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ABSTRACT
In recent times, banking managers face extreme competition in this business, also have the recognition that, to attract customers
doing business with us is not difficult, however make our customers keep the loyalty doing business with us seems not so easy. Provide
good quality of service and merchandise to make our customers satisfied, and make-effort to raise-up the customers' loyalty, and
create new customers, these are major-points for banking managers. Then, how to break through this bottleneck? According to
many scholars™ researches in service business, Relationship Marketing becomes one of the strategies that can be applied by banking
managers. This research builds up a pattern in relationship quality, to discuss that banking business through service processing to
raise-up customers" satisfaction and reliability in a way to keep customers in higher loyalty. Also, including the
relationship-time-factor to conclude different relationship quality pattern by short-term and long-term time-factor, which interprets
the difference that affects relationship quality pattern. This research applied factor-analysis and path-analysis to prove this pattern of
relationship quality., The main results as follow: 1. Relationship selling conduct (interaction[] mutual-appealing, cooperation) makes
positive outcome with relationship quality (reliabilityd satisfaction). 2. Relationship quality and customers' loyalty shows positive
connection and satisfaction factor shows greater effect than reliability factor. 3. Relationship selling conduct has more effect to
relationship quality in short-term factor. 4. Customers' interpretation capability for relationship quality ordered by cooperation
O interactiond mutual-appealing. 5. Different time-factor analysis shows difference only on professional knowledge related with
relationship quality.
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