
The Relationship between Managers and Customer in Customer Satisfaction ---Take
Clothing''''''''s stores for Example

蔡培坤、邴傑民 ; 唐啟發

E-mail: 9110103@mail.dyu.edu.tw

ABSTRACT

In recent years, many consumer behavior researchers have turned their attention to questions of the nature, causes , and effects of

consumer satisfaction . Consumer satisfaction is a critical concept in marketing thought and consumer research. It is generally

argued that if consumers are satisfied with a product or service , they will be more likely to continue to purchase and use it and to tell

others of their favorable experiences with it. Satisfaction occurs when performance is at least as good as expected. After consumers

obtain and use a product or service, they will tend to develop feeling of satisfaction or dissatisfaction. This definition was developed

around the predominant model used to explain postpurchase satisfaction in the 1970s─the expectation disconfirmation model.

However ,a variety of additional theoretical approaches have been used to explain the formation of consumer

satisfaction/dissatisfaction. These include equity theory, attribution theory, assimilation theory, contrast theory ,adaptation theory,

dissonance theory, psychological consistency theory ,and assimlation —contrast theory. Based on the seven category factors

proposed by Keaveney (1995) ,convenient sampling method is used to 400 customers and 120 clothing storekeepers. This study aims

to explore the different factors’ influence among customer satisfaction, and prove a concept that factors lead to high influence on

customer satisfaction, between customer and management.
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