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ABSTRACT

To understand how the relationship marketing activities will influence service quality,
customer satisfaction and customer loyalty, the authors survey 406 Taiwanese outbound
visitors in Hong Kong Disneyland that had experience to Disneyland before. The results show
that the relationship marketing activities will positively influence service quality, customer
satisfaction and customer loyalty. Although the relationship marketing activities and service
quality both play important roles of customer satisfaction and customer loyalty, empirical
evidences show that the effects of later are higher. According to the results, many related
practice suggestions are also provided.

Keywords: relationship marketing, service quality, customer satisfaction, customer loyalty
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