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ABSTRACT
This research is under theoretic and case studies to discover how customizing tour products and its service quality affect customer
loyalty. It will assist the tourist industry to realize the differences on customizing tour products, service quality and customer loyalty.
It is necessary to understand the differences between one’ s need and the market segment, in order to design customize tour product
and to control its service quality. To cope with the future trend of the tourist market needs to have flexible marketing and
management strategies. The research objects rely mainly on one-time buyer or consumers who ever attend-ing overseas group tour.
This survey was randomly done by sending out 400 question-naires altogether, retrieve 380, deduct 75 invalid questionnaires, 305
effective ques-tionnaires, and the rate of the effective questionnaire is 76%. Moreover, we use SPSS window software statistics tool to
make analysis base on these information. Further analysis conclusions are as follow: Personalize variables are having no-ticeable
differences on customizing tour product, service quality and its loyalty. Cus-tomize tour product is having positive affection on
service quality. Service quality is having positive affection on customer loyalty. Customize tour product is having positive affection on
customer loyalty. Customize tour product will affect customer loyalty by its service quality. The above-mentioned conclusion would
be a reference to share with tourist indus-try personnel, relevant scholars and future researchers.
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