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ABSTRACT
The electric power is vitally related with national economic development and civil life; therefore, the request of society about service
guality to the Taiwan Power Corporation (TPC) is increasingly strict. So, how to provide a good quality service to promote the
satisfaction of customers and elevate the corporative image are important topics that affect the enterprise evolution. This research is
studying the customers of Taipei city branch of TPC by questionnaire survey, according to PZB service quality mode. The study
results went through statistic analyses to make these conclusions: 1. There are significant differences of the service standards between
customer’ s perceptions and expectations of service quality. 2. There are significant difference of the service quality between those
of the customer’ s expectation and TPC management recognition . 3. On variances of population statistics , except for their
education level there are no significant difference on the costumers’  perceptions, expectation and whole satisfactions. 4. The service
quality factor and whole satisfaction of customers present the positive correlation.
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