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Customer Service Quality -~ Satisfaction -~ Customer
Loyalty before and after Bank mergers

— A Case Study in C Bank
Student : Yeh,Chih-Jen Advisor : Hsieh,Kun-min

Institute of Finance and Information,

National Kaohsiung University of Applied Sciences
ABSTRACT

For banking industry, “customer” is the most valued asset. Banks provide service to
customers and try to satisfy their needs in order to earn service fee and spreads. According
to the Financial Bureau of Central Bank, until May, 31, 2012, there are 39 banks in Taiwan
and this figure indicates that the banks are staying in a highly competitive marketing. How
can they survive in this harsh environment? Besides the innovation on management, hedging
effectiveness for customers is the most important key strategy. To make customers feel
comfortable and satisfied is the main goal of banking industry. Therefore, banking industry
shall be able to evaluate customers’ satisfaction accurately and then satisfy their needs. The
higher satisfaction from customers, the better performance efficiency will be generated. That
will enhance the banks’ competition, and also increase their survival chance.

The research explores the customers’ awareness toward service quality, customer
satisfaction and customer loyalty before and after merger. In the part of customer loyalty,
“Increasing service fee” shows no obvious difference, while the others show obvious
difference.

Therefore, service quality can positively affect customer satisfaction, and then
influence customer loyalty. Furthermore, there is a difference between customer cognition
and expectation toward service quality

Finally, the research proves the correlations among service quality, customer satisfaction
and customer loyalty. Therefore, the researcher suggests the bank has to value their
reputation, and attaches importance to their staff’s service manner to their customers in
order to upgrade service quality and increase customers’ trust toward the enterprise. As the
satisfaction increases, the customers are willing to patronize again and then they will build
their loyalty toward the enterprise. The bank and the customers can create a win-win
situation.

Keyword : service quality, customer satisfaction, customer loyalty,

bank mergers
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