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Abstract

Notebook computer manufacturing is
an 1mportant high-tech mdustry for Taiwan’s
economy. Statistics showed that the notebook
computers form Taiwan has constituted about
32% of the world Therefore,
mmplementing total quality management
(TQM) system to notebook manufacturers
may provide key competire edge to

volume.

increase their product’s quality, reduce cycle

time and the cost.

As a sub-project 4 of the overall project,
“Benchmarking Total Quality Management
Systems of Taiwan’s Notebook Industry,”
this study intends to
1) develop a customer satisfaction (CS)

model specially for notebook industry.

2) define some mmportant constructs of
customer’s satisfaction with respect to
notebook’s qualities.

3) construct a customer satisfaction index
and use 1t to benchmark Taiwan’s
notebook manufacturers CS maturity
levels.



4) help manufacturers to establish a strategy
or roadmap for improving customer
satisfaction.

5) establish a feedback channel to pass the
customer satisfaction information back to
the manufacturer’s total quality
management system.

The project 1s divided into three years. In the

second year, we survey the manufacturers’

customer satisfaction information based on
the model and CS scale developed mn the first
year. Moreover, we benchmark all notebook
manufacturers at Taiwan.

Keyword: SERVQUAL, Total Quality,
Customer Satisfaction Model,
Benchmarking.
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