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Abstract

The purpose of this study is to
investigate the relationship marketing between
the club industry and its members based on the
Key Moderating Variables (KMV) model
presented by Morgan and Hunt in 1994. A new
precursor, “the satisfaction with complaint
handling”, was added to the model due to the
service character. The subjects were membersin
Taipei Golf Club. The study utilized linear
structura relations model (LISREL) to conduct
empirical analysis and estimate. The results
indicated that the cost of relationship
termination had a stronger impact on the

relationship commitment than other precursors,
while member’s satisfaction with complaint
handling turned out to be more important to
trust.

Key words: Relationship marketing, Key
Moderating Variables, LISREL,
Club industry
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