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ABSTRACT
The thesis is mainly on the relationship between the customer satisfaction degree and the product innovation as well as the brand
image. The collected empirical data comes from the questionnaire answered by those customers who have Taiwanese HCG or
Japanese TOTO bathroom equipment. The total number of the questionnaire for those customers is five hundred from June 2011 to
August 31, 2011. The valid questionnaire is 466 and the valid percentage is 93.6%. The conclusion comes up by SPSS systematic
analysis: 1.The product innovation is highly positive influence on the customer satisfaction degree. 2. The function innovation is
highly positive influence on the customer satisfaction degree. 3.Vision innovation is highly positive influence on the customer
satisfaction degree. 4.Brand image has the Moderating Effect on the relationship between the product innovation and the customer
satisfaction degree.
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