
- 95 - 
 

參考文獻 

一、中文文獻 

沈士琪(2008)，網路商店之消費者體驗及上站忠誠度之關係，高雄

海洋科技大學運籌管理所未出版之碩士論文，8-13。 

 

李尚儒，陳禎祥(2004)，網際網路虛擬環境下顧客滿意度與顧客忠

誠度之相關探討，遠東學報，21(4)，625-638。 

 

何語瑄(2005)，資訊科技融入教學與數為落差，生活科技教育月刊，

38(6)，58-63。 

 

吳肇銘(2006），影響消費者網站忠誠度之因素研究－以購物型網

站為例，資訊管理展望，8(1)，7-16。 

 

孟祥森(2000)，社群時代，台北：方智出版社。 

 

俞可平(1999)，社群主義，台北：風雲論壇。  

 

陳琦，劉儒德(1997)，信息技術教育應用，北京：人民郵電出版社，

1-10。 

 

楊聖慧(2001)，以體驗行銷之觀點探討網路之虛擬社群經營模式，

銘傳管理科學研究所未出版之碩士論文，13。 

 

 



- 96 - 
 

二、英文文獻 

Cohen, W. M. & Levinthal, D. A. (1990). Absorptive capacity: A new 

perspective on learning and innovation. Administrative Science 

Quarterly, 35(1), 128-152. 

   

Cohen, A. (1985). The Symbolic Construction of community. New 

York: Routledge, 22-52. 

 

Davenport, T. H., & Prusak, L. (1998). Working knowledge: How 

organizations manage what they know. Boston: Harvard Busi-

ness School Press, 120-133. 

 

Day, G. S. (1969). A two-dimensional concept of brand loyalty.  

Journal of advertising research, 9(3), 29-35. 

 

DeSanctis, G., & Gallupe, B. (1987). A foundation for the study of 

group decision support systems. Management Science, 33(5),  

589-609. 

 

Dick, A. S., & Basu, K. (1994). Customer loyalty: Toward an inte-

grated conceptual framework. Journal of the Academy of Mar-

keting Science, 22(2), 99-113. 

 

Fornell, C. (1992). A national customer satisfaction barometer: The 

Swedish experience. Journal of Marketing, 56(1), 6-21. 

 

Gillespie, A., Krishan, M., Oliver, C., Olsen, K. & Thiel, M. (1999). 



- 97 - 
 

Onlinebehavior: stickness [Online]. Available: 

http://ecommerce.Vanderbilt.edu/Student.Projects/stickiness 

[2000, June 5]. 

 

Gronholdt, L., Martensen, A., & Kristensen, K. (2000). The rela-

tionship between customer satisfaction and loyalty: 

Cross-industry differences. Total Quality Management, 11(4), 

509-514. 

 

Hagel, J., III., & Arthur, G. A. (1997). Net gains: Expanding markets 

through virtual communities. Boston:  Harvard Business 

School Press, 113-150. 

 

Jacoby, J. & Chestnut, R. W. (1978). Brand loyalty measurement and 

management. New York: John Wiley. 

 

Jones, T. O., & Sasser, W. E., Jr. (1995). Why satisfied customers 

defect. Harvard Business Review, 73(6), 88-99. 

 

Komito, L. (1998). The net as a foraging society: Flexible communi-

ties. The Information Society, 14(2), 97-106. 

 

Leavitt, H. J., & Whisler, T. L. (1958). Management in the 1980’s, 

Harvard Business Review, (Nov-Dec), 41-48.  

 

Luftman, J. N. (1996). Applying the strategic alignment model. 

Competing in the information age: Strategic alignment in prac-



- 98 - 
 

tice. New York: Oxford University Press, 43-69. 

 

Oliver, R. L. (1999). Whence consumer loyalty? Journal of market-

ing, 53(Special issue), 33-44. 

 

Ray, O. (1993). Big companies plug big causes for big gains. Busi-

ness & Society Review, 83(5), 22-23. 

 

Reichheld, F., & Schefter, P. (2000). E-loyalty: Your secret weapon 

on the web. Harvard Business Review, 78(4), 94-102. 

 

Rheingold, H. (1993). The virtual community: Homesteading on the 

electronic frontier. Massachusetts: Addison Wesley, 18-36. 

 

Robert, D. (1997). How to use problem-based learning in the class-

room. Virginia: Association for Supervision and Curriculum 

Development. 

 

Selnes, F. (1993). An examination of the effect of product perfor-

mance on brand reputation, satisfaction and loyalty. European 

Journal of Marketing, 27(9), 19-35. 

 

Smith, E. R. (2001). Seven steps to building e-loyalty. Medical Mar-

keting and Media, 36(3), 94-102. 

Srinivasan, S. S., Anderson, R., & Ponnavolu, K. (2002). Customer 

loyalty in E-commerce: An exploration of its antecedents and 

consequences. Journal of Retailing, 78(1), 41-50. 



- 99 - 
 

 

Stacey, M (1974). The myth of community studies. London: Frand 

Cass and Company, 13-26. 

 

Turkle, S. (1998). Life on the screen: Identity in the age of the Inter-

net. New York: Simon & Schuster. 

 


