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Abstract

The objective of this paper is to examine the relationship between the relational bonds of the
e-commerce and the consumers' overall satisfaction across customer perceptions of the
prices on products. Apparently, e-commerce changes the ways of competition. Based on the
past researches, administering relationship marketing is important to cultivate
competitiveness since holding existing customers increases profit and decreases cost for
enterprises. In this paper, two major results are showed. First, the financial and the structural
bonds have positive impacts on online shoppers' satisfaction; however, the social bond does
not. Second, when the customers who perceive lower price of products, the financial, social
and structural bonds are helpful in improving their satisfaction; on the other hand, for the
customers who perceive higher price of products, only structural bond is helpful to
strengthen their overall satisfaction.
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LA - FHFA R AR i A By g n - BERE e s R — R 2 G AT
3 o HERBEEN S ol F RS R R s TR B S BT (Kolsaker & Payne,
2002) > HENEEH TS - A 5 5] 5L 50 B Pl £ SR AL AY 28 & WEEH (Nielsen,
2002) » ANMEAE— A EE RS ER B P T H A N - Ry THRA TS
LUERAAE B ra BRI A7 - BR T FERT = 40 - S0 EE AR CRT T 3Ry A Bl
FHERF R ERIRATR - K - B8 PR BB RARE B (EC-CRM) kR MIS BT
s LW (Romano & Fjermestad, 2002) ©

1 Griffin (1996) AYNFFEH » S5 E S /5 ] DR SR e i n A s B 4 8
HIATEEHN 25% & 35% AR o K - 5 ESEmERTH TaEEE - A1dosmy AT ~ 4%
1SR ATRETE ~ SRR BT SR 2 FE A RE R S AL 5% SR RIS AT iest
HlokB DR - S EMAEFRIVEES (Armstrong & Kotler, 2000; Lemon, White,
& Winer, 2002) = HhAb - B REAT B 2UME ozl 32 2 220 Bl - A WFsesa b
R TR ] PR E R TS EE /SN2 JLAS (Peppers & Rogers, 1993 )¢ [l
PRITE IR Ry 7 NI AT B R R AW BR GRS 1T SR - [KILLEIAERA (RT3 6%
FRIZHERREB L - BR300 EE B FESYZ — (Berry, 1995; Day, 2000; Lin,
Weng, & Hsieh, 2003)

TR ARG A D B E R ART T R USRI AHR WSS > 40 Berry Eil Parasuraman
(1991) M +2 HARAS AR ERT T 84S & 7 UrT 40 R = MERAY - RIAIRAR RS SRR
F¥ 53 R WA B VYEARS & (Financial Bond) ~ it & PE65 & (Social Bond) ~ KRS HS &5 &
(Structural Bond) » HA BB e il - RS S REEGE - SSEFTRERAG B/ C IS ik
= (Berry & Parasuraman, 1991; Berry, 1995; Peltier & Westfall, 2000; Lin et al., 2003;
Williams, Han, & Qualls, 1998) * SRAELIESCRRY » R T A BIRT TRV ERENTI
B HAFERER A BB | (Peltier & Westfall, 2000; Williams et al., 1998) » [f]
EHA MRS A SE AT R (O 12 38 (o H R R R R AT 10 A 5 SR LY BRI E » ST
Z BN (Garbarino & Johnson, 1999)  [XIt » HRABIRT T FIANIRS S /7 2G5
2~ DAR—REAY RSO e ~ SCGMES A SEAEATRE TG 0 T FESRA T TR B (R 1T S Y  Timgg 7]
HREE S A R R - 55 AT B - SRR AT e EE
BRI TR PR TRy 2% -

EEAh - AELIEWESE B B S RE (Overall Satisfaction) BT MR
(Cumulative Satisfaction) MJEF » HHLRERHIER R ¥R E & sl IRss i B e
BRI RS R — BRFE R T G B0 SRS EAYEEAY 4 (e.g., Garbarino & Johnson,
1999; Mano & Oliver, 1993) = {E Oliver (1999) RFZEH » 718 HE 5 e e B Bl iR R .2
BRfR > il R R B B BT SRR A 2P B © 4E Lemon et al. (2002) LA
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5 Rust B2 Zahorik (1993) FYRFFErT » JREE Ry R 2 i S DR B R A F S TR
BEGRAIBISEIK SR - 7£ Reichheld (1996) FUWFFEH » B HE BB E wsk0 vl RIS 12
TR 40% RURASRSL R - KL > by 7 EEEER SIS e - 1ok B R W
J¥ o DRI AR ERa T R 6RT T8 RS s il S s 3

TEMEEREREE.Z T HEARETF 2 2 H T R FHA T ES A FUA I & e TR A% ek - K]
AP FCET TR T (Lee, 1998) » AUTHFRS T ERIUEE RIS 19134 HEAEHE
B% EAEAE i HAESET N RS EA 20 - {2 Baylis B Perloff (2002) FYRFFIEHS
B EZ T I fd e - Y0 > Clemons ~ Hann B Hitt (1998) JREEHAHEFESE T » AN[E]
TR ST A BE R AR 22 R0 20% 7245« SZRF T S A3 00 I 2 SR 1 SR s
(Lehmann, 2003) = #EARTEEH L - TAWHIREBIET 2 R ETRISAURES 2 - N -
AR BT 2 A LUS SRS AR - A - FNAAYAERE &) E Amazon - HEH
5 A B LA 2 M 5 - R EAR AL A E B T 10% » MeeEanit - Hijids
154G 3R M8RE5E 60% DL I (Daripa & Kapur, 2001) » FHIEATA] » S EAS RIS ST A
[ SR > FEUEHRE Armstron B Kotler (2000) B iS55l banyiitis - Ry
Wi IR A A R - (R BRI S ERENT K ~ F7iE ~ 807k - Kk
T EAERIITHISRNS o KI » FeBE A RIREASCtE A A W pRAV R FE BEAR S - DA
EHAYTR R - ARWETET 58 1HE T 2 0 A S A S E AR A Ry i S har LR - £R5Y
AR S AN EMEA 2 S IR A N R AR RS AU » RO EANRETTHIG -
AE R 2\ EISET SRR ERYFIRS -

it AT o B AR BT R P TR P BR B T H 2 IR o SRR T
HETRERT S - SE FEE FH R AR T T 850y T LAME R s M LU BAER - 5540 - B
(] (B 8% 2 o B S P R A Akt » Lo 2P T8 T R AT RE R PR ANIAE] - AL - AR
HHERAT AN FE A B s T TR RS IRy - TR LI BERAS & T A B s S
RIS TEE Rl 2 2 8% 0 PRI A 2 S BB S (A Ry T 35 e e o
AN Al B RS A 7 B R S S TR ER - B o Al s e AS [E A ] o A
fRULFHRBIT T2 -

Al ~ SERERETER T T IRER
LU 3 I3l B A 15 5 B e 25 i TR ZAH R SRR - I — DF 2 AT SERY

—~ BRRAEGK
Berry (1983) fR{ICHRAITEIAVAL LSS - BEREBIRITHIE " Zilise fthy 2 &
Hli’ﬁ‘ W5 |~ MERFIGEE AR REGR o 10 Armstrong B Kotler (2000) AR BRI THY
g "B E N AR R EG A © MERF © N i Lt R B E R (R A L - RS
Rﬁﬂf%ﬁé*ﬁaﬁfﬂ RIY] - HEUS XA RIUIR(EAE - i sRDy A Fa A R IR R 7
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RRELNIRY - JRBNE A A R AR - AR R AR - DU R B
FHYRIERIBAGR - SrG DL LiwhG - nl Bl BRI R E R a7
% B SRS ERN RIS - B AR T BRI A ARG -

ERAERRA G 70 E - B LIS FAIWISE (e.g., Berry, 1995; Berry &
Parasuraman, 1991; Gwinner, Gremler, & Bitner, 1998; Lin et al., 2003; Morris, Brunyee, &
Page, 1998; Peltier & Westfall, 2000; Williams et al., 1998) » i HA43 BsBA#s e ~ mh &k
BASHEVERS & o Hop S MRS & AR A AR LRIV A SR SEIR] - Bl a 2 i e
7N B G EIRTS (Berry, 1995; Morris et al., 1998; Peltier & Westfall, 2000) » $l41R1 T3
HHRIHE PR FER EAEESE - HIEDEARE R THEATITIE - REE
Ty TG T - WO SR E /PR EUEAR - B B I AER L (M55 F+ 5 (Berry
& Parasuraman, 1991; Peltier & Westfall, 2000) -

Tt SRS AR A A B 2 R A BRI Rt &y e 0% - AAGH ~ RS
i mlfE RS < A A > SRRt @R RV (e.g., Berry, 1995; Gwinner et
al., 1998; Lin et al., 2003; Williams et al., 1998) = ILfE#S 7 7 201 SUE B IR A A SRR
FORFFEVIRIBYE R EIORLE T - MRS S T - BEREAIRES A B ey
FIRA RIS ~ 525/ Vil h S (Berry, 1995; Lin et al., 2003; Williams et al., 1998) -

S3oh—mE T AR ARG & 7 2SR P SR S R AT (B0 L0 2R W i
EHURAYIRES @ B EERIRB A IE EERER R L - TREETIEMa 5% - #5
DR = AR A (Berry, 1995; Morris et al., 1998; Williams et al., 1998) = FHA I
M o T AR S TS R AT f S B R A PR B T2 8 - I8 EE e
AR A% #8 B T DR PR R BEREE - sRES AR EL A FE ST - Thiis Se B AR5 28K
HEETE AT B R RERAS RS LR RE ST - BESb - RS A TR A B R R SRR )
A A 3 R IER] (Rao & Perry, 2002) @ HuE A nISR i A BRI - #0E8
AR RS oY —ER -

HESR DA W e RURBCRAS & ST A 0T G B 1 ~ wh et RS PR S K - AR
WFFEE B b =R T B A ~ S RIS i TRYSRES - HIFE AR
Hik o BT E B A o JHBIAE Berry B Parasuraman (1991) FYWFSE
s R R RS 5 SRS i R S B YAV AR M R AR MRS S T o - AREIM MR R A H]
fei [ S i RV B TR o O R FHE E S RS S 0 2R A S E TR MRS S T
o P MEHEENENEEREVTE o SR =M S T AT BT HETT (e.g., Berry
,1995; Lin et al., 2003; Peltier & Westfall, 2000; Williams et al., 1998) » JREJET it &4
fe e AT —E S SeE T B MRS TSRS MRS SRl A — e S et Tt S A S -
FHAER T Berry Eil Parasuraman (1991) 7F—BH4AMINMIZE g $2 e fhe =0t = a0 - B
{5i7E Berry (1995) HUERFENIZET - IR —FRS S R BT RS S 720 K - A
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WFE) PR < BAGEET T -

L BRI R
a2 R A B R e R T R S R A A S A M Y P S PR 5 L TR B
BEAS SRR 7S B » BRI AE R B B RSB A B - A iR ny — FETAS S FE
(Kotler, 1993) = Churchill Hi Surprenant (1982) HIJJE: R i a8 5 b FRRAZ Lo by
FRAR ~ BE5THT » BRAS Rl by T W R RS AT AR ~ HER ~ O JTEERRAS - Ra
o BB FH A R AT A AU » FHIETTA] - IR B 528 | v S o IR A Y
THI ) B TSR ERSRAIRY RN, 2 A BAE R A RS o A Plummer
(1995) IRy A T o] FH LA T w25 i -
LFREER G © PRI e G W IR A R E W B T Ry BRAIETAL -
2 BATEETY ¢ PRI DA T A I IR S P A R R B A SRR -
FIAR e - E BRI T B M R AR, O IRIER T ST A B DA
SARTRY i S BUR 2R T TRATRT TEIRYERET Y1 (Garbarino & Johnson, 1999) @ fix 1220197
i AR B TES A BB O R IR CRAVT TR T - IR A8 SRS SR AR5
EE SN REEN S  F2 2 E R RS S s - B8 % - By
LIRS 0 40 Mano B Oliver (1993) ~ Garbarino B2 Johnson (1999)
F[R] O] R R i i Ry — RS RSP ERYRTAL BORE - IRIEL - ARWTSEIG R e S AR R skt
1Tt > AENEEE A HERERAY) ~ MK E RS R E i a
ARAE Rl BEAVHHE -

s TR B B AR T B BUBTA G R Z B R

TEE s LR R T 8 B g A R i i S T - DAEEF R E fEtse R g ie
o SRR TRAFRTT 35 B A o s B WS Y (Gengler, Leszczyce, & Popkowski,
1997; Geyskens, 1998) * Z2{zkE5 - Gassenheimer B Ramey (1994) ¥ 1L 939 S/ E
SR S AF AR P R bR A - WFFTHRR B e B AL p ] A B AR B s R s 2 - RS IR B
UL FE RS T2 SR IRASIRY S R A e i F B RIS 0 - W EERS S R e a R -
Il De Young (1986) HILEWFFEAEIs B+ it H R ARTT S5 B R i R BRI AR - AR
FEHL o BERTTIEAALAYREE - R RS M E R EREE s T - I =FRR
TTRERRS & T WA AAE - (HRBUP R LA BERALL - AWTFEhal i E 1
PRSI A - BRI TR EER B EEAYA A - S s B R iR A I AR AT -

TSN TRAPRTT 8 T AYRER A5 & T2 - TESCRREREY nT R R B B i M &
kS A DA AR A S o DA IERS G2k - F R A Rt ey B s A&
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2 By HER& AR - DAl 2 1 N Fl A e B IR (Berry, 1995; Hsieh, Lin, &
Chiu, 2002; Peltier & Westfall, 2000) = XAR{E NFO (¥ A& & sea s —) i
JefaH o EHEER AP MERS A RINY - 53% AUREESSE T & S i e & - FLE AR AAD
1B AR BEEY - Hrh g 47% &S SBERME IR G SRR A E B
(Janoff, 2000) - [XIitt > TERGEREREI) - HRTHAT A A 300 T EAS 5 RIS - DIk
SR Pl o ZRPEEAER TINEES TRV E A - SR E T ok R e & AR
He s M AESRAT 3% o K LR R SR T HE H G e B AR B SR AT ] S R R R
(http://www.esunbank.com.tw/) © LE4F + FAHRE SRR AT EIEA B 1445 5/ nT AE 2 R 2 A1
RS (L T 1 SEE T B v LA A R = b 7 DRI 25 S AR s B e 25 R R A s 2
(Kotler & Levy, 1969) » MR HIRNELEEZ R F 2 B Ay 5 - [R5 7E L B R
FAHEE DU - B E RS R 0T 5 R B AV (B - T $e B RS (Berry &
Parasuraman, 1991) » #CARTFIEEE HRGRATF -

Hi * HEES (PR AU 5 MRS & SR S A e ) s -

SRBRERAS S AUt SRS S AR - BRI AR R S 8 I LAY
SE 20 (Berry, 1995; Lin et al., 2002; Peltier & Westfall, 2000; Williams et al., 1998) » &SR
IRz B H B H TR L BRARIE - SN o] LZeny i mfeaE - o8 RRE i vay
FEEHE (Metcalf, Frear, & Krishnan, 1992) » 1fif € /7 {E AT @i e A BB i g
Vit » A EE T R SRR - 1T S NEEES (Donney & Cannon, 1997) = it @ MRS SER T
Bl B A BRSO - R R B i SRS S YTl (Zeithaml & Bitner,
1996) = fit B PEAS S EMPSEREE T IVRBITF A E R EREERET - B R Bk by 77
g o FENGIEE R EREA AR A B - i 8B EAEERY ST i E (Feinberg &
Kadam, 2002) » [MAEREZ IRV A E) > i b e BT bk > DAfbgE
FAMEHE AT - 4R ERCESE (Janda, Trocchia, & Gwinner, 2002) » 411 © & FH#E%2S
HIfERE L FRR LR IE - ARG ~ WK ZEFEEEEI T2 (hip:/tw.gamania.com/) °
K1 > MBS SEFT E R it S EAS S T SRR S o RS RS B R R
O s HiE et i e H AR A ) > Gl (Korgaonkar & Wolin, 1999) - #iAS
W B LR A R B A W R AR 51 - ARV EER AT -

Ho & M A St ot o A & SRS W s T R s 2 -

o b PR A o 7 U 8 2 R $E L e 2 98 e A 1B AR L i 2 il e i 3 LA A I 255
(Berry, 1995; Peltier & Westfall, 2000) = £S5 DIAERIMFSEH - BE RS IERS &
W B\ Gl AR R A Fe 8 2% (e.g., Berry & Parasuraman, 1991; Lin et al., 2003) * G
HBEAG THEB 2% - HEFIR AR S RN EE - BEI2# » Federal
Express 25 FE L2 B IS I VLEBE R M - R A A5 20 IR Bl 5
(Lovelock, 1994) » FAEH /7 e e A A i A » (ERE AR EE Federal
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Express M HAM/AE] > EERAIERE - BB - BB E R
B R EE /N W] e B RIHAYRELR - IR - NANEFEE R TSMC-Online R# » /g
mﬁ%ﬁ[ﬂﬂﬁﬁﬁﬁ%‘#umﬁwﬁ&%ﬁﬁﬁﬁﬁ AR P A R B S R AR 0 W] A
HAH LSRR SSRGS - FELER LS T RS EN , IS - DEERK
}F‘.’uhﬁl BRI A 22 TP R BEI B2 (Hsich et al., 2002) = IhAh - FI IS SEME E e {3
AV L B ) [9EAYE% B (Feinberg & Kadam, 2002) 545 B REZ 7S b T B¢
HE RV - R A Es - KLk > ARFTed TAER AT

H3 © SRR A SR UL MRS o R I S AT e s -

VU ~ VR R R RS T 1~ B BR AR T B BB A i R i TEE A (e
FALISK » 325 8 dadims i (B R F 2E i BT Y B 224 5R (e.g., Rao & Monroe,
1989; Teas & Agarwal, 2000) * {H&&E G LUMER EALGHEMAYNE - REISERES T
T EERY ST (McConnell, 1968) » {7 {EE{BEAS AL E AV IERBFR (Rust & Oliver,
1994) 5 TE TRGFFEREE T - A EERBECERG S - IHEE B G IMEERE
FIRRZE S B [ERR AR EEAVIMERRER L — » B R E AR e & A
2 I R o A (BT IR - U T 2 o T RS W RN A S ERS T B B N R
% A REERHWEUKAE o AN SRS P B R S AR R T B 1 e R 2
YUE - fEHESE KRAREZ T - A G (Oliver, 1997) « BN EER BSEE it H A
TS MEHU AR PR T8 7 WA MR A S ORI - JTREME L R i - 4 - MR s
Amazon ZfEA& LR EAYEIE T T10% @ (HAGHEEEH S 5 - HARRRE = LR
B RS » FRALE ALY S B 2SS (Daripa & Kapur, 2001) » QA 85 kS & e i
A ST PTREFR (LAY RIS - M RBEHAT REZ B IE AR B YA - DRIECAE S e %5 ot B
/NATEIIRITS IR » LT HINE (Swan & Combs, 1976) ° FEEHNYEE 1 (B4 5
AR - BT A 2 oty BT B AR AGS B A » R 12 it 17— 2L g K YR
FRITEE RIS - B MRS & BRI REEI B A EBNE /KHE - 40 - DUIKME SRS Sk
FREIETHENY ezfly Hi7Rid - $FEHH & BIREEFATREBIARESL > 2¢ 4000 JeHT{EZ7R04E
H (hutp://www.ezfly.com/) = Kl > ASHFFERE 135 B B A [F] e (SRS 2 oy (SR
%) R FEZ A RIRYBALRAS S 7 R B H R - BER UGS -
Ha @ 5T BB ARG & 7 N B A B i A2 2 - Sy B e A 0 7 O R 5 R
fEAS B KA A R A A e -

2 MARLE
— ~ BRUOE # Bl
AHFFEAHRR A e SR B BT T
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(—)METHZRELESFT X

AW R AR S T - AWUESE L2 L2 Berry B
Parasuraman (1991) 5z Berry (1995) FAU53%6 » BIEFEWABIERS S ~ wh @RS & Aohiti
ferr o FEAVEIAL - FEMR I B RE MR DU AR PRI B RAS & 7 Nz ek - B
L =Tk A i - A2 25 HRBIR SRR S 7 N2 S8k > EE T ¢ Bendapudi
Bl Berry (1997) ~ Berry (1995) ~ Berry B Parasuraman (1991) ~ Crosby Eil Stephen
(1987) ~ Lin et al. (2003) ~ Palmer (1995) ~ Wayland £ Cole (1997) ~ Williams et al. (1998)
R A RRRAS S T N E AT [ - (E Rt RIASAY ERE - ARPEIE L
B - eSS ST 20 - REEA RIHROLERE LAYREIA - DASEhRE S 2108 N "RV EE
riEH A 2 J7 K (Berry, 1995; Lin et al., 2003) - Hlr S HE & © SEIA BRIV
BHEEITE7F NS - RO LSRN A G SRV o b e RS = HE RS
N ElFE AR B AT i@ /5 2 (Berry, 1995; Williams et al.,1998) - ffirGERTIE
RIS 2 v e e —20 R SRR HEE AACAIRRES ~ ekl i B e e8] A s IEaAoE A
PRS- FEREPERS S T ARG A BIBRIZELPITT R A EZEAZESD » NI L 2 AR LB
SHRAF BRI INEHRES (Berry, 1995; Lin et al., 2003) = Firfsi oz flir S HI R 2 5 EHS -5
PHRAGS AL IR A AR ES ~ 2 Bl SRS S AERRAY S Stk PR L se B Y S I 35 -

SEWPP RIS - AU SGRE TBTHE S E i E i s » i
T HEEFERERTT ~ BKE SR - GEAREAE AR, - R LIRSS E S
Fep BT R R S P AN LRI BRGR A ER TR T 2Rl R RO T B
B2 - LA - AWFFERE S ps Ry S R R T 4<EhER - IR
EHEEVIRRIT R sk b iBs 2 -

Bet% Ry AWTSE AT 8 B 2 P E AU - ARWEFET92% Delbecq ~ Van de
Ven B Gustafson (1975) f& 2 fEEIE (Delphi) S dETTRIAHE I o KFRIEPIREZF4G N
FIBIATEHE T RaBHEE (RS — (RTINS — (L A LTS TAZRD) ~ =67
AR BHER R 1 Re55 ~ MERRT T8 SIS T8 < B0 TAEE ~ DU HL AR 48
BB - A HEPE RS IR E R, - 7255 — X E i Delphi 2K » HT R
fe e SERERY P fE NG - FESREIEREH ; kEb - JRnf 235 B 5uh EryrTis = 18
TR PERS SR - A —LE B s R A BRI RIS - 52355 — 2K Delphi YR HLIE
BIEREE - AWTFEr AT R e AR R - FrfeElny R SAILE nT A —Sehs R e RS
G 5 5340 » BRS BRI R ] %5 & & OFIAE —#E  /E55 =K Delphi H - FT{§
B R LRI B 43 RIS A SO RO AT » E/AEEPYK Delphi BYFHRBRESGE
FARIZECHIANT - R RIS - FEIMARE A AF] » DI e H I RGRE
IR 5 AEIHTRE EEARE R - MRS HASEZMG M - AFIFRES 5 g
FHR AT FE 68 P A el e TR - k&5 - RGN EEHE E-mail IRSELL
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FURIAE - 3K i P BEER - AW 7R Bk S PG AR b - IR IR A A R

BIEAHE - B A LLE =B FRIATFERT N < Rk 1 - 5K 1 Al izt

720 FREL 7 BEREEHET -
®1 BARBESHXMER

EFrmBEREassl

—HBEEFELAN

1 HEWRABTHEHE SSBINHEASFNER

2 MRS EE AR EIR TR ARSI

3E—IXEBEE  HIAMSEIA S SRS

4 RIS EBAEN - ARHEHAYVTIIE RS E LLEE W

5EERT - ARIEMRAEE - RIE—ERE W RIRBEEITIR

6 A AEIRMHIEREm R NN - EERMEEE—ESER -
A RiE A A R

Berry B2 Parasuraman (1991)
http://www.twngsm.com.tw/

http://iwww.chinatrust.com.tw/
Lin et al. (2003)

Berry (1995)

Delphi technique

“HEEFELAN

7TARIEE—SIRAFANE R » MRHEAEAVBRTS

8 AT AYR AR - MR MR FERk 8 AT B AVBRTS

9 AT S EEBAREHE AT - FIEERANER

10 AARBERMAATNES » LIARIRIFEHEIRINEE

T IEHERET R - MEWRIATREAEALRIR (20 £8FR)

12 HEWR AR AZFRIETE) - S8 EE--FHE

13 HEWRARFRAFIES B

14 ARG MIRIFIEE - ERIREAELAIER

15 HEWEIARNATIEREERRAE

16 FAZE LU A ARBLL LIRMHR LE1GE » AEthey S
1B REEYIZIR

17 HEE LRI A ARIRHNEE - IBREENOSEETARNE
HIMHAMESZSE

Williams et al. (1998)

Engel ~ Blackwell B Miniard (1993)
http://www.scsb.com.tw/

Berry (1995)

Lin et al. (2003)

Berry (1995)

Crosby Ed Stephen (1987)
Crosby £ Stephen (1987)
Palmer (1995)

Wayland £2 Cole (1997)

Delphi technique

—REmENEE A

18 FABE E ST  ARHEH L E%RIFEIE R RFFARE

19 HE R A RN EEREFER AR E T ERMTIE

20 HEWBIARHEMHRENRESMNAERE - HEEE

21 ATHEMHEARTS - 7 RERFEERIRNS E AR M S RIREE
22 HEIAZEAT » A] LR S 1A SR A S 2 EAY EIE

23 ARIEFEGHERNE RN - BHEEENSERTS

24 ARIE B ENRMHIERI I E0BRTS

25 A AREREFEBITBEESN BN - HEBER{FAZE

Palmer (1995)

Delphi technique
Bendapudi E& Berry (1997)
http://www.amazon.com/
Berry (1995)

Lin et al. (2003)

Berry (1995)

Delphi technique

26 A AFHTEEIRHB MhEESLLESTAVEREERE - /EAFERIFAY2%E  Delphi technique
27 BEHT BAAREPELIRE » A AREERLREREZEMARIZ  Delphi technique
28 HIFHFETIHAESR » A AR EEIRE A G ENRR@E B SAM;EE5IA Delphi technique
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(MBI

PR DT BB SRR e W B E 28 - RNV SN B & B e AL e IR A A8 — B IRF R 2%
P 22 /RS TESEARS (e.g., Mano & Oliver, 1993; Garbarino & Johnson, 1999) = [K]lt; » AH/f
FeRTHE AR Ry TR S 0 FRE R A S A S SRS I W AR S | o N E R TR
RS AL T & -
(&8 kSl o RS CE

IR 5T B R 5 A Rl LAY pE A P B TS E AR AT R {E (Chang
& Wildt, 1994; Chen, Gupta, & Ron, 1994) B AWFFEERAHEH RS 7 @ EHE RS Y5
» FEURAUAE IR LI o Ny DAEEHERS AL - M8 S R e H IR
el B (AR TR ARG - HARAS 2y @ B HEAS FIB AR R R AHEHE A=
SRAYRE A - DRI E AN B AR AR i S E S ok} » BRI 7 e RS e T i i -

I R ELR A

A TR EH A ZE BB G IRV E 7 i B R CRT T8 ET TI 92 - Al - WHTERY S 2
HFEY R EEIIN T (HE —RX ERETTAC S ik ps ) - DAL RIS AGHET T
flrig o EFEA VTR - WG ERTEE ~ A LIS - W AR SR Re ~ W i
HERROS, ~ AR T SRR B S R a9 T o IREIR A RS R R X I BRI TR (A
AR Y s 2 -

FERAARWTEE RS ISR T e T o FEAYEIA » AERAIZE 2261
RS SRR & SAET TS - 38 Szymanski B Hise (2000) 3% » 5 AR L3R
Y ST E0  FFEEARISERINRES (Context) FHFF o HAHEHMERIE - MBS IR Z8E
figgE) AT o R SE ZY U SAHRIERL - 5951 > Strauss Bl Frost (2001) 7R3 R fHES
FAEERIAS > B AR SR A AR R ~ TR ~ T[RRI ARV ~ HIEHEH—
BERFURE T A BERR Za BT 01 - WESRAIL » MRS A )43 FERR I © phs B pifi
E—fE R —AYEE SRR G SORAS AT E R RIS Rl - BE1S L& IR
BERSERIER - RILEARECR S R AS B AIBSSRAHIE] (Strauss & Frost, 2001) = Jylit - 44
o P A T L ] A1 1= RS R O B T SR K R AN B i IR SR M i A R
(http://survey.yam.com/) = UARMIFE BRI — ISP ZEHGF » HEEEH 0] LIS I
B EA LGRS R AR SE R A el - e Rl ISP EHGERIRIN » EEUEIRRLHY
shEE It TR ARy g i A - e B AR EE R/ a4, - JORF TR
IR A H eI EERE K EAVEEAR » S ERES B IEREES S S B AR AR -
AR ERIEI B IR = - iSRG b g A B AE NI
& - It » GBI RBEEA 351 67 -

A B e [ S RIS E R AT - sRPERIARE - U3 P i Bfih 4
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HY 58% » ZCMERINY 42% » BELEAFEERE (hup:/survey.yam.com/) 7E 2001 4F 12 HJdE -
2002 ENARNERITMEAL 55.2% » Mt 44.8% WURSHRAZFAK (x 2B EREFFE K
#E) o TEFER T » AWFFERIIEEASE Tl Ry 26.55% - Hr 15 % 35 &t Kl
(86.3%) » ILIRELFFZREFTIIANI Y 26.6 3% 0 15 £ 34 &1 86.8% FHEEEL - H
IETD - SESRANIFEEIZEAE ISP AV E ERHEI TR A - HAMS BRI RIS A
FEHE B BTG BB A L - R - ARWFTERY TR B A HE EL R &S
FIFRERLE -

=~ AR

ARTER T 58 - F BB SRR T 8RS & T N B R e LU AR
{rsss o A B S S Ry s -

(MHEBLEMEES T ERZIZ - BA

AR R SRR RI TR S A N2 E -~ BUE - fEEE > EEZEL
a fR¥Ckr a5 AE0E - AP ST NARUE - L8 1E# LISREL 43H7f M
I (Convergent) ZUPEELEHE (Discriminant) 2% - DUBSTERIRITHIT & 7 Kz iy
T HLSE -

(D& FAHREERHELNBE

R B BRSSO 7 AN A RS W S A2 - AR S LIR RS & i iz A

BE ~ whEr e Rk T =Ry B RS %FT;.Q@:@TT@E’%JWE JJ
BaES Hi 22 Ha BYfEGSE - 990 » Ry TR BRCRAS & 7 U s i = e iy s 22 -
o DRI 3 P A RN (RS A e (B i A 3R 225 - E?iUJL)lE?]FF‘%‘iAﬁ:T:tFI’J—%FﬁTTsEIﬁ
T AR R R R IR S E RS IR A A A R ~ K=K HET
AELTER S0 FE LR Ha AURER - LR RIAE B ER e R =0 EEREL
RRAG B P BOKAET T /0B - (AR E T A BRI % BURF 750 Ry
—B¥ - RIS AR T B =8 -

Btk o A RHE PR AIR I ESEARRIKAE & (5 ~ vhel(E) - 2588 Fra s R fR
1T RS Rk B s R R A R AR E A B A2 80T - RIS il A [RI /K HE R B BRI AR
7 7 A B WA TR AR (R % > - 2D PEM Fisher b - DUFIETHAS [RIFHE 20
SRS T o SZBRRT TR S 7 B e R Y AH R PR BUE A E BHE A5 5 (Cohen
& Cohen, 1983) -

B2~ tRAER
-~ I R BRARES O 7 K2 AR R 5 b
RIZ 1 e L R AREEEE B A A AYBTSE EAS Delphi BEFFIVIEIE - AWTFERLL
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PRERVEIRF AT o8 25 TR S P S ME R i o BEBRAIIRIFR T 55K - T2 LAY
SINTIEAAHEINAIZR ~ SRR R B ARE NI E CURF RS 1 Rt - S DU B K
FAELTIN Sl o BEAh - A TSN R S ey A R Pk 0.45 DLEIRE - By
o i i SE L HERE ST AWTTE DR FLMER - eI MBR = 3H 5 - s S0
25 FEJTERIHERS SR ARRG S T R ER &R 2 -

FHE& 2 WA FEEREJTIH > SAEHRERE IR 0.89 » R LIEURE Tra 55 R 1%
1rEfRARERPIIRE - BAEMHEREZ 20 -

R2 AAAMEBEHRZEZRFERM o FH

e 18 WE F1 F2 F3 Cronbach's a
Financial bond -
X1 - - 0.70
X2 - - 0.79
X3 - - 0.65 0.89
X4 - - 0.66
X5 - - 0.62
X6 - - 0.55

Social bond

X8 - 0.60 -
X9 - 0.65 -
X11 - 0.61 -
X13 - 0.50 -
X14 - 0.65 N 0.93
X15 - 0.55 N
X16 = 0.53 N
X117 - 0.49 N

Structural bond

X18 0.57] - -
X19 0.70 2 e
X20 0.68 - .
X21 0.64 2 -
X22 0.78 - - 0.95
X23 0.64 . i
X24 0.62 £ g
X25 0.70 - -
X26 0.65 - -
x27 0.73 - -
X28 0.58 - -
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IEAh - PR PE RS R RY P (A Bl - ARWFSE =R Z AVE B33k 0.58,
0.62 ¢ 0.64 > FEmAagE 0.5 DL KR B IsoSEE - Ae s Jm - AR
Fornell i Larcker (1981) s Espinoza (1999) 1Ji§ii% © AVE {H7T 0] H 2k B W s
#i5 i AVEs SRR S R AHRR R iR - RN ff AT PR - AT
Feokas - AR/ MY AVE B Ry 0.58 » LA A8 i R o AAHBRAREIY S /7 (0.49) »
R AR FE T T o RS 5 2 i = ELIE % -

LR

FoMECR AW 78 2 Bk E O LT TBER S34T - BIHUERRARES & 7 X = i St
SRR FEMET TR BT AW B ARV ET T B I AR b
T o GRS I L B IR (R (VIF) B8/ 10 @ S RERAR R S A Ry
5 TR A S S0 B S TR S e K S22 (Neter, Kutner, Nachtsheim, & Wasserman,
1996) = HEAh » AWHFEHEEAVGTE /720 - 8275 Johnson B Wichern (1992) AYEERE
W2 2 TR BRSO 7 2 i P R R DU £ a0y 5 AR i IR 225
STMERIETE - ZERRERAS S 7 20 R i B A S = R s B T RS AT
% o FEFLAFR 3 HUR o th3 3 vlA] - BRI 351 (AR S - MRS SRR & =0
IR AT ST S R R R A A i Hoh o BASPERS S BRSPS O b i
7KAE (537 Ry p<0.05 B2 p<0.01) » ik @ PERS & RN (p>0.10) » JRE) Hi J H3 JEH
AR SR {H Ho QNG IEEE RS I8 ks - HHtbnl 0 - AR5 T ra BB R TR Rk
b FERF B IEAS S AR MERS S A R B S e B e L
o SDURSRE PR SRR - L Berry (1995) Pl Z SR TERS & Tl v B 11
B A5 E T UBIEERL - BN EPERS SRR TR =0 o BHERK kR - HE
B S WY A R R -

S34h 0 3% 3 JREERE v A BHE AR Y - A% TR TR s S B T S
%~ ikt~ RERETERS ST M N B R o H RS R A AR T
e o A PR B P A O B R A A B W MR A B B RS RS RS S U
R A S e R R AR R (p<0.01) ° FOR Ha 19803 F » BRIRRINBIIRH S/
E AN S RS2 - FERL R A A ST E

’3 RSB BinEEHEIE

ERFEE | BAR MBEES HEMES BEEES R2 F &
Ll LS 351 0.0169** 0.0040 0.0631*** 059  165.62***
|| 53 0.0375* 0.0382** 0.0857*** 0.68 34.60***
;Dﬁﬁ:ﬁ& La ek
anmie 7| 187 0.0057 0.0037 0.0568 0.54 72.22
= 111 0.0267 0.0060 0.0551*** 0.63 60.34***

&% : *p-value< 0.1 ; **p-value< 0.05 ; ***p-value< 0.01
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AN - iR 3 WARSHEMERS SEARRMRESER T - RSN a=0.01 fEHF
PRE R R KAE » R BRRSAE BAE IS RS o0 Ry — IR T - SRR & B R i
T P I AH B PR B SRS 2 5 RWIFZE 3B Fisher Z #Hi#A%% - WLL x 2 S0 ECHE
g =L Lz fHRAREUE & H AT #3522 5% (Cohen & Cohen, 1983) -

CET R - TERER AR U RAR ~ b~ EITEDC T - RSREERS & B R
B AR R B B R 0.804 ~ 0.735 Bz 0.784 » % Fisher Z &tk » x 2 {8k
1.62 » EFRIFHI =RERTZAHR FRBOE AR B 2252 (p<0.05) » HHEETTH] > K5RE1E
FEOFEAERIRE RS T B S e i S S AR R S M AR R Y 2 B -

f ~ fEsmER RS

-~ WHYERS

FHAAT T84 EE B IEACERS - 13038 (1 T B9 B 3 By B 15 3 SRS [T
B9 E o WS H AT TR E R PRI (Armstrong & Kotler, 2000) ° [K[[t
23 mlAr B AR RAF AR PR B ZE AR A T2 (Berry, 1995) « Bl SE# K
i 0 A AN T SRR A TR BB R HO T BRARARS S T 2 W pTiE s 2
A ANFEATRER « FESORER ELE GEMTFERIRST IR - AT — R B ERAS
7720 PRENP AR TRYIRF - W43 E: ~ k@i R RS A T — e B T R AR
HIRE T /i 0 BEER Berry (1995) Firfdtidi s 3 KEAHIA]  [RIRY » fFFS0AS S R B S e i
AT DURSRSPEARS A e - FL IR B PRS- ok & MEAS 5 R M 52
% o AWHEF R nTRERVIFIA] » SR EHA BRI & ATM S5 H BRI - FRf ke
PR Z ik €53 (Sauer & Burton, 1999)  H4h » tHA[REE A FAEES 1ESE
TRV » AR R ET SRS ST TRITA - pilan - EOE5EEnIER EETamEs
o RIS EGLATEE PEMErEE » WTRES R I ERAEHE A B A B2y 7 20T 738
o A HELT FREEEY) - RN A SR TR -

HR > B T RIS 1 KRR (RS & 7 U R e i S S 52 8 S A ey i e
B P SRV A EHERS AR R PR A 22 5 AR SE RS B A B R ARy pi 2l
G ERATHA RS ~ it S SRS MRS SRR ERTTHI 720 I e i B i = e = - 1
FAREHEAS R SHVRG I 5 - B S A FREIRE ARSI - R G E AR
R H AR SE A HUAIRS RS PERS S BB S g A RBARAS & 7 =URF - BHE A &

!E\O

S B
AW FEAE S GRS P e e B ARAS 5 7 e RE S By = Hii% - KRR i St
filir 55 5 BT 5 PR GRS & 7 U AH BRI 7 sl BT RS AE S R AR T80 SRS By - 2]
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MR =R S T AR - MG MRS AR R TR R s b - RSB T RS
FLE AR A5 T B AR RS RS S o - TR B TERAVERAL -

HR > WHER RAARUREHEES LIEHE FradnysaEaci - Bk iR i
ST AT DA IR B s e Y (RN R 2 R e g R o @7 AR IR AR T THSOR
Wt - SEFFE AR A ROR - b > A B P PR s A F e e 2t B o
WL CE AR TRE A T UM SRR A RCR. - IR TR RS A S SRS A
a4 - §EEAFSEANNY o A [EHNEESEEE G TN ezfly ZhIRHY - $E{ILE]
PREAE S T IR AV R (hup://www.cezfly.com/) 3 (B X DUESREPEAHRS & SRS A1
et ERARB IR ~ T HHR K PR It R R RS ~ $E a5 - Bals nlEh
R S PR SO LY » 401 © Federal Expressizs P g £ (L& B IS 8
HERME - BRIR A AT 2RI ELE 82 (Lovelock, 1994) -

et o A E] S ] DU AS B g it TR BRI - DLpRE £/ F A B R I B s 5 7 =0
B E CEAF - FTEERTRIA S E RIS 2 2 NIFEE il AR IERS S - IRt
2% MHE k75 B It HA 2 R MG L AU R IR BS » DS A BAE s - 4 - s T Hi4
B AucNet > HAERSEE S LE— i EASEPS & - (HER (LSBT K3 2 e b PEah,
WA RBRETIE SR - BEEIRBEFISEEIEDOR (Lee, 1998) ¢ 5341 » —55EMH
RIS IS S B A 2E Drugstore.com » RIS R E 88 10 E R - 1EE5% 58
T EERIE T Bl HET & S (Daripa & Kapur, 2001) » .2 > GT{EER IR
{EAE RS L A3 - RIER 7B rRS R RS A5t - FLAthan e S0 S Z I B PERS T OR
W > A0 - FEes b6 R Y MEE R TAE A B AL AT » e LA S e o 4t
& S (http://www.startravel. com.tw/) + DLURAG 725 8 AR fe it e ifs 7
RIS IREA N - EutHRRE F R - S REfE e BB A n] » MEREREE L
PRITRAR T8y 235 -

=~ WEERR

AWFFE T B PR G FE LU N 8CRE © —HbERER S - SEIR AR R SRR A K
e R AR AT REAVER AR 22 » HARASHIHEEE 2001 4F K B S LT LR
MESFEE AV AT - (RS RIS R AR H )@ FERE SRy R AR B AN B
RHGRHATTREFA L A5 - RN E—[Eu - AWFoeh PR s i S S eE
FL— [T - LR B 2R Szymanski B Hise (2000) 8545 H 8 RS #R HERERS -
R H AR S S s2ai 3 B ) Z AR sl » H LaBarbera Bl Mazursky
(1983) tHEEE T {57 FH 2 B R e ey I e il 1 oy P 2 Bl S B B 5 (RS B YA
[B1ZH 75 (Nonresponse Bias) » iU AR A2 RIS - (6 B R0 2 iy S R i
R - 534h - BEIfE 2 R ATREFE HEAVERS N E AR HHE R (Drolet & Morrison,
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2001) » FHILE Yi (1990) AIMFFE-R IR T E RIS - B LB [ e i e e il
HEMEHEER 0.54 2 0.84 ST #HE2Z0Y - MANYE 23 ERRGRE S
b HOG 8 R e R AR RS TR - R SRR IR - ARFSEER TR
TP AR TR T U A R R B A SR o AR RS AR A
T FHIR AT @ R BARERS & T AEE rais EwIA B W9 - A
(A - R SR ] FRERSR LA s A g - B P FBRA RS fR SRR S il -

MU~ PR ek

TEBRMIFE JT1H - AT Ry nl s DL B T AIET T o AERRFRT TS SRS ES S LT
72 I > Williams et al. (1998) 8IAE B2B EREE T - fSHEERSSEMA LR P
8 B R P BGEEAAG  Tik & RS S USSR E R R LA LR R
W o HEMEMEIERE S - AT S MESEGIIRIE - S A B
TR P B A 5L AR DR - AT EERE T - BF SR E R
IRAY BB By - BERFRIEEE - AASFr BN S ETRER - Hoal e — 01 1y
I - H a3 52 8 s 2 A K AR (Big Five) » #RIIBAVIKIZER H A
(Agreeableness) ~ #aETE (Conscientiousness) ~ Mt (Extraversion) ~ i85
(Neuroticism) ~ FAfF: (Openness to Experience) (Costa & McCrae, 1985) - HARFA
R E B R S E R AR BRI T8 S R A 25 - 41 B E AR
BRI R E IR PR R L & MRS e T =N 3 SOdE M RA i S R P
F o e EESEEE TN -
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