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T2 TERERR 5 E% (Huiskonen and Pirttild, 1998) o
SRIM » TEE e B AR 5 o o R R ARt o B A 1
RATRATHERATS © Rl - ASOR S B @ M0y B LA
7 » SRR B A AR R B - PR AR BIERE
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FIBOE + RICH R E AV E K - Carpenter (2008)
TEWFFERIEH - RGBT I E S EISE - A
BARB RIS - K EARERED - WIEEEE - B
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ABSTRACT

With the advent of the age of experience economy, the nature of consumption gen-
erated a tremendous change.Consumption process is no longer simply product and
replaces it with a trip to touch consumer experience. The theme restaurant shaped by
servicescape can enhance consumers' quality perception, create a unique identifica-
tion of experience, and produce market segmentation and differentia. However, to-
day most of the theme restaurant owners are still believe that there are the causal re-
lationships between dazzling space decorations and improvement of business objec-
tives. Although they have inputted a lot of restructure funds, some can achieve the
profit goals and others can not be survived, what caused it to happen is urgent to
clarify. Furthermore, previous studies have often been focused on the linear rela-
tionship between servicescape attributes and consumers' quality perception, seldom
efforts in distinguishing the attributes of servicescape quality perception. To verify
the consumers' needs of different degree levels, Kano model is employed to explore
the different attributes classification; study also conducted a path analysis to confirm
the appropriate of new model by adding two variables, satisfaction and revisiting in-
tention, and their relationships with servicescape perceived quality, pleasure-feeling.
The results pointed out that the 18 servicescape attributes can be classified as dif-
ferent categories, and proved the two-dimensional relationship between attributes
and the customer satisfaction, furthermore, the "satisfaction" acted as a moderator to
contribute to long-term relationship with consumers, by appropriate conversion,
consumer emotion can be transformed into repeat purchase behaviors. The study
provides a choice in order of importance serviccescape, and how it might be used in

practice.

Keywords : servicescape, kano model, M-R model, satisfaction, revisiting intention
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