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ABSTRACT
The advent of modern technology that gives rise to the birth of mobile phone has proven to be the necessity of daily living for
mankind. With recent integration of communication market, coupled with number portability and the emerging of 3G mobile
phone, it is seen that every aspect of communication system of all kinds has faced unprecedeeuted challenges for survival and
competition. Therefore, in order to stared out to the more competitive in their fierre competing environment, communication
business arght to strengthen customer service quality with diversified services to promote customer satisfaction and loyalty. This
research used Taiwan Cellular Corporation as sample target for the propose of univestifati its service quality so that suggestions
might be made to improve service quality. Through analysis it is found that enterprise image, brand recognition , and purchase
decision-making all have positive impact on customer groups have distinctive demand on service quality. Of those demands
communication quality received the most strong response. Therefore, Taiwan Cellular Corporation should maintain good
communication quality in order to upgrade customer satisfaction and viiloyalty. This research status would expect to provide voluale
suggestions re information communication decision making for Taiwan Cellular Corporation.
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