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ABSTRACT

The service quality is visible to "perceived service quality". It comes to compare the consumer’s actual feeling cognition of service

quality to the service expected quality. This research takes both the Mainland China and Taiwan's websites as the research. Using

service quality gap pattern (Gap Model) the gap five foundations and the revision but discuss the relations between the shopping

website service quality and the customer satisfaction. This research mainly studies the service quality in Mainland China and

Taiwan's shopping website regarding the customer satisfaction influence, and shopping websites research take Taiwan and the

mainland China as the example. Therefore, this research aims at the Taiwan and Mainland China shopping website's users, who

had the shopping experiences on the websites. The research object for the mainland China and Taiwan's network shopping users,

and samples number respectively are 231 and 273 people. This the result of research as follows: 1. Expected service quality of

Mainland China and Taiwan’s shopping websites presents regarding the perceived service quality to positive relations. 2. Expected

service quality of Mainland China and Taiwan's shopping websites presents regarding customer satisfaction to positive relations. 3.

Perceived service quality of Mainland China and Taiwan's shopping websites presents regarding customer satisfaction to positive

relations. 4. The gap between expected and perceived service quality of Mainland Chinese and Taiwan's shopping websites presents

regarding customer satisfaction to negative relations.
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