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ABSTRACT
This study empirically examines the service quality and the customization to the loyalty influence. This research sent out 500
questionnaires and takes back 431 questionnaires, the returns-rate is 86.2%; effective questionnaires are 380, invalid questionnaires
are 51, the effective questionnaires rate is 88.1%. The study identifies that service quality can directly affect organization loyalty;
customization can directly affect designer loyalty; and service quality can directly affect designer loyalty; but customization can not
directly affect organization loyalty. Conclusion: When the designer makes the service and the design to the consumer guest, can
increase the customer to its designer’s loyalty, and has the loyalty to the organization. If the designer leaves, the customer also has
great possibility to leave. But under the customization service of designer can effectively promote organization's service quality; for
example give more concerned to customer also can have the loyalty. Furthermore, the geographic and traffic convenience have great
possibility to keep customer. Therefore the manager should put great emphasis on whole service quality for most first.

Keywords : service guality;customization;loyalty
Table of Contents

0000 0000000 0b0o0o0o0oD0oo00oooob0ooDooDOMiboo0DoDO0oooo0ooOOobOOooDOOooDoOon
0000000 ivOooooOoOo0ooooOoooo0ooOob0oobDo0ooO0oo0o0vOobooDooDooOoooooDboo
ocoooooOooboovidbobooooooOooboooooooooooooOoooDviiOODOOOoODOOOOOD
gbooobooboboboboxbogboobooboobobooboobooboboboollo0obooboooo
oooobooboooooboooooi1booooobobooooobOobob0obDobOoooOobOobL 2000bDOOO
gbooobgoobobobobooboobo4b00b0obb0o0bo0oboobobbobooboobosbobo
gbooobgooboboboboobooboobosbogboooboobuoobobboboobooboooboaso
gboobgooboboobooboobooooboo1rybobboobooboobobboboobOoobon
gb23000b00bgoooboobooboobobobooboo 28bgobgoobooboobooboobobo
gbooobgossgbgobooboooboobooboboobooboob BOoobobooboobooboobo
gbooobgoobob d0o0b oboobobooboobobboboo b ooboobooboobOon
gbooobdokboboboobuooboboooboobobobo gy oobooboboobooobOoobOon
good41po00boobobooobooboobobooboobo k80bobobbobooboobooboboo
ooooboob aE800b0b0oobo0boobobboobo0obo0bUobD 4eb0b0o0ObOo0ObOobObOoDnDO
ooooboobobobosioooboobooboboboobooboobobobobDo e20b00obobobOoboO
ooooboobobobobboobe7O00DbO0ODbUODDODODbDUOODO0ODODODDODDODODOODbD EBUDDODO
gooobooboobobobooboooboo 7nrbobboboobooboboboobDbooboDooboobOo 71oo
ooooboobobobobooobooboobooboo 20b0bbobboobooboobobooobOoobob
g77m000b00d0b0o0obobooob0ooboobobobooboo bbb obODbOobDO0bDOo0ObOobODDbODO
ooooowOoOobOOoobobooobooboobuoobooooobooo 89

REFERENCES

0000000000 0000000000 00000 0OD000DOO00boo0EIODOODODOODOUoDOOODO
O00O0O0O0O0O0OOOOOOO0OO120O151-1640 DO0OROOUOODODOOOO0OOOO0OOOOOOOOOOOOOOOOOOO
Oo0OO0OOOOOOOOOOOOOO00O00O0OOOOOO@Ee U000 ooo ooooooooo

O@997)0 1997000000000 0OD0O0O0O0O0ODO 0000000000@ocgD20060 0O OOOOOOOOODODOOOOOO
goO0C@ooooOOOOOOOOOOOODOODOODODOOOOO OO0 ODO0O000000O000O0OOoO0OOOOLBLOo
gooooOoOoOoOoOoOoOoOoOoOOOOCOOCOOOOOOOOOOOOOODOOOODOOOOOO(EMBAODODOOOOOODOOO
O@o4)UOI0000—000000000000000: 000000000 OO0 DO0DOODOO0ODOOUOULOOLOO-
o00oOo0o0oooo0ooDooO0ooboOoOoooDOOo0oOobD obDOoEos OO bOooooLbo0obboooooOoboooDoboOo-o



0000000000 00000000000000000000 0009 D000 o00DnooD0ooDoD0—0000
0.0000.000000000000000000000000000000@9)D 000000000 0oooooooog
O00000000000000 000EUOINDOONDN0O00N0N0N0DO00NDDO0NONoO34100 0000 O000O0O
glsosooo0 0 0000000000000 0000000NoooUooOo@OO) D000 0D0o0ooooooon
O00-0000000000000000000000@O0OO0)0 00oEoc4)i00000nooo0oonooooooooooog
000000000000 00O000oo000oo000o0o00ooo00oDoooooD oooEIS) OO OO OoOooog
O0000000o0o0o00ooooooo0ooo0 o000 00Do0oooooooooooooooooooog
00000000 000000000003 UDIIDNON0N0N0NO--000000N0N0N0N0N0N0NONS80035420 000000
gRoos)D0OO0OD00OD0OD0OD0ODODD:0000000000@Y) 0 000-000000000000000:0000000
0000 o0oooooEoecsoz03 0000000000000 0D: 00000000 DO0OD00ODO0O0O00 ODOoOEs)OOOn
O00000000000000078090-950 00019970 0000400000000:000000 00DORo3IODODOOO
00000000oo00oDoO00oo0o00ooO00ooO000oDoO00 00oooo0oooooEocs)DIDDoDooooog
0000000000000 04800157-1690 00019980 00 000DO00O0O0O0OODODOO0ODOOOODOOYO0O130-1320
gojoos)D0DOo0iDo00ooo0oo00ooooooDoO00DbDo000oDD00DODOD00DooDoD0—0O0o0ooDon
000000000o0o0o0oo0o0bDo00ooo0o oooEI)IDDDO@ D000 o0oUoooD 0D0O@eYsnoon
O0000000000000292025-290 D00 Ro0)UIDDODOODDDOOOON:DD0O0O00DOO0NON0OOOO 0O0o(2001)
0000000000 00ooo00ooo-00000000000000000000000000 000000 OEI4)DOOO
O00000000000000000000000002300181-2060 JOO@OCO)DODDODOODDOOOOODOOOOOOOOO
0000000000 00ooooo oooEIc)I OO0 0000o000oDo00ooo0ooDoDooooog
o00dE3UOIND0O0O0ND0O00NoDo00ND-0000000Noo000D0o0000o000Dooo0oo0oon 00O (2000)
0000000000 00000000000000000000000 D00 ERooS) U000 oo0oooDooooog
000210131-1440 D0 00000 DO O DDOOO0O0ONDDOO0ONOOO0N0NODOODOO0DOO3800O57-760 O ODOO
go0@EooeOODODODODODODODDODDODODODDO250071-940 D0 000D 0OOR4)DODOOOOOOOOOOOO
0000000000 00000000000001700115-1370 000040000 0ODODOO0DOOOOODOOOOOOOOOn
0000000000000 0O0O0O0O0O0O0O0ODO 0000000 RISUIDOINONDNONDNONONONONONONONONONONOOOOOOO2005
0g8de0 OO0 http://www.itri.org.tw/chi/components/jsp/shownews.jsp O O O O O O Adler, P. S. (1993). Time-and-motion regained.
Harvard Business Review, 71 (1), 97-108. Bhote, K. R. (1996). Beyond Customer Satisfaction to Customer Loyalty-The Key to Greater
Profitability. American Management Association, New York, 31. Bitner, M. J. (1992). Service capes:[J The impact of physical suring’s on customers
and employees. Journal of Marking, 5(April), 57-71. Brown, G. H. (1952). Brand loyalty-fact or fiction? Advertisting Age, 23, June 19, 53-55.
Bryman, A.00 Cramer, D. (1997). Quantitative Data nalysis with SPSS for Windows. London:Routledge Cunningham, R. M. (1956). Brand loyalty-
what, where, how much?. Harvard Business Review , 34, 116-128. Dick, A. S. 0 K. Basu. (1994). Customer Loyalth : Toward Anintegrated
Conceptual Framework, Journal of the Academy of Marketing Science, 22, Spring, 99-113. East, R., Hammond, K., Harris, p., & Lomax, W.
(2000). First-Store Loyalty and Retention. Journal of Marketing Management, 16(4), 307-325. Fornell, C. (1992, October). A National Customer
Satisfaction Barometer: The Swedish Experience. Journal of Marking, Vol.56, No.1, 6-21. Fornell, C., et al,[J (1992,January). The American
Journal of Marking,Vol. Index : Nature , Purpose , and findings, Journal of Marketing, VVol.60, No.4, 7-18. Frederick, F, R. & Schefter, P. (2000).
E-Loyalty. Harvard Business Review, Vol.78, No.4, 105-113. Gay, L. R. (1992). Educational Research Competencies for Analysis and Application.
New York:Macmillam. Gilmore James H /Pine M B. Joseph (1997, Jan./Feb.)d The Four Faces of Mass Customization, Harvard Business
Review, 91-101. Griffin. J, (1995). Customer Loyalty: How to Earn How to Keep It.Simmon and Schuster Inc. Gronholdt, L., et al . (2000, July).
The Relationship Between Customer Satisfaction and Loyalty: Cross — Industry Differences, Total Quality Management, VVol.11, 509- 516.
Gronroors, C. (1984). A service quality model and its marketing implications. European Journal of Marketing, VVol.18, No.4, 37-45. Hart
Chirstopher W. L. (1995). Mass Customization: Conceptual Understandings, Opportunities and Limits. International Journal of Service Industry
Management, VVol.6, No.2, 36-45. Haywood-Farmer , J. (1998). A conceptual model of service quality. International Journal of Operations and
Prouduction Management , VVol.8, No.6, 19-29. Jacoby, J.,00 Olson, J. C (1970). An attitude model of brand loyalty :conceptual underpinnings and
instrumentation research. In J. Jacoby and R. W. Chestnut(Eds.),1978. Brand loyalty: Measurement and management, 1-32. New York: John Wiley
O Sons. Jones, T. O. & W. Earl Sasser, Jr. (1995). Why Satisfied Customers Defect. Harvard Business Review, 73(6), 88-99. Kaiser, H. F. (1974).
An index of factorial simplicity. Psychometrika. Vol.39, 31-36. Lewis, R. C., 0 Booms, B. H. (1983). The Marketing Aspects of Quality in
Emerging Perspectives on Service Marketing Association, 99-107. Lewis, B. R., O Mitchell, V. W. (1990). Defining and measuring the quality of
customer service. Marketing Intelligence O Planning, 18, 11-17. Nauually, J. C. (1978). Psychometric Theory. McGraw-Hill, New York. Nunes, P.
F., & Kambil, A. (April, 2001). Personalization(l NO thanks. Harvard Business Review, Vol .79, Iss.4. 32-34. Oliver, R. L. (1981). Measurement
and Evaluation of Satisfaction Processes in Retailing Setting. Journal of Reatiling, Vol.57, No.3, 25-48. Oliver, R. L. (1997). Customer Delight:
Foundations, Findings, and Managerial Insight. Journal of Retailing, VVol.73, 311-336. Parasuraman , A., V. A. Zeithaml & L. L. Berry (1985). A
conceptual Model of Service Quality and Its Implications for Future Research. Journal of Marketing , 49(Fall): 41-50. Parasuraman, A., V. A.
Zeithaml & L. L. Berry (1988). SERVQUAL: A Multiple-Item Scale for Measuring Consurmer Perceptions of Service Quality. Journal of



Retailing, 64(1): 12-40. Parasuraman , A., V . A. Zeithaml, & L. L. Berry (1994). Reassessment of Expectations as a Comparison Standard in
Measuring Serice Quality : Implications for Future Research. Journal of Marketing , Vol.58 , Iss.1, 111. Parasuraman , A., V. A. Zeithaml, & L. L.
Berry (1991). Refinenement Reassessment of the SERVQUAL Scale. Journal of Retailing. VVol.67, Iss.4, 420-450. Parasuraman, A., Valarie A.
Zeithaml, & Leonard L. Berry (1996). SERVQUAL: A Multiple Item Scale for Measuring Consumer Perception of Service Quality. Journal of
Retailing, 64(1), 12-37. Pine 11, B. Joseph, (1993). Mass customization : the new fronti in business competition. Boston, Harvard Business School
Press. Pine M B. Joseph, (1993). Making Mass Customization Work. Harvard Business Review, VVol: 71, No.5, 108-119, Sep./Oct. Roosecoe, J. T.
(1975). Fundamental research on human behavior: A systematic guide to method. New York: Holt,Rinehart and Winston . Sasser, W. E., Olsen, R.
P. & Wyckoff,D.D. (1978). Management of Service Operations: Text,Cases and Readings, Alley and Boston, Inc, MA. Selnes, Fred. (1993). An
Examination of the Effect of Product performance on Brand Reputation,Satisfaction and Loyalty. European Journal of Marketing, 27(9), 19-35.
Shoemaker, S., 0 C. L. Robert. (1999). Customer loyalty: the future of hospitality marketing. Hospitality Management, 18, 345-370. Silver, G. D.,
Borenstein, D., & Fogliatto, F. S. (2001). Mass Customization: Literature review and research direction. International journal of production
econmics,72,1-13. Sirdeshmukh, D., Jagdip, S. & Barry, S. (2001). Customer trust, value, and loyalty in relation exchanges. Journal of Marketing,
Vol.66, No.1, 15-37. Wishers, W. (2002). Dimensions of Customer Loyalty. Cornell Hotel And Restaurant Administration Quarterly, 47 -59 .
Zeithaml, V. A. (1988). Customer perception of price quality and value : A means- end model and synthesis of evidence. Jounal of Marketing, 52,
2-22.00 0000 Ochs, N. V., (1999) Personalization and customization: where are they now? available at
http://msdn.mircrosoft.com/workshop/



