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The Influences of Service Quality,Corporate Image, Relationship
Quality on Customer Loyalty in Dispatching Agencies -

An Example of Core Asia Human Resources Managment Co., Ltd.
Student: Chien-Chung,Chang Advisor: Dr. Jung-Fang,Chen

Institute of Department of Business Administration
National Kaohsiung University of Applied Sciences

Abstract

Domestic dispatch agencies benefit from the urgent needs of the
enterprises and the Government's positive guidance, therefore industries boom,
even that has potential to attract more competitors to join the industries crisis.
Dispatch agencies face the fierce competition in the market should reflect on
how to provide excellent service quality ,establish a good corporate image,
enhance and maintain customer relationships, and enhance customer loyalties ,
which in turn strengthen dispatch agencies -institutions. With a view to
contributing in the dispatch agencies create unique value and competitive
differences.

This research took the enterprises for the study in an attempt to explore
the service quality of the dispatch agencies and corporate image effects on the
relationship between the qualities and customer loyalties. The research
contributes to enhance the relationships between the dispatch agencies and the
enterprises, and offers the suggestions on how to adjust business strategies.

The research gets the effective samples 267. The effective recovery rate
is 89.00%. Adopt SPSS19.0 statistical software for data analysis and
hypothesis testing. The result of the study found that : ( I ) The tangble,

reliability, assurance, and empathy of the service quality of the dispatch



agencies, in addition to corporate image and enterprise credit have a significant
positive impact on satisfaction.( Il ) The quality of service responsiveness ,
assurance, empathy, corporate image, company image, store image, and
enterprise credit have a significant positive impact on trust. ( III )The quality of
service responsiveness , assurance, empathy, corporate image, store image and
the credit has a significant positive impact on commitments . ( IV ) The
satisfaction, confidence, trust and commitment have significantly positive
effects. ( V ) The quality of service of tangible , assurance, empathy and
corporate image, company image , and enterprise credit have a significantly
positive impact on customer loyalty. ( VI ) Relationship between service
quality and corporate image through quality have an intermediate effect on
customer loyalty.

According to the foregoing found of the research on the management of
cases put forward a five-point proposal in order to help dispatch agencies’
operations. ( I ) Deepening the difference of the customers and provide
comprehensive dispatch service. ( II') Integrating professional resources in
order to upgrade service quality.( III ) Fulfill corporate responsibilities to creat
a good image. ( IV ) Strengthen their own advantages to promote the quality
of the relationship.( V ) Enhance customers’benefits to ensure the customer

loyalties.

Key wards:Dispatching Agencies, Service Quality, Corporate Image, Relationship
Quality, Customer Loyalty.
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