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ABSTRACT
Along with the investment chit city occupying rate promotion, the dispute keeps pouring in addition, how to reduce the transaction
dispute, after the promotion buys the degree of satisfaction, becomes question which this commodity most is worth discussing, review
formerly research of about in the investment chit, after few mentions affects this commaodity buys, factor of the degree of satisfaction,
therefore after this research take affects the investment chit buys, factor of the degree of satisfaction as the research key. This research
mainly in discussion transnational Insurance company servicers specialized ability, the relational quality purchase the investment chit
buys the degree of satisfaction influence after the consumer, and discusses various countries to leave Insurance company's cultural
context buys after the consumer the degree of satisfaction influence effect. This research total sends out questionnaire 520, recycles
480, effective questionnaire 242, the findings discovered that specialized ability, relational quality after buying the degree of
satisfaction has the forward influence. But leaves Insurance company's disturbance effect in various countries saying that not
remarkable effect, in brief, when the servicers have the specialized ability and the relational quality are good, the customer degree of
satisfaction will not receive the Insurance company nationality to affect.

Keywords : professional abilityd relationship qualitiesd) consumer satisfaction
Table of Contents

ocooooooooooobo0oooobooooooOoooooOooWwoobDoooOoDboOoOoDbooooDbOoO
ocooooivoOobOoOoOooooOoooooOoobooOooOoUobDOooOo0ovOobDOOOoOoDOOOOoOoDbDooOOooDbooo
coooooviObDbooooooOoooooOooboooOoooDooOoOobOviiOODOoOoOoOoDOoOOoOooDoOoooo
goooboobxxboobooooobooobooboobobooboob 10obobobooboobooboooo
goooboobolbobooboobooboobooboobooboob 3bboboobooboobobo
gooobgooboobosgbooboobooboobooboobooboobosbgboobooboobobo
gbooobgoobgoboboeboobuooboobooboobooboobobboob 1200b bbObOobDOoObDOOD
gooobgoobo oo oobgoboboobooboobobo0o b obboboobOoobOoo
obooobg wvyooo oobooboobobooboobobo oo oboobooboboobooobOooboon
0voooooboobboobooobooboobob 2000 000000 0o0oboobobDboOobooo23p000O
oooobo0ooobobobobooobOoo 2sbo0oobooob0oob oboobobooOob 25000 O0DbOoboo
ooo0obo0obobboboO0o 2000 OO0 0OODOO0O0ODOODODOODO0O 2000 0000DO0ODbDOO
ooooboobosb0ooooboobobobooboobobobobo ooboboboboboooboobob
oooobo 400b00bobooobooboobobobooboobo04b0ob0bobooboobooboboo
oooobgoob 4000 000b00b0ob0b0ob0o0bob0bo 400 obobDbobooboobOon
goob4000000000000DO00O0DO0ODLDODDODODUOO47D00DODODDODOODOODOODDODO
oooobos1gobobo2-100000bo0booboboooboobuobob e 2-200000D0OODDOODOO
goooooboooo b 2-3000000000000O0O0DO0O0ObOO0ObOO0ObO OO 224000 0000D0ODO
ooooboboooodb e0b 3-10 000000000 DOO0OODODOOOOD 220 4-1000000D0O0OO
ooooboOobo0ooooboo2s04-2000000000000000DO0OOOODOO 260 4-3000000O0
ooooboobooooobouoog 2rd4-400000000000O00DOOOODOLOOO 280 4-5000000
gooobgoobobbooboobono 290 460000000000 000O0O0DO0ODLOODOOBODO 47000
goooboobobbobooboobosib4-800b00b0obbo0ob0o0obo0obOobboObO 320 4-90
gbooobooboboboboobooboob 40 4-100000000DODODODOODOODODDOO 30O
4-1100000000D00000b0O00b000b000 360 4-1200000000O00OOODOODOODODOO
0370 413000000000 00DO0O0O0OODOODLOOODOOOODOODOODOODbDODOODOODODn
0 4-1400000000000O00DO0OODOODOODL ODOOODOODOODOODODDODODOODOOD 39
04-150000000000000000O0000O0O00DbDO0DbOO0DOO0ObDO0ObDO0ODbOoDbOObDO0ODbDO4n



4-1600000000DO0ODOOODODO0ODO0ODOODODODODOODbDO0ODbOODODDbOObDOODbDOODbObDDbOOn 410 4-
7000000000000 00bL00bO0ObDO0000bOo0bOobDbO0ObD0O0ObDO0ODbOobDbOODbDOO0 420 4-18
ooooboobobboboooboobobobO booboobOooboboooboobUoboboboOo4305-100
goooboobobobobooboobobobo 4000 b 3-1b0bbobooboobobboboobo o 17

REFERENCES

D000 oooODOD0O000oo00ooo0oooo00ooo000—0000000ooooooooooooog
0000000000000 0000000 000000000000 (2005,0ctober, )OODODODOOODODO2004000 OO
grooS) IO 0DODOODODODOOD0OU0ODOODODOODODO0OO0OO00ODODOODODOODOODOO0ODO oOooRoo)yDOOnOa
O00000000000D000000O181)0d75-980 DO0RQUOIDDODOODDOOOODOOOOD--O00O0O0O0ODOOOOO
0000000000000 00000 o000 OODOD0DDODOD00DDO00D0OD0UDO00DDoOD00oDODDOoOooOoOg
00000000 OOOOD,000D000DOO0000000NDODO000DO000DDODOD00DOOD0DO0DODDOoUoDoOOoooO
gofjRoo)D0UDO0UiD0o000oDo00o0o000oooD0U0DO00D0o000oDDO00oo00oD oooEIIDOOd
0000000oooo: 0000000 dooEoUibDO00o00NDoo0oooo00ooD--D00000oooDOo0DoOO
O000000000000000 000(@007,June, ) 00000080 000O0O0O0O0O0OOO0ODOOOODODODOO222023-350 O
odro4)0000DO0O00DO000NDDO0U0DNO0D-0D000D0DO0000000DDDO000DO0000DDODO00DOOOO 0o
0@eo4)0 00000000000 0000000003(1)01-250 000RO04AH)IDDODOM@MOO)00: 00000 00O (2004)0
0000000000000 0o000o0000oDo0000o000Doo00D0o0000oDoDO000oDO000o0o0O0 0ooo(2998)d
0000000000000 00000000oDo0000o000Doo000Do000oo0O00 00o0o0o0Od Aaker,D. A, (1992).
The value of brand equity. Journal of Business Strategy, 13(4), 29. Anderson, J. C., & Narus J. A. (1990). A model of distribution firm and
manufacture firm working partnerships. Journal of Marketing, 54, 42-58. Chisholm, M. E. (1976). Medial personnel in education: A competency
approach, Englewood cliffs, N J: Prentice-Hall. Churchill, G. A., Jr., & Surprenant C. (1982). An investigation into the determinants of customer
satisfaction, Journal of Marketing Research, 19, 491-504. Crosby, L. A., & Stephens, N. (1987). Effects of relationship marketing on satisfaction,
retention, and prices in the life insurance industry. Journal of Marketing Research, 24, 404-411. Crosby, L. A., Evans, K. R., & Cowles, D. (1990).
Relationship quality in services selling: An interpersonal influence perspective. Journal of Marketing, 54, 68-81. Dobni, D. and Zinkhan, G. M.
(1990). In search of brand image: A foundation analysis. Advances in Consumer Research, 17(1), 1-20. Evans, J. R., & Laskin, R. L. (1994). The
relationship marketing process: A conceptualization and application. Industrial Marketing Management, 23, 439-452. Fornell, C. (1992). A
national customer satisfaction barometer: The Swedish experience. Journal of Marketing, 56, 6-21. Frazier, G. L. (1983).Interorganizational
exchange behavior in marketing channels: A behavioral perspective. Journal of Marketing, 47, 68-78. Oliver, R. L. (1993). Cognitive, affective, and
attribute bases of the satisfaction response. Journal of Consumer Research, 20, 418-430. Swan, J. E., Trawick, I. F., & Silva, D. W. (1985). How
industrial salespeople gain customer trust. Industrial Marketing Management, 14(3), 203-211. Woodside, A. L., Frey, L., and Daly, R. (1989).
Linking service quality, consumer satisfaction and behavioral intention. Journal of Health Care Marketing , 9, 5-17.



