A Study of the Armed Forces Logistics Policy[] Taking the Utilization of Warehouse as an
Example to Research the Relation
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ABSTRACT
This research takes the down sizing and operation process simplification faced by the MND of R.O.C. as precondition, to inquire
into the relationship (affection) between wholesalers service quality felt by troops and customer satisfaction of the subordinate armies
" usage of “ consumable parts supply agreement” signed with commercial wholesalers, and the objects of this research are
officers, soldiers and employees who work in the Army, Navy, Air Force, and Combined Logistics Command, which uses the supply
agreements. The questionnaire is utilized as research method. 450 questionnaires were sent out, 311 were recovered. After
statisticing and analyzing the data via t-examination and variation, the conclusions are as follow: The key point of satisfaction of
commercial “ consumable parts supply agreement” and service quality from the user units is related to the five factors of service
quality: visibility, reliability, response, assurance, and concern, and it’ s predictable. From here, it' s understood that if the
contractors are able to keep upgrading or improving the five factors of their service quality, the integrated customer satisfaction from
user units will be increased. The commercial businesses usually ignore military organization characteristics and limitation under the
impact of national logistics transformation, fast and diverse civil environmental changes. Through the methods of this research, we
found that there are still a lot of issues of service quality and customer satisfaction from the military authority need to be re-analyzed.
The suggestions of this research provide important references of logistics policy correction to the MND military command
departments and subordinates.

Keywords : supply agreement ; service quality ; customer satisfaction ; wholesaler ; logistics policy
Table of Contents

o0 ooooOOoOoDoOoooOoO0O0ooOoOoU0OooOooU0UOoOOOoUOUOOCOUOUOOOO0ODOOOO0ODOOOODOO
gooooodoOoooogivOdOooooOoOooDOoOo0oOoDoOOoOOoDOoUOUOOoOoOdOvOOoOOoDOooOooDoOO
oooobooboooooboboviboboboooooboooooboboooooboooooviboboooooboo
ooodbOobo0oooobobo0o0ooDxoooboooooobooooOobDUobObOOooDOoboooxoboo oo 1120
gbooobgooboboboobooboobobl2ogbooboooobo0oboobobboo413b00bOon
gboooboobobobobooobs1400b0obbobo0ob0o0obooboobobe0bb 00 2200 O
goooboobobboobooboobsz220b0ooboobooooboooboobOoos2300booboOon
goooboobobobobnz240000b00bobbo0ob0o0obo0obOob21250000b000bOoobOoonoo
ooooboob2s00b0oboo0os1igobobobobooobooobooboob2rs20gbooobooboonoo
ooo0obgoob28330000oboobobooobooboobo4340booboboboboooboobOon
ook i00doboob0 4100000000000 O0ObDO0O0ObO0ObO3s4200000b0o0obOoOobOobDO
040430 000000000000 000O0O0ODO0ODO4344000000000000O00O0D0ODODDOODOOS74500
0o0o00bO0o0obobobobooobogooss46e000oboobobobooboDooboUeOD O 00 51000
0000b00ob0obobobooobogoe252000000b00bO0bDbO0obD0o0obDOo0be4b3ngnooobogon
gboooboobooobogobesdb0noOoboooOoobO0boOoobOOobesbOobDoboooobOoboboOooDoOon
gooooboooo7zibofboooooooooooboooooob0Bdooooooboooooboboobooooo
ooodvwoOOob 011goobo0oooooboooooboboooooboobD10200boooooboboboOoonoGg

ooooboobooorb210bo0bo0ooooboooobooboooobooeoz220000oboooooDoon
gboooboobgbzebs10000000b0ooboobooboobobob2rbe- 100 00DO0DODODODn

gbooobgoobobobgr20b0 bz-10b00b00obo0booboobobbobooooz2200bobDOoO
gboobgoobobboboobdnnoz23bgbooboobobbobooboobobb04024000D0
go0o00boobOobbooboobOoobleib25SERVQUALLDODODODOODOO0ODLO0DOODOO021026000
gboooboobobboobooboobobz222b270boobobbo0obo0obo0obobbOobOoU24031d
oboooboobobbooboobooboobozros20booooboobOo0obOooboOobDoOoboooOaso

03-300000boobobooobooboobobbosoos400bgobobboobooobooboobon



obo3203-500000 0000000000000 O00bO00b3B 04100000 0DbD0OO0DbO0ODO0ODbDO0ODbDA
0420000000000000O000DO0O0DO0ODODO4043000000000O0O0OD0O0ODO0ODOODOO
04204400000000000000O0000O0O0O0O0D0O0O43 045000000 0DbD0OODbODODOODbDOODO
0b0dd404600000000000O0000O0ODODO0ODO0ODUODO4D470D000DOODDODODODODOODO
00o0bgo4 0480000000000 0O00OODO0ODO0ODODDOODO4 D490 0O0DODODOUODOUODO
ooooboobOob47bo41000000000000O00O0DOODODOOO48 041100 000O0ODO0ODODOO
oboooboboooobo4d4120000000000DO00OOODO0ODO0ODOOD® 10430 0000000DO0O0OO
obooobobooooosib440000000000O000O00ODO0ODOOOODOS204 15000 00000D00OO
oo0oobOobo0oooobs3t4-1e000booooboboooboobooooboos3b4-1i7ydbooooooon
gooobgoobobobogossb4-18000bobooboobooboboobgoossb4-19000n00gogoo
gbooobgobobboobosed4-200 000000000000 0O0bO0O0DbO0ODbOS7T04210000000¢0O
goooboobobboobogsob4220 00000000000 0bO0ObO0O0DbO0DbODGeo

REFERENCES

000000 10000190 000000000000000-000000000000000D0D2200400031-360 2.
00001900 0000000000000000000000D0300024-410 3.009%00000000000000000O
00200100 4 0000000200300 5. 00002004000 0000000000000000000000O0D0O0O0ODOOO
0 —-0000000000000000000000000000 6.00002002000000000000000000DO00O0O
000000000 0000000000000 00000000000000000000 7.00002002000000000
0000000000000 00000000000000000000000 8.0000000000001990 000000
O000000000-0000000000000000D0D04003000323-33909.00002000000000000000
O00000000000000 1000001960000 000000000000000000 11.00002004000000
000000000000 000000000000000000000000000 000000 1. Anderson, Rolph E., Claes
Fornell and Donald R. Lehmann O 19940 , Customer Satisfaction, Market Share, and Profitablity: Findings from Sweden, Journal of Marketing,
580 Julyd , pp.53-66. 2. Berry, L. L., Seiders, K., and Grewal, D. 0 200200 , UnderstandingService Convenience, Journal of Marketing, 6600 July
0, 1-17. 3. Berry, L. L., Seiders, K., and Grewal, D. 0 20020 , UnderstandingService Convenience, Journal of Marketing, 660 July(l , 1-17. 4.
Cardozo, R.N. 0 19650 , An Experimental Study of Customer Effort, Expectation and Satisfaction, Journal of Marketing Research, Vol. 2, pp.
244-249. 5. Czepiel, J. A., and Rosenberg, L. J. 00 19740 , Perspective on Consumer Satisfaction, AMA Conference Proceedings, pp. 199-123. 6.
Day, R. L. 0 19770, Extending the Concept of Consumer Satisfaction, Advances in Consumer Research, Vol. 4, No. 1, pp. 149-154. 7. Flanagan,
A., and Frederick, H. 00 199300 , The Relationship Between Employee Perceived Service Climate and Consumer Satisfaction, Journal of
Marketing, Vol. 42, No. 1, pp. 24-33. 8. Handy, C. R., and Pfaff, M. 0 197500 , Consumer Satisfaction with Food Product and Marketing Service,
Journal of Business Research, Vol. 15, No. 11, pp. 49-61. 9. Kotler, P. [0 199401 , Marketing Management-Analysis, Planning, Implementation,
and Control, New Jersey, Prentice-Hall. 10. Kotler, P. 00 199400 , Marketing Management-Analysis, Planning, Implementation, and Control, New
Jersey, Prentice-Hall. 11. Lovelock , C. 00 19830 , Classifying Service to Gain Strategic Marketing Insights, Journal of Marketing, VVol.47, pp.9-20.
12. Lovelock , C. 0 200100 , Service Marketing : People , Technology ,Strategy . New Jersey : Prentice Hall . 13. Mittal, B., and Lassar, W. M.

0 19980 , Why Do Customers Switch? The Dynamics of Satisfaction Versus Loyalty, Journal of Services Marketing, Vol. 12, No. 3, pp. 177-194.
14. Parasuraman, A., Zeithaml, V.A. and Berry, L.L. 00 19850 , Quality Counts in Service, Too, Business Horizons , \Vol.28, pp.44-53. 15.
Parasuraman, A., Zeithaml, V. A., and Berry, L.L. [0 198500 , A Conceptual Model of Service Quality and Its Implication for Future Research,
Journal of Marketing, VVol.49, pp.41-50. 16. Parasuraman, A., Zeithaml, V. A, and Berry, L. L. 0 198800 , Communication andControl Processes
in the Delivery of Service Quality, Journal of Marketing, Vol.52, No. 2, pp. 35-48. 17. Parasuraman, A., Zeithaml, V. A, and Berry, L.L. 00 1994
O, Alternatives Scales for Measuring Service Quality:A Comparative Assessment Based On Psychometric and Diagnostic Criteria, Journal of
Marketing, Vol.70, pp.201-230. 18. Ruyter, K. D., Bloemer, J., and Peeters, P. 0 19970 , Merging Service Quality andService Satisfaction: an
Empirical Test of an Integrative Model, Journal ofEconomic Psychology, Vol. 18, , pp. 387-406. 19. Singh, J. 0 19910 , Understanding the
Structure of Consumers’  Satisfaction Evaluations of Service Delivery, Journal of the Academy of Marketing Science, Vol. 19, No. 3, pp. 223-244.
20. Zeithaml,Valarie A. and Mary Jo Bitner(d 199601 , Service Markting McGral-Hill., p.123.



