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摘  要 

以金融業來說「顧客」是該行業最主要的衣食父母，其目的在提供服務給客顧，

以滿足他們的需求，來賺取利差及手續費。根據中央銀行金融局的統計資料顯示，至

民國101年5月31日止，全臺灣本國銀行金融機構家數為39家，說明了目前銀行業正處

於一個競爭激烈的環境中，而各家銀行如何在此惡劣的環境生存下來？除了要在公司

治理上有所改革外，更重要是有效的幫顧客在金錢上做避險外，必須僅僅抓牢銀行業

最重要的有形資產「顧客」。進一步讓顧客感到舒適、信任及滿意，這就是現在銀行

業最首要的目標之一，因此銀行業要能準確評估顧客的滿意度，讓顧客滿足需求，所

以顧客滿意就是企業經營的重要課題，顧客滿意度越高越好，銀行營運績效自然就會

提高，也增加競爭能力，更可以大大提升存活的機率。 

研究結果發現，銀行合併前後顧客對服務品質、顧客滿意度與顧客忠誠度，其中

顧客對忠誠度裏提高手續費為不顯著差異，其餘皆為有顯著差異；不同人口統計變項

之顧客對服務品質、顧客滿意度與顧客忠誠度以教育程度、婚姻狀況、職業與銀行往

來期間有顯著差異；其餘皆為無顯著差異。 

最後，透過本研究證實顧客對服務品質、滿意度與忠誠度是有相互關聯的，建議

銀行業除了要注重企業形象外，還必須隨時注意行員的服務態度，進而提升顧客的服

務品質，使顧客對企業更有信賴感，這樣滿意度自然會提高，顧客就願意再來銀行接

受服務，進而建立其顧客忠誠度，創造出顧客與銀行雙贏的局面。 
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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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