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WIS ($15E 55 » 2012) - AL
H5EL 5 it B (R 0 T Y LA N 8 2 {5 i JE BRLA
NFEK ] g o b e A B (K P 355 e
NRFERGE (L > 2005) - ZEESHE
YEERIEAE B - P S ARSI (B (R LE Y
HERAESR > GEHEFHESESEH - &
BT FERBELUERENEESFE &
Fois (BT S AR — RS s (H
% 2021) - RBMBEETERER - 2
B 5 R BT 2018-2020 FE[EIE 482 52
WEOOE] 728 X FETHIE 100 Z{EHE & 150
8% (FEH - 2022) - EHRAZERSF
ERENERFEEES SRS - AR 28
HEEIE (2021) HEBRE FEEHEE
KHER - G2 DB B R AR B &
EREEHZ T > i DA EE SRS
f5 o S EEA G R el 2 B - World Gym
(73.7%) ~ & 5 T [ (63.4%) ~ [k & T
(1L.1%) K& B HEE B IRE 2 EE - 1F
Daily view 48 % 8 & 5f tf World Gym =2 [
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{5 T e e B by EE S 0 (B
EGE  8462) » & 52 i SGS Qualicert
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oA R A e U E R B B B -
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B D E m B R B A SR B B EE
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SIS HEEER ) BT R B
Rk E0{E Rk Aaker o iR HE 25 Y T — RS T A
TTIRET - UL - DAER P9 B (R 28 S0 A o i
2 Fy T RIRERET im R BUM B B R » 2
—{EfR B E ARSI TR BRI - 2h1M - 08
B E WG ENEE S - i i
FERZ AT ? Hal " W — AR —
& | (Stimulus-Organism-Response, S-O-R)
AR BT AR T A ()~ iR
(O) Bz (R) ;) HYEAREME (M. J. Kim et al.,
2020) - R4 S-O-R #aw - A & LAWY T J5
TH SRR R L SE © ERERET (8 ) 17
Fo B (A FEfRAHE ) 175 (Mehrabian
& Russell, 1974) - s BEA BV anff I 20208
BH AP HVRFERSE - IR AR 5
AR RIS E &L H YA EE R MR
FHHEBEEEREREE  EgARE
{1 EJE (Chakraborty & Bhat, 2018) o — H ¥
B EHE B P SR o (F
GHBEHAN LB P HZ MR ETRE
AHE (s ) REEESRMEE -
RIL - SrhR P 5 ~ Gnh i o B 0 R (E (B
TS5 — T S-O-R #8481 - H Fi £ 72 anht
P b B R EZ [ HAVEALE Aaker
(1991, 1996) HYVU(ERSIH * SufRAIFAE ~ 32
SNm'E - R BL A REAE  2ATT
FHAth A [E] S B Y o WA 2 SRR A B2 %
fE{E (Boo et al., 2009; Keller, 1993; Susanty
& Kenny, 2015) {541 : Susanty and Kenny
(2015) 2 EY B FRHEAE A ERIRE 2 A B
e B R 7 A A TR MR o H

G

rfERR ~ iR AR R (E

2K > Boo et al. (2009) 7 Al 1E H Fr 4 g2 H ik
% B AL EFE RS (destination brand equity,
DBE) /W & R Ae BV < B —H 0

BEA T EGE (RN R A
S—TERHE HHYH ) o KL A 7Tl E
DL Aaker HYRERL B FCBfE - #2& HA 222 1Y
iR BEEZEIRS WA RS HEEE REH
"World Gym ; K " &5 T | {FFbfFocEt
% REEET 2B ESUE B S O H
NN 4 LM B2 3 N BRR O - WEARB 0 A 45
FRFEE RS RIS R -

B~ SORKERET

— B A R RS

Ty Y dm R 2 B 2N B BN B R
& I o E §Y % & A& (Aaker, 1991
Keller, 2001) - £ B 1T 4 2 & (American
Marketing Association, AMA) 1960 4
EFH T mhEE—(H % (name) ~ 5 )
(term) ~ f2zE (sign) ~ FF5% (symbol) ~ %5
(design) HERENES - ERaH AN MR
FE cn SR 5 o L AE Y & A1 Bl S ¥ 2
[EIHYAE 5 © Kotler (1999) F5i > dnf#A
(& AT L ThRE LAY A s BUEIRER S ( 40in
FERAENTE ) - BE AT S HH A R Y E 3
5t R Y o AR SRV IS RN - dn
R T LR AR SE R R HE A T35 - thAEFR 0N
BENEYRE - mBHEEENS &
PRAEEFHE LT 2SN TR R AT
SRR T EVIH LIRS © R AE
RSB R R A M5 3 i85 R 1R I 55
/EmbA% ( R - GBI 2005) o A
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HEE - e —(EEFETHERNSE
GRNH B LR AR T Y B FE A 2 DA
MM 7 ZE A AR HY E B 7 an (Brunello,
2018, p.25) °

Aaker (1991) 58 7 fn 1 20 /2 1 SR 4
£ 750 T B SAEL 4R Ja B A R AV B AR -
BB R R o REUE = (E8
BRUIA * AT BIRE (Aaker, 1991) ~ 75
%l (Simon & Sullivan, 1993) Bl % & 5 B
(Anderson, 2007) - Lassar et al. (1995) &2
R i R it T RF — {18 i R 4 R I 56 A E
& - BA%0 B HP P InAY R A R R 4 o
Keller (2001) & R a2 Z A R M B A
(] 1Y e R R 8% » {68 JEL A [ B o R B 7 4 72
FALRIR - £ EfEE > Keller (1993) BL
e R 44 88 B A AR T SR AR oy v R E 2 E1Y 1
[f] ° Martin and Brown (1991) $&H A IEREH
Kt 2 - WA mE -~ SRREE
onHR T 82~ S R R an R SR E] & © Yoo
and Donthu (2001) Ei Washburn and Plank
(2002) 27 Fo e FHE 7 7T 275 268 DU {18 11 [ 3 BA
fir & > Rl Ry -~ RIS
w0 A b 8 R R R A8 < Susanty and Kenny
(2015) 13 728 SR 0 W o KRB L B o P 2
EMEL > BEERME BT - H
EEHER 2 - mER EMEENE—2
M5 TLE R E - Boo et al. (2009) AIlE—2
TR A FEFE ) B B SRR s Y R T
BENAE - wE V5 - EEEEHE -

i R 44 R R i R 4 F AR M B

O HEEFEER RO E
H A% 1T B (MacDonald & Sharp, 2000) °
Keller (1993) 58 Foin R A1 448 2 H amh[E]
PRI FTREAK - MBI S AR A o
BB AR KBTS > T B
N RS B ST (Aaker, 1996)
m A4 R — E RV E A & -
By — 5% mRE G EE R 514 o B
Ty WK B AT EEHE (R, Huang & Sarigdll,
2012) = Garvin (1983) #2& 418 '8 208
BB B ETHE M FERYERZEEE -
Parasuraman et al. (1985) & &R 1% 'S FyeA
ZHR B S B R 2 R 1% - BIE
J&~Z | f 7% 2 [E1HUZFE - Parasuraman et al.
(1988) #—2F42Hi SERVQUAL 7ifélf&H -
BRI - oI5EM - BIENE - RS EE
[EFH. » Nam et al. (2011) BFEELEEE
AT Fo WA IH v B A A B 2 R T A 2
fr BT -

o hR E KR W] DL (R UR e o B A S A
AHJF] %2 (Alhaddad, 2015) - & H A5 F
o BLER EEAMEE I - B & E
ERF - BE R S S AR @ (Aaker,
1996) = [k 2 5238 1 4 A RF i K A6 B T o
R Wi KR H > 73 Al B BB R R N AE R
B BROHER LR mT T
BAMERB  RIEHEZEIEBET R
M (Chaudhuri & Holbrook, 2001; Keller,
1993; Oliver, 1999) - Oliver (1997) ii—
R Ry s B - B EVER - BELE
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#U)HEEE (Atilgan et al., 2005) - a3 E
A DU R BRI EE B T B (van Osselaer &
Janiszewski, 2001) DABAST i 72 FAE A
FEAEf# (Aaker, 1996) o & — (i 5 g B4 &
FLHRS—EEREESRES  mhaE
(BEmirg ) (R —EAERNmEE
BF'EHS (Riezebos et al., 2003)  fLhFEEAE
B O R B — I o R RE BC R B L R
ARARE » BT3By vt o R I AR R 28 2
PeanhREEIE ( BIEZF > 2012)  HA o dnf#
P E E BN - mIPEY) - BRI
MHEHERS - B/ TEM ~ EHE B -
NS N~ ATERIRE BN EmFR
B B A & I (Aaker, 1991) -
R L A 22 (1 Susanty and Kenny (2015)
A VB AR B P — BRI A TG AR — 2L
ME— O A cn B R E g o -

GRE AT - AT R R TT Aaker fnfift
MEZS AR Y 22 22 % {E M (generalization) »
FralZ B T RAE ) BT SRR
Hfr EEENE - Bl (—) SRR EE
3 Nam et al. (2011) fYRE& - EFEH
B 2 NSRS E () AN
ORI 2 AR RRE K B 3 > mhE i T
AIf4y A Susanty and Kenny (2015) 179 42
I — BRI SRR — 3 -

T e
(—) mETREBRERE

o5& M I E YIRS PR R 45
. (del Bosque et al., 2006) - 5Lk 52
euhR BRI EEE ) - BN E B kR
ARG R FIFIRLSZ » T EDHE BT RE

rfERR ~ iR AR R (E

A2 (Zhang, 2015) - Engel et al. (2001)
T EE R H & & Ry oo i Ay i R
%~ BGJ7 R EAth E R BT A EH 2R AT
AR RAEEERR TOHEE LRI
R on /B AR 5 P RG B B Y BE RS S BV B
¥ ) (Zeithaml, 1988) =78 & 2 B K & Ha
B Pt X 3= Y AR Ui 4 Y RE 2 (Olliveerr,
1999) © Priansa (2017, p. 99) 3% & @ 38 41
{8 18 2 B 2 Y HO A5 0 1 2 ol 25 10 7 v B
A 5 69 2 A AR B 2 o B SR szl
NEOHBEEEHZ AR e R RITE 5
o /s ez E AR SN
FeFIE{E (BI40 : Yang et al,, 2015) - &5 &
A AERFERR DL M RGR

HI G S GBS B e e -

(2) mEFRERERER

Hossain et al. (2020) 75 WP -
e R SE R P AL O R 25 P 77 B Y
Bt 2 - s A o S
WM P AR ST AN 2 Y PR A S HLA
IR FAE TE [ B (% (Severi & Ling, 2013) «
{8 H R B R G2 B 20 R o Y B8 W 1
Al —EHE FEEERIALEY
AR S (F140 ¢ Tan et al., 2011) ;
M HEERFERFEZE (H14 : Chiang &
Jang, 2007) = [EIBEHT » #E1ESCRAK 2 S0 FF
R4 PSS R B R 52 (I ¢ Tan et
al., 2011) » EEE/DRR R R g 2 5
J 144 7 (140 : Shabbir et al., 2017) ;
rm R SR 1E 2 B RR S 19 22 AL R i |
Tl 473 J6 [38 §8¢ 1Y 75 €2 (Porter & Claycomb,
1997) - 28 HATIEA 5818 L F: i
R S i B AL BRI AR > 518 TR B A e
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(country of origin) 2R U] A5k A HE g -
4 Z &% (made in Taiwan) B LR 32
FEMBERRGEEERSE  FERN
EE 81 H AR B R Sn A B I 4508
BEHHAENEDBERBERIELD - FI
AR TP 52 2 fE 72 B i A8 (Listiana,
2015) - Aaker and Keller (1990) &3 :
% EHIRIFA RS B S RIS R RTIP
R BRI EHEEHZ A R -
Rahmatulloh et al. (2019) f2H LR S
HIZE B m 8T - &5 Bl AW
fE ARG

H2 © PR G EE 8 miiiE s

(=) mEERERAER

oo A i UR A R e T 5 E E T
TFE0AT 5 044 R T DARE i A 2 E
B i KBS E L s - HEBES RS
e R TSAE B AL B9 F B AR R [F) — i b (it
HY ' B — B0V o RG> n A s R Ry
im B {8 {E (Aaker & Joachimsthaler, 2009;
Saravanaraj & Pillai, 2017, pp. 199-205) -
FEEHE{T & > Chang et al. (2020, p.
1079) 8 42 R A8 B A 8 (8 4R 2 18 AR 3240
HAE EZBNEAR - REEREEE
HIREE S (Vargo & Lusch, 2004) » K » 7Y
{EA [FEHY N2 G A HE RSB (Johnston
& Kong, 2011) » ZRHIME (E /2 B A B
s~ I (Civelek & Ertemel, 2019, p. 235)
Leone et al. (2006) f5it} : fLhEME 52 B
HEENEE - FENT RS EEmEE
BEIGRAV I IO{E {2 (Hepola et al., 2017) - Pham
et al. (2016) Ei Civelek and Ertemel (2019)
Po Ry e A A B S (B E R T E

p;

=i

BERE - R MK E - R
LA e A FERYREAI{E (E (Brown & Dacin,
1997; Shapiro, 1983) ° Snoj et al. (2004) HIf
e R E G B AE(E - &G Lk -

AbFERRH AT Bk
H3 @ mf i g R B AIE{E -
() AR

AL SR R iR TP 82 ~ R 2 B
T AIEE AR Ry 55— S-O-R A7 -
T AT [ B T R A E (R LR B TS 0 0N
B H N R R A RE LV
PEfl o ANRE DA BN LA AR LY
Z R R E > B TE R % an R Y 3
H1/E {H - Gladden and Milne (2004) ¥ A
s B R am B — B 0y - FEIL N B
EHmY R E LG H T E mElk
BRI LR R AR - RHUEE (2019)
Ty on BT 22K B 0 H B R A B
& - Shakeri and Alavi (2016) Hij 2 2%
TP R BB P EHEZ 2 B 4 -
EHBEZERGHEREAR ST RH
7E mn BT H IR BB FRMYE A EE
(Richardson et al., 1994) - HZ » FLREIE S
R AN ERRNR - F5—(H45 0 m
TP G288 Fo S 7 KA & Y AR (Shabbir
et al., 2017) 5 [E0F snhR TP G2t 2 M & &
RRIT R EEMRE - AE— (#4195
FETE 52 2 RE S M B 38 {E R 25 0 % R R
i AR TP R T B (E B SR AR S
(Chang et al., 2022; Lin, 2018) - hf#, 5
G B R B BRI - TR B
h#fEzs (Ansary & Hashim, 2018) © 4i&
i ARRFFERR LA M BGR
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%A1 4 (i 5 (R 44 (World Gym i 5 T

B ) OSBRI S - SR AR SRR A (T Y

R (0081 1) -

o~ ST

RIRFE R Likert T EF (1= FF
EARE 5 =3FEREE ) K EfAE 1t
FEETE o ARWEFELL Aaker (1991) it s
s BTG 4% & Keller (1993) ~ Susanty and
Kenny (2015) i Boo et al. (2009) F9# 25
fak > HPUE RS 32 & - H P a8 m A
HIE S B R 9~ FEmE 10
o B R A 8 - P R AR 2E
{&1F Keller (1993) ~ Yoo and Donthu (2001)
B H.-B. Kim et al. (2003) & A /Y[ & 3t

1
g

rfERR ~ iR AR R (E

8 & - RLHIEERIESF W AZIE Boo et al.
FIM&EE S -

=~ MERTHIE St

AT AT AR PR U A A 2
BLAERE G IR T 2 - SHARFR E 2021 4
12H9OHZE2021FE 12 511 HIE- Ef8
86 3% B2 DA b R okl& ~ s - #r
A = (E M R > SR8 35 {0 > AR
W 35 f3 o ZE > 43 & AL [E] U 40 £
A SEIUL 24 {7 - 59 (A RATEEAT
HRIFGEEED B Ranfi P 5 86 » i
I 76~ Mg EHE 88 ~ BRI E
94 ~ AL 94 BLERAIEE 94 -

Bl ~ RGBS

— > BASKERE AT

AW 5E DLE T [ 8 TR
(snowball) J538 o * $ %12 W4 N o 4835 55
A FT LT World Gym = (g 5 T g B G
THGHE - FEIAME 2022 F2 H 16
HE[ 2022 43 A 8 H il » #83[m]x 300 {7
(World Gym %5160 73 » {5 T_Jig f5 14073 )
IR R4 35 45 (World Gym 5 19 {5
(S TR Ry 16 17 ) » &5t 265 (A REEAR
(World Gym 5 141 453 > 5 T i 5 124105 )
HRE R B 88.3% o AWFZE A D45
THANB AR - (— ) MRl - BLttpikn
58% (153 A ) FE42% (112 A ) : ( =) 4F
e 1 H 52.1% HIZEHE R 21-30 5% (138

K E T SRR AL A R AT AT DU Ry o S s IR T AN
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A ) EE 3140 5% 19 90 A (34.0%) >
41-50 BEHIE 14.0% (37 N ) 5 ( =) HETE
&0 H 74.3% 125 (197 N) B RE b
AR > HXE S PR 48 A (18.1%)
(VU) $8% 1 45 53.2% 09235% (141 A) Hi
HREGEESHEREETHE 12X H
REFBE=XHI 96 A (36.2%) * FEEEAR T
HHOTHE 0 SRR (3.93) MBI HAM
BAIH PR (4.12) ~ snhRRIAASE (4.24)
FOHIGHE (4.13) ~ SHRREEAE (4.04) BARRRI(E
{B (4.00) BHERE  EHERAEREE
B HEEE R S S R A S Y 22 -

= BB RS

265 P AWM A K EBEERE D
> SEIEEHESAR - (—) WmhRPE (4
)5 () hnhRRELRS ¢ SRR RE (47 )
an G K (478 ) ~ SRR E (6 8 ) ~ in
PR GE ) (=) RBAEE &) -
FEERIACHEE 77 GFI (goodness of fit
index) = .90 ~ CFI (comparative fit index) =
.99 ~ NNFI (non-normed fit index) = .99 -
SRMR (standardized root-mean-square
residual) = .04 ~ RMSEA (root-mean-square

error of approximation) = .04 il Normed-y’

=132 IEEREH  AARERZE AL
W2 - HI SEBS (E) NE
I 5.43-15.41 ( sE R 8% ) > AFRUKL
B ERIETEZHAE - —EER
LA Cronbach’s o B {F Ry (5 FEHYHIE - 2R
Cronbach’s o {H /T 5> .35- .70 Z [H Z 0] LA
BEZH o N 70— 98 ZRHAIBN S EE
{8 (Nunnally & Bernstein, 1994) - 1§ #% %=
BAPE (2009) AYEm 4L » Cronbach’s o fH JE %
£ .70 LU E > 508 .60 th 2 a2y #iE -
GRE AL > 8RR R 44 Y Cronbach’a
5 57 BRREFER 70 » HHEMAYETE
RIS .70 - HIEAT A, > ARG
E B R (AR D - ERFE
| EREHS W EEEE) > EH A
A (JRiEHE ) BB R R T
(confirmatory factor analysis, CFA) ~ {&HY
BURINE ©

= ~ tHREZ BT

AW H - AR E HAEAE
AH 8 o 1< #% Fornell and Larcker (1981) [
A S8 B & (average variance
extracted, AVE) > .36 f14H % {Z & (composite
reliability, CR) > .60 42§ 58 1] LLEEZ 1 K

x1
IER BB IEE R (57T
B HETH REH Cronbach’a (i)  Cronbach’o (152)
shTE 4 4 70
shE elaEaicy 4 57 92
POAIEE 6 .80
R 4 81
mr IR A 5 85
AT 4 85




# o AL > i AVE (.25-.58) R CR (.69-
85) ] DAS A » A B 51 1 A5 2 7T A
WFEZ (BT AR AVE B .25)
DRI Ry B2 B ] i = O M B (A B 2 BN Y AVE
AUFTIR (FERAR2) -

VY ~ AR

B 2 FY&S 516 5 ol R M 2 (i B (HL 4%
HEy e A S (H RO H2 B H3
AT ) - BEmEPRgEET 8N
PEREZS (v, = .89, 1= 11.77, p < 0005)/
o T s g B R B EE By = 71,

=3.50, p < .0005) ; 5341 5 o B fi: ik
BUE S B AIEE (v, = 08, 1= 039, p>

rfERR ~ iR AR R (E

fh ~ S ~ ek BLES

EET

it #% Baron and Kenny (1986) #Y
TEENREE= F— BEETLE
FRRRE R8I H o BIE T DU
FIRRRAS R B HEHE G E
T [E] 0 25 P TR 4 SR BB T I i o B B T A
G SRR TH 7 U R A B (R RS B R
B QI SR B AL - EHRTEZE
Worsgr o mkEETET I - REERE
Atﬁﬁfﬂ/\]ﬁg%a » B ST HE— 2 [ ] Sobel
(1982) i 7E #EAT i W HE 2 B9 o /0 WUR T
o GEREH  mEIP R — MR RYR
AL AT B2 A Ry .89 K .08 >

— N

IIUL

9) - EREEESHETC=2E—FE I ManhifEm — WAEERE (ST
MR BRLEPRENEELDAEE BERAEEESHR 71 K& .20 - &KEETE
brIEEH nhARE LR oh ] - TR 2 AR i % > tfH F53.38 (p < .05) - BEE AEERAE
FARE S BV R (R B R B = H IR HEE AR - Pl R 5
TN EE M PSS > FEh R EARRER R 2R RROAE -
OB (B g 75 (R B AZ AV AH R 8 (il - KRR EFSEE - mEPE (H8IE)
W BEES ) 0 JTRETR E B YRR EE - WARBEZERAEE (SEREH ) BE
=2
1B T

Pl % %R AVE 1 2 3 4 5 6
1. ShpRT S 4.10 .52 36 69
2. L fERAA 422 44 25 62" .55
3. mREERE 4.11 .60 52 617 677 81
4. FHEE 4.10 53 40 617 68" 74" .80
5. ‘BB AR 4.03 .63 53 617 577 66" 69”7 .85
6. SORIEE 3.99 65 58 55" 43" 57" 65" 67" 85

at 1 ZEME AR B R AR

2. AVE : average variance extracted ( “EHSEEHHEIE ) -

**p< 0l -
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RCR EEE fEHELT REE
2
BB T
0.43 0.24 0.45 0.30
v v i v
SRR Fituliy i SRR
076+ 0.87%#% 0.81%5% s
0.67 > AREPE S B RAEEL [« 039
L2 paas 071555
0,584+ 0.78%%
L GAIEE e 044
067 > GHIFED | 0.58%*
, 0.75%
LI % B L
0.67%+%
0.08 0.77%%% FEES [« 040
055 > mEPEs
0'73*4:*
SBAEES e 046
0,584+
0.66 —» SiEHG4

"'p <.0005 -

HI ARG - BE 2 - RREIES RSN
em T SR B0 2 fi A S A At P A B8 R
{E o PEIR SRR LAY SURE A — 208y (61
%l : L.-C. Huang et al., 2019) - #5E S-O-R
HEmKE  EEEES PSR (3) 2
M B B RIDEO f A B A By e 45 YRR 40
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Abstract

Accompanied by the popularization of people’s concept of health preservation and
the rise of their quality of life, people not only gradually care more about their own leisure
activities, but also begin to seek a balance point between “leisure” and “health” in recent
years. Restricted to the lack of extant sports venues and also most of people prefer indoor-
sport spaces rather than those of outdoors. Therefore, the demand for fitness clubs is
becoming more and more universal. However, people are no longer satisfied with the value
purely derived from the product itself, they are paying more and more attention to the value-
added and derivative benefits either. That is, people cares about the importance of brand
equity. In view of the fact that brand equity is playing a critical role of consumer decision-
making behavior, and few of today’s domestic literature related to brand equity focused on
fitness clubs. Based on Aaker’s (1991) model, an electronic questionnaire was used to test
265 valid respondents who have been visited World Gym or Fitness Factory in New Taipei
City within recent two years. This study uses structural equation modeling (SEM) to examine
the relationships among brand image, brand equity and perceived value and to validate three
research hypotheses. Empirical findings indicated that brand image could not influence
perceived value directly, whereas brand image would affect perceived value through brand
equity. In other words, brand equity plays as a complete mediator between brand image and
perceived value. Finally, this study finally concludes that brand equity is holding the key to
the brand decision-making in today’s homogeneity competition of fitness club market. Maybe
an image of a brand can be packaged, but people’s experiential value cannot be deceived.
Therefore, ensuring consumer’s overall high-quality evaluation of the brand (e.g., brand
equity) is becoming an important subject for service manufacturers.

Keywords: brand evaluation, sports venues, Aaker’s perspective
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