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ABSTRACT
Purpose of vehicle inspection system is to make sure that vehicle is still at above good condition of low damage to environment,
efficient power source usage and safety, and key to get the condition is to have continuous and periodical maintenance. Most
governments set regulation of vehicle inspection system, in order to standardize mechanical function and quality for new cars and
in-use cars with impartial, righteous and public testing, and to keep vehicles in normal operation generally. But in these regulations,
usually lack of appropriate maintenance management, so as to Taiwan. Therefore, between vehicle "maintenance™ and "inspection”
fields, there should be improvement needed. "Maintenance-Inspection combination system", is to with compulsory continuous and
periodical maintenance to replace some inspection task, or to set required periodical maintenance as pre-conditioning of inspection.
Above 2 kinds of methods do be able to benefit and have observable improvement on 4 targets of : Offer convenience to citizen
Increase efficiency of inspection Reduce corruption Improve vehicle management This study is with 2 major research methods of
""guestionnaire to opinion leaders" and "focus group interview" to investigate if "Maintenance-Inspection combination system™ is a
mass acceptable vehicle inspection system in relative fields, and with SWOT analysis to predict execution Strength, Weakness,
Opportunity and Threat, then develop implement strategy for future government regulation set up reference. Expect to input
opinion for contribution on vehicle inspection management by the "Maintenance-Inspection combination system".

Keywords : Maintenance-Inspection combination system, Vehicle inspection system, Work shop, periodical maintenance, periodical
inspection
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