1T855F5R » 2005 FEF
B2 %05 2 81, H149-170

RIS ot B B 1% 1 9L ] ) £ < W 5
—DUEE R R Atz

B 1R 8
R d2s - 8 Faengdm)

T
ﬁ]i%;‘?%:—;fi;}g‘; %fﬂ.,f,,xa”glm“"r

e ah

DN

GRS R Y EA
g =

U B RO B S R 2 4 R O
PR [ A BT I o AR R DR G IS W R
SR T ORIk N R - R RS RO T H W U
I@“@ﬁﬁwﬁhﬁp%%a’ﬁﬂ?wﬂﬁ§@$#§MﬂWW%%“W"@%

STV B 67 VB R A A

AP FACERY o (7 32 RS O %4’%?% LR RS
TR RIS o PURA R T TR R B T AR T R
[ JE$%wﬁ*ﬁﬁ"%Wipﬁﬁ#rﬁm'ﬁ%ﬁ‘“ﬁ
m@‘ﬂwﬁﬁbﬂwfﬁﬁj—@? oI 3 o IR S (A e

PR BRI T [l R R Ry o T SR S OO R R
o5 SRR PG A R o SRR IR 1R T R TR
DLIRRRE: TRl Sl et i Ak b ch wﬁ?wh P 5 T
T [ PR VS0 1 B R TR
Ih o PR R R - U AR A IR MY SR TR B
[

WIS+ T BT R L IR




150

— {TEHET A

Relationship between Perceived Quality and Network
Word-of-Mouth Communication — Customer

Commitment as Mediator

Fu-Yung Kuan

National Kaohsiung First University of Science and Technology

Ya-Chi Yang

National Kaohsiung First University of Science and Technology

Yin-Hui Cheng

National Yunlin University of Science and Technology

Abstract

This research examines the relationship between two factors, perceived
quality and customer commitment, and Internet WOM communication after
using product or experiencing service. This research adopts 3x2
within-subject experiment design, whereras product category as
between-subject factor. The results present perceived quality and customer
commitment have interaction effects on Internet WOM communication and
WOM quality, and two factors have main effect separately on all WOM
communication demensions. The influence of perceived quality on Internet
WOM communication is mediated by customer commitment. Internet
characteristic attitude, market maven trait, and product category both
moderate the relationship between two factors and Internet WOM

communication.

Keywords: perceived quality, customer commitment, WOM communication,

market maven
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