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ABSTRACT

The research is based on The Leezen organic store consumers, and the purpose is to explore the relationships between service

quality and customer satisfaction. According to the relevant literature and documents, the variables of the measurement are:

tangibles, reliability, responsiveness, assurance and empathy. By questionnaire survey to collect data, a total of 332 copies of valid

questionnaire were rendered. Descriptive statistics, t-test, Pearson correlation analysis, one-way ANOVA and regression analysis

were used to analyze the data and test the hypotheses. In terms of reliability analysis of every research aspect, the Cronbach’s α

value is higher than 0.8, which shows the good reliability. The main research results show : 1.The statistic variable of different

personal background, especially gender and dietary habits, has positive effect on service quality. 2.The statistic variable of different

personal background, especially gender and dietary habits, has positive effect on customer　satisfaction. 3.There are significant

differences between perceived service level and expected service level, reactive is the most significant. 4.Service quality has positive

effect on customer satisfaction, reactive　is　the　most　significant.
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