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ABSTRACT

This study adapted the method of quality research in glasses industry. For most of customers, pursuit for high quality service has

become the most important tendency of consuming desire. However, because of the uneven recognition of quality standard between

the customers and the service providers, there are some differentiations created, which possibly caused by the distance around the

quality expectation and practical performance by each side. And finally that direct to the consumer dissatisfaction and loss

customers. Therefore, the study adopts the model of service quality, which was proposed by Parasuraman, Zeithmal, and Berry

(PZB). Through the investigation of the service quality of the contact and lens business owners, we anticipate the research

consequence could be benefit to business owners on quality improvement and service escalation and as well in the future to establish

the referable information for business carrier, whoever wants to do the analysis of service quality. The study utilizes the pattern of

deep interview. From the side of the business owners, we would get 10 sets of effective questionnaire responses; from the other side of

the customers, we get another 10 effectively. Apply the five major motives to confirm subject and purpose of the study. And then

proceed to explore the documents which related, here would also include to collect the documents and straighten the secondary data

relating to the business. By means of categorizing the documentation and straighten the business information, we then develop up

the conceptive frames. The crucial is based on the five major facets of PZB service qualities to find out where, between the business

carriers and the consumers are the differences of service quality. This could be applied to the case analysis for the deep interview. At

last, combine the basic conceptual frames and coordinate the outcomes of the analysis to derive the main topic and render to the

conclusion of disposition. The resolution of the study is stated as following: 1. From the samples of interviewees, we find whenever

either the business carriers’ or the customers’ education levels are raised; the need for the quality tends to become higher. 2.

From the interviews of business carriers, we find the perspectives on service quality surely exists the differentiations and accordance.

3. From the interviews of customers, we found the perspectives on service quality surely exists the differentiations and accordance,

too. 4. From the gap between the business carrier (conventional, or franchised and chain stores) and the customer to perceive the

service quality. This research offers suggestions for business owners or shopkeepers. The business managers must often look

backward to exam and check if they could still possess the competitive potential and factors on themselves or if there were any

mistakes on managerial ideas or operation that could lead to dissatisfy the customers or weaken the comparability. Reflect promptly,

and following by tuning and modifying immediately to ensure the survival of business. Let the business owners themselves not be

eliminated from the niche environment.
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