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ABSTRACT

With the development of internet has brought the revolutionary impact for the way
of traditional financial investment. Domestic and foreign securities have scrambled to
launch online stock. Therefore, it is directed at online trading investors’ demands to
understand service quality that customers really care, and improve them are becoming
increasingly essential topic. This study attempts to identify the dimensions of importance
and satisfaction of service quality of online stock trading, and constructs importance
satisfaction analysis model to become helpful reference for the existent or new entrant
securities in implementing online stock trading service quality. Also it provides securities
industry’s objective criteria to evaluate the performance of implementing service quality.
The empirical results show that the online trading customers focus on six important
dimensions of service quality. They are the quality of security, convenience, personal
service, bandwidth and layout design, richness and real-time of information, and benefits.
The three satisfied dimensions of service quality are execution the transaction process,
attachment of service contents, and security and after sale service. And importance
satisfaction analysis model can define the quadrant of service quality elements that
contributes to securities industry in administration strategic mean.
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