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ABSTRACT
This study mainly personnel of R.O.C Army who participate in cyber caf? satisfaction, involvement levels and loyalty, also to discuss
different items and situations. All the research comes from ten army military units in the middle of Taiwan. This research used
guestionnaire to collect data, the total questionnaire handed out are four hundered, and 261 of them, 65.2%, were valid. Data were
processed by descriptive statistics, estimation of reliability, item analysis, Chi-square, t-test, ANOVA, Scheffe’ s test comparison
afterwards, Pearson product-momen correlation and simple regression. The results were found as followings: 1. Base on effective
polls, most of the military personnel cyber caf? custermers are male, compulsory soldier, go to cyber caf? once a week, less than one
hour, spend 1001-3000 NT per a month, and didn’ t log on at the same cyber caf?? 2. Most of the custormers feel satisfaction on
connecting speed and quality, computer and screen quality, the amount of the software and computer desk. And they feel
dissatisfaction on air quality, cleanness of rest room and environment, and price of beverage. The customers involve level is between
3-5, and it belongs to the middele level. About 50.2%-54.4% of customers hold the postive attitude, and have the willing to log on
again. 3. There are great discrepancy on postive attitude and prepurchase willing, and it base on the frequency, time, market
distinction and loyalty. 4. Customer’ s satisfaction and loyalty have signiticantly correlation. 5. Involement level have adjustment
function to the customer’ s satisfaction and loyalty.
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