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ABSTRACT 
 

The predecessor of Chunghwa post is General post office in Ministry of 

communications. Founded in 1896, it’s an old company with more than 100 years history. 

It’s incorporated in 2003 and became the state-owned enterprise belonging to ministry of 

communications. Under the fierce market competition, an important topic worthy of deep 

research for Chunghwa Post is how to achieve sustainable development, create 

differentiated competitive advantage and stand out among so many competitive brands 

through increasing the customer satisfaction by improving service quality, establishing the 

brand image and strengthening perceived value. This study takes the service counter of 

Chunghwa post in Kaohsiung as an example to discuss the impact of service quality, brand 

image and perceived value on customer satisfaction and it aims to put forward detail 

research result and management implications for the reference of Chunghwa post top 

management. 

This study takes the customers in the service counter of Chunghwa post in 

Kaohsiung as research objects and gets back 442 effective questionnaires. Statistics 

software SPSS21.0 is used to do data regression analysis and hypothesis testing. The 

research findings are as below: 

1. Service quality and brand image have significant positive correlation. 



 
 

iii 

2. Service quality and perceived value have significant positive correlation. 

3. Service quality and customer satisfaction have significant positive correlation. 

4. Brand image and customer satisfaction have significant positive correlation. 

5. Perceived value and customer satisfaction have significant positive correlation. 

6. The brand image has a mediating effect between service quality and customer 

satisfaction. 

7. Perceived value has a mediating effect between service quality and customer 

satisfaction. 

Keywords: Service Quality, Brand Image, Perceived Value, Customer Satisfaction. 

  



 
 

1 

   

  

1888

1896 3 20 1949

2003

2007 2008

 

1991

2000

2005 24

24



 
 

2 

 

 

 

  



 
 

3 

  

 

 

…

 

 

~~



 
 

4 

 

: 

Parasuraman et al. (1988)

 

Park et al. 1986

?  

?

Sheth et al. 1991 Lee et al. 2007

 

1997

?

 



 
 

5 

 

 

 

 

 

 



 
 

6 

  

159

159  

159

 



 
 

7 

  

1-1  

 

 

 

 

 

 

 

 

 

 
 
 

 

1- 1

  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 
 

148 

 

1. (2014)

 

2. (2012)

 

3. (2015) -

 

4. (2012)

( )“T ”

 

5. (2014)

 

6. (2009)

 

7. (2009)

16(4)  

291-309  

8. (2009)

 

9. (2012) -

 



 
 

149 

10. (2015)

 

11. (1986) ( )

( 1986 )  

12. (2009)

 

13. (2010)

—

 

14. (2013)

 

15. (2013)

85 C 35  

1-30  

16. (2014)

 

17. (2015) -UNIQLO

 

18. (2008)

2(4) 196-214  

19. (2014)

-

15(2) 164-194  



 
 

150 

20. (2014 6 )

( ) 17 

 

21. (2015)

 

22. (2013)

10(3) 15-39  

23. (2012)

-

 

24.  (2012) -

 

25. (2013)

 

26. (2014)

 

27. (2004) 63

95-119  

28. (2015) -

 

29. (2010)

3(3) 45-62  

30. (2013)

 

31. (2015) —

ASUS  



 
 

151 

32. (2014)

 

33. (2008)

H

 

34. (2015)

H

 

35. (2015) -

C  

36. (2008)

 

37. (2008)

 

38. (2015)

 

39. (2013) DM

 

40. (2012)

 

41. (2010)



 
 

152 

 

42. (2015)

—

 

43. (2007)

 

44. (2009)

10(4) 17-38  

45. (2012)

 

46. (2015)

–

 

47. (2010)

 

48. (2006)

23(1) 21-36  

49. (2012)

 

50. (2013)

 

51. (1997) -

 

52. (2008)



 
 

153 

-  

53. (2012) Apple 

 

  



 
 

154 

 

1. Aaker, D. A. (1996). Measuring brand equity across products and markets. 

California Management Review, 38( 3)  102-120. 

2. Anderson, E. W. & Sullivan, M. W. (1994). The antecedents and consequences 

of customer satisfaction for firms. Marketing Science, 12, 25-43. 

3. Baron, R. M. & Kenny, D. (1986). The Moderator-Mediator Variable 

Distinction in Social Psychological Research: Conceptual, Strategic, and 

Statistical Considerations. Journal of Personality and Social Psychology, 51(6), 

1173-1182. 

4. Bateson, J. E. & Hoffman K. G. (2002). Essential of Service Marketing: 

Concepts, Strategy, and Cases. Harcourt, Inc. 

5. Biel, A.L. (1992). How brand image drives brand equity. Journal of 

Advertising Research, 32, 117-124. 

6. Bitner, M. J., Booms, B. H., & Mohr, L. A. (1994). Critical Service Encounters: 

The Employee Viewpoint. Journal of Marketing, 58(4), 95-106. 

7. Chaudhuri, A. & Holbrook M.B. (2009). 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. 

8. Clemes, M. D., Gan, C., & Ren, M. (2011). Synthesizing the effects of service 

quality, value, and customer satisfaction on behavioral intentions in the motel 

industry an empirical. Journal of Hospitality and Tourism Research, 35(4), 

530-568. 

9. Cuieford, J. P. (1965). Fundamental Statistical in Psychology and Education 

(4th ed.). New York: McGraw Hill. 

10. Dabholkar, P. A., Thorpe, I. D., & Rentz, O.J. (1996). A Measure of Service 



 
 

155 

Quality for Retail Stores: Scale Development and Validation. Journal of the 

Academy of Marketing Science, 3-16. 

11. Davis, S. M. (2000). The power of the brand. Strategy and Leadership, 28(4), 

20-35. 

12. Day, E. (2002). The role of value in consumer satisfaction. Journal of 

Consumer Satisfaction, Dissatisfaction and complaining Behavior, 15(2), 

22-32. 

13. Etzel, M. J., Walker, B. J., & Stanton, W. J. (2004). Marketing (13th ed.). New 

York: McGraw-Hill Inc. 

14. Fandos Roig, J., Garcia, J. S. & Moliner Tena, M. (2009). Perceived value and 

customer loyalty in financial services. The Service Industries Journal, 29(6), 

775-789. 

15. Gerpott, T. J., Rams, W., & Schindler, A. (2001). Customer retention, loyalty, 

and satisfaction in the German mobile cellular telecommunications market. 

Telecommunications Policy, 25(4), 249-269. 

16. Golder, P. N., Debanjan, M., & Moorman, C. (2012). What is quality? An 

integrative framework of processes and states. Journal of Marketing, 76(4), 

1-23. 

17. Gronroos, C. (1984). A service quality model and its marketing implications. 

European Journal of Marketing, 18(4), 36-44. 

18. Hernon, P. N., Danuta, A. & Altman, E., (1999). Service Quality and Customer 

Satisfaction: An Assessment and FutureDirection. The Journal of Academic 

Librarianship, 25(1), 9-17. 

19. Hernon, P., Nitecki, D. A., & Altman, E. (1999). Service quality and customer 

satisfaction: An assessment and future directions. Journal of Academic 

Librarianship, 25(1), 9-17. 



 
 

156 

20. Keeney (1992). Value-focused thinking about strategic decisions at BC Hydro. 

Interfaces, 22(6), 94-109.  

21. Keller, K. L. (1993). Conceptualizing, Measuring, and Managing 

customer-based brand equity. Journal of Marketing, 57(1), 1-22. 

22. Kotler, P. & Amstrong, G. (2010). Principles of Marketing (13th ed.) Pearson. 

23. Kotler, P. (1991). Marketing Management (7th ed.). New Jersey: Prentice-Hall 

International, Inc. 

24. Kotler, P. (1999). Marketing management: Analysis, planning, implementation 

and control (9th ed.). Englewood Cliffs, NJ: Prentice-Hall Inc. 

25. Lee, C. K., Yoon, Y. S., & Lee, S. K. (2007). Investigating the relationships 

among perceived value, satisfaction, and recommendations: The case of the 

Korean DMZ. Tourism Management, 28(1), 204 - 214. 

26. Lehtinen, U. & Lehtinen, J. R. (1991). Two approaches to service quality 

dimensions. The Service Industries Journal, 11, 287-303. 

27. Lim, K. H., Sia, C. L., Lee, M. K. O. & Benbasat, I. (2006). How Do I Trust 

You Online, and If So, Will I Buy? An Empirical Study on Designing Web 

Contents to Develop Online Trust. Journal of Management Information 

Systems, 23(2), 233-266. 

28. Liu, S. F., Wang, W. C., & Chen, Y. H. (2009). Applying store image and 

consumer behavior to window display analysis. Journal of American Academy 

of Business, Cambridge, 14(2), 70-74. 

29. Magid, J. M., Cox, A. D. & Cox, D.S., (2006). Quantifying brand image: 

empirical evidence of trademark dilution. American Business Law Journal, 

43(1), 1-42. 

30. Nunnally, Jum C. (1978). Psychometric Theory (2nd ed.). New York: 

McGraw-Hill. 



 
 

157 

31. Oliver, R. L. (1997). Satisfaction a behavioral perspective on the consumer. 

New York: McGraw-Hill. 

32. Ostrom, A. & D. Iacobucci. (1995). Consumer Trade-off and the Evaluation of 

Services. Journal of Marketing, 59(1), 17-28. 

33. Parasuraman, A. & Grewal, D. (2000). The impact of technology on the 

quality-value-toyalty chain: A research agenda. Journal of the Academy of 

Marketing Science, 28(1), 168-174. 

34. Parasuraman, A., Zeithaml, V. A. & Berry, L. L. (1988). Servqual A 

multiple-item scale for measuring consumer perceptions of service quality. 

Journal of Retailing, 64(1), 12-40. 

35. Parasuraman, A., Zeithaml, V.A. & Berry, L.L. (1985). A Conceptual Model of 

Service Quality and Its Implications for Future Research. Journal of Marketing, 

41-50. 

36. Park, C. W., Joworski, B. J. & Machlnnis, D. J. (1986). Strategic Brand 

Concept-Image Management. Journal of Marketing, 50(4), 135-145. 

37. Perkins, W. S. (1993). Measuring customer satisfaction. Industrial Marketing 

Management, 22, 247-254. 

38. Perry, A., & Wisnom, D. (2004). Before the brand: creating the unique DNA of 

an enduring brand identity. New York, NY: McGraw-Hill Inc. 

39. Petrick, J. F. (2004). First times' and repeaters' perceived value. Journal of 

Travel Research, 43(3): 29-38. 

40. Romaniuk, J., & Sharp, B. (2003). Measuring Brand Perceptions: Testing 

Quantity and Quality. Journal of Targeting, Measurement and Analysis for 

Marketing, 11 (3), 218-229. 

41. Roscoe, W. S. (1975). Fundamental Research Statistics for the Behavor 

Sciences (2nd ed.). New York: Holt Rinehart and Winston. 



 
 

158 

42. Sasser, W. E. Jr., Olsen, R. P. & Wyckoff, D. D. (1978). Management of 

Service Operations: text, cases, and readings. Boston: Allyn & Bacon. 

43. Sheth, J. N., Newman, B. I. & Gross, B. L. (1991). Why We Buy What We 

Buy: A Theory of Consumption Values. Journal of Business Research, 22(2), 

159-170. 

44. Sweeney, J., Soutar, C. & Geoffrey, N. (2001). Consumer Perceived Value: The 

Development of a Multiple Item Scale. Journal of Retailing, 77(2), 203-220. 

45. Tam, J. L. M. (2004). Customer satisfaction, service quality and perceived 

value: An integrative model. Journal of Marketing Management, 20, 897-917. 

46. Vazquez, R., Rio A.B., & Lglesias, V. (2002). Consumer-based brand equity: 

Development and validation of measurement instrument. Journal of Marketing 

Management, 18, 27-48. 

47. Zeithaml, V. A. & Brinter, M. J. (1996). Service Marketing. New York: 

McGraw-Hill, 123-124. 

  



 
 

159 

 

1. https://www.post.gov.tw 

2. https://sso.post.gov.tw 

 

 

  


