% £ XK

\\

—

Gobe, M. (2001) » Z APE L4748 (FE3E) &b EGER
(B % 2001 4 4 #R) -

#F A (2004) > BERATH MR E BB X M AAEF > BRI REK
FEETHEAEAMREIRZA LI -

X ®(2002) > £ % & 4t o dr: SASISTAT fE R % ik > &bt
i AL

BRek $(2003) 0 AE 2K  LISREL gh38 % ~ BulgmLE A >
S BEZR-

B A% A% (2004) > miib 31357 80 B8 & A48 5k R 5 4 88 50 b & % B8 oK
ERBEZHR BIL2BERRRKERTHILARERZ
A8 3 SL e

-08-



2

—_— -,

—" \3{%[167\

Anderson, E. W., & Sullivan, M. W. (1993). The antecedents and
consequences of customer satisfaction for firms. Marketing
Science, 12(2), 125-143.

Andreasen, A. R. (1983). Consumer satisfaction in loose monopolies:
The case of medical care. Journal of Public Policy & Marketing,
2, 122-135.

Arndt, J. (1967). Role of product-related conversations in the diffusion
of a new product. Journal of Marketing Research, 4(3),
291-295.

Bagozzi, R. P., & Yi, Y. (1988). On the evaluation of structural equa-
tion models. Journal of the Academy of Marketing Science,
16(1), 74-94.

Baker, J. (1987). The role of the environment in marketing services:
The consumer perspective. In J. A. Czepiel, C. A. Congram, & J.
Shanahan (Eds.), The services challenge: Integrating for
competitive advantage, (pp.79-84). Chicago, Illinois: American
Marketing Association.

Bansal, H. S., Irving, P. G., & Taylor, S. F. (2004). A three-compon-
ent model of customer commitment to service providers. Jour-
nal of the Academy of Marketing Science, 32(3), 234-250.

-99-



Barsky, J. D. (1995). World-class customer satisfaction. Burr Ridge,

Ilinois: Irwin.

Bearden, W. O. (1983). Profiling consumers who register complaints
against auto repair services. Journal of Consumer Affairs, 17(2),
315-335.

Bejou, D., & Palmer, A. (1998). Service failure and loyalty: An
exploratory empirical study of airline customers. Journal of
Services Marketing, 12(1), 7-22.

Bentler, P. M. (1995). EQS: Structural equations program manual.
Encino, California: Multivariate Software.

Berry, L. L. (1983). Relationship marketing. In L. L. Berry, G. L.
Shostack, & G. D. Upah (Eds.), Emerging perspectives on
services marketing, (pp.25-28). Chicago: American Marketing
Association.

Berry, L. L. (2000). Relationship marketing of services: Growing
interest, emerging perspectives. In J. N. Sheth & A. Parvatiyar
(Eds.), Handbook of relationship marketing, (pp. 149-170).
Thousand Oaks: Sage Publications.

Berry, L. L., & Parasuraman, A. (1991). Marketing services: Compet-
ing through quality. New York: The Free Press.

- 100 -



Bickart, B., & Schindler, R. M. (2001). Internet forums as influential
sources of consumer information. Journal of Interactive
Marketing, 15(3), 31-40.

Bitner, M. J. (1990). Evaluating service encounters: The effects of
physical surroundings and employee responses. Journal of
Marketing, 54(2), 69-82.

Bitner, M. J. (1992). Servicescapes: The impact of physical surroun-
dings on customers and employees. Journal of Marketing, 56(2),
57-71.

Blodgett, J. G., Wakefield, K. L., & Barnes, J. H. (1995). The effects
of customer service on consumer complaining behavior. The
Journal of Services Marketing, 9(4), 31-42.

Bolfing, C. P. (1989). How do customers express dissatisfaction and
what can service marketers do about it? Journal of Services
Marketing, 3(2), 5-23.

Bolton, R. N. (1998). A dynamic model of the duration of the
customer’s relationship with a continuous service provider: The

role of satisfaction. Marketing Science, 17(1), 45-65.

Bone, P. F. (1995). Word-of-mouth effects on short-term and long-
term product judgments. Journal of Business Research, 32(3),
213-223.

-101 -



Bove, L. L., & Johnson, L. W. (2000). A customer-service worker
relationship model. International Journal of Service Industry
Management, 11(5), 491-511.

Bove, L. L., & Johnson, L. W. (2001). Customer relationships with
service personnel: Do we measure closeness, quality or strength?
Journal of Business Research, 54(3), 189-197.

Bowen, J. T., & Shoemaker, S. (1998). Loyalty: A strategic commit-
ment. Cornell Hotel and Restaurant Administration Quarterly,
39(1), 12-25.

Bristor, J. M. (1990). Enhanced explanations of word of mouth com-
munications: The power of relationships. In L. G. Schiffman &
L. L. Kanuk (Eds.), Consumer Behavior. New Delhi: Prentice-
Holl of India.

Brown, J. J., & Reingen, P. H. (1987). Social ties and word-of-mouth
referral behavior. Journal of Consumer Research, 14(3), 350-
362.

Brown, S. W., Fisk R. P., & Bitner M. J. (1994). The development and
emergence of services marketing thought. International Journal
of Service Industry Management, 5(1), 21-48.

Chaudhuri, A., & Holbrook, M. B. (2001). The chain of effects from
brand trust and brand affect to brand performance: The role of

-102 -



brand loyalty. Journal of Marketing, 65(2), 81-93.

Coleman, J., Katz, E., & Menzel, H. (1966). Medical innovation: A
diffusion study. New York: Bobbs-Merrill.

Cronin, J. J., Jr., & Taylor, S. A. (1992). Measuring service quality:
A reexamination and extension. Journal of Marketing, 56(3),
55-68.

Datta, P. R. (2003). The determinants of brand loyalty. Journal of
American Academy of Business, Cambridge, 3(1/2), 138-144.

Day, G. S. (1969). A two-dimensional concept of brand loyalty.
Journal of Advertising Research, 9(3), 29-35.

Day, G. S. (1971). Attitude change, media and word of mouth.
Journal of Advertising Research, 11(6), 31-40.

Day, R. L. (1980). Research perspectives on consumer complaining
behavior. In C. Lamb & P. Dunneo (Eds.), Theoretical
developments in marketing, (pp. 211-215). Chicago: America
Marketing Association.

Day, R. L. (1984). Modeling choices among alternative responses to

dissatisfaction. Advances in Consumer Research, 11(1),
496-499.

-103 -



Day, R. L., & Landon, E. L. (1977). Toward a theory of consumer
complaining behavior. In A. G. Woodside, J. N. Sheth, & P. D.

Bennett (Eds.), Consumer and industrial buying behavior (pp.
425-437). New York: North Holland.

Derbaix, C., & Vanhamme, J. (2003). Inducing word-of-mouth by

eliciting surprise-A pilot investigation. Journal of Economic
Psychology, 24(1), 99-116.

Dewen, J. (1963). Experience and education. New York: Macmillan
Publishing.

DeWitt, T., & Brady, M. K. (2003). Rethinking service recovery
strategies: The effect of rapport on consumer responses to

service failure. Journal of Service Research:JSR, 6(2), 193-207.

Dichter, E. (1966). How word-of-mouth advertising works. Harvard
Business Review, 44(6), 147-166.

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

integrated conceptual framework. Journal of the Academy of
Marketing Science, 22(2), 99-113.

Donovan, R. J., & Rossiter, J. R. (1982). Store atmosphere: An envi-

ronmental psychology approach. Journal of Retailing, 58(1),
34-57.

-104 -



Engel, J. F., Blackwell, R. D., & Miniard, P. W. (1995). Consumer
behavior (8th ed.). Fort Worth: Dryden Press.

Esgate, P. (2002). Pine and Gilmore stage a fourth think about expe-
rience. Strategy & Leadership, Chicag, 30(3), 47-48.

Flott, L. W. (2002). Customer satisfaction. Metal Finishing, 100(1),
58-63.

Fornell, C. (1992). A national customer satisfaction barometer: The
swedish experience. Journal of Marketing, 56(1), 6-21.

Garbarino, E., & Johnson, M. S. (1999). The different roles of
satisfaction, trust, and commitment in customer relationships.
Journal of Marketing, 63(2), 70-87.

Gautier, A. (2003, September). Think again: Why experiential
marketing is the next big thing. NZ Marketing Magazine, 8-15.

Geyskens, 1., Steenkamp, J. E. M., & Kumar, N. (1999). A
Meta-Analysis of satisfaction in marketing channel relationships.
Journal of Marketing Research, 36(2), 223-238.

Gilly, M. C. (1987). Postcomplaint processes: From organizational

response to repurchase behavior. Journal of Consumer Affairs,
21(2), 293-313

- 105 -



Gilly, M. C., Graham, J. L., Wolfinbarger, M. F., & Yale, L. J. (1998).
A dyadic study of interpersonal information search. Journal of
the Academy of Marketing Science, 26(2), 83-100.

Gitomer, J. H. (1998). Customer satisfaction is worthless: Customer
loyalty is priceless. Marietta, Georgia: Bard Press.

Griffin, J. (1995). Customer loyalty: How to earn it, how to keep it.
New York: Simmon & Schuster Inc.

Gwinner, K. P., Gremler, D. D., & Bitner, M. J. (1998). Relational
benefits in services industries: The customer’s perspective.
Journal of the Academy of Marketing Science, 26(2), 101-114.

Hair, J. F., Anderson, R. E., Tatham, R. L., & Black, W. C. (1995).
Multivariate data analysis with readings. New Jersey: Prentice
Hall.

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

Herr, P. M., Kardes, F. R., & Kim, J. (1991). Effects of word-of-
mouth and product-attribute information on persuasion: An
accessibility-diagnosticity perspective. Journal of Consumer
Research, 17(4), 454-462.

Heskett, J. L., Sasser, W. E., Jr.,, & Hart, C. W. L. (1990). Service

- 106 -



breakthroughs: Changing the rules of the game. New York: The
Free Press.

Heskett, J. L., Sasser, W. E., Jr., & Schlesinger, L. A. (1997). What is
strategy? Harvard Business Review, 75(2), 158-160.

Holbrook, M. B. (2000). The millennial consumer in the texts of our
times: Experience and Entertainment. Journal of Macromark-
eting, 20(2), 178-192,

Hu, L., & Bentler, P. M. (1999). Cutoff criteria for fit indexes in
covariance structure analysis: Conventional criteria versus new

alternatives. Structural Equation Modeling, 6, 1-55.

Jacoby, J., & Jaccard, J. J. (1981). The sources, meaning, and validity
of consumer complaint behavior: A psychological analysis. Jou-
rnal of Retailing, 57(3), 4-24.

Jarrett, P. E. M., Wallace, M., Jarrett, M. E. D., & Keeling, N. J.
(1996). Experience of a hospital hotel. Ambulatory Surgery,
4(1), 1-3.

Jones, T. O., & Sasser, W. E., Jr. (1995). Why satisfied customers
defect. Harvard Business Review, 73(6), 88-91.

Joreskog, K. G., & Sorbom, D. (1986). LISREL V: Analysis of linear
structural relationships by maximum likelihood, instrumental

-107 -



variables, and least squares methods. Mooresville, IN: Scientific
Software.

Katz, E., & Lazarsfeld, P. F. (1955). Personal influence: The part
played by people in the flow of mass communications. New
York: The Free Press.

Kelley, S. W., Donnelly, J. H., Jr., & Skinner, S. J. (1990). Customer
participation in service production and delivery. Journal of
Retailing, 66(3), 315-335.

Keng, K. A., Richmond, D., & Han, S. (1995). Determinants of
consumer complaint behaviour: A study of singapore consumers.
Journal of International Consumer Marketing, 8(2), 59-76.

Kotler, P. (1992). Marketing’s new paradigm: what’s really happening
out there. Planning Review, 20(5), 50-52.

Liljander, V., & Roos, I. (2002). Customer-relationship levels -from
spurious to true relationships. The Journal of Services
Marketing, 16(7), 593-614.

Liljander, V., & Strandvik, T. (1993). Estimating zones of tolerance in
perceived service quality and perceived service value. Interna-
tional Journal of Service Industry Management, 4(2), 6-28.

Liljander, V., & Strandvik, T. (1995). The nature of customer rela-

- 108 -



tionships in services. In T. A. Swartz, D. E. Bowen, & S. W.
Brown (Eds.), Advances in services marketing and management,
2(pp.141-167). London: JAI Press Inc.

Lovelock, C. H. (1983). Classifying services to gain strategic marketing
insights. Journal of Marketing, 47(3), 9-20.

Mano, H., & Oliver, R. L. (1993). Assessing the dimensionality and
structure of the consumption experience: Evaluation, feeling,
and satisfaction. Journal of Consumer Research, 20(3),
451-466.

Martin, C. L. (1996). Consumer-to-consumer relationships: Satisfac-
tion with other consumers' public behavior. Journal of Consu-
mer Affairs, 30(1), 146-169.

Maxham, J. G., Sr. (2001). Service recovery’s influence on consumer
satisfaction, positive word-of-mouth, and purchase intentions.
Journal of Business Research, 54(1), 11-24.

McDonald, R. P., & Ho, M. R. (2002). Principles and practice in
reporting structural equation analyses. Psychological Methods,
7(1), 64-82.

McMullan, R., & Gilmore, A. (2003). The conceptual development of
customer loyalty measurement: A proposed scale. Journal of
Targeting, Measurement and Analysis for Marketing, 11(3),
230-243.

- 109 -



Morgan, R. M., & Hunt, S. D. (1994). The commitment-trust theory of
relationship marketing. Journal of Marketing, 58(3), 20-38.

Muller, W. (1991). Gaining competitive advantage through customer
satisfaction. European Management Journal, 9(2), 201-211.

Murray, K. B. (1991). A test of services marketing theory: Consumer
information acquisition activities. Journal of Marketing, 55(1),
10-25.

Naylor, G., & Kleiser, S. B. (2000). Negative versus positive word-of-
mouth: An exception to the rule. Journal of Consumer Satisfac-
tion, Dissatisfaction and Complaining Behavior, 13(1), 26-36.

Nunnally, J. C. (1978). Psychometric theory (2nd ed.). New York:
McGraw-Hill.

Oliver, R. L. (1999). Whence consumer loyalty? Journal of Marketing,
63, 33-44.

Oliver, R. L., Rust, R. T., & Varki, S. (1997). Customer delight:
Foundations, findings, and managerial insight, Journal of Re-
tailing, 73(3), 311-336.

Oliver, R. L., & Swan, J. E. (1989). Consumer perceptions of
interpersonal equity and satisfaction in transactions: A field
survey approach. Journal of Marketing, 53(2), 21-35.

- 110 -



Parasuraman, A., Zeithaml, V. A., & Berry, L. L. (1985). A concep-
tual model of service quality and its implications for future re-
search. Journal of Marketing, 49(4), 41-50.

Patterson, P. G., & Smith, T. (2003). A cross-cultural study of
switching barriers and propensity to stay with service providers.
Journal of Retailing, 79(2), 107-120.

Pine, B. J., & Gilmore, J. H. (1998). Welcome to the experience
economy. Harvard Business Review, 76(4), 97-105.

Pine, B. J.,, & Gilmore, J. H. (1999). The experience economy.
Harvard, Massachusetts: Harvard Business School Press.

Poulsson, S. H. G., & Kale S. H. (2004). The experience economy and
commercial experiences. The Marketing Review, 4(3), 267-277.

Price, L. L., & Feick, L. F. (1984). The role of interpersonal sources in
external search: An informational perspective. Advances in
Consumer Research, 11(1), 250-255.

Pritchard, M. P., Havitz, M. E., & Howard, D. R. (1999). Analyzing
the commitment-loyalty link in service contexts. Journal of the
Academy of Marketing Science, 27(3), 333-348.

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

-111 -



Reingen, P. H., & Keman, J. B. (1986). Analysis of referral networks
in marketing: Methods and illustration. Journal of Marketing
Research, 23(4), 370-378.

Richins, M. L. (1983). Negative word-of-mouth by dissatisfied consu-
mers: A pilot study. Journal of Marketing, 47(1), 68-78.

Rifkin, J. (2001). The age of access: The new culture of hypercapita-
lism, where all of life is a paid-for experience. New York: J. P.
Tarcher.

Robertson, T. S. (1971). Innovative behavior and communication.
New York: Holt, Rinehart and Winston.

Schmitt, B. H. (1999). Experiential marketing: How to get customers
to sense, feel, think, act and relate to your company and brand.
New York: Free Press.

Selnes, F. (1993). An examination of the effect of product performa-
nce on brand reputation satisfaction and loyalty. European Jou-
rnal of Marketing, 27(9), 19-35.

Shemwell, D. J. J., & Cronin, J. J. J. (1995). Trust and commitment in
customer/service-provider relationships: An analysis of differ-
ences across service types and between sexes. Journal of Cus-
tomer Service in Marketing and Management, 1(2), 65-75.

-112 -



Silverman, G. (1997). Harvesting the power of word-of-mouth.
Potentials in Marketing, 30(9), 14-16.

Singh, J. (1988). Consumer complaint intentions and behavior:
Definitional and taxonomical issues. Journal of Marketing,
52(1), 93-107.

Singh, J. (1990). A typology of consumer dissatisfaction response
style. Journal of Retailing, 66(1), 57-99.

Singh, J., & Sirdeshmukh, D. (2000). Agency and trust mechanisms in
consumer satisfaction and loyalty judgements. Journal of the
Academy of Marketing Science, 28(1), 150-167.

Stephens, H., & Gwinner, K. P. (1998). Why don’t some people
complain? A cognitive-emotive process model of consumer
complaint behavior. Journal of the Academy of Marketing
Science, 26(3), 172-189.

Storbacka, K., Strandvik, T., & Gronroos C. (1994). Managing
customer relationships for profit: The dynamics of relationship
quality. International Journal of Service Industry Management,
5(5), 21-38.

Swan, J. E., & Oliver, R. L. (1985). Automobile buyer satisfaction
with the salesperson related to equity and disconfirmation. In H.
K. Hunt & R. L. Day (Eds.), Consumer satisfaction,

- 113 -



dissatisfaction and complaining behavior. Bloomington,
Indiana: Indiana University Press.

Swinyard, W. R. (1993). The effects of mood, involvement, and
quality of store experience on shopping intentions. Journal of
Consumer Research, 20(2), 271-280.

Tax, S. S., & Brown, S. W. (1998). Recovering and learning from
service failure. Sloan Management Review, 40(1), 75-88.

\oss, G. B., Parasuraman, A., & Grewal, D. (1998). The roles of price,
performance, and expectations in determining satisfaction in
service exchanges. Journal of Marketing, 62(4), 46-61.

Warland, R. H., Herrmann, R. O., & Willits, J. (1975). Dissatisfied
consumers: Who gets upset and who takes action. Journal of
Consumer Affairs, 9(2), 148-163.

Webster, C., & Sundaram, D. S. (1998). Service consumption critica-
lity in failure recovery. Journal of Business Research, 41(2),
153-159.

Westbrook, R. A. (1987). Product/consumption-based affective respo-
nses and postpurchase processes. Journal of Marketing Resea-
rch, 24(3), 258-270.

Wilson, D. T. (1995). An integrated model of buyer-seller relation-
ships. Journal of the Academy of Marketing Science, 23(4),

-114 -



335-345.

Wilson, D. T., & Mummalaneni, V. (1986). Bonding and commitment
in buyer-seller relationships: A preliminary conceptualisation.
Industrial Marketing & Purchasing Bradford, 1(3),44-58.

Wirtz, J., & Chew, P. (2002). The effects of incentives, deal proneness,
satisfaction and tie strength on word-of-mouth behaviour.
International Journal of Service Industry Management, 13(2),
141-162.

Zaichowsky, J., & Liefield, J. (1977). Personality profiles of consumer
complaint writers. Consumer satisfaction, dissatisfaction and
complaint behavior, (pp. 124-129) Bloomington: Indiana
University Press.

Zeithaml, V. A. (1981). How consumer evaluation processes differ
between goods and services. In J. H. Donnelly & W. R. George
(Eds.), Marketing of services, (pp. 186-190). Chicago:
American Marketing Association. .

Zeithaml, V. A., Berry, L. L., & Parasuraman, A. (1996). The beha-
vioral consequences of service quality. Journal of Marketing,
60(2), 31-46.

Zeithaml, V. A., & Bitner, M. J. (2003). Services marketing: Integra-
ting customer focus across the firm (3rd ed.). New York: Mc-

-115-



Graw-Hill.

- 116 -



