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ABSTRACT
ABSTRACT This research mainly is investigated the influence and relationship of customer value , customer satisfaction , customer
loyalty and customer profitability for the credit card department of bank under Financial Holding Company by questionnaires
survey and financial information exposition material. The conceptual framework is based on Storbacka , Strandivk & Gronroos’ s
“ A Relationship Profitability Model” . The design of this questionnaire is based on Likert’ s five point scale analysis. The financial
information uses the credit card information. We received from 500 questionnaires pcs and analysis 264 qualified pcs with SPSS and
LISREL. The major results of this study are : 1. When credit card of the card bank provides to the customer the higher value
cognition, the customer can have a higher degree of satisfaction. 2. When the customer degree of satisfaction is higher, the customer
also is willing to credit card of the bank with commitmemt. 3. When the credit card customer degree of satisfaction is higher,
between the customer and the bank credit card bonds to be able to have a more intense influence. 4. When the customer degree of
satisfaction is higher, the customer also can have the higher customer loyalty regarding the credit card. 5. Credit card customer
loyalty higher, its customer profitability to be also higher. Key Words : Customer Value , Customer Satisfaction , Customer Loyalty ,
Customer profitability .
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