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ABSTRACT
This study investigates the customer in cram schools to explore the relationship among service quality, relationship quality, and
customer loyalty. The results will be good to the management of cram schools. The results reveal that (1) service quality has positive
effects on the customer satisfaction and trust; and (2) customer satisfaction and trust have positive effects on the customer loyalty.
When customer evaluates his satisfaction and trust with cram schools, *  assurance and empathy’  of service quality is the most
important factor. When customer evaluates his loyalty with cram schools, the most important factor is satisfaction and the second is
trust. Moreover, satisfaction has partial mediating effect on the relationship between service quality and customer loyalty, whereas
trust has complete mediating effect. Therefore, the study suggests that cram schools should enhance their customer’ s satisfaction
and trust by offering best service quality to improve their customer’ s loyalty.
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