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Abstract

Rapid reforms in the telecommunications market. Corporate Image is the most
important criterion of measure for consumers. There are services occur, there must
generate Service Failure, because the service is volatility, changes in surface
features with people, when, where, matters. The customers perception of service
standers and quality varies. Therefore, the study's scope is from Taiwan's
telecommunications industry for the Corporate Image, Service Failure, Service
Recovery to explore the impact of Customer Satisfaction. In order to further
understand the impact of Service Recovery as intermediary variables on Customer
Satisfaction, so that telecommunication companies can have a better understanding
of Service Recovery decisions to create competitive advantages as strategy
reference.

In this study, we have to meet two factors in the same time. 1. Service Failures
have occurred in the telecommunications industry. 2. The industry also has a public
apology, compensation or quick response to the problem of the people from Taiwan.
316 valid questionnaires were collected. Performed using SPSS21.0 statistical

software data analysis and hypothesis testing, we found that:



1.Corporate Image of the "Functional Image" has a great positive impact on Service
Recovery and Customer Satisfaction.

2.Service Failures of the "Customer Demand Response” has a great negative impact
on Service Recovery and Customer Satisfaction.

3.The need to establish a comprehensive Service Recovery system, in order to avoid
confusion between the occurrence of circumstances different remedies.

4.Corporate Image can improve Customer Satisfaction through the influence of
Service Recovery.

5.Service Failure can improve Customer Satisfaction through better Service

Recovery affected.

Keywords : Taiwan's Telecommunication Companies, Corporate Image, Service

Failure, Service Recovery, Customer Satisfaction



2 AR F T P TRE SR LT R R o

VB SRR EATE B B RATHIRGE o EF TR E

E
9
She
i
3
3
Pl
;\‘Q\
pe
i
= ;i
o
hri
e
Dy
&
‘P
=
pL
}J <
frks
A

78 PR FAende 3% 0 4
R TAIE  eshins o 5
é-/‘?iﬁ';‘%g e 4G b o Sp AT &£ P 2E2X7000 5 2t %i%% o 4G

5 AR Rt i @ HE T 7 3 -100Mbps @ #:& & - 7 IDCHE f7 2015

NFC » 4e F 37enizd i 200 7 10" a0 &

/4

EAGT S HHH 2810F o TR FE > LR EREEBER I A
PPRAFE SRS aPRIE 0 2 EEEAE T A KA FA L > wT B EHB TR

A fody 5 ALUE B AR ARRAE



-8 F3 ¥R

APRFEFELH RS AP I FEI S e L E 4

e 3o 5P I 0 Bho & UK R AL R B0 @ S el £ R T D s
Ry %"’%‘ L H TE R ARG B W FIR B A R PR S
FEEEREN A RERIR ) B R AN R THE A FE W

o4

foi7 &t o 4o BI1-197 77 0 SR A £ 8 end 2 F3251% 0 ¥ ¢ 4 81%
ot A A - R AR L deBL-2477F o 90% I E A £ S ¢
B EPEY B 0B%ing B E PR AT R - T0% 0 B 2 g
WL S - X B IR T 2R FFEAI BT REER
HAv  BELPRE* FLAFRN R TP RIEF EH B AL
FRARFRERDFER cEFFEIS Py 2 1t DBFEAIBOE 2 Fp
2011(26%) & 2013(51%) = & 1 25% > 4e@l1-34777 » Flptif F K FH P & B 4

FRAOTEGE > FELJee» L F G HDEHFIRIE -

100
[
A0
T2 T3%
63%
25 AT% 51%
35%
25%
0
o Foote BE BRvETE
HiE HA: EE

RIl-1 FEAN=P L WY 2 5
AL kR : ETtoday3Ci7H#



100

74

50

81% 20%
73% e

63% 62%

25 44%

& ERINgE ®E ERFHE
" H# &

=H

—\

=3
ke

e

Bll-2 FEAEH LR X
7ok kR - ETtoday3CH7H

100
75
50
25 51%
26% 32%
0
2011 2012 2013

B11-3 2011-2013% 2 =
FH kiR : ETtoday3C37




RHE AR BB L RFRIF L B2013F o B EHTET
BEF A G Y T £36.48% 5 B+ 27.74% ik 924.51% & + 8.10%
BF6.L7% = & T i3 Eerik At b B E94.6% > heRL-4wrn o P fFde g
Ao B R B BN 5A8%EF o S F ¢ $824.2% 0 B il 3 3017.6% > 4-H]1-5
“r o fide b el & 113G 51.3%% Wi-Fif 48.7% © 1945k & iR in g B
AN 2013 MP HEL S BEYD LFE - L= 5274% £ F A2
i 7 26.2% ~ 7 % 19.8% ~ SONY9.6% ~ Nokia2.6% » 4~ F1-6%7 7 -

Tk 8.10% B, 6.17%

m P

m SEARERR
m i
L YN
m

DITEEE T L SIEERTE
T KR B L g
B & 0.20%

i

HTER, 3.20%

=GR
m R
= mEk
= BEER
RS

BI15 7 F s ®it* 5E

TR KR D VponFt 7

4



AS : - LR E
ASUS, ACER, B#k 8- SN E ¥

? - £ 4
1.200 _ 0-90% _ "0 0 / B.7.70%
LG, 1.90% \

MOTOROLA
2.40%

B Samsung

NOKIA, _# mHTC

2.60%
= Apple
H SONY
m NOKIA
® MOTOROLA
mLlG
5 ASUS
ACER
"
HARSR R R

W16 Fp AER = b
FARR D B E R g
ﬁgﬁ?’*Piﬁﬁﬁﬁi%?%égﬁﬂﬁ S HHIRIRAE FCY F
FAEIWRFOWE o F A RAFEA R PHE R EEAREF g AR
TRAT 18 i LR AR o 70 2 RS RIS A 35§ " MUY R SR RO s R
B TG ETen B BRI S8 S K R 0 LA R R

Fo8 PR

m;ﬁ%ﬁig,ﬁ@m}g«iﬁ%;nf} TRAAEF ke )0 £ ek
LLRAPT e R e BaF PREBTREY RELY P X

H A RAE > Ao F B RAE ~ EHE L % MOD ~ B R E > A7 & IR
B ARSI INFHES > A PRAFHE T T LG TR R
A CAETRE oFEASPLAFRAPORE > L FREL RSP



EL - 3CGHER CWi-Fi» R Z LB PR T R NACRR R T g
L L7 e FFHASRBET S 5 MINER AP R %
2oPE EENRILYFE - BEMTE  FRBAFHELE YR H
Fiike EFVRGE Wﬁﬁﬁ»qu’mﬁﬂ‘ﬁﬁﬁﬁ%mﬁsﬁw

A EREJA RS TR TR R 0 XA P PRI ST

¢

o riRE o F A T o EE IR RKEREERLRT ARG B R

BRERE N EAETHE- o

PRarengriby Taayi o~ T2 e osgpit s TR~ T3 ifune o
PP IRAE e I o 975 K PRI ¥ G H R TRdp b R AL & doie A A e
VU FPRIFZ FE T T e B &5 IRIFA 2 JRIFAFET T @ L 25
PR AT B o e € P BRI 0 T M SRR A G &
i H R EREE o Gilly (1987)F 1 3 T B RIRI frerfg & o v AT
R TREE €5 {5 9rb] LB o S&IRI4 IR FCE A L% R

FARE BORSARR > M E AT B

BRI ER SR P ERR L0 B PLEF e BERES - B
FASTMREIRR = ~ R ERSY ERQE = s 2 aEpnoe s 3p 7

HEBNMIEREAILLGH, LERNEREFTRFS A0 A2
AT o E SR BT B R SR AN S5 T BRI A

TN B A A L B AR ELZERAE S 2 o ok B

ARBEBEF R 2R £FEA S BB JREERAE LR AL I
zf@ifﬁﬁ’”r FAERHPEL > AR & Thek T SR EFF
PR GBS P AR AT MR R PRI o Zemke & Bell (1990) PR 5347 ¢

Lo E TR IR S A 55 E PR R R SR R L P i
FeAz A o McCloough(2000)45 1 v U A 3 4 i PRIE % 3587 § 3 4 3B IRIE 4 35
PG EFEL LRI RTREL B RF LA L AT EFRELE IR

6



TR AR EENRARAEF A (B R T BLET AAE

AR 0 h AT RS




r 2

¥ & F3pen

g
BIRIFAT STy b g

AL

FIAEZH - RIFDTRFE

FA L o HOTIRIAT P~ B R i F

43 PRIAT FTRRAT o

e R DT

3 40 A

73,[,{#& —'-F:lz

;_.E;%ioj\/};ﬁgggﬁ—,

%‘%‘F{ lﬁ'ﬂ ,F"—‘n
LA

& F A5 % A

’ﬂr}')

S FHEEHTEFHARSA GRS L3 TR EF R EARE IR
A (AT AR i R L HERLA -

2 FHFFRIGERIEDLEN G, AT LA BELESE IR
o ERIMEIHITLE FABAARR -

o~ FHE R RAsA 84 LFMEHBTLERALET
Kg °

T FHIRBA AT s LT e RA L FHEFR R LR AT

B AR o

R e

3 IR A Frens e g

L3¢ W E R4 A S P T



Fr& A F

AL HEHOBTE R F  FA BRI RS Y A RET O £ R

PRIFZA FHBEEZRLRTRERR AT HERFREL 75 8 8 4 IRi%

AFe2 FEAGFHREHBAAFAPE T BFEFHEELRY CBTE
FARSHFLIHE TEMRBEHIPE SIREL L FL RN FwadT g

FLEER R F

e

LY B RGEEREL

Y

AR HB LA R H LG ST RIRBLE AR L

REP L RRPEREATEMI B HA 0 LRI R AT E R T

Ba gk A o



$7 8 B

LRAFETRERF FARERAN AR LR )*va% JE=X e
T EARE R A SHE L REFFE R R S5 d B AR v g 4R
ii;ﬁ'_}fgrﬁgv)gl_ i#@,ugfﬁnm»wf#;j% VB2E o B ,{;:rw,g)w;,

[ER

HRESNTERERFRL AT 2o - Ay e
FRESMAL SR B ERT IR S A FIRE S 45 RBF EREIF L

FEJNEHEER o AT AR RIL-T o

=
E
=~:-¢
5
pir
=
9
gtS
¥

wt
A%
o+
.
bas

.................................................

IR T AT S A ,Lipi%gtifiﬁﬂ i 5

{ SN Y _
WA RPIRE L [ DRPFEERBER a

e T R
F\:E"g?%ﬁ ........ ' F; %ﬂﬁl‘}‘-»]’{ i

:F‘tfp‘ﬁg?'}”v\ﬁ ....... - % B3 b A E
RWALR e DGR EMRNPT SRALE |

BI1-7 A= 3 in A2 )

10



10.

11.

12.

13.

34 e

HF(1999) - RIFEME R L IEE L EARPIBRE o ¢ L F LT o

%%%ﬂ%% FORYEIFFRELENR T2 Y c Wi
FRPEFY R LE

FEZ E(1996) c IRBSFFE Z 2L VR P c R LA S pE G

1A Lwm o

PAP(1999) o A EEREL ERIMERPRFHFEILFAL W

<~ EWMTE ARALITHE Y o

3% 47 #9(2000) © FRIFA 3~ RIS S~ AR B R ALY R A2 £F 304 2 30

PREAFTERBEIN R LA PP EF L E IR A LS
ARAQR001) - ARP R DTRERIARALL BRI OAETE c F2

ﬂ@ﬂ?%&ﬁgﬁwﬁiﬁvo

2 40(2002) - ¢ BA AR RERBEFLMERRREL A
TeU B AEAEFRFELRFE ML HY

WﬁLQWQ #”%‘mﬁﬁkﬂ ARFBHRABRM B2mg 2

i< BR%E L WE IR Y o

Fa 5 (2003) - B M #ﬁﬁﬁﬂmﬁ&?ﬁﬁ AAREAE L
BR2ZBPE—1V B hedsbibl e A EXERELEFIALEG o

g (2005) o JRIFA S IRBA KR PR HLBLAZ LM fh2
FHRFAT—NICAEAFELRGASFV 2 m A1 EHFNEE:
L= e

#(2005) c IRFBFLA -~ PRIBH KB ERAARAM G2 —MNFHT
&. pV'J a\:g"% i? f’;ﬁ’l’/\"’ °

ﬁ@%&omﬁi} RIS KB ELEFEAMIMGET -1
POl WEPPAFFHEEE ML E o

7 1% (2007) o e B phde PRAZ & 318 PRAMA $0 2. F s m § — VU RIA &

X%
U
_;l;.
¥
e

11



14.

15.

16.

17. &

18.

19.

20.

21.

22,

23.

24,

25.

26.

BARZP T RE - -F2E <~ F LT LR~ o

¥ 8 5(2007) c PRIBEH ~M AT - CEVSOBMERIRAHHEE R P

RZMBUFPT-NV B 2P b Rep Fhidaivl-s o 7

EMBA Fi L %% o

Fe 4R (2007) o PRI S WX T HR KB BRARLZIMGFET — 1R

BRAMEABRZ W27~ FRELEALH -

R IET(2007) o PRAFFE S L EV S HLAFURBARKBIAM R2ZFAY

—MBEERERELD P R AFRETE CHLHT o

iwem&omﬁ&?~mﬁi§~mﬁ#ﬁﬁﬁfﬁiﬁ{iéz.M

BEL-MEAPARIAPEU B AR AT RGERTE IALE
% 7 7(2008) o PRAF S~ PRIBA A RBRHFHECRARBFLFE -

NEPHEWEPRBE6 - N2 328X 2 EMBARLH > -

i (2010) - F @ EFAREFT EHSFEFNE R FFRARLZ AT

PERRSU - BRPH AT IRELFE AL AT -

7T £(2010) o 7 #h B HRBIRBL FHRBHKHT F FLPREE

RRZEE -3 By ¥R imlsme o

REFTQ010) - RBAF -FRBHRKEMEABIARZLPRIM AT —

MeaBBLbl o SPHEAFFIRAIELE VALH? o

Hh2 #(2011) « & #3546 - RIFBPZH ﬁ#¢$\¢%ﬁﬁpuﬁﬁfﬂ

B FARRY RG] KB F AT RS kLG o

T fae(2011)  EEAEFE B FEV A RBME RADIFL MG
B -FMzd L8404 FREEAALSG -

5k if % (2011) © nﬁgimﬁw? ﬁi%% BEERARBLPRTHM

1N
%h2F3- 72 TOYOTA T2 36|l c WzP 2 A F ¥ 07 "L
< o

M1 440(2012) o PRIFL S~ PRBH K I W KF RERPHELZERIRZ L
REFPLAFT —NURFTARBESO - R g2R" PHEAFFTARFE
ALk o

& (2012)  EF % ~RBET - HERLOMEL PR BLFE -
+X(CARS)TEFF50] - W2~ F e ¥EFRIALH o

12



10.

11.

Aaker, D. A. (1991). Managing brand equity, New York: The Free Press.

Andreassen, T. W., & Lindestad, B. (1998), “Customer Loyalty and Complex
Services: The Impact of Corporate Image on Quality, Customer Satisfaction and
Loyalty for Customers with Varying Degrees of Service Expertise,” International
Journal of Service Industry Management, 9(1), 7-23.

Barich, H., & Kotler, P. (1991). A framework for marketing image management. Sloan
management review, 32(2), 94.

Bell C. R & Zemke, R. E. (1987). “Service Break down the Road to

Recovery. "Management Review, 76(10), 32-35.

Belt, John A., & Paolillo, Joseph G. P. (1982), “The Influence of Corporate Image and
Specificity of Candidate Qualifications on Response to Recruitment Advertisement,”
Journal of Management, 8(1), 105-114.

Berry(1995)"Relationship marketing of services-growing interest, emerging
perspectives,” Journal of the Academy of Marketing Science, 23(4), 236-45.

Berry, L. L., & Parasuraman, A. (1991), Marketing Service-Competing Through
Quality, New York, NY: The Free Press.

Bitner, M. J. (1990). Evaluating service encounters: The effect of physical surroundings
and employee responses. Journal of Marketing, 54(4), 69-82.

Bitner, M. J., Boom, B. M., & Tetreault, M. S. (1990). The service encounter:
Diagnosing favorable and unfavorable incidents. Journal of Marketing, 54(1), 71-85.
Boshoff, C. (1997). An experimental study of service recovery options. International
Journal of Service Industry Management, 8(2),110-130.

Boshoff, C. (1999). RECOVSAT: An instrument to measure satisfaction with
transaction-specific service recovery. Journal of Service Research, 1(3), 236-249.

13



12.

13.

14.

15.

16.

17.

18.

19.

20.

21.

22.

23.

Bowen,D.E., & Johnston, R., (1999) "Internal service recovery: developing a new
construct,” International Journal of Service industry Management, 10(2), 118-31.
Brown Cowles & Tuten(1996)"Service Recovery: It's Value and Limitations as a Retail
Strategy,"” International Journal of Service Industry Management, 7(5), 32-46.
Cadotte, E. R., Woodruff, R. B., & Jenkins, R. L. (1987), “Expectations and norms in
models of consumer satisfaction,” Journal of Marketing Research, 24(3), 305-314.
Cardozo, R. N. (1965), “An experimental study of customer effort, expectation and,
satisfaction,” Journal of Marketing Research, 2(3), 244-249.

Chang C.C. (2006). When service fails: The role of the salesperson and the customer.
Psychology and Marketing, 2(3), 203-224.

Cho, Y., Im, 1., & Hiltz, R. (2003). “The Impact of E-Services Failures and Customer
Complaints on Electronic Commerce Customer Relationship Management.” Journal of
Consumers Satisfaction, Dissatisfaction and Complaining Behavior, 16(5), 106-118.
Christopher, M., & Pitts, B. (1969), “How important is the corporate image,” Journal
of Management, 24(1), 79-80.

Chung, B., & Hoffman D.K. (1998). Critical incidents. Cornell Hotel and Restaurant
Administration Quarterly, 39(3), 66-71.

Churchill, G. A., Jr,, (1982). An investigation into the determinants of customer
satisfaction. Journal of Marketing Research, 19(11), 491-504.

Cina, C. (1989), “Creating an Effective Customer Satisfaction Program,” The Journal
of Business & Industrial Marketing, 4(2), 33-42.

Colgate, M., & Norris, M. (2001), Developing a comprehensive picture of service
failure. International Journal of Service Industry Management, 12(3/4), 215-235.
Conlon, D. E., & Murray, N. M. (1996), “Customer Perceptions of Corporate
Responses to Product Complaints: The Role of expectations,” Academy of
Management Journal 39(4), 1040-1056.

14



24.

25.

26.

217.

28.

29.

30.

31.

32.

33.

34.

35.

36.

Crissy, W. J. (1971), “Corporate Reputation: Seeking a Definition,” Corporate
Communications:An International Journal, 6(1), 24-30.

Czepiel, J. A. (1974), Perspective on Customer Satisfaction, New York, NY:
Management Association.

Daly, M. B., & Hulka, B. S. (1975), “Media and medicine talking with the doctor,2,”
Journal of Communication, 25(3), 148-152.

Dowling, G. R.(1988) "Measuring corporate images: A review of alternative
approaches”, Journal of Business Research, 17, 23-34.

Eighmey J. (1997), “Profiling User Responses to Commercial Web Sites,” Journal of
Advertising Research, 37(3), 59-66.

Firnstahl, T. W. (1989). My employees are my service guarantees. Harvard Business
Review, 24(4), 4-8.

Fornell, C. (1992). A national customer satisfaction barometer: The Swedish experience.
Journal of Marketing, 55(1), 1-22.

Fornell, C., & Wernerfelt, B. (1987). Defensive marketing strategy by customer
management: A theoretical analysis. Journal of Marketing, 24(11), 337-346.

Gilly, M. C. (1987). Post complaint processes: From organizational response to
repurchase behavior. Journal of Consumer Affairs,21(2), 293-313.

Glenn, W. C. (1974), Consumer Behavior: Theory and Practice, Homewood, IL:
Richard D. Irwin Inc.

Greenberg, J. (1990). Organizational justice: Yesterday, today and tomorrow. Journal of

Management, 16(2), 399-432.

Griffin, G. (2002), “Image: It’s all in the mind”, Instant and Small Commercial Printer,
21(8), 12-15.
Gronroos, C. (1984), A Service Quality Model and Its Marketing Implications,

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

15



37.

38.

39.

40.

41.

42.

43.

44,

45.

46.

47.

48.

Gronroos, C. (1988). Service quality: The six criteria of good perceived service quality.
Review of Business, 9(3), 10-13.

Hart, C. W. L., Heskett, J. L., & Sasser, W. E., Jr. (1990). The profitable art of service
recovery. Harvard Business Reviews,68(4), 148-156.

Hastak, M., & Olson, J. C.(1989). Assessing the role of brand-related cognitive
responses as mediators of communication effects on cognitive structure. Journal of
Consumer Research, 15(4), 444-456.

Hoffman, K. D, Kelley, S.W., & Rotalsky, H. M. (1995), “Tracking Service Failures and
Employee Recovery Efforts, ”Journal of Service Marketing,9(2), 49-61.

Holloway & Beatty(2003) Holloway, Betsy B., & Beatty S. E. (2003). Service Failure
in Online Retailing: A Recovery Opportunity. Journal of Service Research, 6(1),
92-105

Howard, J. A., & Sheth, J. N. (1969). The theory of buyer behavior. New York: John
Wiley and Sons Inc.

Hunt, K. H. (1977), Customers Satisfaction / Dissatisfaction- Overview and Future
Directions, in Hunt, K. H. Conceptualization and Measurement of Customer
Satisfaction and Dissatisfaction, Marketing Science Institute, Cambridge, MA.
Johnston, R(1994), Service Recovery: An Empirical Study, Warwick Business School,
Coventry.

Johnston, T. C., & Hewa, M. A. (1997). Fixing service failures. Indus-trial Marketing
Management, 26(5), 467-473.

Jones, T. O., & Sasser, W. E. (1995). Why satisfied customers defect. Harvard Business
Review, 7(3), 88-88.

Keaveney, S.M. (1995) , “Customer switching behavior in service industries: An
exploratory study, “Journal of Marketing, 5(9), 71-82.

Keller, K. L. (2000), Building and managing corporate brand equity, London, UK:

16



49.

50.

51.

52.

53.

54.

55.

56.

57.

58.

59.
60.

Oxford University Press.

Kelley, S. W. (1992). Developing customer orientation among service employees.
Journal of the Academy of Marketing Science, 20(1),27-36.

Kelley, S. W., & Davis, M. A. (1994). Antecedents to consumer expectation for service
recovery. Journal of the Academy Marketing Science, 22(1), 52-61.

Kelley, S. W., Hoffman, K. D., & Davis, M. A. (1993). A typology of retail failures and
recoveries. Journal of retailing, 69(4), 429-452.

Kennedy, S. H. (1977) Nuturing corporate images. European Journal of Marketing,
11(2), 120-164.

Kotler, P. (1973). Atmospherics as a marketing tool. Journal of Retailing, 6(4), 48-64.
Kaotler, P. (1997). Marketing management: Analysis, planning, implementation and
control. New Jersey: Prentice Hall.

Levesque, T. J., & McDougall, G. H. G., (2000), “Service Problems and Recovery
Strategies: An Experiment,” Canadian Journal of Administrative Sciences 17(1),20-37
Maxham 11, J.G., (2001 ), “Service Recovery’ s Influence on Consumer Satisfaction,
Positive Word-of-Mouth and Purchase Intentions,” Journal of Business Research, Vol
54(1), 11-24.

McCollough, M. A., Berry L. L., & Yadav, M. S. (2000). An empirical investigation of
customer satisfaction after service failure and recovery. Journal of Service Research,
3(2), 121-137.

Miller, J. L., Craighead, C. W. & Karwan, K. R. (2000), “Service Recovery: A
Framework and Empirical Investigation,” Journal of Operations Management, 18,

387-400.

Nunnally, J.C(1978). Psychometric Theory, Mc Graw-Hill. New York.

Oliver, R. L. (1980). A cognitive model of the antecedents and con-sequences of

satisfaction decision. Journal of Marketing, 17(11), 460-4609.

17



61.

62.

63.

64.

65.

66.

67.

68.

69.

70.

71.

72.

Oliver, R. L. (1981). Measurement and evaluation of satisfaction processes in retail
settings. Journal of Retailing, 57(3).

Ostrom,A., & lacobucci, D. (1995),” Consumer Trade-Offs and the Evaluation of
Services,” Journal of Marketing,1, 17-28.

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.

ParasuramanA, Zeithaml, V.A., & Berry, L.L. (1993) , ”Assessing the Effects of
Quiality, Value and Customer Satisfaction on Customer Behavioral Intentions in Service
Environments, ”Journal of Retailing,7(6), 193-218.

Paul, P. J. & Olson, J. C. (1987). Consumer behavior: Marketing strategy perspectives.
New York: Richard D. Irwin Inc.

Reichheld, F. F., & Sasser, W. E. (1990). Zero defections: Quality comes to service.
Harvard Business Review, 68(5), 105-111.

Robertson, T. S., & Gatignon, H. (1986). Competitive effects on technology diffusion.
Journal of Marketing, 50(3), 1-12.

Schlesinger, Leonard A., & James L. Heskett (1991), “The Service-Driven Service
Company,” Harvard Business Review, 69, 17-28.

Schweikhart, S. B., Strasser, S., & Kennedy, M. R. (1993). Service recovery in healthy
service organizations. Hospital & Health Service Administration, 38(1) 3-21.
Shostack,G, L(1984),"Designing service that deliver,” Harvard Business Review, 62,
January-February, 133-9.

Smith, A. K., Bolton, R. N., & Wagner, J. (1999). A model of customer satisfaction
with service encounters involving failure and recovery. Journal of Marketing Research,
36(8), 356-372.

Spector, P. (1961). Basic dimension of the corporate image. Journal of Marketing,

18



73.

74.

75.

76.

77.

78.

79.

80.

81.

82.

83.

25(6), 47-51.

Spreng, R. A, Harrell, G. D., & Mackoy, R. D. (1995). Service recovery: Impact on
satisfaction and intentions. Journal of Service Marketing, 9(1), 15-23.

Tax, S. S., & Brown, S. W. (2000). Service recovery: research insights and practices.
Handbook of Services Marketing and Management, Sage, Thousand Oaks, CA,
271-286.

Tse, D. K., & Wilton, P. C. (1988). Model of consumer satisfaction formation: An
extension. Journal of Marketing Research, 25(5),204-212.

Walters, C. G. (1978).Consumer behavior: A integrated framework. New York: Richard
D. Irwin Inc.

Westbrook, R. A. (1987). “Product/Consumption-Based Affective Responses and Post
purchase Processes.” Journal of Marketing Research, 24(3), 258-270.

Williams, R. H., & Zigli, R. M. (1987), “Ambiguity impedes quality in the service
industries,” Quality Progress, 20(7), 14-17.

Woodruff, R. B., Cadotte, E. R., & Jenkins, R. L. (1983), “Modeling Consumer
Satisfaction Using Processes Experience-based Norms,” Journal of Marketing
Research, 20(August), 296-304.

Worcester R. M. (1972), Consumer market research handbook, New York, NY:
McGraw-Hill Book Company, 507.

Zeithaml, V. A., Berry, L. L., & Parasuraman, A. (1993). The nature and determinants

of customer expectations of service. Journal of the Academy of Marketing Science,

21(1), 1-12.

Zemke, R., & Bell, C. (1990). Service recovery: Doing right in second time. Training,
27(6), 42-48.

Zeithaml, V. & Bitner, M. (2003) Service Marketing: Integrating Customer Focus

across the Firm, McGraw-Hill, New York.

19



=~ HAth

1L o8&l 2483 b5 > fent
http://www.appledaily.com.tw/appledaily/article/headline/20130125/34793187/ -

2. Rl Bkt A€ 0 ent
http://www.ncc.gov.tw/chinese/news.aspx?site_content_sn=2016&is_history=0 o

B AR BED BT gy
http://www.mobile01.com/topicdetail . php?f=18&t=3379835 -

4 SARFEA PR 5 AR E 0 ey
http://www.inside.com.tw/2013/10/31/013-g2-taiwan-mobile-market-report

5.Google 2% =2 MR A S HRY (7L 0 e
http://tw.tech.yahoo.com/news/google-%E8%88%87%E7%AC%AC%E4%B8%
89%E6%96%B9%E7%B5%84%E7%B9%94%E8%AAY%BF%E6%9F%AS5%ES
%89%8B%E6%A9%9IF%EA4%BD%BF%ET7%94%A8%E8%A1%8CY%E7%82%
BA-%E5%8F%B0%E7%81%A3%E6%B6%88%E8%B2%BB%E8%80%85%E
6%89%8BY%E6%A9%9IF%E4%BE%ID%E8%B3%B4%ES5%BA%AG6%ES%B1

%85%E4%BA%9E%ES5%A4%AA%EA%B9%8BY%ES%86%A0-081708739.htm
| o

20



K B3 2R PHRAEFIALRY

PR

B AR S A T BT EIRBAIM G, 2 8FEET > N85
EJRFEL A ’}E\;:j’gg‘bﬁl-\—%’% m,iauEL P RAFTEELRE o AR ERHRT
L3R PRERERFEY F A F s Gt it oo

LR GER > £ X R
Rz gzt PR E¥EFm imisr
R mES L
B N TS %

L A

FRTEFGFARBA LA RERIAE  FF5- F ho g BA A
P w RFE? (& [F
F R 9F TR X FIEERHARANTRE IR TF K - 9E

Bpwig*cnf i ¥ - Hi§

(¢ #=2% Oe#~H = Ik Erg
(=¥ (7wt HERN HES24
JEgrdn  [Jh-LET G HER o

21



T RIS EAE RS

BN L EEA R

PG EL T RREHZT R EOLEA % HHEBES
BRI R SFEV RO AHTALANE &
PR A E

& ;J@}‘T:\r.}-—
P ‘;34\ A-

o T :‘zig\-mL

N
=y

{

& :‘zﬁmk
g TR -

s T

LT EEF R LR o LI O O ) ) O
250 ¥ B LA LE RS o ) O 0 0 0y 0
3R B ERE® m%‘ila‘*‘x#ﬁﬁﬁ&?ﬂi5'l:§J£%fui'?E#”* ClClOiolioliolo
4.?‘;;/;?‘];#'&;1\)2;;,57}}‘@ A\i/‘éé""" DDDDDD |:|
5.3% 3 5 £ 2 PRI+ A B JRAZAE B 245 o 0 0 o 0y 0
6.5 % 5 E2 I f B AL E o 18 L
THEREEFMEF R ANE - )
8T R EEMAE TEE o L O O o Oy )
0T LR R ERIL FIRIEN F o L O O O Oy D O
10T R L5 ER4P 870 - 0
11377 & £ opRaaH 4 5 £ 4 1 e o L OO D e
REHTEEGIRBETELEF 2EF M o L Oy O
BEHTRELFERBEFEELEET FHIER - L1 00 O )
et S L Y ol
il ]‘::,l o

2 R4 D PRIRA R

PR E G BRI R T R G ER A JRIA R H
HORAF - BEFRF R R p gz > #4575
LR Gy 2 g o

- L\
Fh TS =k
e o b‘;{‘\ A=

e 5 > :‘zig\-mk

(= o
(:fﬂ\d, = :‘:iﬂ\m&
BT R -

B T

LIRFEA B # 3§ PRS-

[]
[]
[]

[]
[]
[]

22




2IRAF A B ¥ A 4 a8 YRR PR o L O O )
IRAFA B ¥ BRI EARY B2 o L O L Oy )
4.2 g Sk FE T o L O O ) )
5JRAAA B §RER I L » AT Ko L O O ) )
6.JRFEA B 2B E BT & o L 0 0 ) ) )
TIRFEA B i % L 16 g g o L OO0 O O ) O
BIRIFA R ilF $HEH Nt Al e B R, o L O OO Hj e
OJRF+A B AR AR TIRFEAR A & o ) [ | ] .
10JRF%~ R ¥ 44 4 a4 o L 00O OOy )
Fow 2RA L RIEA fT

. " A SR LV | CEEREIENENE
PR DB RIEHER G ORIRIAT e e o A ¥ | % s,’{L i E’:‘bﬁ ¥
oA S B gk 0 SHTAEENE LW (272 (3] |F(F|F
chis 3 3 12 §F o BlEEl &R

TR "
Ly R4 g4 JRIAR I3 ko~ 548 0ene LU0 L) L0
2.5 JRIRA R 4 BF > JRIE A B i KILAEIE o i EEE.
SHPRIFAFEF AP BIrd ga hw (T iz o oo oo
4@;?;1)}% s-’:wfdf’ﬁﬁzzwﬁg évrﬁélu—%'i?r&émo I
%o%Iﬁ@‘ﬁE~$%?~ﬁ%%#ﬁ‘%%o

6.% Ao R ERLLET FAPRIEFF - JRIFA B D B A minlinlinlininlin
ToEPRIRA G 4 P JRARA R s w ARt o |00 0| T
8.% PRAF 4 Z 4 PF > JRAEA R i h pReniJl o LI C OO )]
I IREERLAE

. ., e ke w s . PR A AN
t“%"lf\{%ﬁﬁ%‘ﬁiﬁ i * R ‘#F’imnﬁi}i "‘ﬂ'i‘ié_ ¥ | % g):é:' 37 gz‘!:'f)’( ¥
R RIBRF RBPER P2 BHTAEEREI (2 (3 (73| |F|F|F
B R s 23 g E . ML AR

TR E

LT FFRELARM B AITICRA 1O/ 00 O )

23




1.7 T £IRTEA

8.7 1%

o
~=
R
g
"?Q N

>~

oo oo o]
O o oo oo
oo oo o]
O o oo oo
oo oo o]
O o oo oo
oo ooy o]

FAI LB A AARFTH

L] s (]9 4 [

2.4k 1 []25/& 1~ []26~35/& [136~45%% [146~554 []56 f& 1+

3y TARR ([IRG-)? T e ? B &4 [+ F =g srul

4B ¥
(152 [Jdw

5L ta& 1 447 .

Oa% 0% % Oapd DRtiisk Omag Oad % D53

[ 120,000~ 2+ [ ]20,001~30,000~ [ ]30,001~40,000-~ [ ]40,001~50,000 ~

[ 150,001 2 ¢

AREFMRR AFR B AR 2 E g2 E %

BB ELE G k2 Ao L5 B |

24




