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Consumer’ s Perception to Service Relationship Efforts and Mediating Role of
Relationship Quality to Relationship Performance in Retailing Stores
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Abstract

The purpose of this study is to identify the factors that customers perceive as important
relationship investment in the relationship efforts provided by retailers for customer relationship
purposes and to explain the mediating role of relationship quality such as trust, relationship
commitment in the relationship perceived relationship investment and relationship performance.
For this study, 270 respondents were surveyed and data were analyzed using SPSS 21.0 and
AMOS 20.0 statistical package. Statistical analysis tools, such as SPSS 21.0 and AMOS 20.0
were utilized for ensuring the validity and the reliability, whereas the SEM method was used for
testing the research hypothesis. The results of study are as follows. Financial efforts and
structural efforts have affected perceived relationship investment. Perceived relationship
investment affected trust and relationship commitment but not loyalty. Trust influenced
relationship commitment and loyalty whereas relationship commitment did not affect loyalty.
Therefore, it is important for retail marketing managers to provide tangible rewards and special
benefits at all times in order to recognize that they are doing the best service efforts for customer
relations. In order to secure long-term and stable profits by establishing a relationship with them,
the service marketing strategies should be promoted to enhance the relationship quality by
raising the level of trust.
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