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Abstract

The progress of information technology and the development and application of

Internet have challenged the traditional enterprises’ marketing ways. It has become a
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popular marketing practice to build shopping web sites for enterprises. Instant and
abundant information can be transferred to customers through Internet, and customers
can respond their own opinions back to manufacturers immediately. This reduces the
distances between customers and manufactures. Electronic enterprises can generate,
disseminate, and respond the market information efficiently through the execution of
Internet-mediated Market Orientation (IMO), which can develop the diversified
functions of Internet relationship marketing, the conspicuous importance of relationship
marketing in the situation of the Internet. Especially, the relationship quality between
electronic enterprises and customers is an important factor to decide customers’
loyalties. Therefore, this study derived the theory model through literature review and
discovered how IMO affects Internet customers’ loyalties through the mediations of the
relationships of satisfaction, trust and commitment. The data were collected from 839
returned valid questionnaires from customers’ perspectives and were analyzed on
AMOS version 3.61. The findings show that IMO can not have positive effects on
Internet customers’ loyalties without the connection with relationship quality under the
consideration of quality situation. The IMO has negative effects on Internet customers’
loyalties with direct connection. Consequently, relationship quality is an important

mediation factor for IMO to affect directly on Internet customers’ loyalties.

Keywords: Internet-mediated Market Orientation (IMO), Internet Relationship Quality,
Internet Customer Loyalty.
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