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ABSTRACT

Nowadays, it has been a competitive era of informationwise and techniquewise on the market. Objection of the enterprise is not only

maintaining a longer period of relationship with the former customer, but also developing the prospects. Furthermore, establishing

the everlasting advantageous position, providing the outstanding product and service quality are also the key factor enables to receive

the remarkable reputation on the market. The Mainland China has already been a disputing market, and the cross-straits telecom

business has also been a tendency. How to integrate its resource to enhance the customer satisfaction is the main objective for the

market transferring from Taiwan to Mainland China. The intention of service industry is providing service for the customer to meet

their needs. In the century of customerwise, service quality and customer satisfaction are the two decisive points through the

purchasing behavior. This research is based on how service quality and customer satisfaction affect the consumer loyalty. Taiwan

and Shanghai are the regions of survey research; the conclusion of the research as followed: 1.Taiwan district telecom industry

agrees the service quality affects the consumer loyalty in terms of reliablewise, reactionwise, guaranteewise, and carenesswise.

2.Shanghai district telecom industry agrees the service quality affects the consumer loyalty in terms of reliablewise, reactionwise,

guarangteewise, and carenesswise. 3.Taiwan district telecom industry aggress the customer satisfaction at product, service and

representative affect the consumer loyalty. 4.Shanghai district telecom industry agrees the customer satisfaction at product, service

and representative affect the consumer loyalty.
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