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ABSTRACT

Recently years, the newly promoted cash cards become popular personal financial services. Ever since the outburst of the twin cards

tornado, cash cards is transforming from cash cow to a trouble maker. In order to improve marketing strategy of cash cards. This

research is designed to understand the relationship between service quality and customers’ post-purchase behavioral intentions of

cash cards. Thus, in this research, employs the P-Z-B model, which divides service quality into five facets, including “tangible,” 

“reliability,” “responsive,” “assurance,” and “empathy,” to explore the relationships between the service quality and

post-purchasing behavioral intensions for Cash Cards in Taiwan. The analysis results of the survey indicate that (1) there is

significantly difference between the customer emphasis and satisfaction toward service quality; (2) in demography, gender , marriage

, education, and average monthly income have significantly difference with various dimensions of service quality; age, occupation,

and average monthly income have significantly difference with various dimensions of post-purchasing; (3) there exists a positive

relationship reflected by the dimensions of service quality, loyalty and pay more;(4) there exists a partly negative relationship

reflected by the dimensions of service quality, dissatisfied and transform . In accordance with the observed results, several strategic

suggestions are proposed for the Cash Card’s Publisher in the Taiwan to improve their service quality.
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