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BHEETARY BERTALZETDNSHEBEGER D) EREARFRAHE TR
BERRBE -

[FEEF] "RE-—BHE-—1TAHEE ., X - XFREX - EAHEISHRA - HEAHEREX
Abstract

Scholars have long used the perceived quality-perceived value-behavior intention (Q-V-B)
model to examine consumers’ purchasing behavior. Determining the factors that affect the
Q-V-B model is a critical task for consumer research. Most previous studies primarily assess
positive antecedents (e.g., product image) of Q-V-B model, neglecting related negative
factors (e.g., transaction cost). The main task of marketing lies in solving the problem of
“exchange”. This study assumes that transaction cost economics (TCE), which posits that
information searching cost and moral hazard cost are the crucial elements that influence a
transaction, can compensate for the deficiency of the Q-V-B model. Accordingly, this study
proposes a research framework that integrates both the Q-V-B model and TCE. Travel
service is selected as the study field to be examined. A total of 111 consumer questionnaires
are collected and examined using empirical analysis. The results indicate that, in addition to
supporting the hypothetical Q-V-B relationship, information searching cost negatively affects
perceived quality, and moral hazard cost is negatively related to perceived quality and value.

[ Keywords ] perceived quality-perceived value-behavior intention (Q-V-B) model,
transaction cost, information searching cost, moral hazard cost

191



FoSh s H o~ Fo AR AR AT 2 T 8 WA 20T 5 — R Sy A A IRLES

= =
= N ilGoM

i b - B R T RIS RS O T AR BRI T R i L [ PR B B -
BT EFEES S EEE L EERSE - IREES O T EEE 2
RIS AEE BRI B 32 .2 — (Gale, 1994; Woodruff, 1997; Zeithaml, 1988) - if& 7% » T i
'BE—{EE 17 /&EF , (Perceived Quality-Perceived Value-Behavior Intention * A
ZHRQ-V-BHERX) —EHLKRHZITHEEHKRKEHEEBE T R ER
(Sweeney and Soutar, 2001) » 401 : fEEHE FIR ST (e.g., Chiou, Wu, and
Sung, 2009) * fEREZERGERERG EEHEEEEN2E (e.g., Baker, Parasuraman,
Grewal, and Voss, 2002) - f#FE 5 ik %5 i E 17 & &8 (e.g., Chen and Tsai, 2007;
Petrick, 2004; Ryu, Han, and Kim, 2008)

A TR A fiE H B A e B S M pd VI BT R EE HWNEE - RIRBS RS
I - R HE B R E T E et R F0E] i B B {EE (Kwun and Oh, 2004) - [
4k > Abdullah, Al-Nasser, and Husain (2000) 5z Fay (1994) 22 3E 0 2E 7R 38 3R AR 755
B~ EAR TR B R I BRI T - U AR R R 1 R S e o B A

(I = Rl E ~ Ol ~ EEEERFEESE ) 5 Zeithaml and Bitner (1996) 7N E{EIHY
Bk - B - FEERH Q-V-B fRZUH A A B Al 2L R 32 & 5 BHH & 4 1Y R R o B Bl
HIEEE - BRREEHEE RSP IIRSEE - HEE B 8O e S e A E S E
E(E(E - FTDUEE B LEEE 2000 S B R AR B AERIRIE R « 21 IRISER
TEAERPERRES - BERAENASEIME (Kotler, 2000) » &t HHTHE # 1HE E IR 5 1EF
WhRELAR FE AR [ 2B (AN ¢ fGHE ~ BERARES ) 0 A RE A RUELRAR B S ELEE
HREE S WAL 2 - KIEE S E— EERrETR KIS — N2 EER
THEEEEAHEERERREES G IHER IS Rim S = o 8 IR E
U HEPEFA Q-v-B EAMIEEEBETT R - MAZEEEBERIZER
g EEEEH NS E EEERR AR - E— P22 Q-V-B AR -

AT EERY EERfE M T 25 ) HORTRE » RIBL IR BRI (e HE 28 B R AL
IR SR (Transaction Cost Economics; TCE) 7] FHA @R IEZ EHIIEE 1T/ (Chiou
and Droge, 2006; Rindfleisch and Heide, 1997) » {£ 48 Bk AR G EREL - 1548 SRR
HHE B AT REY HEREE IR (JREIZZ SR ) WA SRR - B1a0 - {HE & Ry T 58K
oy R HEITE MIIRE ~ EARR R T E AR E AR s HE - HE
HEIER Gy A e thnT REVE L MR P 2 Hh A RS i 2 75 20 (Rl i B 30 el i S T E R A A R AR
THREFATE V& LR BREXAS (e.g., Moral Hazard)  [fij38 BE [E/2 A8 By R AN G 5 am &g
W o KRl sKBAIGE 28 i H B Sie & B A A BRI R E M - B0« saFE A
B (Perceived Sacrifices) ¥RAEEE  HEEWEELIKEEEAAFE (Lin,
Hsu, and Chen, 2013; Lin, Wu, Hsu, and Chou, 2012; Kim, Chan, and Gupta, 2007) * #A1f]
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ZERERRE BN - R B IEM AR S A am e A B A T R E B R E
TR E R (Heide, 1994; Rindfleisch and Heide, 1997; Teo and Yu, 2005) * [Altt
A FEHHE RERE A2 5 (A B GR IR O S & A S R JETERR B - PRATE Rt
FAEHHE A2 -

BRI 23T A A <2 B B iR Y R 5 72 S Jifle S B EL i R 55 2 e R SRAE FR Jifcolis
PR 5 e 1 B — R B 25 B B AR A HLA 24 - JRBIIVH & & IR Tk I B Ol st 1% - THE
FHERIERB G A EERRIRETREFEEBNIRE - B - ZCBFEEFEERE
TR REIRIE - R HIEiE L (RGBS U S B R N T 553t - S 2 - —IHIR
W AR5 22 oy I F BB B T R E R 2 B B b - FHIL AT A - IHE S FRTE IR T IE
frayiciE & EE A (EEEERA ) DURZERIR FRIGERE N ERIHERE GERE
fERERA ) KR TEE R BHH & & E R R0 v it B B i vl o (BB R R T ER B2 (A
&+ B RONE R o P AR SZ A2 5 R B R A B i R B HE ) 16557 (Jing and Xie, 2011;
Kim, Chung, and Lee, 2011; Kim and Li, 2009; Chiou and Pan, 2009; Kim, Song, Braynov,
and Rao, 2005) © 55— 5T » fGHEEDESCRRATEE T R TEH » K26 DLH 2 3 i e B
FEFR R H B BT R MRS A BRI R Ry B B B i BLE B FE Y RTTIA (e.g., Kim et
al., 2011; Kim and Li, 2009) » ZR[f58 FHY 5 20 L Se BE Rl H 22 17 Ry RO AR - KRy
RE Q-V-B A IHE MR AR - AR ZR I E B BT - 2
75 A 8 B R (B E RIS B AT - W SEHR H AR IR RS I 22 7 T Ry s P i A2 5
B Gy A B G R T ERET - DUEHE A IR B GRS (Song, Dwyer,
Li, and Cao, 2012) Ky T 5 i iR BB AR FEiR [ 75 281 S IRE e 1922 B 17 Ry m]
REW K Y B T AR RN A E EAHEITERES » RILASHIT S DARRAR ] 38 i AR e T B R 3k
FERTRIBEDE SR R B R - 45 Q-V-B fEUEE A2 5y sl AT Gy - 7y SEREE — 2 Rt iRl
P L VE B R R AL -

DUN K53 S ER 30 A - &5 FESURIEIREEN 53 - AW TR 53 51748 Q-V-B 1
FEARZ G A G+ HR - AR P G 3 R Bl (R e M+ B2 T oK AILE ek st Bl i g iy
B R E TR R B

&l ~ RRERETER{ERER
— TAE — A 1T %R, (Q-V-B Bix)
A B AR B TENRITH B 1T R ISR ORET LA Zeithaml (1988) HYSLE — (EIH — 17T
Ty BB Tl - HEZE NG = E SRR B LR o Zeithaml (1988) HIF
Foit'E EEE B 2 =M (High-order) FYMES » RILLAJT % HAUHE (Means-end Chain) $2
H— R Ry e 280 Q-V-B 1= o DLUN 43 Bl bt =F s
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(=) mBERH

HE B RTRIE R B E e S (BB B AR R EEBE TS (Zeithaml, 1988) ;
HEBER ERE AN SUERRET » F R 55 R 38 AR B B L A A e AR
o MERRENHIET BT AT (Steenkamp, 1990) © Aaker (1996) 78k » HIEL 5B B
EFRMERZRER (1) HERLITEI S B L EE RN ERHAE ; (2) EHEHE
FHS MBI E A - 3) HEEEEHE T -

EHIE BT BHERE - THE S MRS 2 LAY N AE B YN B 1 1F e HE a2
BonERIE 9% (Zeithaml, 1988) o MATEEHYANTEE T Ef5 b E A GG R.ZHE - 2
JLEE f Z DHREEIEE S5 5 ST 4 I b A 28 i (B Bl 2 i B B AR RS, » 2R
EEEERRET - AMEEBRDETEHAE —UMEBEERZBE T - BESETHE
BRRHE - R EREEES - R ANER IR E RIS - N SR - J
WIEBMEEEEHES K2 » HEEAEESIINEERME - sEE &N 2R
RIVE & &g DYMEB M E Rl E ISR I REHE A 32 (Zeithaml and Kirmani, 1993) -

(=) w5t

A HEE LFRAMNEE SR RS R FHEESR Z— (Gale, 1994;
Woodruff, 1997; Zeithaml, 1988) - S&EHRBIRIZEE 255w A2 L Zeithaml (1988) HYE
FlT - HERWT  FEEESHEEENREIHEE CH) MM A EE (A
HIRSEN » M 2E SR R EE RS EE(E - 55940 » Woodruff (1997) E&RFVEEHBHEH
HEMBEE - BIEAERU B0 E R E E e H R H AR 2R - FTEE RS AV FI
IRIFAIGHE o Zeithaml (1988) FTEAVEBERTIS REEREFTL 2 —(ERACEHE - K&
HEIER ~ ¥~ AR S v E A M B EER R - 5 22 S fikem
LU CHERER ) S8~ (FEMLRBD) Y - BoA R FeEr nl @ A by A s B & m) B
FREIRZE ©

B O itk e SRR R L 38 R HY B 28 B A R Al 45 Y B (B (B & 3% (Petrick, 2004;
Sanchez, Callarisa, Rodriguez, and Moliner, 2006) * fJ4[l Petrick (2004) £ZH SERV-
PERVAL (Service Perceived Value) E Sanchez et al. (2006) Z£/#11) GLOVAL &3 (Global
Purchase Perceived Value) » & AJ @ HE B H ARG HIAIEEE - HINAVTE EHIIER
BRHBREEASEEFEERE - B EREREL - WIERILL Zeithaml (1988) HIE

(=) i74EH

TR EEEFRREE I =R 1T BIYERE (Zeithaml, Berry, and Parasuraman, 1996) ;
ThERE LDHZEEEZF T RVBEHGE A RER - R EE 2B
F -~ B E AT R E B S =2 © Engel, Blackwell, and Miniard (1995) 385 HE
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IR B E T e S HE BT R E - T E T R E R
Hami& Thy - AL AR ET R E 2 T R RIS EA SR - th2E
ST R BEIA AR E R 5 JRENZE TR — (AT R - TR EREEE T &S
1 (Engel et al., 1995) - 2T REERIMHEE - 280 DIRE I E S DU IEHE
FE A EL (Cronin, Brady, and Hult, 2000) ; Fij &R 52 A 2 S2 75 i s B B el o s Ll
IR - BB RBEE RS EE AR T EZEM (8RB ) BT R (Jones
and Sasser, 1995) -

A E — E{E — TR EE (Q-V-B) BV EREEIFE » Zeithaml (1988) sl 1HEE
Y B R B R R R AT R AR Y A B R RV B YRR o E B A
W AR 75 1 P B e R M B P B 1 IE T A - A S E A RR AN 5 FRRR
HEERAEEIRERETAER ZRBAIT BRRIAZGER » R EHEEATE
ZEWEERR (AOFEFHMEERESHEESHEA) - AEE S E OB T R = E
WEFRE - S L BEHESHELEURS BRI HEBER - AT hEREAIE
B IEE -

L RGN PR

A2 5 i AN G R R A Coase (1937) F& H BY A2 5 ik AN #& 7% 22 (Transaction Cost
Economics; TCE) » fERETT355<3 (Market Failure) FFpHEEAS ZHUHEST © EI1% Williamson
(1975, 1985) F552 Zh A G 37— BAMERV B AR 2R i B e 7 HRD R A 147G REY R
R BB B AR A > 35 AE TR A =2 (Mahoney, 2005; Teo and
Yu, 2005; Williamson, 1985) « &4t » FIREPEAE R HAMTENME SR T2 H IR
B - B AR EERAH BT S - (B2 R B EAsE 10 E PRSI - Fr AR R
AHRIFEREFEAZ R ~ IR &RV HERE S - BB IR SRAVETT » HoR - fEREERTT
M &R AER BRI B 5 @A g 7 AR 0 R BB FEfE % (Moral
Hazard) W3 {lE R P - H R 2 1250 0y 2 K R 22 5 ¥ 7 & 1N # F (Information
Asymmetry) @ iERE T NVEEEE SRR R E  EREERAEIE G SRR
B OE TS EE ST E R EGENT M AR RS - 18 LB R EH25 [BAZ G AR -

Barney and Ouchi (1986) GHIFHEEHT ~ F1& AR AZ 20 AR RS & 73 s AN[F]
B 0 H—RR RS - FRTRE NN ETEATE LRI - BEIRER - BEES
fE B — 2 AL - ATRE IR AL R B AR ) AN ZRGE AT FR B4 ARy ] B <5 gl
FAEmEARBFIER - DIERZENYEGRET K - @fEP T HRRAE » BRER
S - plaps xR (EREEMUELETE) EMEMTEE ZELIRE » FE
MR FEN - DU EBRENE AR S B —BEEAE - BEREEENEE
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A EIREE O JTRCAS « H T HIRSETEEH - BIA2 5@ Ae & L <2 B 2 A2 R R B Rl
A FORHER R e A REI A E SR ML E AT A E Zraah « REHRE A E B
EHZ R ERE TS (B SFAGE BT » DINE H EA{REFEHELMBELLE i A @ E &
EMERZ A s WRIETE RS » B0 - /N7 B8 B e GER LA E—E i
g - HAlgERE B IR A NELERLZ Gl m At EE L - SURME %R ik & 4
{b22KI1% - B LI SR IENE - DABUR & A0 T HER - DL B R B TEErE A -

FHRAE 5 A T A E Y B 12 B3 Em - DN EEE A BB AR A A E
HI3HE - (Rl » A2 IGE LA TR MR BT i 3 - SAT - FRAVER - TRET&EHE
5 RS R B TG M R AR W {8 R G A% O © 22 50 R ASTE B2C SRS A iarh - 148
HRRBEIRB B —TE ARG - P E P rg ki A e 2 r T B T &g s 5
B =R s (Bowen and Jones, 1986) © [Alltk - — H Mg A fEHE & ETHEE AR
AR E R SR - R ENR - HEBEIE LTEE RSB RE S A0TE

W B e HEEE T EAREE R BE S B BRI AL Al B BB (E Y
FOA © Bauer (1960) #8718 fl (£ 1H i B IR SR ATHYAZ 2 A Al il Ry — A A2 i b - —

H RV R s sy > B S 2 BE B B SRR an Y B Bl E E A & | FFE (Cox, 1967,
Jacob and Kaplan, 1972; Roselius, 1971) » FTLAARBFFEHRAZ S AR Ry 288 Q-V-B =
HIETERT » HERTRERESHHEEBETTR -

=~ WFRERE SRR
(=) BREFARAK ~ B0 H o EEZ %

EANE S AR AN EE B E AT R A - B T R EZ e IRy
BB DI AR TSR - PRI RCARTE & I S AR (Williamson,
1985) = AlL - ZEEFERESIY N Lol R THE FHEYPR L - o DU R RAZ 5 AE il
EEH VAN R E SR -

Gl S A B NE  HEEEAFE T B R R s AR T
AETam - HOERR T EHIEE (Aware) ~ FEAETLER (Interest) ~ PG (Evaluation) ~ 52U
(Trial) ~ DA A& HIERFT (Adoption) » 2P #%.2 AIETA = (Kotler, 2000) - AIETA
RN E SR EEE AL il - R « A - 57  BAESER
B HE BT S EE D R (LE R A e - EAE S E R R EIE T HEE
AR N AR B MERR R e e am s mh A AL B RIS 9% (Zeithaml, 1988) » [AILA]
BB ERIRERIHE E R DR E SR mAVEN - DURHE R oIBR8 5
HERMERHAE (Aaker, 1996) » HHNIERER FEBELE LA S H R ZHE - 20K
WG AR - BRE - UEEMNE  IMERR S BN E S H B E L EE AN - B
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FERRTT I AU AR 1S ASRC SR B R I A SE o RO e B A A B - I JER
B EkZ BRe e b — @ i IR sy ah e o Kk - EHEEEIENYITEE —ENRE 0 H
B B VAR TR NP T B < S A5 B Y A b bt it 50 PN AME i B R - DR & E A
(ORREE » 2014) - A3 - IOE A EIMEE AL - EEUNRBHEZIEEEN
W B R SRS FIpa aL A& A - ALEESERRAVELEE T HE S - siiEBE NS BAYE - &
TR THE & B CE S A I R S O T RCAS -+ S DAGY B T B8 0 A0 2% o o B Y 1R 5
(Teo and Yu, 2005) ° [FIERaRRE - & HE & A EiTT BACE R 2R ) Z R iR Tt
"B R LT HE RSB e e AR - H ] pER RS L A AR e (BREREE 0 2014
Aqueveque, 2006; Kim and Li, 2009 ) ° FTDASEF I HALE A 5 RTEE L pE &R 0 1H
LA RS R E R MAE R - S RE ok B a2 1 HL A R RHE R R T - s
HERE AR E R FI RS - FEHES DU EREY -

HI: A EHMBLO AR ARG AGBELLBLY -

SR AEEE. 2 55 R LA Zeithaml (1988) MYEF BT - HERAT : 518
(BE 2 H 2 B TS B A s FOAT A TR AR B RE A+ ST 3 7 S B B RS B
# - 52 HEEHEENER T REREHEEEE MBS (BB IER
FHE ) - IR E SRR AT AN D RO E (BB ARERHE) -

fE® » Zeithaml (1988) #& SAHRHRYE M RCAMES: - 20077 ~ BffE ~ HFEE0K
TR AE T A W TR A2 5 A DL— B B S AR & I B RSB Y B SR (F 2RET (Kim et al.,
2011) - BN - BOERRE SRR a0 25 - SEEIEEEESE (2009) MEETE ~ B
Eil Mattila (2010) DUE RS Ry ERI AR AR A LI R B R BT S hH B BT R 02
{HEEREM S - DA TTRE T & S RO B e fE MR A F B B BRI < ER AT A -
BENFHEZ AR EEN AR ERAE - hESZ 5 ERNF A HImRA -
B2 NS HIES S MERIERAS - R FEERET A2 5 A FR AR IR EE AN [F]RE Y B R A Y
8 AT TERVERIE SRR E 53 522 5 A 53 fre & A S A B E PR A M B AN
{f##% (325 (Barney and Ouchi, 1986)

ITEARZESR - AR T R BHE B R R g - HIRFHREHE R
IFHIZEERE - el R R ZPERIMTEIESL (Kim and Li, 2009; Teo and Yu, 2005) °
HHE BT E S AR - 05 SR R EOH & S R E e i E (R
KHIRRA - BRI AIETA IEERRFREAN S - HHE BN AERZEE &R
BT RERCE BB T - HE B LA EESEREN SRR AN ERIIE e 58
MERAS - — B A E 2 R A S R R -

HHEE A SR P E R EERELUETENIT R - NHEEE
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IR & P I E R & P A E SR S A & s B P S A
1~ POEiE/ DNEE N ERG  EIMEEFEFIEE (Biswas, 2004; Hdubl and Trifts,
2000) - B E - RAUGRGESE R @M E S - AR EHE R E A0 & DR
- RRAHEENREME DN ES RS FENEIE TR LU - HRER T
REARIH B E NS RCA » SEFHE R SRV RIE - e 58 & b e I R
fE{H (Berry, 2000; Keller and Lehmann, 2006) - FHIL AT 5] - & HE S EEE AT HE
AR AT - AR EEEEAER R & - F7E Lk - RIFseieH TV
H2 : HEAPTR T E R FIRATAQTEL o RIEME -

(=) BERAEARAE RS B FEAZ BAF

IR IRT TR RO EIT - EEIRE TR E R A GRE H H SRR Tt A& -
T ERATE CE TR B MRRE - EREEGHEEELEN ? Rt EfEEER AR —
T E BRI RCA - R RE R E BN A8 B RE L E S RERVER - ARMIEHE R
e FEEAHEMMAYERE - RSt aT DU 2 B R S Bl B nY A2 SRR B - |
JA— i P8 A AR EE 158 12 £ B8 R ks O B 2 5 B E e ARl a - BRIt > Ry T
A ETEERE R » 3 2R N R N b ka2 - B2/ MR th EZF IR BT 2
ARl AFEIE REEBevae iRy & » B4Rl ESE Tttt B RN E -

FrLA - SETEE AR H I E S A EE [ RH B B N E T S E R 2 1
HIEREEFZ ST (K #ETHT) Mk Sy ) RE B R 5 Fr R B A B E
(Williamson, 1985) ; FrLAR] DURFE /G E Fe s H B E e B R T ROEMT TR - B
JR iR Z AR TREATR S » BRI ST B TR SR A T REAY R AU TR R RO RIS

R ETEE A BRE TR RS - K22 S @ fe R el REE AR HIEN SR
FLEr B —Fd H &= 35E (Halo Effect) ( McCollough and Gremler, 2004; E55E2E - 2014 ) -
T B B B R R L B IR S e MR HE - BRI B 2 IEHE E H N E
rh E AR TS B B B B EEEE(E (Zeithaml, 1988) » LA A2 SmfE hiH B H EH N E /5
FINEERAES - AIFREEBEREAELE - SUREBRNS - BHE S REE]
RITIH A E G R RCARR - W HFTAGEII R AN A B L EAERE - M FeimiE L
FEHRWERAVEE - EA S RA RN S - REE SN - HHBEEERZ DB
TR ARl B IR SRS R B R RV - MR SN EEAESE - ANEE S A 8
FT AV R AR % K K (Teo and Yu, 2005) o FHELTTAN » & 1H2 5 B2 2 2 ALk,
RS EENHEE M » ALEEGERE AR SR - 1HEE B8 ae E R LRI THr 0
BHE N E S A &E2 (Forsythe and Shi, 2003; Grewal, Gotlieb, and Marmorstein,
1994; Steenkamp, 1990) KL - AWFFEfEH NYIREK -
H3 : HEHEZEPRZOERERRAC AT ERLRERT -

198



SEREERE 527 5% 1)

Sweeney, Soutar, and Johnson (1999) 8RR T HEE I E SLHVER ~ B MRS &5
BHEEEZYN  HEELEEZSEETIESMAZE ; RILAEEERESOR
RESRF AR 2 E E AR - A B AR A S (E B S AR B HY  HHiR AR AE TR B
1Th » RHBEEERZEERRTEE T - BT EE]  HEE g ELE ST
T ESFAS BN AGHE » Rl B B BB T BRI E AR R » & BB T R
FEE R ETRE 7R HRE - Rl R e AR A EE (Williamson, 1985) © [ RS L4
JABATENNRREEE G - IR ERIEE EH R RAIRI A EE - fan
HE—HEH AB (BESHL » MRS NZEEREN = - R KRR RSN —E S E 2
R RGBS - EEHEEHEERAGEIR - ARG ABERAE - &
THBEEH R ESIE O - HEETE] » REEEE R AT B E eI EE - K
Z o —HIETEER A ER - AlE e ELHIEE -

TEREEEZ GHIEAF - GEHEE R B S0 EREEEEAR » flan - &
FREBERIR A SRR - A BGRMEARTS » EEEANZ S ECEE AR
ETEERNA - RHE B8R A BUSE ek B 2 7 SL A S AIET 3 - R
B ZETE 28 M A2 Z o UM ER - H A i 30 e o Y o B o 7 S S 3 5 T il e A k3
] RERA HEETIRETIE - RIHEE E IR &R A AR R 2 2 B R Tt 2
B AESCRTFTAE B IGENE - IR FIEEE L SRR HEEH N SN AR R
HERTfd - RIEA 5 IS F s DU SIS EZ A3 T A U AU RAS - W R 2 B R & BB T
(Wood and Scheer, 1996) » KM EFE H Oy T RS EFE G RCAR T AT AV B TR » K
SO ENE R B R R E MRS P EERA - RN EEEHNMEEAE K H
FHHAE (A ) BIFEHN (Zeithaml, 1988) » HAFHIAIBE S Al f— A - &
PRI S B E B @R P A R AV B AR DU TP BAS AR P s ER T IRERE ~ f8E
FEFIRIRASN - BEEZERR THERNRBAS - i@ E BT R E £
7K (Murphy and Enis, 1986; Snoj, Korda, and Mumel, 2004) » E A& E[E 28 5 il AT 56 AT
Tt Y F5E B 1T R 3 B RR B I VA e B 2 B 75 8 ST KRG WY E TR fE BE AR (Williamson,
1985) » FHILRIEN - JHEF Al REYE. Lord i EAR IS B N A2 A5 W FE AR 2R BRI LA Z8 () HA B
FETELRS T B ARG R aa IR H N » e R R B fa M R A A BB T R i R R
THEE & AR L B AR S FIEEFE A (Kim and Li, 2009; Kim et al., 2011; Teo and Yu,
2005) ° AL - ARWFFEEE M A RER R E PG ME R A - HIGERR EH B B R R LAY H]
TEE  HESFLUT R -

H4 : BEHXEPTRZHEEBERRAZ NG AT EL o FIEME -

i
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(Z) W RH ~ Wi BARIT ST E M KHAE

BWECHMEEZMITEIET - A8 S8 2R EE(E S BT R (e.g.,
Cronin et al., 2000) * HAEBE{EEHE Z T HERE ERPIEIFR (Petrick, 2004) < {1
1 - Baker and Crompton (2000) WHJCEIEEBIHAHEE 1T Ry » T S B HHEIRY
GBS AR HIT R ER ; Baker et al. (2002) WIZE S EREE RIS EEEHEE
EREERE - WA BRI « iébah ~ B8 ISR A S 2 E S i E A EE
B s Hitsers R - EHaEEar  HEENBE RN EES - THHse
7% Chen and Chen (2010) IS8 PR 7 1 s b '8 H R E E R AT R E R
FALRHETTERE » Chen and Tsai (2008) HIERET B ) s E _ H RS Ao i S A2 (EE
EE B RMR - S5— i - AW REELTRERNRE AN AGHE - thE s
Z et AHERE 1T R R T B FEFE (Sirohi, McLaughlin, and Wittink, 1998) © Jones and
Sasser (1995) 22 EHZ ¥ — s i0EGE] SR Y R EE 5 =bk T AR 2 E ERESL - hE
B FE R A B B T AR A A I L R T Ry

{E Zeithaml (1988) #&H} Q-V-B =02 1% » FFZ EiEWI 92/ N DLEZ iR =0 T ah 42
B e B E BT 2 id - BBEEHRANTT - B2 eas " nE —
E{E —EE , =&H1IRIFR (Cronin et al., 2000; Gallarza and Saura, 2006) - FA - - i
=HEMARARCEMAEEGRER - AAEE S ESAELE S - S ELR
HMEEEDLERES - MeSEEETNG RS HEEEHEMSIRFTRER - K -
= TR SR A R L e HE B L ELAH B R B - AT SR T T Q-V-B FEEAY AL ¢
H5: A EHXEPRZORERE S EOBEL 0B EE -
H6 : AHEEFBRZHRESRTCENZELITAER -
H7 : AEZEMBZOREREACEQSELITAER -

2 -WMRLEA
— ~ WiFEsRhE
AW T8 & EAN AR S A ER i SE R R A (B RN AR B B A )
TENHBE T R L L 8 (2 R E R - DA Ry Q-V-B U Z R B A
THIZRERINHE BB E T R Hoe AR (0. 1) -
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amEms | e n

H2

H3
keIt
A

YA
HS5
\ /
H7
FEEE

B 1 FRRHE

L WS L

TN I #E B fif il e B A B I B F 224K 98 Heung and Chu (2000) 2 & R E#E
BEfME - HRZ SRR mEAREEERBEV R HEY) & ERIES 08
TEfE AR SRR » AN SCHE 25 SCRRER BT b A A - O I 22 HH A 17 SR PR E R (R -
ERAEME - FIBEERTRERSEHEEHENZ2EKEE - DUHEEBRZmEE
BINE e ERAE{EHEEREY Zeithaml (1988) WF9E kL © B RIG S REIEH - A ERE
BIEBFFEIRER M HEER - INETEIERF - DUERFSGEE S (Chiou et
al., 2009) * FAEEER Likert HESRE - TIEEANFEIE /A& 157 "IFEFRE M55 -
A FCEAE S B E I E 28 B i ERETEANER 1 FR -

FHHN - R G ACEIE T - SRR ERERED EE P RS
(Lin et al., 2012) » KRIFEAFTERF IR WA ATEREIE - FTCERIA S BEARE S
SREEBNEE  BREEENEBERENIES - IWASENFEHEMEENEE
& 4% (Bolton and Drew, 1991; Goldman and Johansson, 1978) ° & FT {5 & 0% fA AT
DRI - RIS LR BB BRI LR B RS/ - HA g 2 s EY
W Fe H BN AT S o0 BO B = ) <2 5% B T R B i AR B A IRF FE RSO B IR 2R A5 /)N » BT AT
HHEETREEZIS A (Akhter, 2003) « S5—51H » AHFFCHRFFEACAN A S H 88 - i
FEREUT O R B FE PR AT R A s i - IR BL AR B A IS R IRF » TR R A8 B
FERS R e BRI T R ER ARG N BEE MR AR - RS
#& B A X B AR 1 EE T (Cook, Yale, and Marqua, 2006; Shoemaker, 1989) ©
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R1BESEE  WEFRRSENMRAR

HERAZE SRR

L5 M AEREE — Williamson (1975, 1985)

[ £% ]| HEERBRVBEIENY - BRICE—FEF

spman e
ISR B ple A 2 SR £ 22 S ER AR FE AO:@AZ AR AT HH RO AS ©

(Inf cost 1) KBEIERE ZRFHESHBREN

(Inf cost 2) HB|EIELRZ/ O NEEBEBFEERNERTR

(Inf cost 3) A BREZIFHKSAIEEEEMNEN (RIEETEMBER)
(Inf cost 4) Tk =R E N AFREERRIFREE S

Kwun and Oh (2004);
Kim and Li (2009);
Teo and Yu (2005)

[E8 ) HEEEXSTHREEOCERNINETNEE

REERAE RIRYTREAM A ZERAYE R A A -

(Mrl cost 1) FFZEERSISEEFBMTENERES HEIE

(Mrl cost 2) FFHRZEIERZ/ O NEBREEBE R

(Mrl cost 3) FHREIER ZIFAEIEMIPIBTEREIEIAIETE

(Mrl cost 4) FREEBHXEEERS H @2 T RETREARIE &Y

(Mrl cost 5) B MR BEEEEEARE - WBILRS/DONEMED

FRE EEIFHEE
F5E (2013) ;
Teo and Yu (2005)

Q-V-B & ERES - Zeithaml (1988)

(%] HEEHNEREERERBATBMEHIME
BIEAYEBRIEHE -

FEME

(PQ 1) tE Xk E MBS - EREBFHIRERE
(PQ 2) 1Rtk hkbe E RAVIRTTIL - BBEEEA0FH
(PQ 3) tErRITIL AR HAITREE 2 S B BT R E
(PQ 4) 1R Htb TR ZE M AYIRT T FE R IR HBNEF AV AR TS
[ £38 | SHEEHNCHEE ERSRISRIFTATESAE]

'Egg.
SRR EORIZS B A 2 374 -

(PV 1) tepfkifsEE S LUEBRRUEIB SRR B T 2EAY

(PV 2) itbhf:s 2 G (E R RERY

(PV 3) LIER/E ~ B8 > RHMRERE - IkEERMNNEESERN
(PV 4) teikisEERERE » BISEBEE

(PV 5) BREEIRTTILAVIRDE E M LLEERE - tELNSEEHEERN

Cronin et al. (2000);
Zeithaml (1988)

Cronin et al. (2000);
Chiou et al. (2009)

[EE ] HEEHTZNEZEFEENREE KR

TAE=
Tk EEEE  MASERMESEEEON -

(BUY 1) LEiRITit AriR (AR & - FIERE 8 L EEREEE
(BUY 2) E8JoEE LRI Tt AT IR (A IRiEE 2

(WOM 1) $tb AR Tt FriR fEAVIR LS A2 R B HEE ARG A

(WOM 2) it AR Tt AT iR AtAYIRE 2 S B (EE IE EVH BAS EL Mt A

Cronin et al. (2000);
Zeithaml et al. (1996)

= HBHA

R aiHE W E R e A B S S AN B
o BB & RRA I 5 B B Az - A S A AR AN T
- BIABIREIRSS AHE ~ EEEREZEES

B R bt 52 il
AR EIEA)

202

AR LA P i

i3 P i 201 ] A 5



SEREERE 527 5% 1)

—BREARY - EENA o EIER T - WEBERZEEEM - TR FRRE
SRR AR5 - PR BN HEE MR E S - TE T e E TR A RE B 2R %5 <k
K EHBIAS S (Crosby, Evans, and Cowles, 1990) o [t » 1EZ2 3 I B 5 pE il & A S
PEETHIMIFEIE R - B e L EMER I H B BB E il ks - H bl s A5 5
JRE NSRRI EA BEFE - T T HECRITH B & PRSI B il i 55 < @A (U138 7 AR
B - HUWVESEREfRBEIRG A FTREF] ~ HE (W1 Q-V-B#EEL) - KA RERILE
R - RIRASEE KAz /2 A Emf T E R RS - 2O HARIKRE &SR
Ttk PRS- RILR 2014 £ H P AIEL — R B2 G =R IR — /IR Tt
FEERN - WSS EETHE (HER —BRIMGE TR T ) - HiRE
5y XA S A B A R A il RS B i PE R 1A DUEE g o] B & A R ik sl e BN 6 1T
OB A SRS - MR ARG E R SRS AR FIHE R G RAES 7 -
HE—a T —ERERR Rk —RIERGIRE R0 FIEIREE - RiREERIRE
EHEEREESE - EEED R T REEE D -

MR AL G2 i 500 3 » 7] — (3 136 70 W 98 5 e 0L - KT gk [ offg P o6 PRI S P IR
= PIANHERTEES (ZSKA) 2% - BIREREREREZEES (A85nE -
HREEL AT RER ) ZHE5H] 200 47 - HER 300 (3 H1FRARE 58 R 3R
I HEEEE S - — B E 2 G MR E RS R 111 £ - Sudman (1976) 12
AN SRR & PRI ST - SEIIRRAR N B A 1E 100 DL EEORSE & - BRI FE R G

2« EROTRIER
— ~ BORTEERARHE 5B
AR FCEH BRI AER » IR ETT AR - DA R A SRS 50
1B o WHEE B LAt =M ([Ha MR L BIRIAE 22 54 56.8% 5 FE R 2 1 AE
35-44 B2 35.1% 5 —FLAERVIRE B AEDALE R » (557 57.7% : BEEEDIK
B REBFGELHIR K - I8 53.2% 5 £ H WA 5 PA 20,000-40,001 TAb % » HAb
30.6% °

=~ (S BERSUE ST

A EHER AR B RS 2 o MTHE P22 1 Anderson and Gerbing (1988) YRR ER 34T 5
HAHEST B » AR HNERE « FUE NP E NG E L ERFHREIE - FET
FERERI A3 AT - DU S 8 35 2= REA (O Fe R4 s A SCEREREE 14 A1 32 434 (Confirmatory
Factor Analysis; CFA) fi i I 55 488 8 B H A/ B B Ty TR B AR+ A Bl S i =0 el
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SUPE R BISRE © (A8 - AL S R SR RS T AT - AW
AT (F2)
+® 2 HERR 2 EBRER RS

= {HET 28 SFL SE t-value SMC CR AVE
S Inf cost 1 0.64 0.11 6.01 0.41
RET HE S G
AES Inf cost 2 0.80 0.09 7.82 0.64 0.77 0.52
Crobach’s a: 0.73
Inf cost 4 0.72 0.11 6.90 0.52
Mrl cost 1 0.78 0.09 8.47 0.61
N Mrl cost 2 0.90 0.09 10.52 0.81
Bl Mrl cost 3 0.91 0.10 10.71 0.83 0.85 0.55
Crobach’s a: 0.86
Mrl cost 4 0.52 0.11 5.01 0.27
Mrl cost 5 0.49 0.12 4.64 0.24
PQ 1 0.84 0.07 9.44 0.70
ne&mE PQ 2 0.90 0.06 10.63 0.81
IR 0.93 0.76
Crobach’s a: 0.92 PQ 3 0.89 0.07 10.41 0.79
PQ 4 0.86 0.07 9.86 0.74
PV 1 0.87 0.07 10.02 0.76
P— PV 2 0.84 0.07 9.52 0.71
u =)
== PV 3 0.78 0.07 8.47 0.61 0.89 0.63
Crobach’s a: 0.92
PV 4 0.74 0.08 7.91 0.55
PV 5 0.72 0.09 7.60 0.52
BUY 1 0.77 0.07 8.04 0.59
TAEEE BUY 2 0.89 0.08 9.79 0.78
ThENE 0.80 0.51
Crobach’s a: 0.91 WOM 1 0.46 0.12 4.29 0.21
WOM 2 0.67 0.1 6.72 0.45

it I SFL ARRIZEBTTE - SE BRFRIEER -

MR XA ST BRI R P A B AR IR B N S MERA SRR (22 B A E G ~ ' — (E{E —
HlED) BRI T8 R — BB ERM HE R e - EE A EREENNARE -
ARIFFE(E FEER Cronbach’s a fREURAIE » FHRZE &R H(E AN 0.6 (Cortina, 1993) -
HLEFIEZE/DJEE 0.7 DL (Nunally, 1978) - S EEREMR 0.73 £ 0.92 > FoR
AWse st s e 2 2 fiE - g2 BT - KA EH
FEEL y2/df (342.25/179) = 1.91 ~ RMSEA {E /% 0.102 ~ NNFI {E 5 0.93 ~ CFI {E % 0.94 »
IFI {H By 0.94 <515 (H 57 ] B2 #i & (Bollen, 1989) -

Bl AU = AR R & BIRLE - WLRIRH S AR R — a2 i Rz e
TR L B = R MR RIS S g s e ] DU A == AH R AR RS I 5] — (48
& (Churchill, 1979) - 15T HI S8 2538 /7 * Bentler and Wu (1993) i 4E
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bR I8 7 it = B AL 32 AT e AR Y RE T B HIER - PREF IR UE (LR R 3R & T & 7E 0.45
DAL » BRETERZ TR SE /5B (Squared Multiple Correlations; SMC) FEZE /D FRFE 0.20
(& 7584 » 2004 ; Bentler and Wu, 1993 ) 1% 0.50 L _F (Bagozzi and Yi, 1988) ° [t -
AW TR E i 52 & A F A TR AR Z S R e - YA R 0 2 B TH R R B T & S
ZE {ERHL 1.96 ~ #HAV{EE (Composite Reliability; CR) ~ SEIZEAVE B & (Average
Variance Extracted; AVE) * SMC {EHF& 0.20 DA EANLAssHEl - FHEE 2 15954 - FrE H =58
HIERZ AR & « HIERERF G EEEAERRYE - CR AT 0.77 2 0.93 » AVE
FERAI TR 0.51 £ 0.76 Z[ - B VAT R EE T REIRESS - RECE AT SR
53— 7 - DAFTE RETE N AR LT TR RS 2 TR (LR R R A B B K
% (p < 0.05) ZFME - B GEE AN E R DT E NG &R EEES
W HEHE (Anderson and Gerbing, 1988)  #&1bt » iy DullEEE 7 GmBh K T &R - AR

S B RE SE E BAA s -

TEW FIFF 8 T - BEIRESR 3 S A BA CR B DL R B Sk A o] il B 7 HY 25 4
B EE AR - AR SR AR S R R R B - BRI A SGETT & B
TE AR — ) AVE 2 IRER R & i S AERR (R 8 (M # b sk B (Hair,
Black, Babin, Anderson, and Tatham, 2006) ° 735 SR# RS HES AVE 2 51R7T12 0.71
£ 0.87 2 HZEE RN A E S HEHBRE - ZREFEHIRE (Anderson and
Gerbing, 1988) ; FE5LZ 3 « &7 LAl » FrDAARMFE I =R AR E - R0 B K2
RAEEZHY -

FH—JE - RS R E— NEE - Ry T HERRAI S B BRI R R R - 0
B RRELRAGRAVATRENE - 70 @G PTG (Harmon’s Test) K& /SEIFf5E4 CFA Bl
BHLIAL 7R A EL g - DA AT [R5 5 8 B YT EL (Malhotra, Kim, and Patil, 2006;
Podsakoff, MacKenzie, Lee, and Podsakoff, 2003) ° #& 9 BE R 2548 550 B B 7SR -7 CFA
= (FHBIECEFE a0 bl ) AHE A — AT CFA AU (y/df (783.70/189) = 4.147 »
RMSEA fH £ 0.190 ~ NNFI {E 5 0.80 + CFI{E % 0.82 ~ IFI {E Ry 0.82) ZK{S4F » FRHAA
Wret e B ARG A B E AL [F R R A -

il

3% 3 IR
BeaiE FHE EHEE 1 2 3 4 5
=GRS 2.13 0.79 0.72
EEBERA 2.39 0.85 0.42* 0.74
MERE 4.44 0.65 -0.43* -0.33* 0.87
FNEEE 4.21 0.68 -0.35* -0.29* 0.67* 0.79
TAEEE 4.26 0.65 -0.32* -0.18* 0.59* 0.73* 0.71

5E T IEHARZBIE (FARHE8ERMS ) K& AVE 2197548 ; *: p-value < 0.05 °
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=~ R B3 4 A

TEAGIERE AT o B0 ISR T R AT 2 RS - R 2 B PR R R VB (R A T
Z et R B E R RO A - T AR EURE BR A e mi A2 B R e A T S A EH DA
B RS M G T (AR RS2 8 - BHREDUESET)  RZ - $airse
RIPASERE 2 fERE R AT 1T - BIE & I EREE B ER S — R TN - AF9EH]
BRITRE » KIE CFA WAt SR 5 #E& A St 21 ISR AGETT 28T - A=
(AR EEE TR - RATBEBELL /df (388.61/223) = 1.74 » RMSEA {E R
0.092 * NNFI {H 5 0.92 ~ CFI {H % 0.93 ~ IFI {H }% 0.93 - £ 5% | 14 HIFZE ¥E{H (Bollen,
1989) » (REARW IR R GBI EE RIFRIRGEE -

EAARM TR s B S B — 2 AR - e TR E
t{H > 1.645 B[ IE(E - PRANEEBESEAKILIN - AR » 3= 4 3RS
SRR RR - EERESERARENERET - EilllSRATEHEE P E
REF BIERSHIERAISE (v11 = -0.53, ¢t = -4.48) » Bl H1 17 5 &S m AT G
M AAENEEME (v21 = 0.01, £ = 0.09) » BEUREFEEES @R PR AR S
SO AR B EE R ERE B2 2 - B H2 NRAT - SEFEG AR 8 M E e d
RN EEG A A EENENE (v12 = -021, ¢ = -2.02) » FLAE AR HA T A A0 IR S
TR - JHE B B E TR IR IR R R AN~ IRFZ P FEli A REE 1% - BRAINVIR
WG E FHE ALK - B H3 BT 5 PR - B B AN R (B R E A Hh g
B3R (22 = -0.15, ¢ = -1.70) » FRTEAGHE RS EIET » ERER B E B HEE
1T AR N AR LRS- BB A EERE A ATREM RV - Bl HA &85 -

& AR Q-V-B A Y EEEERS S - /53R 4 FRIELE ER B8R EE (21
= 0.73, t = 5.06) * FREEF HOE AL AL E RLAIAE - B R EER AR
T+ - B HS BT - AHRIY - SERBERAE S E g 8T R EE E A2 (B31 = -0.03, ¢
= -0.61) * 15-HIRAZ ¥ il P o Y TE (A i 1 T8 DA Bt P 3 B2 2E B B T Fo ] -
AR SE SR EE AR AR 2 S AR - R TR R I R A
SR B S A0 LA (E (E T R B BT R M AT - A SRR VIF (BR 1.79
B/INR 10 0 AL SRR PR R RE NG N B - Btk - AR EERTR BRI BT R ER (B32 =
0.75, t = 3.91) » Bl H6 “NERIZ ~ H7 BRIT ° f7dy Lol » BERSRSRE R Ar S A& 'E
H R S Ry 33% ~ HIBEERTR 59% ~ 1T R EEHIZ 54% -
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EREERE FH27 £5% 140

RAMABREIEEBREE

25 B Ve Estimate tvalue B
s SE

Y11 (—) B Sm A~ MERE H1 -0.53 0.12 -4.48 InAva
y21(—) B S A~ NEBEE H2 0.01 0.11 0.09 E DAY
y12(—) EEEHAR A NS R E H3 -0.21 0.10 -2.02 [oAva
y22 (—) EEEEmA—EEE H4 -0.15 0.09 -1.70 oA
B21(+) B SHE—MBEE H5 0.73 0.04 5.06 [D7Ava
B31(+) mMBLRE-ITAEEE H6 -0.03 0.05 -0.16 ENAva
B32(+) MEBEBETHEE H7 0.75 0.06 3.91 oAy
e ey FhE (88) —>1TAEE -0.05 0.09 -0.61
PRI R WA (£88) >1TAEE 0.06 0.09 0.71

FE S = fREE(LIRE ; SE = IR4EER ; t-value = 1.65 B[ (p < 0.05) FAZEKELMKEHITABEE 2 BEH
HiFMRETE VIF 8B - B RE 1.79 - MBEE1.79-

{h ~ F5emER R
— ~ WESERS AT i

EEBETE Q-V-B BAFTERZWIFEIEFE 2 - —REE EHEEBENE
Bt 22 D EERA THAI ME R 3k OB R T . (Bridges and Florsheim, 2008) @ #R14 B AL |H
JE BV LR T (e.g., Cowles, Kiecker, and Little, 2002; Keeney, 1999) © &4 Byl A
HEm TR AR B2B (B MRRGHIAC 51T R - IR THH I E B I6 15 22 55 AR HY
AR EEEE IS E TR o AR BB R A & A 15 AR ZAI9E
SRR g P By B A AT T R IS5 2 8K (e.g., Bharadwaj and Matsuno, 2006; Kim
and Li, 2009; Kim et al., 2007; Lin et al., 2012; Lin et al., 2013) ; JGEAE G A 5 A AEL ]
EREE FRERREE TN E D - RIHAFER RG22 5 AR s 2 Q-V-B &
ARTERZ KRR - EEHEER L - AHeE— D F AR EES - B2 SRk
Ao E RS ~ JEREGEEAR - WEE—ERIRFEE T A5 AR AR
R 5 BIEEAS B A A Q-V-B fE =Xt DA 0 AR 755 Ry B 4 60 e 21 B s Al A e
AT Rl -

WrFeAs A ag R - DIE ISR ELE G ATE Ry Q-V-B B RTAIRIIT 4L
o BRT BRSO S HIE EE RO 2N - B ER AR AL EH & A
HIRBALR » MBI E A TR R AL E A B A A A SR - BURA
Gy A - U H S E G B AT B R RA S R A5 2 P L R L B B
fH1E - MEFIA RN ERCEENE RIS » IRTT SRR 1Y AZ 1 B (RS2 70 i
EI NG - A L IR T EERS B R (RE5E - BOEM - Ssriiil
EHZE  2011) o BAMEBIFEHIF - AR R - EERFEE AIIFHET
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AR B R BE R AT (e P RS ~ BDER - MRS AR A R GREE Rl S i AR E B
FHBRIRE A H IS R ERVIRTTER - fEE AN ENEREE A IRAVIRS T - BIRE
A FE—FH— & ZEEI Al BB TR &N - L/AACRFETH LR - JTRe Rt U RGEE R
FIEME - E A RE R B AR B P AN R E E IR (SRR RO LB E R AL — - 55
— 7 - A EERRHE &R B B T B 2 AL aR S IR AT AN E AU A 2 B A
ZEHE - R E RS St EFRES TR TR 1 B BT R A S B AR s R AR - (HATHNE
BRATEEFNEIRE(E - M/EEIRE R B a4 refHE - et rlpE R &= A
N ERBEE B P P E S —(E ATREAV IR AL 5 F2E - 1RAE B & AN A R el
B R ZE RGN

EFGEREHRACSE B INHE B LA AR PRI - tRPEH R B RS NEE
TThRIE AR AE & - I SEH R EEBR A e R EE O - BE A E RS
Barih  AreHE R m 2R A IR - FTLUEEERRATE TR HE A HERM NS
R R EER IR E R RS - B IR IR 2 RS B B TR AU AL (Mattila,
2001) - JREHE & L7880 B e by H R EEEAG  5 RITENS B ks AR 3 DARE A H '
&% (Zeithaml et al., 1996) - FHE I - F—FEFIEHE AV IREVI T EEE - 51
AR T B AR - HERCEEGEEE BN EE R AR S AW E (SH%
2006) - FTLAZZ S A Em P B B S AR S AREERZEIE N A/
B EREE B LAEEERIMTT

j\_-::“
S5 > RS AR A SR EE T T 0 Q-V-B R RER AR R

mn B RS NS R - BRAESEINE R T R EBRRIBR T RILZAN - 4l
BHEESEAZETRER - {58 EEREEHE S HERTIERERBHIT
BEREGEBEIT R - AEEEVPERIABEILAE L E RS TR
B T BHR Q-V-B 8 AR A 5% AY Bl 8% IR 755 16 B2 AR 79 SR BT » AT 92 B s SR o B
Cronin et al. (2000) ~ Petrick (2004) SEHFFefUfSam—3 - HEENE @ FEHEERK
WE T RIEE S > B EENVEESHEEERRAESE - HLrAEEEE 25
B B A IR T S L T B A R A

a

L P B R B R

DUHEBERTTHERHE - 5 EZEREEREHEENFR > AEH
FETE RERFAE » RIRE (D RO 78 2 A8 Rt BMEE Y A U A - 5 e At B AR S
WREHEEGREREE TR » (EEERaa BRSO  HE = S EER
brTRERHEEBE R LESSes (CBRRIEEEFHE) - IR E i E a2 e A
2 PpeAmE (BEARHE) - FrbiA & HEE Q-V-B I AIRT RN A
M SRRERE SR ~ BAGRIIRE © TR E R s - DU RS (PR B IR RHE - ZERN
FEHE B A HE T 5T B LE A T Y AR R RV A SR BB - AT SRR 2R (22 5)
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ERENEFIAETT - LAZHIFIRGE B At B R (E i [7) - 20804 RESeEERY R RV B AR
FHA A2 5% (Blau, 1964; BFAEEE » 2014) A FRLAVES - BRI
7 30 Ty A HA T FEAS IR 2 KB AR REAS » Pl DUASHF 92 B R AE T S & R R A e Y
Q-V-B 1A DUR il B AN 22 By AN Gy B it — ([ 2 B s B AN R 3T 0 & B AR
BHAZHATT Ry HIZERE -

PUBEREIE B EE R T e T RiE R E AN = - B S R
BT R BE R AT - RS AL S R RIR A G AS - 34 A e st T RE W B 3R -
SRR AL S SR T A T oK E LIRS A ~ RRERIRA » BB E BRI
EFRFE R IAF S - BEEME AR AZ 5 A (Williamson, 1975, 1985)  fR#E
Williamson (1975, 1985) HYAE Gy EA TG » 22 5 AR ZE A A F A PR EE MR B v - 26
FRIEET A ATEROERER - & E PR MR B 45 B - I AR TG B b - RIIAT DU ELRR A7
TR AR Ry T e & e e B M i AR BGOSR A - DUR A HARR FA P B 1T Ry T 72
EVEOE T EGR BB MMATAEREFEEEECAR - FHELATH] - SRR - BRT JEEL
7 B AR S A E S I S8R AN 24 - B E T REEEINERA - 5B RERTE
E RS RN B R R E G B R (Barney and Ouchi, 1986) ©

e —(EE B EE AR T AT RSN - AU S —THERIERRAR S
RS B Y & AR SR B A B 1% 1T E TR M M B A R fif RS Q-V-B IR B AR - i
LHEE M ICERET 22 5 AR BT R BRI 2 (e.g., Kim and Li, 2009; Teo and Yu, 2005;
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Summary

Marketing scholars have long used the perceived quality-perceived value-behavior
intention (Q-V-B) model to examine customer purchasing behavior (Sweeney and Soutar,
2001). This research model emphasizes that to maintain continuous purchasing behavior,
firms should satisfy customer needs by concentrating on the quality and value of their
products or services. However, numerous related studies have demonstrated that customers
are unlikely to precisely recognize intangible quality and value before purchase. Thus, using
the model to investigate service products is difficult (Kwun and Oh, 2004). Furthermore,
service is also indivisible (Kotler, 2000). When purchasing a service, customers must
participate with the producers (such as a travel or medical service) to experience the quality
and value of the service. In this manner, customers will consider whether the service would
be a truthful product and whether the suppliers would prioritize the benefits of customers if a
conflict were to arise. These characteristics of service suggest vsing the Q-V-B model alone
to explain customer purchasing behavior and neglecting the evaluation elements, particularly
the cost elcoments before purchase may influence the efficacy of the model.

The main task of marketing lies in solving the problem of “exchange”. Thus, transaction
cost economics (TCE), which demonstrates how to improve transaction efficiency, can be
used to explain customer purchasing behavior (Chiou and Droge, 2006; Rindfleisch and
Heide, 1997). According to the TCE concept, customers may face the transaction cost of
decision-making during a purchasing (Transaction Process), such as the information
searching cost that develops when customers, to complete the transaction, collect and
analyze the function and price of products. Furthermore, even after the transaction,
customers may question whether the products are equipped with the functions claimed by the
purchase agreement or advertisement; moral hazard costs arise thereafter. Consequently, this
study adopts the main concept of TCE, namely information searching cost and moral hazard

cost, to assess the impact of these two costs on Q-V-B.
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To ensure a context in which customers inevitably face high transaction costs for
service products, the study examines tourism products. Purposive sampling was adopted to
ensure that customers experience the entire tourism product purchasing and experiencing
process. The construct of transaction cost should be investigated before tourists experience
the product to avoid the experience influencing their answers to cost-related questions. Tour
managers told travelers to complete the transaction cost-related section of a survey before
departing. Each questionnaire was numbered and the tourists received the same
questionnaire on the final day to complete the remaining sections, which concerned
perceived quality, perceived value, and behavior intention. A total of 111 valid questionnaires
were received.

Empirical results indicate that in the research model in which information searching
cost and moral hazard cost serve as the antecedents of Q-V-B, information searching cost
significantly affects perceived quality negatively; however, the association between
information searching cost and perceived value is not supported. Moral hazard cost
significantly affects both perceived quality and perceived value negatively, suggesting a high
transaction cost. Moral hazard cost indeed reduces the perceived quality and perceived value
of service products. Hence, the results suggest that in addition to creating positive qualities
or values, firms should pay more attention to how cost elements influence customer
decision-making. The empirical results also correspond to the actual phenomenon of the
tourism industry. Tourism service is a product with experience attributes (Mattila, 2001).
Customers purchasing a service cannot evaluate the quality without existing first-hand
experience and subjective judgment (Zeithaml et al., 1996). Thus, the exchange relationship
between tourism agents and customers contain numerous problems of information
asymmetry. A high level of information asymmetry reduces customer perception of tourism
service quality. The moral hazard cost, which refers to customers’ worries and doubts about
whether the agents will fulfill the service agreements after the transaction relationship is
established, greatly influences customer perception of the quality and value of products and
services. To reduce consumers’ moral hazard cost, firms must facilitate consumers’ employ
to correspond to their evaluation before purchase, particularly in a sector as experience-
oriented as tourism. Customers must actually experience to judge whether they have received
what they were promised. If the product or service fails to deliver the promised performance,
the consumer’s trust in the firm decreases. As the halo effect strengthens, negative cognition
of a product or service will develop, and in the long-term, damage the firm’s moral image.

Because moral hazard cost is a negative element, managers should understand the type of

213



FoSh s H o~ Fo AR AR AT 2 T 8 WA 20T 5 — R Sy A A IRLES

risks that customers may perceive when offering the company’s products or services.
Managers should also consider means of reducing consumers’ moral hazard cost to more
effectively ensure positive perceptions of the quality and value of the product or service.
Finally, the hypotheses of Q-V-B model in the tourism context are partially supported;
though the association between perceived quality and behavior intention is not supported,
perceived quality is found to positively affect perceived value, and perceived value is
demonstrated to positively affect behavior intention. Most critically, the importance of
perceived value appears to exceed that of perceived quality in determining final purchasing
behavior. As such, value is indeed the crucial element that drives customers to purchase
tourism products. In conclusion, besides establishing a more comprehensive Q-V-B model
framework, the empirical results of this study incorporate transaction cost theory into the
discussion of customer values, thereby enriching the research into consumer behavior and
enabling managers to more effectively consider how transaction cost affects customer
behavior, other than enhancing repurchase behavior by creating customer values.

The study examines the two negative antecedents of TCE: information searching cost;
and moral hazard cost; without investigating monetary sacrifice (customers’ subjective
perceived price) or individual variations in behavior intention. Therefore, the study suggests
that subsequent research could thoroughly examine monetary cost and learning experience
cost as means of intensifying the necessity and broadness of cost constructs. Furthermore,
another TCE cost concept, specific assets, has not been discussed. Tourism product
purchasers do not usually make the same purchase multiple times and seldom face specific
holdup costs arising from specific assets. Hence, the current study does not consider this cost
concept in the context of tourism service. Nevertheless, subsequent studies should consider
the impact of specific assets on the Q-V-B model; for example, how aviation industry
promotions such as frequent flyer programs influence consumer behavior. As long as
customers adopt such a program, they are unable to receive similar benefits through other
airlines, therefore such benefits become a holdup cost. Thus, future studies could determine
whether such promotions engender specific holdup costs and influence customer decision-

making process.
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