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ABSTRACT
Seeing from the view of customer satisfaction, whether customers are satisfied with the service quality closely depends on the level of
service quality. The excellent service quality can improve the customer satisfaction and create the admirable evaluation. Thus, focal
point of military accounting audit department lies in helping the business segments reach the administrative goals. Also, the
interaction between military accounting audit department and business departments will be closely associated with the unit harmony
and smooth task completeness. Thus, the military accounting audit department shall gradually improve the service quality so as to
reach the customer satisfaction and promote the task efficiency and affair performance of accounting audit. The purpose for this
research is mainly aimed to investigate the variables for military members’ personnel affairs if it exists in any variance for the
service satisfaction provided by the military accounting audit department so that we can propose with the suggestion to improve the
service quality available for further improvement made by the military accounting audit department with efforts to promote
customer satisfaction and performance of accounting audit affairs. The conclusion for this research is described as below: 1. The
customer satisfaction provided by military accounting audit department is classified as central units (including subordinate units),
logistic commander department, military police, air force, navy and the union logistic units ranked as the last place. It indicates the
central units (including subordinate units) are mostly composed of members Seeing from the view of customer satisfaction, whether
customers are satisfied with the service quality closely depends on the level of service quality. The excellent service quality can
improve the customer satisfaction and create the admirable evaluation. Thus, focal point of military accounting audit department lies
in helping the business segments reach the administrative goals. Also, the interaction between military accounting audit department
and business departments will be closely associated with the unit harmony and smooth task completeness. Thus, the military
accounting audit department shall gradually improve the service quality so as to reach the customer satisfaction and promote the task
efficiency and affair performance of accounting audit. The purpose for this research is mainly aimed to investigate the variables for
military members’  personnel affairs if it exists in any variance for the service satisfaction provided by the military accounting audit
department so that we can propose with the suggestion to improve the service quality available for further improvement made by the
military accounting audit department with efforts to promote customer satisfaction and performance of accounting audit affairs. The
conclusion for this research is described as below: 1. The customer satisfaction provided by military accounting audit department is
classified as central units (including subordinate units), logistic commander department, military police, air force, navy and the union
logistic units ranked as the last place. It indicates the central units (including subordinate units) are mostly composed of members
customer satisfaction, other items will positively affect the customer satisfaction. Thus, after the military promoted the “ elite and
reality personnel reform” from July of 1997, currently, the military personnel organizations has dramatically alternated. It is
basically required for the military accounting audit department to continue the reform all the time. The staffs from the accounting
audit department shall pay the highest attention to the importance of “ service quality” so that they just can correct the flaws of
service quality to satisfy the customer demands with the best service. Thus, it is just available for the accounting audit department to
breakthrough the current situations and create the new atmosphere.
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