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ABSTRACT
Follow with the change of the times, the development of national economy, service sector has become the main industrial structure
in Taiwan. Service quality is one of the most important courses of service sector. The food and beverage market is becoming more
competitive and power has gradually been transferred from the sellers to the buyers (customers), giving buyers a greater choice of
service and products. Therefore, in such competitive situation, get the competitive advantageous of non price, to improve service
quality, increase customer satisfaction and get more profit will of the most important points of food service industry in the future.
This research takes chain steak restaurants as an example to discuss the relationship between service quality and customer
satisfaction. Hope this research would provide the information with which to improve his market position and operational efficiency.
The result shows that the gap between the customer’ s expectation and the recognition of the administration quality is significantly
wide. The service quality of taxation administration consists of fore dimensions, trust and response, reliability, tangibility and
concern. The quality of conception service is the determinant, and it has significant positive correlation with the customer’ s
satisfaction. Marital status, ages, education levels and average month revenue is significant difference between some service quality
dimension. Key Words: service quality, customer satisfaction, chain steak restaurants
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