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Abstract This Study Categorized Service Quality of Banks into Interaction Quality, Physical
Environment Quality, and Outcome Quality, and Proposed a Structural Model for Each Dimension of
Service Quality on Customer Satisfaction, Persistence Intention and Cross—buying Intention, and
Conducted an Empirical Analysis on the Customers who Use Banks. First, it was Confirmed that Three
Dimensions of Service Quality Physical Environment Quality, Interaction Quality and Outcome Quality
are One of the Sources that Form the Customer Satisfaction for Banks. Second, the Higher the Perceived
Bank's Interactive Product Quality, Outcome Quality, and Physical Environment Quality Perceived by
Customers Using Bank, it's Shown to have more Positive Effect on Customer Satisfaction, and the
Effect Size was Shown in Order of Interaction Quality, Physical Environment Quality, and Outcome
Quality. Third, Customer Satisfaction on Bank Services was Shown to have a Positive Effect on
Relationship Intention and Cross-buying Intention. Finally, Based on the Results of this Analysis, the
Implications of this Study and Future Research Directions were Presented.
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FEO 542 NEEMS EQR thed 2 AGFI=851, IFI=966, CFI=966, RMSEA=058%
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HA7E 465% ol A7F 535%E uEsroew d® 27t gl Ao FlE I tH39-401.

R 2007 24%, 30tH7F 235%, 40t HASEHRBAS B4 A3 2F 2dAAY @

por MEAEE(CRE BT
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Table 1 Identified Factor Analysis of measurement Model Analysis

Variable B t-value p CR
Interaction 1 817
. Interaction 2 874 14.551 stk
Interaction -
i Interaction 3 901 15.315 ok 856
Quality Interaction 4 .860 14.499 Hokk
Interaction 5 366 14.669 ook
Outcome Outcome 1 813
i Outcome 2 936 11.053 HHK 802
Quality Outcome 3 877 6.878 ok
Physical iﬁyS%C‘a} : ;g 13.602 oo
. ysical 2 . . stk
Environment Physical 3 889 9.753 . 847
Quality Physical 4 892 9.133 .
Satisfaction 1 821
Satisfaction 2 389 15.708 ook
Customer - -
Satisfacti Satisfaction 3 920 16.503 ok 879
atistaction Satisfaction 4 855 14,766 .
Satisfaction 5 554 8.278 ok
Relationship Relat%onsh%p 1 710
I ) Relationship 2 364 10.851 otk 812
ntention Relationship 3 787 10.152 -
Cross-Buying Cross—Buy%ng 1 912
I ) Cross—Buying 2 928 17.695 otk 858
ntention Cross-Buying 3 852 17.299 .
X2:330.618(d.f.:197, p=.000), GFI=.877, AGFI=.851, IFI=.966, CFI=.966, RMSEA=.058
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Table 2 Inter-Construct Correlations and AVE

Seale Inter-Construct Correlations
1 2 3 4 5
Vividness 702
Valence 11 747
Attribute 215%x 1645 751
Information Acceptance U5k 3304k 098 799
Intention
Re-MOM Intention 221 %% 21 1% 22T %% 288 769

The diagonal part is the AVE value, and the bottom left part is the correlation coefficient.

#*<(0.05 *x<0.01

A x2=378923(df=207, p=0.000), GFI=883, &= Zolx& o
AGFI=.852, NFI=908, CFI=955 RMSEA=056% Au=E2e] FA488le] i
JE paAEe e
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w3 gleletan ey

Table 3 Statistic Results of the Hypothesis

g 7Hd 5 AEE AT

o
AZATTE 548(t=7.696, p<.O0DZ YESTE o]

. Standard

Hypothesis . t-value Result
coefficient

H1 431 5.849x3 Accept

H2 186 3,298« Accept

H3 382 4,291 Accept

H4 735 8.376%* Accept

Hb5 548 7.696%* Accept

x3=378.923(d.f=207, p=0.000), GFI=.883, AGFI=.852, NFI=.908, CFI=.955, RMSEA=.056
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