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Abstract

The study make comparisons among business exhibition and other promotion methods -
sales call, advertisement, word of mouth, others’ recommendation, personal visit, and conducted
a questionnaire survey to different industries through the review of the related literature for a
total valid sample of 230 adopting ANOVA analysis and regression in an empirical analysis
basis. The results indicate that the most important way in searching suppliers is word of mouth
and business exhibition. The differential customer searching for supplier ways do not have
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significant differences on both relationship quality and cooperation intentions.

Keywords: relationship marketing, relationship quality, cooperation intention, business
exhibition.
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