07-65777113 #5922
alimama@isu.edu.tw

SiXyu66@yahoo.com.tw



1998

1999

1999

Kotler (1975)
Lewil®991
Kotl er (1998)

(McLean, 1993)
Rot hschil d(1979)

1. 2.
3. 4 . (Lovelock & Weinberg, 1978)

1999



1 99

Kar |
1990

Kotl er (1972)

(Regh®6 3)

Gronroos(1988)
HalEd f ect



()
Kotl er and Levy(1969)

(mar keting

myopi a)

Andreasen(1982)
1.
2.
3.



()

Parasur aman,BeZeriyt ha

1985
(Conceptual Model ofP.&erBvice Qual
1 907 P.Z.B1988
(Extended Model of Service Qual
SERVQUAL( Service Quality)
SERVQUAL
PZB(1 985) SERVQUAL
Cronbach’s
a 0.8090

SERVQUAL

PZB(1991)

(woul d)
SERVQUAL

19914

s@ti ce)

()

(adequat e

Babkus & Glynn(19'
& Mi t ¢ hSeH RV QUWBAILL )
SERVQUAL

Lewi s

SERVQUAL
(shoul d)

P.zZB
(desired

serviece)

Ol'iver (1981)

Day(1984)

Peter & Ol son(1990)



Engel , Bl ackwel | & Mini ar

Ander son, For nel

Lehmann(1994)

Kotler (1997)

()

Spector (1961)
45

(Dynamic)
(Cooperative)
(Buswness}
(Character)

(Successful)

oo o A~ W N P

(Wi thdraw)

Wal te4s (197

1. (I'nstitute 1 mage):
(1) (Corporate i mage):
(2) (Store i mage):

2.

(1) (Service i mage):

6



(2) (Price image):

( 3) (Promotion i mage):
3. (Commodi t:y i mage)

(1) (Product i mage):

(2) Brand i mage):

( 3) (Br-Bnhde i mage):

Parasuramap®sBeat al .

— —

PE

Yi (1993)

P-E




Cronin &2Taylor (199

(1996)

(Expedi sarciooni rmati on IMoAHEI| )

(Cronin & Taylor, 1992;

Lehmann, 1994)
(Parasurmhn, 1985)

1996

Wal ters(1974)

dlemr dseorns o F o0& n® U

— —

(Woodsi de, H®OwW®0r)d & )Shet h(1969

Kotl er (1991)



Kol odilMXKy 1, 177

Paraanyamei thamMmll and Berry
22



(Tangi

(Rely

il it

9.

(Respon

10.
dilveness)
12.

13.

(Assur

14.
d’dbce)
16.
17.
18.

19.

(Empat

20.

2y)

2 2.

Li kert

Scal e

10




1 2 3 45

Wal t 9 54

1 2 345

11




1 2 345
()
(pil ot study)
s 1.58
5% 215
300
()
SPSS For Wi

Cronbach’™ sO. 68
4

18

ndows

30
+15%

287

96 %



(

(

4 Cronbaaoh’ s
(B) (P

0.75 0.78
0.69 0.77
0.81 0.90
0.81 0.87
0.76 0.79
0.73 0.83
0.68 0.80
0.79 0.88
0.77 0.70

)

(54. 1%) (44. 6 %)
184 68. &% (3. 5%)
(69. 2 %) (37. 3%)
29, 999 (5%) 3
(64. 3%) (35. 7 %)
2-4 (39. 4 %)

57. 1% (26. 8 %)

(78 %) 22 %

)

13



1999 P.Z.B(1988)

Teas(1998BERVQUAL
shoulwbul d P.Z.B. (1994)

(desired servideadequa)te serv

Oliver & Desarbo(1988)

30

Kot 11819 7

14



E P P-E
t
4 . (54) 0.44 3.@8Y 0. 63 -0.87 19. 96**
4. (1) 0.58 3.0B%) 0.62 0.6113.82**
4 . (4B) 0.49 3.(6&) 0. 65 -0.8217. 70*~*
4. (55) 0.43 3.(7d) 0.61 -0.78 20. 02*~
4 .(29) 0.64 3.(0648) 0. 63 0.67 14. 26**
4 .(6D0) 0.50 3.(64%) 0. 77 -0.9318. 34~
4 . (54) 0.53 3.(66) 0.70 -0.8918.08**
4 . (48) 0.56 3.73) 0. 75 0.74 14. 63**
4. (55) 0.50 3.(01) 0.62 -0.62 14. 34*~*
3.53 0.71
[13 1 ” [13 2 ” [13 3 ” [13 4 ” 13 5 ” * * *P 0 . O O 1
()
6
(P) (£)
5 (P)
(£)
(Cronin & Taylor, 19972
Sullivan, 1993 Ander son, Fornel | and

15

Lelt



(

)

Adj us&it ed

P 4. 01**F. 412. 191.682. 18*0. 24 * * *
PE 2.81*%.36%* 97 0.611.22 0. 12%***
*P0. 05,0 .*0°1P, 0* DO @
7
Adj ugi ed
P 3.85***1.24 2.61**1.45 0.33¢%**
PE 1.90 1.31 2.03* 0.83 0. 17***
*P0O. 05,0 .*0CF1P, 0* DO B

(Woodsi de,

16

Pear son

Kes8ber (1991)



0.398*~* 0. 431**
3.53 3.65 3.64
3 1 ” 3 2 ” 3 3 ” 3 4 ” “ 5 ” * * p 0 .10
()
(Oway ANOVA)
9 10 11

17



18

4.02 3.81 3.92 4.19 3.94
3.77 3.63 3.72 3.94 3.83
3.62 3.53 3.60 3.70 3.59
3.67 3.36 3.44 3.69 3.56

F 1.99 2.03 2.06 4. 25%*2% 86 *
3.59 3.33 3.39 3.69 3.53
3.69 3.60 3.69 3.79 3.67

F 1. 42 9.10*10. 901*.*0*1 2. 46

"5 "4 IEE R K
"x 7 p.0B* p . 01**p . 001



10

1&4 3.60 3.60 3. 71 3.94

284 3.64 355 3.67 3.88

3 54 3.71 3.79 3.83 4.00

45-54 3.79 3.66 3. 71 3. 86

55 4.10 4. 15 4.10 4. 25
F 1.21 2. 54~ 1.00 1.11

4. 04 4. 09 4. 08 4. 11

3.79 3.83 4. 04 3.96

3.62 3.59 3.67 3.93

3.66 3.58 3.61 3.89

F 1.63 3.15* 28**0. 42

"5 47 " 37 n27 m1
AT p. 03" p 0> ™ *p 001

(

)

19



11
3.46 3.60 3.50
3.59 3.53 3.73
3.58 3.79 3.68
3.54 3.62 3.70
3.38 4. 25 4. 13
4. 05 4. 05 4. 11
3.37 3.74 3.58
3.41 3.48 3.44
F 2.06* 1.79 2. 44+
3.52 3.38 3.49
2-4 3.57 3.66 3.65
5 3. 42 4. 27 3.93
F 0.73 21. 79*** 5. 76***
Scheffe 1-2 -31-32 1-3
3.33 3.29 3.38
3.58 3.39 3.53
3.55 3.88 3.76
F 2.07 16. 01**~* 5.56**
Scheffe 1-3 -32 1-2 -31,-32
3.40 3.95 3.62
3.56 3.57 3.64
F 2. 71 11. 40%** 0.04
"5 "4 "3 "2 "1

”*”p.OB**”p.OI***p-OOJ-



(

(

)

)

85 %

6 0%

21

40 %



(

)

7-11

921



1990 ( ) 242
1999

1999 —

132 57 62

1999
6 1 3768
1996 —

1999 133 39
19955PSSor Wi ndows
1999

7 3
1996

Anderson, Alan R. (1982). Nonprofit Check Your Attention to Customers. Harvard Business
Review, May-June, 105-110.

Anderson, Claes Fornell and Donald R. Lehmann (1994). Customer Satisfaction, Market
Share, and Profitability: Findings From Sweden. Journal of Marketing, Vol.58, July, 53-66.

Anderson, Eugene W. and Mary Sullivan (1993). The Antecedents and Consequences of
Consumer Satisfaction for Firm. Marketing Science, Vol.12, Spring, 25-43.

Babakaus, Emin & Mangold W. Glynn (1992). Adapting the SERVQUAL Scale to Hospital

Services:. An Empirical Investigation. Heath Services Research (HSR), Vol.26, Feb,
767-786.

Cronin, J. Joseph, Jr. and Steven A. Taylor (1992). Measuring Service Quadity: A
Reexamination and Extension. Journal of Marketing, Vol.56, July, 55-68.
Day, Ralph L. (1984). Modeling Choices Among Alternative Response to Dissatisfaction. in

Thomas C. Kinnear (ed.), Advance in Consumer Research 11, Ann Arbor, MI: Association
for Consumer Research, 460.

Engel, James F., Blackwell, Roger D. and Miniard, Paul W. (1993). Consumer Behavior, 7"
ed., Harcount Broce Joranovich College Publishers, The Dryden Press.

Gronroos, C. (1988). Service Quality: The Six Criteria of Good Perceived Service Quality.
Business Review, Vol.9, Winter, 10-13.




Howard, J. A. & J. N. Sheth (1969). The Theory of Buyer Behavior, New Y ork: John Wiley
and Sons, Inc.
Kotler, Philip & Levy, Sindey J. (1969). Broadening the Concept of Marketing. Journal of

Marketing, Vol.33, January, 10-15.

Kotler, Philip & Levy, Sindey J. (1972). A Generic Concept of Marketing. Journal of
Marketing, Vol.36, April, 46-54.

Kotler, Philip & Levy, Sindey J. (1991). Marketing Management: Analysis, Planning,

Implementation and Control, 6th ed., Prentice-Hall.

Kotler, Philip & Levy, Sindey J. (1997). Marketing Management: Analysis, Planning,
Implementation and Control, 9th ed., Englewood, Cliffs, N J. Prentice-Hall.
Kotler, N. & Kaotler, P. (1998). Museum Strategy and Marketing: Designing Missions,

Building Audiences, Generating Revenues and Resources. San Francisco: Jossey-Bass
Publishers.

Lewis, Barbara R. & Vincent W. Mitchell (1991) Defining and Measuring the Quality of
Customer Service. Marketing Intelligence Planning. Vol.5, Fal, 11-17.

Lovelock Christopher H. & Charles B. Weinberg (1978). Public and Nonprofit Marketing
Comes of Age, in Gerald Zaltman and Thomas V. Bonoma, (ed.), Review of Marketing.

Chicago, IL: American Marketing Association.

McLean, F. C. (1993). Marketing in Museums: A contextual Analysis. International Journal
of Museum Management and Creatorship, Dec., 11-27.

Oliver, R. L (1981). Measurement and Evaluation of Satisfaction Process in Retail Settings.
Journal of Retailing, 57(3), Fall, 18-48.

Oliver, R. L & W. S. Desarbo (1988). Response Determinants in Satisfaction Judgment.
Journal of Consumer Research Vol.14, Mar., 495-507.

Parasuraman, A., Vaarie Zeithamal, and Leonard Berry (1985). A Concept model of service

quality and its implication for future research. Journal of Marketing Research, .49(3), 4.

Parasuraman, A., Vaarie Zeithamal, and Leonard Berry (1988). Communication and Control
Processes in the Delivery of Service Quality. Journal of Marketing, Vol.52, April, 35-48.
Parasuraman, A., Vaarie Zeithama, and Leonard Berry (1991). Refinement and

Reassessment of Expectations as a Comparison Standard in Measuring Service Quality.
Journal of Retailing, Vol.67, Winter, 420-451.

Parasuraman, A., Vaarie Zeithama, and Leonard Berry (1994). Reassessment of

Expectations as a Comparison Standard in Measuring Service Quality: Implications For
Future Research._Journal of Marketing, Vol.58, Jan., 111-124.
Peter, J. P. & J. C. Olson (1990). Consumer Behavior and Marketing Strategy. Irwin, IL:

24



Homewood Company.

Regan, W. J. (1963). The Service Revolution._Journal of Marketing, VVol.47, July, 57-62.

Rothschild, Michael L. (1979). Marketing Communications in Nonbusiness Situations or
Why It' s So Hard to Sell Brotherhood Like Soap._Journal of Marketing, Vol.43, Spring,
11-20.

Spector, Aron J. (1961). Basic Dimension of the Corporate Image. Journa of Marketing, Oct.,
47-51.

Teas, R. Kenneth (1993). Consumer Expectations and the Measurement of Perceived Service
Qudlity. Journal of Professional Service Marketing (JPF), 8, 33-54.

Walters, C. Glenn (1974). Consumer Behavior: Theory and Practice. Richard D. Irwin Inc.,
368-370.

Woodside, A. G.,, L. Frey and R. T. Day (1989). Linking Service Quality, Customer
Satisfaction, and Behavioral Intention. Journal of Care Marketing, Dec., 5-17.

Yi, Youjae (1993). The Determinants of Consumer Satisfaction: The Moderating Role of
Ambiguity. Advance in Consumer Research Leigh McAlister and Michael L. Rothschild,
(ed.), 20, 502-506.

25



A Study of Customer Satisfaction of Nonpr ofit
Organizations—In the Case of TAIPEI FINE ARTS
MUSEUM

Yang, Dong Jenn
Assistant Professor, Dept of Business Administration
[-SHOU University
Lo, JyueYu
Lecturer, Dept of Business Administration
[-SHOU University

Abstract

The objective of the investigation explores customer satisfaction in nonprofit organization, and empiric
research with TAIPElI FINE ARTS MUSEUM. To compare service quality model and customer satisfaction
model pose distinctive effects to degree of customer satisfaction, and also do ANOVA to service quality,
institution image, and customer satisfaction by different segment variables in order to understand different
customers characters. Finally the study provides some marketing suggestions to TAIPEI FINE ARTS
MUSEUM as marketing references in the future. The primary results are that institution image theory gets better
translation to customer satisfaction than service quality model, and performance model is better than
expectation-disconfirmation model. However the study just is preliminary exploration. It still needs to test by

other types of service institutions, and institution image has to construct more complete to explore.

Key words Nonprofit organization, Customer satisfaction, Service quality, Institution

image.
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