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Abstract

Asaresult of changesin economic
activities and industrial structures,
marketing philosophy has evolved from
production orientation to sales
orientation to the modern market
orientation philosophy. Besides,
consumers are conscious about their
rights in the exchanges. Consequently,
customer satisfaction has become the
central element in marketing activitiesin
that meeting customers' needs has
created a competitive advantage for
marketers. The primary purpose of this
study isto construct a consumer
satisfaction model by replicating the
expectancy disconfirmation model
proposed by Fornell (1992) and Fronell,
Johnson, Anderson, Cha, and Bryant
(1996). Also, the measures of life
styles are included to examine the



relationship between life style and

satisfaction toward various industries.
A sample of 1200 respondentsasa

result of stratified sampling method was

interviewed. The analyses from 1026

useabl e questionnaires show the

following primary findings:

1. The expectancy disconfirmation
model isnot avalid model to study
consumers' satisfaction toward an
industry for Taiwanese due to cultural
differencesin reaction to the variables.

2. Lifestyle measurements were
included in this study to examine
whether lifestyles have an impact on
satisfaction toward an industry.

(1) Compared totheresultsof Lai and
Cheng (1997), the common
lifestylefactors of thetwo studies
appear to be significantly different
on fashion orientation, attitude
toward health, cooking, artistry
and public affairs.

(2) A cluster analysis using lifestyle
factorsthat respondentsthought to
be important reveals three
lifestyles—active, moderatist, and
faineaut. Satisfaction toward six
of the eight industries
(telecommunication, appliance,
department stores, banking,
hospital, and post service) are
significantly different asafunction
of lifestyles. The results of this
study could be valuable for
practitionersin strategic planning.
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