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The Study of Service Quality and Perceived Quality on Purchase
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Abstract

This Study want to discuss about when Taiwanese restaurant accept Chinese tours group.
The Service Quality and Perceived Quality will affect purchase intention or not. This study use
the way of questionnaire to collect data. By using SPSS 20.0 to measure reliability and validity
of variables. Regression analysis to test and verify the effect of purchase intention on Service

Quality and Perceived Quality
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