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The study of service satisfaction in basic-service administrations- A case study of

sub-ward(Li) chiefs in Kaohsiung city

Student : CHEN -CYONG JHANG Advisors : LI-WEN ZHI

Institute of Executive Master of Business Administration
National Kaohsiung University of Applied Sciences

Abstract

As the fundamental officer in Taiwan’s local self-governance,Li chief acts as important
role for the propaganda or implementation of government decree. Compared to the discussion
on the role of Li chief and Li administration in previous literatures, this research mainly
focuses on the village/Li institution or reform perspective. Therefore,the research aims to

study L.i resident’s service satisfaction through business management.

The research first designed evaluation model of basic-service administrations to establish
Li resident’s evaluation model of satisfaction. Second, it discovered the key factor from
survey to improve Li chief's service quality and efficiency. After 800 questionnaires were
distributed to Li resident, there were 406 valid questionnaires from 752 retrieved ones,
namely 53.98% valid response rate. The research results were thus found:(1)There are
significant differences between Li resident’s expected and perceived service quality.(2) There
are significant differences between Li resident’sdemographic variables and overall
perceived service quality.(3)There are significant differences between Li resident’s overall

perceived service quality and satisfaction

Keywords: Li chief, service quality, Li residents’ satisfaction
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