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ABSTRACT

This study aimed to investigate the relationships between world-wide famous products and customer satisfactions with the case study

of NIKE sport shoes. For investigations, quantitative applications were implemented to analyze the differences among the

dimensions of customer groups, product attributes, and brand values, that are, discriminative analyses. Furthermore, the correlations

among the dimensions of product attributes, brand values, and customer satisfactions were also demonstrated via correlation tests.

The consequences of this study are specified as below: The dimensions of product attributes and customer satisfactions illustrated

significant correlations. The dimensions of brand values and customer satisfactions illustrated significant correlations. The

dimensions of product attributes and brand values illustrated significant correlations. None of differences between the dimensions of

customer groups and customer satisfactions were demonstrated. None of differences between the dimensions of customer groups and

product attributes were demonstrated. None of differences between the dimensions of customer groups and brand values were

demonstrated.
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