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Table.1 Frequency and percentage of the customer sample

Frequency Percentage(%) Cumulative
percentage(%)
Gender
Male 73 31.5 31.5
Female 159 68.5 100
Marriage
Married 138 59.5 59.5
Unmarried 91 39.2 98.7
Missing 3 1.3 100
Age
below 20 years old 16 6.9 6.9
21-30 77 332 40.1
31-40 82 353 75.4
41-50 41 17.7 93.1
Above 51 years old 16 6.9 100
Education
Elementary / Secondary 14 6.0 6.0
school
High/Vocational school 104 449 50.9
College 75 32.3 83.2
University 30 12.9 96.1
Master/Doctor 5 2.2 98.3
Missing 4 1.7 100
Career
Student 19 8.2 8.2
Farmer 3 1.3 9.5
Military/Servant /Teacher 23 10.2 19.7
Business 56 24.1 435
Materfamilias 44 19.0 62.5
Part-time 29 12.5 75.0
Other 12 52 80.2
Missing 46 19.8 100
Income
below NT 20000 53 22.8 22.8
NT 20000-40000 113 48.8 71.6
NT 40000-60000 40 17.2 88.8
NT 60000-100000 12 52 94.0
Missing 14 6.0 100
Supermarket
Tzu Chiang(Hualien) 48 20.7 20.7
Hua Shang(Hualien) 50 21.6 423
Chung Hua(Hualien) 36 15.5 57.8
Tian Pu(Hualien) 56 24.1 81.9
Ilan City(Ilan) 42 18.1 100

Total 232
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Table.2 Measured model analysis of SEM

MLE (Maximum Likelihood

Ltem Estimation) Composite Variance
factor loading error Reliability Extracted
(hory) (gorC)
Perceived Price 0.9335 0.8239
Perceived Price I 0.868*** 0.134
Perceived Price I1 0.852%** 0.161
Perceived Price 111 0.843*** 0.173
Service Quality 0.6986 0.4613
Service Quality | 0.639%** 0.447
Service Quality 11 0.318*** 0.553
Service Quality 111 0.767*** 0.282
Customer
Satisfaction 0.9197 0.7925
Customer Satisfaction I 0.796%*** 0.200
Customer Satisfaction 11 0.840%** 0.157
Customer Satisfaction 111 0.832%*%* 0.175
Service Value 0.8769 0.7041
Service Value [ 0.882%** 0.168
Service Value I1 0.786%*** 0.384
Service Value 111 0.808*** 0.309
Repeat Purchase
Intention 0.8774 0.7050
Repeat Purchase Intention I 0.876%*** 0.183
Repeat Purchase Intention I1 0.833%** 0.312
Repeat Purchase Intention I11 0.795%*%* 0.358
Corporate Image 0.8949 0.7407
Corporate Image [ 0.895%%** 0.141
Corporate Image 11 0.752%** 0.466
Corporate Image 111 0.889%** 0.148

¥’=275.291,d.f.=124,GFI=0.889,RMSR=0.036,RMSEA=0.071,AGFI=0.846,NFI=0.918,CFI=0.953,PNFI=0.744,
PGFI=0.772, *** P< 0.001
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Table.3 Effect analysis of variable for repeat purchase intention

Indirecct effect

Variable Direcct effect . Service quality and service Total effect
Service value
value
Corporate image 0.621 0.621
Perceived price 0.338 0.338
Service quality 0.366 0.366

F M RIS S ﬁljn@g UFERL 3

Table 4 Effect analysis of variable for customer satisfaction

. ) Indirecct effect
Variable Direcct effect Total effect

Service quality

Corporate image 0.207 0.207
Perceived price 0.715 0.715
Service quality 0.774 0.774

&, Corporate Image M2 Service Value

0.656%+*

0.947%%%

0.207%%*

& Perceived Price 11 Repeat

0.386%**

Purchase Intention

0.924**

0.774%%%

N3 Customer
satisfaction

N4 Service Quality

¥*=278.762,d.f.=127,GFI=0.888, RMSR=0.037,RMSEA=0.070,AGFI=0.849,NFI=0.917,CFI=0.952,
PNFI=0.761,PGFI=0.791, » * P<0.05,** P<0.01,*** P<0.001

]ﬁ[: (St EZ”?E%LT
Fig.2 Fixed model of SEM
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Table.5 Pathway and hypothesis of the construct model

Pathway Variable relationship Pathway value Hypothesis Result
Y21 Corporate image — Service value 0.656*** H1 Accept
Y Corporate image — Repeat purchase intention - H2 Reject
Y31 Corporate image — Customer satisfaction 0.207%** H3 Accept
Y22 Perceived price — Service value - H4 Reject
Y42 Perceived price — Service quality 0.924 % H5 Accept
Baa Service quality — Service value 0.386%*** Ho6 Accept
Bas Service quality — Customer satisfaction 0.774%*%* H7 Accept
Bi2 Service value — Repeat purchase intention 0.947%*%* HS8 Accept
Bis Customer satisfaction — — Repeat purchase intention - H9 Reject
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