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ABSTRACT

The propose of this paper is to investigate the relationship quality between bank’s financial
planning department and customers. This paper investigates the casual relationship among
salesperson’s attributes, relationship management behavior, relationship satisfaction, trust and the
commitment of relationship by way of the the case of bank’s customers. The LISREL result
indicates that salesperson’s attributes, relationship behavior and relationship value will positively
influence relationship satisfaction and trust. The relationship satisfaction between customers and
salespersons will positively influence commitment of relationship by way of the moderating
variable of trust.
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