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ABSTRACT

This study explores Vietnamese consumers' perceptions of key factors in
operating a Taiwanese breakfast model. The research uses the questionnaire survey
method, and the service quality part of the research tool is the SERVQUAL scale,
which consists of 5 dimensions, which are used to measure the customer's perception
of the importance of service quality, including tangibles, reliability, responsiveness,
assurance and empathy. The method of data collection was online questionnaire
survey, and a total of 337 valid questionnaires were recovered. This study uses SPSS
software for data analysis. The analysis methods include reliability analysis, factor
analysis, descriptive statistics and dual importance mapping. The results of the
research show that, after analyzing the service quality and product quality of the
Taiwanese breakfast model, the respondents concluded that the two-dimensional
attribute are as follows: there are 7 items of attractive attribute, 8 items of one-
dimensional attribute, 5 items of necessary attribute and 5 items of indifference
attribute. Finally, the study makes recommendations based on the results of the
analysis.
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