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o AMAIMEL 1T, —EORRRCZERICIRE L TARM 2R HT MR THY . Loy
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HiFIT: Jakia Kivela, Robert Inbakaran and John Reece(2000), “Consumer research in the restaurant
enviorment, part 3: analysis, finding and conclusions,”International Journal of Contemporary

Hospitality Management, Vol.12, No.1, pp.13-30.7> & 2ZE1ERK,
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OEROE A ZORMLE LT\ 5, Je3, ERHBREE 4 57 X (atmospherics) & L. JE&HAN D
BRI ANHEE ORI EATEN B A 5.2 b &5 Z T-(Kotler 1973), £ 7=, {HEH 1L,
JEEINIZ S Dk 2 2 BREEEIN EFR AR L. A0S B ) IS8 A& 5 2 T % (Sarel
1981)9, BREZERIT, {HEEDIEHICH L TA A=V 2T 2 DICEERERTH Y
(Mazursky, Jacoby 1986)9, £ < DIHEF X, WEEFFR CREERELZT 5 Z LITBW T, JEH
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FT ak &SRB IR, BB B s, R R/ D e K O JE EEHE (ambient condition),

ZEMRIBLE & BRErE, & L TER, %@%ﬁ&@3o’“ﬁ%né$mawmw

WIZ, MEEEY—E AL, HEE DRI &V — A EE I 5 R Tl bBUSIC =3
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Padn) & A — EADIEE AR L T\ D,
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4. PERITIREE (physical environments)

R IEERBEOF TH—E R ZHET HD T, —E ABEOYPRN/2EREEIT, kb EE
IRECE R o TNV D, P —E X OB R O BT, IE T 201, Bgich—v
A S E BN IR R TT DE IR A2 5 2 & Th D, JEHOMERR BRI, BT
oy VART 2 ERY—E X BYT. NGEIE, £ UTURBER £ ORI A — U L IERATE)
\THEZ 52 TWD Z ENEL OMFETYEES VTV D, S HIT, JEEEREEIE B, RGEE
fli, ZL T, MEIZLHEEL XD ENbhoTND, T 2Tk, WHERIREREE & 1306
B LIEEEOITENV 2T 72010, H— B AT X 5 BARA 2 B ER O Z &
HEWT D, ZOLORERITIE, BI A, 28, HE. FEOXZ A1, BE, =N
oA, KUR. ZEXVRRBR ETH Y | 2D L5 WBi 7R 4 Bitner 1, AR, ZERHIAY
BOIE & REREME, FoR. 4B, W72 &0 3 SIZ48E LTl L T A (Bitner 1992)2), L
2L, ZEMIPIBCIE & HERENE, For, AW, WEWIE. BIICHBELTEZ2L L0 b, A%
FELTEZRLEFN, LV EERNTHD EWVWZ D, —EAOWBIR BRI, EH9
LHMICE > TRO X S IZ, BATH—E A AR —E A UE—F—EAD 3 20Z550F
HILH<FE 4-1>,

<R 4 1>YBERBRIERR EERT2 BMIC L 52— 2 0ER

X5 WBRHY 7R BRES D EHENE
P—ERE = {159
EATH—ER | LT AX— ATM., F7r > Mook, BmifE
(BER)
AP —ER BTN, VART Vo, ERE

(BELREER) | ~LAV L, T
H$UT. WZERI. TR
VYE—FP—ER | Hifimth, REREtL, P —E A
BEXB) B — e 2 &t
Hi P M. J. Bitner(1992),“Servicescapes : The Impact of Physical Surroundings on Customers and

Employees,”Journal of Marketing, April 56, p. 59.

5. H—E X {HE(service quality)

P— R EIL, BEHE RS ED LWV BLE D, £ OB OIFEEIC 72> T
Efz, —EAMEIL 1985 45, PZB(Parasuraman, Zeithaml, and Berry)7’ SERVQUAL £ /L
ASENE, ROSHE, RBT). HEERSME, fUE. ala=r—Ta . M. oM R
(2B, AT SO 10 EOZHTHIRE L. BEDOFTEE DAL T D A
et L7z, PZB X SERVQUAL E7 /b, IR & Y— AR O ZEZJET D720
(2, B, 7 LYy B — R RBR, RIBREERS. ST, T L TRERRED 6 DY —
B R ERE T UGS L7 A LU O X 9 70880 IR E LT<3K 51>,

.7.
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AR BYR LT WEEA AT A 2 L, 2o BHEERIC L > CEELEH
L

P—E R BRI

H— e 2 H O

RIRENMEIR T X D L9 2 & AR TARETE
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B8N, EEMEE ARG OEE O Z St &
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eAines A= APNEI:DPALSEI"
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Y= B A OB 723 & ARBL

BRAME | - WA

P—e AR S D ER

HiPA. Parasuraman, V. Zeithaml, and L. Berry(1985),“A Conceptual Models of Service Quality and
Its Implications for Future Research,”Journal of Marketing, Fall 49, p.47.

PZB (X, YV —EAMWE & X, BEOHFED 5D ITERAKYEL FEEICE T H D L DED
BREZ LV, BEOHIFHC R E L 5 2 2HAIE, A=, \BEORER, MaIa=7
—Ta b b eV, PZBIL, 1988 kR4 72385k % LT-fER. 207 /ML, A U
DEME BT T 1 0 HDOLELL & AT (tangibles). {E4E M (reliability), S ita:(responsiveness).
TifelZ 1 (assurance).  HEUME(emphathy) D 5 S DZEHUTAL Y 1A THEOR LT-<3 5-2>,

<5 5-2>SERVQUAL EFND 5 DD — R FHWERREK

R N &
1 BURAYHtiER

A 2 A{FOII,

(tangibles) 3 TEHEBDIFR S
4 PR EBRETLERO T Ly b SR OS A
5 =B X ORI HRIRHHNEST
6 AR DA E R L72RE, DD 5D

fEHEtE 7 — I CIEMR Y —E A Z2HIT

(reliability) 8 IR SRR Y — 2 2421t
9 AN A 7R VERES
10 B R RHERF ] OO IERE 72 A R

Bt 11 TEER O 72 Y — B R IR

(responsiveness) 12 (=D ES TR

13 EARITIC L THBEOEEEITIN L DR
14 BR\ (S 2 52 DUEEB O1TH)

TefEtE 15 RG22 BG4

(assurance) 16 WO BBIRICEIEIRIEER
17 BEDED L S TEMICHEX DN DIEHR
18 AR NI 2 B

SRk 19 AR HLL ORI 2R R OFfik

(emphathy) 20 BRARAE N2 BEL & P DIEEB DL
21 BEIZRKBROFREZ G2 89 L3 55857)
22 |+ BE=—AIKT DUEER DR

Hi Pt A. Parasuraman, V. Zeithaml, and L. Berry(1988),“SERVQUAL: A Multi-item Scale for
Measuring Consumer Perceptions of Service Quality,”Journal of Retailing, Spring 64, pp.12-40.

.9.
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4. FLHH—EXARBEEZEDHLHETEHR

P—E R WE R ED DL E dTIUT IV D, RISV 2T, BEOHIREER Y hEing
FEZ = R R IUIR, LA L, RS & BEOIEENEE ORIZIE F L— R
T ORI EL DT, TNHRES R LTI, BEIIEERR, 02, y—e 2k
YDIEIC LT, FORMEFETHA I —EABELZ ANV IHET %, Sz U,
P ABEITEOREEB LR SETH B 25720, M iET, BEEHSL
TW5, P—ERRHE LBEOBHRIZBW T, 52REREHEME g - T2 2 21X
FEEITH LW L THH 5,

FRED LT h— BRI R & L CESICELL SN0 2, BRGSO R EA R,
ZOXDREWLRTIE, P—ERFEE LT, MESEDLHDTHD, 77 e M,
P—ER -« =7 L A(service excellence) & WD B X HEIRET H, P—ERA =T EBL L
A EX, BOOBGE L LV —EAMEDL~LDZ LT, ThambbZ itk
T, Witz 52 L b AREE 2D, MWW~ —T v b« Y= T OBGLEGHITR D D
D, ZOE D IRBMRAEET DI OITIE, HEHRIRBNPMEL 725, T, HHHET
70 ~U— R 37 R(Outward BoundPZ#Hfk L7=, 77 hU— R e LTEATZY
—E AT, P RAOMEEELZ G REL TWD, FIZIE. A1 AZETIE, TED
96%LA EAFEIFED Y — B RN BB TV D RIS 5 Z & 2RI BRI LTS 2,
fERR. R L ORI RERE EPIRHERF CX 5 L) Z Lk, BENZO—EABEICR
WHIREZFFHLODIT TNEINETHD, 29 LIEEWT, —ERfEIIANEANEDDRN
VBRI OAEENDLDTHA D,

pz 3

1) =A%, HEEDIKCDHOT, ZO=—R% 3R U 21 T2 S RIOEGT (A1) T
%o ZDXH7p=—X (needs) 1L, HeREEMESILTCODH, FHFMIEMYEL X5 L9 5 b,
74 (wants) THY | 7525 (demand) TH D,

2) T Levitt(2001), All sharing Marketing Mind, Diamond Harvard Business Review, November, p. 7.

3) 74 VT abkT— AU —T—2Rbur G, BFER, FHMm—GEVQ995), [H
iR ~—>r7 1 7] XA v R p. 686,

4) A Z1999), [—t2 -7+ U7 1] TAER. p. 4445,

5) Christopher H. Lovelock(1996), Service Marketing, New Jersey, Prentice Hall, pp. 15-19.  [LAHE —
(1999). A, pp. 65-66 & 31 H,

6) MEREXREN1995), THihR HEEF - ALEFEEO~—S7T 0 7] AERE. p. 42,

7) V. Zeithaml, A. Parasuraman and L. Berry(1985),“Problem and Strategies in Service Marketing”, Journal
of Marketing, Spring 49, pp. 33-46.

8) Gordon, Foxall(1985),“Marketing is Service Marketing””, Marketing in the Service Industries, Gorden Foxall eds.,
London : Frank Cass, pp. 1-6.

9) 74Uy S earT— HFAY—-T—LZ b arrEGE), EFFR, HHME—EDQ995), #i

_10_
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8, pp. 688691,

100 74 Vo7 e abhI— FAV—T—LA arr7E), LR, HHME—GEO(1995).
Al 3. pp. 690-691,

11) Dan R. E., Thomas(1978),“Strategy is Different in Service Business,”Harvard Business Review, July-

August, pp. 158-165.

12) David C. Bojanic, Linda J. Shea(1997),“Segmentation for a Multiunit Restaurant Operation: Taking Location into
Account When Adevertising,’The Cornell H.R.A. Quarterly 8, p.61.
13) P Kotler(1973),“Atmospherics As A Marketing Tool,”Journal of Retailing, Winter 49, pp. 48-64.

14) D. Sarel(1986),““Advances in Environmental Psychology - New Perspective on Consumer Behavoir,”The

Changing Market Environment, AMA, Chicago IL, pp. 135-138.

15) D.Mazursky, J. Jacoby(1986),““Exploring the Development of Store Image,”Journal of Psychology,
1(41), pp. 145-165.

16) K. L.Keller(1987),“Memory Factors in Advertising: The Effects of Advertising Retrieval Cues on Brand
Evaluations,”Journal of Consumer Research, Dec. 14, pp. 316-333.

17) L. M. Ward, J. Barnes, and M. J. Bitner(1992),“Measuring the Prototypicality and Meaning of Retail
Environments,”Journal of Retailing, Summer 68, pp. 194-220.

18 ) J. Bitner(1992),“Servicescapes: The Impact of Physical Surroundings on Customers and
Employees,”Journal of Marketing, April 56, pp. 57-71.

19) A. Parasuraman, V. Zeithaml, and L. Berry(1988),“SERVQUAL: A multi-item scale for measuring
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