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Abstract

The objectives of this research are to study the direct, indirect and overall effects of (1) expectations
and perceptions of image, and perceived quality on customer satisfaction and (2) customer satisfaction on
customer loyalty. The research framework was adapted from the American Customer Satisfaction Index
Model: ACSI. A total of 532 subjects were selected using a multi-stage sampling method. The research
data were analyzed using Structural Equation Modeling (SEM).The findings indicated that (1) the image,
expectations, percieved value and percieved quality had effects on customer satisfaction, (2) customer
satisfaction had an effect on customer loyalty and customer complaints. We can conclude that service
quality was the most outstanding factor to enhance business identity. To enhance custormner satisfaction,
which leads to customer loyalty and fewer customer complaints, we should pay attention to every aspect
of service quality, such as service provision, the service process and the service location. This will lead
to an overall improvement for banking sector.

Keywords: The American Customer Satisfaction Index Model (ACSI), Structure Equations Model (SEM)
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