2 . ’) !TM N

1 (Service Business)

(Service)

(Lovelock & Wright, 2000)

Sir John Harvey-Jones ICI

(Lovelock & Wright, 2000)

(Gronroos,1990)

American Marketing Association (1960)

Lehtinen (1983)



Andersen (1983)

Gummesson (1987a)

Kotler (1988)

Gronroos (1990) Lehtinen (1983),

Kotler (1988) Gummesson (1987b)

Lovelock Wright (2000)

(Service Business)
Gronroos (1983a), Lovelock (1983), Norman (1984) Zeithaml, Parasuraman
Berry (1985)

( 2.1)



21 :

Gronroos.c. (2000). Service management and marketing: A customer
relationship management approach. (2rded.). Chichester, UK: John Wiley&Son,

p. 38.

1)

3)

4)

6)



7)

7

(e.g., Kotler, 2000, Lovelock &Wright,2000, Rust,

Zahorik&Keiningham,1996) 4

I
4

J
g
i) 0 (ergai) & Ty—

(FRncreity

(Intangibility)

24

(Inseparability)

10



(Demand)

ownership)

(Variability/Heterogeneity)

(Customizing)
(Lovelock & Wright, 2000)

(Perishability)

(Performance)

(Supply)
4 Lovelock Wright (2000)

(Customer do not obtain

(People as part of the product)

11



12

(Harder for customers to evaluate)

1. (Importance of time)

(Different Distribution Channels)

(Categorizing Service Business)

Schmenner (1986) 4 Sem
Jiedp@MsIue (@ Rosod Sﬂviae(]) Ry

1

(Customer Contact) 2)



(Customization)
Intensity)

(1) Service Factory
(2) Service Shop
(3) ) Mass Service

(4) Professional Service

1 Valikangas

)

Lehtinen (1994)

(

lishisll

Grencsavies) (%

(]) (Generic Services)

(3 (Specialized Services)

(3 (Customized services)

055

(Labour

(S

Bl



Lovelock Wright (2000)

3

14

0 (HohQrect e

2 (ViciumGortat Servies)

Lovelock, Writz Keh (2002)

2
(Membership Relationship)
Relationship)
(Continuous Delivery)

Transactions) 4

1.2)

(No Formal
(Nature of the Service Delivery)

(Discrete
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2.2 .
(Neture of the service delivery) (Type of relationship between the service organization and its customers)
(Membership relationship)  (No formal relationship)
(Continuous delivery)
(Discrete transactions)

Lovelock, c., Writz, J., & Keh, H. T. (2002). Services marketing in Asia:

Managing people, technology and strategy. Singapore: Prentice Hall, p.124.

Félai(r(ﬂ]%@  (QrtiuosDiay) e

Fdaimiaip) (Disrete Trarssiars)
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Rilajagp) (riinasDiiey) } Qorm

Rl (st Tty

Kotabe Myrray (2004)

2 ) (Rresavice actviis)

0 . (N1 snvice i) (Sevce e
AR eckBd Ingoot)

Lovelock Wright (2000)
4 2
(People) (Thing)
(Tangible Action)

(Intangible Action) 4 ( 2.3)
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2.3:
(What is the nature of the service act ?) (Who orwhat is the direct recipient of the service ?)
(People) (Possessions)

(People processing) (Possession processing)

(Tangible actions) (Services directed at people’s bodies)  (Services directed at physical possessions)
!

(Mental stimulus processing) (Information processing)

(Intangible actions)

(Services directed at people'sminds)  (Services directed at intangible assets)

Lovelock, c., Writz, J., & Keh, H. T. (2002). Services marketing in Asia:

Managing people, technology and strategy. Singapore: Prentice Hall, p. 31.

()  PoopleProosag

(4 P RuEsy



(3 Mrtd Simius Prcesig

(4 Ifamation Procesang

(Service Quality)

Kasper, Helsdingen JR (1999)

$

Juran (1974)

Crosby (1983)

Parasuraman, Zeithaml Berry (1985)
Defects)
Zeithaml, Parasuraman Berry (1990)

Caruana (2002)

18

(Zero



(Lewis & Boom,1983;Lehtinen & Lehtinen, 1982;

Gronroos, 1984; Parasuraman et al., 1985, 1988, 1994)
Cornlin Taylor (1992)

(Outcome)

(Process) Gronroos (2000) ( 1.1)

2

(Technical or Outcome Quality)

(Functional or Process Quality)

2.1 :

AUMMNIMUA
Total quality

MWANYIDIANS
Image

nzuuns hiuing
Functional

Quality

HAYDIMTUSTNS
Technical Quality

Gronroos.C. (2000). Service management and marketing: A customer

19

relationship management approach. (2rded.). Chichester, UK: John Wiley&Son,

p. 65.

(Technical Quality)

(Functional Quality) (Problem Solution)



(Total Quality)

(Functional Quality) (Subjective)

(What)
(How)
(Total Quality)

(Image)

Berry, Zeithaml
Parasuraman (1985) SERVQUAL
(Berry and Parasuraman, 1992; Zeithaml and Bitner, 2000)
5

- (Reliability)

- (Tangible)

- (Responsiveness)

20



- (Assurance)
- (Empathy)
SERVQUAL
44 5
7 (Seven-Point Scale)
22
22
SERVQUAL

(Buttle, 1996; Lam and Woo, 1997)
(Dabholkar.et al., 1996)

(Boulding et al., 1993; Cronin and

Taylor, 1992, 1994; Forbes et al., 1986; Tse and Wilton, 1988)



22

' (Babakus

and Boiler, 1992; Brown et al., 1993)Mels, Boshoff Nel (1997)

SERVQUAL , , ,
(Technical or Outcome
Quality) (Functional or Process Quality)
Lam Woo
(2001) £1 0171 SERVQUAL"
SERVQUAL
Cornlin Taylor (1992) SERVPERF

(Service Performance Only)

Caruana (2002)
SERVQUAL
21 9 7
3

(Responsiveness) (Assurance) (Empathy)

(2544)



Management)

Gronroos (1998)

(Interactive Marketing)

(Gronroos) (2004)

(Customer Relationship

(Bitner, 1995)

23



(Customer Rela
(Relationship Marketing)

Berry (1983)

(Service and Selling)

Parvatiyar Sheth (2001)

McKenna (1991)

Nervin (1995)

(Database Marketing)

(Bickert, 1992)

Peppers

Chalasani (1992)

tionship Management)

Jackson (1985)

(Customer Bonding)

(Vavra, 1992)

Rogers (1993)

Shani

24



Berry (1995)

Berry (1995)
Gronroos (1990), Gummesson (1987),

Parvatiyar & Sheth (2001)

(Marketing) (Sales)

Morgan Hunt (1994)

Selectivity)

(Storbacka, 2000)

(Value)

Levitt (1983)

(Customer)

Gronroos (2000)

(Customer

25
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(Transaction Marketing)

(Relationship Marketing)

(Gronroos 1
2000) 1970

(interaction)

(Partners)

1
(Gummeson,1999; Moller, K. & Halinen-
Kaila.A.,2000)

Gronroos (2000)

24
24 :
(The strategy continum) (Transaction marketing)
(Relationship marketing)
(Unit of analysis) (Relationship)
(Single exchange)
(Time Perspective) (Short-term focus) (Long-term focus)
(Dominating marketing (Marketing mix)
function)
(Interactive marketing )

(Price elasticity) (More sensitive to price) (Less sensitive to price)
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(The strategy continum) (Transaction marketing)

(Relationship marketing)

(Dominating quality dimension)

(Quality of output) (Quality of interaction)
(Measurement of customer (Monitoring market (Managing the customer base)
satisfaction) share)(indirect approach) (direct approach)

(Customer information system)

(Ad hoc customer satisfaction

survey) (Real-time customer feedback
system)
(Interdependency ) (Interface of no or limited (Interface of substantial
strategic importance) strategic importance)
(The role of internal marketing)
(Internal marketing of no or (Internal marketing of

limited importance to success)  substantial strategic

importance to success)
The marketing strategy continuum. Adapted from Gronroos, c., From Marketing
Mix to Relationship Marketing. Towards a Paradigm Shift in Marketing.

Management Decision, 35 (4), 1997, p. 329.

2.1



(Characteristic of Relationships)

Duck (1991)

(ng) (Qrmirer)

) (rm\msm(r'm' A [)'
)
) ﬂfiw%

] |

2

2 (Qrmery

Bennet (1996)

28



(Inesner)
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2) (Social Benefit)

(Special Treatment Benefit)

) (Mieey

(The Key Process of Relationship

Marketing)

T
w3 g

Core

Interaction

e —

Communication

A
Y

Output Communication
Gronroos.c. (2004). The relationship marketing process: communication,

interaction, dialogue, value. Journal of Business & Industrial Marketing 19 (2),

2004, p.99-112.

1 ' (Communication) (Transaction Marketing)



3l

(Two-Ways Communication)

Duncan Moriarty (1997) (Dialogue) 4
1) (Planned Marketing Communication)
2) (Product Messages) (Design)
(Appearance) (Production Process) 3)

(Service Messages)
(Product Documentation) (Help Center
Service) 4) ' (Unplanned Messages)
(Gossip) (Word-of-Mouth)
(Absence of Communication)
(Calonus, 1989)
(Duncan and Moriarty,

1999)

(New Media)

2. ' (Interaction)

(Value)



(Mutual Benefit) (Value)
(Act) (Episode) (Relationship) Holmlund (1996,1997)
4 (Act)
(Episode) (Sequence) (Relationship) ( 2.3)

(Act)

Moment of Truth (Norman, 1992)

(Episode) \m n
1 7
1 3

(Sequence)

(Sequence)
(Relationship)
2.2

(Relationship)

32



2.3:

(Relationship)

(Sequence)

Basock Hasoce
A A A A A

A

mgnusiSequence)

Episode

Episode

A

A

L4
mansnl

(Sequence)

Episode

A

A

A relationship framework: interaction levels in a relationship. Source:

Holmlund, M., Perceived Quality

Hanken Swedish School of Economic, Finland/CERS, p. 96.

(Value)

Barnes (2000)

(Telecommunication)

33

Business Relationship. Helsinki/Helsingfors:



(Quality)» 1 (Features) (Branding)
(Packaging and Labeling) (Product Safety)
(Customer Service) (Waranties) (Nickels & Wood, .54,
Zeithaml Bitner
4 1)
2) 3)
4)
(Holistic)
Holbrook (1994) 1)
2
3
(Neal, 1999)

Lovelock (1994)

(Sensory Cost)

(Give and Get)

24

34



2.4 :

o e

Barnes, James G. (2000).Secrets of Customer Relationship Management.

all about how you make them feel. NY: McGraw-Hill, p. 88.

(Win-win

Situation)

14 ")

Dlt’s

35
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(Customer Relationship Management

Process)

Parvatiyar Sheth (2001) 4

( 2.5) @ (The CRM
Formation Process)(2) (The CRM Governance Process)
3 (CRM Performance Metrics) 4

(The CRM Evolution Process)
(1) (The CRM Formation Process)
3
(Marketing Goal)
(Operational Goal)
(Sheth & Parvatiyar, 1995a) Lindgreen

(2001)
(Customer Satisfaction)
(Customer Delight) Rust et al., (1996) Oliver et al., (1997)

(Share of Customer)
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Hammond, Ehrenberg (1995) Johnson
(1992) (Customer Retention )
(Customer Loyalty) (Buchanan and Gillies, 1990;

Dawkins and Reichheld, 1996; Palmer, 1994; Reichheld, 1996)

(12)

(Revenue Potential of the Customer)

(1.3) Foss Stone
(2001)
(Privileged Service™ (Loyalty Program)
(Value Added)
(Churn)

(Special Treatment)

AlS 3000

L3000

(Value of Customer)”
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(Shet & Sisodia, 1995)

25
(Formation Process) (Governance Process) (Performance)
Tnssadreiin
o 14
guszaen
UNUINRWIE

Tsunsu MsUfUaau

A
msfimuagni

neTuUUNIT B

- o
2960UTN1S

(Evolution)
Parvatiyar. A and Shet. N (2001). Customer Relationship Management :
Emerging Practice, Process, and Discipline. Journal of Economic and Social

Research 3 (2), 20011p. 1-34.




2.1)

(Role Specification)

(Heide, 1994)
(2.2)

(Communication)

(Trust)

(2.3) (Common
Bonds)

(Social Bond)
(2.4)
(The Planning Process)

(2.5)

(Process Alignment)

(2.6)

(Employee Motivation)

(27) (Monitoring Procedures)

39



(Stakeholder) (Pavatiyar, Biong, & Wathne, 1998)

3 (CRM Performance Metrics)

(Relationship

Satisfaction)

(Biong, Pavatiyar, &
Wathne, 1996)

(Reichheld & Sasser, 1990)

WuIf, Odekerken-Schroder laccbucci (2001)

(Direct Mail)
(Preferential Treatment) (Interpersonal Communication)
(tangible rewards)
(Direct Mail) (Preferential Treatment)

(Interpersonal Communication)
(Tangible Rewards)
1



41

(Perceived Relationship Investment) 2)
(Relationship Satisfaction) (Trust and
Commitment) 3) (Behavioral Loyalty)
(Product Category Involvement)

(Consumer Relationship Proneness)

2.6 :

Preferential
Treatment

Tangible
Rewards

Interpersonal
Cammunicat
Perceived

Relationship
Investment

Product Category

Consumer
Relationship
Proneness

Involvement

v

Relationship
Satisfaction

Behavioral

If1Kristof. D, Odekerken-Schroder, G. & laccbucci, . (2001). Investments in

Consumer Relationships: Cross-Country and Cross-Industry Exploration. Journal

of Marketing, 65(10), 33-50.

(Perceived Relationship Investment)
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2.6

Wang, Lo, Chi Yang (2004)

(Customer Behavior based CRM Performance)

2.7 (Value)
(functional value) (Social Value)
(Emotional Value)
(Perceived Sacrifices)
2
CRM
(Customer Satisfaction) (Customer Loyalty)

(Customer Behavior based CRM

Performance) (Functional Value)



2.7 :

Customer
Satisfaction

Customer
Behavior-
based
CRM
Performan

\4

Customer Loyalty

Wang. , Lo, Hing. P, Chi.R & Yang, Y. (2004). An integrated framework for

customer value and customer-relationship Management performance : a

customer based perspective from china. Managing Service Quality, 14(2/3),

169-182.

Navarro, P. Iglesias

R.Torres (2004)

(Functional Benefit)

(Social Benefit) (Customer

Satisfaction)

(Functional Benefit)

(Customer Loyalty)

(Functional Benefit)

(Social Benefit)

(Social Benefit)

2.8
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2.8 :

Social
Benefits

Overall
Customer
Satisfaction

Functional
Benefits

Marzo-Navarro. M, Pedraja - Iglesias. M & Rivera -Torres.M. (2004). The
benefits of relationship marketing for the customer and for the fashion retailers.

Journal of Fashion Marketing and Management, 8(4), 425-436.

4) ' (The CRM

Evolution Process)

(Direct Mail)
4 (4.1)
(Continuation) (4.2) (Termination) (4.3 )
(Enhancement) (4.4) (Modification)

(Shah, 1997; Shamdasani &

Sheth, 1995) CRM



45

(Strategic Elements of Relationship strategy)
Gronroos (2000) (strategy)
3 ) (Defining the Firm as a
Service Business)
(Defining the Key Competitive Element as Service Competition)2)
(A Process Management Perspective)
3)

(Partnerships and Network)

1) (Defining the Firm as a Service Business)

2) ' (A Process
Management Perspective)

)



3) (Partnerships and Network)

(Partners)

(Customer Relationship Management

Tools)

(a Front-Line
Information System)
(Relational Databases)
(Data Warehousing)
(Data Mining)
(Parvatiyar & Sheth, 2001)
Lindgreen (2001)
1) (Database Marketing) 2)
(Direct Marketing) (Copulsky and Wolf, 1990; Fletcher et al.,1990)
(Database Marketing)

(Dodds, 2000)



(Cross-Selling)

McDonald (2000) Kelly (2000)

(Sales Analysis)

(Customer Profile Analysis)

(Campaign Analysis)

(Loyalty Analysis)

(Customer Contact Analysis)

(Profitability Analysis)

47
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Little Marandi (2003) !
(Up-Selling)

(Tracking)

(Linton, 1995)
McDonald (1998)

(Deliver the
Right Message to the Right Person at the Right Time) 1
(Direct Marketing)
(Direct Marketing)
(McDonald,1998)
- (Telemarketing)
(Call
Centre)
- (Direct Mail)
(Individual
Mailing) (Catalogs)

- (personal selling)

Little Marandi (2003)



eCRM

E-commerce

Amazon.com

24

(Bergeron, 2002)

(Email Address)

49

eCRM



2001)

Cross, Smith (1995) Duncan (2005)
(Levels of Relationship Intensity)
(Awareness) 2)
(Connected) 4)

5) (Advocacy)

1) (Awareness)

2) (Identity)

50

(customization) (Lindgreen,

5 1
(Identity) 3)

(Community)



3)

4)

(Dialogue)

(Online)

(Connected)

(Community)

(One-to-one)

51



5) (Advocacy)

(Word-of-mouth)

(Bagozzi.R.P., 1995)
Gwinnwe, Gremler Bitner (1998)
1 (Confidence)

2) (Social Benefit)

(Special Treatment)

(2543)



Schiffman

(2546)

(Product Involvement)

Kanuk (2000)

(High-Involvement Product)

(Low-Involvement Product)

Foote, Cone & Belding (FCB)

1 (Level of Involvement)

(High Involvement) (Low Involvement)

53
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2 (Motive for Purchase)
(Thinking) (Feeling)
4 2.9 (Ratchford, 1987)

(High Involvement-Thinking)

2.
(High Involvement-Feeling)
3.
? (Routined
Behavior)
(Low Involvement-Thinking)
4.

(Low Involvement-Feeling )
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2.9 : The FCB Involvement Grid

(Motive for Purchase)

(Think) (Feel)

(High)

(Level of Involvement)

(Low)
Ratchford, B. T. (1987). New Insight about the FCB Grid. Journal of Advertising

Research. 27(4). p. 31.

(Consumer Decision Making Process)

X Y A
B (Schiffman & Kanuk, 2000)
Schiffman Kanuk (2000) Solomon (2004)
5 ' , (Problem
Solving) ( 2.10)

1 (Problem Recognition)

Schiffman Kanuk (2000)

2 1) Actual State Type
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2) Desired state Type

2. (Information Search)

(Internal Search)

(External Search)”

Consumer Research

1)
(Extensive Problem Solving) 2)
(Limited Problem Solving) 3)
(Routinized Response Behavior) (Howard & Shet, 969)

Extensive Problem Solving

Limited Problem Solving

Routinized Response Behavior
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(Complex Decision Making)

3 (Evaluation of Alternatives)

2 1)

(Evoke Set)

2) (Evaluative Criteria)

Assael (2004)
2 Compensatory Processing

Noncompensatory Processing

Compensatory Processing

Noncompensatory Processing

Noncompensatory Processing
2 Conjunctive Processing

Lexicographic Processing
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(Purchase)
(Intention to
Buy) (Purchase Decision)
3 1 (Trial Purchase) 2) (Repeat
Purchase) ) (Long-Term Commitment

Purchase”

(Customer Loyalty)

(Postpurchase Evaluation)

(Schiffman & Kanuk, 2000)

1 (External Influences)
(Non-commercial )
(Culture and Subculture)

(Social Class) (Reference Group) (Family)

(Commercial)



2.10

External Influence

Firm’s Marketing Effort
- Product
- Promotion
- Place
- Channels of distribution

Need Recognition

A

59

Sociocultural Environment

Family

Informal Source
Social Class
Subculture and Culture

Prepurchase Search

A

Evaluation of Alternative

Psychological Field

- Motivation
- Perception
- Learning

- Personality
- Attitude

A

Purchase

Postpurchase Evaluation

Experience

s

Schiffman, L,& Kanuk, L. (2000). Consumer Behavior (7thed.). Upper Saddle

River, NJ; Prentice Hall, p.561.
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2. (Internal Influences)
(Motivation)
(Perception) (Learning) (Personality)
(Attitude)
Assael (2004)
Mowen Minor (2001) (Activated)
(Needs) (Feelings) (Desires)

(Stimulus)

(Need Recognition)
Mowen Minor (2001) Assael
(2004) Solomon (2004) 2
(Utilitarian Need) (Hedonic Need)

' (Utilitarian Need)

(Hedonic Need)

(A Hierarchy of Needs)
Abraham Maslow

Maslow
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Maslow 5 ( 2.11) ( Hawkins, Best &Coney,

1998)

211 Maslow’s Hierarchy of Needs

Ego Needs

Belongingness

Safety

Psychological

Motivation and Personality, 2rded., by A. H. Maslow, 1970 Reprinted by

permission of Pearson Education, upper Saddle River, New Jersey.

1 Physiological

2. Safety

3. Belongingness
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4. Esteem

5. Self-Actualization

Assael (2004) (Perception) (Select)
(Organize) (Interpret)
Assael (2004) (Selection)
(Organization) (Interpretation) ( 2.12)
2.12
Exposure
Selection
Attention

Organization

Categorization

Interpretation
Inference

Assael, H. (2004). Consumer Behavior A Strategic Approach, Boston : Houghton
Mifflin, p 159.

1 (Perceptual Selection)



1) (Exposure)

B 2) (Attention)

(Perceptual Organization)

(Perceptual Interpretation)
2

(Perceptual Categorization)



(Perceptual Inference)

2 ) 2)
Hawkins (1998)
Assael (2004,
Assael (2004,

(Self Concept Theory)

(Actual self)

(Psychoanalytic Theory)



Superego

Assael (2004)

Schiffman

Assael (2004)

2

3 1) Id
2) Ego
3)

(Social/Cultural Theory)
(Trait Theory)

Solomon (2004) (Learning)

Kanuk (2000) (Learning)

(Learning)
( 2.13)

(Behavioral theories)

(Cognitive theory)

65
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2.13

Learning

Behavioral Learning Cognitive Learning

Classical Conditioning Instrumental Learning

Assael, H. (2004). Consumer Behavior A strategic Approach, Boston : Houghton

Mifflin, p. 59.

(Behavioral theories)

(Stimulus) (Response)
(Solomon, 2004) (Behavioral Theories) 2
(Classical Conditioning)

(Instrumental Conditioning)
1) (Classical Conditioning)

Solomon (zo04) 1 (Classical
Conditioning) (Stimulus) -

(Unconditioned Stimulus)

(Conditioned Stimulus) 1 " (Unconditioned Stimulus)

Pavlov

(Unconditioned Stimulus)

(Unconditioned Response)

(Conditioned Stimulus)



(Unconditioned Stimulus)

Stimulus)

(Conditioned

(Conditioned Response)

(Repetition)

2)
Solomon (2004)

Conditioning)

Reinforcement)

(Shaping)

(Reward)

(Extinction)

(Instrumental Conditioning)

(Instrumental

(Level of Satisfaction)

(Positive or Negative

(Extinction)
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(Cognitive theory)

(Cognitive Theory)?

(Behavioral Theories)

(Stimulus) (Response)

(Repetition) (Cognitive TheoryH

(Behavioral Theories)
(Cognitive TheoryHt

(Mental Process)

(Solomon, 2004)

(Customer Loyalty)

Assael (2004) (Attitude)

Fishbein Ajzen (1975, cited in Lutz, 1991)

Solomon (2004) (Evaluation)

Lutz (1991)

(Attitude are Learned) ,
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(Attitude are Predispositions

to Respond)

(2004)

(

(Affect)

1

(Valence)

(Attitude Object)
Lutz (1991)

(Object)

(Attitude have Consistency) Schiffman Kanuk (2000)

(Consistency)

Solomon

(Tripartite View of Attitude)

idimensionalist View of Attitude) (Lutz, 1991)

(Tripartite View of Attitude)
3 (Cognition)
(Conation) ( 2.14)

(Cognition)



10

(Belief) 2) (Affect)

3) (Conation)

(Lutz, 1991)

(Lutz, 1991)

2.14 3

Attitude

Cognitive Affect Conation

Lutz, R J. (1991). The role of attitude theory in marketing.  H. H. Kassarian & T.
Robertson (Eda.), Perspectives in consumer behavior (4thed.). Englewood CIliffs,

NJ; Prentice Hall, p.119.

( idimensionalist View of Attitude)

(Affect)
(Cognition) (Conation) Fishbein Ajzen
(1975, cited in Lutz, 1991) Cognition
(Antecedents of Attitude) Conation

(Consequences of Attitude)

(Casual Flow) 2.15



n

2.15
Beliefs Attitude Intention Behavior
(Cognition) (Affect) (Conation) (Conation)
Lutz, R. J. (1991). The role of attitude theory  marketing. H. H. Kassarian & T.

Robertson (Eda.), Perspectives in consumer behavior (4thed.). Englewood Cliffs,

NJ; Prentice Hall, p.320

Lutz (1991)

Lutz (1991)

(Causal Linkage)

(Reichheld, 1993; 1996)
(Reichheld, 2003)

(Gwinner et al., 1998; Hagen-Danbury & Matthews, 2001)

(brand loyalty) (Jacoby and Chesnut, 1978) (customer loyalty)
(Oliver, 1997) (service loyalty) (Gremler and Brown, 1999)



(

(Uni-Dimension)

Loyalty)
1955)
Loyalty)

Newman Werbal (1973)

(1988), Newman Werbal (1973)

(1969)
Day
Composite Loyalty Jacoby (1971)
Chestnut, 1978)
2.16 : (1950-1990)

ATTITUDINAL Behavioural

Composite

Loyalty

Loyalty Loyalty

72

2.16) 1940

(Attitudinal

(Guest, 1944,

(Behavioral

(Tellis, 1988)

Tellis

Day

(Bi-Dimension)

(Jacoby and

Rundle-Thiele, (2005). Exploring loyal qualities: assessing survey-based loyalty

measures, Journal of Service Marketing, vol. 19 (7), p. 492-500.

Mowen Minor (2001)

(Commitment)

(Intend to Continue Purchasing in the Future)
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Jacoby Chestnut (1978)

6
1 (The Bias)
2. (Behavioral Response)
3. (Express Over Time)
4, (By Some Decision-Making Unit)
5.

(With Respect to One or More Alternative Brands out of A

Set of Such Brands)

(Function of Psychological Process : Decision-Making and Evaluative)

Jacoby Chestnut (1978)

(The Bias)

(The Bias Behavioral Response)

(Express Over Time)

2

(Decision-Making Unit)



(With Respect to One or

More Alternative Brands Out of A Set of Such Brands)

(Function of Psychological Process : Decision-Making and Evaluative)

(Commitment)
(Real Brand Loyalty)
(Repeat purchase behavior)
Oliver (1997) Jacoby Chestnut

(Commitment)

( , 2542)
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3 (Jacoby
&Chestnut, 1978)
1
2.
3.
2 (Proportion-of-Purchase
Measures) (Sequence-of-Purchase Measure)
Copeland,
Churchill Brown (1923, 1942, 1952 cited in Jacoby & Chestnut, 1978)
Cunningham (1956a, 1956b cited in Jacoby & Chestnut, 1978)
(Triple Brand Loyalty)
3
Charlton Ehrenberg (1976cited in Jacoby & Chestnut, 1978)
(Two-Third Criterion)
4 6
(Sequence-of-Purchase Measure) Sheth, Mittal
Newman (1999 ) (Consistency)
2 2
A B AAABAAABBB
ABABABABABA
A 60

Tucker McConnell(1964cited in Jacoby & Chestnut, 1978)



16

(Three-in-a-Row Criterion)

Jacoby Chestnut (1978)

(Validity) (Reliability)

(Sensibility)

Guest (1955 cited in Jacoby & Chestnut, 1978)

(Constancy of Preference)

Jacoby (1971 cited in Jacoby & Chestnut, 1978)

(Theory of Social Judgment)

Sherif (Distance Between Acceptance and
Rejection Regions) 3
(Accepted Brands) (Neutral Brands)

(Rejected Brands)

Jacoby Olson (1970, cited in

Jacoby & Chestnut, 1978)



7

Jacoby (19711cited in Jacoby & Chestnut, 1978) e

(Multi brand Loyalty)

(Uni brand Loyalty) 5

, (Sensitive.

(Oliver, '999) '

(Seines, 1993; Mittal & Lasser, 1998; Oliver, 1999; Martersen et al., 2000;

McDougall and Levesque, 2000) Caruana (2002) "

Butcher, Sparks O’Callaghan (2001) '
(Consumer's Evalua:ve
Judgment Factor) (Service Encounter Satisfaction)
(Perceived Core Service Quality) (Value tor
Money) (Relational Factor”

(social comfort) (social regard) ? (Friendship,



8

(social comfort)

(Social Regard)S

Oliver (1999)

Day (1969, cited in Jacoby & Chestnut, 1978)
(Proportion of Purchase) \ (Attitude

toward the brand)

Cunningham (1967, cited in Jacoby & Chestnut, 1978)
2

(Perceived Brand Commitment)

Aaker (1991) 2
1 (Behavioral Measurement)

(Habitual Behavior)



(Repurchase Rates)

(Product Class)

2. (Attitudinal Measurement)

(Switching Cost)

(Satisfaction)

(Percent of Purchase)

(Linking of the Brand)

(Respect) (Friendship)

(Commitment)

Dick

Basu (1994)

217) (1)

(Latent Loyalty)

(3) (Spurious Loyalty)

4 (No Loyalty)

(Liking)

(Trust)

(Intention to Repurchase)
(Loyalt)
@



2.17 :

Repeat Patronage

Relative Attitude

High Low
High Loyalty Latent Loyalty
Low Spurious Loyalty No Loyalty

Dick & Basu, (1994). “Customer loyalty : toward an integrated conceptual

framework", Journal of Marketing Science, vol. 22 (2), p. 99-113.

Oliver (1997) 3
3
Cognitive Loyalty Affective Loyalty
Conative Loyalty

Cognitive Loyalty

Affective Loyalty

Cognition Loyalty

affective Loyalty

Conative Loyalty

(Behavioral Intention)

80



6l

Conative Loyalty

(Intention to Rebuy)

(Reichheld and

Sasser, 1990; Aaker, 1991)

( Gwinner et al., 1998; Liljander and strandvik, 1993; Loveman,

1998; Scderlund, 1998)

( Dick and Basu, 1994; Anderssen and Lindestad, 1998;
Oliver, 1997; de Ruyteretal., 1998; Lemmink and Mattsson, 1998; Griffin, 1995; Price
and Arnould, 1999)

Gremler Brown (1996)

3
Butcher, Sparks O’Callaghan (2001)
4
1 (Positive Word-of-Mouth)
2. (A Resistance to Switch)
3. (identifying with the service)
4, (A Preference for A

Particular Service Provider)
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1) (Positive Word-of-Mouth)
(Advocate)
McGarry
(1995)
2) (A Resistance to Switch)
(Stum
and Thirty, 1991) Oliver (1997)
3) (Identifying With the Service)
(Oliver, 1999; Crosby and Taylor, 1983)
4) (A Preference for a

Particular Service Provider)
( Dick and Basu, 1994; Gremler
and Brown, 1997; Oliver, 1999)

Zeithaml, Berry Parasuraman (1996)



1

2)

3)

4)

(Word-of Mouth Communication)

(Purchase Intention)

(2544)

(Complaining Behaviour)

(Price Sensitivity)
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