B A

=
H?:U. 59

B’ 5 e R FHHE K2
¥ L AE L AR E
¥ + 3w L

HEBEEAREZRFRA-UMGFEATIEGH
3 A & #E 2 SE By 151

Antecedents of Customer Loyalty:Moderator of Relationship Age
and Example of Kaohsiung Rapid Transit Corporation

B OE A AR R
FEHK  ETE2E B4

t ¥ K B 103 £ 06 A



PEBELRAEZ R RN - UHABFEA
FHE S E A F MR ES B

Antecedents of Customer Loyalty:Moderator of
Relationship Age and Example of Kaohsiung Rapid
Transit Corporation

oK A SERT
FEHIZ TEE HE

ERAUYY ViR T
CRPEARALABESE
M+t WX

A Thesis
Submitted to
Department of Business Administration
National Kaohsiung University of Applied Sciences
In Partial Fulfillment of Requirements
For the Degree of Master of Business Administration

June 2014
Kaohsiung, Taiwan, Republic of China

$HERE 103 £ 06 A



PEBELREZREFRIT -UHGEFEATIEGH
b A3 R SE B 5]
4 B R FEHZ EE2E 4
B & R A RS
¥ L IR

BB HABRRELETIE AR
%

BERAVEREFEREZHAFAERL Z 2R ARE —BARTEIR
o BRI R E R4 H BB AR BB ERRERT ZRI| N F 23K
EHUNBELERENBE  URBAY NS A BNAHGEEATEY
B R H Y LR B E

AARUAEBREZH EFELRGR FTMAATH K EX B HHEK
200 £y > B 8 2 ] 5 2 1% 3 A B B S 190 £y 0 B GF o A7 AT B R AT
EwpliT (DRBHBREZEAREABEEQDE  (DBBRRAHKREAR
BEEODE  COOBKITERINHRBAREZEOBE ) (DBBRKR ~ 4o
RREHBRELREFBRELODE S OBRT ZRINHBELRER B
ZaapE (OKRBAERBRRA - BRI ERINEBRELREZ R LA
AP NER - RELEARER  AARTRBDEBOGERHTHEBAR KRR
bR AL K o



ST B A >~ R EE - BRT ERIN - KB - BRELERE - MARF

=5

A

Antecedents of Customer Loyalty:Moderator of Relationship Age

and Example of Kaohsiung Rapid Transit Corporation

Student : Chien-Pang Chien Advisors : Dr. Chung-Yu Wang

Department of Business Administration

National Kaohsiung University of Applied Sciences

ABSTRACT

There’re many previous researches of studying the influential factors on
customer loyalty, but none of them proposed a more complete framework; therefore,
this study was mainly focused on these variables, including switching cost,
perceived value and alternative attractiveness, to explore their influence on
customer loyalty, and adopted dependence as the mediator, and added relationship
age as a moderating variable to study their influence on the abovementioned

relationship.

This study adopted people who had taken Kaohsiung Rapid Transit System as
the research object, and distributed 200 official questionnaires. 190 valid
questionnaires were collected after screened out invalid ones, and then analyzed
these collected by using regression analysis, the conclusions are as follows: (1)

Dependence has significantly positive influence on customer loyalty; (2) Switching
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cost has significantly positive influence on dependence; (3)Alternative
attractiveness has significantly negative influence on dependence; (4) Switching
cost and perceived value has significantly positive influence on customer loyalty;
(5) Alternative attractiveness has significantly negative influence on customer
loyalty; and (6) Dependence has partial mediation effect among switching cost,
alternative attractiveness and customer loyalty. To sum up, this study proposed

specific theory, practical implication and suggestion of follow-up researches.

Keywords: Switching Cost, Perceived Value, Alternative Attractiveness,

Dependence, Customer Loyalty, Relationship Age
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