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ABSTRACT

In recent years, many multinational corporations became optimistic about China’s TV shopping market. Convinced that there is

great room for further development, they entered the market and began to create new shopping havens. Yet, how to create customer

value and convey the value that consumers are pursuing for enhancing customer satisfaction and loyalty has become the key issue

that all TV shopping enterprises need to deal with. Therefore, this study systematically collects and analyzes related data and

information. Statistical analysis of this study reveals that: （1） In Taiwan consumers’ customer value in terms of “quality value,

” “cost value” and “perceived performance” is positively correlated with customer loyalty in terms of “major behavior,” 

“secondary behavior” and “willingness to shop again.” In Mainland China the impact of customer value on customer loyalty is

partially significant. （2） In both Taiwan and China the impact of customer satisfaction on customer loyalty is partially significant.

Consumers of both sides of Taiwan Strait perceive that “satisfaction with the outcome” and “willingness to shop again” are the

most significant factors affecting customer satisfaction. （3） In both Taiwan and China, customer value and customer satisfaction

are positively correlated with customer loyalty. It is the researcher’s hope that the fruit of this study may provide more managerial

connotations and references for enterprises, helping them win the electronic business race for significant market shares in the TV

shopping market.
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