	論文中文摘要：
	隨著越來越多公司走向品牌經營，關係行銷已經成為了一種趨勢。本研究旨在探討品牌導向會不會透過知覺價值影響關係價值，在本研究中，知覺價值區分為功能性價值與情感性價值作為中介變數，利用不同的知覺價值去探討對關係價值之影響。此外，本研究亦探討品牌導向行為是否會影響消費者的信任。研究樣本是依據民航局所提供的母體比例抽樣，共收集431份的有效問卷，利用SPSS以及AMOS 來驗證變數之間的效果以及因果關係。

	論文外文摘要：
	The purpose of this paper is to understand the relationship of the relationship value towards the perceived customer brand value. As the relationship marketing has become a trend, while the aviation industry in Taiwan competes for better relationship quality between airliners and customers, given the recent trend of increasing number of companies using brand oriented marketing strategy. In this study, customer perceived brand value is divided into two intermediate variables for our research framework: functional value and emotional value. We use different perceived value to discuss relationship value (relationship benefit, and relationship sacrifice). In addition, we discuss whether global brand attitude, word of mouth, and brand heuristic increase the perceived customer brand value.
In our research, we collected 431 valid samples in accordance with the proportion of demographic statistics offered by the Civil Aeronautics Administration. We used AMOS to examine the cause and effect relationships among all variables. 


