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ABSTRACT

Many studies explored the factors affecting customer loyalty in the past. So far,
a more comprehensive structure has not been proposed yet. To further discuss this
area, this study aims at covering the variables such as service quality, relationship
quality and product quality affecting customer loyalty. Customer participation is
determined as the intervening variable and involvement is selected as the moderating
variable.  This industry involves direct interactions with its customers. By
considering this, the customers over 20 (inclusive) of Chinatrust Commercial Bank in
Kaohsiung were sampled as the subjects for the research.

250 valid copies of the questionnaire were collected. The regression analysis
shows that service quality, relationship quality and product quality create positive
effect on customer participation at a significant level. In addition, customer
participation has positive effect on customer loyalty at a significant level. Customer
participation exhibits intervening effect between the variables of service quality,
relationship quality and product quality and customer loyalty. This study thus makes
related suggestions based on the above-mentioned results.

Keywords: Service Quality ~ Relationship Quality ~ Product Quality -

Customer Participation ~ Customer Loyalty ~ Involvement
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