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ABSTRACT
A Taipei Rapid Transit System is the first rapid transit system in Taiwan, and its operation result represents a symbol of promoting
modern transportation system at urban areas in Taiwan. From the process of planning formal inauguration to the early stage of the
operation, the system was condemned and questioned by the entire society if it could continue to further the construction of
operation lines due to a series of flats, car fire, thunder stroke, etc . Since2001, the ridership had reached 800,000 per day, and
profits began to be gained from the loss after the submersible cost was deducted. Therefore, based on viewpoints of business
operation, this research aims to probe into the relationship between the outcome of customer-satisfaction surveys and comments &
suggestions every half year and look for service-failure and work on service-recovery in an effort to provide suggestions for Metro
Taipei to promote service quality in the future. From this research, we discover the following important issues: In the process of
making customer-satisfaction surveys during the research, the entire customer satisfaction reaches 86.2%; however, the 33 questions
listed on the survey could not totally reflect the content of the surveys and occupies 56.34% of all, which means 43.66% of possible
service-failure needs to be found by virtue of comments and suggestions to help the further service-recovery, not only by
customer-satisfaction surveys. Passengers seldom reflect their dissatisfaction with the service, even rarely shows their compliments
when they feel satisfied with the service. The reason why passengers are willing to give positive response to Metro Taipei through
comments and suggestions is that our staff offers excellent service. Otherwise, passengers also vent their discontent towards wide
issues. The result from customer-satisfaction surveys and comments & suggestions indicates that passengers are more dissatisfied with
the average waiting time, the feeling towards ventilation & air conditioning, the usage of tickets, the signals, the convenience of
parking lots (cars, motorcycles, and bikes), and the number of toilets. Comparing to the ordinary passengers, the handicapped are
more dissatisfied with the usage of obstacle-free facilities, inclusive of entering and exiting obstacle-free routes in stations, the
convenience of elevators, obstacle-free ticket gates, wheelchair areas in trains, and obstacle-free toilets.
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