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ABSTRACT
The main structure of this research is organizational culture, service quality, and standard operation procedure. Collect and restudy
related articles also refer the interview data for owner, labors, and consumer of fast food industry to understand relationship between
organization culture, service quality, and stand operation procedure. This research collected and generalized related articles also
arrange interview contents to build three structures (organizational culture, service quality, and standard operation procedure) for
range of service quality of fast food industry. This research also used quality analysis and system dynamic to build one reasonable
feedback cycle figure of cause and effect. The research used analysis of cause and effect feedback cycle figure to find out related
factors for effecting service quality and further understood relationship of each factors. The conclusion of research is positive
feedback for cause and effect feedback cycle. Use cause and effect feedback cycle figure to find out main factors and carry out
improve ways. The variables effects each others while created feedback cycle, so the research need to concern relation of factors
between every structure and asked two structures to connect tightly to match real situation. For this reason, if the corporation could
control main factors for each structure and bit negative effects for limit conditions, it will improve market completion advantages for
service quality of fast food industry.
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