A Comparison on Customer Satisfaction and Loyalty between Taiwan and Mainland China
— A Case Study on B&Q Customers
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ABSTRACT
The purpose of the research is to find out the degree of satisfaction and loyalty for the B&Q customers across the strait so that the
result can provide management level for the future marketing strategies. The research survey targeted consumers between the
Taiwan and Shanghai area. Three hundred questionnaires were given to the customers in the Taiwan area; two hundred and
forty-nine of them were returned making the valid return rate 80.6% . Six hundred questionnaires were given to the customers in the
Shanghai area; three hundred and sixty-nine of them were returned making the valid return rate 59.7% . The questionnaire survey
was divided into 3 sections: (1) Customer satisfaction; (2) Customer loyalty; (3) The background information of the sampled
customers. It is concluded from the result that there is a positive low correlation between customer satisfaction and customer loyalty.
The high degree of customer satisfaction with B&Q does not result in a corresponding high degree of customer loyalty. Therefore,
this research suggested that the socio-economic background of the customers and their motives of consumption should be considered
when the marketing strategies are planned Furthermore merchandise should be designed and promoted the way that suits the
characteristics of those targeted customers. To increase the number of customers, it is also important to enhance the quality of the
merchandise and to create its unique brand name.
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