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ABSTRACT

As the business activities in Taiwan commercial areas are more competitive, not only the stores
in commercial area should increase the value of service quality, but they have to maintain and
strengthen relational bonds with current customers. So that can promote customer loyalty. This study
focus on how relationship marketing and service quality influence exchange trust and customer loyalty
in commercial area of Tamsui. We conduct an empirical investigation of visitors in Tamsui Old Street
and waterfront which the sampling base from the customers in the commercial area are selected by
convenience sampling. There are totally 200 pieces of valid questionnaires retrieved. The empirical
results to explore the influences of relationship marketing bonding types, service quality and exchange
trust on customer loyalty by regression analysis show that these antecedent factors have significantly
positive effects on customer loyalty. The finding of this study means that relationship marketing
bonding types and service quality can directly enhance exchange trust and then promote customer
loyalty. All factors affecting customer loyalty is determinant. Finally, this study brings forward
suggestions for the stores in commercial area of Tamsui as mutual trust elaborates the improve effects

of relationship marketing and service quality on customer loyalty, such as re-purchase intention,



cross-buying and recommendation to others.
Keywords: customer loyalty, relationship marketing, service quality, commercial area.
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