The
marketing and organizational behavior interface. Journal of Business
Research 20(1): 3-11.

Ha, H. Y., and Perks, H. 2005. Effects of consumer perceptions of brand
experience on the web: Brand familiarity, satisfaction and brand trust.
Journal of Consumer Behaviour 4(6): 438-452.

Hagel 11, J., and Armstrong, A. G. 1997. Net gain: expanding markets through
virtual communities. The McKinsey Quarterly (1): 140-154.

Hennig-Thurau, T. 2000. Relationship quality and customer retention through
strategic communication of customer skills. Journal of Marketing
Management 16(1-3): 55-79.

Iglesias, O., Singh, J. J., and Batista-Foguet, J. M. 2011. The role of brand
experience and affective commitment in determining brand loyalty. Journal
of Brand Management 18(8): 570-582.

Jacoby, J., and Chestnut, R. W. 1978. Brand loyalty: Measurement and
management: John Wiley & Sons Incorporated.

Jones, T., and Taylor, S. F. 2007. The conceptual domain of service loyalty: how
many dimensions? Journal of Services Marketing 21(1): 36-51.

Kenny, D., and Marshall, J. F. 2000. Contextual marketing. Harvard Business
Review 78(6): 119-125.

Kressmann, F., Sirgy, M. J., Herrmann, A., Huber, F., Huber, S., and Lee, D.-J.
2006. Direct and indirect effects of self-image congruence on brand loyalty.
Journal of Business Research 59(9): 955-964.

45



Kumar, N., Scheer, L. K., and Steenkamp, J.-B. E. 1995. The effects of perceived
interdependence on dealer attitudes. Journal of Marketing Research: 348-
356.

Kuo, Y.-F., and Feng, L.-H. 2013. Relationships among community interaction
characteristics, perceived benefits, community commitment, and
oppositional brand loyalty in online brand communities. /nternational
Journal of Information Management 33(6): 948-962.

Lee, J., Lee, J., and Feick, L. 2001. The impact of switching costs on the customer
satisfaction-loyalty link: mobile phone service in France. Journal of
Services Marketing 15(1): 35-48.

Martin-Ruiz, D., Barroso-Castro, C., and Rosa-Diaz, [. M. 2012. Creating
customer value through service experiences: an empirical study in the hotel
industry. Tourism and Hospitality Management 18(1): 37-53.

Moliner, M. A., Sanchez, J., Rodriguez, R. M., and Callarisa, L. 2007. Perceived
relationship quality and post-purchase perceived value: An integrative
framework. European Journal of Marketing 41(11/12): 1392-1422.

Monga, A. B. 2002. Brand as a relationship partner: Gender differences in
perspectives. ACR North American Advances.

Morgan, R. M., and Hunt, S. D. 1994. The commitment-trust theory of
relationship marketing. Journal of Marketing: 20-38.

Morrison, S., and Crane, F. G. 2007. Building the service brand by creating and
managing an emotional brand experience. Journal of Brand Management
14(5): 410-421.

Nambisan, S., and Baron, R. A. 2009. Virtual customer environments: testing a
model of voluntary participation in value co-creation activities. Journal of
Product Innovation Management 26(4): 388-406.

Odin, Y., Odin, N., and Valette-Florence, P. 2001. Conceptual and operational
aspects of brand loyalty: an empirical investigation. Journal of Business
Research 53(2): 75-84.

Oliver, R. L. 1999. Whence consumer loyalty? the Journal of Marketing: 33-44.

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.

Parasuraman, A., Zeithaml, V. A., and Berry, L. L. 1988. Servqual: A multiple-item
scale for measuring consumer perc. Journal of Retailing 64(1): 12.

Payne, A., Storbacka, K., Frow, P., and Knox, S. 2009. Co-creating brands:

46



Diagnosing and designing the relationship experience. Journal of Business
Research 62(3): 379-389.

Prasad, C. J., and Aryasri, A. 2008. Study of customer relationship marketing
practices in organised retailing in food and grocery sector in India: An
empirical analysis. Vision 12(4): 33-43.

Rauyruen, P., and Miller, K. E. 2007. Relationship quality as a predictor of B2B
customer loyalty. Journal of Business Research 60(1): 21-31.

Reichheld, F. F., and Schefter, P. 2000. E-loyalty: your secret weapon on the web.
Harvard Business Review 78(4): 105-113.

Schmitt, B. 1999. Experiential marketing. Journal of Marketing Management
15(1-3): 53-67.

Seiders, K., Voss, G. B., Grewal, D., and Godfrey, A. L. 2005. Do satisfied
customers buy more? Examining moderating influences in a retailing
context. Journal of Marketing 69(4): 26-43.

Sheth, J. N., Newman, B. 1., and Gross, B. L. 1991. Why we buy what we buy: A
theory of consumption values. Journal of Business Research 22(2): 159-
170.

Sweeney, J. C., and Soutar, G. N. 2001. Consumer perceived value: The
development of a multiple item scale. Journal of Retailing 77(2): 203-220.

Thorbjernsen, H., Supphellen, M., Nysveen, H., and Pedersen, P. E. 2002.
Building brand relationships online: A comparison of two interactive
applications. Journal of Interactive Marketing 16(3): 17-34.

Tussyadiah, I. P., and Zach, F. J. 2012. The role of geo-based technology in place
experiences. Annals of Tourism Research 39(2): 780-800.

Wang, Y., and Fesenmaier, D. R. 2004. Towards understanding members’ general
participation in and active contribution to an online travel community.
Tourism Management 25(6): 709-722.

Wen-Hung, W., Liang, C.-J., and Yung-De, W. 2006. Relationship bonding tactics,
relationship quality and customer behavioral loyalty-behavioral sequence in
Taiwan's information services industry. Journal of Services Research 6(1):
31.

Yieh, K., Chiao, Y.-C., and Chiu, Y.-K. 2007. Understanding the antecedents to
customer loyalty by applying structural equation modeling. Total Quality
Management & Business Excellence 18(3): 267-284.

47



