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The Development of the Customer Satisfaction Modd and Customer Clustering for the

Internet Stockbroker

Student Chen-Yen Lee Advisors Dr. Chin-Bin Wang .

Department of Management Information
The M.B.A. Program

Nan-Hua University

ABSTRACT

The customer satisfaction have regarded as a tool in measuring the businesses
sarvice gap. Theinternet sockbrokers are rising industries so that there are few literatures
of customer satisfaction of internet stockbroker. Lack of knowledge about customers
preference and attribute lead internet stockbroker difficult in decison-making. Data
Mining is agood method that can help the industry solution in those problems.

The purpose of the study is to build a customer satisfaction mode of internet
stockbroker from a perspective of the online stock trading process. The internet
stockbroker can improve its service quality by using thismodel. The factor analys's of
multivariate data andlyss is used to extract the customer satisfaction into various
dimensions. The clugtering analysis (SOM + K-means) is used to divide the online stock
trading customers by the trading attributes of the customers.

The study is surveyed by questionnaire, and findly 492 questionnaires are obtained.
The result shows that the customer satisfaction modd divides into four factors, including
persond sarvice qudity, trading system qudlity, trading stable and safety, and benefits.
The customers divide into three group, i.e. low potentia, middle potentia, and important
customers.

Keyword: Customer Satisfaction, I nternet Stockbroker, Clustering Analysis.
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