A Study on Satisfaction and Loyalty of Miracle Fruit-An Example of the Tourists in Tien-Wei
Road Garden
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ABSTRACT
This study was probed into the relationship between customer satisfaction and loyalty of Miracle Fruit. Tourists who ever tasted or
bought miracle fruit in Tien-Wei Road Garden were targeted. A questionnaire was designed to collect the empirical data; a total
number of 264 valid samples were obtained. This research regarded SPSS 10.0 edition as an analysis tool. All data were analyzed
with descriptive statistics, t test, chi-square test, one-way ANOVA, and Pearson product-moment correlation. The following main
five results were derived: 1. In population statistics, there were more male than female customers, the main age level was at 21-30
years old. Most of them were military, civil, and teaching personnel by occupation and had a university or college background with
monthly income concentrated between 20,001-40,000 NT dollars. 2. In customer behavior, males were more likely to recommend
the miracle fruit to others. Customers under the age of 30 preferred buying fruit tablets and byproduct, however, customers over the
age of 30 preferred buying plants and fruit. 3. Customers with university or college background had higher satisfaction with miracle
fruit, and were most satisfied with its effect of temporarily altering one’ s sense of taste, making sour foods taste sweet and delicious.
4. Male showed higher customer loyalty than female. Customers having monthly income of 40,001-60,000 NT dollars showed the
highest loyalty. 5. There was positive correlation between customer satisfaction and customer loyalty.

Keywords : miracle fruit ; customer satisfaction ; customer loyalty
Table of Contents

gcoooooOoOoOoooOoUooOooOoUooOoOoUUoDbOooWOodO0obDOoOO0ObDOOO0ODOOOOO0ODOOOODOo
vOoooooooooooooooooooooooopogvibooooooOoUooDoOoUooooOoobooooo
CvidOdO00OOoOooOoooooooooooooo0oDoOo0 xObogooboooooooUoobooooobooo
OO0O0xiodooOooOooooooooooooooOoUoOooo0 100000 ooDo0UoooUoobooooooo
gboool1gobooobobooboobooboobooboobo 2b00b0obboboobooboobobo
gooob20b00boboobooboobooboobooboosgobobbobooboobOoobobobo
gooobgsboboboboobooboobooboobooboob sobobboboobooboobobobo
gbooobdooegbboboobuooboboobooboobuobo0o 4poobobbobooobOoobon
goooboobo21000b0o0obo0bo0obobboobo0obooboobo 2s0gboooboobooboboo
ooooboobobob 2s0000booboobobobooboobo0oboboboOo2robooboobooboOoboo
ooooboobobobob 2800b000bo0oboboboobo0obo0obobobOobDoOo 20000bOoobOoboo
ooooboobooboboboo 4p0ooboobobboobooboobobobobDbOoD #400booboboo
ooooboobobobobbooboo440b00b0obbob0o0oboobobObobDbobDOoos4booboonoo
ooo0obOo0obOobobobOoobooobossgboboboboooboobobobobDboobooobOossobonoo
oooobooobobobobobooboooboo s booboobobDoooooboobsunoo
goooboooboboboboobooobooboeOb0obU00Ob0O0ODbObODbOObDbODODUOODbDOUODbOD 630
ooooboobooooobooooboboooooobo o

REFERENCES

OO00O0C0OOO0O0oOoOo@Eesyyoooog@oono)oo:. 00000000 ooooo@Eoo1gu o) ooo@ey)oono
goO0O0O0O0O0O020600 DO0OROOIOOOOOOOOOOOOOOOOOOOOOOOOO0OO0O0O0O0oooooog oo

g@e97ooooooooOooOoOoOoOOOOOOODOOOODOODOOOOOODOOOODOODOOOOOOOOOOOOOO OO0

grojoOooOOoOoOoOOOOOOODOODOODOODO-O00O0O00OOOOOODOOOOOODOODOODOODOODOODOODO OO
go0O0C0O@Eo)DOODOoDOODoO0DOODOODOD0DODODOODOODODODOODODOI5(68)028-310 DO ooooooo:d
OO0O0O0O0OO0OO0OOOoOoo@aeyuooooooooo:ooooooooo ogg@ee)uoooooooooooooo-oboooo
o00ooo0ooooo0o0oDboOOoOoboooOooDoObO bogE Db oooooooooboboooboo—-0DbO0O00oDoO0OO



0000000000 00000000000000 000@YYYD 000000000 0000000 000@9)DO0D00O0
O0000000000090210 000U INDOONNo0ooooooooo-00000o@)oooooooooog
000000000000 000990000 0ooo: 000000000 o00ooooEIeUIDNDD[ODOO]OOn:
http://www.tienwei.gov.tw/page/ours/[2006, December 22]0 OO OO0 D0O(ooe)D OO0 00O COOOOOOODM@ODOOOIOOO:
http://admin.taiwan.net.tw/statistics/File/ BAK.htm[2006, October 31]0 OO0 J(2003)C 00000000 COO0OOOOODOMODOO]
0 O O : http://www.ntsec.gov.tw/[2003, No date]0 OO0 OO ODOOOOO@oceDOODOODOOIOOOIODOO:
http://www.ksgreen.com.tw[2006, December 9100 Arnold, E., Price, L., & Zinkgan, G. (2003)0 0 0000 OO0O)O00:000000O0O
000000 (00020020 O)O Hawkins, D., Best, R. J.,& Kenneth, A. C. (20040 00 0000000000000 00:0000
O000000@O0200300)0 OOO0O0OO: Anderson, E. W., Fornell, C., & Lehmann, D. R. (1994). Consumer satisfaction, market
share, and profitability: findings from sweden. Journal of Marketing , 58(3),53-66. Anderson, E. W., & Sullivan, M. W. (1993). The antecedents and
consequences of customer satisfaction for firms. Marketing Science, 12(2), 125-143. Bhote, K. R. (1996). Beyond customer satisfaction to customer
loyalty-the key to greater profitability. New York: American Management Association. Bitner, M. J. (1990). Evaluating service encounters: the
effects of physical surrounding and employee response. Journal of Marketing, 54, 69-82. Cardozo, R. N. (1965). An experimental study of customer,
effort, expectation and satisfaction. Journal of Marketing Research 11(2), 244. Czepiel, J. A., & Rosenberg, L. J. (1976). Consumer satisfaction
toward an integrative framework. Proceedings of Southern Marketing Association, 169-171. Dick, A. S., & Basu, K. (1994). Customer loyalty:
toward an integrated conceptual framework. Journal of the Academy of Marketing Science, 22, 99-113. Dorfman, P. W. (1979). Measurement and
meaning of recreation satisfaction-a case study of camping. Environment and Behavior, 11(4), 483-510. Engel, J. F., Blackwell, R. D., & Miniard, P.
W. (1993). Consumer behavior. Chicago: The Dryden Press. Engel, J. F., Kollat, D. T., & Blackwell, R. D. (1984). Consumer behavior. Hinsdale,
lllinois: Dryden Press. Evans, J. R., & Laskin, R. L. (1994). The relationship marketing process: a conceptualization and application. Industrial
Marketing Management, 23, 439-452. Fornell, C. (1992). A national customer satisfaction parometer : the swedish experience. Journal of
Marketing, 56, 6-21. Griffin, J. (1997). Customer loyalty, how to earn it, how to keep it? New York: Lexington Book. Gronholdt, L., Martensen, A.,
& Kristensen, K. (2000). The relationship between customer satisfaction and loyalty: Cross-industry differences. Total Quality Management,
11(4-6), 509-514. Guliford, J. (1954). Psychometric Method. New York: McGraw-Hill. Hempel, D. J. (1977). Consumer satisfaction with the home
buying process: conceptualization and measurement. In H. K. Kieth (Ed.), The conceptualization of consumer satisfaction and dissatisfaction.
Cambridge, Massachusetts: Marketing Science Institute. Howard, J. A., & Sheth, J. N. (1969). The Theory of Buyer Behavior. New York: John
Wiley & Sons.. Inglett G. E. (1965). Taste-modifying protein of miracle fruit synsepalum dulcificum. Journal Agriculture Food Chem., 133,
284-387. Ingrid F. (2004). An index method for measurement of customer satisfaction. The TQM Magazine, 16(1), 57-66. Jones, T. O., & Sasser,
W. E. (1995). Why satisfied customers defect. Harvard Business Review, 73(6), 88-89. Kotler, P. (1997). Marketing management - analysis planning,
implementation, and control. New Jersey: Prentice-Hall. Lee, M., & Cunningham L. F. (2001). A cost/benefit approach to understanding service
loyalty. Journal of services Marketing, 15(2), 113-130. Nicosia, F. M. (1966). Consumer decision process, marketing and advertising implication.
Englewood Cliffs, New Jersey: Prentice-Hall. Oliver, R. L. (1999). Whence Consumer Loyalty. Journal of Marketing, 63, 33-34. Parasuraman, A.,
Zeithaml, V. A., & Berry, L. L. (1985). A conceptual model of service quality and its implications for future research. Journal of Marketing, 49,
48-49. Parasuraman, A., Zeithaml, V. A., & Berry, L. L. (1996). The behavioral consequences of service quality. Journal of Marketing, 60, 31-46.
Phillip, K. H., Gus, M. G., Rodney, A. C., & John, A. R. (2003). Customer repurchase intention a general structural equation model. European
Journal of Marketing, 37(11/12), 1762-1800. Reyonlds, F. D., & Wells, W. D. (1997). Consumer behavior. New York: McGraw-Hill. Schiffman, L.
G., & Kanuk, L. L. (1991). Consumer behavior. Englewood Cliffs, New Jersey: Prentice-Hall. Spreng, R. A., Harrel, G. D., & Mackoy, R. D.
(1995). Service recovery: impact on satisfaction and intentions. Journal of Service Marketing, 9(1), 15-23. Spreng, R. A., MasKenzie, S. B., &
Ollshavsky, R. W. (1996). A reexamination of the determinants of consumer satisfaction. Journal of Marketing, 60, 15-23. Swan, J. E., & Combs, L.
J. (1976). Product performance and consumer satisfaction:a new concept. Journal of Marketing, 40, 25-33. Theodore, P. S., Thomas, J. G., &
Shawnee, K. V. (1999). Effect of service supplier performance on satisfaction and loyalty of store managers in fast food industry. Journal of
Operations Management, 17, 105-111. Woodside, A. G., Frey, L. L., & Daly, R. T. (1989). Linking service quality, customer satisfaction and
behavioral intention. Journal of Health Care Marketing , 9, 5-17.



