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B23Y, ASHAF T2, B F7 BHA 2 AFdA A3 A §

< ZAG AHEAFTAL FEAE B 9 ol nhs 2R 43
Z-g0 ST AT F Qlr}sd),

ditdog uAEL Myl AFYEY FHslY FHHoz FAY
2 25H FHgg gAY @715 981639, Reynolds and Beatty35

£ AFENE Boel AH Aol AL BIo] f94 JFL 1A
£ A% YSGY oJHT ARE BE Bop} AR A WEHA
AN FeA7] G FE ANBAE A3 GAAE FFRAE o] F

oAA7] &7 ol

TEVALS HRE AR AE L MulAE #Adshy, A4 gEET) 2o
MujzAgol7le] 3B G QoM A} FAATEE s FX57)
A3, A7 ¥4 (ong term guest) HE], QeI #=, 2RH B ay
7, 53, 238 5 4L 9% YA AHsIE o

g8, Goodwin36)-2 *131*474]01] AojA FF FAFHE $HLE 719

31) Gwinner et al., op. cit., pp.101-114,

32) Cathy Goodwin, Between Friendship and Business: Communal Relationship in
Service Exchanges, Working paper University of Manitoba, 1994.

33) V. A. Zeithaml and Mary Jo. Bitner, Service Marketing, New York McGraw-Hill,
1996.

34) Beatty et al., op. cit., pp.223-247.
Mary Jo. Bitner, op. cit., pp.246-251.

35) Kristy E. Reynolds and Sharon E. Beatty, op. cit., pp.11-32.
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3 2 kel 9Ho] 25
e A Auel AslA whdo] @ 4 qthn stk E@ Price 0L
ol AZRE 1A e YA SR wFoz AF ALY & Yo
2 3.

webd ALE A slEe Aulag T adr]ds EAge] F7H A
HaAE FAGOZA Azse AU, Any 59 NP B3

B3 2 BeUF 2L Fadn w4 AvAABA, 2A3 17
e 4EAEoR UG #AE =AUE 3d g BFo
¥ g olYg ;o] o]l"(customer defections)g WAt 1A %“/‘057}

FOLA A= 7|49 ool Z718 Ao]Tiw),
2) A8 3 &€ (Psychological Benefits)

A A YL aAEol ME|EAFTAY F7EH BALREE o] @
M|z g F4& FEste RS DI oA mAo| Au|AA
FASH BHAE NHAEAN ZE o] FoJETYE AL
3 APFEE AR2AFAE 2 A NHE Fo, F&e AY
of Mt ARATH0. AFE w3 oA FEVY NN £53 )
g Fo=2 A3 Morgan and Hunt4De] FAAE
A S8 w7 Sel,

rr

Exl

36) Cathy Goodwin, op. cit.

37) Linda L. Price, Eric J. Amould, and Angela Hausman. Commercial Friendships:
Service Provider-Client Relationship Dynamics, Presented at The Frontiers in
Services Conference, Vanderbilt University, Nashville, TN, 1996.

38) 4, HAAM, pp.36-42.

39) Leonard L. Berry, op. cit., pp.236-245.

40) James G. Barnes, op. cit, TN 6-8.

Mary Jo. Bitner, op. cit., pp.246-251.

Christian Gronroos, Relationship Approach to Marketing in Service Contexts:
The Marketing and Organizational Behavior Interface, Journal of Business Research,
20, 1990, pp.3-11.

41) Robert M. Morgan and Shelby D. Hunt, The Commitment-Trust Theory of
Relationship Marketing, Journal of Marketing, 58 (July), 1994, pp.20-38.
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A
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AAALA QM E Fostttn & 4 gl ole mAdqA HeHes
Aetgr st hAdsitte =48 & o nA¢] 5 £ gvs Ao 1A
°of UL JIdel WP HFHE =7e ° & 94TE dgdE A& 9y
g,

d& B0 SFSHH2ETZE o]gdle ANEL Al AEEE I}
Aol gt ti7tzA ol g WE AYE FaAYI, ALFH FATFS
Frstaz & Zojng. = H2EFE o]&ds uAEo FEI &R
7b AHA ATEY, FAL Mulzel didtd 3L txE AEH
AdeES =709 ILYLER g HEEe gopddan & + o

C gasgE Lot Yed. ada dde LeEe &
2% 829 AR e "ok

3) A7 &9 (Economic Benefits)
BAAA Y a7l sl V|dFe AL MEgozA wrE BAH

o]d& Tited, MulzAFTAL JIdHe] BAE AY, FAs A%
ZIRAA F71H & o), o)A Fl EE g 2e A

42) Paul Klemperer, Markets with Consumer Switching Costs, Quarterly Journal of
Economics, 102(May), 1987, pp.375-395.
Alberecht O. E. Socellner, Commitment in Exchange Relationships: The Role of
Switching Costs in Building and Sustaining Competitive Advantages, In Relationship
Marketing: Theory, Methods and Applications. Eds. Jagdish Sheth and Atul Parvatiyar.
Atlanta, GA: Emory University, 1994.
Birger Wernerfelt, Brand Loyalty and User Skills, Journal of Economic
Behavior and Organization, 6(Dec.), 1985, pp.381-385.

43) St - o]87] - A=, sHY2EF] BAF o] nAFHAR vAE dT
A0S B Y= 2AG el Y YA A7, BFviAP e, 2002

44) Robert A. Peterson, Relationship Marketing and the Consumer, Journal of the
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2 OEASA Ggoza g wEE =¥ Aues 229 F
A TH46),

Sheth and Parvatiyard”v= 4u|x}7F mlAE 9 A &4 FAHABAE 7HE
o2 Agd ma2e 99 #AATE AE A3 gda sgey, oA
ol BAWAYY 71EF Zolgtn 39th X3 Reynolds and Beatty®+
ASTENE T8t AEY A, ARF L, o e gAEA T 7
T4 ddgo] FAAT Vgl W BEL FAdvE AFAHAE AAEA
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™, Gwinner S49& o8& AAF FHo] AVFHE Fole JTE&

gel VIPFI=E B39 FAY 28 A4

Academy of Marketing Science, 23(Fall), 1995, pp.278-281.

45) Paul Klemperer, op. cit., pp.375-395.

Alberecht O. E. Soellner, op. cit.
Birger Wernerfelt, op. cit., pp.381-385.

46) Paul C. Rosenblatt, Needed Research on Commitment in Marriage, In Close
Relationships: Perspectives on the Meaning of Intimacy. Eds. George Levinger and
Harold L. Raush. Amherst: University of Massachusetts Press, 1997, pp.73-86.

47) Jagdish N. Sheth and Atul Parvatiyar, op. cit. pp.255-271.

48) Kristy E. Reynolds and Sharon E. Beatty, op. cit., pp.11-32.

49) Gwinner et al, op. cit.,, pp.101-114.
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4) 11793} &) = (Customization Benefits)

Gwinner $522 11743} g o] nAUNESE Folv J&E I A
=, 243 ggold nAo] v|dH FrA # 2
714 A€ 22 wA HE SEE gif, 943 dg, 5498 F9 ®
= AYH A 5EE Mula §3 2 e g

Zeithaml¥& 1A Eo] 7143 B714 @AE A
Z (optimum satisfaction)S 53t= Aol 753t ddd. oA =
Aol 7143 F71H BAE ZHA Fo2N AMuj2AFAst A9 rFe)
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50) www.bestwestern.com

51) 4, AAA, pp.36-42.

52) Gwinner et al, op. cit., pp.101-114.

53) V. A. Zeithaml, How Consumer Evaluation Process Differ Between Gods and
Services, In Market of Service Eds. James H. Donnelly and William R. George.
Chicago: American Market Association, 1981, pp.186-190.

54) Leonard L. Berry, op. cit., pp.25-28.

55) Lawrence A. Crosby, Building and Maintaining Quality in the Service Relationship,
In Service Quality: Multidisciplinary and Multinational Perspective. Eds. Stephen
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9] A3 (core service up-grading)’ &1 T H3IQ )
SEME|E B a4 FARO] Wy HHAA MulA7E Ay

2w Es] AEd A4 9FH Bes Ao Azee AH2E
o og B shedl e 22T 4TS B wed nAS QR
A BY e A s AAA o BE BAL FE 2Ae

A5 BEo] tete] nAol WEVTE A APH Adoln, TAEL
olelg Aol date] Mg = F 9o Moz nAY 59 3
9 $E99 BATF A5k

olsh Ze FFe A BE SUHS, $HH A, 5EE T
59e Aulzsk ATEel B wyoldt BHAN nAe gt &
eAEFIA oled 1A% H9g =a0 sHY2EF qE @

O

£g 34 =72 § Qoe Rolth & s 2EFe] B VHE AXD
Qe TAEL AF o3 Hu ARHoz a¥A gL nARG Y
e A s oA drk FAYo] ATt SEHYEC] THY2E
F = 39 AFTdsE EEI 924 QAT 5 ¢

A A4 HYge A2 29 o) Y (up-grading
& (service augmentation)©] &3 & 4 ¢ U}56),
ol Zo] A 2 WEL AYsH <E 2-1>9 ZTh

W. Brown, Evert Gummesson, Bo Edvardsson, and BengtOve Gustavsson.
Lexmgton MA: Lexington Books, 1991, pp.269-287.
56) A<, AAA, pp.36-42.
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Soellner, Wernerfelt,

(economic  |[=F A7, A|zHA <k, B, W | Rosenblatt, Sheth and
benefits) AE3 Parvatiyar, Reynolds
and Beatty
(ﬂ?i}.ﬂf S S, A8 S, 583 M| Gwinner 5, Zeithaml,
customization
benefits) |11 SE® F9, LA A | Berry, Crosby
A8 AYATE FAHE =4 A4

A 22 AAgE e A
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HE 1970 FRHEE AGA vt $4F o

57) Kristy E. Reynolds and Sharon E. Beatty, op. cit., pp.11-32.
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aAEEe] Fe} 71dAd el tis) Fornell $60& nAwEo] 27
449 74 FREJE 7HALGT St 53 }«1%0) AAG AL
W LARELE 7199 Fa3 4to]l Hu glow
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58) Richard N. Cardozo, An Experimental Study of Consumer Effort, Expectation
and Satisfaction, Journal of Marketing Research, 2(Aug.), 1965, pp.244-249.
59) David K. Tse and Peter C. Wilton, Model of comsumer satisfaction formation:
An extension. Journal of Marketing Research, Vol. 25, May. 1988, pp.204-212.
60) Claes Fornell and David F. Larcker, Evaluating Structural Equation Models
with Unobservable and Measurement Error, Journal of Marketing Research,
18(Feb.), 1981, pp.39-50.

61) Jonh A. Howard and Jagdish N. Sheth, The Theory of Buyer Behavwr New
York: John Wiley & Sons, 1969, pp.145-150.
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ATEESE 4] Adol HAF ZgEdd AUFE £ Aol HESF
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ot HZdte #Ee| e, AzE "447} 71"4151 AyEg =& 7
& vF AZE A7t Jde AR = T EUE, Azd
A7t 71dE Aakel dX8 Afde %ﬂ-‘li FEEI TS,
, Singh69e]] oJatH Ao WFolztE FAGE gt W P
g3 dido] vz . & £W, o] ARME2E ALESd A
of AL Al WY % BEAITA #F HE wHEHIE T £ 3
open, o) & nA o] tpFd el ois B ZIdE JHA ol W

& dEg Jrishy] Wit wetA AL FAEUE AXS FALF
o] 223 ZPLZ2RYH UEHFES HAFY F YYed

ol HHNA LA Autd wEHe HXxo FTAYPoRZ FERIY =
Aste Aol A G Ao}, Qliver and Swan’L o]d #AHE A

Sl FAHAF AEDE AA2AF A% BHAN ol Yok A

62) Richard L. Oliver, Cognitive, Affective and Attribute Bases of the Satisfaction
Respose, Journal of Consumer Research, Vol.20, 1993, pp.418-430.

63) H K Hunt, CS/D Overview and Future Research Direction in Conceptualization
and Measurement of Consumer Satisfaction and Dissatisfaction, H. Keith Hunt ed
Cambridge, MA ; Marketing Science Institute. 19717.

64) James F. Engel and Roga. D. Blackwell, Consumer Behavior, New York ; Holt,
Rinehart, and Winston, 1978.

65) James L. Walker, Service Encounter Satisfaction: Conceptualized, Journal of
Service Marketing, 9(1), 1995, p.7.

66) Jagdip Singh, Voice, exit and negative word-of-mouth behavior: An investigation
across three service categories. Journal of the Academy of Marketing Science,
18(Winter), 1990, pp.1-15.

67) Kristy E. Reynolds and Sharon E. Beatty, op. cit., pp.11-32.

68) Robert A. Westbrook, Sources of Consumer Satisfaction With Retail Outlets,
Journal of Retailing, Vol. 57, Fall, 1981, pp.68-85.

69) Kristy E. Reynolds and Sharon E. Beatty, op. cit., pp.11-32.

70) Richard L, Oliver and John E. Swan, Customer perceptions of interpersonal
equity and satisfaction in transactions: A field approach, Journal of Marketing,
53(April), 1989, 21-35.
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28 AN F glon, 95 AR AAE AEAE F e
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71) ol &7] - ¥ E - B, AAA, pp.373-404. v

72) J. D. Barsky, Customer Satisfaction in the Hotel Industry: Meaning and
Measurement, Hospitality Research Journal, 16(1), 1992, pp.51-73.
M. G. Gundersenm, Heide, M and Olson, U. H, Hotel Guests’ Satisfaction
among Business Travellers, The Cornell Hotel and Restaurant Administration
Quarterly, 1996, pp.72-81.
T. C. Larn, L. Mok and wong L. Customer Satisfaction v. Customer Retention,
Asian Hotel and Catering Times, (Aug.), 1996, pp.34-36.

73) Claes Fornell, Michael D. Johnson, Eugene W. Anderson, Jaesung Cha and
Barbara Everitt Bryant, The American Customer Satisfaction Index: Nature,
Purpose, and Findings, Journal of Marketing, 60 (Oct.), 1996, pp.337-346.
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—t
=

86) MM, oA, , A2, gAAL, 1998,

87) Henry Assael, op. cit.

88) Philip Voss Jr., Status Shifts to Peer influence, Advertising Age,(May 17),
1984, p.10.

89) H G2, @A FAHAE % FAHEI uAE JgFo #F dF, FLdUFgw
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90) Jill Griffin, Customer Loyalty: How to Eam It, How to Keep It, New york:
Lexington books, 1995.
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92) S. M. Cunningham, Perceived Risk as a Factor in a New Product Information, In
Proceedings of Fall Conference of American Marketing Association, 1996.

93) Jonh A. Howard and Jagdish N. Sheth, op. cit., pp.145-150.
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18(Winter), 1990, pp.1-15.

94) Lawrence A. Crosby, Kenneth R. Evans and Deborah Cowles, Relationship
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Marketing, 54(3), 1990, pp.63-8l.

95) Jill Griffin, op. cit.
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101) Beatty et al, op. cit.,, pp.223-247.
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A5 FaE UAE AINIE A, BEE 1A Aot A
Mgsts R, 9F FTHAY 2t MEd dE 242 Bt A, 249

T3 g9 A(team-work) FAE FAAI =W Fo3 842 ZE3
AEAQA A S ARG ol He g A EAE B4 Fu
A S HEFgoEN FUT HAo tE THujAdolyd TE B &

KX
T AAES YA BAS R BA 27)E ATHY Aula
A2z 143 BejAAne o 2 A9 DA B4}z, o Fo A
Ful 543 WAL FEago]l B BAZ Fo 1A A,
$4, 1599 A 534 2L 8458 APV

of mANA HuHEL A HFH A

4

oAl E %
78 4% & Utk BUANAEY BRo|YA&e LA §TE BEA]
1 A% 240 FEaT

Aoz J5HA WL A% S fEd 9¥ DRSS YR ww
At £Bske A2 Holshs AFol U Aol Al g oAy
2ok A& e 2P olgdte] AY Baz AuAE AFHE A
o] BAFe) BeA ol

A}HoR, DASE ABH F& 5o B ALelA Be] oF
Sa glom, olg o] &4l oa) AUYAR 1A oFHE A&

2) Gwinner 59 A+

Gwinner $10& A 2719¢ olgatn FuARe] Q& 219e 1A
(F3 109, 47 219)S dAdoz A2VPAH A, A, AAA,
2A% Ao} oh4 BFE FAsd. 28 A5F a9 67 B,

102) Gwinner et al, op. cit., pp.101-114.
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A, AAA, 243 8y 27 54 £F 5 2 2] diste]
el Axo FaeAE HEHLd wgt BF3tan ZAHEY

AERZ0] Ee AdAus HE( BB, JPAF F) 1069, AEHE
o Fzrolm, W mAH Hzm A Auxs} ohd Aulx Fel(Ld
$) 967, AFAZ o] Frrold] BEHAu2 FE(FEA, Asle ol 5)
UrHoR Mula §¥& TR 89 AW Ao ARF &9, A9
2§, AA4 A9, 2% A9 5 BAsch

Gwinner o] AAI3 TAHo] MulAAZRY A7 BAS Qshe] uk
A HE BANEY $85% 4 FH <E 2-3>7 2o}
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<& 2-3> BAHNYY ¥} W&

AN 43 BANG &
EEE LI EEE R
498 a9 | 2z 22, A=/%2

BAA 99 A/ A3, Az o
SAA U$, BAgMu A 2= 18,

378 F5ebs} B

1743 I

A& : Gwinner, Kevin P., Dwayne D. Gremler and Mary Jo Bitner, Relational
Benefits in Services Industries: the Customer's Perspective, Journal of the

Academy of Marketing Science, 26(2), 1998, pp.106-107.
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2R JEE ARG Y FFATE S ek DA o9
Gehbeste BAstelcl dtm it 53 71eFEY Aulas 4ol
& B2ty W7o dehde fAdde g RAddn sud. 29z
BAADE ol ARBA(A: A5A AG->VIP Ad)7t Yehg = 3L
03 Stk £8 BANGL BAZEE FAAAT BAE BAS s
&7 85, olo] w mAe] B FANYE BelNmE ol BA
g ATE Basgz .

iAo g2 ojE& R|ANEY LS MUl FAHE, HEHE, 1ANEHE ¥
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3) Reynolds ¢} Beattyd] 9+

Reynolds and Beattyl03) &=
154 9 AHEA dgo] wE FAE, A 2 oFFu FAuH 9
__v’_?:

LH'\': 7 =
ABo] FEXE AZHE AT AN of ATE AXI] A5
a5e 6709 WEAE LABA F¥ste] 330709 WEAE AFE

AEERJEE 2HdE <Y 2-2>9 2o

of 7oA 2EL A0 2 AFH H VT4 Y& A4 o
A€ol & wujdolA 3o A& FAHSAY. 9714 715H &
B2 AZEEY, Hygy, e dig =24 2 o U2 T 23S 2
gote JAAez de 9 sy, A3A FHEge Avjde 71
B ke BAE E71W, 2 A€ VA Z, 3L Ade &
HA e A& e, AHMHer de g gndn.

Al de] A VEE AAHoZ J|dd dF BF VAT, HFHe
27 $8% JF F 7l FAHd %L vATE AS 2AA
old 274 HL Avid BFHe Ui 7% 2 AA dHEe 3 H=
7144 "37‘ 1 T8 f& & Wad g Add w59 ade FoA
YeEh =

4
é,

iﬂ

ru[o,k_,-ﬂd

AR, B A8F ddo] gF Azo] Buldel
FAHo2 dBe AL BA, BARA RuLH 7Y BF

ZHEE BT Qo AA, Buldd B wIo @
B8 FA9 228 ASTES Yz AT £ 3
IAEL UE 5L ANF due Azdsn Jded, Buadst 714k
Aol o w& AL ANT AN, #7149 #AE FAHT YA

nAel W] o ¥ FAEE RolL U wATeZ Bujdol

.

103) Kristy E. Reynolds and Sharon E. Beatty, op. cit., pp.11-32.
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ZE : Reynolds, Kristy E. and Sharon E. Beatty, "Customer Benefits and
Company Consequences of Customer-salesperson Relationship in Retailing”,
Journal of Retailing, 75(1), 1999, pp. 11-32.

FYRY ATNNE B4, 94, F4FY BARAY FFo] A
s w9 BAY P, adn BAY Dol BY, FHARUAIY L A

104) #93, AAA, pp. 1-121.
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FH A Fo] £E+E WA Eolxn, 1 AT} EYo] o}
AL, FA AFYUAIAG AFdEst EolxEe Ao Yeyt B8
A dol 74 AFUAM APHog JFL vxNE Axs AAH
A2 vAE AxEY 2L B4 2 —>T47:ll‘&ﬂ‘3—‘1 — &Y, B #4
o 2 - &899 #AE B3 A7 Jdx & of e AL & F
Aot

ojst Zol #AL] A A AFUANA L ATz @A
AN BAHEGH EQo] MAGTE o= FE 1 e Aoz g
Y 2A29 FA ARFUANET AFuAEE AuA7)7) YME o
o 9F< PR WFEY AL =FHo| lojof 39, o]E WFEL A%
AEs HrE G8IEF stojof & Aot}
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Zedoz B ATe 84, 94, 34, ¢4 5 94898 dyesm
BATAL BEo 2ulAEe Aux Hrlol oRA FFL WAL AHE
g9in7) st BARAY ¥E 2dE ANGT, FA AFUAIAHY
A Ee] A delN BAL A, BAAY B WAAEE 7=
oz AZHATE A 97} A,

2y 2 d7E AAsted 9o ANEE AEE $4, BARAY
50 Aua I7P°l casEn 45 w3 94 A F LA
o 2y 2 dFME 9BV AAs] YUAA A7E ANSHE
e
2% BaAel AVEd 28n A=Al 9o By AAHY AL
AT Y FAEIRY opyd AFAH 4E S AEN B FL
7} Qg s

ol Bl GF ATNME Gwinner S0 AN AL H
Held A9, AA2 A6, 243 dde) 41X dhe RS JHH
degol dA A% B, 74 R ATHIE] FFE WA LSS
g Bast Yoz A,

il
e

2) o] &7 59 A+

o] &7] F169] AT E zde] &, F4, 44, ¥4, v T 4
+89%E ol&ste nAE] AZste #AFHY] FAANME AHAEL,
‘1‘: of 9ste] AZHE A AL AXAT. a3 ol

AdEEo] LT ALaAqFd g &I 24 FAHE A=
o] B 724 AAE HASGL FERREYE o)&sd EYssic,
AAHE <a9 2-3>F 2.

rLH

__4

Mo 0.9.

105) Gwinner et al., op. cit., pp.1014114.
106) ©187] - A3 - £, AAM, pp.373-404.
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\\E‘a‘(é )/ .
S— [ . .%9_]219‘}

A% @ o147 AME - BYG, BANG] nA9 FYA% HLEYP P WE
a8y nAFAAE vXE 9 TAFEAT, , A3E A2E, 2002, p. 402.

4 2% AHA, dA Y] (YL Gwinner F1000] A A3 H, A
94, ZAH, 1435 g3 2@ A3A, A2d, 143 3744 84
o] 22U olel¥ A AT LA A3 detn Q& 1A
3t e FAH g9 VIP 93 4% Mde2M Gwinner 59
A7sh AATT ¥ 4 o

4, BAHY T Ay 93 145 FALT 455 4B o
@ Hxo] P4 9FL AAW, 2 2 174 FHEE Folt sQeE
vebsth ol g Ade nAdA Attt FAS Fe AEd 493
VIP SEU$-& Agdde 1437t 458 473 ASd T8 Wy
2 7lddgE A& AN Fe Aotk ada aAENA AFst= A
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107) Gwinner et al., op. cit., pp.101-114.
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o olE e e FAEF ALE P 9= uds
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108) Beatty et al, op. cit., pp.223-247.
109) Goff et al., op. cit., p.73.
110) Kristy E. Reynolds and Sharon E. Beatty, op. cit., pp.11-32.
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111) Beatty et al., op. cit., pp.223-247.
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- 41 -



A 243 A47A4

1. FAAY S AR

Gwinner 1132 7o) W& #A o] FAANE wetatr] s #
Addgs AEF, AgA, FA3, 243 Yoz TR 2AEYE
g, AH31A d"e AERe A4, AQA o=, 3, 3¢ 59 842
TAHY, 243 1AL FEFEA 7]Qste $AAA T £ 9
i stk =3 HE A dege nde] sEY2EFRS B 94 He
A GAFE ke, n49 JFANLE #2A7E 9EL F
THID, Gwinner 52 ©l8 & 423 ddo] AANFHS ol &L
L= T 3% R

BAA YL nAE] THH2EFH BAE AL, HRE7] A
712A F71E L # 5 YU, oL uAE] LrlE AAF oHE
T FAA sEe 74 AQA, EAdYn Zo] FAHQ BAL
gust71 e AR, itE U2 AR FEozA thotEAo] ma
€ duAg AHEE FY 4 JE HAAF Y I,

Sheth and Parvatiyar!l= 3742 wulAEl¢} X &3 FAAAE 7132
2A A9 mze 9488 FaAdE A& Foldda dgon, oAl
BAARG Y 713 Folgtn s

SEY2EZANE 7HH9 AH, /HEEQ, nldEA ¥IE
234 9 A5 AAY HHA, RN ux 59 7
e a4 Fo] ¥3gE otk

a3 Y2 7ol IHHALEFH FUV|H BAE XA oA
At A G WA HeE 5E% U, 48 g, 5483 F9 =

3 e

H] 73 A

rlo olrt

—-4

113) Gwinner et al., op. cit., pp.101-114.

114) Leonard L. Berry, op. cit., pp.236-245.

115) Robert A. Peterson, op. cit., pp.278-281.

116) Paul C. Rosenblatt, op. cit., pp.73-86.

117) Jagdish N. Sheth and Atul Parvatiyar, op. cit. pp.255-271.
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d HEE o839 SAFA

2 AT7E A AEAE A 34 RFEo2 FAH YUY

A, SHEH2EF] AAHYE ARy 5t BAHHE 4719 3}
AL A3 A SE", A3 Y, ZAF 4, 148 ddg)ez E53)
o T 20 B¥oE FAsA SR £ nQge] #AHGY F
LEE Fotsty] A8 d2ERTH] Foi@dAe id WEs vd 5o

2 FA43%AE 54 HAxv YAE 7TH HEE o839 FAHH L, 1H
< o 2%8A FoelAM 73 we 2R GHE F JEF A

175) +35 9 YW E, viAGZALLE, HEAL 199, p.159.
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A, THULET o] &8 «1 HEEY o)fd e HERFEE o}
o

AR, 14 U$ 284 gl 78 We 29 AL 7
A AEE ol g3t FESHAT £ nAYE JES sekar] Ad A
FHOE 27} F53 PR Bl 27) FE o ARAAL, 189S
W 224 @reld 78e wWe agvhe] YA 78 AEE ol gty
e,

AA, $EA ATEAR G D A2ED ol& Al U & 78
Foz FHste] YRAEE olgste] AR
ok ol WEA S THNEE <E 3-3>3 24,
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<E 3-3> AEA 74

apgE W+ _— ER.
A9 AR ojn
I R gAE
AR A e an 74 HE 5
z7e
Az A8
A3
e
4e4 o9 | vg 5
e AR
A
X7bA ok
¥ 59 SuA2 e
I I e
A4 49 %3? s 5
BHEoj R
AR Au2
| gang samua A=
TAS AR | s HsEe axdR 7 As 5
S
247§
EAde A5
u Auls B RgrmE gAE
EFE | gaga v= 73 A% 8
HAwnE
9 9 guy quans
N EEED A=
ATHA AE L o0 uy 73 A% 2
NETE JAE
TARR | 2ga% 73 A% 3
JAFEAH et was ]
e X, 4%, 89, 49, 445 e 5
deNE | o1e77, o8 A% JENE 2
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2) 2y

o2 nZE T =E2Y NI olfE B AT AN 2 RS
AAs, AU X 107) E1F 599 J&897F o84L ¥
ToE ZRY2EF o|§AEY HAH] BEE APWoE, T
Heto] BEA 3 AFENE FPsA

&4 2 W 222 W€ et (content validity) ATE 3] A
Y AFERFE FEHAL, 2AE A3 BE BA dhge SPSS
PC+10.0 EA7IAE ©] &3t St Ax Ao &gd B4
HES UL 2o

AR, £ AFFAA A 2 3dg2Eg o]&Peo ois) HE
¥4 (frequncy analysis) 3 71% ¥2(descriptive analysis)& F338to] £
A87F AV E WEAY, 734, AF4 53 2L 54¢ Ay

=X, SEYY2EF o] &AL AANH I A BHEE, A Fof
A%, 7 dxd g AlgS A5 BlGA HAFS 93 28NS 4
A, 82 & Rd2A Hx9 ARE 715 29 9oz ¢
#3te FAE ¥4 (principal component analysis: PCA)E ¢] 833, &
A9 M 73 AW (orthogonal rotation) % Hl&] WA (varimax) S
ol &3 AT AABAE 7IAZ Y& BFES WFHE Fo ZZY £4
9 gty AIA=EX L Ao 2EnSE &3 (Cronbach’s alpha) %t
< AA AT

A, SHHYLEF o] &AE9 AAHNY 299 PEL, AFuIds, 3+
AaAe FFRAE Fgstr] 98 dFIARN S AAsA.

U, Bt Apuios, FAEA JIFAAE stetslr] Y& T
AN S AAEA.

OAA, A7z FHAETRY AAE votalr] 98 Fol&FdAAF
g o] &3 AaAdA EME AAsA.

rN
t;o[:
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A4F AR

Al1Ad RE A9ty 54

A8z AHE 40559 AT FAAH A¥el O xR AdE
<E 4-1>3 2t}

A BEXE ARY dAdo] 2447(60.2%)0) 1L, A o] 1613 (39.8%) 2
E gAo] oA uls Bkom, dHL& 20t} 427(10.4%), 30T 1103
(27.2%), 40t 1057 (25.9%), 50th 1067 (26.2%), 60t o] &g=}7} 421
(104%)2.2 30t A 50t dHEZF9 $HA7} B Aoz vehygo

HEHHLE gAg o)3 34W(B4%), HEHENE ¥F) 2259
(55.6%), wHEtd AT o] 1469 (36.0%)°lx, AFL FHAY 1389
(34.1%), &594 229%(54%), AE32 1129(27.7%), A4 4 847 (20.7%), F
H 257(6.2%), S T 71El/} 248(5.9%) 22 YEMytT

YT 25L& 2009H9 olsrt 789 (195%), 2018+ ~300%td 77
(19.0%), 301%Hd~4009H9 6273(15.3%), 4017+ ~500H9 88+ (21.7%),
5017k o] SHAIF 998(24.4%) 2.2 et}

dEEF o] & 71k 1d Hw o] 8217t 86%(21.2%), 1d~2d o] &=}
7F 1329(32.6%), 3@ ~6'3 94'3(23.2%), 6\9-99 499 (12.1%), 108 o4+
o|-§A7t 4473(109%) 2.2 VElta, 4T o]l & IFE 9 HF1F o &
A7F 797%(195%), 23 ~33] o]&A7t 149%(36.8%), 43 ~63] 984
(24.2%), 73 ~93] 427(104%), 103] ©]4 o] &x7t 378(9.1%) o2 e
ot
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<E 4-1> RE9 gty 54 (N = 405)
W5 g = () 4] & (%)
o B4 244 60.2
° 4 161 39.8
20t 42 104
300y 110 27.2
SE 40t 105 25.9
50t 106 2.2
60ch o] 42 10.4
&R & o)st 34 8.4
5 E(HERE 23 225 55.6
ek A% o] 146 36.0
3|ALd 138 34.1
32 22 5.4
49 AR 112 277
A4 4 84 20.7
F % 6.2
7)€ 2% 59
2009+ o] & 78 195
20199 - 30094 71 19.0
4 37 25 301%Y - 40099 62 153
40129+9 - 5009 83 21.7
501THe o] 4 99 24.4
1d =g 86 21.2
1-2d 132 326
| P
i o %4 232
= 6-9d 49 12.1
109 o) 44 10.9
13) 79 195
. 2-33] 149 368
ﬁ ;" ;}_ 4-63) 98 24.2
7-93] 42 10.4
103] o] 4 37 9.1




A2A a7 a9 B 2 A4 B4

AR BAE BFH) Aol A5 mA 2HL Bao] 74 74
Foste 228 J=TY VAR E 43Y Bast g oE

tio

A8l A= E43 g4F a9 EA4E P

B ATdAM 4 74 AGEY g 2AdAL4E AFE) d g
2 -9-‘%1%44 (EFA: exploratory factor analysis)E AASt=dH glojA] wWS
€9 @B A (correlation)& ©]-§-35t] Eo] WLEe] 2 gnE Hy
g BESUA BHrh HE Fo FAHYWFER Q%= R-type QAR S

&8t At}

E d7dAe 8AFERYY oM FAEEA(PCA: principal
component analysis)€ &3t ZZ3 A9 Varimax WHES AHE3R o,
LUFEHAHA YoM = ALFFt(eigenvalue)S 7|Fo2 FEsle 18T
2 29T digt 2413 Jgod, FEE dF VIE AFS A
A8t} Cronbach’s a Al5&E AA &gt

Zt A7 @9 i A8 ZAFG KMO #o] 922 w¢ =
E YEsn. 2984 289 FFAH A% E JE= Bartletty] 784
AR A (sphericity) = Z@@APEe] ddddojd AFNEE HFF7
A% RAo=A AFIMEe] 7AHA o adEA 2dE ALY F
ot B 479 Be 808N AR AAA L 882261012 o] g9 p
= 0000|222 AFIIdo] 7|Zddn. wEA 2AEA9 Algo] Hiseio
FTEae] EA%TdE A2 UE + Ak

EF 4 890 AHse BAFHC F4F 1 8% AALQ T
A ZAA B E HFo] Ade AE dused], £ AFdA 79 899
A9sts F 2AEYE L 73.34% Aoz Yehgth

2l 24 ZF, AR 9 A7 Gl ‘o] H2EFE A3t oA}
AAe) e BEAYY FE3} 23 d° ATVHNA ‘o] A2EF
o] FALE Wt FAE YeAE €3 U, ‘o] HA2EFZE e 7]

U5 J19ste] BUANZE AT FhY ¥E, FALY 7Y

off
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oA UE G Atgo] d2EFd i 2AE FIUA o H2EFE
H2 237 Aolthy FEL adl HAgle] Mdmwoz UEY =) 7 5}
AL, &2 AHAgtol 049l ¥ NHAEE Asste AFE @A
2 F 24 29 JHEE A% A, Cronbach’s agtel Z+z 77430]%
o2 yet AFert w93 & 5 Jdvh

ol¢} Ze AHA AFI o iy aJAENF AIFHE Y AdE &
<& 4-2>° AA A

<E 4-2> AT99 U 2A24a

a9’ W o i
(Factor) (Variables) L(f:dcj?é)_
o] H2EFH9] e} B97)o) thdte] @3} 732
o] A2EF9] 7140 w3t} 639
o] H2EF o] &AA vt w3 634

of A2EZA AFste SEAHX(E, 7IEd 631

BEE
g TE B0 da waen:
sigoey O ASETS BAL izl $4 AR 621
of AR ATRE Aw Auxe] tated 598
FEP,
o daERe FAUE WA B Ao dale] wEAY, 541
o H2EF FAUS Hulzo] djste] BE g, 518
o] AZET FARE U9 APt olBE BAZTF 802
of d2EF FALH Ve DAL 44T ok 797
3R Ad o) YLEFS 0§ v FAo] U opirh 785
(a= 18 o A2EFIN A%} Aa 5 548 A=Y & 670
6.173%) g 22 £ o

o] Y2ERZE 0|8 v FAASIA AMuj2=E ¥ 521
 Alzte] 24
a: Kaiser-Meyer-Olkin = .942¢]9], Bartlett’s Test of Sphericity = 8582.261(p =
.000)
b: Varimax 3d ¥ ofoldl go] 1& W& 8% THE F&34eH, #8E 8
Q8 AgEAe FHASE 73.344% .
¢ 8AH A o] 04 o] WFES YEY.
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<E 42> 47 AP 8d¥8Ha - & AF -
29" we aH A
(Factor) (Variables) (Faqtor
Loading)
o] JAEF FAME L nAHY k&g & A7 742
o] H2EFY AMul2e AYsA FPstn Yo 732
A84 g9 Ded 707
(a= 8928, ©°] H2EZY FAIC] FH3 gL ¥ 4+ Utk
5.750%) o] Y2EZ] FAIY o2 RE W xju| A7} Hekslt) 580
o] H2EFE FoleW g dHrEFHT AT 462
ulg-o] £t} :
of YZEFE o1§T W FAYL W s F 78
L. Moz chis) Zh
7
(a_ji;ig o] H2EZY FAMEL U9 7zo] wa AMuAE 680
41i5° )’ Az .
TV o) dzERe o4% W gpre) wAse Wae 583
A48 Y| AE ATutet)
o] H2EZFE Ut Adte HHAE AF wg b 794
AlZko] o8 AA et
ZAAA Y o] Y2EFZAE YA VIP Jl=8 5L BHF3d 707
(a= .7743; utdEx] Hg 5 Sdg$-E
3398%)  ©] AXEFS o] &F v )RR uASo WA ¥ 686
< oY EFAHIAE FE)
o] H2EFL o|&3r]d A3} 641
AT Yes go2r A o] HJAEFE o] Aotk 700
(a= 8224, Y= o2 H2EFS A v o] J2EFS ¢ .669
2.885%) ARo2 AYE Ao, )
TAREH] Ye U AFdA o] H2EFE FHHYoE oo} 678
(a= .8324; 718 Aot}
2533%) Ut U AHRA o] H2EFE FHE Aot} 499

a: Kaiser-Meyer-Olkin = .942¢]", Bartlett’'s Test of Sphericity = 8582.261(p =

.000)

b: Varimax 3]3&A ¥ olo}Al Fto]

Qg MPRU FAASE 73344%9).
c 8908 AFE] 04 o) HAFES Ve,
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A3 A AT AF

1. #AR Y] nARSH v A= JFHIY HTF)

BANY 2elo] BEEA AL 9 shebshy) A9 DEARY
€ 9% 27, R square(dFd) = 7198 vEhgon BARA o
_ﬂ._g}_tgl:: ooo]ug 7t SPHEF(LAEL GYFE 05 oA BEF
% 2 e,

Lo
%
>,\1

AAEAM S SYPUFE ol ARBAI AL HAstn Q7] wE o
WrEde] gF34ad ARE A8y 98 323 (tolerance)9t VIR
T AT 2% <E 4-3>F Zo] BEF 19 /e Ae & F U w
A SHETE B9 ARBAC AY miA® ZeHCdA #ASEH 2]
HEEd M E JFE dHsta .

&

2 e JA4L e Pt w2 AYL T F 9
=, olAL F4o2Z YEdE Y = 0488 + 0.101(B1) + 0.336(B2) +
0.310(B3) + 0.226(B4)°] HAt}.

<E 4-3> #AHY 2203} =L 7k GF3] A EA

%-’5.‘-?3;5 Beta  t-value p-value multi correlation test
Tolerance VIF
EYHF
A3 A 9 (B1) 101 2.586 .010" 857 1.188
Aed &4 (B2) 336 7.916 .000 790 1.561
ZA A A &€ (B3) 310 7.874 000" 353 1.207
2743} &€ (B4) 226 5.681 000 844 1.253

R*(Adjusted R%) = 719(.717) F = 256263 p = .000

% p<.05, **: p<.0l.
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ko

rio

#AHNY 29 F A4 A9, 242 A9, wds A9 29 9
FF 01 olufolq wEEo] 94l H(+)9] dv& 1 = Aoz Y

B3, AEE dE 20 §o5E 05 oA BEE F9H

(9] A& HAE Ao et weAl A 1e xnwam
#AHNY 89 F VxR g 2 dFL AL 2L AIH Hd,

BAZA &8, 15 g9 29, AH3H Y 299 £og Yyt

a|

R

&

A

2. BAAY ] AFvjre] vAE FFH29 HAZF)

BAEE 2ol AFuzd A dFE Hotstrl A& dFIA
4% 7388 24, R square(28 ) = 53022 Hehgod, £4HE4 4
W fFelEs 0000122 7 SHAF(LMES FAFE 05 olHdA
=] %

T f93% Aeg Yy
JARANLS SEUSTE o Aa@A S HEE v dEl
HFELY g3 J7E 3y 8] 3234 (tolerance)$t VIF
g o A <z 4—4>9‘r 2ol RF 19 /7he A& ¢ & At ©H

s
IRFE0e] AABAZ A WA FeolA BAHNY 2ol A
Fae x| v e °§‘ & dgsa gl

OEE G4 EEHE AL ¢ AES 52 AL € F 4
e, olAE F4eo= Jeghd Y = 0274 - 0.028(Bl1) + 0.216(B2) +
0.109(B3) + 0.500(B4)¢] €t}

2AHY 29 F Hd4 d9, 2438 9 A& {F4FE 01 oY
dA AFeidze] FIHA F(H)Y FFE WX AR YEHYz, 3
AA e 2L FAFE 05 oM AFule] oA H(+)e
FHFES A= AR YEGT
et 7Hd 28 RE Adgsdd.

gAY 29 F ATz HF F 9IFE vAE 89 145
e, A3 9, A7 sy 229 o2 Jeg,

x
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<E 4-4>= isﬂgﬂ__{:ga} o].g_zuo] o];\]vgﬂ_%—. 3} ]3“5_}} Q9] ] ,q] r’-u}]
oo vAE FFe Fobdtr] A% gF ALY Aol

<E 4-4> FAEY 203 AT x 1 tFARY

TS Bota t-value p-value multi correlation test
A Fuo = Tolerance VIF
YRS
Ar3134 &= (B1) -.028 -.561 o75 857 1.188
AEA #¥9(B2) 216 3.943 000" 790 1.561
A &9 (B3) 109 2.140 033" 353 1.207
1743 3 (B4) 500 9726  .000™ 844 1.263

R’(Adjusted R?) = 530(526) F = 112924 p = .000

*: p<.05, #x p<.O0l.

3. A ] FHEI WA= JFH3Y AF)

AHY 20 FHEAI e AFS o5ty Y3 GFIAR

€ 33 Z2F R square(AEE) = 528 L}E}‘;\"P—fﬁ, F AR A o)
g FEE 0000122 Z SPAF(LMEL FFF 05 oA

_IQI_

P

e

{d

S 'ﬂ%ﬁ% S5HESFE 7o AAIAA 9SS 7HAE T 7] wHEA
E7HY UFIAMH ARE #Q3y] 98] TAEAl(tolerance) 9 VIF

F 19 7 AE &+ do. g

ot
*0,
(o
v
,ﬂ
A
=3
AN
o'1
V;
o
.

JYER A7 EEHE Sil%’ié]% e =7t 52 AYS ¢ F A
e, AL 42 YeEid Y = 0831 - 0.011(B1) + 0.323(B2) +
0.170(B3) + 0.328(B4)°] € t.
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ﬂﬂlfﬂlﬁ—‘i 82 F Ady 4, 4A4 4, 243 ddg 29 9
01 ool A FAE ] FoHe F(1 G mAE Ao

sk,

wEbd 7hd 3e BE AYEch

wAHE 89 F FAXAA 7P E FFE A aUdL 143 3
9, A4 e, AAF g9 299 ¢o= urEP;m.

<E 4-5>% 39Y2EF o]go] A4 BANY 290 TAL
o WX = AEES miobEy] A% E‘rv-d?%h“ﬂ A3}olt.

<X 4-5> #AHY 2A3 FAESH 79 GF3AEY

F&US5 Beta  t-value p-value multi correlation test
TRESH Tolerance  VIF
Qs
A3]d &€ (B1) -.011 -.207 836 857 1.188
A3 d9(B2) 323 5.842 000" .790 1.561
A Hg(B3) 170 3.314 .001° 853 - 1.207
2743} € (B4) .328 6.317 .000° 844 1.253

R%Adjusted R®) = 522(517) F = 109.071 p = .000

*: p<.0l.

4. HFx7t AFe e viA = JFH49 FF)

REEE ATdgEd pAE S el 9% veAALde
0% 2%, R square(d 9 F) = 502 Ueiton, BAEA 0@ §
JEE 0000122 7 SYAR@QMEL FI5E 06 oWl BF &
9% Aoz vehgth

a9ER /M 22t AA4e $H22 UshiE Y - 0804 +
0.736(SAT)°] €}
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J%-E-E FAFE 01 /R AT T FAH B+ FFE
Ae Ao® YEhg.

oA 7Hd 4 AYEHY

<E 4-6>L ZUY2EY o]g o] QAAFE YAEG o] A BEL
7t A e X e Gd3g-g dotety] 3 G ARY Ao

o}

<& 4-6> WEHE AFvjo e o] T3 EA

FTEHUF AT x Beta t-value p-value

EgES: UE 736 21.856 .000"

R*(Adjusted R?) = 542(541) F = 477688 p = .000

*: p<0l.

5. &5t FAET AT JFH5Y A2

THELI FAET PIAE JFE FHodr] % G AREE
gt A3, R square(BHH) = 58002 ‘/}E}‘Xko‘ﬂ AR gtk &
AEE 0000lE2 7 Edus(2e)E 05 oJuldlq EE &

9% AoE vhehg.

2952 74 229t A48 FH02 UhiY Y = 0884 +
0.762(SAT)°] R, |

BEEE §05F 0 olueld TARI £982 B IS
X AOE eyt

webd 7hd e A=Y,

<E 47> BUALETY o] §Ao] AN AXEF ol§ A BEE
7 FRET BAE JEL ety AT deAARY Avelnt.
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FEHTF AT x Beta t-value p-value
SHHF 95 762 23.610 000"

R*(Adjusted R®) = 580(579) F = 557453 p = .000

*. p<.0l.

6. ATvl =9 AR o] FAHES AF)

ATy e} FHER 7he] BAE Fotaty] @ ABRAARAS
FaAqot. BAZH, FAFE 01 o|HolN AFvjexet FAETY o
<(Pearson) @A 7 6948 YEigth mEA Az el FAE
el v 33 AB3BAT dE Aoz vy JHH 68 A=EE A

<# 4-8>L2 HYEF ol &Aoo A AFuxe FAEH

o ABBARA Aol

<E 4-8> ATNIES FHET 7he) FUBARA

AT = THEH
Aol o] = Hoj& FAASF 1.000 694
p-value(¥%) . .000
THAESG gole FHASF 694 1.000
p-value(¥%) 000
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7. A4AF g 2%

£ A7 AFEN An 1 A2 g AnE Qokste o <E—_
4-9>9} o]l A3}

<E 4-9> H4AZ A 2o}

4 2y | Agon

HI: 2459 #Adde] 0@ 7o 243 AN g
IADEEE Fobd Ro|o 2y ?

H2 A€ BAND <l A Aol ¥e4s | BHTAA| L, g
Aol 5E Eobd Aot 2y | TE

Hy: A€ 2AND 2o A Aol $es | AR | L,
TAEAE Fobd Aolth By | TES

HA: 1459 ADE0) gg Xzto] e4s A g
ATl EE Fo}d Aol 24

H5: RAE9 1ARZ g§ Azto] 2e45 gesA |
FAERE Bobd Aol gy | A4

He: 2489 AFvhse TAxAG 35 AW | FVBA|
FBBA 9 Aol 24
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A 43 EXAF G AALA

1

TE nAR 4714 BAE FaAdD A sAY2ED o
712 Qe BANY) BE 4 et L BANYY VEE, AT
WelE, FAZAst BAYL Mo}oq 919 nAVES AYE,

AL AASEY B A7 270

At

2 dTE o WS #AE FoEy] A% AFRAHE £yl
e 2 XS Agstazt s

ATEA 2, gAY 2 ANSd F95A H(H)9 FFL vAE
RoE ey, %74]81]5—‘1" Aol Est FAETAA FAHA H(+)9
FFE PIAE Ao yEyt =9 aANEZL AFAEe FAEH
o #94< A IFE vAE Aoz vERth AT es 74
e F94A A FHAA de A2 JEgY

BAHY 8 F HFEA JHF E dFE WA 290 AFA g9,

A4 d9, 245 g9 29, 434 g9 229 o2 ey ®
@ BANY 89 F AP ES} FARA SHF 2 JFe AL 2
e nA A9, AH A4, AAH A8 29 o= Yeho A}
54 dg adlo] ATHIESG FAEH A P BAL + A
Aou, mARZ ATHIEG TAEH] F(+)9] FFL HWAE R
2 e, AA dY 2 wARES % AT L FA F8
MA%n g ¢ A BN 39/9e nARES 59 AP P
£3g FUsety] A A% A& BAZ Baddn &
. |

53 wARE sbg 2 Jue NAE Add d€n A7 7
el 744 2 9%e HAE A3 g gy A nABA
g e For 39719 44e 994 Fosdn ¥ 4 ok
ded dde Rosy] 98 $udoz Fad o] nAne A3
B0l o8 a4 3L9e AL & e FEUe 7, &
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A ooz aANA AHE AFstdor st ol Fa VAT F Y&
Ao A AHE Aol FL3}3, 2K 58 B 58 T4

< F4st AFsta ALY Mujag A A AFste ok ot

£ ATt FHEIN A E 4FE WXE BAHY 89

A3 e oz goE e, ol st FAAEC] dFnd dig A

S AAHR 715 E Fopdtn nA AR V56 RE MU|AE A

&8t7] A% Ax vide] Hasdivy wuH,

A &Y £ aAREI A, TAEI] JFL vjIe A=
UEgeEd, @ZnAd g #qF3Ae uidEx T2 oYy e
FTP(frequency traveler program) Z 213 e} &Zo] HQsdtzm 31749
AdeE Z2a9E B3 doojy A Al A& MuAE A|FEleiof
it - 24 a"}°4°l AR S 9e fjsta] FAEo] @E A dia A
2 S olFER oty AL A HAF E A9 S o
3 stetstar, ol FI A QAR WEAAL] FA E FH Eg
Fositia g

gAY E T 2ATNE 9 A7, FAEHE FOgE] HME
DAY #AdE Z2aYo|FER A9 vEE FRIA T $HHo
E 3% AL FA Moz gddd. 3 48A FEE B3

ﬂl>l\‘

FALEY 0|92 HAasstolor B, FAYA 2227 BAL e
A E B4 FA quAE BE ASHA DAY 47, 2ol
#ANYS $F /199 SELYS 93 Fasvhn B,
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AS5FAE

A1Ad A7 29

A 5o sWIYe AFnA) FEud B2 FuE B9 /9
o 4% % 2XE 2HRTA =¥ Qo ot GBI GBS Eo
WEde] dYRES Fuss ol noh A Adl A%E 5 3
Bn BUHEE ngud FRE o] e sdS) Ay BAS
AR #2347 AN =g ot

AAY AR BATEH] FEAUA AT BE JPINE AA=

AdnAe GrEpge 7jEnde 4 2 dAZSE 3 AFAE §
22 TIFHoEE VA9 FY4E SdFdstnd dgstn ik
&, AtaZe Fro FAHE 2A4E Ve A R #AZEE

#is) AwiA st o,
ojeid &3 selM £ AFe A FVFHA #AE FLAGL
e THALEF o] &AL tidez dAAdgd g 3 g 2 @
AdeE s 55, YFojox, FHaHte] #dAPE st 3EUIY
o @En FRE A% 17 BAHAY Wt g d7nA FA
A7 4T B4& 4] A E¥H A7 4F5H d7E 2Y
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ABSTRACT

A Study of Relationship Benefit at Hotel Restaurant

Lee, Mihyang

Major in Hotel Management
Department of Hotel, Tourism
and Restaurant Management
Graduate School of Business
Administration

Hansung University

This study aims to achieve the highest point through customers’
satisfaction and revisit to hotel and hold of the relation with the
intention for satisfaction, re-purchase, relationship benefit and word of
mouth effect and the aim on a type of relational benefit about

customers at the hotel restaurant.

Collected data are analyzed by SPSS PC10.0 statistic packages.
Frequency analysis and descriptive analysis are used to analyze. And

regression analysis and reliability analysis are analyzed.
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As a result, a relationship benefit affects pos_itively the customers’
satisfaction, and the relational benefit also has a positive influence on

the intention for re-purchase, and word of mouth effect.

The most influential factors on the satisfaction from customers
are psychological benefit, economic benefit, customization benefit, and
social benefit, consequently. Also the factors which influence mostly on -
the intention for re-purchase and word of mouth effect are
customization benefit, psychological benefit, and economic benefit in a
row. The satisfaction from the customers affects positively the
intention for re-purchase and word of mouth effect, and they have a

positive relation with it.

Consequently, it is necessary for hotel to contact with customers
to maximize customers’ re-purchase and word of mouth effect through

customers’ satisfaction.

That is, if hotel company understands what customers want and
staff provide it to customers, customers visit to the restaurant.
Ultimately, these elements will obtain customer satisfaction

measurement.

It is very important for hotel company to improve working
surrounds and minimize transfer. If so, the staff who are satisfied
serve high quality to customers themselves. It shows to us that
relation maintaining and developing through high quality service is

important to achieve hotel industries’ goal.
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