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ύЎᄔाύЎᄔाύЎᄔाύЎᄔा    
 

ޑӭೕኳၨεࡐᑫଆԶᅌؒပǴޑᆛၡਜ۫Ϸႝηਜࣁ൳ԃਜֽӢ߈

ਜ۫ࣁΑᆢᔼၮǵ߆ӝᕴᡏᕉნԶՉᡂॠǴԶӧ۫ϣቚуೡ፤ځдߚਜᝤ

ᜪۯޑ՜܄ࠔǴ٠ЪวӭϡϯޑՅǴߚ٠ѝೡ፤ਜᝤǴΨ׆ఈૈ๏៝࠼ཥ

 ॠǶׯǴӢԶӧ۫य़း⩰ǵᔼၮਡЈБय़Չڙགޑ

ӢԜҁЎЬԑӧ၈ࠔਜ۫ࠔޑจᇡޕϷޕࠔࢂցቹៜ៝࠼ჹᖼ

ວҾۯ՜ࠔౢ܄ϐཀᜫǴԶࠔจ۸၈ࡋΞࢂցёૈٿ٬ӢηޑቹៜΚౢғ

ᡂϯԋυᘋᡂኧǶ 

а၈ࠔਜ۫ٯࣁǴճҔ࣬ᜢޑЎࠔจᇡޕǵޕࠔǵࠔจ۸၈ޑࡋ

ၗڔୢزࣴϩݤǴ٠ճҔीБزဂՉჴӦࣴ࠼ჹЬाڔကǴаϷीୢۓ

Ǵаள่݀ډǶ 

ҁࣴزႣය่݀ࠔࣁจᇡޕϷޕࠔዴჴቹៜ៝࠼ჹۯ՜ࠔౢ܄ԋ

҅ӛቹៜǴԶࠔจ۸၈߾ࡋυᘋ៝࠼ᖼວۯ՜ࠔౢ܄ϐཀᜫǶ 
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AbsAbsAbsAbstracttracttracttract    

  Recently, traditional bookstores declined little by little because the raise of the 

on-line bookstore and e-book. Many large-scale bookstores advanced to reform for 

keeping net income and catering environment. They started to sell extension products 

in their bookstore, expanding their characteristic of diversification. Hoping to gave 

customers a totally new experience, not just selling books. Therefore, they also 

reformed in the interior decorating, unclear of business and so on. 

  Therefore, this study aims to investigate whether Eslite bookstore brand 

recognition and commodity knowledge will affect the willingness of the customer 

purchase intention of enterprise extension products. Brand loyalty might moderate the 

effects of the first two factor of influence and become moderating variable. 

  With using Eslite bookstore as the research target, the study use the related 

literature to confer brand recognition, the commodity knowledge, the brand loyalty.  

The questionnaire will be conducted to the main target customers. The statistical 

analysis is applied to analysis the collected data from questionnaire. 

  The final statistical data and the anticipated results as follows: The brand 

recognition and the commodity knowledge can affect the customer to have the 

forward influence to the purchase intention of the extension product, but the brand 

loyalty will disturb the customer to purchase intention of the extensible product. 

 

 

 

 

 

 

 

 

 

 

 

KeywordKeywordKeywordKeyword：：：：brand recognition  commodity knowledge  brand loyalty  

extension product  purchase intention 
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Ҟ  ᒵ    

ಃക ق ǾǾǾǾǾǾǾǾǾǾǾǾǾǾǾǾǾǾǾǾǾǾ5 

   ಃ ࣴزङඳϷࣴزᐒǾǾǾǾǾǾǾǾǾǾǾǾǾǾ5 

   ಃΒ ࣴزҞޑǾǾǾǾǾǾǾǾǾǾǾǾǾǾǾǾǾǾǾ6 

ಃΒക Ў ǾǾǾǾǾǾǾǾǾǾǾǾǾǾǾǾǾǾǾǾ7 

   ಃ ѱཷݩᆶϦљङඳǾǾǾǾǾǾǾǾǾǾǾǾǾǾ7 

   ಃΒ ࠔจᇡޕǾǾǾǾǾǾǾǾǾǾǾǾǾǾǾǾǾǾǾ8 

   ಃΟ ޕࠔǾǾǾǾǾǾǾǾǾǾǾǾǾǾǾǾǾǾǾ8 

   ಃѤ ࠔจ۸၈ࡋǾǾǾǾǾǾǾǾǾǾǾǾǾǾǾǾǾǾ9 

   ಃϖ ᖼວཀᜫ ǾǾǾǾǾǾǾǾǾǾǾǾǾǾǾǾǾǾ10 

ಃΟക ࣴزБݤǾǾǾǾǾǾǾǾǾǾǾǾǾǾǾǾǾǾǾǾ10 

   ಃ ࣴࢎزᄬ ǾǾǾǾǾǾǾǾǾǾǾǾǾǾǾǾǾǾ10 

   ಃΒ ࣴزଷ ǾǾǾǾǾǾǾǾǾǾǾǾǾǾǾǾǾǾ10 

   ಃΟ ᏹբࠠۓကᆶᑽໆπڀ ǾǾǾǾǾǾǾǾǾǾǾǾ13 

   ಃѤ ࣴزჹຝ&ܜኬБݤǾǾǾǾǾǾǾǾǾǾǾǾǾǾ15 

   ಃϖ ीϩ ǾǾǾǾǾǾǾǾǾǾǾǾǾǾǾǾǾǾ16 

   ಃϤ Ⴃය่ࣴ݀ز&่ፕǾǾǾǾǾǾǾǾǾǾǾǾǾǾ17 

ಃѤക ୖԵЎǾǾǾǾǾǾǾǾǾǾǾǾǾǾǾǾǾǾǾǾ19 
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ಃകಃകಃകಃക        قققق    

ಃಃಃಃ                ࣴزङඳᆶᐒࣴزङඳᆶᐒࣴزङඳᆶᐒࣴزङඳᆶᐒ    

ޑӭೕኳၨεࡐᑫଆԶᅌؒပǴޑᆛၡਜ۫Ϸႝηਜࣁ൳ԃਜֽӢ߈

ਜֽࣁΑᆢᔼၮԶӧ۫ϣቚуೡ፤ځдߚਜᝤᜪۯޑ՜܄ࠔǶаਜֽٰ

ᖱǴ၈ࠔਜֽ࣬ၨځܭдਜֽࣁ׳εޕ܌Ǵόࣁӄౚಃ໔ΒΜѤλਔ

όѺޑਜֽǴᗋමਔжᚇᇞᒧຑࢪ٥ࣁന٫ਜ۫ǴନΑೡ፤ਜᝤǴܭ׳ 2010

ԃஒიౢวԋፄӝԄǵᓓǵόౢ٣ӚБय़٣Ǵځᔼ

ፄӝᔼኳԄᔼޑᆶЎϯୱȩࢲȩǴ٠аȨғࢲȨΓЎǵബཀǵ᛬ೌǵғࣁۺ

ࣁ׳ӭϡ୍ܺޑϷޜ໔ݗൎǴᙖԜගٮځޣሡाޑࠔಔӝǶ 

ӧᐟਗ਼ޑਜֽᝡݾѱύǴ၈ࠔਜֽૈಥᑉԶрޑόѦЯࢂࠔКଆځд

ᝡޣݾჹڀ׳ޣԖ֎ЇΚǴԶਜֽϣۯޑ՜܄ࠔКଆځдਜֽ׳уӭϡϯ

ΨڀԖৡ౦܄Ƕٯӵόۓය׳ޑඤཥࠔǴଛӝۑ܄ΨрВࠔǴගٮ০

Տᡣ៝࠼ёམଛڜଢ଼܈ᗺЈۯ՜܄ࠔ໕Ӧڙ٦᎙᠐ਔ໔Ƕ၈ࠔಥᚆΑ

ਜֽޑਣࢎǴόӆൂપѝࢂਜ۫ǴѬԋф֎Ї៝࠼ᖼວҾᄡΠځޑдۯ՜܄

ࠔǴബΑคज़ᐒΨԋΑৡ౦ϯǴ׳ӦගଯΑҾԾޑيᝡݾΚǶ               

    ᇡޕ(cognition潢ۓကࣁᇡᆶှޑ٣୍ЈᐕำǴᇡޕᐕำࢂ่݀ޑ 

ȨۺߞȩǴۺߞёۓကࣁਥᏵ٤ࢌޑۓឦ܈܄ቻԶჹࡼ܌ނ٤٣ࢌуޑᇡޕ

ຑሽȐෞࡡξǴ1996ȑǴBhat and Reddy(2001潢මගрȨۯ՜ౢࠔຑኳԄȩǴ

ӧ೭ঁኳԄΠǴޣჹࠔ҆ܭจୃޑӳϷឦ܄Ǵᆶޣჹۯܭ՜ౢୃޑࠔ

ӳǵᇡޕǴԶԿޣჹۯ՜ౢޑࠔᖼວཀკᆶՉࣁǴࢂೱՍޑӢ݀ᜢ߯Ƕ 

    ၸѐزࣴޑᡉҢǴӃޕ(prior knowledge潢ஒቹៜૻ৲ޑೀၸำ

(Brucks, 1985潢ǴЪ Park and Lssind(1981潢ΨᇡࣁޑࠔӃޕቹៜ

ቹៜޕࠔᒧᆶղᘐǶRao and Monroe(1988潢ҭวޑ፦ࠔࠔჹౢޣ

 ՅǶفޑᄽ࣬ख़ाתύࣁՉޣӧޕࠔǴౢـຑǶҗԜёޑࠔჹౢޣ
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ಃΒಃΒಃΒಃΒ                ࣴزҞزࣴޑҞزࣴޑҞزࣴޑҞޑ 

ԜܭҾჹԜϐख़ຎǴԖ᠙ـىҾཇٰཇӭǴޑࠔ܄՜ۯԃٰр߈    

ຝǴךॺ׆ఈၸচԖϦљࠔޑจٰۯ՜زࣴޑࠔౢ܄ǴࠔจᇡޕϷࠔ

ցёૈࢂΞࡋ۸၈࠼ቹៜǴԶ៝ޑϐཀᜫࠔౢ܄՜ۯᖼວҾ࠼ցჹ៝ࢂޕ

Αှቹៜٰ៝زॺҭёၸԜࣴךቹៜΚౢғᡂϯǶᆶԜӕਔǴޑӢηٿ٬

    ϐుభǶࡋӢનᆶำࣁՉޑ࠼

                ୷ܭॊزࣴޑङඳϷᐒǴҁࣴޑزЬाҞࢂޑӧǺӧ៝۸࠼၈ࣁࡋ

υᘋᡂኧޑݩϐΠǴࠔจᇡޕᆶޕࠔჹۯܭ՜܄ޑࠔᖼວཀᜫࢂցԖᡉ

ޑቹៜǶӢԜҁࣴޑزҞࣁޑǺ    

ǵ ࠔจᇡޕቹៜޣჹۯ՜܄ޑࠔᖼວཀᜫǶ 

Βǵ ޕࠔቹៜޣჹۯ՜܄ޑࠔᖼວཀᜫǶ 

Οǵ ࠔจᇡکޕޕࠔቹៜޣჹۯ՜܄ޑࠔᖼວཀᜫǶ 

Ѥǵ ࠔจ۸၈ࠔࢂࡋจᇡޕჹۯ՜܄ࠔᖼວཀᜫޑυᘋᡂኧ 

ϖǵ ࠔจ۸၈ࢂࡋޕࠔჹۯ՜܄ࠔᖼວཀᜫޑυᘋᡂኧ 

Ϥǵ ࠔจ۸၈ࠔࢂࡋจᇡޕϷޕࠔჹۯ՜܄ࠔᖼວཀᜫޑυᘋ        

     ᡂኧ 
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ಃΒകಃΒകಃΒകಃΒക        ЎЎЎЎ    

ಃಃಃಃ                ѱཷݩᆶϦљङඳѱཷݩᆶϦљङඳѱཷݩᆶϦљङඳѱཷݩᆶϦљङඳ    

ǵǵǵǵ    ѱཷݩѱཷݩѱཷݩѱཷݩ    

    ᆛၡਔжٰډޑǴჹჴᡏ۫य़ޑፂᔐԖᡉޑቹៜǴޣჹঁࠔจޑᇡ

ҽǴӢჴᡏৎᅌᆛޑจӚԾ՞ᏵѱࠔޑǵჴᡏޑǴᆛၡىόޑᡉܴޕ

ၡϯǴᖼວࠔѝሡᇸᒡΕᜢᗖӷջёפр܌ाޑࠔǴᗨฅӵԜБࠅߡΨԖ

લᗺǴӢࣁՏޣჹܭޕࠔޑᇡޕ҂Ѹ࣬ӕǴᒿཇӭᒧǴࠅΨཇ

ᜤዴᇡྗޑࠔዴ܄Ƕа୯ϣޕӜೱᙹਜֽϐޑ၈ࠔਜֽٯࣁǴޣӧ׳

ӭޑᒧਔǴ҂ѸӧЯࠔޑࠔจᆶޕǴҹޕޑࠔǵঁࠔจޑᇡޕჹ

ࢂࠅǴقԶޣޑख़ᗺǴՠ൩ѱεϩޑᒧ܈ᖼວࢂ՟Яόޣ٤ࢌ

ঁᒧޑࠔख़ा٩ᏵǴ໔ௗޔ܈ௗቹៜࢂޣցᖼວۯ՜܄ޑࠔཀᜫǶ 

ՠࢂ၈ࠔӵԜᑈཱུܗޑࢂցޑԖշܭቚޣჹдࠔޑจᇡޕǻදၹޑ

ࢂޣց٩ᙑᇡࣁ၈ࠔѝᆶਜֽჄဦǻӭϡۯޑ՜܄ࢂࠔցૈගଯ៝

 ᖼວཀᜫǻޑ࠼

ΒΒΒΒǵǵǵǵ    ၈ࠔਜֽङඳ၈ࠔਜֽङඳ၈ࠔਜֽङඳ၈ࠔਜֽङඳ    

    ᒿޗࣽמВ౦ǴΓᜪғࢲНྗගϲǴ۫य़ගࠔౢޑٮςคݤ

ᅈىΓॺޑሡǴӧ೭ᝡݾᐟਗ਼ޗޑΠǴҾࣁΑૈઠᛙѱǵᅈى

׆ᒧǴ࠼ᡣ៝ࠔޑӭϡϯٮගࢂǴԶࠔޑൂٮӚᅿ഻ӳǴৎόӆගޣ

ఈၸচӃᏱԖࠔޑจǴ ໒ബόኬޑࠔሡǴа၈ࠔਜֽٰᇥǴନΑਜᝤ

ॣޑݗЈǵᔼ᠐ਜܫǵੇൔаϷёҔٰࠔҔڀೡ፤ϐѦǴќѦᗋԖЎޑ

ୠТࡷ࠼៝ٮࠔᒧǶࣁΑૈ֎Ї׳ӭډٰޣ၈ࠔǴόӧ۫ϣቚΑ

࣬ᜢޑࠔឦޜ໔Ǵӵ:၈ॣࠔᓔǵ၈ࠔ॥ЎڀᓔǵCooking StudioǴΨ

தᖐᒤࢲ٤ᡣޣёа׳ຠ߈၈ࠔǵڙ٦၈ࠔғࢲǴႽࢂ၈ॣࠔᓔޑ

ϩǴᗎፎӭॣ߄ᄽܭޣ၈ޜࠔ໔ϣᄽрǴගॣٮΓว߄ബբޑᐒǴࢂ܈
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Տߞܭကᄡᝮ۫ 3 ኴޑғࢲ॥ਜޑ Cooking StudioǴຼܭۓڰϖрȨ᎙

᠐Ǹ൨ވښ१ȩՅЬᚒޑ१ࢲǴӧਜᝤޑᕉᙅύǴᖐᒤӚ୯ऍ१ϩ٦

ϷొҢጄࢲǴᗎፎӚ᠐ޣॺӧਜᆶߚਜϐύښࠔғࢲǶ 

 

ಃΒಃΒಃΒಃΒ                ࠔจᇡࠔޕจᇡࠔޕจᇡࠔޕจᇡޕ    

ᑽໆࢂޕจᇡࠔ จᕕှӭϿȹǶࠔȸჹ೭ঁࢂǴᙁൂٰᖱ൩ޕจᇡࠔ            

ᅿևǴԖਔޑΚݾϦљᝡࢂྗǶΨޑࡋှکᇡޑจϣ఼Ϸሽॶࠔჹޣ

ҭёԋࣁᅿਡЈᝡݾΚǴձࢂӧεѱǴଷӵӚৎϦљගکࠔౢޑٮ

ǶࣁᖼວՉۓ،ٰࡋዕޑจࠔаܭӛޣ፦ᅿᜪ࣬՟Ǵ೭ਔࠔޑ୍ܺ

ޣགྷाᖼວࠔਔǴ೯தЋཛྷ൨ᆶౢ࣬ࠔᜢޑၗૻǴԶԜӕਔԋჹ

ࠔࠔจޑᏫǵޕǵаϷᖄགྷǴӧЈύځ٩ჹౢޑࠔᇡޕԋᄊࡋǴӆਥᏵ

ԜᄊࡋаϷӆᇡૈޑޕΚǴٰᒧᖼວځύཀࠔౢޑǶ    

ǴࡕจࠔࠔǴ፟ϒౢࣁᄬय़ፕٰᇥǴLasserȐ1995ȑΓᇡޕจᇡࠔ    

ቚуޕޑޣਏҔϷճǶRangaswamy, Burke & OlivaȐ1993ȑ߾ஒ

ӳୃޑࡋኬᄊаϷᄊޑࣁӑຝǵՉޑ഻ܭഭᎩሽॶǴӸӧࣁจှញࠔ

ύǴӆԵቾࠔจۯޑ՜܄ਔǴևаϐёૈ่݀Ƕ 

    Keller(1993潢 ᇡךࣁॺჹࠔܭจޑᇡޕ൩ႽတύځдޕኬǴ

Γᜪၶࢌډࠔจ܌ևޑϸᔈǴόፕࢂѦᡉՉࢂ܈ࣁϣӧགྷݤǴځᐒڋ

ᆶᏫ৲৲࣬ᜢǴԜᜢ߯ӧѸाΠࢌ،ޑۓਔংܴࣁ׳ᡉǶќБ

य़வޣᢀᗺٰჹࠔจᇡޕΑӵΠۓޑကǺࠔจᇡޕΏҗࠔจޕӜࡋ

Ϸࠔจຝ܌ᖄ่Զԋᆛ๎ᏫኳԄȐassociative networkmemory 

modelȑǴځਏ݀ᆄຎࠔޑޣจޕԶۓǶ 
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ಃΟಃΟಃΟಃΟ                ޕࠔޕࠔޕࠔޕࠔ    

    ޣᒧࠔਔǴаԾρᆶࠔϐ໔࣬ޑᜢᏫٰཛྷ൨ࠔၗ

Ǵૻ܈а٬Ҕၸᜪ՟ޑޑࠔᡍٰՉځᖼວ،ǶHuffman and Houston

Ȑ1993ȑᇡޕࠔౢࣁቹៜૻޑޣ৲ཛྷ൨ՉࣁǴԶૻ৲ཛྷ൨Ξ

ቹៜ،ၸำǶHeaney and GoldsmithȐ1999ȑزࣴޑύჴౢޕࠔ

҅ӛቹៜޣᖼૻޑ৲ཛྷ൨ՉࣁǶ࣬ᜢࣴزҭࡰрౢޕࠔᆶ

 ;໔և҅ӛᜢ߯ȐBrucks, 1985; Urbany et al., 1989ࣁཛྷ൨Չ৲ૻޑޣ

Berné et al.,1999; Heaney & Goldsmith, 1999; Smith, 2000ȑǶ 

    ޕࠔౢޣޑᑽໆБԄӧᏹբεठԖΟᅿǺಃǴЬᢀޕ

(subjective knowledge潢ࣁᑽໆঁΓᇡࣁԾρࠔౢ܈ࠔౢޑޕ܌ᜪձǹಃ

ΒǴ࠼ᢀޕ(objective knowledge潢ࢂᑽໆঁΓჴሞᓯӸӧᏫύౢޕࠔ

ޑӭჲǵԄǹಃΟࡰࢂ߾ᖼວ٬܈ҔౢޑࠔᡍǶ 

ಃѤಃѤಃѤಃѤ                ࠔจࠔจࠔจࠔจ۸၈۸ࡋ၈۸ࡋ၈۸ࡋ၈ࡋ    

ကനԐҗۓֹޑࡋจ۸၈ࠔ     Jacoby and Olson(1970潢ගрǴᇡࠔࣁ

จ۸၈ࢂߚ٠ࡋᅿᒿᐒޑ܄ՉࣁϸᔈǴԶߏࢂਔ໔ӸӧޑǹЪҗ

ᖼޑᒍ܍จࠔᅿЈჹޑԋ܌Ǵࡕจϐࠔޑঁа܈Եቾঁޣ

ວᐕำǶΨ൩ࢂᇥǴۓ،ޣᖼວӕޑࠔӭᅿࠔจਔǴӢࣁЈ

ჹࠔࢌจ܍ޑᒍԶᒧ၀ࠔจޑٰࠔޑբǶԜۓက఼ᇂΑ

ޣϞᏢࢂа܌य़(БШᄪǵЎ፣Ǵ2006潢 Ǵࡋᄊکय़ࣁՉޑࡋจ۸၈ࠔ

໔දၹᇡӕۓޑကǶ    

നಖځᒍǴ܍ޑΦᜢ߯ߏϦљᆢ܈จࠔۓჹ࠼จ۸၈х֖៝ࠔ    

จ۸၈୷ҁࠔቫय़(Prus and Brandt, 1995潢ǶջǴঁٿࣁϷՉࡋӧᄊ߄

җՉ۸ࣁ၈Ϸᄊ۸ࡋ၈ٿय़ಔԋǴલόёǶՉ۸ࣁ၈Ξᆀࣁᖼວ۸၈Ǵ

܍ޑࡋᅿำࢌх֖߾۸၈ࡋǹԶᄊࣁ௦ᖼՉޑจख़ፄࠔܭჹ࠼៝ࢂޑࡰ
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ᒍǴྍԾ࠼៝ܭᇡࣁ၀ࠔจёаග٤ࢌٮᐱޑሽॶ(Chaudhuri and 

Holbrook, 2001; Jones and Taylor, 2007潢Ƕ 

 

ಃϖಃϖಃϖಃϖ                ޣᖼວཀᜫޣᖼວཀᜫޣᖼວཀᜫޣᖼວཀᜫ 

    ޣӧᖼວࠔਔޑᓬӃԵቾವၸܭԾρࢂցԖᖼວཀᜫǴฅԶӧ،ۓ

ԏၗૻКၨǵ၌ୢдΓཀـǵࢂ܈ԖୃޑۓӳࠔจǾǾǴё٬ޣගଯ

ᖼວޑࠔёૈ܄Ƕ 

    ਥᏵ Schiffman and Kanuk(1991潢ࡰрǴҔٰᑽໆޣᖼວࢌౢࠔϐё

ցࢂࠔਔǴᓬӃԵቾԾρჹౢࠔӧᖼວޣᇥࢂᖼວཀᜫǶΨ൩ࢂ൩܄ૈ

Ԗཀᜫᖼວޑёૈ܄ǴჹܭޣཀᜫຫଯǴж߄ჹԜౢޑࠔᖼວᐒຫଯǴ࣬

ϸޑǴޑޣཀᜫόଯǴჹౢޑࠔᖼວᐒΨफ़եǶ 

    ܌ޣᕇளޑၗૻ٬ౢޣғόӕୃޑӳǴቹៜᖼວཀკ

(Liebermann and Flint-Goor, 1996潢Ƕޑޣᖼວཀᜫࢂҗޣჹࢌౢ

ౢࢌᒧޣࣁᄬԋǹᖼວཀᜫёຎ܌ǴϷѦӧӢનϐբҔࡋᄊޑจࠔ܈ࠔ

 (Fishbein andࡰϐख़ाࣁՉޣႣෳࣁёځЬᢀӛǴ٠ჴޑࠔ

Ajzen, 1975潢ǶҗԜёـǴၸቹៜӢનёႣෳޣჹౢޑࠔᖼວཀᜫำࡋǶ 
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ಃΟകಃΟകಃΟകಃΟക        ࣴزБزࣴݤБزࣴݤБزࣴݤБݤ    

ಃಃಃಃ                ࣴࢎزᄬࣴࢎزᄬࣴࢎزᄬࣴࢎزᄬ    

ҁࣴزϐࣴࢎزᄬᜢ߯კǴӵΠკǺ 

 

 

 

    

    

    

    

    

ಃΒಃΒಃΒಃΒ                ࣴزଷࣴزଷࣴزଷࣴزଷ    

ϷЈύࡋӳำ഻ޑจࠔჹԜޣܭᖼວཀᜫǴ୷ޣቹៜޕจᇡࠔ    

ჹࠔځจޑᇡޕǴࠔจᇡޕၨଯޑޣԖၨଯޑᖼວཀᜫǹϸϐޣჹܭ

ՉᎍౣϐǴёаِೲޑҾࣁࠔ܄՜ۯᖼວཀᜫǶޑၨեԖၨեޕจᇡࠔ

ගϲۯ՜܄ޕࠔӜࡋǴჹૈޣԖਏޑफ़եᇡޕ॥ᓀаϷቚуჹౢޑࠔຑ

ሽǶҞѱύޑޣჹۯ՜ౢࠔᜪձޕޑၨલЮਔǴӢࣁᖼວޑ॥ᓀ

ၨଯԶ٩ᒘ܌ᇡࠔޑޕจٰຑۯ՜Ǵ഻ ӳࠔځจޑޣჹۯܭ՜܄ࠔԖ

ၨؼӳޑຑሽǴ҅य़ቹៜޣჹࠔځจϐۯ՜܄ࠔޑࠔจᇡޕǴԶቚу

ޣჹۯ՜܄ࠔᖼວཀᜫǹϸϐޣჹࠔܭจᇡޕၨեਔǴჹۯ՜܄ࠔᖼ

ວཀᜫ߾όଯǶࡺҁࣴزፕ H1  :ӵΠزࣴ

H1:H1:H1:H1:ࠔจᇡޕჹۯ՜܄ࠔᖼວཀᜫԖᡉ҅ޑӛቹៜࠔจᇡޕჹۯ՜܄ࠔᖼວཀᜫԖᡉ҅ޑӛቹៜࠔจᇡޕჹۯ՜܄ࠔᖼວཀᜫԖᡉ҅ޑӛቹៜࠔจᇡޕჹۯ՜܄ࠔᖼວཀᜫԖᡉ҅ޑӛቹៜ 

 

 

H3 

 ࡋจ۸၈ࠔ

H1 ࠔจᇡޕ 

H6 

H5 

H4 

H2 

 ࠔ܄՜ۯ

ᖼວཀᜫ 

ޕࠔ 
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    ޣᒧࠔਔǴ೯தаԾρᆶޑࠔᏫٰཛྷ൨ࠔၗૻ܈аᜪ՟

ᡍՉᖼວՉࣁǴࢌࠔจрۯ՜܄ࠔਔǴޣҁيਥᏵޕࠔբࣁ

ຑۯ՜܄ࡰޑࠔǴޕࠔၨଯޑޣǴӢࣁޣዕࠔၗૻǴჹ

ޑࠔᕕှࡋၨଯǴࡺၨϿ٬Ҕ݈څӑຝٰᑽໆࠔࠔ፦Ǵаࠔ፦բࣁᓬӃԵ

ໆǴଷ٬ቷӛޣගٮ၁ಒޑࠔࠔ፦ၗૻǴჹۯ՜܄ࠔᖼວཀᜫԖёૈ

ගϲǹԶޕࠔၨեޑޣჹૻࠔ৲ၨ೦ЮǴӢຼࣁᎁᕉნׯޑᡂԶڙ

ቹៜǴόޕၰӵՖղᘐޑࠔᓬӍǴۯځ՜܄ࠔᖼວཀᜫԖёૈफ़եǶࡺҁ

ፕزࣴ H2  :ӵΠزࣴ

H2:H2:H2:H2:ޕࠔჹۯ՜܄ࠔᖼວཀᜫԖᡉ҅ޑӛቹៜޕࠔჹۯ՜܄ࠔᖼວཀᜫԖᡉ҅ޑӛቹៜޕࠔჹۯ՜܄ࠔᖼວཀᜫԖᡉ҅ޑӛቹៜޕࠔჹۯ՜܄ࠔᖼວཀᜫԖᡉ҅ޑӛቹៜ    

 

    ᆕӝॊزࣴޑଷ H1 Ϸ H2Ǵ܌ޣᏱԖޕࠔቹៜࠔځจᇡޕ॥

ᓀǶᏱԖޕࠔำࡋၨଯޑޣჹܭࠔឦ܄ԖၨᙦޑᇡǴдॺёа

ϩόӕࠔจϐ໔ޑৡ౦Ǵকନόޑ٫ᒧБਢǴаफ़եࠔจᇡޕ॥ᓀύޑόዴۓ

ჹೀޣޑၨեࡋำޕࠔ॥ᓀӢԜКၨեǹᏱԖޕจᇡࠔځӢનǴ܄

ၗૻૈޑΚၨৡǴӧᏫύ܌ᏱԖޑޕࠔࢎᄬၨόሸӄǴჹౢࠔឦ܄ᇡό

ӭǴ،ᒱᇤޑёૈ܄ၨଯǴҭջගଯࠔจᇡޕ॥ᓀύޑόዴ܄ۓӢનǴځᇡ

ᖼວࠔ܄՜ۯჹޕࠔکޕจᇡࠔ॥ᓀΨӢԜКၨଯ(݅ᅸᗪ,2007潢Ƕޕ

ཀᜫޑቹៜǴӢԜҁࣴزᇡࠔࣁจ۸၈ࡋჹܭޣӧࠔจᇡޕϷޕࠔࠔ

จᇡޕϷޕࠔޣٿӕਔຫଯǴۯ՜܄ࠔᖼວཀᜫΨ൩ຫଯǹϸϐࠔจᇡޕ

ϷޕࠔޣٿӕਔၨեǴۯ՜܄ࠔᖼວཀᜫΨၨեǴࡺҁࣴزፕ H3 زࣴ

ӵΠ: 

H3:H3:H3:H3:ࠔจᇡޕϷޕࠔჹۯ՜܄ࠔᖼວཀᜫԖᡉ҅ޑӛቹៜࠔจᇡޕϷޕࠔჹۯ՜܄ࠔᖼວཀᜫԖᡉ҅ޑӛቹៜࠔจᇡޕϷޕࠔჹۯ՜܄ࠔᖼວཀᜫԖᡉ҅ޑӛቹៜࠔจᇡޕϷޕࠔჹۯ՜܄ࠔᖼວཀᜫԖᡉ҅ޑӛቹៜ    

 

    ਥᏵ MBA ඵ(2011潢Ǵࠔจᇡޕ(Preceived Quality潢ࠔࢂจၗౢޑख़ाಔ

ԋϩǴѬࢂᑽໆޣჹࠔจϣ఼ϷሽॶޑᇡکޕှޑࡋྗǴԖਔԋࣁ

ϦљᅿਡЈᝡݾΚǴӚৎᝡݾჹЋගࠔޑ୍ܺکࠔౢٮ፦ৡ౦όεǴ೭ਔ
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ޣӛਥᏵࠔจޑዕำۓ،ࡋᖼວՉࣁǶՠӧޣ،ޑၸำύǴќ

ঁӢનΨቹៜቹៜдॺޑᖼວՉࠔˇࣁจ۸၈ࡋǹޣჹࠔܭจ۸ޑ၈

൩Ԗၨଯࠔౢ܄՜ۯ၉ǴӧᖼວޑΨຫӭǵຫዕޕᇡޑจࠔܭຫଯǴჹࡋ

ଯǴӧޕᇡޑจࠔਔংǴջ٬ჹ၀ޑၨեࡋ۸၈ޑจࠔჹޣཀᜫǴǹՠޑ

ᖼວۯ՜ࠔౢ܄ޑཀᜫࠅόـளΨගଯǴӢԜҁࣴزᇡࣁǴࠔจ۸၈ڀࡋԖ

υᘋޣӧჹܭ၀ࠔจޑᇡޕޑ୷ᘵٰᖼວۯ՜ޑࠔౢ܄ਏ Ǵ݀ගрΑࣴز

ଷ H4ǴӵΠ: 

H4:H4:H4:H4:ࠔจ۸၈ࠔࢂࡋจࠔจ۸၈ࠔࢂࡋจࠔจ۸၈ࠔࢂࡋจࠔจ۸၈ࠔࢂࡋจᇡޕჹۯ՜܄ࠔᖼວཀᜫޑυᘋᡂኧᇡޕჹۯ՜܄ࠔᖼວཀᜫޑυᘋᡂኧᇡޕჹۯ՜܄ࠔᖼວཀᜫޑυᘋᡂኧᇡޕჹۯ՜܄ࠔᖼວཀᜫޑυᘋᡂኧǶǶǶǶ    

 

    ޕࠔࢂӧࢂցाᖼວ၀ࠔจۯޑ՜܄܌ࠔԵໆ٩ޑᏵǴޣ

ჹܭ၀ࠔจޑޕޑࠔǵΑှำࡋຫӭǴӧᖼວ၀ࠔจޑߡࠔၨԖߞЈǵע

ඝǴჹܭѬ܌рۯޑ՜ޑࠔౢ܄ᖼວཀᜫ൩ගଯǴՠࠔจ۸၈ࡋϟΕ೭ϐ

໔ԋࣁυᘋᡂኧޑ၉Ǵ่݀Ξόᅰ࣬ӕǹޣჹܭ၀ࠔจ۸ޑ၈ߚࡋதଯ

ਔǴӵ:۸ჴ៝࠼Ǵᗨฅჹࠔܭจ܌рۯ՜܄ޕࠔޑΑှόӭǴՠ୷۸ܭ

၈ࡋǴӧᖼວۯ՜ޑࠔౢ܄ཀᜫᗋࢂගଯǴӢԜҁࣴزᇡࣁǴࠔจ۸၈ࡋჹ

Ԗυᘋڀࢂཀᜫޑࠔ܄՜ۯѐᖼວࡋΑှำޑޕࠔܭᇥǴӧჹٰޣܭ

ଷزਏ݀Ǵගрࣴޑ H5ǴӵΠ: 

H5:H5:H5:H5:ࠔจ۸၈ࢂࡋޕࠔჹۯ՜܄ࠔᖼວཀᜫޑυᘋᡂኧࠔจ۸၈ࢂࡋޕࠔჹۯ՜܄ࠔᖼວཀᜫޑυᘋᡂኧࠔจ۸၈ࢂࡋޕࠔჹۯ՜܄ࠔᖼວཀᜫޑυᘋᡂኧࠔจ۸၈ࢂࡋޕࠔჹۯ՜܄ࠔᖼວཀᜫޑυᘋᡂኧǶǶǶǶ    

 

    ᆕӝॊزࣴޑଷ H4 Ϸ H5Ǵࠔจ۸၈ࡋӕਔυᘋࠔจᇡکޕޕࠔ

ჹۯ՜܄ޑࠔᖼວཀᜫޑ၉Ǵ่݀ΨԖ٤όӕǹࠔจ۸၈ࡋଯǴՠჹࠔܭ

จᇡޑޕᇡޕၨեǵჹܭޕࠔଯਔǴჹۯܭ՜ޑࠔౢ܄ᖼວཀᜫёૈග

ଯǴٯӵ:ᖏਔଆཀډ၈ࠔਜֽວΑЍ၈ࠔਜֽԾՉीޑচηǴቪΑ

ϐࡕวࡐӳҔǵᄕΠѐόϼᘐНǴவԜ൩ததѐວ၈ࠔਜֽԾՉीޑǴ

ჹܭ၈ࠔ೭ঁࠔจޑচη۸ޑ၈ࡋаϷޕࠔ൩ගଯΑǴӢࢂࣁᖏਔଆཀ

ܭਔǴ୷ࠔдීᜪځਜֽрΑࠔจᗋόࣗΑှǹՠ၈ࠔ೭ঁࠔ၈ܭǴჹޑ
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ϐჹܭ၈ࠔচηࠔޑจ۸၈ࡋϷޕࠔǴᖼວཀᜫ൩ගଯΑӭǴӢԜ

ҁࣴزᇡࠔࣁจ۸၈ࡋჹܭޣӧࠔจᇡޕϷޕࠔΒঁӢનԵໆϐΠࢂ

ցᖼວۯ՜ޑࠔౢ܄ཀᜫڀࢂԖυᘋਏ݀ޑǴගрࣴزଷ H6ǴӵΠ: 

H6:H6:H6:H6:ࠔจ۸၈ࠔࢂࡋจᇡޕϷޕࠔჹۯ՜܄ࠔᖼວཀᜫޑυᘋᡂኧࠔจ۸၈ࠔࢂࡋจᇡޕϷޕࠔჹۯ՜܄ࠔᖼວཀᜫޑυᘋᡂኧࠔจ۸၈ࠔࢂࡋจᇡޕϷޕࠔჹۯ՜܄ࠔᖼວཀᜫޑυᘋᡂኧࠔจ۸၈ࠔࢂࡋจᇡޕϷޕࠔჹۯ՜܄ࠔᖼວཀᜫޑυᘋᡂኧǶǶǶǶ    

    

ಃΟಃΟಃΟಃΟ                ᏹբࠠۓကᆶᑽໆπڀᏹբࠠۓကᆶᑽໆπڀᏹբࠠۓကᆶᑽໆπڀᏹբࠠۓကᆶᑽໆπڀ    

ǵǵǵǵ    ࠔจᇡࠔޕจᇡࠔޕจᇡࠔޕจᇡޕ    

    ကۓကۓကۓကۓ .1.1.1.1

  ҁࣴزਥᏵ Keller(1993潢ޑፕǴᇡࠔࣁจᇡޕѰѓΓᜪᖼວਔޑϸᔈǴ

όፕࢂѦᡉՉࢂ܈ࣁϣӧགྷݤǴᆶᏫ৲৲࣬ᜢǴԜᜢ߯ӧѸाΠࢌ،

 ᡉǶܴࣁ׳ਔংޑۓ

                2.  2.  2.  2.  ᄬय़Ӣનᄬय़Ӣનᄬय़Ӣનᄬय़ӢનǺǺǺǺ 

  ҁࣴ٩ྣز MBA ඵ(2011潢ၗஒࠔจᇡޕϩԋΠӈѤᅿӢન 

    (1潢 ৡ౦܄Ǻཀࠔࡰจϐ໔ޑόӕϐೀǴৡ౦܄ຫεǴж߄Ԝࠔจӧѱ 

      ޑӕ፦ϯำࡋຫեǶ 

    (2潢 ࣬ᜢ܄ǺࠔࡰจჹޑޣӝำࡋǴ࣬ᜢ܄ຫεǴж߄ޑޣ 

      ᖼວཀᜫϷௗࡋڙຫଯǶ 

    (3潢 ൧ख़ࡋǺޣჹࠔจӵՖຑሽǴᜢ߯ࠔډจޑαǶ 

    (4潢 ᇡࡋޕǺޣჹࠔจޑᕕှำࡋǶ 

ΒΒΒΒǵǵǵǵ    ޕࠔޕࠔޕࠔޕࠔ    

    ကۓကۓကۓကۓ .1.1.1.1

    ҁࣴز௦Ҕ Brucks(1985潢ϐፕᗺǴޣᒧࠔਔǴаԾρᆶࠔ

ϐ໔࣬ޑᜢᏫٰཛྷ൨ࠔၗ Ǵૻ܈а٬Ҕၸᜪ՟ޑޑࠔᡍٰՉځᖼວ،

Ƕ 
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        2. 2. 2. 2. ᄬय़Ӣનᄬय़Ӣનᄬय़Ӣનᄬय़Ӣન::::    

    ҁࣴزа Brucks(1985潢زࣴޑჹޕࠔϐᄬय़ϩࣁΟᅿǺಃǴЬᢀޕ

(subjective knowledge潢ࣁᑽໆঁΓᇡࣁԾρޕၰޑ܈ࠔࠔᜪձǹಃΒǴ

ӭޑޕࠔᑽໆঁΓჴሞᓯӸӧᏫύࢂ(objective knowledge潢ޕᢀ࠼

ჲǵԄǹಃΟࡰࢂ߾ᖼວ٬܈ҔޑࠔᡍǶ 

ΟΟΟΟǵǵǵǵ    ࠔจࠔจࠔจࠔจ۸၈۸ࡋ၈۸ࡋ၈۸ࡋ၈ࡋ    

    ကۓကۓကۓကۓ .1.1.1.1

  ҁࣴز௦Ҕ Jacoby and Olson(1970潢ᇡࠔࣁจ۸၈ࢂߚ٠ࡋᅿᒿᐒޑ܄ 

ՉࣁϸᔈǴԶߏࢂਔ໔ӸӧǹЪҗޣԵቾঁ܈ঁаࠔޑจϐࡕǴ܌ 

 ᖼວᐕำǶޑᒍ܍จࠔᅿЈჹޑԋ

2.2.2.2. ᄬय़Ӣનᄬय़Ӣનᄬय़Ӣનᄬय़Ӣન    

ࢂޑࡰ۸၈ࡋቫय़ಔԋǶᄊٿ۸၈ࣁ۸၈ᆶՉࡋ୷ҁёҗᄊࡋจ۸၈ࠔ

ჴሞख़ޣࡰࢂ߾۸၈ࣁ۸၈ǹՉޑᒍǴឦᆒઓय़܍จϐࠔ၀ܭӧϣЈჹޣ

ፄᖼວϐՉࣁǴ܌аΞᆀࣁᖼວ۸၈Ƕ    

ҁࣴزਥᏵ MBA ඵ(2011潢ϐၗǴࠔจ۸၈ࡋҗΠӈϖᗺٰᑽໆǺ    

(1潢 ៝࠼ख़ᙟᖼວޑԛኧ 

(2潢 ៝࠼ᖼނਔ໔ߏޑอ 

(3潢 ៝࠼ჹሽޑ௵གࡋ 

(4潢 ៝࠼ჹᝡޑࠔౢݾᄊࡋԵໆ 

(5潢 ៝࠼ჹౢࠔ፦ໆୢᚒޑᄊࡋ 

ѤѤѤѤǵǵǵǵ    ᖼວཀᜫᖼວཀᜫᖼວཀᜫᖼວཀᜫ    

    ကۓကۓကۓကۓ .1.1.1.1

   ҁࣴزа Schiffman & KanukȐ2000ȑϐᢀᗺᇡࣁᖼວཀᜫࢂӧᑽໆޣ 

ᖼວࢌౢޑࠔёૈ܄Ǵᖼວཀᜫཇଯж߄ᖼວޑᐒཇεǶ 
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2. 2. 2. 2. ᄬय़Ӣનᄬय़Ӣનᄬय़Ӣનᄬय़ӢનǺǺǺǺ 

    ҁࣴزа Schiffman & KanukȐ2000ȑගрᖼວཀᜫޑᑽໆБԄჹᖼວ 

ཀᜫϩԋ๊ჹວǵёૈວǵόዴۓວǵёૈόວǵ๊ჹόວϖঁᑽໆ

ЁࡋǶ 

 

ಃѤಃѤಃѤಃѤ                ࣴزჹຝࣴزჹຝࣴزჹຝࣴزჹຝ&&&&ܜኬБܜݤኬБܜݤኬБܜݤኬБݤ    

    ҁࣴࣁزޣՉࣁϷᖼວཀᜫϐፓǴаӄѠӦޑ၈ࠔਜֽࣁЬǴࣴ

 ǶፓزБԄՉࣴޑڔጄൎаᆛၡୢز

    Ӣਜᝤۯک՜܄ࣁ֡ࠔύեሽՏޑࠔǴࡺЬाܜኬ࠼ޑဂ35ྃ~16ࣁǴ

໕ਔ໔ၨӭǴޜࢲଯύᙍǵεଣਠғǴаϷғޑᆶਜֽௗᐒၨӭࡴύхځ

ςԖԾЬૈΚޑǶ 

    ҁࣴزБݤаໆϯᔠᡍࣁЬǴҗӧᆛၡวܫஒϤᅿᡂኧӢηीԋᕴኧ20

ᚒڔୢޑǴႣीว250ܫҽୢڔՉࣴزፓǶ 

 

ಃಃಃಃϖϖϖϖ                ीϩीϩीϩीϩ    

ǵǵǵǵ    ௶ॊ܄ी௶ॊ܄ी௶ॊ܄ी௶ॊ܄ी    

ஒୢڔၗՉǴᇥܴ၈ࠔਜ۫ޑϐࠔจᇡޕᆶޕࠔǴჹΓαी   

ᡂኧϐѳ֡ኧǵྗৡǵԛኧϩଛǵԭϩКीၗǴᙖаΑှኬҁၗ่ᄬǶ 

ΒΒΒΒǵǵǵǵ        ࡋߞϩࡋߞϩࡋߞϩࡋߞϩ    

 Ǵ௦ҔCronbach ͉ Ƕ܄Ԗठڀցࢂӧϣࡕၸຑໆϐڔҽୢࡰ

ΟΟΟΟǵǵǵǵ        ਏࡋϩਏࡋϩਏࡋϩਏࡋϩ    

ਏۓۺཷࣁࡋကȐconceptual definitionȑᆶᏹբϯۓကȐoperational 

definitionȑ໔ࢂցࠨӝǶךॺᇥঁࡰڀԖਏࡋਔǴךॺࢂӧۓҞޑᆶ

 ΠԜղᘐǶݩޑကۓ
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ҁࣴز௦ҔᡍԄӢનϩ(CFA潢Ǵ٩Ᏽ٣ςࡌᄬԋޑଷӢનϷ֖܌ځ

ϐҞٰ಄ӝำޑࡋᡍǶҁࣴزջࢂ௦ҔԜϩБٰݤᔠᡍࠔจᇡޕǵౢࠔ

 Ƕࡋቹៜำޑᆶӆᖼཀᜫϐ໔ᜢ߯ࡋจ۸၈ࠔǵޕ

ѤѤѤѤǵǵǵǵ        ӭϡᘜϩӭϡᘜϩӭϡᘜϩӭϡᘜϩ 

ΚǴӢૈޑԖᑔᒧԾᡂڀаӭঁԾᡂٰႣෳঁᔈᡂǴӕਔࢂޑҞځ

Զวǵᔠۓӭঁх֖όӕԾᡂޑኳԄǶӧҁࣴزύǴԾᡂኧࠔࣁจᇡޕᆶౢ

 ϐཀᜫǶࠔౢ܄՜ۯᖼວࣁǴᔈᡂኧޕࠔ

ਥᏵҁࣴزϐࣴزଷǴ௦ҔӭϡᘜϩБٰݤྗϯ߯ኧBetaॶǴаΑ

ှӭঁᡂኧϐ໔ޑᜢ߯аϷ࣬ϕቹៜޑำࡋǶऩBetaॶ҅ࣁኧǴኧॶཇεжٿ߄

ᡂኧϐ໔ޑቹៜำࡋཇεǹऩBetaॶॄࣁኧǴኧॶཇλޑޣቹៜำࡋΨཇଯǹऩ

Betaࣁ႟Ǵջж߄ԾᡂኧϐᡂόჹᔈᡂኧౢғቹៜǶ 

ϖϖϖϖǵǵǵǵ        υᘋਏ݀ϩυᘋਏ݀ϩυᘋਏ݀ϩυᘋਏ݀ϩ    

ҁҭࢂ௦ҔӭϡᘜϩٰբǶ 

 

ಃಃಃಃϤϤϤϤ                Ⴃය่ࣴ݀زᆶ่ፕႣය่ࣴ݀زᆶ่ፕႣය่ࣴ݀زᆶ่ፕႣය่ࣴ݀زᆶ่ፕ    

٩ҁࣴزϐҞޑǵࢎᄬϷႣය่݀ीϩ่݀ӵΠ:    

ǵ ଞჹH1ჹҁࣴزႣය่݀ӵΠ: 

Ⴃය่݀࣬಄ǴޑॺךቹៜᆶޑᖼວཀᜫԖᡉࠔ܄՜ۯჹޕจᇡࠔ                

ᖼວཀᜫǶԶЪǴҾၸޑࠔ՜ۯจࠔჹډ໔ௗቹៜࡋำޑޕจᇡࠔܭჹޣ

ޣჹࠔจᇡޑޕΑှำࡋԶफ़եۯځ՜܄ޑࠔ॥ᓀǶ܌аךॺᇡࠔࣁจᇡ

 ӛᜢ߯Ƕ҅ޑᖼວཀᜫԖܴᡉޑࠔ܄՜ۯᆶޕ

Βǵ ଞჹH2ჹҁࣴزႣය่݀ӵΠ: 

ததޣᖼວཀᜫԖᡉቹៜ٠ᆶႣය่݀࣬಄Ǵࠔ܄՜ۯჹޕจᇡࠔ    

ᏧԾρჹܭࠔᇡᆶځޕٰᖼວ܌ሡޑࠔǴ٬ޣ܈Ҕࠔۓจۯޑ

՜܄ٰࠔዴߥԾρჹޕࠔޑкىǶҗԜёـǴଯޕࠔё٬ޣჹۯ
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՜܄ࠔԖၨଯޑᖼວཀᜫǴեޕࠔࠅᡣޣёૈᇤှځཀӢԶफ़եჹۯ

՜܄ޑࠔᖼວཀᜫǶ 

Οǵ ଞჹH3ჹҁࣴزႣය่݀ӵΠ: 

Ⴃය่݀࣬ޑॺךᖼວཀᜫԖቹៜᆶࠔ܄՜ۯჹޕࠔϷޕจᇡࠔ    

಄ǴਥᏵ่ࣴ݀زᡉҢǴޣӕਔᏱԖࠔจޑᇡکޕޕࠔຫӭޑ၉Ǵ୷

ॺᇡךа܌ཀᜫ൩ຫଯǴޑᖼວཀᜫࠔౢ܄՜ۯΑှǴჹޑሽॶکϣ఼ࠔჹܭ

 य़ቹៜǶ҅ޑᖼວཀᜫԖᡉޑࠔౢ܄՜ۯܭჹޕࠔᆶޕจᇡࠔࣁ

Ѥǵ ଞჹH4ჹҁࣴزႣය่݀ӵΠ: 

    ၸୢڔፓ่݀ޑࡕวǴךॺޑႣයࠔࣁจ۸၈ࠔࢂࡋจᇡޕჹۯ՜

จࠔჹܭຫଯਔǴ୷ࡋจ۸၈ࠔܭჹޣυᘋᡂኧǴࣁᖼວཀᜫԋޑࠔ܄

ཀᜫᒿϐගଯǴޑࠔ܄՜ۯځǴᖼວࡋ۸၈ځӧуჹޕΑှϷᇡޑ

ךࡺཀᜫǴޑᖼວډǴՠΨቹៜޕᇡޑࠔԖჹڰၨեਔǴᗨࡋจ۸၈ࠔჹޣ

ॺᇡࠔࣁจ۸၈ࡋቹៜࠔډจᇡޕჹۯ՜܄ޑࠔᖼວཀᜫǶ 

ϖǵ ଞჹH5ჹҁࣴزႣය่݀ӵΠ: 

    ၸୢڔፓ่݀ޑࡕวǴךॺႣයևࠔจ۸၈ࢂࡋޕࠔჹۯ

՜܄ࠔᖼວཀᜫԋࣁυᘋᡂኧǴޣჹࠔจ۸၈ࡋଯਔǴᗨฅჹۯ՜܄

ཀޑࠔ܄՜ۯځᖼວܭǴჹࠔޑจࠔځߞᜫ࣬ࡋ۸၈ܭΑှόӭǴՠ୷ࠔ

ᜫΨගଯǴ܌аǴךॺᇡࠔࣁจ۸၈ࡋቹៜځޕࠔჹۯ՜܄ࠔᖼວ

ཀᜫǴڀԖυᘋਏ݀Ƕ 

Ϥǵ ଞჹH6ჹҁࣴزႣය่݀ӵΠ: 

ၸୢڔፓ่݀ޑࡕวǴךॺႣයևࠔจ۸၈ࠔࢂࡋจᇡޕϷޕࠔ

ჹۯ՜܄ࠔᖼວཀᜫޑυᘋᡂኧǴޣჹࠔจ۸၈ࡋଯǴᗨჹࠔจᇡޕၨ

եǵޕࠔၨଯਔǴჹۯܭ՜܄ޑࠔཀᜫΨගଯǴӢࣁޣჹࠔځจ

۸၈ࡋၨଯਔǴӢ࣬ࠔځߞจǴԶᜫཀѐᖼວۯځ՜܄ࠔǴቚуځᖼວཀᜫǴ

 ࠔ܄՜ۯჹޕࠔϷޕจᇡࠔځԖυᘋਏ݀ჹڀࡋจ۸၈ࠔࣁॺᇡךаǴ܌

ᖼວޑཀᜫǶ 
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ಃѤಃѤಃѤಃѤകകകക        ୖԵЎୖԵЎୖԵЎୖԵЎ 

ύЎЎύЎЎύЎЎύЎЎǺǺǺǺ    

БШᄪǵЎ፣Ǵ2006Ǵࠔจᜢ߯ϐࣴزɡӢનǵ่݀ϷυᘋᡂǴර

ᆅຑፕǴಃ 5 Ǵಃڔ 2 යǴ। 53-88Ƕ 

ቹޑຝჹᖼວཀᜫจࠔϷޕࠔ։Ǵ2007Ǵౢ܃ဃൟǵᗛߋǵЦЎ҅ǵֻࠄ݅

ៜɡౢࠔᜪձޑυᘋਏ݀ǴౢޕࠔǴಃ 4 Ǵಃڔ 4 යǴ। 481-504Ƕ 

݅ᅸᗪǴ2007ǴȨࠔจຝϷౢޕࠔჹᖼວཀᜫϐቹៜɡሽשԌυᘋਏ݀ϐ

ȩǴεӕεᏢ٣ᔼࣴ܌زᅺγፕЎǶ 

Ծ፣ǵ݅ޱሺǴ2010Ǵࠔจᇡޕǵୃӳǵۯ՜ౢޕࠔࠨӝࡋჹޣՉࣁཀ

ӛϐࣴزǺаࢃЃլٯࣁǴᓓਓᄤৎࡹᏢтǴಃ 7 Ǵಃڔ 4 යǴ। 349-371Ƕ 

ᎹǵླྀӼǴ2006ǴࣽמᆅᏢт Journal of Technology ManagementǴౢ

Ǵ2007ޕࠔ ԃ 6 ДǴಃ 11 Ǵಃڔ 2 යǴ। 63-96Ƕ 

मЎЎमЎЎमЎЎमЎЎǺǺǺǺ 
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