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ABSTRACT
“ Military communication allows the troops to see and hear” . Without military communication, in worse situations, the internal
and external works of the whole troop will be seriously affected. In better situations, the troop will face the inconvenience; in the
worst situations, the normal operation of the troop will be influenced or even the national security will be considerably jeopardized.
The main purpose of this research is to explore “ the factors of telephone maintenance service quality affecting the customers’
level of importance and satisfaction” and we expect to upgrade the service quality through the improvement of the said factors to
increase the customers’ satisfaction. Based on literature review and according to the characteristics of work environments of the
units, the researcher generalized the five dimensions of service quality as the following: tangible aspect, competence aspect,
promptness aspect, precision aspect and manner aspect for questionnaire design. After collecting data by questionnaire survey, the
researcher used SPSS as statistical analysis for understanding the employees’ recognition in terms of the service quality aspects
which should be improved. Research finding: among the dimensions of maintenance service quality, the employees’  satisfaction
reveals the highest degree in competence aspect; the employees’ satisfaction reveals the lowest degree in tangible aspect; the
employees treat competence aspect as the one with the most important degree and they treat manner aspect as the one with the most
unimportant degree.
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