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ABSTRACT
As fast development of economy, the improvement of social diversification and living standard, and influence of living styles from
Europe, America, Japan,etc, the demands for the imported furniture increase day by day. This research tries to analyze the
relationships between consumers’  living styles and satisfaction and then to reveal consumers’  preference toward imported
furniture and also examine consumers’  different product preference through different points of views of living styles for improving
better managing tactics. This research takes consumer’ s varied living styles and their characterics as key factors to analyze
consumers’  satisfaction. The object of this research is IKEA’ s consumers. The data would be collected by questionnaires and
analyzed by descriptive statistics, Reliability, validity, Factor Analysis, t-test, and One-Way ANOVA. The result indicates that
consumers’ varied living styles don’ t affect the satisfaction. Age levels and education levels only have slight influence on
satisfaction. However, the rest of factors don’ t bring out any significance. This means that consumers’  satisfaction towards IKEA
are divided into mainly levels. At the top of IKEA’ s satisfaction pyramid is their company image, then service qualities, and then
the qualities of the products. However, at the bottom of the pyramid is reasonable pricing.
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