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Abstract

How to maintain customer loyalty is an advantage of competition for hypermarket. There
are many factors that effect customer loyalty. This study attempts to examine the impacts of
service quality, corporate image and relationship quality on customer loyalty. First, we use
confirmatory factor analysis to find out the main service quality dimension that consumers do
value. Then, the whole model was analyzed by LISREL. All the suppositions can be further
confirmed by researching into the relationship between service quality, corporate image,
relationship quality, and customer loyalty. Appropriate measures are identified and a
convenient sampling survey is undertaken among 500 consumers of hypermarket in the great
Taipei area. A response rate of 76 percent is obtained. The results showed service quality is
positively significant associated with corporate image and relationship quality. But the
dimension of service quality is not revealed positively associated with customer loyalty. The
corporate image and relationship quality do play the mediator roles between service quality

and customer loyalty.
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