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ABSTRACT

This paper provides a brief of Service Profit Chain (SPC) which covers the profitable value
and services process as key conceptual and process; customer loyalty, employee loyalty, customer
satisfaction, employee satisfaction, employee productivity, service value, profitability and revenue
growth, including the implementation to the organization practices as well. SPC is alternative for
cooperate strategy which can drive organization to achieve the objective and goal also generate

organization profit and competitiveness.

Keywords : Profitability, Services process, Service profit chain
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