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Astudy of the Impact of the Quality of Retail Store Service and
Customer Satisfaction on Business Performance
-take Senao International Kaohsiung District as an example

Student : Lin, Jin-Zong Advisors : Dr. Hui-Chung Yeh

Institute of Executive Master of Business Administration
National Kaohsiung University of Applied Sciences

ABSTRACT

With the popularity of the global information technology, electronic products
continually introduce new consumers to strong demand for new technology
products. The purchasing ability has also led to the battle of the domestic 3C chain
stores. The so-called 3C chain stores in the past is to provide the [A (Information
Appliances, the [A)-based. With the popularity of network-related goods there are
an increase of Internet appliances (Internet Appliances, IA), which means 3C
combination of the three types of information, communications and consumer
electronics (computers, communications, and consumer electronics) goods.

As technology advances, the decline of 3C product cost, making the people
change in consumption habits, and related products are no longer positioning the
durability of the product. The market is oversupply, so that the quality of service in
the industry in terms of after-sales service satisfaction and the market share of the
business are the decisive factors for the business. In the pursuit of customer
satisfaction maximization has always been the primary method for enterprises to
enhance their profitability, research also shows that to improve the overall
customer satisfaction contributes to their overall operational performance
improvement. Therefore, this research is to investigate the relationship between
the quality of retail store service, customer satisfaction, and business performance
to see the existence of obvious relevance. Therefore, the first theoretical basis 1s
the past scholars satisfaction based on modified adjusted for customer satisfaction
surveys; then the analysis for customer corresponds to the actual trading behavior

Key words: Quality of Service; Customer Satisfaction; Business Performance

i



¢

2 = gy

F-8 Fr¥Rass

KEF B TP R K TR de b B4 A AR 0 1R $ 4 S ST R
AR R I AL VS LTINS SN Pk b e

’L“l

IF
R e
}

CREW R FH 3C AR e R e ARPE A EEERE 40
3C FF i NA 2 JRArR g 2R 22T 5 RaREd BT
T EE SRR o RS > L s ER kRl R o e Lw g
LEREMOELEY > W REF L BT FORE 5 Wﬁ”’”"%ﬁ%ﬂ«ﬁ
s SR S R s N BRCE & S L EE TR St
- B E & B 4EFF o A el en 3C P HAE > fE MR R TR A g

LB R R R "RE, A RELE W

5o
B o WR AR N FBEE RS DfIE o REP R F A E IR S E

EFRHFTARKEDY 2 0 LRT AR ER RPN T R
7

ﬁé%ﬁ?*%ﬁ?%%ﬁJ’4%@7WP3C@ﬁ%@ﬁﬁﬁﬁo%ﬁ3C@

kW2 B/ EFTURSE (Information Appliances, [A) & » RE X F PR
AP B yH e r3C 4

Baed 2% 54 0 g it & (Internet Appliances,IA)>
&EF~wz 3 T+ (computers, communications,and consumer electronics)
= % 4 edp MR & Chu & Liu( 2008) » 4] 1-1 #77n o o 0 pr k82 § & L3

FoFE 0 OB E O F TE DA B B o PR R S e B BT B

BE S LR O R PR A ERTRY - AR R AR E ]
%@’@”iiﬁﬁ%mmﬁ?%%§%@ FE AL 240 ) g o 0
BEEBRLR o4 3C WHF AR BT VA SR &I AR AT LR



RER T DA 2oh R L DA SRR T IR 2 NS 2] 3 597
SR R P SRE A R Pt 7R R IR

SR SORE SRS bl R E NI Ly R SR
A imﬁﬁmﬁggﬂﬁﬁ%%i’ﬁéilkﬁmﬁ§?@£
EEEFE

MAEX{RZLE ©

Communications

Computers
i 3 1

j"\—.‘%

P F

electronics
VERTE

Bl 1-13C #£4 §)
F#4 % &: Chu & Liu(2008)

MEE AP 0 3C AES AT > R EA R R Ve pM A
%%#“Miﬁé&%iﬁ’ﬁ%%@*ﬁ’%ﬁﬁiﬁaémﬁ%?ﬁé%@
FPEPLERAR LR £ ¥ 67 J R F5E- BATETE L TR
LREES e kE ¢iﬁ4ﬁfmp£1¢’wwpﬂﬂﬂ%fﬁ£§W@

TEEJF R A g P WAF g A o



b

Fhd A RE e >5 ke RAmEH T et v SFA S FIF L 5 (7
et EEg D FEA SRR LS

W

pZ O AR RFERYEEL ARG - ARF LA ARSI O THELSZZ 2
ﬁ@’ﬁ%ié&ﬁ—@;%—}ﬁﬁ—ﬂﬁﬁ—ﬁﬁﬁ—¥5’1P&EWﬁ%ﬂ
R A £ 4 40 2011 £33 1 0¥ 4,896 AT 5% #2010 & & £ 223% -

REpd MR FREHE S NEREHTES > LR R AL -
BRI R kY AP e~ o R R L B
FokmlEEAHEE Gho0 FlL kR

5
=
i
hOA
f

&=

2

A

=

=ty

s

‘ﬁ: -k

areg > B A AP HEY P oEM s 2 5
Redrat pb £ 97T 2 R Wk B0 p W RFAH ARG 4 Mo > W4
£

BEERENREREY B SL R RGBS S A RR AR Y Fo T
B Fla P RS A A RS SR R S A o d N B A

p T ¥
FoNFERRN AL TR S EAF - AT HREHRBET
s 3

MEBRAR KEPT g ¥ %03 B el HL MM KA EREL 544
RIS LA S AR 2 ¥ Hon ok I T A D DA AR B

ERNAND  PHHEP IR EEA

oWl 1247700 23f e L WA BT B E F 2 R PRI B PRI B

;‘mﬁ‘%%%$A4i,ﬁﬁﬁﬁiﬁ<ﬁﬁmﬁiﬁaﬁiﬁggﬁﬁ>

LA 5
X 5
=

N

@

o

5 ¥
ek
o1t X

B oty Wk ¥ WAl w’.% #:}izn“ﬁﬂ 3 B 2000 & = > A& ¥ @A Qi\iip s »(Industrlal Economics &
Knowledge Center (IEK) > A 59w end & s {5;; i ﬁi EX U3 l—f— 2B EDT BN IR
EIRE R B *,: ST = g w3 e http: //www itri.org. tw/chi/iek/

R
5
ol
[
e
‘)‘;



Nokia
Motorola TH B [ P 8
Sony Ericsson Bfoa B fE =
Samsung =H EER =1
1.G — | Z=HISEEA
HTC E ZE
APPLE
Garmin ASUS I TNER B AT ES R !
OKWAP | 7 5 B P I - 3C - R |8
CHT 1 I
HAEEE "
oo - o
— — MBS
_ Pz X @ e

Bl 1-2 ol g & F M BT &R

TRk R R
P

R 13T o B AR S SE S RE S Ed - RS WTIFRATE S

AR eEE Ik HeF R4 2 337k BRTENSHB I BB

FLFR R R il A R AN ] B S 5 2009 & Kk A ,i X BB TS B PRFX
Mg PRAS o DIFOTEA S PR o 2R R ETRIRT SR R F
Fﬁﬁ?i‘ﬁﬁﬁﬁmiwfﬁw% LB RS LS it

/-‘

% RS A SN Gy

WA ~ Z R M - W H A

WL - hhetk -
+F ] &

AP ED TN

B 13 354 2 d i



ALK R R R B

4of] 1-4 #17  GFK' S B 7 S8 o S48 s F 4oy ho sty »
2 4R > 40 2007~2010 & FFWCDMA” 4 8 245 + 2 » CDMA® s son 3 4
FA L GSM2G kst 2 BEF T % 2 L WCDMA 2 CDMA > d *t » WCDMA
2 CDMA 5 #ft= &% f s I E@ % 2 @RBHE R wbe BEFEL o
BREPHYFE o HEY G RAH

800 X
X . x ~ 765 795
743 719 735
600
437
365 379
w00 - 354 358
262 253 273 255
L— —— ~—=— MO
200
Ix — = —
116 112 104 130 149
0
2007 2008 2009 2010 2011(4e &)

WCDMA —=~GSM —— CDMA —X- % 4c

Bl 1-4 44835 # GFK 4 & 2(F ¢ )&% R
FORL e oAl v B

' GfK Group (#%.#% ® Gesellschaft fiir Konsumforschung) " # #4722 | 5 2357 13 B 27 > w23k
ZAREFES "a‘é%fﬁé’%ﬁ PR+ REHERNAZHMAEL L__:/”fi'\‘hﬂ PRFREEAAGA -
FEFAZ Fcs > DA W3R RELFHEEA L 2R FEFNIRAEREINE LA 27y

PHERE - T KR .GfK RT Global - Taiwan http://www.gfkrt.com/countries/taiwan/index.en.html

> WCDMA ( WideBand Code Dividion Multiple Acess) B # NTT DoCoMo £_3 RE R E L RIRIE D o

H WCDMA &% 5 GSM i zuenil 3 4% - WCDMA % ;,,EL § TOHEAR T R REE frdcE R ’-’rs, FoRp >
£ 3% 384K~2Mbps ¥ *’%}iﬁ?iiza‘ﬁfﬂ’%if%%? B TERFE A AR SEE G T "fP—f o orF g A

FEFRLEE F RS - T Kk B‘.B!S f 4 http://zh.wikipedia.org/zh-hk/ WCDMA -

3 A 7% 5 it (¥ 1 Code Division Multiple Access » ¥ : CDMA) &% A 5 ht ~ AMBiF s » - 485 4
Br e ME A COMA S5 * T E % > L £ o ¢ BAB? FI2sk A Fena v e o F
kA E 4 http/zh.wikipedia.org/wiki/CDMA



4o 1-5 #57 £ 3 2011 & 8 » NCC2
29923 F ¢ 4 35%; BT (

§23%; SR < TR 630

g~

‘1\*‘-

[
§22%; &

w
t 31%PHS' 84 & = } i 395 o 11

T

§ 7% o CDMA % 5t -

= # > WCDMA % %t :
s
W

) £ 644§

Tr*a 33108~ 3 WCDMA & 5t ¢
4 38796 - CDMA 4 52 1196 » PHS ¢ 37 396 » & 3+ 1009 °
RS # = 5 (F) FAApN %iﬁﬁﬁﬁ#ﬂiﬂs
¢ [¢) 11%
= 992.3 35%0 A%, 7% BE, PHS, 3%
e 630.0 22%0
ipi® =R 23%
FREART R - 644.0 23%
7114 B R @
= 190.0 7%
I = 310.0 11%0
PHS 84.1 3%
& 3t 2,850.4 | 100%o &3A 2%
X A EIUNCC8? 2 #eF 5 A o
Bl 1-5 (78 % 35 % = I w-1bt 247

TR R RS
4] 1-6 “7 » GFK %
AEH L 54 FA A

Y T
i Bl 8 158 §
%F’B'ﬁ&,j%>96w4 r}’“‘"‘b]&"’rﬁ’J/ﬂ _-%]z

HMERFLHETRES > A EREF L L FH A o

"PHS * % % Personal handy- phone System > #_p & f {(7F75 cfici ;N (T8 T 5k 5L PHS £ 5 32Kbps

64Kbps 7% i# & R Hcdy B 3;,1]

7958 &

(GFKif: 1520114 28 %)

EP o AR
E B & A GE (2B g

W > JERAE R

T kR AR 2 http//zh.wikipedia.org/zh-tw/PHS

L\
g

%

N

B

3



B 1-6 78 TED F T

Yo 17 4R 0 E kR E Y S Lk i ¥T AT WCDMA Jk it
HSDPA' 2 HSUPA? Hjiets » 4 %d 3GHE =2 3 3.75G - CDMA# 2 EVDO? # jis 7+
P s d B 4w DATARR Y > fie & & 97 4o IRAE RAAER K § 40 2 AEIL

RN el BRI AT -

2011 4= € B4 & AL
o e
= Asus 10,000
41,850 30
13%

o Acer
24,975
T%

M Samsung
30,000
9%

m HTC

30,600
9%

= Apple
200,000
59%

Bl 1-7 THF 7 5m® Higiw
FAL R RA PSR
4ol 1-8 #757 » o »t {76 VOICE 22 (78 DATA % :4%K % # $7{ 37> & B4 5

%*%}ﬁ@ﬁa&?ﬁmi;%%mﬁa@gﬁ@,%g»ggg@¢@3
NP RER o4t P EFTRES3 Ro 2B L 628 o kil (7 2dr) 661 Fo I

rg # T Aad S B’~(H1gh Speed Downhnk Packet Access;HSDPA) HSDPA # i+ 43¢ ﬁx BRHETE 14
Mbps % 3 4v 5 5L % £ > BF3# § 1 i 20 (Time Domain Multiplexing » TDM) 2 % &3 % 1 i 3 (Code Domam
Multiplexing > CDM) ¢ + & chdte TR L % % BX > &2 3 :mﬂiﬁa}’f % o B 4v T @%?IL_, 2R K
FRORWRBR T FATROHIUBLE L REFS S WA @UFREEHAR AT TR
1 RUETH A 2 SRk http /f'www.2cm.com.tw/technologyshow _content.asp?sn=0701010429

> % i+ 74 24 ~ (High Speed Uplink Packet Access m‘ﬁﬁ”@, HSUPA )& - # %] HSDPA * @i B % & (¥
7 384Kb/s) * Ba B mHS 375G ¥ - B SMHz 4 ¢ m@jig?];i ¥ £ 10-15 Mbit/s (4 *
MIMO #4# » B| ¥ i£ 28 Mbit/s ) ~ } & 1# B‘i@ 5.76Mb/s (i * 3GPP Rel7 $jtv > { i 11.5 Mbit/s ) » F AL
Kk kA # http://zh.wikipedia.org/zh-hk/HSUPA
3EV-DO #_# < Evolution-Data Optimized & '%‘f Evolution-Data only m‘{ﬁ”ﬁ’% 3 P4 B EVDO '%‘f EV -
CDMA2000 IXEV-DO & - f&7 14 % &4% & % i& $cyp ¥ ircnpojivo — if EV-DO i 3f g % 5 1.25MHz > F
kR E 44 http://zh.wikipedia.org/zh-tw/EV-DO#cite_note-CDG-0



o | AT | AP 45 EL 2012 & )5 3+ &
i F*E 531 21% | P HEFERITEI120FE @ HEIF A& ERIRIECCHE

& A 261 367 25% | A B PIHF A A EL100F » Ho i & &3 & 4k 8 2K 8Kk 8]
i (ﬁg) 121 540 27% | A P9 L ho 8P FASHR JE 1008
i X 27 430 19% | AL 14 ~ /w10 - E4R B FEAR A SE BEIRTE BIiTS RIS
% T 129 8% | B B3t HRJE1005E
1 #&3 2,483 100%6

Bl 1-8 s iip 7 #ic

TR kiR e R
‘{if’]%]l !:'_-‘I-,EI

iﬁ%ﬁﬂﬁ\é%ﬁ‘ 53

25.2% ;

EESRL g

2848 Foo A ®
820 R 28.8% I A K& X

}' .% ,J .?fbj‘%’%:ﬁ:

’%’Fﬁﬁ ,‘4EEF’E‘F“ N

hats N
S 1309 B 46% 5 ¢ ® 1719 RS

S S BT Rehp R E

RS m AR EFT IR LR FRURLE ] TRER
3B il =% Fq v % 2855 )
e - HTE AT 38 1.3%0
—— & Jb AT 329 11.6%0
T B ELE 432 15.200
e ot ok TE] S 1T 274 9.6%0
AT BT 103 3.6%0
ﬂ:ﬂ-:-- =l R B6 3.0%6
XS RS 47 1.7%0
Y et 1ERK 4k B2 o~ 51 1309 46.0%6
e RS &7 2 4%
S AT 463 16.304
SR 5 SRR EE (8" 141 5.00%
v % 48 1.700
=TT C ol o e 719 25.2%0
el SR A Lt ;I;##&+ 76 2.7%n
EF ¥ oS o7 34040
5 e B - 247 8.704
v A BT 313 11.0%h
5 87 3.1%%
& & oI~3t 820 2R.B%0
st 2848 100.0%%




B 1-9 G& /5 (3§ Fp 2§ )
TR FORAY R R

FZ8 PP

27

R3

ﬂ*'}
Y
A
o+
e

¥

oo FHAE R S RREIRBFETRERS MU E LTS 0 L

*Qﬁ'liiﬁﬂ’i?;@i@%%}ﬁ,j\pi é;fdn AWS:SCF'B’H‘T EP.

P TR PRSI S E AR > KA TSR 3C U Y 2 ¥ kR AT
FHEAMEE DML AT B BNz KR A
p : ;

VAR ;;.g"l!}é. .
— L A AR Y F LRI TP S Soel B

o

S AATHRRURT T M R F LR A LHE D S R B

T F Tk 18 H0 R R JRIFIE P B A M 2 B

Ji

LAY B R L 2RI Y BERRL @
'35}7%\.} LUA S S s 3o ﬁjiij‘-‘zjz ) 1A R R ML R »); N PER D R

14

2 s R o
A rE S
l‘a" T o A i‘ '/n‘hﬁ_?_

ARG BT
- AL RSP o A REE 3C TR ISR G 2 LR RS
FEE G AEEE o R THGRE 3C W RIS TR 1 o
SRR RSN RERAP M AL AMIEG R E g

o BEFT LT AT AT



I=q

R

FAEE A AR SR

AR AR g

3‘-?:6 % Ap B k=

AR S R UG WL N B N N

EwmBER AT

A R )

x5/ 2R AR N 14 sl
51 2T Ap B %%KFFSA, (F ke

CFE S FT s B G

% 3C 'R GRS

23k o 4@ 1-10 P17 o

SERETTE

!

< e

!

RUPLEE

!

TR

fed 204

l

vp!W lébp%»

!

BhsEd
B 1-10 77 3 in A28l

10

RRE

e

1

~

”5}2"5‘0

N 2

LREYR

¥y



—_—

10.

11.

12.

13.

3% 2

P FEQ010) > TR E S RIS TR B LSRR AN G2 18759 30
gy ,an B FaREAF A REREY PEALAREITH LG
R (A RN A~ R R

mgg

\4- w\ft *” «hx

27 o (B iz E IS ) 0 9(1) 0 p71~94 -

- RA%(2011) o T £ 4% *‘L"Fliz}rr%‘”ﬁﬁ:??/r‘%.&)i LR B AR G
HAPT IS A B F L D0 B R S Y RE ] T L%
%@;i’ﬂﬂT@Oll),I’ﬁ@v&,:p\ 355'%%'%/7‘]??3?@?7?/5,&51\%%3 e %_/%%l
HAFE SRR Lt

ﬁé"ﬁ(mlo) ’ r“ﬁ&é%%'ﬁ%‘éﬁ%%i&i LR AEORE A RAE T
BFF R0 Lwz

FREE(2000) T A FEFT CRBEFTEEEBRAHEELAORE > L2 8
%ﬂﬁ??*%’miﬁvo

i m,L(zolo) PRBEERDBSTRREBERLLAT 2R E FF
*¥ 51, Eﬁi%?
FUTEF(2004) 0 5 R E AT -

%%%mm»ﬁww%@‘&mwﬁ&?ﬁ@ o R RS AR 2 R
Beagp Pz my- W HIC &3S 85 6l W2 o2 2 5 51l &%
E3To ALH
~mm%yrmﬁ§?~%ﬁ&?ﬁﬁ%m%&%ﬁipfnu;%ﬂ%%mﬂ
S EB R AN E L AR TS AL AR AT L%
A %%?(2009) TRz fFEhd e R s o R o E R ECEERLA
MELPRHLMARORPFTL- X Sf R R a0, A 2 8% #;%%3
Uﬂmi¢?

FIF ®R(Q009) T FERE RIRBSET L RLARLRE L FR MBI -1
oY BRSNS, FPT 5 = E ﬁ;";?_,‘«gg.lfq‘gﬁ.l'{ﬁv

?'ﬁ #(2005) > TPRAR ST MR ESR K R ST LB RAP ML L Sk e
PR RFRREEF AL LS

57



10.

11.

12.

13.
14.

Bitner, Mary Jo, Stephen W. Brown and Matthew L. Meuter.(2000), ”Technology
Infusion in Service Encounters.” Journal of the Academy of Marketing Science,28(1),
pp-138-149.

Cardozo, R. N. (1965), “An Experimental Study of Customer Effort, Expectationand
Satisfaction,” Journal of Marketing Research, Vol. 2, No. 3, pp. 244-249.

Carrol,S.J.and Schneier,C.E.(1982).Performance appraisal and development of
performance in organizations.Glenview Illionis:Scott.Foresman.

Chu, H. L., and Liu, S. Z., (2008), The Impact of Manager Promotion Programs on Store
Performance: Evidence from 3C Chain Stores in Taiwan. The Service Industries Journal,
28(9), 1215-1224.

Churchill, G. A. & C. Surprenant (1982), “An Investigation into the Determinantsof
Customer Satisfaction,” Journal of Marketing Research, Vol. 19, No. 4, pp.491-504.
Cronin, J. J. and S. A. Taylor,(1994), “SERVPERF versus SERVQUAL: reconciling
performance-based and perceptions-minus-expectations measurement of service
quality,” Journal of Marketing, 58(1):125-131.

Evans(1996),“Indirect Interactions in Biological Control of Insects: Pests and Natural
Enemies in Alfalfa,”Ecological Society of America, Vol.6,NO.3 , pp920~930

Hempel, D.J. (1977) , “consumer Satisfaction with the Home Buying Process:
Conceptualization and Measurement,” in The Conceptualization of Consumer
Satisfaction and Dissatisfaction, Cambridge, Mass: Marketing Science Institute.

Howard, J. A. & Sheth, J. N. (1969), “The Theory of Buyer Behavior,” John Wiley&
Scons Inc., New York, NY.

Howard, J.A., and Sheth, J.N. (1969), The Theory of Buyer Behavior, New York: John
Wiley and Sons.

Juran(1974), “A universal approach to managing for quality.” Quality Progress, August,
pp-19-24.

Kast,F.E.(1985).0rganization and management(4th eds.).New York: McGraw- HillBook
Co.

Kotler,p.(1998),Marketing Management Millennium edition,N.J.:Prentice Hall

Lytle, R. S. and Timmerman ,J.E.,(2006) Service Orientation and Performance: An

58



15.
16.

17.

18.

19.

20.

21.

22.

23.

24.

25.

26.

27.

Organizational Perspective, Journal of Services Marketing,20(2),136~147.

Nunnally, J.C., (1978), Psychometric Theory, New York: McGraw-Hill.

Oliver, R. L. (1981), “Measurement and Evaluation of Satisfaction Processes in
Retailing Setting,” Journal of Retailing, pp.57

Ostrom, A. & D. Iacobucci, (1995), “Consumer Trade-Offs and the Evaluation of
Services,” Journal of Marketing, Vol. 59, No. 1, pp. 17-28.

Ostrom, A. & D. Iacobucci, (1995), “Consumer Trade-Offs and the Evaluation of
Services,” Journal of Marketing, Vol. 59, No. 1, pp. 17-30.

Parasuraman, A, Zeithaml, V., & Berry., L.(1991). Understanding Customer
Expectations of Service. Sloan Management Review, Spring: 39-48.

Parasuraman, A., V. A. Zeithaml & L. L. Berry (1985), “A Conceptual Model of Service
Quality and Its Implications for Future Research,” Journal of Marketing, Vol.49, pp.44
Parasuraman, A., V. A. Zeithaml, and L. L. Berry,(1988), “SERVQUAL: a multiple-item
scale for measuring consumerperceptions of service quality,” Journal of Retailing,
64:12-40.

Rust, R. T. & R. W. Oliver (1994), “The Death of Advertising,” Journal of Advertising,
Vol. 23, No. 4, pp. 71-77.

Singh, J. (1991). Understanding the structure on consumer satisfaction evaluation of
service delivery. Journal of the Academy of Marketing Science, Vol.19, 223-234.

Spreng, R. A. (1993), “A Comprehensive Model of the Consumer Satisfaction Formation
Process,” Dissertation Abstracts International, Vol. 53, No.7, pp.2461-2462.
Szilagyi,A.O.(1981),Management and Performance,California:Goodyear Publishing
Company Inc.

Wirtz, Jochen and John E. G. Bateson,( 1995). An Experimental Investigation of Halo
Effects in Satisfaction Measures of Service Attributes, International Journal of Service
Industry Management, 6, pp.84-102.

Woodside, Arch G., Lisa L. Frey, and Robert Daly, Timothy (1989), “Linking Service
Quality, Customer Satisfaction, and Behavioral Intention,” Journal of Health Care

Marketing, Vol. 9, No. 4, Dec, pp.5-17.

59



	頁面擷取自-林錦宗論文完稿
	頁面擷取自-林錦宗論文完稿-2
	頁面擷取自-林錦宗論文完稿-3

