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Abstract

The number of Museums is increasing in recent years and every museum is
competing to display their unique features to attract visitors in fierce competition.
However, the crucial points lie in whether the museum is customer-oriented and whether
visitors’ needs and equities are being addressed. This study aims to establish a model of
customer equity for museums and analyze its three variables—value equity, brand equity
and relationship equity—and their relationships with customer loyalty. 364 visitors to the
National Museum of Natural Science completed the Questionnaires and the data are tested
using a linear structural equation model (SEM). The results indicate that three variables
have positive effects on customer loyalty. However, customer loyalty is most affected by
relationship equity, less influenced by brand equity and least affected by value equity.
Consequently, the studies put forward implications and suggestions for museum
marketing and management.
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1998) - BREGIER LR LB A F B S mE 2 1% » e AE 5 OB iR
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JK » FREFE > 2006 5 BESHET - BRIWE - BRSEEE - 2EFS > 2006 5 EEE > PRIKEE >
2008 ; FIfE1F > 2009 ) ~ ShEEHE (Rentschler & Hede, 2007 ) ~ FFi#EEFE ( Hume, Mort,
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2002) - HTAFEAK > TS THAVERISE T - EEiRE At B~ ERR S ER]
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WER Ry R 2 AR °] 53 By + ki8S (Brand Loyalty ) ~ fuf#R144/% (Brand
Awareness ) ~ HI&0E (Perceived Quality ) ~ ffiFH#AE (Brand Association) [LK
HArHE L fFE&E (Other Proprietary Brand Assets ) ° [FE4) » Keller (1993, 1998 ) 5%
Ryt i e E R A EmEEE LY » 2 F A R THE ) EEh L 2 i s R
o R Bk B E AR EEVEE - WA O E A AR 2= R TE -
o PR R e L i Ry B RV N Y > B RIS R i 52 (B s A8 g & )
75 _{EiE AT PRI R4S SO 80 (associative network memory model ) » 752
M2 FERI 2 FE R T A E T T 8540 S S BVEEAN ~ (RITF AT Ry » 475 &2 > A5E
HEIRER L 25 ) Ry ik A1 A4S~ S R I S TR & -
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ERE S AR T RS R E S IT4E SRR 1 - FERE T H > SH o BHEE
HNRZ G2 £ T HBFEZEM 4 | 8H 2 RE AR &R R FEEELE (>
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