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ABSTRACT
The general merchandise stores in Taiwan are now coming to the mature stage. To survive in this industry and compete with other
stores, they have to use different marketing strategies to attract customer to visit the stores. However, to gain the competition in this
industry, other than special marketing strategy, the general merchandise stores should also pay more attention to service quality
promotion. This study will find out the quality factors for general merchandise stores in Taiwan based on five aspects showed in the
PZB SERVQUAL table— materiality, reliability, reaction, supportability and concern. Then, using the Kano model to divide each
quality factors into five different service categories which are charming, one dollar(d O ), absolutely, no difference, reversal and etc.
These quality factors we find out will help us to measure the customer need and put them in order. Finally, analyze and understand
the relationship between the improvements found in the service categories by the Kano model and the importance and satisfaction
among the quality factors in the QFD so that we are able to give suggestions and improvements to general merchandise stores in
Taiwan.
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