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【摘要】
本研究針對市售瓶裝雞精消費者的認知價值、品牌形象、顧客滿意度及顧客忠誠度進行探究及討論。本研究的研究對象，以臺北市的市售瓶裝雞精消費者為主要研究對象；在問卷發放方面，一共發放了500份，而最終回收份數則為398份，回收率為79.6%。在資料分析方面，本研究使用SPSS套裝軟體進行t檢定、單因數變異數分析、Pearson積差相關分析與徑路分析，實證結果發現如下：

人口統計變數分析顯示，以「男性」年齡在「20~25歲」與「31~50歲」為主，教育程度方面以「大學」為最多，婚姻狀況以「已婚」為做多，在職業方面以服務業為主。瓶裝雞精品牌偏好以「白蘭氏」為主。

　　消費者對瓶裝雞精之認知價值、品牌形象、顧客滿意度與顧客忠誠度有顯著差異，其中以品牌偏好、性別、年齡、婚姻狀況、職業等五項人口統計變數為顯著主要差異變數。年齡在「31~40歲」對品牌形象有較高的認同程度；教育程度高者對品牌形象、認知價值有較高重視程度；性別以「男性」對品牌形象、認知價值、顧客滿意度與顧客忠誠度有較高重視程度；職業以「家管」對品牌形象、認知價值、顧客滿意度與顧客忠誠度有較高重視程度；品牌偏好以「統一」對品牌形象、認知價值、顧客滿意度與顧客忠誠度有較高重視程度。

　　根據本研究的結果，消費者在瓶裝雞精的品牌形象及認知價值對顧客滿意度的影響關係皆為顯著，但品牌形象對顧客滿意度的影響相較於認知價值影響顧客滿意度來得較大。
    更進一步的可得到，認知價值會影響顧客滿意度，但不會影響顧客忠誠度；唯有品牌形象會直接影響顧客忠誠度，但卻不會間接對顧客忠誠度有所影響。本研究發現性別、年齡、教育狀況以及職業是造成不同認知的主要原因，故建議瓶裝雞精業者可針對其不同的特性進性策略的規劃執行。
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【Abstract】

The present study was aimed to detect the relationship among consumer perceived value, brand image, consumer satisfaction and consumer loyalty in bottled essence of chicken. The participants enrolled in this current study were the consumers of bottled chicken essence in Taipei city.  Five hundreds of questionnaires were distributed to the participants.  The valid number of retrieved questionnaires, totally, is 398 (79.6%).  With the software package SPSS for windows 12.0, ANOVA, Pearson Correlations, and Path Analyses were conducted for data analyses.
According to the analysis of demographic demonstrated six significant options which are most obviously consumption groups in this section: 1. male who is between ages in twenty-one to twenty-five and thirty-one to fifty; 2. university in education;3. married in marital status;4.“Brands” in Bottled Essence of Chicken of Brand Preference 

The results suggested that there were significant differences found among consumer perceived value, brand image, consumer satisfaction and consumer loyalty.  Nonetheless, brand image was found more related to the consumer satisfaction rather than the perceived value of consumers.

The results further revealed that the perceived value of consumers had influence upon the satisfaction of consumer rather than the loyalty of consumers.  Moreover, it was also revealed that brand image had direct influences upon the loyalty of consumers.  However, there were no indirect influence found between the brand image and the loyalty of consumers.  Finally, this study concluded the differences of gender, age, educational level, and types of occupation would be the major variables for consumers’ discrepancies of perceptions.  Strategic plans in connection with the above suggested major variables to meet the need of a variety of consumers would be recommended.
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