
A Study of the Relationships between After-Sales Service　Quality and Products
Competitiveness - An　Example of Computer

洪健智、王學銘

E-mail: 9806203@mail.dyu.edu.tw

ABSTRACT

This study explores the relationship between after-sales service quality and products competitiveness. By way of the literature

discussion, the customer questionnaires survey and operates the SPSS statistics software analysis, further defines clearly both

relationship.

Along with Taiwan industry's reforming, service industry enhances unceasingly in Taiwan industry's proportion. Taiwan's computer

manufacturer nearly already moved to the product toward mainland China and so on wages inexpensive country manufactures, the

product quality is unable to grasp explicitly, therefore, if can complete the consummation the after-sales service quality, whether can

enhance the customer and reduces product life cycle cost (LCC) to the product satisfaction? This problem is worth us carrying on the

discussion.

This study is penetrates the questionnaires the way, please accept the computer to sell the field personnel to provide the after-sales

service consumer to help filling. Altogether has mailed 240 questionnaires, invites the consumer regarding relationship between

after-sales service quality, the product competitiveness and the customer satisfaction, carries on fills in answers. Altogether returned

200, elimination invalid questionnaire 35, altogether effective questionnaires 165, the effective questionnaires returned is 68.75%.

The study concludes that: 1. after-sales service quality do significant affect customer satisfaction, 2. products competitiveness do

significant affect customer satisfaction, 3. products competitiveness do significant affect after-sales service quality. Three suppositions

earn the part supported.
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