RATRAB M ATAAMASEATR XA
The travel agency relational behavior and the determinants of relationship cuality
3t & 4 5% :NSC 88-2416-H-034-002
M AT8AMR8T #8 A1 a8 £7A4 3l 8
ERAMRAL - EHE JEERIHEZR - FEILREBR LA EA
E-Mail Address: shenght@ccu016.pccu.edu.tw



- PXWE

AXELEMHBPERITERLTE
WATE MK Z M ATAERX &k
3 Ak R B AR AT A 2B A 22 A LA
G % 0 A A LISREL 4 X Bh 2% 3
HEMGEER - AFREHH ST
236 FEERTAHABTHERE &R
B ST RATEFRGMBITAF
UEEHAARZEGHMIR ML
- MEBEEEETAH HEZFHNEHEA
PERXAERHEEH BB ERE
MEEMGLE TEMBERERZ
EWERSPERITHMERER - XTI
HELEERMAZTERZRHM AN
B4 RARLERARARLALEENK
KB B AR e H E 8RR
BEMmaEBE -

Mg - BRATA > MASE - WA
4% ~ LISREL # =,

Abstract

This study anticipates that relational

behavior will influence retailer’s loyalty
and wholesalers’ market shares via
intervening variable of relationship
cqualbty. The purpose of this study 15 to
imvestigate the relational behavior
between retailers and wholesalers of the
travel agents. The furst step establishes
relational behavior conceptual model and
research hypotheses. The next step is to
examine the causal effect and hypotheses
of relational behavior model with linear
structural relation model (LISREL

Model). This research subject 1s aim on
236 retail travel agents in Taipei with
cquestionnaires. The results of this study
indicate that several factors including

“mnitiating behavior”, “signaling
beha-vior”, “disclosing  behavior”,
“client's satisfaction”, and “offering
support” influence the relationship

quality signifi-cantly. And it in turn has
a remarkable influence on the loyalty of
buyer and the market shares of seller.
Those variables interfere the effect of
relational behavior model. As the
emergence of “alternative of wholesalers”
proves that, the most distinctively
negative influence to the loyalty of buyer
when the period of trading between
buyer-seller 1s below 4 years and low
importance of product.

Key Word: Relational Behavior,
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