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Abstract

The study investigated the customers who use mobile phone service in Tainan city by
questionnaire survey, extracted four factors by factor analysis, studied the relationships
between customer satisfaction and customer loyalty, and to probe into the customer
satisfaction and customer loyalty in mobile phone service industry. According to factor
analysis, reliability analysis, correlation analysis, and Markov chain theory, the results show:
Chunghwa Telecom has the highest communication quality satisfaction and long-term market
share, suitable for quality oriented and market expansion strategy. Taiwan Cellular Corp. has
the highest customer convenient satisfaction, highest on-line quality, and lower long-term
market share, ideal for customized oriented, quality oriented and rapid-penetration strategy.
Far EasTone has the highest communication channel satisfaction, and lower long-term market
share, best for service oriented and rapid-penetration strategy. KG Telecom has the highest
price and customer equity satisfaction, and suboptimal long-term market share, applicable for

economical oriented and extension use strategy. TransAsia Telecom has the highest price and
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customer equity satisfaction, and median long-term market share, applicable for economical
oriented and increase penetration strategy. The correlation analysis indicates that the customer
satisfaction and customer loyalty have positive relations. Therefore, each mobile phone
service provider should develop marketing strategy according to the above survey report to

promote customer satisfaction, further customer loyalty, and increase market competent.

Keywords: Customer Satisfaction, Customer Loyalty, Markov Chain,
Mobile Phone Service Industry
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