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Abstract

To keep abreast of the high level of community developmerts and the rapid
increment of trading activities in Taichung City, consumers are constantly facing
decision-making problems of various purchasing options such as budget allowance, brand
selection, brand preference and store choice. Therefore, the understanding of customers
entire consuming behavior is the very basic as well as the single mgor task among
numerous marketing activities of a chain bookstore.

This study explores the research of the consumers  satisfactory level and the
marketing strategy of a chain bookstore. The area of research is centered in Taichung
City and targeted at the less-known Nobel Bookstore as the consumer observation index.
The study uses demographic variables, basic book purchasing groups and bookstore
attributes as independent variables respectively, in order to explore consumers
purchasing motivation, attitude towards chain bookstores and the relationship between
the level of importance and the level of satisfaction. The study further uses the view
point of EKB model in the attempt to understand consumers book purchasing behavior
in order to find out the diversities among different factors, so as to provide consulting
suggestions for the service providers of Nobel Bookstore at the moment of making up
their managerial and marketing strategies.

This study utilizes the method of structured questionnaires to collect 177 effective
samples. In the analysis methodology, the study uses the statistical methods such as One-
way ANOVA in analyzing the collected sample data.

The results of this study suggest the following findings:

1. With respect to “ gender”, female customers usually would spend time
contemplating more questions prior to purchasing. Accordingly, their
requirements as to the quality of products would be raised muchhigher such asin
the areas of book cover, quality and price. The sense of purchasing the best and
perfect goods for hersalf has long been rooted in afemae’ s heart.

2. Regardless of any age group, customers are all eager to take advantage of the
convenierce of the purchasing location such as the convenience of parking, the
usability of credit cards, the store hour extension and the book preordering.
Middle-age customers in the age group of 30-39 especially are most eager to take
advantage of the convenience of parking. They are always busy at work and have



little time for strolling the bookstore. Once they have time to do so, they would
not want to spend their valuable time looking for a street parking spot.

3. Taichung flagship outlet of Nobel Bookstore is a well-designed cozy and spacious
chain bookstore in Taichung City, in which many customers are often seen
browsing books in tranquility. The cozy and lofty environment enables these self -
esteemed perfect quality pursuers to swaying freely inside and savoring leisurely
the enjoyment of the book. Therefore, this new type of chain bookstoresis, in the
readers eyes, yet indeed another aternative of recreational where abouts.

Keywords chain bookstores, consumer, satisfaction, marketing strategies
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