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ABSTRACT

Building long-term relationship with customers is one of the key factors of successful marketing. The development and advancement

of information technology has prompted the vigorous development of internet industry, and thus facilitated the relationship building

between enterprises and their customers. In this study, we classified the internet business into four types such as portals, virtual

communities, transaction aggregators and web-advertisers. The first three types are investigated. We’ve identified some of the

characteristics of the internet business, which include interactivity, individuality, availability and constancy of required information,

and integration and efficiency of transaction and information transfer, and their cross-effects on the relationship with customers

when internet enterprises adopt relationship marketing concept. Through collecting relevant data and references, we tried to identify

factors that enhance internet users’ trust toward enterprises, for which we believe can increase inquiries and purchase intention.

Our research sample consists of general internet users. Research questionnaire was developed based on the key research factors

including: level of satisfaction on online operation, disposition to trust, trust, intention of inquiring, and purchase intention. Several

statistical analysis methodologies were adopted in this research: tests for descriptive statistics, reliability analysis, correlation analysis,

one-way ANOVA analysis and cross table analysis. Base on the result in this study, we conclude that: (1) there is positive relationship

between online operating satisfaction and trust; (2) there is positive relationship between disposition to trust and trust; (3) there is

positive relationship between intention of inquiring and trust; (4) there is positive relationship between purchase intention and trust.

According to the results from this study, internet companies need to understand internet users’ need, such as personalized web, safe

transaction process, enhance capabilities in handling high demand and web traffic, and minimize frequency of serve failure. By

fulfilling customers’ demand, internet business is able to improve and increase service qualities. Finally, we provide our perspectives

and recommendations on conducting relationship marketing for internet business and follow-up research. Key Words: Relationship

Marketing, Internet Business, Trust.
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