A Study on the Relationship among Store Image, Perceived ervice Quality and Customer
Satisfaction of International and..

goougon

E-mail: 9607708 @mail.dyu.edu.tw

ABSTRACT
This research adopts the method of the questionnaire investigation to collect data by using convenience sampling from northern
Taiwan. The research sent out 350 ques-tionnaires separately, and the valid questionnaire of Tsannkuen multination has 326; and
Best corporation is 320. Through statistics analysis, the result showed as below: 1. Male customers is greater than female, and most of
the customers are 19~30years old. Besides, most of customers are college educated and monthly income is 30~50 thousand income.
Furthermore, service workers and students are two major occupa-tions selected. 2. “ Store image” is highly related to “ perceived
service quality.” Further analysis indi-cates that except[] responsivenesst] in BEST’ s samples, other factors of “ Store Image”
are related to “ Service Quality.” 3. Through statistics analysis, results indicate that “ perceived service quality” is related to
“ customer satisfaction” .And*“ store image” is also related to “ customer satisfac-tion” . 4. Comparing rating of “ store image
", " customer satisfaction” and*“ perceived service quality” , there is no difference between Tsankuen multination and Best
corporation. 5. Combiming two company’ s samples, after analysis, results indicate that ex-cept” responsiveness” is not related to
store image. Store image and perceived ser-vice quality can explain the result of customer satisfaction.
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