
A Study on the Relationships among Service Quality, Customer Satisfaction and Customer
Loyalty for Taiwan Financial Hold

洪志宏、賴文魁

E-mail: 9315870@mail.dyu.edu.tw

ABSTRACT

The thesis is investigated the influence and relationship of service quality, customer satisfaction, and customer loyalty of life

insurance companies under Financial Holding Company by questionnaires. The conceptual framework is based on Storbacka,

Strandvik, & Gronroos’s “A Relationship Profitability Model”. The design of this questionnaire is based on Likert’s five points

scale analysis. We use Cronbach’ α to examine the reliability of constructs. We analysis 189 qualified pcs with SPSS, and

LISREL, that received from 400 questionnaires pcs. The major results of this study are: 1. The positive impact of service quality on

customer satisfaction implies that the more service quality life insurance offers, the better customer satisfaction will be. 2. Customer

satisfaction indeed has a significantly positive impact on relationship strength and customer loyalty in life insurance. 3. Customer

satisfaction makes positive outcome with commitment. 4. Bonds makes positive outcome with relationship strength.

Keywords : Financial Holding Company ; Service Quality ; Customer Satisfaction ; Customer Loyalty

Table of Contents

封面內頁 簽名頁 授權頁 iii 中文摘要 iv 英文摘要 v 誌謝 vi 目錄 vii 圖目錄 x 表目錄 xi 第一章 緒

論................................................1 1.1 研究背景與動機.....................................1 1.2 研究目的...........................................3 1.3 研究

流程...........................................4 1.4 研究對象與範圍.....................................5 1.5 研究限制...........................................5 第二章 文

獻探討............................................6 2.1 我國金融控股公司與壽險商品相關文獻.................6 2.1.1 我國金融控股公司型

態...............................6 2.1.2 金融控股公司對我國金融業之影響.....................7 2.1.3 保險業的商品介紹..................................11

2.2 服務品質理論......................................15 2.2.1 服務品質的定義....................................15 2.2.2 服務品質的觀念性模

式..............................17 2.2.3 服務品質之衡量....................................20 2.3 顧客滿意度理論....................................26 2.3.1 顧客滿

意度的定義..................................26 2.3.2 顧客滿意度衡量....................................29 2.4 顧客忠誠度........................................30

2.4.1 顧客忠誠度的定義..................................30 2.4.2 顧客忠誠度的衡量..................................32 2.5 服務品質、滿意度、關係

強度和忠誠度關係之探討......33 2.5.1 服務品質和顧客滿意度之關係........................33 2.5.2 顧客滿意度與關係強

度..............................37 2.5.3 顧客滿意度與顧客忠誠度的關係......................40 第三章 研究方法...........................................43 3.1

研究架構..........................................43 3.2 研究假說..........................................44 3.3 操作性定義........................................46 3.4 研

究設計..........................................50 第四章 實證分析...........................................55 4.1 樣本結構分析......................................55

4.2 信度與效度之分析..................................59 4.3 敘述性統計分析....................................66 4.4 T檢

定.............................................75 4.5 因素分析..........................................76 4.6 線性方程模式檢驗..................................82 4.7 單

因子變異數分析..................................91 第五章 結論與建議 ........................................107 5.1 結論.............................................107

5.2 建議.............................................113 參考文獻..................................................116 附錄......................................................129

REFERENCES

中文部分: 1.王文宇(2002)，新金融法，台北:元照 2.王正通(2003)，台灣金融控股公司發展趨勢之研究，大葉大學事業經營研究所 3.何雍

慶、蘇雲華(1995)，服務行銷領域顧客滿意模式及服務品質模式之比較研究，輔仁管理評論，第二卷，第二期，頁37-64 4.呂堂榮(2001)

，國道客運業服務品質、顧客滿意度與移轉障礙對消費者行為意向之影響，國立交通大學運輸科技與管理研究所 5.李榮謙(2002)，我國

金融整合的發展及其衍生的政策議題，華信金融季刊，第十八期，頁47-83 6.周文欽(2002)，研究方法－實徵性研究取向，台北:心理 7.周

文賢(2002)，多變量統計分析，台北:智勝 8.周逸衡、關復勇、滕以勇(1998)，人員服務接觸與消費者反應間關係之研究-以眼鏡業為例，

中華民國商業流通研討會 9.林君漉(2001)，金融控股法探討，金華信證券，頁6 10.林志寰(2003)，銀行服務品質與顧客滿意度研究─以信

用卡為例，大葉大學事業經營研究所 11.林陽助(1996)，顧客滿意度決定模式與效果之研究-台灣自由小客車之實證，國立台灣大學商學

研究所博士論文 12.林鴻聯(2001)，我國金融控股公司與國外綜合銀行之比較研究，國立臺灣大學國際企業學研究所 13.邱皓政(2000)，量

化研究與統計分析:SPSS中文視窗版資料分析範例解析，台北:五南 14.柯虹如(2002)，內部行銷對商業友誼與顧客滿意、顧客忠誠影響之

研究─以汽車修護業與產險業為例，朝陽科技大學企業管理研究所 15.徐英倫(2001)，高雄市民營固網電信顧客滿意度之研究，國立高雄

第一科技大學行銷與流通管理所 16.高桑郁太郎著、劉天祥譯(1994），顧客第一，台北:中國生產力 17.張伊嫻(2002)，服務品質、顧客滿



意度、信任、承諾與行為意圖間關係之研究－以銀行業為例，大同大學事業經營研究所 18.張志宏(2002)，量販店業顧客滿意度與顧客忠

誠度之研究，淡江大學管理科學研究所 19.張佩寧(2003)，研究金融控股公司成立前後風險值之差異─以玉山金控為個案分析，大葉大學

事業經營研究所 20.許俊雄(2001)，金融機構顧客滿意度評量模式之研究，銘傳大學金融研究所 21.許展維(2000)，銀行兼營保險之服務品

質、知覺價格、顧客滿意度及顧客忠誠度之關聯性研究，靜宜大學企業管理研究所 22.郭炳宏(2002)，金融控股公司合併後顧客滿意度之

研究─以日盛國際商業銀行為例，義守大學/管理科學研究所 23.陳利光(2001)，台灣旅行業顧客關係對顧客滿意度及忠誠度之影響－台

北縣市之實證研究，輔仁大學管理學研究所 24.陳智德(2001)，管理顧問業服務品質、顧客滿意度與顧客忠誠度研究，國立成功大學企業

管理研究所 25.黃美卿(1998)，銀行關係價值-忠誠度模式之實證研究，國立雲林科技大學企業管理研究所 26.黃清文(2001)，金融保險化

後顧客購買銀行保險之購買意願研究－以服務品質觀點觀之，靜宜大學企業管理研究所 27.黃鴻斌(2002)，健康體適能俱樂部會員參與動

機、顧客滿意度及忠誠度關聯性之研究─以金牌健康體適能俱樂部為例，南華大學旅遊事業管理學研究所 28.劉文彬、石裕泰(2002)，企

業監控與金融控股公司的合併，華信金融季刊，第十七期，頁65-101 29.劉伊真(2000)，台灣地區航空貨運承攬業關係價值、關係強度與

顧客忠誠度模式之研究，國立海洋大學航運管理學系 30.衛南陽(2001)，服務競爭優勢－探索永續經營的奧秘，台北:商兆文化 31.盧玟

洵(2003)，台灣金融控股公司組織設計之研究，大葉大學事業經營研究所 32.蘇雲華(1995)，服務品質衡量方法之比較研究，國立中山大

學企業管理研究所 英文部分: 33.Aiello, C. & Rosenberg, J. L. (1976). “Consumer Satisfaction: Toward an Integrative Framework, 

”Proceedings of the Southern Marketing Association, pp.169-171. 34.Anderson, E, & Weitz, B. (1987). ”Resource Allocation Behavior in

Conventional Challels”, Journal of Marketing Research, Vol.24, Feb., pp.85-97. 35.Anderson, E. W. & Sullivan M. W. (1993). “The

Antecedents and Consequences of Customer Satisfaction for Firm,”Marketing Science, Vol.12, No.2, pp.125-143. 36.Anderson, E. W., Cales

Fornall ＆ Donald R. Lehmann (1994). “Customer Satisfaction, Market Share, and Profitability:Findings From Sweden”Journal of Marketing,

Vol.58, Jul., pp.53-66. 37.Bentler, P. M. (1995). “EQS structural equations program manual,” Encino, CA: Multivariate Softwave. 38.Bhote,

Keki R. (1996). “Beyond Customer Satisfaction to Customer Loyalty-The Key to Greater Profitability,”American Management Association,

New York :pp.31. 39.Bollen, K. A.（1989）. Structural Equations with Latent Variables, New York: John Wiley and Sons. 40.Bolton, R. N. &

Drew J.H. (1991). “A Multistage Model of Customers’ Assessments of Service Quality and Value,” Journal of Consumer Research, Vol.17,

Mar. pp.375-384. 41.Bowen, J. T. & Shoemaker S. (1998). “Loyalty: A strategic commitment,” Cornell Hotel and Restaurant Administration

Quarterly, Vol.39, No.1, pp.12-25. 42.Byrne, B. M., (1989) A Primer of LISREL: Basic Applications and Programming for Confirmatory Factor

Analytic Models. New York: Spinger-Verlag. 43.Byrne, B. M., (1994) Structural equation modeling with EQS and EQS/Windows. Newbury Park,

CA: Sage. 44.Cardotte, Ernest R. Robert B. Woodruff & Roger L. Jenkins, (1987).’’Expectations and Norms in Models of Consumer Satisction

’’, Journal of Marketing Research, pp.305-314。 45.Cardozo, R. N. (1965). “An experimental study of customer effort, expectation &

satisfaction,” Journal of Marketing Research, Vol.2 Aug., pp.244-249. 46.Carmines, E. & McIver, J., （1981）. “Analyzing Models with

Unobserved Variables: Analysis ofCovariance Structures,” In G. Bohmstedt and E. Borgatta (Eds.), Social measurement:Current Issues, Beverly

Hills, Calif: Sage. 47.Churchill, Gilbert A. Jr. & Carol Surprenant (1982). “An Investigation into the Determinants of Consumer Satisfaction,”

Journal of Marketing Research, Vol.19, Nov., pp. 491-504. 48.Cronin, J. J., Jr. & Taylor S.A. (1992). “Measuring Service Quality:A

reexamination and Extension,” Journal of Marketing, Vol.56, pp.55-68. 49.Crosby, L. A., K. R. Evans & Cowles D. (1990). “Relationship

Quality in Services Selling: An Interpersonal Influence Perspective,” Journal of Marketing, Vol.54, Jul., pp.68-81. 50.Czepiel, J. A. (1974)

Perspective on Consumer Satisfaction, Conference Proceddings, pp.119-123. 51.Dabholkar, P. A., Thorpe, D. I., & Rentz, J. O. (1996). “A

Measure of Service Quality for Retail Stores: Scale Development and Validation,” Journal of the Academy of Marketing Science, Vol. 24,

pp.3-16. 52.Day, R.L. & Landon E.L. (1977). Toward a Theory of Consumer Complaining Behavior, in Consumer and industrial Buying

Behavior,Archwoodside, Jagdish Sheth and Peter Bennett, eds.Amsterdam:North Holland Publishing Company Press. 53.Day, Ralph L. Perreault

& William P. Jr. (1997). “Extending the Concept of Consumer Satisfaction in Adnance in Consumer Research”, Association for Consumer

Research, pp.149-154. 54.Deming. W.E. (1986). Out of the Crisis, Cambridge Mass, Cambrid-ge University Press. 55.Dick, Alan S. & Basu, Kunal

(1994). “Customer Loyalty:Toward an Integrated Conceptual Framework,”Journal of the Academy of Marketing Science, Vol.22, pp.99-113.

56.Dwyer, F. R. Schurr, P. H & Oh S. (1985). “Point of Purchase Buyer-Sell Relationship”, Journal of Marketing, Vol.51, Apr., pp.11-27.

57.Engel, F. & Blackwell R. D. (1982). Consumer Behavior, 4th ed. New York: The Dryden Press. 58.Farsad, B. ＆ Elshennawy, A. K. (1989). 

“Defining Service Quality is Difficult for Service and Manufacturing Firms,” Industrial Engineering, Mar., pp.17-19. 59.Ford, David (1980). 

“The Development of Buyer-Seller Relationships in Industrial Markets,” European Journal of Marketing, Vol.14, No.5/6, pp.339-354.

60.Fornell, C. (1992). “A National Customer Satisfaction Barometer: The Swedish Experience,” Journal of Marketing, Vol.55, pp.1-22

61.Griffin, J. (1995). Customer Loyalty, Simmon & Schuster Inc. 62.Griffin, J. (1997). Customer Loyalty: How to Earn It, How to Keep It. NY:

Lexington Book. 63.Gronroos, Christian (1984).”A Service Quality Model and Its Marketing Implication, “European Journal of Marketing, Vol.

18, No.3, pp.40. 64.Guielford, J. P. (1965). Fundamental Statistics in Psychology and Education. 4th Ed., New York, McGraw-Hill Inc. 65.Hair, Jr.

J. F., R. E. Anderson, R. L. Tatham, and W. C. Black, Multivariate Data, Analysis, 4th Ed., 1995, Prentice Hall, Englewood Cliffs, NJ.

66.Haywood-Farmer, John (1988). “A Conceptual Model of Service Quality,”International Journal of Operations and Production Management,

Vol.8, pp.19-29 67.Hempel, D.J. (1977). “Customer satisfaction with the home buying process: Conceptualization and Measurement,” in The

Conceptualization of Consumer Satisfaction and Dissatisfaction, Cambridge, Mass: Marketing Science Institute. 68.Hennig-Thuran, T. & Klee, K.

(1997). “The Impact of Customer Satisfaction and Relationship Quality on Customer Retention: A Critical Reassessment and Model

Development,”Psychology and Marketing, Vol.14, No.8, pp.797-64. 69.Hernon, Peter, Nitecki. Danuta A., & Altman, Ellen. (1999). “Service



Quality and Customer Satisfaction: an assessment and future directions,” The Journal of Academic Librarianship, Vol. 25, No.1, pp.9-17.

70.Heskett, James L., Thomas O.Jones, Gary W. Lovemen, W. Earl Sasser & Leonard A. Schlesinger (1994). “Putting the service-Profit Chain to

Work,”Harvard Business Review, Mar./Apr., pp.164-174. 71.Howard & Sheth, J. N. (1969). The Theory of Buyer Behavior, New York, John

Wiley & Sons Inc. 72.Hu, L. and P. M. Bentler, (1999). Cutoff Criteria for Fit Indexes in Covariance Structure Analysis: Conventional Criteria

Versus New Alternatives, Structural Equation Modeling, Vol.6, pp.1-55. 73.Jones, Thomas O. & W. Earl Sasser, J.R, (1995). “Why Satisfied

Customer Defect, ”Harvard Business Review, Nov/Dec, pp.88-99. 74.Joreskog, K. G. and Sorbom, D. (1989). LISREL 7: Users’A guide to the

program and applications. Chicago: SPSS 75.Joreskog, K. G., & Sorbom, D. (1989). LISREL 7: A Guide to the Program & Applications. Chicago:

SPSS Publications. 76.Joseph J.C., Jr. & Steven A. Taylor (1994). SERVERF Versus SERVQUAL: Reconciling Performance-Based and

Perceptions-Minus-Expectations Measurement of Service Quality, Journal of Marketing, Vol.58, Jan., pp.125-131. 77.Kaiser, K. F., (1974). “An

index of factorial simplicity,” Psychometrika, Vol. 39, pp. 31-36. 78.Klaus, P. G. (1985). “Quality Epiphenomenon:The Conceptual

Understanding of Quality in Face-to-Face Service Encounter”, in The Service Encounter“Managing Employee/Customer Interaction in Service

Business. John A. Czepiel, Michael R. Solomon, and Carol F. Surprenant, eds.,Lexington Books, Lexington, MA, pp.17-33. 79.Kotler P. (1994).

Marketing Management: Analysis, Planning, Implementation, and Control, Prentice-Hall, Inc, 8th. 80.Kotler, P., (1992). “Marketing’s New

Paradigm: What’s Really Happening Out There” Strategy & Leadership. Chicago Sep/Oct Vol. 20, Iss. 5; pp.50 81.Kotler, P., (1994).

Marketing Management-Analysis, Planning,Implementation, and Contro, 1, 8th. Englewood Cliffs:Prentice-Hall. 82.Kristensen, K., Martensen, A.

& Gronholdt L. (2000). “Customer Satisfaction Measurement at Post Denmark: Results of Application of the European Customer Satisfaction

Index Methodology”, Total Quality Management, Vol.11, pp.509-514 83.Lethinen, Jarmo R. (1983). “Customer Oriented Service System”,

Service Management Institute Working Paper, p2. 84.Lethinen, Uolevi & Lethinen, Jarmo R. (1991). “Two approaches to service quality

dimensions”, Service Industries Journal, Vol.11, pp.287-303. 85.Lewis, C.R. & Bernard H. B. (1994). “The Marketing Aspects of Service Quality

”, In Emerging Perspectives on Service Marketing L. Berry, G. Shostack, and G. Upah, Chicago: American Marketing, pp.97-107. 86.Liljander &

Strandvik (1995). “The nature of customer relationships inservices,” Advances in Services Marketing and Management, Vol.4, Winter,

pp.141-167. 87.Liljander, V. & Strandvik, T. (1993). “Different Comparison Standards as Determinants of Service Quality,” Journal of

Consumer Satisfaction, Dissatisfaction and Complaining Behavior, Vol.6, pp.118-132. 88.Mano, H. & Oliver, R.L. (1993). “Assessing the

Dimensionality and Structure of the Consumption Experience: Evaluation, Feeling, and Satisfaction.” Journal of Consumer Research, Vol.20,

Dec., pp.451-464. 89.Martin, W. B. (1986). “Defining what service quality is for you,” The Cornell Hotel and Restaurant Administration

Quarterly, Feb., pp.32-38. 90.McDonald, R.P., & Ho, M. R. (2002). Principles and practice in reporting structural equation analysis.Psychological

Methods, Vol. 7, pp.64-82. 91.Mohr, J. & Spekman, R. (1994). “Characteristics of partnership success, partnership attributes, communication

behavior and conflict resolution techniques”, Strategic Management Journal, Vol.15, No.2, pp.135-152. 92.Morgan R. M. & Hunt S. D. (1994). 

“The Commitment-Trust Theory of Relationship Marketing,” Journal of Marketing, Vol.58, July, pp.20-38. 93.Muller, K, &. Wilson D. t

(1988). “Interaction Perspective in Business Marketing: An Exploratory Contingency Framework”, Institute for the Study of Business Markets,

Report 11: Pennsylvania State University Park, PA. 94.Oliva, T.A., Oliver R.L. & MacMillian I.C. (1992). “A Catastrophe Model for Developing

Service Satisfaction Strategies, ”Journal of Marketing, Vol.56, Jul.,pp.83-95. 95.Oliver, R. L. (1981). “Measurement and evaluation of

satisfaction processes in retailing setting,”Journal of Retailing, Vol.57, Fall, pp.25-48. 96.Oliver, R. L. (1993). “Cognitive, Affective, and

Attribute Base of the Satisfaction Response”, Journal of Consumer Research, Vol.20: pp.418-430. 97.Oliver, R. L. (1997). Satisfaction-A

Behavioral Perspective on the Consumer, McGraw-Hill Companies, Inc. 98.Oliver, R. L., & Desarbo, W. S. (1998). “Response Determinants in

Satisfaction Judgments,” Journal of Consumer Research, Vol.14, pp.495-507. 99.Oliver, R. L., Rust, R. T. & Varki, S. (1997). “Customer

Delight Foundations, Findings, and Managerial Insight,” Journal of Retailing. No.73, pp.311-336. 100.Ostrom, A. & Iacobucci, D. (1995). 

“Consumer Trade-Off and the Evaluation of Services,” Journal of Marketing Research, Vol.59: pp.17-28. 101.Parasuraman, A., Zeithaml V. A.

& Berry L. L. (1988). “SERVQUAL:A Multiple-item Scale for Measuring Consumer Perceptions of Service Quality,”Journal of Marketing,

Vol.64, No1, pp.12-40. 102.Parasuraman, A., Zeithaml V. A. & Berry L.L. (1991). “Refinement and Reassessment of the SERQUALScale”

Journal of Retailing, Vol.67, pp.420-450. 103.Parasuraman, A., Zeithaml V. A. & Berry L.L. (1994). “Reassessment of Expectations as a

Comparison Standard in Measuring Service Quality: Implications for Further Research,” Journal of Marketing, Vol.58, Jan, pp.111-124.

104.Parasuraman, A., Zeithaml V.A. & Berry L.L. (1985). “A conceptual model of service quality and its implication for future research,”

Journal of Marketing, Vol.49, No.3, pp.44-50. 105.Prus. A. & Brandt.D.R. (1995) “Understanding Your Customers,” Marketing Tools, Jul/Aug,

pp.10-14. 106.Reichheld, F. F. & Sasser W.E. (1990). “Zero Defections:Quality Comes to Service,”Harvard Business Review, Vol. 68, Sep/Oct,

pp.105-111. 107.Reynolds, F. D., Darden, W. R. & Martin, W. (1974). “Developing an image the store-loyal customer”, Journal of Retailing,

Vol.50, No.4, pp.73-84 108.Rust, R. & Zahorik, A. (1993). “Customer Satisfaction, Customer Retention, and Market Share.” Journal of

Retailing, Vol.69, No.2, pp.193-215. 109.Sasser, W. E., Olsen, R. P. & Wyckof, A. (1978). “Management of service Operations”, allyn and

Bacon, pp.21. 110.Schvaneveldt, S. J., Takao Enkawa, & Massmi Miyakawa (1991). “Consumer evaluation perspectives of service quality:

Evaluation factors and two-way model of quality,” Total Quality Management, Vol.2, No.2, 149-161. 111.Selnes, F. (1993). “An Examination of

the Effect of Product Performance on Brand Reputation, Satisfaction and Loyalty,” European Journal of Marketing, Vol.27, No.9, pp.19-35.

112.Sirohi, N., McLaughlin E.W. & Wittink, D. R. (1998). “A Model of consumer Perceptions and Store Loyalty Intentions for a Supermarket

Retailer,” Journal of Retailing, Vol.74, No.2, pp.223-245. 113.Storbacka, K., Strandvik, T. & Gronroos, C. (1994). “Managing customer



relations for profit: the dynamics of relationship quality”, International Journal of Service Industry Management, Vol.5, pp.21-38. 114.Stum, D.

L. & Thiry A. (1991). “Building Customer Loyalty,” Training and Development Journal. Vol.4, pp.34-36. 115.Takeuchi, H. & Quelch J.A.

(1983). “Quality is more than making a good product,” Harvard Business Review, Vol.61, Jul/Aug., pp.139-145. 116.Tanaka, J. S. and Huba,

G. J. (1984). “Confirmatory hierarchical factor analysis of psychological distress measures,” Journal of Personality and Social Psychology, Vol.

46, pp.621-635 117.Teas, R. K. (1993). “Expectations, Performance Evaluation and Consumers'' Perceptions of Quality,” Journal of Marketing,

Vol.57, No.4, pp.18-34. 118.Tes, D. K. ＆ Wilton (1988). “Models of Consumer Satisfaction Formation; An Extension”, Journal of Marketing,

Vol.52, No.2, pp.204-212. 119.Westbrook, R. A. (1980). “Intrapersonal Affective Influences on Consumer Satisfaction with Products,” Journal

of Consumer Research, Vol.7, pp.49-54. 120.Woodruff, R. B., Cadotte, E. R. & Jenkins, R. L. (1983). “Modeling Consumer Satisfaction Process

Using Experience-Based Norms,” Journal of Marketing Research, Vol.10, pp.296-304. 121.Woodruff, R. B., Cadotte, E. R. & Jenkins, R. L.

(1983). “Modeling Consumer Satisfaction Process Using Experience-Based Norms,” Journal of Marketing Research, Vol.10, pp.296-304.

122.Zaltaman, G. and Burger P. C. (1975) Marketing Research Fundamentals and Dynamics. 123.Zeithaml, V. A. & Bitner M. J. (1996). Services

Marketing, New York: McGraw-Hill. 網站部分: 124. http://www.boma.gov.tw/ 財政部金融局 125. http://www.insurance.gov.tw 財政部保險

司 126. http://www.ctnbank.com.tw 產業調查與技術季刊 127. http://www.lia-roc.org.tw 中華民國人壽保險商會同業公會


