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ABSTRACT

This study explores the relationships between customer loyalty, perceived fairness,
customer satisfaction, and commitment. The samples studied that are the customers of
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chain fast-food of Taipei region. After questionnaires surveyed, we collected 500 effective
samples. By using LISREL software to resolve the structure equation model, the results are
asfollows

1. The perceived fairness can be acted as the antecedent of the customer loyalty, and it’ s
connotation includes payment equity, interaction fairness and procedure fairness.

2. Between payment equity and customer loyalty exists indirect relationship only.

3. Customer satisfaction and commitment occupy the functions of interval role; and
customer satisfaction is the antecedent of commitment.
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