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Owing to the change of industrial structure and the awakening of
consuming consciousness, service quality, perceived value, DM advertising,
and customer satisfaction have become 1important tasks on business
management. Therefore, the managing policy of consumer-oriented is the
keypoint to promoting profit performance.

The purpose of this research is to explore the relationship among
service quality, perceived value, DM advertising, and customer
satisfaction of department stores by using Regression Analysis. The
objects of this research are the customers of one department store in
Taichung in Taiwan. We collected data through questionnare investigation
and got 341 valid questionnaires.

Results show that the three independent variables, service quality,
perceived value and DM advertising, can directly affect the dependent
variable, customer satisfaction, but the four datas, sex, marital status,
age, and occupation, can indirectly affect customer satisfaction. Hence,
in service quality, operators of department stores should offer perfect
service to satisfy the changing need of customers. And in percevied value,
to have customers enjoy the shopping by satisfied service quality is as
important as it can be. After that, customers are willing to share their
pleasing shopping experience with others. In addition, the design and
marketing of DM advertising should be more attractive in order to catch
customers’ attention and at the same time, offer copious information in
1t to get more reliance from customers.
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