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ABSTRACT
As GDP increases, the quality of car usage and the emphasis placed on consumer demand also increases. In the domestic automobile
repairs industry, there is a growing trend for Experiential Marketing, bringing about constant innovations in the industry. To win
over more customers, many large domestic automobile repairs workshops have made big efforts to renovate their premises and hold
all kinds of exhibitions in order to create a new business environment that is different to the traditional one. However, given limited
resources, it is impossible to invest a large amount of capital into every single item of service. Thus it is important to identify qualities
elements that are vital, and then provide the customers with maximum efforts on these quality elements, thus attracting more
customers. There have been numerous studies related to the discussion of service quality based on consumer needs models.
However, most of these studies are conducted using a single theoretical foundation. Thus it is the aim of this study to combine
Experiential Marketing, the Kano Model, and Quality Function Deployment to conduct comparative study of demand models
targeting automobile repairs workshops, thus finding out the various characteristics of the Kano Model and the relationships
between the degrees of importance of Quality Function Deployment in the Quality Function Deployment. As a result, a strategy for
the service quality of the automobile repairs workshops is created.
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