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Abstract

Service experience is an important issue for the management of service firms in Asia, yet
there lacks a thorough review of research literature in this field. In this review paper, we
address two key questions from a service experience perspective: (1) what have we learned
from prior research about service experience in Asia and (2) what major issues should future
research in this area address. We examine these questions under seven major topics:
customer/employee emotion, service employee management, service environments,
customer participation, self-service technologies, service failure/recovery, and customer
loyalty management. Our review offers useful insights and identifies many fruitful topics and
questions for future research.

[ Keywords ] service experience, customer and employee management, service
environment, customer participation and self-service technologies, service
recovery and customer loyalty management
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TEB IR TS - RS EE IR #EEE (Service Experience) CLE RS
INFEIRVE E B - EEREYIRS IR0 R IR 55 R B IR Sl A S SRR E B E R i
T/ N FIEEAYVEET ST - 2E 1 LR E BTN R RS B B S A iR S8 1 e 5 6 B
M2y kR T HtES L EmYEZ s - EEE R HE R EEIRGIEE (Michelli,
2007) ©

—f%AKE - #E5E (Experience) HUBE R R ZHGE MR THHFE MRS - B8 TR
B~ EEE -~ IREEDUR BT | o BEESHi Fy e — T =44 (Hedonic Consumption) * /2
7E o FH A B BA S 2 B R R ~ ey 1 JEke Y [a] FERY £E & (Holbrook and Hirschman,
1982) = Gupta and Vajic (2000) $2H#2Es 2 it & 4 8h (G SRR S - TE1THE
Hrh o B #EES (Customer Experience) A] DA#E R B2 BEZEL (1) ZEdh (Product) ~ (2) 2
H] (Company) * (3) FiT/E@#Hf% (Organization) E 28k M2 O 8.2 % Fir i 2E HYJELSZ (Verhoef,
Lemon, Parasuraman, Roggeveen, Tsiros, and Schlesinger, 2009) ; A5 .~ » BEX fe M=
FEEmm e - s - DUk RS R RIS - R0 - SRR E KR
AR5 #=E5 (Service Experience) Bl g & MRS A S FTREMEIRSEER (BEEM
ARHS ~ 28~ BHE) 15O EREE AT ARG BB FE SE - IR RS B il 2 ik
W EE LB AR SR R T Y B LR O RIS (Zomerdijk and Voss, 2010) » JNEFTE BRIS EG2
IR AR A ELRRE (Schembri, 2006; Vargo and Lusch, 2004, 2008) -

TR AR B2 Al SR B 5 S R I S IR S B B IR (R S B 2 - P IR &R
5 A A 7S P2 EL (Touchpoints) AR EEERHYEE 214 (Bitner, Brown, and Meuter, 2000) °
Zomerdijk and Voss (2010) 5 HIRH5 /> B HERZ 2457 8 15 & P R 2 Al 5 e B 2 Bl S AR
B2 R LR E R L © Helkkula, Kelleher, and Pihlstrom (2012) B E— 38 H
B ERINIRG RN T BRI E AR AN IREEIR AR FEI RS
Firsc 8 - BRI - B RE AR el i 1 1 & s B H R B R IR s ie Ba uad o0 - itk
Wz BRI AL BB S: » IR BB a2 T - BR T IR N By S E R
FARR IS BE B A8 A B B E ME B3R .2 9N (Liao and Chuang, 2004) » BEZ BLRHY A B
TR e B RS EE B FTR22E (Lin and Hsieh, 2011) X1 » FRHFAE L SSRGS B b 5
FRMER SRS Rk Z - AW 7R RIgE R Bk E B TH B B R AR T R N &R EH
SIS - B FEERAR DLRE IR AR T A ke 55 2 fi B Pk 755 {50 1 R o Pl 5 s B Sk » I
R K AT RERR ST 25 -

AHTFEIEIRE 2000 FE2] 2015 £EfH] > EARFBSZEITH » fH&TT R EL A& FE B HI
H e B NRT AL HA T A S B R s e B AE B N9 » BATIEEI LS © Academy of
Management Journal (AMJ) » Academy of Management Review (AMR) * Journal of
Marketing (JM) » Journal of Marketing Research (JMR) ~ Journal of the Academy of

304



SEREERE F26 552

Marketing Science (JAMS) » Marketing Science (MS) ~ Journal of Retailing (JR) » Journal
of Applied Psychology (JAP) * Journal of Management * Journal of Organizational Behavior
(JOB) » International Journal of Research in Marketing (IJRM) ~ Journal of Service
Research (JSR) » Journal of Service Management (JOSM) » Journal of Business Research
(JBR) * Journal of International Marketing * Psychology & Marketing » European Journal of
Marketing (EJM) » Z2RE MR - TIUEH G B R A RNEHER - A&
IRE T AR -

Bl ~ SRERET

A RS e B = 2220 EH AR #5522/ (Service Encounter) @ 1L E R ELARBSFE (3 H
PR A B » S .2 - IRps el s A A R AR5 BT Z 5 (Bitner, Booms, and Tetreault,
1990; Solomon, Surprenant, Czepiel, and Gutman, 1985)  tRIZEZFENIN[E » H LR
fE AR I R Bl U A il B AP B - Bl s A B O BRI - 204 B B IR
ISR + A SARows B il e n] sE R BA & LU R - 2B IR 5 A B B flie s
1 AR s B VP AR5 (Lovelock and Wirtz, 2012) » Bitner et al. (2000) F8H » AR5 #
e R R E R - Nk REE RN SR - BB ENIR R - 2k
st - kg iebaRse AR B HE S AEAF G E LA - SR - 15
Hy o~ FIER s BEDUR O EE Y EEES (Gentile, Spiller, and Noci, 2007) © #AISE
FHETER S R = (R EERITER - B 1L BRI RS - B T BEEERE A EE
# o~ TIRBAEEE )  TIRGERE, - TEE2H, - THIRGERE, TR
W anbdimfy ) B T EEBREE ) FEARIRG R E B T O R A A

— ~ BUEERE N BSR4

ks N B BRE T Y B B S A R 2 v B s B B A (R e FERY EE B A 3R (Bitner,
1990; Gwinner, Gremler, and Bitner, 1998; Parasuraman, Zeithaml, and Berry, 1985) ; /NG
P2 2 S I I T ORE RIS - AR T IERK 1 (Emotion) 7 AR B E L FR ATy
E A BRI FE AR A ZF W= ] E W (Hennig-Thurau, Groth, Paul, and Gremler,
20006) ° 1 E TR A F - VIR LSRG REAEVIRG - BT EE D2
FreErg oI 2 - 1&OE A S U E#2HI{E 2 (Schwarz, Bless, and Bohner, 1991) Eil
17y (Lazarus, 1991) © [EljgH 78 (1 AR5 22 il f2 H pirds v /g 2 AH AR 72 - EZE AT DA
Iy R ARSE ¢ [EFE RS (Emotional Contagion) B2{%#% %5 8)) (Emotional Labor) °
(—) HeR%E

T A S TR BN R E A BRI g8 ~ ELREL RIS (Hatfield, Cacioppo, and
Rapson, 1994) - EtAR B MG S » [Graa0ie ks N B RN - I HAE A E)
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AR R BT B B E RIS AR B IE R EGS (Pugh, 2001; Tsai and Huang,
2002) - {EEFERCHEIEF - & TIE#%7% 2 (Employee Displayed Emotion) #3/8 B %
A s B ER R B TIERBG A 5 - RE BT ZE KA S8 Z T2 (Ashforth
and Humphrey, 1993) » A}t & T 22 52 % 38 <7 1 4% Pir 22 3K 19 15 & 2% 2 <7 HI] (Display
Rule) « HLEFREFEEREEEIMS 65— @ BERES—EEBERERNTR - &
Bl N i 2= 16 Bl fe 50 5 A fHE 2 YU)WIRE LR (Wharton and Erickson, 1993) 5 25— >
IR N BRI IE RS 75 2 — A = B (Intention) HEEE{HI%E T (Efforts) A REMEIAITT
F (Rafaeli and Sutton, 1987) © [-NEIRYARFS A FIE AR LAE RN AR B AE R EK
HEATHE - B0 IR A EFE G BRI S R R IR - TR TR AR
BRFEI B ZERERE (Hochschild, 1983) °

AR TR 2B O R M5 (Tsai, 2001) ~ BEEEREE (RS B =58 » 2002 5 Lin
and Lin, 2011; Tsai and Huang, 2002 ) - B FIHHIEE SR (SSHEaTEdsi#=E > 2002)
TAEEIP %A (Lin and Lin, 2011) ~ B T{#l Af#E (Tan, Foo, Chong, and Ng, 2003) + & T
BERE ARG (HE RIS - 2014) ~ P TCRRFERE (Pugh, 2001; Tan et al., 2003) Z£H(]
BERTHHE L EREEREEETE - ERGABERSEESEZEA RIFREHE
TR B0 5L - EEFRAE RN IRm LIRS - R B A SR - I HGE
BFHNEBE T RKEEEAEMAFHE - 52 - BEEEAEHE AR ERE - g3
FHEATE N AR IR - H B EE B RSB IR HEE (Lin and Lin, 2011;
Pugh, 2001; Tsai and Huang, 2002) °
(=) B&5H

H—H - [ERESEHIE B THEBER T AR - BN TIEE BN
_EFRf#AY%% 77 (Grandey, 2000; Hochschild, 1983; Morris and Feldman, 1996) - & k1% A\ &
HELTIERESEINE - FTERFH R RN - (04E © U (Surface Acting) BZE[FE HY (Deep
Acting) » HAN[EZ BR B2 R TR W & 22 0%E H 5 #8 BV H 3 14 (Authenticity) Z N [A]
(Brotheridge and Grandey, 2002; Grandey, 2000, 2003; Hochschild, 1983) ° =i /& H & 7 4
TERVIBRETEEIT Ry - B LB WIMER B FE R ACER G R R RE - RN LIEE
JEAZAG AR - B E R FRE N H A H U (Inauthenticity) < AT LA - HETT 3818 HHEE -
B T Al Re e IR IG5+ 5 F Fe 242 BE 77 (Grandey, 2000; Hochschild, 1983) - /& i H HIE
B THEiRSCE#ENTEREHE R DIERR NS ERIER - S —EARNmINEEEERE
DIGEF % #& 881 58S (Hochschild, 1983)  Rafaeli and Sutton (1987) f8H - & & T 31T
PRI R - HPrRE A EEE A OHRT - 52 - HIEEREREGEHE -

BRI N AN IR 75 2 1T S B AR AR T T R BB R A LIS 1 LB A R AT iR B Rt
W R R B - WEMRRBIRG SR ZRRAE - SHEREE0 - BT
BHy R BIEEsE (MWSE - SR - BIESELES - 2011 5 20 BRI -

-
=
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2012) - M ELETEMEH BT RELSHEAARL - AN - [BRESEIRAIREZ E A R N Ak
R T IR B E A B (BORES ~ B R BRSO - 2014) - #2753
(2014) HIE—DFEHIFE & sURI S S R & TR G 55 Bh R IR A s 8 - 515
% (2013) FERB A BHEEBTE - SH ST I8 THEH#SEEE - i
A & THYIE A IR 517 F - Kammeyer-Mueller, Rubenstein, Long, Odio, Buckman,
Zhang, and Halvorsen-Ganepola (2013) 385 IE A [5#& 1Y & T SRV ZE g 18 H TR mE iR s
B 2 BIEBEAAEAIERE - RIlE e BRI RIS Bl ) - A isE
(2014) E—TFEBRILEHEN T - TR 8RR A B H IE& A G FEEHE A 1E
SSENEZEE o [th4) - Chi, Grandey, Diamond, and Krimmel (2011) HIZE3H & T(8 A&
Can = At ) R RIS ST B SRS B iR 55 2 [EIRYRBA SR © Cho, Rutherford, and
Park (2013) A48 &5 BN L EFE RIS - TIFMERE « fHRGE =& 2 MrIBaTR -
(=) RAHR

RS BB A B TG R 28 5 A B R R iy AR s (R i 22 e - il
A RESEARERIE & T« YRE (Pugh, 2001; Tsai, 2001; Tsai and Huang, 2002) ° £ /&%
LB - BRI O B R H) TR (SE520T ~ iR B30 - 1R AT
F) B EHIEE R SCOR RS E A T AE 2 SRR A BB RIFEREE T
HETZ R TEE 7 lmtb & TP EEc sk - HTOLEL - MRS SR
FEEE R B RR THR AT 57 - (B EEEE " H ) R REEREE - KREE
FOERGEN - P BRI EE S IRGHIEHE - Wit - $HE I ERATE TR
FTHIZRAE - At - BT EFAERERE (20 - [BERESR) » Ao B g - Al
7R RIS HURRE - JMEISEEE AL S £/ - A0 FEAH ARG B T & iR
{AI TR (B R L =0 2 39 B T B RE A A BRI FR B IRk <7 A 82 B Ry (] 2

% € Hochschild j2 1983 T2 B A HI 2 5  OHAZE2E R AT EGE
WIS TERTRERTAl ~ R ~ A E T A (EHZEE ~ #0530 ~ RSB NG
£ 2014) 0 AR+ BT A FEAE HAN A & s B L T RN R AT R B F 48 55 Bh SR g 2
EIIRATRIE © 2REI2KER - AT B T ARG (B G 55 BhoRmg .~ MeVRIFR - m
By ARG ERE TFE EHETFER - it S REhH M E T - &R U
A& » DL AR E e LIEERERFZZE (Johns, 2006) 2 5H 15 AR KA FERFHFE R A
BT RE - Btk 15855 Bl (e A 15 BUE R B3 #E 1Y /7= (Hochschild, 1983) * [{E
AR EtE s - ERE A BN OCEERZEN TSR B EE RN - g%
BRRG N B ZIEMETRE M EEH R 2 k%885 (Chau, Dahling, Levy, and
Diefendorff, 2009; Pugh, Groth, and Henning-Thurau, 2011) = 2X[f - i@ L&D EHFEEHER
TG 55 B B G f R S < R BRI - BORZRS3 AFT iR 92 =T AN ABRET 1 ## 55 Bl B 17 & Jek
QL2 BRWRE - DL RTREFAE L R T B -t g -
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Z IRBARER

TEFBCF IR IR S - S IEEL S - BRE N B R8s mT RE 2 IR e
B mEEAAERRR S —  MIEEENAERE - ks - IREAER
157K ML 7 2 A2 o HL AR S ple Ry 72 SRA LB FHR SR B BRIE - H A RIRE e = E Tk
BNERF - BRSBTS AR ARG I R IR AR TIERERE R AT - RS A B /Y
RE JEF B 17 5 o B AR 7S 5L & B S FH Bl (Baker, Parasuraman, Grewal, and Voss, 2002;
Puccinelli, Goodstein, Grewal, Price, Raghubir, and Stewart, 2009) - Hong, Liao, Hu, and
Jiang (2013) HYRFFZEEEER - BATHY N JTE& IS B SR RS A B IR R e A - o
MM IE A58 B AR GS RERE BT Ry - 0 DRI b R 2 R o 18 AR 5 B il a8 A 2 3 R AR
AR5 Es - Rt - R IR ZEBUTRETE R A TTERER - OfEHEE - B
22~ Gl BB DL (R N B FNETH - R E ekl FEFEE LY L
BIRERTT AR Ry - & ke /N R AR BEARWIHZR B8 « AR+ B KRS B sk ny i sei 2
W FERAE L A RE RS B S IR S Re By AT 32 - [RIIEL - FEAH A% PN 3 A - A B B 2 PR e A
AT AR S e B e AR e B B — Dy TR -

AR AT sHAE BRI 28 - B B R EE — R IR s N B R IR 5 4 SR Y 5
(Hartline and Ferrell, 1996; Heskett, Sasser, and Schlesinger, 1997; Johnson, 1996; Liao and
Chuang, 2004; Schneider, Ehrhart, Mayer, Saltz, and Niles-Jolly, 2005; Schneider, White,
and Paul, 1998) ° ST KBHIGH B0/ BN YMNEE BB T AEAHAR A T - 0o B
Ak %5 2R - HET s B RS B AR %5 FEE (& Ea#T - 2006 & BRZE By H &R - 2015
Chuang and Liao, 2010; Hong et al., 2013; Liao and Chuang, 2004; Liao, Toya, Lepak, and
Hong, 2009 )  HAFZEEREFHRH & A ER A& E R =(EH A« BRE5EEEAE (Service
Leadership Style) ~ AR 75 A JJ & 7 E H £ i (Service Human Resource Management
Practices) * AR5 A (% (Service Climate) °

(—) RAFAZRE

A A AEBE IR e Hf - AR SESE (Transformational Leadership) B iR #4525 7] 2HE
(Service-oriented Leadership) WyXH Y ) SHEL R 2 B 40 52 21 [ PR 4 N E2: 2 (TR TR T B
AHIERET - F 528 58 Wy R Y SR RS G B IR TR A\ B RIIRB FER » ST 2 = eH
Z#HE (Chuang and Liao, 2010; Hong et al., 2013; Liao and Chuang, 2004; Liao et al.,
2009) -

PR SRS PR S FE N ER AR S E(EE - (5 - REE EL(E A a2 i)
BT (Bass, 1985)  BGU SEEEH Z A (ARS8 B TANREIE DlAa TERTHIRA O - FRAtRs
AFIFEE - BT B LEME - 8 TREZ B EHiR mEEEE N5 - AL HaEspiRy 8 1T
BT Ry BLEG - [RS8 B THY(SEHEEE - [ B EEER AR TERE
FEAPRE Y TAF - S8 & TR g1 )5 2 5e sl B85 » I HRE%y A ot g & 4= 50 2
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HIE ST (Bass and Riggio, 2006)  {EARFSE S - fEHGUR SHE/E B 20 18 500 [ 55 V#E
HUAR BT A B AR & 1T H FAUEE (Dvir, Eden, Avolio, and Shamir, 2002; Kark,
Shamir, and Chen, 2003; Liao and Chuang, 2007) ~ & E#GE (E{EHE ~ o FER -
2008 ; Bycio, Hackett, and Allen, 1995) -~ #H##%72[5] (Shamir, Zakay, Breinin, and Popper,
1998) ~ ZHE N B A AR (S EA 2014 R REFEE S - 2012) HITEMEE
(Judge and Piccolo, 2004; Liao and Chuang, 2007) » 13133 & T MEHRE I H A B
FAE M ROk - A B HEEE BRZS B 1% (Liao and Chuang, 2007) ©

AR5 M SR )N RIRYE B T MR B B B - G T BRI AR 5 L B A
UE R R R AT RE S B IR 5 (R Y N Al (Obstacles) » [FIHS B i 1 iR AT 1Y [E] 85
(Hong et al., 2013; Schneider et al., 2005) © ARF53E A $HEE 2 & BHMEGE RIS AN B T
HERIRB T RIS - MEIRE RIFIRG RN & T e 7550 - sErgERB A&
FEIFEILEE 2 IR {EIE o Schneider, Wheeler, and Cox (1992) 18 » & IR#5 A\ & #5835,
I o AR A (R BB A (B B IRY - A TR AR = RIZAL © Hong et al. (2013)
A — D BB R SR mEE A NMEG L ER B TRRE - NgREE TR TR
SEE T B 1 2 T T B SR
(=) RBANERER

P AR5 R A MEERRE PRS- A& RSP IR S EHER
—IEEE - WEGER T A TEREE AR IR S AR R R RS E AL o A TR REE
FEhE AL - FEE AR FHBER(E - FEEEFIRR - FHERFF (Sun, Aryee, and Law,
2007) » FEIEFEMERY B HIIERDGE B LAY TIERE D EL TIEEIRE - IF H A R
E T (Combs, Liu, Hall, and Ketchen, 2006; Delery and Shaw, 2001) » & DUEZT 25 {[& #H #%
KB B RN (Dyer and Reeves, 1995)  iTH2K » ks & FRAHBARYWEFE bR inalE 1 i DUk
BE A R ER A JTEIFE Bt (Service-oriented Human Resource Practices) » Sz H¥#f
AR AE SR FHER 2 - IRG5E R N & RS B i o 2 s Bl o2 i B
THINRBFY - HeP B as B | & DUR S R R 32 (Liao et al., 2009) @ LERYEE
BT RAIg 228 8 THINHEMEY &GS DU & AR AER TR (5 2R
2008 ) - (i BLEEAUAG A T R B A it A R B LIRS I BVE A HE Z 522 (Schneider
et al., 1992) ° Susskind, Kacmar, and Borchgrevink (2003) &5, & AR 75 5H %k 5 HA AR 75 (25508
TR R EFRYERY - B TRA S B S ER o i - A7 3 E H R FIHR
AR A R R AR 5 L T H SR R AT RIS IR A B T - R IR RS - B
T B IR 755 E (Johnson, 1996; Liao and Chuang, 2004) °
(=) W% RE

AR %5 R M 2 18 B T ¥ iH AR & 82 @) Bl S R B TR 8 R R L [F(E S A8
(Schneider et al., 1998) o fHAKAUAERE ~ F2/7 ~ BB SSRGS & /&S R I IR TS R
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ARG BB S 22 ¢ 2RI SRR = BRI K R AT R 5 )

fee - MM B THIRB R - A& BRI H IR SRS AR 55 (B R A2 H R A2 2 AR 7%
'8 (Schneider et al., 1998) - fRISRMERE =2 B TAERBEEF - HREMAEE RS -
12 B EH AR HERI - IGAE TAE AL N BB - A& A A S A SRR E - B
E T#EEE2 (Bowen and Schneider, 2014) ° Liao and Chuang (2007) f8H& & TAERHL
1= R % R M AR SR - (B R B & B B0 TR e B B = [ R MR G - IR
RS 2 SRR IR - (R EIP 2 WP & a8 i T F (B (B B A Ak o AR,
(Hofmann and Morgeson, 1999) - ¥R —{R A HBEFE TINE @ IR RAIERES [HE
FFIEAAY AR REREE » AGE M B TIE&ER - B 8B THERR T/FH rYFEE (Hobfoll,
2002) - hELER - IRFBRE RS TEEN TEER - (2608 TG = T
{E_LEAIPkER - 200 8% ATAEH (Bakker and Demerouti, 2007; Crawford, LePine, and Rich,
2010) < STFEMFFEITTEH - IRBFRAEAITES BIRTE A8 A TAEZREL (BRNES Bl =gk
2014 5 #EFLTE > 2012 5 Walumbwa, Hartnell, and Oke, 2010) ~ BEZ B AT R (FEEE
2015) BEIE M FRE (FO5 BB ZR 22011 ) - T F B0 H RAFAYARTES S2E (Bowen
and Schneider, 2014) » 53 JE#&%% (Schneider et al., 2005) DL EEZ BIGR (FEFES » 2015
Liao and Chuang, 2007 ) -

(m) RRHFR
RS A AR FEE AN B TR 1T R Z 2 BRI gEh - ATl ER IR ER L2
SEE IR AN BELEEE A A8 (G140 - SEE2ATELREE ) 5 AR - B AR i

Br s i rhRE & I I R ELRT E W ARES A B AL BB T RAGR - B0« FISRITERL - FIEEE
& - KESWBYE - BEEEEE IR HAE TR (R - RIS S E R R
EHEE THIFRIA - WIHEZE — B THYRE - R DAt AR R SRE B S 5 T
BT Rl 5 B R s 5 B PR T THIT 9 -

& - HAlhEe B uisest SRS S A &R E R a0 2 B AR s e S 1T
PRET 5 [FIHRF B A R BB 78 2 SR R T TR O B R I B - S T R RS B A T
AIFEHARIAMZE S TIRBTTR - DUREBEFEFTRZ B R ®RERSEER - Rk
AT R LA it i h 58 7 G T B R R - DA T MR s B A A DR R B I
FTEEAERRE - (AR - RACHFE/R AR E I E B (Field Experiments) HY 5 ZGETTHE
gt BFEA PR TERGER A DEREEER - 8 TIRETT R EEF IR =it =
B TARIRIRBA LR -

e+ Ak 5 Se i - S RAEE ST A B AR N BT A - 2RI
B N B ER GRS A B3 BIANA R B RS S5 2 DUR s RSt i A A &
THIFZERGHMRR 2 A EARSUERE B & B Is RUEE B TIRE TR
ZERIRBAGR 2 FHEARKRITIE R DL — P TR B T ARATEL D -
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=~ IR B

TEFF SRS - IRHHE B AR (Service Environment) f{HEEHH
B d SRS 2 B R DURAE T RT3 E 7 (Lin and Liang, 2011) © {E4ESEATA &
KE - ARG EE TR EIRE ENL - el DUPBIRS N BREET] - 5]
PR ARG EERAERE » WA R B % LRE SR AR TS R FHEE - 1RIR
BR 5% () B 22 B2 9% Mehrabian and Russell (1974) Fit $& H 2 1 80— B% 6] — B i 22 B
(Stimulus-Organism-Response Model; S-O-R) » 325 Sk Rl B & & 2 BB TN [F 3R
BERIRIB E A FIRI TG #E SE - M BENEE IR IRG R AR - IRGERE
e Ry e —TE I - RESIBRR AR S N BERIE AT Ry ~ i & A8 ~ IR A BhE A2 -
FHAIR S 2T TR e I s Bt B R B HE BT (Bitner, 1992) » ZR1M Baker, Levy,
and Grewal (1992) * Sherman, Mathur, and Smith (1997) DAk HAthE2 & B it 22 1 K &
MEFIRFEREE S - Kb - FBEIRSEREBEEIRG TSR 2 AHRR IS - IR BRI R 2
AT DA Ry A © B S IR ST (Physical Environment) Bl 22 B2 (Social Environment) ©

(=) FRR%E

TEIRTBS I - EHeERIE F 2 E AR AT (Ambient Factors) BZ& L ET Al
+ (Design Factors) ° i@ EMFFEFEHE L E IR IRE AR G BRI WARB IS5 (Baker et
al., 1992; Bitner, 1990) ~ EEZ & ## (Babin and Darden, 1996; Jang and Namkung, 2009; Lin
and Liang, 2011; Morrison and Beverland, 2003; Tsai and Huang, 2002) * Ji# & & (Bitner,
1990) » AR5 E (Hightower, Brady, and Baker, 2002; Kim and Moon, 2009) - A% {8
(Babin and Attaway, 2000) DU E TRy (Turley and Milliman, 2000)

EEREREY - FEREREFERHES L E e ElmeRm R - Hagpd
FIAMERE ~ F8E - KR ERBE LK REHRAIT R » BERBEE S T 5N
ot~ BHEH G ~ e (F%EEE) IR - RIS (Baker, Grewal, and Parasuraman,
1994; Bitner, 1992; Lin and Liang, 2011; Kaltcheva and Weitz, 2006; Morin, Dubé¢, and
Chebat, 2007; Sherman et al., 1997; Spangenberg, Crowley, and Hendersen, 1996; Wakefield
and Blodgett, 1999) ° [fjZ2HIAJACE (Spatial Layout) ELFEEEE: (Functionality) HI 7] 45 F
TG ISR ET AT (Design) + MEF 2B IRG(FEAIRER - [FIRHDEE T IHEER
%8 (Liu and Jang, 2009) - EREEAYEZ TN s BERAR DRE (SR E RS S N HURSF ET (Wakefield
and Blodgett, 1996) - It4h » IRBFEREEINE BN EIR A FIIP S ~ WA iR N BT
MRS ELERSE - BOE A SER ISR AT R ATRE T AG THE B N R ARG Rk -

(=) #3IRHK

BRTEBEREEZIN - ABUERIRFBEREN IS - MERSEREEFHIAES 85
AR5 N B R HAN R - 35 et AR BR B R 32 B & s B 5 U S B (Baker et al., 1994,
Baker and Cameron, 1996) ° i& 75 Ri% 1T HAH RN 90 K 262 B (E R TR & Bl /N =] sl e

i)

ZH
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RSN BB AEERIEN « IRFABRFEHTR - BTLE#ERE B LYESFRES
REEE F1E 2 822 (Baker et al., 2002; Lin and Liang, 2011; Sherman et al., 1997; Tsai and
Huang, 2002) ° [h4h - fERR S HE & A AL AR - i H RS IR Ry 2
it A2 BRI HY—&043 (Martin and Pranter, 1989; Huang, 2008) » {EIRTE E e - BEX
btz [ L E IR SRS - R MBI T 2L« 22T~ sERFE
R [ B B R B I TR RS BE B N R (R PERY 22 (Baron, Harris, and Davies, 1996;
Huang, 2008; Martin, 1996; Moore, Moore, and Capella, 2005; Prahalad and Ramaswamy,
2000; Verhoef et al., 2009) - 22730 - & HAMRAE HI7T Ry 28 1 EELTEERRIAHEIRY - 655
ARG - MY - EABEE R A EAE YT A28 (A0« REMEE
EEMA - BEYIS) K AR S EEE ARG R B ARz o A - @A
e HARAA I 7hF 5 [ 7 (Physical Attractiveness) & 5222805 411"& (Argo, Dahl,
and Morales, 2008; Yi, Gong, and Lee, 2013) ; M{EARFSEREE i PR i 20 1 HARE X Al &7
ENEREE L EEE (Customer Density) * FEIIRAE FIEFEETLE (Perceived Crowding)
I 2 2R REE AR S5 58 (Hui and Bateson, 1991; Wakefield and Blodgett, 1994) -
(=) AR

e EACE AR IR ERESREENENRE - R HEES
WOE— T RIERE - SPEERIREENEE - SRR T RS TR IREN N Y
BRI B st E RS IR IR T Ay A E R A B BT A FH R R AT s B AR A5
b tE TE A o ARSIV T E RSN - N E i sest Bt AC Br e
THERAE & - ARMAlEE DGt E—F THEREREEENHCEEE G E T E 2 i
B BEREREETHEER G RS R B B E SR IR A BRIk
{BIREE YR -

B WEMEERET IR S B Ry - F R BB R EH
MPHAERNEEZ 8 TEIRB SN HAL AR T RE 2 RS Rl 2 REE P B RRS (f1]
o ZA R FESE) o SRR SEE L IR B A E e R A B I DA s At [
e O BB E S g BB E IR GER - &tk - BERMEIRHEREREARETEY
PRI E RS iR b - SRS ESEKER - AR E IR E% S0 B it A B B 2 42
TR BRI G ime  i s e b O BB -

W\ gﬁﬁ'

Py~ e 2B

ITAEAR » e ZEBOR BB R B AR IR 55 R E A FR i B Ry A - AR (RS
WRICAE A THEE A B ELR P AR  TERG)E AN B TR s S A oL B 4648 TR
17 Hr S AR B S A FAE S - BHZ 228 (Customer Participation) FYE SR F ] DLE
A2 1930 4FAX - BEE(EHE RGN E T 20 HEFEDE R A5 - R - T ERE LA
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228 | (Customer Co-production) Hll;2—{(EFHE #HHIMES - JhFEsdEN (€ HEREZ RESY
T E 2 AR RN EFE (Auh, Bell, McLeod, and Shih, 2007; Yim, Chan, and Lam,
2012) » FHm Ry A BRI HH A8 5+ 0R I B B8 (Bendapudi and Leone, 2003) ©
(=) RBESHEIARLE
It —HE Ry EEZE A] [EHZE 1979 4F > Lovelock and Young (1979) $&H 2\ &) L RE
ik TEr BT #EDIRFAEERERIAE ST  Schneider and Bowen (2010) 7738 Ry AR
I\ F B B A BE ST (Customer Talents) DUFIEIEE R AR < Lengnick-Hall (1996)
Fi5 HH AR 5 L Rk M B% B2 T R R AE AR5 B A R Y g B E P RE A (e EAITEEN N A
Prahalad and Ramaswamy (2000) BIJE—HUE2E AR A% (AR Z2 0 W 2 A R I BE TRk
TN FEIE RS - K - FERBHIA T - ER0E F IR gE) 22 - S s #nY
FFEEES  BRRGHEBETS - RS R " A RRER IR M2 2 | Eik
B TN E]EELR—REMR T 2 , (Wind and Rangaswamy, 2001) °
TERRIS S » REZE 2 BRI E (E A8 BN /L (Auh et al., 2007; Chan, Yim,
and Lam, 2010; Dong, Evans, and Zou, 2008; Guo, Arnould, Gruen, and Tang, 2013) * &%
BhHE & ROR EE L FAE B A E R RS i S SER TR - RIS AR T
A fE BT RE B A Y& R (Goods-dominant View) » B8y DUAR S By H O AT
FEHE (Service-dominant View) (Bendapudi and Leone, 2003; Vargo and Lusch, 2004,
2008) - F L tsEfEH - BAREEILFE NS 21T E - RURERS L
BAHET - TEmE o E iR EERRE T - EE B AR EKENER - I E
HEALE - HEFHEAEE FTEEHERRNBR - FIt - fEBE L FEEEAERE
2 EEZHEEEEE - BEZEILE £ EN T A ERBG EEF i EE S BT
(Partial Employee) HJ 5 (Dong, Sivakumar, Evans, and Zou, 2015) » FL[EELRE A B5¢
RS - KA B A R AR ECAS B AR 155 2 AL - (RIS ) BE A B AL 75 5K (Bendapudi
and Leone, 2003; Etgar, 2008) °
AR 2 BRI HB SO R R DAy s =350 « 85— IR R 2R A FA
FEH - SR A FIERLR R N A EBRRE T » SR AFINE - BE2 R E
BOR AR EE JIRIEET - BEE IR AT AR R 558 7 (Lovelock and Young, 1979; Mills, Chase,
and Margulies, 1983; Mills and Morris, 1986) ; 55— » E W EBHtAEERT B & 1T M5
BIRIRRE] - ELES 3 HIRFFE B ana B PRET IR EL R S s B A 22 8 - (40 « 284 DIY /Y
PEFS{EETE] (Bateson, 1985) ~ BHZ AR (Goodwin, 1988) % : 5= - BE BRI HE2E S
MEEZFILEIZ2H | FRE ST - #1400 © Bendapudi and Leone (2003) 5525, (P B H f
AR 3 ] 22 B B i i 2 R BRAR Y22 5 Auh et al. (2007) HIFE HREZE SL[E 2 Sy
IEF S 2 REZ & REFE FEGE (Attitudinal Loyalty) E2175 Gk (Behavioral Loyalty) ;
JEIEE= (2009) AllFEHR A2 22 B B A2 AR RO RF & sp B H RS ~ B (R 50 R B [ JR K
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& © Chan et al. (2010) 2 Yim et al. (2012) HI#FEETRER S [A] 2 BB FAREA B B T R
DARAHRAR THEREZE -
(=) AR

HATSHE B 2 B 2 8 AR EZE (A0« R - BRI ES)
HEITHE (eg., S > 2009 ; Chanetal., 2010; Yim et al., 2012) - 2R 2 S H B
RPRALREEEE - AR - IMEW ARIIRISEZES » Bl - & 1i8Y) (Grocery Shopping)
B2 AR B TR RS R A B BEFEYNIEE - SESFEIHE - R 2R
BRI e —HE S 7 SEBE g e I A RSB INEEE S i
—{EFEL ? RARWFCR] DAS T LR A2 - (R SRR A 22 BB B & A A R AU
Sl o

AN - TR - BT IR A B2 - HAEEE I R e v B R S H8 B
HERFR - AR AT 2 E B AR B Y3 [ 22 81T R B8R AR %5 A B 2R
WERR ZILFEIZE - a0 B THEFERE BB RHMBEE I 2|
Tt 8 Y A Ea e R 2o BRI SR Al R » SR ZRIT 9T AT e — 2 B sR HLAt R A AR S [F] 2 B Y
EFEHH AT At AR B RER IR R - BV B R AR B B H AV AR
BRI T I [F 2 B -

BRE 2 H R B REHA SRR B AR B B AR E B A B i o T T &
FHEREL AT © [FIF - RS 2 ELEiE IR R B B T2 R A 8 - K FEH
BT AT TTF o] DAE— 0 B T A B & TR0 (e A B2 B b B R T Ry - B
AT RER 2 BRI 50 2 2 SRR AT R R B B » ST AR BEIAH B2E EalE s E
AW T fRHRAR S TR T - AR LSS ISR BHEE N 2 SRR AT DUtE—2 T /g
BRERAME (0 2 AhmtE) ~ BSUBRIRgZSE (40« RHEERGE ) » LR R G g B
EHSHAVEEE - WEE 2 R -

W

T~ E RS BN

AR 755 BT B8 V2 U il R 2 ) R ) B B g FHE AR B AR © S AFE 2K - IR
NFBRAR R - 52 A mIpG = AR A B/ E Bk (Self-service) /7% »
HBE BIT5eR - &M R TR R 2 e —20 Ry B B IR 5T K4 26 e an PR R Bl
#T1 (Meuter, Bitner, Ostrom, and Brown, 2005; Sorescu, Frambach, Singh, Rangaswamy, and
Bridges, 2011) « 22 & A] AR FLESRSCE IR B HITEZE TR ~ TR =S ARBHIRCE ~ &
REERA - IRFBEZLHIEF ~ IREE L IREEN G ER - R A R ER
(Bitner, Zeithaml, and Gremler, 2010; Dabholkar, 1996; Lin and Hsieh, 2011) 35 £E]5 K[
R AR A5 (IR A (Technology-based Service Delivery Systems) [RE#ME & - [AIHFHE
g T R R B R A B R T ER A e
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BHU AR 5 R R LR H RAE S I —3 s - N EE IR EE
IEF BRI BN - AR R R IR - BB IR E R B T AR 8/ T oY A 8 5
o AR T ELEE AN FERNEEIER - [CIRITAZ S EES 8 B E] - B BhREE
% (Self-service Technologies; SSTs) L #EE & HLEFI{EAR B EIE A - BAZ ZEEL Rl 571
HHYAE) » FIA B FERNERGEE - A R0 5] B S 57 25 20198 %% (Lin
and Hsieh, 2011) °

(—) BBRFHH

Ik A R RHECE A B IRB M - bR T R R A B IR 2 AN - BEREFEHRY
FAbRIIRB AGEFREA R - @A IR B B 8 T REE 1 RO T 3288
AR 75 P2 il ) o B8 B = B (Bitner et al., 2000) © Meuter, Ostrom, Roundtree, and Bitner
(2000) Rl —A 30 R A ZT BR FH LARHSORy =5 A B w5 122 il ] e s B BB S BHEL - HBIR
BRECGEREE B ZEENRECE G B e a2 - @2 RN TR B IR s A B 528
A4 8f (Bitner et al., 2000; Bitner et al., 2010; Meuter et al., 2005; Meuter et al., 2000) °© —
%S SSTs WG MY PR MY % (Internet) ~ A B IR 5 (Kiosks) » A B GE &AM
(Interactive Voice System) E2{THfIR7% (Mobile Services) S5VU K %H (Castro, Atkinson, and
Ezell, 2010; Lin and Hsieh, 2011) °

H B AR 55 BHE AT AR 55 ZE 1T 1 B I8 AR 2 — (B BRI FE GBI - 3@ AUk
A EEHE AT H AR 1 B s s BRE B/ SSTs YERH » th BUR AR 2
4% 2830 ) st A o 477 v 25 BE B2 Y A5 B8 (Curran and Meuter, 2005; Curran, Meuter, and
Surprenant, 2003; Dabholkar, 1996; Dabholkar and Bagozzi, 2002; Jia, Wang, Ge, Shi, and
Yao, 2012; Meuter et al., 2000) ° [aF 2T FERIZE EAEPERT 5 F SSTs ¥ iRRAZ 1T Ry fiti 2R
LR FURE AR HIE ERFE (Weijters, Rangarajan, Falk, and Schillewaert, 2007)
BEFTE, TNREE (Holloway and Beatty, 2008; Meuter et al., 2000; Weijters et al.,
2007) ~ DAREEZ A (Selnes and Hansen, 2001) © th4h - FHATEEGHUZEE - 52
e R B E T B A AR S A B AR 5 8 (E-service Quality) @ i H #E R HIE S 1=
3% (Parasuraman, Zeithaml, and Malhotra, 2005; Wolfinbarger and Gilly, 2003; Zeithaml,
Parasuraman, and Malhotra, 2002) « FHIAMEEGARA B I EE » RIHLEF 9t R 221E
PRETHEE IR s ol B s e B W R B (M5 - ERIRE S

4 SSTs FITESAT. MER A MRS - BEE v RES [FIFF(H AR FAY SSTs 2R FE sk 2= IR
# Lin and Hsieh (2011) # 2 H 8 & SSTs IRIGHE R EE - 8E M &/ T3
B8 SSTs HRA%SAHE -

AR5 A B RHECE AR 208 - BR T & R A BN B AR BN Rl 2 90 IR
RE (FREEEMT A SSTs I AL - thEt EREE n e E A FHL L& (Technology

el
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Anxiety) (Igbaria and Parasuraman, 1989) @ #8152 - ERAEZEHHEZ IE/EEH—H
BHEARFERF - TTREE EKEIF N  FEREEE T Z 7 E) (Meuter et al., 2005; Meuter, Ostrom,
Bitner, and Roundtree, 2003; Parasuraman, 2000; Zeithaml et al., 2002) o =} 35 & &
(Technology Readiness) HI 2 fHE A BHL RIS — il & @ BRI HARHRIREE »
EFR PSSR ANEEOGES HHERRRRE - 5 7548 - 8T - &
388 Bk DA R 22 2 B EEVY(E RS T (Parasuraman, 2000) © 2R1 » FEE R RyEAE (40 @ 17
B i A RS BRI E T ) » Parasuraman and Colby (2015) f& HH & ¥ RHGE EEE 2.0
B - HSREENY ARG B TR E AR H ST R R REEE o H i B R R E EEAH B Y
e R ZBEAEFRHAIERA ~ NERH 2 S8 A B DU SRR EHERE (7
THEEEAZFFKSE - 2005 5 Lin, Shih, and Sher, 2007; Lin and Hsieh, 2006; Westjohn, Arnold,
Magnusson, Zdravkovic, and Zhou, 2009 ) ° [A[[t - & IR¥%E i SSTs FHERY - BEZHIEL
T P iy WOt e B R R SSTs HURRAN » Wi — o B AR AT R B R E -
(=) AR#HRE

WWESERFEH - IR A R B B IR R IR R T BB IR B ie ke 2
S IRE B RIRBA B - B - HBIIRG R E A 28 & TRITT R - &M
Mg AR 5 G B 7 RHEC AR 5 (FR R S 5 7 2 E R RG22 L REAE 1R A
HIRAZ #aha ? R ACE— 2515 o BLob - REARWFFEIRFE DUTE 2 R B BE sk B 5T A
FEAEDIRH R BRI IR 5 BRI - BN IRG R BRI ERORE A F%
HERIFRIR - B E B THEEHE 3 (Market Share) ~ “E & JJ (Productivity) ~ W7 (Revenues)
2N EEE (Firm Valuation) Z£3RIFHFZEE -

— gt 2 F] T ER AR IR S 0T o3 s = AEEAY ¢ DLE T REME (Employee-based) HY »
DL B Bh ik 75 BF R L 18 (SST-based) LA KR & B T Bl B B IRk 75 B £ 58 88 19 IR 5
(Parasuraman et al., 2005; Reinders, Dabholkar, and Frambach, 2008) > #1141 : fiitZ2/\ &][5]
W FE LIRS R S B S %28 H B check-in » SRTHEMHLERMEAR L HERE ATM HRES - 28
M@ EVFFERE B TERI R IR R SE N HE N R - RREEE — PR
TR G RGBT AT REs B (R AR A S IR 3R - b - BRERIEGHEEE 215
A BT BE RO G S H H iR 8232 16 0 (Parasuraman, 2000) * & 52 8RS AT
0 FHEA RS B SSTs IFHVIE & - KR ANFIEEAIF N EE B ERHECEERE IR R [E] -
bR T R EEE 2N - R A DAST ] LN [RE B 5 RO FE AU 2K & FR L AR A
ARSI RAF (7] (Parasuraman and Colby, 2007; Tsikriktsis, 2004) 2 A1{A] 52257 FH
RS IRISHYEREE (Parasuraman et al., 2005) ? ARSI 1) 28 B — (1 2 1 2 2K BRETHHE
[ AN [FE R R RE S B AR IS I B PR AR e A B I DL B TR BE R B DL BH AR5 BHY
T B IR & =ik B 2
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7N~ RBS O aR B Rl R

b BB A B ARG I - IR R AT REME B 2 M = - EERISRER
(Service Failure) FIJR AR Z AIRENM: » I « MECRIEGIRT - IRGEHEERIFRE -
AR5 N EEERIREEEANE ~ IR AN BRITT R NG E FE P (Bitner et al., 1990) © &R
REREEANRF - TCRALHIARTS AN B B EIE RIS 2 R n]gE 3R 47 15 » B R 5 B
(Bitner, 1990; Bitner et al., 1990; Hess, Ganesan, and Klein, 2003) - bt i@ 00 78 el HE4E
B o EIRIRFEE IR - BN KGR - HAHEA RO EPITIRIS R (Service
Recovery) @ A FIREMIRAR A A% BRI (DeWitt and Brady, 2003; McCollough, Berry,
and Yadav, 2000; Smith and Bolton, 2002) * & T IE [=) IR R A& E %A F1HZE (Gronroos,
1994; Mattila and Patterson, 2004b) ° [t » U | fE5 B AR5 K R AU EE S2 A 22 LUK A
A SOE T AR B RO —TEI FH B R E -

(=) BR# &R ILAR K

AR5 A F 2o & i R i — 2 =SSR AR TS - B R E R - ARMAERS IR =
FErh o FRENISERIARTS BT E R EE HEEDUERAY - it 2R » ARG ERE AR
AR5 $2 (2 1 v 5 25 oo IR IS e U 28 4E (Kelley and Davis, 1994; Kelley, Hoffman, and
Davis, 1993; Patterson, Cowley, and Prasongsukarn, 2006) - iR i5 6 iR B8 & R84 L
P B AR 5 AH BRI SR - BERHE AL EHIHEL (Bitner et al., 1990; Namkung and Jang,
2010)  BAE RIS AR OTREMREZ AN - TS EE A LI (Blodgett, Granbois, and
Walters, 1993; Maxham, 2001)  S@EERFFCHE H & B [0 5 AR55 2k AR IR Y S 8 R & 2 ¢
HATRERRENAYTEEFE (Choi and Mattila, 2008) » [jREZS 1 ZA S E F 2 & = fE 75
o B BREAEFTR - WHEHA TR « 2 =7 EiE & (Wirtz and Mattila,
2004) ; SH T PRECRREERL NHYTTE) - BERRZIRG A F] ~ [t AH0A% ~ S IR -
HEEEHEERE DM ER (FERERFIE - 2013 ; DeWitt and Brady, 2003; Hui,
Ho, and Wan, 2011 ) ; 2= NEREUEL({TE) (Day, Grabicke, Schaetzle, and Staubach,
1981; Zeelenberg and Pieters, 2004) °

H RIS R IR AERY - IR A FIREIFEEE R 5 NMERRKEBENWEE » &
Z A EFHEE (McCollough et al., 2000) » {H[E 7 ] GEFEARTE 3R B 15 I 55 fNRE
1t » BEAEEE T T FHI/A E (Smith and Bolton, 2002; Smith, Bolton, and Wagner,
1999) » Kl - AR5 R E B IR R R SE TR B AYERAE o Gronroos (1988) iFHR TS
HRUE TR IR A B R ERR G R R M ERIITTE) - 52 » IR AFEIE
TF B P ] RE SR A o BB 2 Y A RAAR » IR BL AR S il REAE R B 2 B R ER  T E E
b EFEEAAC o R - B A BRI (2008) FEH 0 RO AR R AT
B B IH PR IR 2R R T AR A EI S - RATAIAR IS R B Bt SR 2 iR AR5
IR I ELE AL ~ RV RAE N IR (Swanson and Kelley, 2001) ~ GBI
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R REZ 2 MIFIRATR (Tax and Brown, 2000) © DeWitt and Brady (2003) 55 H & 28 4= 2
ARIF - F5 BEPREUE S PRS- hREMESRRAE B A RIRUEHE ~ ARGEELRERATR - M
ERAERL (2002) AIME—0 ST IR SRR 38 AR 1% - EE IR 1 S AR5 R0 7 A 28 e S5
rEsER -

A LABA# B EA B R IR s it < R (53 H - 2EE) - = A EE
fE > 2001 ) - PLRARIS A SIRTER A 302 iR SR (Babakus, Yavas, Karatepe, and Avci,
2003; Bitner et al., 1990; Kelley and Davis, 1994; Mattila and Patterson, 2004a, 2004b) °
Maxham (2001) FURFFEFEHT » EIRGSRFR#E 4 2% - FEREE RN FR ARG HEZ
BAG THIRHE G LR AR FR KA BE S - — RG] - B BE YIRS i RE it A
SEHK - T BN B (E - E AR EOE R AR H AL BEAYSRIS (Bitner et al., 1990;
Hart, Heskett, and Sasser, 1989) ° [fifii{& (Compensation) BI[#%iii Fy /& RIS i 2 1% i
H ELAIHRCT =X (Wirtz and Mattila, 2004) < &5 TEE $ 1 IR KRR 2wl (E PR 2K
IR ET R G (S B - 2578 - BZ(53H > 2004 ; Grewal, Roggeveen, and
Tsiros, 2008; Smith and Bolton, 1998, 2002; Smith et al., 1999) - ARESAGRIL A HIEIZHE
JES 2 B e S TR (Well-dosed Generosity) » it R (E & B\ FIFF AR S E B RRA
FEBM - F AT E A S EBURB AR EIGF LK -

[EAh » Maxham and Netemeyer (2002b) HYMFSEHEH » TEARTS HRER B S A2 5 Al
R AR HIROT JE (Service Recovery Paradox) HYRER » IRIEHIRCY E2iEEBEE S
A b AR5 25 AR AU B ELIS E i B IR - BAEAR AR A I B R A B L 58 — )
G E5E S ARG R AR BE 5 © AR ARHS R oF JE i & 1R 2R — KU AR B R aR
B EA RS RS ARG BT ERMEFE (BIE25 - ki
ZFTS 0 2009 ; Maxham and Netemeyer, 2002a) °

(=) RAHR

H BT BRI R AR I 72 R 2 2 PR B Bk G T 2R iR e IR s S iRy 7 =GHE AT - 1 FR
DUE PR 3% A W AR A% 2 5 2k BB (Hess et al., 2003; Smith and Bolton, 2002; Wirtz and
McColl-Kennedy, 2010; Yen, Gwinner, and Su, 2004)  #CR A FCERLZ ST E AR5 L RREY
BEEEHE M E R T20E — PRI 7R a0 R o @B Rie & IR kiR 3 4
if - wT DLZE s B TARRCA e B T B A & 3 [F] 22 Bl 1 05 SR ET T fke - T 2 R e 22 B
AR HIRCZ B » KRR FC e AL PR Al RE RS B A 2 B R VB ERT B R 1 -
B2 - i A\ 7252 (Individual Difference) BRFRHY G A 52 (Situational Variables) 5[]

P& - HETRE T B SORRERE B AR PR B R A IR 55 % 5 B Ll R 1 UL AT s SR 2
o (EH DEO TR RS — RARB R AR AR (FREEE » 2012) » ARZKIFSE
JEZLE— D PRET & I R eR i IR - MRS IR ie e 5o - DA T REss B
EIRF eI AR o ARG ERREFE T - nfRE B FIXEAIAI IR B AR - (HiEk
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e R ZAEPRET B — AR5 R R B RO B R+ SRR FE RTERET A [R5 2K 3 [T HRF 3R
R - HREF IR R - Y - BRI A FIEA AR LR Bt & G A
[A] - R FEERL PR RTAE AN [FI R 5 5 R B AN e PR F B IR 55 ml ROR G » WA E (I e (5
WZ NEZERHEERE ? Rele CEHERR] ? BHEEDIE 2 ERYEE S R -

EERHOKENEHES - {2 SSTs 5k R AR (HIE FRYLER (Bitner et al., 1990)
EEFFESTE SSTs $eH T Hiflr (RS ) ~ /EEREST » SaTHBRF R EEIYE N FRIR
R AR (Meuter et al., 2000) + NG AHBAFZEREE—RY EH BIIRBSRHE B AR BRE T AR &
AREAIR (TRIBAOSE » 2008 ) » (HEEADFHIFEIRET SSTs KR E NI B ka2 o2 - R
KA FEE R HE— R IR - 5340 @A SRS E AR RO AT 3 f = E A « H
MR~ AL EEE R (Zhu, Nakata, Sivakumar, and Grewal, 2013) ° 2K » £
SSTs #ALFRIIIGIL T » WA FEE D ERET AR fRCEiEH - B TR Frin YA
U] ? H R SSTs R SRR E 2 MANFIREEIAY SSTs wiRs B AR ek 2
SOE T 2 BEAh - BRI FEANRT 2 B A 7 U IR R SSTs RERIVEA » DU R
e KRR E AR B1T50R SSTs ARG HIREE ST MESE— T 515w

B RUSE ER

HREEMT  BEE R EEEZEN—IE (Colgate and Danaher, 2000) ° i&ZEAF5T
EHAFHB R 5 [T RAE - 1 S A A B R B B A B & B A AH B (K (Reichheld and
Teal, 2001) » AL - B B2l SRS R AN A AT ~ 3R R B IE o R I RE A BRI 12
B ATHE 21,00 )7 (Gronroos, 1994; Morgan and Hunt, 1994) ° a2 iyl & 50 5¢
b BE ARG S E W R - AREE - E TR RS R EE S EE
sz (BPRED) ~ AEHFRELEERUE » 2012 5 Chiou and Droge, 2006; Chiou, Droge, and
Hanvanich, 2002; Lai, Griffin, and Babin, 2009; Thomas, 2001; Thomas, Blattberg, and Fox,
2004) ° Ranaweera and Prabhu (2003) F2 R REE (R BEEF N R AR T EAEHEE T -
FrfE B AR A FR 5 2 R AR A - RHARE @B R 2 T ROBRIRATR - IS
Hig e FE - HAEBRPSE R (Gustafsson, Johnson, and Roos, 2005; Reichheld and
Teal, 2001) ° FRIELZAN » ERBEE IR IR A] DR S B AR HANAFBE - AN FERYARTS ~ 82
ERAIECA ~ BARRYES BURE ~ IEEPOE - &S E R BEIRER A E T
(Reinartz, Thomas, and Kumar, 2005) - HZEfA L - 5 A 2 L0 A U SR IS 2 B RATY
R - HEEAGREIRF EER - BIRERN - YNEE S HBE DS BRI B AR
FHERYNERASEIRFSE - o7 DUKERS 53R — {8 J51A) @ BEIFRME (Relationship Quality) Ef#ffa e
[5¢ (Switching Barriers) ©

(=) Bfg=H
IR B I ~ EREIE DR IR N AR NEE 1 (Crosby, Evans, and Cowles,
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Service Experience Management in Asia: A Review and Directions
for Future Research
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En-Yi Chou, Ph.D. Candidate, Department of International Business, National Taiwan University

1. Introduction

In an era of increasingly competitive environment, creating superior service experience
has been regarded as one of the central objectives for today’s service industries. Service
firms around the globe have integrated the concept of service experience into their daily
operations. A service experience occurs when a customer has any sensation or emotional
response from interactions with the elements of a context created by service firms (e.g.,
product, service, participation, technology, etc.). Service experience is identified as a key
factor of customer loyalty (Zomerdijk and Voss, 2010) and the core of service offering
(Schembri, 2006). Therefore, academic researchers are increasingly interested in exploring
service experience related issues.

Despite the importance of service experience in service industries, there still lacks a
thorough review of research literature in this field. In this paper, we review service
experience related literature in Asia and identify opportunities for future research. Seven
academic aspects of service experience research are identified with directions for future
research: customer/employee emotion, service employee management, service environments,
customer participation, self-service technologies, service failure/recovery, and customer

loyalty management.

2. Literature Review

2.1 Customer/Employee Emotion

Previous research indicates that the interaction between customers and service
employees is critical for the customers’ evaluations of services, including perceptions and
emotions (Bitner, 1990). Two important research streams that address the role of emotions in
service encounters are emotional contagion (Hatfield et al., 1994) and emotional labor
(Hochschild, 1983). Emotional contagion refers to the flow of emotions from a service
employee to a customer, with the customer “catching” the emotions that the employee
displays (Hatfield et al., 1994). Emotional labor is defined as service employees’ display of
expected emotions as a self-regulatory process (Hochschild, 1983). Although both streams
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have been widely explored for decades, certain issues still lack further investigation. One of
the potential topics would be exploring the linkage between emotional labor and emotional
contagion. In addition, the influence of service employees’ negative emotions on service
experience also remains to be explored. The depression and anger of service employees
could be transferred to customers and thus affect the service experience. Therefore, future
research should explore how customer’s/employee’s negative (vs. positive) emotions affect

service experience.

2.2 Service Employee Management

Service employees play a vital role in service encounters. While earlier research mainly
focused on the impact of service employee performance on service experience, recent
reseach has paid attention to the management of service employees in service organizations
(Chuang and Liao, 2010; Hong et al., 2013; Liao and Chuang, 2004; Liao et al., 2009).
Organizational factors such as service leadership style, service human resource management,
and service climate have been identified as determinants of frontline employee performance
which results in increased customer service evaluations. However, certain issues regarding
how these organizational factors influence customers’ overall service experience still need to
be examined. One interesting avenue for future research develops from questions focused on
the role of leadership style in pseudo-relationship settings, such as restaurant and shopping
mall. In addition, longitudinal and experimental designs should be encouraged to provide
deeper understanding of the effects of service human resource management on the service
performance of employees. Furthermore, the effect of service climate on back-stage (vs.
frontline) employee performance offers possibilities for valuable future research and should

be explored.

2.3 Service Environments

Service environments play an important role in service delivery because service
experiences happen in the environments. Previous studies have categorized the elements of
service environments into physical and social environments (Baker et al., 1994; Sherman et
al., 1997). Physical environments include both design and ambient factors, while social
environments comprise both service employees and other customers (Baker et al., 1994;
Sherman et al., 1997). Both physical and social environments have been considered crucial
to service experience. Although research has explored the influence of service environments

on customer experiences, how physical environments influence social environments and how
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social environments influence service experience still remain unexplored. Moreover, as
customers often visit service sites with friends or family, future research may investigate the

effect of inner group interactions on focal customer’s service experience.

2.4 Customer Participation

Recent research has highlighted the critical role of co-production in creating value for
customers. Co-production refers to “engaging customers as active participants in the
organization’s work” (Auh et al., 2007). It has become a vital tenet of a proposed service-
centered logic for marketing (Vargo and Lusch, 2004), which can strengthen service
effectiveness (Bendapudi and Leone, 2003). By involving customers in co-production,
service firms can lower costs and customize individual customer’s needs at the same time
(Bendapudi and Leone, 2003; Etgar, 2008). While most research explores co-production
under high-contact service contexts, a keener understanding of co-production in low-contact
service contexts should be further investigated because customers of low-contact services
might view co-production as service firms’ means of shifting their workload onto customers’
shoulders. In addition, the role and influence of other customers in the process of
co-production should be further explored. Future research could also examine the possible
moderating roles of customers individual differences and culture variables on the

relationship between co-production and service outcomes.

2.5 Self-service Technologies

Self-service Technologies (SSTs) have become an integral part of service experiences in
many service industries. Types of SSTs can be divided into four categories, including kiosks,
Internet, interactive voice response, and mobile services (Castro et al., 2010; Lin and Hsieh,
2011). Given the importance of SSTs in customers’ interactions with service firms, some
studies examined the critical role of SSTs in affecting customers’ perceptions, while others
focus on the possible service outcomes, such as SST service quality. As prior studies mainly
focus on the influence of SSTs on customers’ experiences, a promising avenue for further
research is to examine the impact of SSTs on service empoyees and their performance in
service delivery. In addition, since service delivery can often be categorized into employee-
based, SST-based, and a mix of both (Parasuraman et al., 2005; Reinders et al., 2008), future
research can further investigate the optimal mix of employee-based and SST-based service

options for service firms.
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2.6 Service Failure/Recovery

Although offering error-free services is the ultimate goal for most service firms, service
failure is difficult to avoid because of increased interactions between service firms and
customers (Kelley and Davis, 1994; Kelley et al., 1993; Patterson et al., 2006). Effective
service recovery has been found to have a significant impact on customer judgment of
service providers and the overall service experience (McCollough et al., 2000). Despite a
growing body of literature on service failure and recovery (Babakus et al., 2003; Bitner et al.,
1990; Kelley and Davis, 1994), several areas for future research still require further
investigations. For example, while past research mainly adopted experimental design to
manipulate service failures, future studies can explore service failure issues from real cases
and situations. In addition, as SST failures happen frequently in service experiences, issues
such as how customers respond to SSTs failures, what constitutes a successful SST recovery,
and the different roles of employees and customers in the recovery process should be further
explored. Additional research is also needed in examining the impact of multiple service

failures on service experiences.

2.7 Customer Loyalty Management

As market competition intensifies with diminishing customer loyalty, firms are
exploring ways to increase customer retention (Reichheld and Teal, 2001). Researchers and
practitioners have identified relationship quality and switching barriers as determinants of
customer loyalty. A favorable perception of relationship quality leads to higher customer
loyalty (Hennig-Thurau et al., 2002), while switching barriers serve as a mean of locking in
customers (Colgate et al., 2007; Jones et al., 2000; Patterson and Smith, 2003; Wang, 2010).
Although there is a consensus that relationship quality is a multi-dimensional construct, past
studies have not reached an agreement on its sub-dimensions, which requires future
investigations. Future research should also investigate the roles individual differences and
culture variables play between relationship quality and customer loyalty. Furthermore,
another area for future research is to examine how individual differences affect the switching

barriers-customer retention relationships in different service contexts.
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3. Conclusion

Creating a superior customer experience has been attracting attention from researchers
and practitioners. However, there has been a dearth of a commensurate level of scholarly
review on this topic. In this paper, we provide a holistic review of service experience
literature in Asia and address two key questions from a service experience perspective: (1)
what have we learned from prior research about service experience in Asia and (2) which
major issues should future research in this area address. We examine these questions under
seven major topics: customer/employee emotion, service employee management, service
environments, customer participation, self-service technologies, service failure/recovery, and
customer loyalty management. Our review reveals useful insights and identifies important
directions for future research. Research-based answers to these questions and directions will

be beneficial to service experience management.
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