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During the process commercial exchanges, in the context of
service or retailing environments, the presence of other
fellow customers is to have a significant impact on
individual customer’ s perceptions towards his service
experiences. Numerous research findings suggest that
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customer experiences, customer portfolios, and interactions
between fellow customers can have a profound influence on
satisfaction and loyalty. However, the existing marketing
literature lacks a comprehensive research framework to
assess to what extent the characteristics of fellow
customers can impact on individual customer’ s evaluation
of service organizations and 1ts effect on follow up
repurchase and switch intentions. Whether individual
customer’ s personality traits have moderation effects
between fellow customer perception and satisfaction still
requires further empirical assessment. This research
conceptualizes and studies the four constructs (similarity,
physical appearance, suitable behavior, and social
interaction) of fellow customer perception, and empirically
verifies the relationship between fellow customer
perception and satisfaction. The statistics of this study
show that the fellow customer perception model presents
adequate fit and can properly explain satisfaction level
and repurchase intention of package tour group customers.
The result indicates that package tour group customers’
satisfaction largely depends on fellow customers’
background similarity and suitable behaviors and these
factors can further reinforce customers’ repurchase
intention. The proposed fellow customer perception model
further specifies that customer’ s repurchase intention is
affected by package tour group fellow customers’
similarity, sense of recognition, background, appropriate
behaviors, and friendly and civil atmosphere.

Unlike previous studies which mostly regard that the main
contributors to customer satisfaction are customers’
perception of service quality of service personnel and the
company, this study believes that solely assessing service
providers’ performance without considering other possible
factors (i.e., fellow customers’ perception) may fall
short on providing a rigorous discussion of customer
satisfaction.

This research presumes that the interactions among tour
members will certainly affect customer’ s satisfaction
toward the package tours, that i1s, the higher the
similarity and perceived value among tour members, the
stronger the satisfaction. The research findings are
expected to fill the gap of literature on group tourist
behavioral intentions, and provide sufficient evidence to
practitioners on evaluations of tour members’ satisfaction
level, differentiation of company’ s package tour strategy,
and analysis of customer’ s post-purchase behavior.

fellow customer, satisfaction, repurchase intention,



package tour group
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The effect of individuals’ perceptions of fellow customers on their satisfaction
and repurchase intentions

During the process commercial exchanges, in the context of service or retailing
environments, the presence of other fellow customers is to have a significant impact
on individual customer’s perceptions towards his service experiences. Numerous
research findings suggest that customer experiences, customer portfolios, and
interactions between fellow customers can have a profound influence on satisfaction
and loyalty. However, the existing marketing literature lacks a comprehensive
research framework to assess to what extent the characteristics of fellow customers
can impact on individual customer’s evaluation of service organizations and its effect
on follow up repurchase and switch intentions. Whether individual customer’s
personality traits have moderation effects between fellow customer perception and
satisfaction still requires further empirical assessment. This research conceptualizes
and studies the four constructs (similarity, physical appearance, suitable behavior, and
social interaction) of fellow customer perception, and empirically verifies the
relationship between fellow customer perception and satisfaction. The statistics of this
study show that the fellow customer perception model presents adequate fit and can
properly explain satisfaction level and repurchase intention of package tour group
customers. The result indicates that package tour group customers’ satisfaction largely
depends on fellow customers’ background similarity and suitable behaviors and these
factors can further reinforce customers’ repurchase intention. The proposed fellow
customer perception model further specifies that customer’s repurchase intention is
affected by package tour group fellow customers’ similarity, sense of recognition,
background, appropriate behaviors, and friendly and civil atmosphere.
Unlike previous studies which mostly regard that the main contributors to customer
satisfaction are customers’ perception of service quality of service personnel and the
company, this study believes that solely assessing service providers’ performance
without considering other possible factors (i.e., fellow customers’ perception) may fall
short on providing a rigorous discussion of customer satisfaction.
This research presumes that the interactions among tour members will certainly affect
customer’s satisfaction toward the package tours, that is, the higher the similarity and
perceived value among tour members, the stronger the satisfaction. The research
findings are expected to fill the gap of literature on group tourist behavioral intentions,
and provide sufficient evidence to practitioners on evaluations of tour members’
satisfaction level, differentiation of company’s package tour strategy, and analysis of

customer’s post-purchase behavior.

Keywords: fellow customer, satisfaction, repurchase intention, package tour group.
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1997, Y1, 1990) - % # & A3 e 3 P e NP5 F 0 7 7 fﬂﬁ"“ﬁ ol PR A%
) FALE X H DA R R F AR A S X2 4 A B/IRGE
SR RS AL AR E L EARIRB S R E A R -

B # % & & (Cumulative Satlsfactlon) RAA R R A RIEEF K uAreD
I}- oo B R s 0 A S FHIRIE IR 0 4 ,T* <3 _FAE % £ & (Anton
etal., 2007) -

FHIRLU P HBAGEEH)ARE RER DR E/F D7 Al & f
PR Bl g ¢ ’F.\m BARBMET LGB AEEL Y PR E R &4 (Bolton,
1998; Jones, et al., 2000) - & &, kg £ EIRIFE BT & IFI';?] PeenBe ¢ BRI T
LW R o BRER AR IR }‘%%ﬁ EELRTE s R Ul o - Sl o S R LA
BEEBRR BT » B8R PR Bl(Chen and Tsai 2007; Kozak 2001; Petrick 2004) - 7]
o AT RG ii EER=ZORLRERTEARDLEIR > T/ DR
5

B s BH<ZBA BRI AL P ESL LR -



Aa st
Similarity

*’&
Physical
Appearance

ABEHE

B —: [ 4 A8 % %40 %-Fellow Customer Perception
A

3.2 3 €3] Lk

AR Y iRy e e FbEE o4 & 4p M AT 7 (Brocato et al. 2012; Wu 2007;
Huang and Hsu 2010) » #-# % & 5 0) § F B A G=E 4 ) RIRIAFE ¥ &7 pah
RELZF AR §vm A3 R X /3w RBBEL R TE S /ﬁ%'ﬁ?’f‘ T
MRS Bl RBATEaml c PRHARTARZYFERAGEHARELR
BEHIIRBERFE OV o



4 1: $%p

T Y GE R 1o
SIE IS ot R AR AGEE Brocato et
Jﬂ") al. 2012
PR IR B P o Wu 2007;
7 R E R Huang and
PFAR AT B A Hsu 2010
4 IR R [ERAT o
L I P ) HBAGEE | LA RRE S S B | Allen and
Z s i Jﬂz) 2] 1 RE Meyer
BORAEHE YR | 2.5 % ) 5 e B 2508 | (1990);
Foer dFEEE | Lpne Brocado et
BB/ TR |3k B ssaE 2 | al (2012);
R AAATR hp | A Ap0L o Wu (2007)
u/E‘« R o 4. P e MR F @ e
FREANpi -
5.3 gt =X o B Ak 2% @
AR Ff it o
6.5 K AL MR
@]%’Z,fﬂ’-ﬁ’]@] oo
&% FEFBEAGEE | LA FES P B2EE | Allen and
ﬂ ) pPRzz*ii—&é‘* v i e o & o Meyer
Sl FAE L A | 2.0 = b B R 2 0 | (1990);
Mo EFETE | F ¥ E L w4p fiLe e Brocado et
A4 g R fuare |30 B b WS aB 2 F | al. (2012);
AekE e o Dean
4. ot = e Bk 2FEE 5 | (2007)
Lj\*’f\{wﬂ?”“‘lm‘ °
FE AR EBAGEE | L pF%F > FBSE | Allen and
= ;ﬁ) Lentm 2 Bk &7 o Meyer
EPR AR ¢ 5| 2000 S e B R 50 B 2E | (1990);
e fRp L0 | AR LA o Brocado et
¥ %’f B i |3 AF M Xk Bk Ea | al (2012)
B E T EARLE | BELIRLE
TR E o 4. e EFRSE Y
,w?ﬂ A A e e
AT R F B AGER | L kBT o A2 B | Morais et
# *) ml?ﬁ] 3 # Ap s - o al. (2003)

8




EPRARH- Y & |2 kiFEAEY > F BB | Huang and
bOATE 2 B M | g A A %3 o | Hsu
%3 B B s |3 RERY o BaE | (2010);
B oo LEEN Choo and
4, =542 > B @ | Petrick
E VR (2014)
5. %254 AN R B
LINER g SANIE A 3-8 1
REZ B R PR AEH- L Fﬁ‘-% L KA AEEP | Oliver
SRR A 0 R g o (1997);
FRosrivan®ig o |20 AuG R 2 E KT | Westbrook
AL A Fr ek E and Oliver
3. A R R | (1991)
2SR TIRR o Baker and
4. =3 AR Y A hS 5% | Crompton
H adreno (2000)
5. ALk 0 A HE AL
FRDEFAEFF R
B o
LB FREBAGERE | LAKRAF T g REY | Zeithaml
ﬂ)#\ i\# BER | REFATREE 5 o et al.
SR ERE [ 2 A KA E R (1996);
FoRp o W TALGRYE A BN Z % | Grewal et
Ao x al. (1998)
3ARFRFWELLE A
BEE Ape ERE -
M (T AL o
33FERA
PR ETES R B AGEEH)BIRIEFE Y 27 RADUEE R AR
Jod Fem A R XA b e T BiEG o 4 B A APt RA £ F D
Fe  NEARAIIE e RAFT ALY R E B 4( ) eIRisgE Y B
Pl BT LB/ ET B RERR m#ﬁ TR FER R R e FF“ ﬁ

P4k * Allen and Meyer (1990)12 2 Brocado et al. (2012)1—’!1 o RE T
AGRR ) BIRIAHE Y HE R LM AL A2 R )»/p\.}fr’ iR
R* 38 4% * Brocado et al. (2012)4r Dean (2007) g ko &

%«mfﬁf
& B A GE

& P ) L_PRZ@‘&%&‘\ 4 ‘lfJ’F\—" lg‘f‘@ﬁ Z, A #’jf {/}J
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F R X A7 % Allen and Meyer (1990) 12 2 Brocado et al. (2012)s&
23 ﬁv{/ﬁp BAGEE F,)L_FRzZ»i%-ié“ ?Fﬁ@v‘/ﬁﬁ?;ﬁ“&?%fﬁvﬁﬁé—m
5 & © EE o ’* Huang and Hsu (2010)12 2 Choo and Petrick (2014)sn& 4% -
RE E ‘%%5‘. =R —*ﬁ?ﬁ— Py 750 A s T anTl AEERR
)i: mﬁf& K38 B4 * Westbrook and Oliver (1991)4+ Baker and Crompton (2000) 5
o LR B F l%‘( =8 F)A REREBZIRBERF OV L &
=gy :]at * Zeithaml et al. (1996).'1 % Grewal et al. (1998)s& % o
LB IpIEREE AR 1 T O RIRERAR-SEE L SHMRER SRR
(common method variance) s > A e FAE L TN L2 d X H P FFEH L
PR X 0 23 24 RERE > BPIE R OB 5 % sud - B:' R (Likert scale) 0 jE(1)
AFIRRINEFRL - KPP H R FATRELBHE XFARL L F
EEFL O FLAREATY R FOERIRAER O KN FAok 1A T o AF
THEYE LT A (20060)5uE k8 * PR HPEE T O EE R *%i TR R R
BoorA e R AT R -

L
v
At

Re & 0 i
&@r 1z"m,ﬁi@ﬁfwgﬁﬁu’ip*ﬁiﬁﬁ“?ﬂwp

THEFAFHMEREE L2 LR AN SR RFEEDRIEN G
»2 & (content validity)te & 5 P % 2T R INA 2 ey d RPN < Bk R R BT LA
;ﬂ\;ﬁi%?ﬁ‘iaﬁWﬁzﬂ*fw\u£?cy%@+%mﬁ H
PFAREP FORBRFF O A LSRR LB L o LRI T
EHAFFR SR O O R F AR LT L T PR RS A L Rt B
MU EY SRS R RSP A EM R REL R LELR A
&mfi’" S SRR R T R Y Bfif%%fﬁim PR HERE

BERFEED o & 15 iR e B 2T R B AR 0 RIR%E S % Cronbach’s
a@m%ﬁé%%ﬂw%@ﬁwof@Lﬁwaﬁéwﬂ’& R TR

AL (A< > EL

o

34FHELH3 2

AFTAEPSSHEHERABMALY Ok BRE R B LR F R
AGERE )RS R ERF R LARDEFE A AR ELR - B
RN TS VI S IR RIS SO T SHUE = S PO T
(structural equation model, SEM)A_if 4 4 451 & o 5 L » SEM ¥ Mig s Pl E 1
£ fuE & (construct reliability) 2 %1% 4 #»< & (validity of factorial structures) °
H =0t & T % BT I B30 (test of theory) © 10t 247 3 3417 7 SRFEMLF1F A
17 (confirmative factor analysis, CFA) & &2 B %78 FF 2. F] R B s M % > 421

TR TR A AT 0 1R S S RS (structural model) s e 4 (fitness) ©
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A H* SmartPLS 3.0 st E K # s 4 471 £ (Ringle et al., 2005)
REHIEE A BIFE - FPEREY PLS il Mgk S A2 03] - e
Fde™ 0 % - o FRLER Y BRFE N F]F 4 17 (confirmatory factor analysis, CFA) & !
RER R R Gl L RS RERFE L FFOF R AR T RR LR
Beents »e R 0 A4 % SmartPLS 3.0 » ’fﬁ%m«‘fﬂﬁ“—s RFRELFE BEGR
(composite reliability, CR) » L 35% £ 3 P~ § (average variance extracted, AVE) ¥ 7
R T ac? I)ii’ff' FHACRE o & PARBE IR L I T E T %ﬁl«“‘ BT 'F}\
BN RS

V.5 E‘i %ﬁk\’}‘r

AIXEFEAAE2018F 127 22019 # 4 P HFEFT > PERSAF SBLR
¥ AR K (7 4L % {7 AL (tour operator) 3 § & %k {7 4+ (tour wholesaler) 1 j& 17 #
AT AR B A R ehfR et o i RRIN < Al gk (AL A B SRR YE ~ T AR
A LR TAN T B AR (TAL Y U E TR TN LR L2
FRARGEA-FPIFTREAUEHEE R SF L Sacd P sk FARPK
Rz ERMEAIELZ LRI oA ceFY Z L BE5pF ER
PR afp e ¥ 8 AL S%IIF FAELR I A BER Ay RoB A
AR TR R ER TR o v BEBRZF LD OBEER EER AFT H
® R b AR o F PR AL L F k80 (MR K B 5% 480 R E o £ w iz 370
PRESHY 2 2 S3 A E G 3 X L 318 o A X vy 77.1.0% >
BB %4 eE 5 86.0% o

AL R A I8 AR E AR A T AR
By E# S T ARRE S «F?'F: # I 3ayT ~ ‘lfi?pﬁif‘?’f" SR T AR A R e e
B2 o ]S G A 5 (56.0%) 0 X Hert b 3 e e F 4 2140 2
B (SO.7%) Ak § F 4 ¥ B A3 o p ok s Bt X (67.9%)% K B % & 0L
g T AR o 1550 100 4T F 83.3% 0 £ ¢ e TR LR )
(51.6%) ~ P 4 I 5 3 = (33.0%) » FA2 R4 Eif & % Bl 56 % 5+ 3(53.8%)

22 RPF2ZAAFR

£ Wil @AW
e

B 139 43.7

Lo 179 56.0
YR

A 45 183 57.5

¥ 135 425
£ ¥

20 A2 29 9.10
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21-30 %
31-40 %
41-50
51-60 %
61 g1t +
¥ AR
B o
® 7
AL
ok

gzt ;,LE v:'Lj—(g rk)

B O %
B Akid e
#¥*
1¥
PRAEE
¥4

Tl b (7 3R

H i

-

FREFTE SN

100 § ~ 17 (%)

101-150 § ~

151-200 § ~

201 § =~ 2 b
Rk

A

%

N\
2

Ak B
B A
FEXEK
3-4 =
5-6 %
7-8 %

9=t

>¢L
™
45

il
=

e 2

e

118
72
57
28
14

12
50
40
174
42

30
11
24
39
71
82
39
22

265
42

164
105
18
10
21

70
171
57
20

37.1
22.6
17.9
8.80
4.40

3.80
15.7
12.6
54.7
13.2

9.4
3.5
7.5
12.3
223
25.8
12.3
6.9

83.3
12.2
1.9
1.6

51.6
33.0
5.7
3.1
6.6

22.0
53.8
17.9
6.3
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RN FR A
R FT 5 72 SmartPLS 3.0 £ 7 S 1 F1E A 45 0 e s Bl BB 2 1 B H o
ot 2 B Y L AT R

R A

CRWHRE 33 0 (1) BRI (item—to-total correlation): P &0 A Fx
B E REET A g I R N S Hi4g e chie £ & E(composite
reliability, CR) = % &_4 38 ¥+ 5,78 crfp b (28] 0 0.7 RS 124 ",% (Bagozzi and Yi,
1988 ; Hair et al., 2006) » (2) ¥% - 3k {4 4 47 (internal consistency analysis): ¥+ -
RAP R AR F RPIETIE S S 9 k4R > 2 Cronbach’s Alpha (Cronbach,
1951) th ek to B+ BRI E BB 38— R RS FEE G PN R
(internal reliability, IR) = Cronbach’s Alpha 4% % & £ F]& } 0B B R & [P 482 FF e
M EARE > P H N IR- R H’)Ij'fi\rg * 57 3 Pl £ B 422 Cronbach’s Alpha + %
0.6 # % % 3 & (Bagozzi and Yi, 1988 ; Hair et al., 2006) °

AMETREANT 5?'1@#}5 e & A E L T4 vl =0.877-F ik £ ;=0.853 ~
F&wiFi =0867 FAb 36 ;=089 Tz B3R ,=0943 -FLpt3 B,
=0.960 - Hair et al. (2006)i£ 3% & & f]g;\i 13 R e B IR 3 0.7 AXARiTY
HERAXB o 40k 3 97570 » AFF 7 #73 82 CR &4 0.853 3] 0.960 2 & >
AR ARG LG AES- R REFRANZEERTE LSRR B L
Hair et al. (2006)8‘ E

AR Y % TT g () 3805 & & Cronbach’s Alpha Fp i =0.834 ~ T i%
%J=a%6 (75 5 =0796 T2 36 5 =0842 ~FAEZ % 4 B 4 =0.924 ~
fﬁ&%%j%9%’wa3wﬁoipiawmwpn&mmm@mmwiab
4 3% 0.756~0.936 2_ & » ¢ & Fornell and Larcker (1981)i 3% & % > 47:F 0.6 £
Big > AXAFTH 1 H PG RAXG > 27 AF T RIZAHREF LR INDT R o

%R A 15
Bl B A 47 2 e st P A B £ & e R T &k (convergent
validity) !4 2 % %] >z & (discriminant validity) * (1)jcat?c & enfiF€ fp th AT 329% 2
%P E (AVE) > 13“ 2P E R ZE LRI DfER 4 o AVE £ 0.50 12 F s Bl
%328 % £ 3 J @y’ (Fornell and Larcker, 1981) © (2) % % »c & 2 2 4% % § 1 &
BH® 0 AVE B 35LE & JF & 0 & 2 i gl 7 g Fﬁﬁi % #< @ (Fornell and
Larcker, 1981) °
7 BT T ’]‘ﬁm T g R EEE2 @i Tipp =0.545 T ik %
:@5%“T€§W‘ﬁg—0@1‘ A2 T # =0616 ~TREZ B R A 5 =0.769 ~T L
FER B g =0.888 » 4o 3 #7171  Biom #77 H @ ¢h AVE B354 3+ 0.545 51 0.888 2
@’6%ﬁaﬁib%ﬂ§%§ﬁ+%asmWﬁ@OEJﬁ%ﬁgo
WA R BIAE AT JUF BN F]F A AT AR R 2 R I BT T e F)
FPFE AP ETORE I o R LS B o0 AVE B 1150 2
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Bt b SR Webip bl Glcie > RIA 7 R R B ¢ AR ER A R B
*#‘i' Bod 44 E R AT F I FHEDAVE BT 3 3354 300.74 3094 2. 7 >

° T
RS AR SR S SRR SR
BT R o
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% 3: Scale Items: Reliabilities and Validities Results

FERA Tiof #¥ZL FEFE  Cronbac CRE  AVE (LR
i h’s a

R A 1 5.42 926 637 834 0877 545 AGin = BrE s aE oo

2 499  1.037 812 gL e Bk 25 e 4 0 o

3 495  1.149 780 b= T ) Yy en | 2 A i o

4 4.81 1.146 750 P e B RO A F B A4p i o

5 5.52 .887 693 A e Bk 25 4D g

6 5.38 918 763 B kL A E B e B SR @ L o
&% 1 5.24 924 789 756 853 594 A E E e BSRSEB P h ﬁ’f%ﬁ 3

2 5.29 922 828 P BB T Faae A S wApflahe

3 5.25 932 786 P e B R R en @] g :Lk«dgm £ 0

4 483  1.207 669 e BRSOB A kB A A A AE A o
EEFTE 1 5.30 954 785 796 867 621 PR E o R Eﬁ]wérﬁl enis LB 2 8T eho

2 5.51 912 743 e <dagl RS S ENE U B A R

3 5.36 925 798 AR e B OB AL LT o

4 529 1.014 824 B B B (T GO L A e
AR 1 5.47 .835 729 842 .889 616 RIFEARY o A e BB T 6 4p i -

2 540  1.000 778 WXREARY o B BB L E A AR F o

3 5.48 908 812 HYREARY 0 P BB R £

4 531 972 843 RYREARY o e BB RS A .

5 531 1.092 763 gAY o AE R BB I LA FERE
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ERLF

N —m D AW N =

5.40
542
5.54
5.62
5.47
5.25
5.32

5.29

986
949
872
900
908
1.015
1.003

1.080

.887
914
903
.861
817
930
957

941

924

936

.943

960

769

.888

LA

MR LFEEH -

PEE LR BRI FOuEE o

ARERR AR AR T o

NP RN R SRR TSR
SEPRHE AR Y N PSR A dF o

B RE > AFEREFALEOEREF LR -
AhAG VR RME XXX R (TALGESSA 5 o
KK g XXX S (FALATE S A B A )
2

= ©°

ARFRFPELE AR R PER XXX

T AL o
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4 AR M GEEFEIRES RS

RS R EHBFLEFEI ORAAR M ARIIH
R % 0.77
PRFA 0.50%* 0.94
Ex i 0.78%%  (.52%* 0.79
LR 0.58%*  (.74%* 0.64%* 0.88
15 s 0.83%*  0.51%* 0.82%* 0.63%* 0.74

R & 0.74%%  0.46%* 0.76%* 0.59%* 0.84%* 0.78

Tl HEiMY AVE OB R E o A A ﬁi’_ﬁi BPenfp b e b 5 < 3
J\l’léii%&wﬂ#wﬁf’“ﬁx?ﬁ PRI E R RR e
P2 A FRE p<0.01 pF > **E TR RE
B T

AT F -t SmartPLS 3.0 33t 2 K BRI 7 i Bo] T 2 (partial least square,
PLS)# 5 A 47 82 iidh Znit % 4ol 2 977 > A2 5 1 B & Ao ek = 3
RUR SR ey AT W S ’f#.&@m*‘kﬂ’ LIRC N N ) A ER:
R =0.449 » £ H R Bl o 2R R™=0.550 » 426 - LB 425 o BEAE
BE0.2 (M A BEEFESR>067 L F 541 W »R™=0.33 2+ %7 ¢ BfE#
45 R™=0.19 =+ 4 7 f2§#4 4 ¥ 33) (Cohen, 1988) o i&Ag 7 11 o HAE 2 5o if L
LIS IE R ) M 5 FmELRE £ L BN 245 (endogenous construct) & 5
PEREFEILA

AEEL Y bR Tl B R E( Q)M F Mhie T BT HET LA R

BREEEF ¥ DT EMY ”‘f? ’ﬁ+_ BERAFOFEM GG Eird

ERIEROFEM AL T ER REFOLE > It E S H¥rikdg o & PLS SEM
B 0§ tE>1.960 £m e ER i 0.05 R F-RE I UFL T o F t B>2.58
mERL T s Rt g e E P 001 R ERE o F t @>329 A7 EPagE:
0.01 eFBE 3 -k 2 1% o

d A ST TR,y % - BRIZpE Tl R Ry PR K
=0.222:t & 5 2.123° 12 l’?@:iﬁ—?bﬂj\*ﬁ DA DLIET MR E B R R R
B Hl EEFLEF 2 r‘jf;ﬂw;’ o (AR L oL chdp L e LS L 2 B 4
BEAE I RFAAKRDRLBIR -

PR AR, ¥ BRIEHE TRASBLAR ) RIS GdS 0058t &
20501« v AHEBERfCt BRF 0 RARBEFS VI ELRPRE o A
B H2 2 EE@ L T&{éﬁ’ AL R enRAEZ DT v PR E
ZBABRAE T AFEIFEEARAEHEIR -

PRAR, D52 BRIERE TEFH éﬁ?%?&lig S T T #=0.337 >
pl(**)<0.01 > t & 5 2.744 - v ta kg ¥ |4 j\ EESVMUEFRSRLAE

W

S
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RS L

I}

Sl o B H3 R W A S G b R e
MEZBABRELAE I BEE AL BLE

PRA R, E e BRERETRRI BB LRy PR RS 0.101
tiE 3 0931 G FEArt B AT R FR B LR PR
FL R HA @i R W L S G IR R R T B gk e B
M= 22 BABLAR P AZL - HPEARDLHLR -

TR B—f R Bl B S %8=0.741 » p1(***)<0.001 - t & % 27.030 -
VGRBEEFMRFORAAT UEER A LRI BRI T BRHS EE A
) i}"{;}“’ AL B L 2 BARAAL v S A kB AR -

FREE 13- foSoEES s » B 5 2L 52 B2

25 KA HEBRET

BB

BT
b
T

HI1 4p 22 —% &L A 0.222* 2.123 EE
H2 %% —>% LR 0.058 0.501 R
H3¢wiTi>miR 0.337%* 2.744 e
H4# 23 F>B LR 0.101 0.931 R
HS 5L RA>L AW 0.741 %% 27.030 X4

3L *F%p<(0.001 » **p<0.01
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AL

ABALPE2 \\

A3

A8 4L

Similarity

PR DT T B e

*B AL :&5 0.763

H1:0.222*

A6 =212

wmEL |

1#H&2 ™ 0.828 %%

Physical 1 B2 A3

Appearance

#m&3 [

0.930 ~_ 0.957 0.941

H2:0.058
HS5:0.741%**

t=0.501
Y t=27.030

AHER

H3:0.337%*

0.887 0.914 0.903 ™~~~

0.785
t=2.744

0.817
N 0861 T~

e
0.743

Wl || W2 | | W3 || 4| | S

B HATH

L HAT B3 | 0798 uitable behavior

HRXAEI

HRXEEHL P

0.763

XA 1)

B —: ) 548 & 425 -Fellow Customer Perception 3% 447
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I3 -‘;'3’?‘)*&

AR R TR AR A SRERT S B AR RS § o 0 PR Bl
Fafs BB R F A RETdw B S 5V PO RAET L 07 5
;Eg,:m—gg AL 7} AFEEE B L O S HI R B AR R PRE g A
PR RERSF R G T o B A ﬁi}\mi*f'kt’zsbzﬁé hfE &
;?Jﬁlo?*"‘ksé‘/ﬁ HFOmLREEL LR SR} F] 7R F BTN
# ihi Pi,es!%]w@é WP EH YRR SR R FRARRR S S kg
W%ﬁ%mﬁ«ﬁ£mﬁ%@ JRE® & iz Av(ie. ¥ RS v RS FER 1
BRI 2 5 254h) em 24 R R/ER LR AL R HE LR
Famg el RAL e SR TR R RAEE BB ARG L &

FHPFABRELARE LPEELEREATOF L TRFL B ETHERR AR
,&/ma‘% AT o

BmAoFEE
B E ARy Fj SRR PR ABE/EFT 2 AR
BReip i LR € A2 HEFAEHORIAQC» B Z 3L %
MR 2R AR R R A TR gw E ARG TSP LT -
?ﬁA%’*Kk“’;Eﬁ&{ﬂm2wiu$°Fﬁﬁ’ﬁiﬁﬁﬁﬁéﬁ
F' CRRYER Y WR LT TE(eg B s A LMAY)LTE AR
FORL DT EAIHEARORIAAL I BT TS A RNL LR
FIP S BBELL T c FHES v HAopt o BT R BE_0.337 (t=2.744) - K@ o
iP%F@ﬁ%%ﬁmFﬁﬁ@ﬁa%&%%uaﬁif@’&ﬁﬁ&ﬁ%é
F(k% 5 0058; 42 3% 5 0.101) X t @A EHEF-RE(KE S 0501 ;
AT B 0931)0 4 s A L e 1 IFRFL PR AE
22 BABARE P RZI PP BEARALHLE -

PHABRORIEBFANE RELT T $Hcnip e £y 7]

AT ERE ARG R FRLRDAL S TR PR
AR AR A R R 0 L R W% 55
Pt R ARSI F AR FRALFadpingis A2 dnik g R 5
FE LR A LARDE Flooa 2 LR BRE T FEH Me gt A
LIFE Y R EFEHRAZTE ISP FEREEEY T ohe ER s
AFEERNUTHEE 5- 0 2 REDEBRY PFFAPLDA o A E F R RGO
BY R EB A FaA T AR FRA AR AMD  WEW R F LR
AL BT B R AT B B § R PR A *i’kﬁﬁ%*ﬁ
LB IR G ¢n%§w#%ﬁ% +—@@Wn%mﬁér ﬂﬁ
S

lﬁ]"l& %.if:’sb 3% j' @ :_F_T Eﬁﬁi
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R Hz o P LKA RFRBDE BT B ST F i bR
FERES oK R AP AWM MA LA SR L 2220
2 A AFEE T S1.6% kA& T BRI R (TH % 5 R 0 33.0%0k AE
BEPARSE AT A BEMEY 2T - Bp AR B, 0
BHU R REEASALR T B o
3 &, ik
NI AN DAk it
H Eﬁ? fRER MR B B ’Fk‘”‘]ml% =R l—zt’ SR 5 A B E - A En e
o rﬂ%ﬁ.iézﬁﬁ:o AT AR ER g] PUE e AR R AR TR A A
e e B RS T BERZ R AR F LIRS uR R
AR A DR E RS F K SR R R R A F
2 H M R R L BERF S BEFAIRETES v DA LR KB
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