








Effects of relationship benefits and
relationship quality on outcome- personality
traits as the moderator

Abstract

The present udy aims to investigate how relationship benefits affect relationship
quality and relationship outcomes, and the moderating effect of persondity traits from the
consumer's perspective. Based on Hennig-Thurau et d., (2002) , these variables were
further categorized into two or three dimensons. That is, relationship benefits consst of
confidence benefit, socia benefit, and specid trestment benefit, wheress relaionship
qudity is composed of satisfaction and commitment. Relationship outcomes include word
of mouth and loydty, and persondity traits include involvement and socid recognition.
This sudy hasfive main findings

1.  Whilethe effect of specid trestment on loydty is not sgnificant, dl the three
dimengons of relationship benefits postively affect the two dimensions of
relationship outcomes in which confidence effect has the strongest effect on
relationship outcomes.

2. Thethree dimensons of rdationship benefit pogtively affect the two
dimensions of rdaionship quality.

3. Thetwo dimengons of rdationship qudity postively affect the two
dimensions of relaionship outcomes in which satisfaction has the srongest
effect on relationship outcomes.

4.  The higher the degree of involvement is, the more significant the postive
effects of confidence benefit and socid benefit on relationship quality will
have. But the moderating effect of persondity traits is not Sgnificant in the
lower age and income sample.

5. Onthe whole, the moderating effect of socia recognition is not sgnificant.
In some circumstances, the higher the degree of socia recognition is, the more
sgnificant the negative effects of socid benfit on loyaty will have.

Key words relationship benefit relationship quality relationship outcome
personality trait
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