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The Study on the Relationship among Service Quality, Relationship Marketing,
and Customer Loyalty — A Case of Jogoya Restaurant in Tainan
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Abstract
The purpose of this study is to explore the relationship among service quality,
relationship marketing, and customer loyalty of customers with Jogoya restaurant in
the area of Tainan. In other words, it is to examine the median effect of relationship
marketing between service quality and customer loyalty. Empirical results indicate
that service quality of Jogoya restaurant is significantly positive related to relationship
marketing of Jogoya restaurant. Relationship marketing of Jogoya restaurant is
significantly positive related to customer loyalty of Jogoya restaurant. That is, there is
a significant median effect of relationship marketing between service quality and
customer loyalty. It means that the manager of Jogoya restaurant can use service
quality to raise relationship marketing and further to promote customer loyalty. Some
implications and suggestions will be offered for the manager of Jogoya restaurant on

the empirical results.
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