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The Empirical Study of Trust-Relationship

Commitment Theory: The Case of Freight Forwarder

Kuen-Hung Tsai

National Taipei University

Sheng-Hung Shieh

National Taiwan Ocean University

Abstract

Traditional business process has provoked by advanced information
technology and toward a collaborative and cooperative long-term orientation
partnership rather than a short-term transactional relationship. This article
aims to apple the key mediating variables, (KMV) model conceptualized by
Morgan & Hunt in 1994, and after 1994 relationship marketing researcher
used this key mediating variables KMV model’s relevant research. This
article will contribute to further study and empirical study based on key
mediating variables, KMV model.

In this study, the freight forwarders are taken as the research population.
The results reveal that opportunistic behavior is the most important factor
between the relationship partners. Their relationship will over when one of

the partners has opportunistic behavior.

Keywords: trust, relationship commitment, freight forwarder
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