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Fr—rDwy K7L ROFZHIF®, T2, R, B.

28) V. Fuchs, The Service Economy, New York,
National Bureau of Economic Research, 1968.
29) T. Levitt, 1972, 1976. op. cit.
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30) R. B. Chase. op. cit.

31) A. Gartner and F. Reissman, The Service
Society and the New Consumer Vanguard, Harper
and Row. 1974. '

32) C. H. Lovelock and R. F. Young, “Look to
Consumers to Increase Productivity”, Harvard
Business Review, May-June 1979. pp. 168-178. ;
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33) A. B. Ryans and D. R. Wittink, “The Mar-
keting of Services : Categorization with Im-
plications for Strategy”, in Contemporary Mar-
keting Thought, B. Greenberg and D. Bellenger,
eds., AMA. pp. 312-314.

34) T. Levitt, “Marketing Intangible Products
and Product Intangibles”, Harvard Business
Reviews, May-June. 1981. pp. 94-102.

35) C. Grénroos, “Internal Marketing---An Inte-
-gral part of Marketing theory”, in J. H. Don-
nelly and W. R. George, op. cit. pp. 236-
238 ; W. R. George, op. cit. .

36) L. L. Berry and T. W. Thompson, “Rela-
tionship Banking : The Art of Turning Cus-
tomers into Clients”, Journal of Retail Bank-
ing, June.1982. pp. 64-73 ; L. L. Berry, “Rela-

. tionship Marketing”, in L. L. Berry ét al,
op. cit, pp. 25-28, (&2) ' o
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74 oL, BERIINI Y- 20E, BEREHTE,
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COREEENBALLREL TR, ZOBKTY
ATF40 - 2RI E2—i3, FHX—2 - —¥
2 BIAE, BBEFE L2574, F4L0 b 2=
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37) C. Groénroos, 1981. op. cit; C. Grénroos,
Strategic Management And Marketing in the
Service Sector, MSI, Cambridge, Mass., May
1983. Report No. 83-104.

38) M. R. Solomon, C. Surprenant, J. A. Czepiel
& E. G. Gutman, “A Role Theory Perspective
on Dyadic Interactions : The Service Encoun-
ter”, Journal of Marketing, Vol. 49, No. 1.
Winter 1985. p. 100.
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TUa -3, t— VAU EHEDEA T 4 4B
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39) HLWZ LRROXEZBBT S &,

J. C. Cothami, “Job Attitudes and Sales
Performance of Major Appliance Salesman”,
Journal of Marketing Research, Vol. 5, Nov.
1968. pp. 370-375 ; R. L. Oliver, “Expectancy
Theory Predictions of Salesmen’s Perform-
ance”, Journal of Marketing Research, Vol. 11,
August 1974. pp. 243-253 ; E. E. Ghiselli, “The
Validity of Aptitude Tests in Personnel
Selection”, Personnel Psychology, Vol. 26, Win-
ter 1978. pp. 461-477.

40} J. N. Sheth, “A Review of Buyer Behavior”,
Management Science, Vol. 13, 1967. pp. 8718~
8756 ; F. E. Webster, “Interpersonnel Com-
munication and Selling Effectiveness”, Journal
of Marketing, Vol. 32, July 1968. pp. 7-13;
B. A. Weitz, “Effectiveness in Sales Inter-
actions : A Contingency Framework”, Journal
of Marketing, Vol. 45, Winter 1981. pp. 85-103.

41) = —4 F 4 S OERICBNTIE, BB TH 3
3, F. B. Evans (1963), J. B. Kernan and M,
S. Sommers (1966), H. L. Tosi (1966), R. P.
Willett (1966), F. Albaum (1967), A. L. Pen-
nington (1968), T. S. Robertson and R. B.
Chase (1968), J. H. Bearden (1969) X b, +&—
WRT U EBERDE A 7 RS EEVERDOHIE L
INTWE, BKE <=4 F4v5 4R
LSRR T=—% 7 4 » VEROTIR & HE),
BEIBkEE, 19734F, P.20.
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P.'G. Klaus, 1985. p. 26.

42) P. G. Klaus "Quality Epiphenomenon : The
Conceptual Understanding of Quality in Face-
to-Face Service Encounters” in Service Encoun-
ter, ed by J. A. Czepiel, M. R, Solomon and
C. F. Surprenant. Lexington Books, 1985.

43) B. H. Booms and J. Nyquist “Analyzing
the Customer/Firm Communication Comp-
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H. Donnelly and W. R. George, op. cit. pp.
172-177. :

44) G. L. Shostack, op. cit. pp. 73-80.
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45) M. R. Salomon, et al, 1985, op. cit. pp. 101-
102. :
46) 'ibid, pp. 102-103.
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Interaction,” in A. Rose, ed, Human Behavior
and Social Process, Boston : Houghton Mifflin,
1962. pp. 179-192 ; T. Shibutani, Society and
Personility, Englewood Cliffs, N. J. Prentice-
Hall ; R. Turner, The Structure of Socioligical
Theory, Homewood, Ill, The Dorsey Press.
1974 ; H. D. Duncan, Symbol in Society, N. Y.
Oxford University Press, 1968 ; B. N. Meltzer,
The Secial Psychology of George Herbert Mead,
Kalamazoo Center for Sociological Research,
Western Michigan University, 1959.

49) S. J. Grove and R. P. Fisk, “The Drama-
turgy of Service Exchange; An Analytical
Framework for Service Marketing”, L. L.
Berry et. al, op. cit, p. 46.(5&2)

50) R. P. Bagozzi, op. cit, p. 36.

51) D. Brissett and C. Edgely, Life as theatre : A
Dramaturgical Source book, Chicago. 1975. p. 4.

52) L. L. Berry, 1980, op. cit; C. H. Lovelock
1979, 1981, op. cit ; G. L. Shostack, 1977, op.
cit ; J. Bateson 1979, op. cit ; R. Bessom and
D. Jackson. 1975, op. cit.
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54) E. Goffman, op. cit. p. 22.
-55) Ibid, p. 79.
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