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Abstract

B corporation was a new company pattern that appeared in 2007, dedicated to
solving social problems that arise under the economic prosperity, such as environmental
damage and the gap between rich and poor etc. Gen Z gradually become the major
consumers in the market, being the target population that all companies should not
ignore in recent years. From the view-point of consumers, this study investigates the
relationship between Brand image of B Corps and the Customer loyalty of Gen Z, also
exploring the moderation effect of perceived value. The research adopted an internet
questionnaire survey, and received 306 valid responses. Statistical analysis using SPSS
25 led to the following findings:

(1) Gen Z are willing to spend a certain proportion of their disposable income to buy
their favorite goods within their ability.

(2) The purchasing experience of Generation Z in B Corps will have a significantly
impact on substantive perception of the brand.

(3) The brand image of B Corps has a moderate positive correlation with the customer
loyalty of Gen Z , among which the "symbolic image" aspect of brand image has the
largest influence, meaning that Gen Z attaches great importance to whether the
corporate image can attract their attention or enhance their influence to meet their
internal needs.

(4) The customer loyalty of Gen Z is highly positively correlated with their perceived
value. That is to say, the higher overall evaluation of a product, the higher the
probability that this group will be willing to repurchase and recommend it to their
relatives and friends.

(5) Perceived value has no significant moderating effect on the relationship between
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brand image and customer loyalty. That is to say, Gen Z will still have loyalty to the

brand of B Corps even if they don’t think it is a good deal.

Keywords: B Corps, Generation Z, Brand image, Customer loyalty, Perceived value
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HHA G EFpELRE LS BR B PRSP L ISP R
s Fhghehg 07 AL B3 BFR & iTehR s (White & Kiegaldie,
2011) -

4, Z A4 1996 1 2009 £ 0 Z 4 R 5 - LT ios g

2103 & > b PR A B I WEor R FELB L Py

FE el 3% (Kasasa, 2021) 0 32 B R E Al #30p & Ark

§ hE 'T‘?‘F" g% 4 24 23 (Entrepreneur, 2020) -

R few BE AP Z R REBAL S RETER 0 T F B s R
¥ a4 0 95 2018 # 38 & The Power of Gen Z Influence iy i » &g iR @ »

PRy Ze SRRy i v 3 1430 RE A 0T LABET 5
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MAGERFZE A Edue g

LR L RSE

g 2 22 f2 8 (Millennial Marketing, 2018) -

223 AP R ALEEFF

?c W Z A z*‘%’rﬁ”ﬁ .

B apa X2 & Y £ & Z R

4 1946-1964 1965-1979 1980-1995 1996-2009
£

B | DEERAR 1 ¥ ¢ fer e B A M e i 3 3

¥R | Bd A EE IR S

B3 % %

AR R S | ApRE RpE & ITE e e gt

BFE | R4 ER | S £ SRR B RSN

(' i 1 fFg 4 g eh P d s BEp e

ol U B iy B e e A

TR KR 2FELER

Sladek & Grabinger (2014)>4g 2 ¢ p Z & & 5 1996 1 2009 I 4 ch—

Lo BRI EMAEL Al A EF

ML mESRS BRAR G- A4 L @R

PR SRS F R AL A S

7»"“\:}115:

LB oo

g 1L foal A ek

IR DA s S e

Seemiller & Grace (2016)>* 2014 # i5:EH 4 42iE - F L Z¥ A5 4 > Fpd

¢ 83%en A L EEG H G PR F] L BT LR e P 4F e IR 12

A TR AAEFSLGA Pk KPR VAL LA E RO ER -

Lanier (2017)* 77 3 @ dph Z 2 g - LB m B R A A pehE R > 27 @

ZM AR (F I EN) Y

g
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M.Dimock (2019) % % Z & % §_1997 & 414 fseh- ¥ A > EHit— £ F L)
A I e e e & F (different formative experience) » v deiTHOEE B ok € 5
AARE > S I WRE AR MR T WIRBPR AR Y cZ X Rt AiEe -
A A SR A D P S R RRTARAERF - R A TR R
2 A ZERanfl s Rap b PEHAAES B AR T o F BTG iR (Pew

Research Center,2020) -

Rosdiana (2020) R4 2 Z & % 5 KIK|& » BR-chd & gmeh- % o ip- Rl F
AALG T EE N (iGen) > # P B BRI TED S L ARG cZ R Y
BREFL P - BRI S 2R N H - R (e )k R A

LA kR i AR o

@ % % 3% True Gen : Generation Z and its implication for companies * - 3%
T ZE 41995 3 2010 # » T BEHE LMK I T g Ko ¥ P ELRB A
BRAE e L AERR I L R D A EHEEN SRR AL T E R
B A B gt v 5 T TrueGen ; (McKinsey,2018) -

% 2-47Z ¥ XK

FH HZerE
Sladek & Grabinger B AR BIETA S Pl Rt 4 £ 3
(2014) B AKERALE R Z S BT 4

i PEHAR R iR SR e

Seemiller & Grace ZEREA L ERG o h w0 T B R
(2016) R T
Lanier (2017) MANEFOEFES S EHETHF L5 DI R

EFRAEKZEAIERM L AL EITE AT
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McKinsey (2018) TARHEE Y fo BARLAE @ LA
ROAER L B EHERELATFERAL T

SR

M.Dimock (2019)fr Pew | G BEATH T B fr £ 3 L@ * g (> F]pbat 1y

Research Center (2020) | A¢% € *c SRt X F A RTRRERF -

A
Rosdiana (2020) B8~ B F-ind E dmeh- %0 4 BRI IGen - i i

WRBETEED 2 (A g i o

FHRYR: 2P R

FEIERE LR ZE RO BB AN NG R R R
Ao+ EF R ALK CAEE TR AFTOA LA AT D

20 Z 8 R & 44 MoKinsey 4R £ ¢ ehfs it Z & % 4y 4 2+ 1995 1 2010 £

TEN LB AE L P o B RPFEARFR R -

S ZE R R

BrhnA ERBEERT Z LA AR e S FEFS F R EE
A7 ¥ 12t o Simangunsong (2018)*F P B F Z X R AR R HF A &
PEEHEMCRFFRANE 0n 28 e FE TR S TS RHRG

B -2 ASLSHEM A S A EPEF T kI CRAN B PEE

AR P e L 3R B i E 2 (Ayuni ,2019) o

Hidvégi & Kelemen-Erdds (2016)> 77 3 % ¢ 3P Z & @ * 3 B it 5 24
BT MKRR AR AT EHRRFA N DR R odm § B N7 S
TH AT R DR FIR P TR R e AR R S RAR Hdp

PR AL SR R POl o SR AR A B s o B P LR
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BE4 B G BE TSRl 5 A ND kP AAHER ) {1

B 54 (AutumnFair,2021) -
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P& BEELPR

- " HELPRLTEZFERK
MEELBR T HMILE A - B A DB R EAFMT Ol B R oM Tk
e Ed AL RFEoR B F1 R T & o (Dick & Basu,1994) 5 £ W TR T E R
R E LSRG P FH Y EF AN hEn S ¥ LAY HE ik
(Griffin,1995) ; KPMG # & > 7% 20 B B 73 i % —’ﬁﬁ?&éﬁﬁ LR o
o ERFIRAE G P EST R P RBEE I S EF R L
S F R~ PR A AR FT AT S i (KPMG,2020) - o 04 ¥ 5o & L B A &

FORAMAEL S C HE A REEPL § H PR

Dick & Basu (1994);F" & ¥ & & — BAT AR AR § » 384 2 e 5 2 @] 7
AV S PR O e R R R T dp 0 RN TR TR A S IR E P A AH
(Conceptual Basis) » F]ut j&F # 3 i d R|ENATHER - RZLPRT TH S
IR B AL 7 5 2 B DB TR o 4440 $HE R (Relative Attitude) 2 € 47 BEF A
AR AR

£25 LPBRT AL

Y 75
% %

B & b
{E‘ (loyalty) (Latent loyalty)
H
& [ B3 A
;-4

(Spurious loyalty) (No loyalty)

F# %k : Dick& Basu (1994)

WP VA HER € XD = AT F R A~ B 5 iuarin(Cognitive
19
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B S TR AP B ) ~ R en(Affective o 22 5 ik i 4p B ) R, #° «n(Conative » 22 &
Wi e Aph)
1. A% 2% & 7 % % % 1 (Accessibility) ~ p 15 (Confidence) ~ w w4
(Centrality)fcp sz 4 (Clarity) » i & 5 i 20 4 30402 B (F 42 -
2. R %% ¢ 7 4% (Emotion) ~ < 5 & (Feeling mood) ~ i & 22 48
(Primary affect) {-i% & & (Satisfaction) » g & § % 7 5 * A £ & i1

b SR L R PR RRETE

w
C‘”\j’

B F)F R S - BT S 0 B AR F AR 0 R R
Fl & [ e foo AL S 0 Z B A R TR or e A e A A

(Switching cost) ~ #t i = 4 (Sunk cost){-+g #F (Expectations) o

Griffin (1995)#% i PLE 7 & A%k > FERER G - WIS o
c  BWAIAF S APRT BT R EAME AT 2 AN T
BrEE > Griffin » ;{gr} Eﬁiﬁiﬁ%ﬁﬁi#&-'fg BmiL A L2 BRAE

% 2-6REE LB iEAR

P B %L P

- PEE #a THEs2 e (Suspect) | » E P ¥ v LR A SfriRIRDA o (e

EF’)
Iy
=X
')‘I?
-
%
3
-
™
T
—~~
U
=
o
77}
)
D
(@)
N
L

BRI S o e

5 IFE #i5 T2 &¥®EAE » (Disqualified Prospect) § - i 5 it #

B R ERASEPRIEDA o

5o PR #5% "% - g%t (FirsttimeCustomer) ; » % - =t pt§ 2 &
BPRAE P E ST A AP ¢ R AR L e

EE fiis Twephp £ (RepeatCustomer) ; > BER A 5% PRA%S =X
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J',l F o

FARE | EMTAE AT E A AR HE W RSB AR

FH % ik : Griffin (1995) ~ & #7

oy
i
¥

TR PEE 5 Oliver (1999)#73% 1 » Pedersen & Nysveen (2001)» *t 4= % ¢
Ehple L o DB E L PR € S ar(Cognitive) ~ R (Affective) ~ & &

(Conative)fr {7 & (Action)z BFFE » R ¥ @3t FFRER S L BEEL ¢

3=

Lo Al sd i f 7 O Bl engg Y o uae— st B R

L4534 A NE S A N T S sk L 0 PO PR ECJR £ ARAR

B EAFREY enfirds > A REH Fh o
4. L R ARER L FREE R AR P FHRER DR

Mo Ragw R anfg A o

Shoemaker & Lewis (1999)R|*>t = 3 P %2 3 AT v 3 L3 LBER
S BEFEREY Y RABEE LB o A f L (Inertia loyalty) s 7 %
ZPAF L2 B FL ¥ B2 AL BOEARY 0 R TR RO
—ﬁ’i&;%ek?%ﬁﬁ%iﬂ@ﬁ?\’* R Tz b BRI MRS EY L BE
TR EETEE O FRRF

1. JRixiEAz(Process) @ B BEART L » frf Fenpab kg - B2 B

AZ BBy BEy e R o FUARE RGP > UE L E
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2 & FEAEPET PRAF B 4e(dod IR PR P (40P B ) init g

3
r
e
Erd
)
\
oy
;?%.;
W
Rt
T
%
-l e}
=
B
-
—h

3

kS

2. % ®4]:3 (Value Creation) : % & £]:3 4 5 3 & (Value Added)f-ijz v i &
(Value Recovery)s B384 >3 E 3 p mat A kend 27 > %4 LB E
S A flE o AR B BPRIEE ey ER] 5B EB T R i &
TR R PRI ES AR B E R R RF R

3. FRE ¥ 2 ki (Database Management/ Communication) : ¢ 7 4eie i@

F!,*l@f—r ‘fr—-.ﬂf"%__ ”Fl#]ﬁﬁ' 3_-_'1—_'&‘—_—-1 Li} *:"/_%;-_i;;f‘jr.“-i-"’, ?Eiéio

Gronholdt, Martensen & Kristensen (2000)3./ & ff 2 L3 A7 * = Bip ik
RFR 0 AU AR OE R LA RS BRE AMGRT R R 2 )

o

L RAow s A J& g - Singh & Sirdeshmukh (2000) B 2% 5 BR £ Fﬁ}if&r}% 21

‘l‘_‘l gm’ﬁii—%. r”i’“’-r}; ﬁ_‘_‘#_

)e

PHELBEE AR ORERL S @g’;ai’ﬁ)j}
FERIFEX ﬁ%’,ﬂ?’ L #ﬁglﬁ¢¥m,,, 2> gffu Pg-ﬁi— drs g %
% o

F+H BRELPR TE
Dick & Basu (1994) AEPAPEH IS R feRE E 7 5 B TRa R

Griffin (1995) MBEELB S AR TR E AP - T OREE

Oliver (1999)4« Pedersen

& Nysveen (2001) AiE-FPERBLILPE -

Shoemaker& Lewis (1999) | % = A frd v 5 Lo R L
B ANABED DL BRE o

Gronholdt, Martensen & | AEEZ L HAT &4 2 L HEE ~ R EE L e - ¥
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Kristensen (2000) RELEfrw @ A e Bigik o

Singh & Sirdeshmukh LB RAcl 21 £ B am R R 7 RIF R
(2000) PHEE LRI IR EEL S LBHE

FHAR: AL R

I NZERRBERIPNFAY
Zerghprpe T GEE,) > Lo FHA SRR A eI - v

g E ;j-fﬁ‘; E@LEfeizir, ¥ ¥ ¢ 9 TE A4 &if (Becerra,2018) -

TEABE AR 2R R EHMSR LA RRN B g e e -

A 2 EAE (R 2016) 0 WAL o F e F AR Y EREFORBE

S FBEREE YMERE 0 TR BT 9% Z € AR L B

[
g
&
3
et

M (Kognitiv,2020) -

PRI FAp 11 60%:h Z 2R F F o HOEA LR NERF LY 2o
SRS ARG F L L H RIS E R iPhone #3 FaF L kg o B2
2019 # % £(Q1)5 1+ » § % it 83 % e E R hit ¥ iPhoner ® 86 % i
CERTT - AL EER Phone VL A E & BT Z R AEHEWOLFE 0 K

TR B EE 2L A2 Fen P | (74 4,2019) -
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|7

$I8 R
- caf B Th R K

BoE - P RRIE okl B RN AR e A B IR
f en3 § (Payne & Holt,2001) » @ 4 % & chpe & & & i Thaler (1985)7< %
PRk IR ko A uld S EE R 2 e s TR g g P e
Michael Porter (1985)#% ! & %

Fas B A H L TR L TR % E 5 Woodruff
(1997)F 5+ 35 4R

pABEERERES £ L BR SRR LG E FFH
» H I H Rz

% o

Zeithaml (1988)** # 7| 4 4 & ¥ 20/ 3 ¥ w §

S ROE kil HRLATRE 0 18
PF S A e it @

ik

SN "MTF ﬁb@—’ﬁr’. P‘

$t g B e A8
%o A Mg (Value is low price) ~ & G i

% ﬁ B & A 5 (Value is
whatever | want in a product) ~ # & % 7

S5 B S e e 1 (Value s the quality
| get for the price I pay) ~ % & 5 &

1 s 2118 3] e(Value is what | get for what | give) »
RAL A A SR PRGN A S i o
m;&fr .

1. l%@_ﬁl‘ﬂl%’}é “QF—,/ 5 X

ko ek d o R EERAY SRR
“m’ﬂwéé%ﬁﬁﬁ@%ﬁﬁﬁ’éﬁﬁﬁﬁéﬁﬁaﬁgo
2. I% I,E‘_p/ﬂ ﬂt-t mﬁ q_/k:%?%‘f*"‘;;? mLﬁ?}EP\?

weh L
FEART M BREPIEFEE FASNRIBECY P F L
P
3. i

] WW%”T:{ e 9t i ,%ﬁa.,ﬁ iy 2
4%{&?Cpﬁﬁﬁ£’

W s @ E R

‘ FH g SRR I H
hif o
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Parasuraman& Grewal (2000) %% 2 v‘[ﬁ%ﬁﬁ:ﬂé ER N ETRA T
7 f e o ¢ FEIEP~ 1 i (acquisition value) ~ 2 % i i (transaction value) ~ i *
i i (in-use value)f-4 ¥ § i (redemption value) » T & § Ed v B3 F %4
AT EPFE L e FILHFERERT R EEFRFT DS 1 o

1L R E R fEEMY AR RF ol AV 2 ERAPH -

2. R BEEMEED - RO HETEL SR -

3. RABE:JFFARY ASFEFIOYE -

4. AT E R R TR A2 A TR T 2 PRI S AT ) B K

BN R | ml%; 2] }fL °

Sweeney & Soutar (2001) B #-# f]i &% LA AR *FZ T P o HwP Y
% ﬂ EiFRASE A EEFFH EASEF N B (od g TE S YRR L)

TAKA HF khg £ r;?]}ﬁ:u&;a’ BF A€ a4 F)ptiE ?rv:ﬂ}l;f?_\i A
e E o A W G M E(Emotional value) ~ 42 ¢ 12 % i (Social value) ~ %
¥ # 5 12 1§ & (Functional value, value for money)fr & & # it |+ i & (Functional
value, value for quality) :

1 HER e s hp AR SRR LR -

2. AEERRE R ER* RN A SRR E S AE 2 g AF RN A o

3. ’% IEEa R '% A IRt R L N AR AL PRI L S AR

4, FHHNERE ot Rk LR ST LD Y A SR o

Petrick (2002) E>+iF 2 § H $1>0w f Eeni 4y T AR &5 B RS
BHEfor AR ER LR hipthe - > @ Petrick #3 BenZ By - B 5 Rk aE
% kB ’E',F"?l% EMfREAIEE MRS T BAREAR A HETE [

(Behavioral Price)~ £ 4 i* i 1% (Monetary Price) ~ -4 12 Jiz(Emotional Response) »
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& T (Quality) 2 # & & & ¥ o % ¥ (Reputation) - Roig, Garcia, Tena &

/!

Monzonis (2006) €42 {7 PRAR 3T A0 § B g o i o § Ed - BAFe

i

g o Bd e FRMERI R AR ALY I 2 Bl 7R
= 7 5t & (Functional value of the establishment) ~ 4 B chxt it 2% &
(Functional value of the personnel) ~ fR 3% e 5 &% i (Functional value of the
service) ~ § # ¢ s % & (Functional value price) ~ 5k # @& (Emotional value)frit

¢ % @ (Social value) -

Wiedmann, Hennigs & Siebels (2009)4 3} # & RLE % 14 & pLBR= A £ 4o
W 0 & T4 & (Financial Value) ~ = i 2% i (Functional Value)
i 4 (4% & (Individual Value){-it ¢ (£ & (Social Value) > & >3 ¥ i § 7
Fenff EPom fodf 3 R B SR aRR A R F R 2R T B RN e
WP FORE LM Fe L EF YN LY EOTR > AP EELT L

Lo Masl§E  FLH G @ (Price Value) » f § FEFAS AL & K

SpAERE DR FRlET RS BREY R(ASST )
u% o ( ,ﬁ ,il Brena &) o
2. FilWiE:e 7 * i E(Usability Value) ~ & F # & (Quality Value)
frib 4 14 % & (Uniqueness Value) - B R ey S EARIE oy WA
g w Y EFHE R
3. WAMBE:F F A A E(Self-Identity Value)

i
(Hedonic Value){r#4~ 5 |+ #% i (Materialistic Value) » ¥ £ 37 &34 &

3.

4. A ¢ B E ¢ 7 & F L% & (Conspicuousness Value)fr iz 2§ &
(Prestige Value) » ZiEM-F 17 5 6 S92 ) |t # p A ehikige 22 A0
B ©
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%28 wE G EELA

FH A
Thaler (1995) d 25t MEH A D adtie s o d o EE e

foredf 2 B oo SRR A A o

Zeithaml (1988) TERAOEY EAN T 3 A St FEEREREE 0 B

VR KA RS arn o

Parasuraman & Grewal | *=% & & > # it ! SHEL FlLHEEY E —Frs—a P

(2000) EEFPER e A g

Sweeney& Soutar LITGA SR A HIRHEASTH A e 0 2 TR
(2001) KA S+ RihE = I'a'j fert 2 A il Ak € g e
Petrick (2002) S RS B e AR L & iR

Roig, Garcia, Tena & R EEd - BAF T 0 Y e 2R

Monzonis (2006) BlEfefi g 2Rk o

Wiedmann, Hennigs& FETAG A RO ER e frE B R B Sg L

Siebels (2009) WRATRRRE R R TR g Rdhw BiEG
By RE -

FTHRKR: 2P ER
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FAG LM
— N ERAEABEELFRLM G
d Park, Jaworski & Maclnnis (1986)51@)5%6 R RNt RS
% Rp *iﬂ'%”—‘ﬁm”" Foo mmE A f R ‘?ﬁ%ﬁ.ﬁé\i [: U2 SRR T
I RILL > AT RFEREE L AR 2 M % o Li, Li & Sun

(2019)4% 3| &1 ) % $137 4

=
e}
( -
-%a;
W
—=\
713
e

12,58 ; Ogba & Tan (2009)#= 3 * H

\

FPHHEHERIRAT FRERV R EHBEEL PRI MG AR
(2020)7 3 2 AR P e F A 2 WRREY P AR hhz B
B ? g R ST LP RG] LA R M (2019) R 4R 4 R
ALY WA R R R AR S DA Tl AT RRES 2 TR
B

H1: &% 6 8L L BRAEF L wialid .

HI-1: &8s s 2 AL LB REF 2w Ap M1 o

)@

H1-2 : &% %At 2 9 HAEZ L AR E 5 2w AR B2 o

)@

H1-3: S8 e HAEZ L AR EF 2w ip b |2 -

Rk AR ERE T AL BRLIMNG

TR ET TLAE ST RDTANLE 2 ¢ 33 2T WhI DR RE
o B BRI RHLFHE ARG BRSOV )
HEOASEY > UTH ff_i’r—‘ﬁ TV OUGREBRN G oI (20127 5 &
BRSNS AEE L AR S G A fEk o 2 prae (2005)~
KA DA A E ARy > FRAE R BT LR T B E RS T
L Ry ¥ Y, %i?')gkjgf«?i&;‘,{ :

H2: & § B A& a) gs 57 BF s Hank o

R
H2-1: st e 59 7) % 22

"M

LSRR LG BE IR Sk o
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H2-2 1 AL ¢ 10§ & & &) 9 22 4

H2-3 : x% o7 ]vi,% et

H2-4: S it b B EamP T 2 i L RE L HF IR a0k o
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¥=% Py

Y-8 FINE
‘Fl:})‘jl 1‘]’&'1'—'7[‘&‘5\ /Ef—"“gm& ?}E%*ﬂ;‘;},gamgﬁﬁ:{{tb ;ﬂﬂ-’f#’,l_‘\gf;’
FBALESW G ZR AL FERZB R AT A% 5 p R

ERPARGERE > R FEIASRA > AL E AR 31 4T

B4 ARTH
Lofhw] 29% 3R T 424
41;.1}’:?,\)50”:.‘-[,, SDJ‘i”/ﬁ FT
6?&% #g
\ 4
' % &3
A% % MELPR

1 #5254 H1 \ J LRy “Q,}EIE
2. % pM A % 2. %/’\/Fi%\ %R
3. R A5 % 3 BREFLAR

H2 4, wis A J

TR E
1 FakiE
2. AAEgHYE
3 BR¥EAMLYE

. W%&Iéﬂb]"}l'l"‘

W3l/myEh
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o8 PIR

AET A EFEH BALESWNIH Z Y RLBRLIPF PR F
PR AR A BRRPN Y RS F G AR AR KR S R S
AAFHAET Lo BE R TUGE F % 5 1995-2010 £ A chZ e ik o &

Femsmw Bt 26350024 HERFREL - TEFEEL2 B
FEAEACRER SR CRIER R0 BATH ARSI L2 NAC RRIE A
Woegt Z4FT B B ¥ A (LikertScale) r R EHE E 2 TAF A RE A B
A FEFREF R AYBS 1523455 4 B E0¢ F AR
FORdh s A BAR 2 T HZ R AARARF > AAMPF 2 o 2§ 2407
- WML e g £

Zd bt /]?c #F31 0 7 $ P~ Park, Jaworski & Maclnnis (1986) #7#& !
R Rz B F R A R s f i A R o BB 1) % 0 A K % 4 Chen
(2010) ~ %l %4 (2013) 7 %hdlch® £ » U BA £ £25% 2 A# > ¥4 B L Z v
R 2P Tk 0 15 BAEIE 0 4ok 3-1 47T o

231&5m%E 4

e %0 W E AP

o 124 % 3. #E&EMA

= 5. #&EWhA S THFFHE
9 , )
2 1. 3Z&EM s XAl A A% o
@ Ny
o 2. M R AR o
+
T~
% B2 % 3. F&EAa A R AHNAGRLR o
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Mo % 1.

4. FZEM

5. %M

FH % ik : Chen (2010) ~ $ % 4c

“BRELPHRELE

Gronholdt, Martensen & Kristensen (2000)z% = 42
FAMCRUREY A BREL
(2019)* 7l 4 » 2 B Al £ % 3

REE R
foo t LB E L Hd

LET RO D4R R

#5014 BAEIE > hok 3-2 97

#32RELFREZ

(2013)fchF1 5 ETE

BT A GAEE i B

DR R

VOZ R 0

e g Ee I

g %8 P 5 4R P

=

LEY A $A Rk BAY

2. A-F U AWILBALE

BAEF A& -
g @ TS o

S

Rl

TR Y LR

2. FRR 58 BAL EEMRNER -
3. PHLeBALEEM RATR L -
WHEELE L REBULEFPEASLREL.
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2. TRASGHRAE DEEHMY B AL ¥
A5 e

3. REMFEFAML 2 gy BALF
A ST e

CRTUN S 1. Mg imREBALEAS -

2. FHAERE AEHREBIALED & o

3. MW BAULLRF SFHF DL -

4. FRi2BALFEFz @ -

TR &R

SR E A

Fpk 4 (2019)fc k1%

Sweeney & Soutar (2001)# 3| 12§ B ~ AL g f2 0 E ~ B R LR Efe

=

)
=

Ll Al T N R
#lehg & > T BAlL

o

T oo drd 3-3 %7oT

‘p L
B 5

R E A AT S RS

233 wfRpeg 4

& (2018)%+

WAL A PRI Z R R PR sk o 14 BT

g %0 e % Rg p
i
% M L ##3 BALFASERAR I -
i
g 2. BAIE¥AFEgwmilstenaig o
> 3. FH} BULEASERAR MG
A g 1L sk BAEFASLR A SrRing fice
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