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ABSTRACT 

In the past, many studies have focused on the factors affecting store loyalty.  

However, a more complete structure in this respect has not been proposed yet. In 

this study, it aims to explore the effect of the variables such as relationship quality 

and service quality on store loyalty. Attitude is set as the mediating variable while 

relationship inertia as the moderating variable.  

The customers in a telecommunication store in Kaohsiung are the subjects for 

the empirical study. A total of 150 valid copies of the questionnaire were collected. 

It was found that attitude, relationship quality and service quality had significantly 

positive effect on store loyalty. Relationship quality and service quality had 

significantly positive effect on attitude. Service quality had significantly positive 

effect on relationship quality. Attitude mediated the relationship between 

relationship quality and service quality. Relationship Inertia negatively moderates 

the relationships between attitude and store loyalty. Based on the above results, 

some suggestions are proposed in this study. 

 

Keywords Relationship Quality, Service Quality, Attitude, Relationship Inertia, 

Store Loyalty 
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