The Customer for bank network service and satisfied experiment research - As
JIHSUN-BANK as example

goougon

E-mail: 9422450@mail.dyu.edu.tw

ABSTRACT
As the Technology process, Internet becomes million public substantial daily tooling. Now day, The Banks are facing huge
competition, therefore, developing or creating various promotions to stimulate the customers; as this reason, the internet bank
became an important promotion tooling and method for all banks. This research is based on JIHSUN-BANK customers, to realize
whether the customers satisfied and its network service quality has related. Through this research, found out the network bank
service provide “ reality” ,“ reactivity” ,“ safety” ," communality” ;“ competently” ;“ conveniently” and the customers
satisfied has positive connection. From this result could tell, the banks enhance the network services is right and positive improve the
customers satisfied from the Internet banking service.
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