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ABSTRACT
As the financial holding law has been put into effect limitations on financial diversification is relieved. Domestic financial industries
are increasingly looking forward to creating profitable environment through diversified management and restructure. Recent years
the change and financial product increase in consumptive concept, coupled with the issuance of credit cards of new banks and
foreign banks, especially the stepping-in of new banks which make use of high quality and high rate service to attract customers, the
effects of bank service quality and customer satisfaction factors how shown more research attention. These areas are the focuses of
the study. The finding researchs are 1)service quality has significant relation to customer satisfaction;2)different service quality has no
significant difference with customer satisfaction;3)different genders has significant difference with various service
dimensions;4)different ages has significant difference with various service dimensions; 5)different occupations have significant
difference with various service quality dimensions ;6)different educations have significant difference with various service quality
dimensions;7)marital status with actual income has no significant difference with various service quality dimensions. However,
gender, marital status, age, occupation, age and monthly actual expenditure have no significant difference with customer satisfaction.
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