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Abstract

Following the developing of technologic Internet and the intense competing of market in
travel industry, the relationship between the travel agencies and customer have great changed in
recent years. Travel industry must devote to maintain the customer relationship, crate nice brand
image, achieve more customer perceived value, pay attention to customer satisfaction and then

obtain customer loyalty that is the most concerned strategy to the travel industry’ managers. This
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purpose of this study is to investigate the relationships among brand image, perceived value,
customer satisfaction, and customer loyalty. According to the literature review, the framework of
this study was developed from the relevant variables. There are 201 respondents who participated
in the group package tour were requested to answer the questionnaire. The main finding of this
research showed that brand image had direct significant influence on the perceived value and
customer satisfaction. Perceived value had direct significant impact on the customer loyalty and

customer satisfaction had direct significant impact on customer loyalty.
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