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Using PZB Model to Explore Service Quality 
of Household Registry Office

Tsan-Ming Chang, Yung-Chia Chang, Ming-Chu Lee, 
Chung-Ming Tsai, May-Chu Lee

Abstract

This research surveys the degree of satisfaction to the service quality provided by Daili 
Household Registry Offices through individual interviews to the people who visited Daili 
Office during normal business hours.

Our analysis uses reaction, tangibles, reliability, empathy, and assurance as five main 
aspects to evaluate the service quality.   Through confirmatory factory analysis (CFA), it is 
proved that these five aspects comply with the PZB service quality mode.  Furthermore, 
Pearson correlation analysis shows these five aspects are positively correlated with the 
people’s total satisfaction. 

In general, this study finds genders and educational backgrounds do not significantly 
affect the degree of satisfaction to the service quality.  Elder subjects tend to have higher 
degree of satisfaction while farmers have the lowest satisfaction among all occupations.  
Moreover, should the computerized process currently promoted by the government be more 
popularized, people would have higher satisfaction toward the service quality.
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