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Abstract

This research paper aims to study the relationship between satisfaction, perceived
value, relationship proneness, trust, word-of-mouth, commitment and purchase
intention. Structural equation modeling was used to test the research hypotheses. The
results confirm that satisfaction, perceived value, relationship proneness have a
significant effect on trust, and that trust has a significant effect on word-of-mouth,
commitment and purchase intention. The results also confirm the significant effect of
word-of-mouth and commitment on purchase intention. Managerial implications and
limitations are discussed.
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