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Relationship Marketing and Relationship Index
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&2 YA @AY, ad9ESE 43 HA e EH5 32 (TQM)7E £y 71
A Al ddlisle Alelzt 2e] A H 52 2tH(Anderson, Fornell, and Lehman,
1994).
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2 #Hstn glvn T4t HEEm(1987. 1992)2 AFE AMui~B3 4 Ao F2
g AErdolAd 4Pse] AL S AU AdE oA AdE A} sgHer
el Ad AHH vARezA FA (relationships) o] AW S 2oz 7
relationship marketings] H g9 A4 & 7 xslgdch,

AAe] 4ol vy wet siAE BFe] AAE o YPE v "art g
SAE Al A e chE gEel B4 E Hoshe e Aag B3
Al el e wAE gl 89S Frkste die A7 US4 gl gl

SAHR g AR & ey AbgE FeR] dREslel gid d@E s AIHez &y
o FHErke FEol ol AAdl E¥glel M2 stm, AFo ool slem &
€ dshdA 24 wES wted, oy srhde ez $4 AEL TFI F7|

= ok aev o] deie Hgdwe 2 Jaislol A2 e Rxd Hustgch.

Srta Al AlF EAe ool de AE ol: o deFF FertEztel 217kl
FHEAZ G Az olict, AL FAFe Agw @A d2Ertse A4
of ket HAN HYS AV FRE Feole 5 Al dE £871 223
UUTH WM Sita s Abe uhAE A diF EAA A A ¥ F 9L A
olth. olgh o] A|Fo e FAHsE mA gz 2 AFel dE A
E E73n ARG 255 odgse Al E a9 FoolM 4A gol B 4 gl

gl TaReR wstatn gk Foloz oAy FFe ML HrHY A
o, oA SER ARGt HAE AFA A2 £ D27 Do AE EAL F
Al Brtsta 7199 vhAlY #E EE wpAR A A (offering) o] thste] uiEgiohd ]
Ao AR Az wsa $£2A4 UdehdE ZHolsb oludw npAE ARE Adsis wo)
2 Agle] EAst=rh? ek 7ide nAY BFol HFE FAse £ E Ade] Ao

L
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W 271 FQloln] 3 ol F oB A Feld A
2 dFdME ozt R &l AME-E A dHdeddon Rasm ds=
Relationship Marketinge] #HeolA 7| &2 pATE Aoz ANHe] 2 oAy 2o

A n A E R AAR) WES Azgch

A, AEel DADRE Mqulxz FAS FHo2 ¢ obAlE A Hel e WY S
ol olsl BAH 2 dAS AN

SR, MZe vhAE AT E2A T4 2) K (Relationship Index) Ado] et o] 24

BRSSP
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A5 2 vHAY" ARAERA g == 37 * % (Korean Relationship Index: KRI}
o 222 metsr] A8 LA 2dg A, ol #E Ay 22 PMshed Bt

sx oz 719AAH AnE 9T wAAES] &8 e AFdn FF AT B
g 2@

1. EB&E, oiAEmREREA R

1. B OIS A REROY CHEH 48FY
ARz 7199 AFAHE st ol Aot o 7HA AFH A
gEZe ong e a@st® A4 (marketplace) ol & Adz 2337 A¥d. &
sy wor opujg A9l EWdA e & ZF el st 4% o TS A
Ad WAz 7197 % (downsizing) Ao TRy MAEE FANEA E=
At Apgel wEUerd mAsk Aquad FHUAAGE algfe] AT QRS RAT 5 8
o]t} (Fornell et al., 1996). webA AAY sAo) A= 71 vhAE AHE A58
v gAe AESA TQM. nATE. AMelx F3 % o) 7hA] A& 23 ftoh

Kotler(1988. p.736) <Al A% d&el st o oA E2A e AR FAHA7
ggsv M 7dse A, 2y % o aAE Axd BARE] HEE FANY
ggy 9oz stgh. w9 HF 2 WEF FEC | sojol QAare F7] ol o1&
Wa 2z AAgezs 7ge v BFE AT F ock, AHlR FHzAE B3
sulzpe] HEE EAGo MW V1Y FF A H el Wag 5% £ dth

1) RERecH mREEEAY @H

J.D. Power and Associate 19873 °l ¥ 1QS(Initial Quality Study) & °|&2o.2 %
Angoyel 7z AT A FAE Hen A IQSE 2 & A" daE FUE
rupSo] gaxe EAF BA Py B Lid 29 % 90 ulol AT EHMHE
mgrown el Z AFe A 1004T A o AT 3 HhE sz AT
199514 49q) wEd IQSe ZAE HU Honda®] Preludest Infiniti J30 2ol 7H3
exg Aoz HARRAEY A% 1000T A% T oA 4874 Bk 19974
49 2EE IQSIME Add wed B2 Ta S RAFH YTk F, 19969
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EARIAM e A9 H2'? 10000 110 2 71 RuEded 199799+ 10009 86
A 7t Baso] 22% 3z o] gado] o) FojH T}

ghH ISO(International Organization for Standardization) &= AHg] Hyle] 2 =
glel g 71ES AAletn FAHA 23S sln Uk 45 S ISO 9000 A7)
ol ot o3 7k 4@ FHo] A HAE Bolo AFE FozM gy £33
#e]Eg g Hrhsta ok wad dEL 18O 90002 HEstr] Yatd vy wWyo
FAW Bl N g F NS dete] B =g vglr)

Aaker(1988)c #17} A=t dig apdgA e 7|2 "E4 (quality)” dekol| gleo
W, A% FAFAE dF5¢ W Fdo) ol w4 (reputation for quality)o] 7} ®o
degctn Aot Garvin (1987)& AEFAL #Hrste Adez2Mq O 4%
(performance). @ W+4. @ Atae] <9324 (conformance with specification) . &) &
Jfeatures), & °]F ©® ANFHAH. @ Ay 27154 (serviceability) . Hu} 22 (fit and
Ufinish) S 3 2lvh. o]eld aAglele] Fdol gk A 2do] AP} AEE 2 sste
71Zo] =0 =% 734 $9 (sustainable competitive advantage: SCA)E HEa&is 7=
7t "o},

1,200702) 719& dAd o2 g om PIMS Aol AE F
A dewten. & PIMS d7dMz AzE Fde] 58542 AZERE =
o]l dF=dct. @H Hewlett-Packarde] John Youngs ZFdo thgh Zz2rt v&s
Algte 7HE 2 Weoln. & Ao AMEzu g 25%7F H2o] Y A
© H &0tk 9E| 2 dch(Aaker, 1988, pp.210-211).

ol2ig FEo e Fxe e e EA ol € AA dE Fol viAY Az
olejzitie Aolth, AEH R FHo gt EAe WA FAfe LT tiRolA
st 2y #dAe] Fd Zaode iy FE% R g YEAAZ u el
doste AbalzE @okeh, whebA] oiAIROl A 9] F3 Ayl Hol FA FAE R 1Yy
o #HFAF S dZAAk gk oo W Fo shish B B m
=Hae Aolvh ol Atne A RRBAE Adste chade 8L s, R
By FAHAZFE7E obd AHwiAQ nARSHY ANFHAR FF Ao dEL @

4 20A 3o} (Kordupleski, Rust, and Zahorik, 1993).
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oo AAY F2#2 (Total quality Management: TQM) #32 723 F400A
gloivp 7lde]l 289 A, A4 2 AGEAE A A& g A AAdek e 2
W3t 9lth. Schonberger(1992)¢) w2 TQME "ol @FHNAM BRE FALEC
A&%H Ade 28 #FE2 dte Ad 2 =79 IF oz Fefdok Bel-
ohlav(1993) = #A9 F2 EAIZE A4 e AT A2 fd A S v
Al ol® 719le] P9 (operations)§ ®IAFI= A o]de] HALA FA A (total
quality perspectives) 2] F A& Zxstn Ut & TQME P Ho g
WhrHoze A g 2HE W o] ANAR AAE Ande A
et

et TQMe| A9l A8 FAdAdA dolvd nA=AE A4S 2¥sin AT
HZo] AP mad A2 2do] ¢t TQM Tz 1ol 2/37F HAs2 Euivhe
B a7t gle. Arthur D. Little®] ZAle] mb=h TQME A A% 500719 $9 @A 36%
Rle] AAYH Ao o] 52 (Day, 1994: Anderson, Fornell, and Lehman, 1994),
AT. Kearneyo] ZAlAIM = 1004970 o149 45 719 5 80%7} TQMe] o3l Z= o
5x] gottln 2139t (Anderson, Fornell, and Lehman, 1994). Jacob(1993)& ©]&
g TQMe] dsfe] fAozM HuAGFe AL P v £3 TQM o)
3k ol & 52 B3 glov) ddHog PR TQM w32 WE ] Aol g
Z o]t} (Kordupleski, Rust, and Zahorick, 1993).

2) MEIRE RRIBEEA Y BEERE

Aol vhAlEe) AR d. 2o A WAE A adA gl ola g nx &g
WA AE2A nYBEHE LHAYFREES FH02 B A7t o RAH goy, A
v% old digh A7}t olojA 1 ST

DHPZ e o]lE A (outcomes)E EF U7 £ #H 734 (evaluation process) o2
E AU vlgl FrARZE FoAE 4 eloh(Yi, 1990, p.69). nAVEFS Lu|Ae H
B2A Ee ddoe "anart A18E tivtel] el HAdstAH £ FH A 2w
et =7 X132 438’ (Howard and Sheth, 1969)c] Ay “7|thell s} BUx& A
dete A5 2R dis] AHHAoZ AHAr} shAle el BiHom
ob7| A7) = Hybdl Aeld e (Oliver, 1981)2 Feg& Welxn ok, @ A=
< By er He Addye nAqnEHe AR ZIdet AHEE = Al Ee] AA A
7 rtole] 2lzd BYa ol tHgE 48]} BEET (Tse and Wilton, 1988)2.2 A &) gic},
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TS E g gsted F44A &
el @aw Asvlzke AE Azbel Wi e wmste] A Fe] i WHE FoAgo
(Oliver, 1980). A|zt¥ A =7t 71d S Aol 4o EdAE nAUNEE g, A7
g AR 7)ol RolAe Fo BYie nAUERE 94 @9 A3 a4nRe vd
o U)ol e spdEn, Jlde vrY ZlE 8¢ @

DATE g Be dApANE vgoers HT nAGEE nEo s # FA A 0t
A" MR EEo] ANHT Utk oleidd AHAAE F o) B F3 YA
fE =2 7 g ™A pvEd rld4ee AE 2 SCSB(Swedish Customer
Satisfaction Barometer) 2 5 % 3ltH(Fornell, 1992). SCSB& W% &2 &% A&7}
obd @Al Al AnA ZALE Fate nANEY wbETorbegie] #AE HAdssie
2 AgsEY. A3 SCSBY wele 1 dQizet 28 AAAH £9& UHed 5 e
Mo et 7452 E fE3tE Zolck, Anderson, Fornell#?} Lehman(1994)2 x7gh
A #<Ql ROIZtel #AIE FAldld AAZ & nTES 94 714
g H¥In YTE HoFAch FH oL mARF] FIF F

[+] Pl
huy T
B BIFEEo S AR nAFel A7 A HAel AHA ovlg st

re

7] o] - & < %] (expectancy disconfirmation) )

I‘-\N
m[o

f

i
i)
E-3
—d
&
o
i)

ol#] % SCSBY 72 ulgew vl Fwzdt AFEM ACSIE & 4 Uvk. ACSI
o2 ZA N2 P33 (American Society for Quality Control)ol| 4] 7]
2 ZrAAe e nHPE ARE HLE RAozd &Y ANRF ARE HEP A
olt}, ACSIME 7ldi, A2ty £4 2 71 & Yehle 2ARSe] Migues ne]
A8, JExE T nAwEe] AL oz aAUEE FHdoz ¢ #AY AES
A A 83. 2l (Fornell, Johnson, Anderson, Cha, and Bryant, 1996).

3y Ml SES vhAlE RR

AFolyd Muj2e] FA AFe viAHY T B4 Hol gt 259 oW 7Y
o] AANY Bk Myt A Fe] HelellA ZleHos $4d dos e FH o4
Az ok, kM Jidel AYLAE 71g9e] nAel AT 4 de 23HlH it

ir

u‘.ﬁ
Ff
o
:N_,’
1
G

F3ol Mulaclsd v EEe B4y gk das Mula 7] B oy} Az Ale
gl dolME Aol Mula A dLdE =rn AN A2E MY AH S

of g}, weld eudT e Mula AAME Mulx AR Az0PE FEH
v A2 A-stA 28 (Gronroos, 1990, p.4). Az7Idelvt Mul2 7| R A

.22
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a7y 8} L 2124
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%3 1. American Customer Satisfaction Index(ACSI) 2 &l

#¥HE . Fornell, Johnson, Anderson, Cha, and Bryant(1996) ¢l 4 %58

AEl 2 Fdo] Wi F2F A Ao A5 n gl

825 Felve PCAZYAEY 44 deidz (98 Mul 23 goleln s
°f okt PCe d&Ew 2otz e T2} nlo)am AZE Y% LA
Adsts ¢ 7|2Heg AFS AEHAY F Ue AR FolEd. B @ AT s
= Bately AAMY FazYPASC] e A 29 FHE T2 AHAAYL W
HEhE AYHE %30 ddeu PCY dFste @7 diridel A Fo) o= = s}
AR S 23 A olg 2UAAES AFHRE FolS 5 W g}, 0|9} 3
A W719zte] B 7HH AgelM HA Aula Agoz YHe| Watslm Y. 244
el A& A8, FE wf FFHH 5 o sk Aulag dAdn e Aol s
Z22 PCAIFS dvtHQ & delvh(FRsfic, &ML 1995).
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gabd Au o] BA e FAd g old glole e¥d #FE AdAAE 2R
A o]Zd % giA "t} ¥Ho| Parasuraman, Zeithaml®} Berry(1985)& Auls F4¢]
AR 8 AE M4, WA, 5% (competence), HA. olel(courtesy) Al
Ags bR, mAo] g olal 2 A4 FEA T 107H2 84F AAF 6 Uk
Zeithaml, Berry$} Parasuraman(1988)2 Au]z ZAd @ /A3y 2dS HAAA A
2 EAe Aol @ mAY suls}t AGAtel Aol Ae]l. @ AIAY AT} MHL
ZA Yoo el @ Aelz T Yo7 A AFHE AHI 2] el @ HA APl
Az oy ARl Mel atololy HRE] A 7y FAA A4E FHe Al
2 aotgttm ok, I ]S G ATE vee 2 ¥AX 2§ AHR g2
Atz EE de 107kx]9e MEla 4o AP . AE ten FE O bR #E 2RNs
g #23led SERVQUALS 7ldste] Aulx 7loiet Muls A)zhe] feol2Re MHlx F
Aol 238 223549 t}(Zeithaml, Parasuraman, and Berry, 1990. pp.24-26).

@ &3 (tangibles) : 2212 A4, Ay, Az 2L AFUAClE 249 ¥
@ 4134 (reliability) : B& + U3 F&sA Ad&d Mul2F £Pste 5
(3) <514 (responsiveness): TS F31 Z7tA< Mul~E AFE 24

@ 3214 (assurance) . TG Y] A7 oo R A} WS HLee T

® Z7H4 (empathy): 71ge] A HadFe Adstn AP H=

M Cronin®} Taylor(1992, 1994)% Parasuraman, Zeithaml®} Berry9| =]z}ol|A
7ithete) zelmd g HmEAAM HAHALL AT A FHY A2E Mu2 FA FHA
ol SERVPREFE # A5l o.® . Teas(1993. 1994) <A PZB wdzte €2 EP and
NQ(evaluated performance and normed quality) 2@ & AlAlste] AMulA FH o tf & o]
24 2 473 gdorel =L Heldosn vk EF Teas (1993)e F2 A
S AYERA EA (transaction-specific quality) ™ ##AZ F A (relationship quality) 2
TEEAY. AYERN 238 oANE wdodde] AMERH 43 822 ol A
HEFH wZe Ay AYESHY A% FA FHU S vehdrh, velrt ANEHA
gZe AztE A71A #AA FA dnAFEE Y2 + o

27 e MEERD, nARE Mu2FY F 7120 wARGRA R BE 272
#E g¥sA (% L 2ot




(E 1) BEAE, &AM wst Hxre Ha
4 F A& FAME 2 AFEA NEH AE
A Z23d | Philips, Chang, & Buzzell{1983) PIMSe| =g £d +4% #A 1Q8
Garvin(1987) AEZFA 8714 A4
Schonberger(1992) oABH N A TQM
Kordupleski, Rust, & Zahorik(1993) | 222 nA= e 9
Cole, Bacdayan, & White(1993) Z A e)cry o) A 2] Market-In
nArE [ Oliver(1980) aARZe) APatraM xzE SCSB, ACSI
AMELTH} 71t £9A
Bearden & Teel (1983) nADEFe] BH 2429 7
o 243
LaBarbra & Mazursky(1983) aANE Fojols @ FojaE
e} BA
Fornell(1992) SCSBE o] &3 nANET 5
=38 A #A
Anderson & Sullivan(1993) TS fE =] FA
Anderson, Fornell, & Lehman(1994) | SCSBE o] £3% &3 A%
A#7e] #A
Spreng. MacKenzie, & Olshavsky 71& 71 -B42 2dd Desiresl
(1996) oiA " ARA L Hrel sy
Fornell et al.(1996) 1. A, BAREEL npAE
AR FEZA ) ACSI
Ad) A Z 3| Parasuraman, Zeithaml, & Berry Mu| A~F & A gs SERVQUAL
(1985)
Parasuraman, Zeithaml, & Berry Au) A Az o9 e
(1988)
Zeithaml, Berry, & Parasuraman SERVQUALZ= ¢
(1990)
Cronin & Taylor(1992, 1994) A £ 7 F4<2 SERVPREFR Y
Parasuraman, Zeithaml, & Berry SERVQUAL 3 xd CSe SQ
(1994) 9] ¥A
Teas{1993, 1994) EP and NQ 2.4

2. BERE-H% LB OHAHEHR

2z

4
ok dhebA

B A geE

REL Aol e s o @A W 328 AANE AT A& Aol

Z¢ez 3hx flef o] AAAFY] ddH HE=M 1
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ALZL 7 54 B2 FES wolgon] =3 Be A7} ol2ol4 @k, ddioiAE
AM BAFERL 2uatelA AELS BEeE Ho] ohd) WES AYRo =M 1 o}
2 ol9s dethe ¥E Pxetn YohYi, 1991).
EHYE @ Fd 283 @ we
THAELR F2P b gtk & nAVNRL HPYPF L gaATe, 2PA) 3 2
METHYPF LS FANNE ARE S0 B £ 90 42 nANEe aAgscE
SHNA AT E L gl A THL Fobod g el Fzo] |vo] @),
Oliver(1980) & mARt&Fe] Avia Blxo] Q&g vxo] 1 A 2Tefelre] oa
& At FP3dc. @& A% (Bearden and Teel, 1983: Labarbera and
Mazursky, 1983: Oliver and Swan, 1989)¢l] glolA] RAVZL TaF eh=Wat of)a}
Folelme) gL wlAE Aol YEATY. E£d nAVIe A EES 2z
(Anderson and Sullivan, 1993: Bouldingetal, 1993). 7 ojg5t w8 pojes m
T oozt A L E EFFTE o)d§ ZuolM mAEE MELHED 14
EE S/HMTIM . AEARES AANCHYE, 1991, p.104).
TH Aol AT DATH g A7 AMu2Z Do hd AT oA
F L A FREA 4R Y ATANE AAHo R o 5 AUL THata] m
= kR e A5 Prlon
A Hrtetn TR Aol AT}, o]S9 Ao wam Ags
A ErEh eAEol Ak wobs) olRojAlmg mAYEZe] MulAZAL Awsi)
2t olohe W E nARrEe] Nygwsrh AuAZ Aol H2o) dpAYE X w
AR e 2o AR@As oA Fslojo ch(Parasuraman, Zeithaml,

bl

and Berry, 1994).
ol2|g AFARE FsiH 1 Zh
HA Ago] AR AFL o] T sk4] HISE oWl A Fol} Ay
Brrelw | dhtel S A A S wgen ¢ HAYS ¢ 4 Q)
Parasuraman, Zeithamlz} Berry(1994)¢] w2 xjul»~ 43 pAwZiie] A o
M ARSHH FHde AGSHY BFE f2aln o|So A Hye YPoz B
AL} AwkA Qlide] AP Ect Teas(1993)% 7|£9] Zdo] #3 A7 2 AgE
B2 Fdd A% Adr5elden @r|Hoz: #A F A (relationship quality)ol] o
AP 7} o] Fol Aok & Holebn FAstc),

)
rn
Iy
rlo
X

544 #goln. Mul~EAE %
P
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Parasuraman, Zeithaml? Berry(1994)el w=m 3 Auje fdd 149 Ak T
zo Mqulx A AEZA, s g Hrre] ok EF oW sl dF A
o AmA Qe AHAYe FHoz e 44", old AwH A¥e 7l Bl
g mAe) AubA uwlEz ofgel vige] Mulx 4, AF FA. 7HE Sl A A
A7t 2o darAd FHaAZ vk ofsh 28 BoME el AdxE F4o]
BHze Afein, A9y AP E HEo] Awd FA A4S fEIt TR F A
o, wetq AREAe pHREe oz AwH FAAZeR olned olE
Teas(1993)7} AFd #A FA Mda ot

Parasuraman, Zeitham!# Berrye] nzutZst Mu|xgdol B3 &F A7 gg =
AsE g (2" 20 20

ot 2o BN ¥ w mANE @ Mulzx FA o miAE 4} FFE FL

=
'

o4 @t wad ABEZYE wED AZold Aua FUH FAe HrloRE 1
""" -7
Evaluation of Transaction 1
Service Quality(SQ1)
Evaluation of Evaluation of
—_._> .
Product Quality(SQ1) Product Quality(5Q1)
Evaluation of —
Price(P1) Global Impressions
______________________________ about Firm

— | - Satisfaction

- Service Quality

- ] Tran ion n
Evaluation of - Product Quality
Service Quality(SQn}

Evaluation of Transaction-specific |

Product Quality(SQn) Satisfaction(TSATn) o
Evaluation of
Price(P1)

Zi¥hi . Parasuraman, Zeithaml, and Berry(1994), p.122.

(37 2) EXRSTH FMA 2L TR MAER
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A9 mAR B AL WY & g e®de 2 719)e] golMeln BaAKe vy A3t
g dadce AL Fejojg

WAHLEI AUl agAe) AN 7K Gl PREE QB ofgd LA Aele|A
A vhd Tol omde AF My AYAGAN A2 B Bike) A A
@ MBS A DAWES o)) ML HAde Aol Mulsel gt s)og
oISl Ao SYou epdm e Axuw AYAgels Aot Ay ag 4w

= ol F7] A% ARz FeMe] Zxen Ao S35 M m}

o)
8]

AESHA B obd A2w BAolAe 7)ge] Sao|} 1992l A3kg dzate A

Il. Relationship Marketingz} o}#| g st &

1. DtAIE SR TEpigis

HZ ZL7198e AFRAL 2ol 94 Zobstn UG, ol & o dold & MEe
At AFE B AL BRR ARy MY AAL WEm EHA 53 glgo} A
FEAE dol AA 498 golx AUk, =@ A2 MG oalo) dolT2E st of
TEE BAAALGe AF S T Aok, 72 A ED A HASoA 1Y dRep=
T S FUM, G9Y4E% g 5-30% o ol EE oWE g alo)
HHE v = 9l

T o ol gele) e oltle 7|9ekE: A o] sgle] T2 g »
el 7ok T2 Yot oiE Wre axe g uATSel A3 o] Tz gewol
AEHelAert? B8 o] Tead We s @vggw Atggel EelA gg 7o)
g ds) Zaow gg 2 e Z2OY F39 A9& op g Ao},

el 1980 ) g ulbAE 2w 2ulsE) AT Sl 1ol Foefzts}l o zpzh
o /AL WA 2oz ke Aol FaMo| oA} Levitt(1983) &= Fvjz}s}
S kel @oAlell Qle}d o3 wrEe] 2age Bzsua wojxiel Tofabzhe] ¥

AN BE48 FAE A8 BAwee) Auze Adszict. =& Jackson(]985) 2




(2" 1) EFE B MK

A ohAlEl e mATe] BAATAA &HA nAHe AAE TR FASS
o) S Fasiel ool ne] ZFz4Ee s oy vYdr 2 & Ue
ujzbe] A R Setel o 2Rl 2FBTm StATh B Aula AlReM e
& 7 #e) &} (relationship manager) 8] &8 F3stn lon s} wHH FL #
ol kel WA EAo| Fejol woidT A A%A FEHEE stestA st
Zt}(Crosby, Evans and Cowles, 1990).

Day(1994)& At 40497 AGAES oA Mdol At Ale FEe UF
g mAae Fze §xd ddn F¥Per ol dAAC g Boke Rid ETEHHL
o, YAz AGASe 1% 7|gel ARAFHo AR AG g vbpe Py d
AMNE olRd 9% &x %atim vlwatn ok HD AFATH] e dE &
TEE E7sn AAZ AAAFH i AFAJL 22aPL A9 gt Day
(1994) & 7129 HAoHae 22 AFAEH 2dF Al A TH
(market-sensing capability) 7 31713 2 %2 (customer-linking capability)o] 223tz

za% o Ak, el s ol ¥AE g%ste HE& HFHY 34 (inside-out

oo

7

o

=

L =1

fr
flo




467

process)o| ol 2R A A 74 (outside-in process) o] i glr}.

AE - M a AYAded e AN B4 AE 7Hd #% 2 3 A v
AR T2 aded W AwaAse W & oiAY dArt APdETn 2okl
Webster(1992)& vclAl®el & #slo]l g =R clARS AlAdelre] dde A
ol 2HE @F oldFhale] BAZ TS BHE AztolA ot Ha Fr1H
ZAPA S} Azd AFe] FAHY feld dial 2WE RFE Ao Fasttr FHIHA
o el clAE" gele] Aoz AAF HFd AE ZAHn HHR] o|fE
€ F o &3 HAMN7] AsiMe 71E9] nARAGAA Ade E& FHAE 8
7b Aok 7189 vlA A A A daded e BAYdE AE 7HA. J1d 2 Al
o e Akl e wtAE Ao BAEE AEHH AR FolFE
At 27 d A o] slejeop dth. HF A vl AdudAME wAY A
Hg FAEEd ded AF, A A2 E X o3 viAE 22 ado g 2y
2 wbgol A A meopstn oyt A2 sfetiglelMe ol A M. FTEFHAL
FELA T otAR Azl e B9zt WA} vtAY dE s A ot
AY BAAEL o #AS Helstodol gt

ML (1987)2 7109 plAIR Aol F33 mAle 2225 7HE8H 4P o] 9] 81l&
S gohfie] 7Ide whAlEY Aot dAAFE BYPE Ardte oiAE Eekg AdvehA
E) {relationship marketing)e|alz # ¢t v} glt}. Relationship Marketing& ] 3 2] 2]
o 2o BR2LE HIHog ojfgony HA LHAAS FEslYc WA opAH
(strategic marketing) 2! &4 g 4olch, webA 7]9) WWE A4, F 4Pss] #&& F§
TAREL FoaAn 4Ps ol9le] 844845 F viAE ARES Ay £ UE 84S
ATHer ¢ideax viztgddn & 5 o, 25dd 22 Alawl A Al
dae 28y o Fasdn & 5 s et

q2& sjzlvld e 249 Relationship Marketings] Al = 4 A] 28l (small system)-8 <

}-_t

|

o

T o2 e vlA 7% 39 (micre functionalism)® A7 AdslE Ao A, 7Y
W oA 2 R o8 BAMEAE FPste dHolrlEte 71l 8
Algel gAYl 719 AT} o S A T V)
AANZR wAE Jide] v AlA epAE Gato] oW FaE vl
Aol Bty & Aeg & UL E e clAE A g AAAYE Fystn A F
Relationship Marketing& o] 2u} ojA] 2% (large system)oj2t & 7143l /714

2
()
-]
r% —h
&J mlm
Loom
Toe

\1

e uET obg
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BAS B8 uAuAY 8%e frPxE FHEed 24 T ATHEIL, 2%
. 1990).
oot o] £ w viAY HTHE AX3Y] AdAE 712e] nARER Ap =L =
He wae AdA &u zAdeln IFAL IS aae garst Aok 4PsE
¢!

w pARE Auxazd 5o Adice wo 2 P A% G

£ AE
& sz ug AT okg F FFY T AUT Azt desith, A oA
she] Aol 24 e T Hrke 1% A2 g4 vAY BEFE 5 TR
Qarele] TA. SEAAste] #A, mATe] BA. AGAde] BA, oldFe] &
A BA/DRTE] BA S BH FTTHY EAe] A& 7149 5 (capability) =
R4 & 92 Aotk obd dAite] BAC golME, o 5o 7193 el

AA glolx 7159 A Al (offerings)el tHE 272 7)eis} el < g wpAP 4R

k)
' AR

97}
A) AE. AdBue ctARdRH B) vl g Al A5 AsiAzr BASEe) e et

(78 4> BE Fk W MREE BRoIM2 otAlg MF
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Azuvhe 7193 w2 BAZ FHAT dE FEAA AwdMel nAY 43e)
dZo] et ARE Aot}

2. PAFR-ME AAHEEC oY

vl €Y A (Walgreens)ehs AlAl Adiel A=4AHL vl Aol o 3wy
o) FHPRE 7N n YPFAL ol Fdl o ZAYFE Atatzm Uk A2 YEe o
EF(EE) e 4080 JRAFE slel RXN'olate olgoz Melel %zHe
#eldte MERAS FEe 2ol o2 AFate AL AFEET. o FEge 71g
3 FTL o)gote nAEL gHel A3 ICH=S g wied, o] ICTH=dE A
A ool 71550l o] 7t ot stE WA xAE BE 5 dor ¥B
HeiE g Fo £34E A0 +£ Advh W dF YFAe BHE FAFE ol g8l
Tl o 5 #Helstm ojol BH o} Ao #F F gk o FHo] Ut
AzGA S 2oidA] Fd A P&Gs Wal-martzte] EDI 22 FaRa 2w
g 5 RS e HAE AEstn U P&GE A4S $3 7 Wal-mart
FHAM 27 o Ate] 2o #Hyf o i wWiE Az F AE Fel BI A& o
HE 21 vt ol3@ FEE P&G/L Wal-martel s #s 2o wj2 & o 4sle] so)

rfe

©

!

ol
=
o

).

THe erdS ZFsn RFoR FEFE HASER e 7R fle FF
] ~¥ (orderless order system)-2 7}e&A st FEHel EAT 2L g AF
e 252 WA F dder @use An P FEY e g A BaAAY
(Kumar, 1996).

HFg S AAAAE ARste 5T A 8535 Sl 549 AL Aded
FAG A/HAEPBEAAE e FAlO nAe A AddEolge dAG AHAE A
Tk, ol A AXFde dIFTH FIEI A BACAN HRHAG. F
Hgage §47100e AAE o] &t A9 AFHE AUty F 5 Ak (hhsE
7, 1994).

Lim(1995)2 A<£A ZAAQ-59 fde Mo AlFzpikmarket assets)® 472
o]¢] (relationship merits) 2| F&84& Z&stgct. 28 AFATE © HAAR A
EA @ 84718, @ 719 ¢ group affiliates), @ FFAx, & F£42. ® A
TH BEHo] uAY Ao HEY FEA Rdelatn Ao F dHom, Aol
0.2 O Ardee AL @ AAF ¥ Avize AL @ AR HFzs @ €
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Ad7 ® WM& =0 5 ANstn Aok, @AY AFe AR el FATE
o wap @efam o] WATZI} HiR AlFAte] fide] doh

Day(1994)el w29 7149 474 71 2+ =2 (distinctive capabilities) ol 22l
= olda 719 24 T2 7199 AHiH(business assets). 71312l T F A
oa) HedT. ARG =AM s1ge FFHEL WA (inside-out processes),
9] 2.3} 4) (outside-in processes) 3 7 Al 97 2} (spanning processes) S 2 ¥ 7FE & gle
W o]ZMx #|MAAe AHe] A #A7HA (market sensing) s, L2 A E (customer
linking) 52 . 7 27 % (channel bonding) 53, 7]& 34 (technology monitoring) &8 ¥
o) ouwAe ®ch ol Daye BA A WEAA frpdztelvd ZlEEe] A%
AEQL e AFzMe wirw Adpce aAdd, AzARH Fe ATz
Aol AozAMe A" HAE FEzstm At

olal g wlAE ATl hd @FATR FeAe BAM U T3 Hishe] o
Hs 2zdm 9o, 53 ARs|&e] dgd o8 £HH)n WENIN vAE A~
¥ 5o| WA 1cH(Miles and Snow, 1986: Powell, 1990). & Zof o FddelA
ARs 7 e A &uhgA) 28 (quick response system: QRS)& fE7E 2o 7 wA A
o] gudeldMEE dag TEE R M YLAPAA o277 i A
Qoo EAste T $£80 Wi agPos WAINUAN UL BALEE VR
o ek MERIADeE JIT A2dS o] gsle] Hurge] Fid g% HEUHS
£% AN E 5Sa7 % &hvl (Frazier, Spekman, and O'Neal, 1988). A<l 7
A-gtu 2k @AM E AR E w$ (Electronic Data Interchange: EDD & o] 83l A=
s ARAF dert v E @b old wATARE &Y ARy AfRASE
e okrle] HEA #AZ B 5 UTh(FHaRsL, 1995).

ol9} 2ol 2 u viAE Aue] i FFE bl (& D9 Zo] FAT F US A
olt}. MEHQ Avja FFE FHINE nARZolge AdNAL Fad vAE 4
32 2xste AlEstgd o, A2 Relationship Marketing #z{ch el e ohAR A=t
g A Zoli} Aehel ZAlel e 71hseh A2 (performance)ol] ol BAIH E
Ms=Zo| olllg} BATEE vtEo R st ANA FEAA getatd dtu Aok |

il
£
=
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(F' 2) ObAle mRoll CHE el i

Ll L e CS Index Relationship Index
3 A AFFA TZ Al2gE4l
Aot 4Ps 7| (relationships)
b Al B3 AR #A
ol &3 7iuk vlA PFE oA H
A Zh w7 7
A2 TAHREE A ZY
FAE nATE Muagd #AT=
giEzd A% SERVQUAL, ACSI

[V. Relationship Marketing gt RigiE2 @l-KRI 22

1. Relationship Index2| #1249 2

AMzE wAY ety e 24 Relationship Marketingo] 28 w7 a3l o|giz
olg} ¥rHd ®WE dATEel AYHAD 71Ee] AdniAE
B713 BA, Fola-sezr GEWY AR A& 2UEWR

Shi=tl (Webster, 1992). °15 ztzte] Q2& Ad4d dg B dFSe] WU}
a2y ol AFELS A E FHeR § AT EC dERoln, APH A3 gl
G st $EAQ Age aAn e dFon. Aoz ¥eW F Ue
Relationship Marketinge] 71d 2 && Ao ARstn & 4 ot =538 A Aol
BAE 729 olde P AFEAM A HA7L o] FolA o (bEEL,
1992, 1993, 1994: Lim, 1995), @A wlA= 4%E #/8 5 U d3E o
A5 dAelnt

°l& ©}# Relationship Marketingell th3 @77} dM3le] o}z 22 A9 2o
el Fo)A Al @& FHlo] glonm, EF A7e gejo] 4s FYoed wE Ane A
ojt}.

2 ATl E 1 B nANZE F402 @ oAE Ao A @iy es e
& o 4 Relationship Marketing g Z4122 3 918 ngoa so A4z Hasg
D A viAY Gate] AE HrE A= 4+ UE Relationship Indexe] 7Jd 4 mw
AAsn A2y 5 AR). olEd Ady 2doe AL Faozn

o
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| Quantitative
Relationship

Resource
Structure

Communication
Structure

Quantitative
Relationship

(12| 5) KRI(Korean Relationship Index)2| #i&#y A

Relationship Partnerd 2 ®4% 4 glon o] & ¥Asteq AAA A AR FEA
(relationship marketing commrunity) (Mk$EiT, & ass, &, 1997) YN E 48Y
& g 3ol

1) BItRIEIRS TATEI

(1) £k I8 (strength or intensity)

wpAE A ado A Ade 44 48Xz ezl AW ode avA Al
Ak Se Ad AT S4d wmeh Age] A Fadd we Ee Ade S
o} Adle HAL @bl Aot watd olHd AdgANMNY F2H FHE HEWR
g g #ashrle ofals Aelth

HAET(1993)2 AdAe AzTFAAS FadAge] BATFE BF QTN
W AYBA7 FAHNENE FA) T ATE Fikd ARz, ANASEE AN
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9 Awle) 2Rl g4 sotsta glok, ol 2 Ed ¥ AN#ATRE A
A& mEe 2ol JEFE wld Aelch HEML(1992)2 VAT AAFE RFAM A

Williamson(1979) & Aluf 720 wh& 7|gziaAe §38& F&sted ol A
27} Aot wrEAoike] wet Aujpz GHeo| depRvtn sttt £E Aol
WEAQ AgolE Amnzd WAl ABAu R AgetAwt, FAE e 5F
Aol ¥ RSl Aguizo) uwah 2w FRe] Ao gkt AYNLT W Ay
o= Atz}A x| wl T (trilateral governance) 7} A& wr Al wEHY A el
b ) Eu g A w2 Gepde

YEYA BAd glolAd L% (intensity) = WENIE 9 =2+ IE. Y. IY
T At Mulze] %& wdste sdoltt. B dFelA FH #AE dehdle

Rrze Fed AYste 898 Aaw g&a Foh

=i

X

@ A F(volume): FHHQl ojulols AWFe AR Txe] AL e, AHA
257t 2o A2 2@ ARTEE vz e B g o

@ 7@ T (frequency): ojWd Azt FNHol7] falde o F=el AARE7}
st glojol k. A NS e AL AGAHY BRode @A AR o7 AN
A g2gEd Aot

@ Adel 84 (Gmportance): A FeAdL FAAR MY & Aok kA=
AdAZe FadozA fME & Urt. dF EW FZdsAte 248 gz A
2o o] LT o2 drAe H#Hel U= (commitment) e} HAHEHE MFe
A Agdictel F7F A% A AddAratete] A Fxd BdstAl Bt

@ A#el oty A (stability) . AU AL Ao FRLAYH dysle HdeR
tgAQ Age AFAJA AdTzE FdetA dnt

® Adzae 34 (reciprocity): ol AdFAe FPHJerE A¥E 5 U=

38

v 24 A <] (distributive justice)o| s FHc}

A1 AdTFze BE/ gew £234% A4E FAYT A0 BARe gold

Aol th,
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(2) WikitkiEel #¥RE

AT Ze FEEHE et ed At ALz E £4% v Zer) ¢
A AFedd Wal-marts} P&Ge|] @A A 2wz EDI 92& 7337 dalx 74 3
Atell Al 10489 ZABAAES &Rt APHA Aol Feaigon] b FHajoA
Fol@ NeFAedAM e 12902 FAY He 49 2 ST vES @
2 F e AEVE2 AR oA o8 & dertE AESHCH(Kumar, 1996). o
e A FEe FAAL g At dBre AYFAe] Bl o] 74X 1 U
5 AR BAZ Fo3d €55 A% A2 Hes Fdigol F 7Hite] By
wobd, Hot FEAY JAASH G FEFEol YoluA €rt. o|qF He) IY
HY I3z F4o Frufo FAzAA oA E d(BHEEE. 1990).

Regie(1994)2 BAY 243 Z=8 FAdde ¥4 29024 AUE£8U08 @ A
2R & @ 5HANTR @ AMNTAILEA), @ IR F QAR O EF
AHAEez AAE v Qi

@© AAAY FAEE: ol FAe] d¢EA JADF L AdA ALAE 5 5EFQ
HARMERZL 58 ZEB}. CE B0 B4 ZisAbdel g e g 3 £e A
LAY BA m& F OFE AHALFATL ol FolA £ Qv FAHAME MR
(mill representatives) 8 91 & A3t} AL oA vlg)fad S AFNEAY] 2
g+ Qe FAAFY ALE £33t Ut

@ E42Y &5 ol FANY REFA L EYANER} 5& XZEIY. dE S
o AFHY AL2H HRE Axste A 2 FHFA(joint venture) S S F
ATt AR AReE A F ALY FEw At 2F ERH| &AL AtdE Qi)

@ 7leAY A4E: ol YA duHor $9F JEAde n¥Y AL 24D
o AR2E ZEate] Zdde £BE Y EQAS FdAA BUY J1Ez i o A
Aol gdste 3971 B9, 2ar71s Adsle 4% d474 0] B AsS e
271 GAFE QAT (s, 1994).

@ ATAY AE5: BAY A&7 FAH udN 4L AYIASTE vehy
© ¥Wa7t € Aol

72 4RIz BHES Bow £EES AW AN ANA DARAE ol
A Aolt},
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(3) AfyAld TR Fr 484

@Me AdFze Ad7ze BA F3H FAL Jebddd ARYA| ATz 7
Mr7ze #Ae 220 FAE Gepith HEi(1994) 8 FAZEE ARUAIAad
o AddHedez wEddonm ARYAM godogye diage Bz &4
R EEE B2 U ol ARUACIATRE A2 FRy|e dHE Ao 7}
2 848 WEsta gle FRELEA FATF R HAHA I 4L F

2 A ARrYAeldrzre £ thgat go] FRA

@ dA2FYE: A9 BEA-geld @Al sleiMe 2l dgirtde) dayEs W
TaAY Atz o8 7k 22x En. AdzdE gAErIE ey Anx M3
ST, et A di) At AR ES A s AlAzb dEsle g g 9
Atago] 7hestA = Act

@ rtase A ARdAel ATz dEdedrt Addrie BAlTEe] A4
< ZAA Hysv ol a4 4 o (procedural justice) = THECE Marks &
Spencere] Z22%Ate) 29 A5E Marks & Spencere] EAlo] 298 4= g Keycard®
2A Ho, olge dAHE W AL da 24 + Ao HIT #2] va o
719 AnAGEe UMENAE ol &l FHAAe] FAHPE e-maile] gz H3 @
v A% g,

@ AArAEe] &4 FEAG Fexteel AulgatzA WgAA, gy
5, TEUAC g 2 7A1% 42§ S o2 H& ABA 25857174
o AT =¥ was AdgEul g, Az ¥R da2e AdNydu s agn
WEZA7E #8572 7Axle] ZAuE Fof At AFA 2 THE 2EE4 el we o
W FRY AAE A, olded 8 fasoler b FEI AFA REFTAE AF
Bl Boldo) dAZtes Easn g ¥ ohvet B ¥E F o 3 ¥EIAY T
FEAANN A7 EAY A5 o FEFFFAAE A $A o] g 23
of & NS F7 Qe FE PYHrEo] §8YS 24 just-in-time marketingo] 7}% 5t
Al Pk (HiERT, 1994).

@ A2 %e P4 A2 E F2 FEAPAEY Fr1Hdez AL E
deo] F8 ZRAE tig BAHe AFN dF ZT2AHE sldd o U S wad
o}, Marks & Spencere: 3712 FFPASH FHA Gl FutdH S a9
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ARAZIHAAEL WEaE A8 S ALt FHRES BA7lee wEz Azt AR
A A 26 (TPS: transaction process system)e] & &Aool Ftiso] Adul &7 Foldd
bz ERAA AL 2 AEA L T Atalzh Bk

® FEel TH71%4: Malone, Yates®} Benjamin(1988)2 wlolEjulo] 2] & etA
=YA dlojgulel2, A2 doleuol A & dolHMelzz TRt Utk SYA
dolelmol 2 WA Ja2eo|d g Agste Alafleg dE S8 2da 4493
e, 947 dolelolar FFYAY Frixte] DBE #HAR T4 dARE A
AMAZ FRE A5Ro2N AGHolATY b5 A-je] 7Hsdtd. FF uloE ]
2% 4ol DB7F Mzl AXNFEE FHEA . dF 5ol CAD/CAMI Alz3
ARZE AR Yo g /A2 DBE EFRUClE el A& FHE + Utk

fulpy

A4 3 ARUAeldFze] AsALAEs oW ¥&FE Azd PP dwb4
BAH b wobd Aot

(4) AL ILRE FRE
FH 54 (1995) 2 ulAE Al el 4 3l (relationalization)ol] th§ Aol AtEEe] ¢
Zzo| 28 nigtez e Axddde FAFRE duigrE AwTzE 9 AETE

2 Bas ul glcl. Granovetter{1985)% AA&Folrs el ule)4 (embeddedness)2] 7§
We Rzatuid AxMATe AR A A E2ddM ARAYE §F AAEFe] G W

Bgzor AP AFHoz ALt 24F 7|9 WF U 9 wAs
yEdae Azelagtn FAsAUt 2o atd Azte] dste Lo AAMBFEL BA
A gaid g4 vAAE e FgYA £ AHA Frizb A@E o, uwas Izt
o) AAAY7L A5 A A2 WELZA wesle] glct Kumar(1996)« A2 A 2t
2T BA hE AAF TS $Eled MR dFie FEWER ¢ B
#FZstn nH AT HE gAY, AN R HeHE 5 5 deng ¥
2o AFAdY £548 FEsUA

MBI (1994) e wAlel An Zxg Agste A sqdezM FzxPE. A
N "Ry AR 71832 52 AA3tdct. Doneyst Cannon(1%97)& Ful
2p-stof Ao A TF7IPe ther Folrgdel AdHFdeder FFVHY 5E02A
Wy FRE TF7IYHe BAEAHo 2 12 sle]x] (willingness to customize) Vg

ghgt AREH #A 217 52 51 ok Kumar(1996)& Asel 238 3 HA

o

rlo
i)
tlo
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del Belg AzsuA g O AW AFUACM, @ THA. @ WA, @
A, ® A58, ® <9 F 4944 712 8oz PRIET. #8 Morgan® Hunt
(1994)= AFe Jgaclezs FH7HA, ARYUANA ¢ 71859 PES A A5}
i o]l & AEIHG,

2 dFddXe Tz ey A2E 983 go) FEIEL

@© 7HIZRAF T ouid BATR T8 $A5H7] s FAREN A TR}
AAgefob girh, ot AL FASD AF 3E 2evtn stigds A& upgel
RA @3 Rt vzl G20 o #3Ae e#E 4 9% Ao)d. Andersond
Weitz(1987) & Az A-HFEH et @Al e Ad4d mam =25 x4 A3
BHE MAY ol A #AL A& YL vHc} Dwyer, Schurrgt Oh(1987)
of MER AAMNLEA F EdGA l2d A% MAYFoG TR Alxde =
£4 AEEEE BN, Y2F 235 % Y (mutual input)e] AL LSt FAlz}
EE 2#5E didtn HE g Ik webd o AN E ZBAY ASE Yo w
FAAE oo FHAAE uwAMsn YdAH TEL A dA otk Morgand
Hunt(1994) %Al #4] 2 (relationship commitment) 7} Al2]2] MMz Saja =
Aol Mo A HFAETE S s

@ 11743} (customization): Fornell# 19 $25(1996)& 2AEE 71d9 alAs)
oldH 1Y aF - RYHTE nAseE FEE Hostn itk o5& AEU My~
o MERAM Yoz HE] A e Mol AEAY QP BEE A Eo
Mul2g Addtes FANE oANES TE £ dE AL ddn #9nF ansle =
895 2. BAT2Y SdME FudA S ol FiAY AdelA shgA 2
BATF =z AHAelvt FATZ HA] of & FHA

o.’i:

i)
¥
_S‘f_.
£
H
T
2
i)
ro
ih3
L)
e

@ <ol 2 254 Granovetter(1985)2] F3o] wzw A A ol glojy ALZ A
A 84% FAY £ gloke Aotk AeiRst FojRelA xFAHo R oeke njag

% AR st Bzt W ANHE REE st AL u|gd, o
HE AZE $7] A A48 kA 8AEEE UETtety ¥ H/ /e %, 2
A A, 57 Fol UvhHs, 1994). HEWE £Zee AL BA x5 He T
g FPshed s Festh FEHoz BE #A Flxe AREY BA, G

o #A7 H7] W ot
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@ N2 A, g4 297 Marks & Spencer= J2¢ AEHAS FAS A7) At
AzPAe 23E FAd BESD vlelo], HHtelH . dAtold B Az F BA
AE3 Fotg FAHT. ol AXRAAEC] 189 8AHE FFAA F F Ue THE
FAAA F7] w i oi¢ Fo3 ATE gvh. BAle svjaldEe] de dojile
A e AL FEFoEN nAe VLS AuAdle AHEE & F Ao 994
deo ARYe nA9 e YS3ted F8E 4¥E FH(Crosby, Evans, and
Cowles, 1990).

(3 % % (reputation): Doney#® Cannon(1997)2 #H#&E 1 A9 71g Sy Al
5] a3 7190 AAstn ndd A& wHAE st Izt Fsn . F2 FH
< 714z {A ASsEln A4S FhA L ch(Ganesan, 1994). wekA Ao FL2 H
e Fojzield, dejatelw @A Tz A} LSS FIHAZE 5 U,

A4 4 AR HBY FE7t oW R84S A4 BN AW AR
sobd Folnh,

(5) &89 TF#4% (Perceived Identity)

Anderson, Hak nsson¥} Johanson(1994)2 H2o MEA F3ste 7Id¥AES F
B3 oA g Zld viEGIRY Ao deA4dE FEIUT. o8
NG E] A HE AZE 7YY JFelapy] Hoke 71970 22d A Moz
Fojgtn Ut oiel@ 7AW ENA #AHYA UENI AL & 7IdEqe] 92
¥ B4, 259 529 42, 259 AdH AEolgte 55 JFe I u#
Agzdel § 7199 AR S s ZoE HEYJA YoM JIgEc] 2228
ogA B3 ezt 2z hE HEAD RS osted ¥A HoAn UertE
2] v] %t} (Anderson, Hak nsson, and Johanson, 1994).

Ring#} Van de Ven(1994)cl waw WlENI FA P g Azt vH|EH R Hgto
el gexled o1& d&d JEYZ A A (strategic network identity) ol 2t & ™, o]
of et MEHZ W ctellA e ZIdEd de ud REHEAM 220 ojF 4o
e A A4 4 = Adxn AT o E TG EY dFol e A3} sdel] g
EA/ el ¥,

ol g Mde FEA (community) AEdIE BlmE # 3vh. Poplin(1979)& T FA
E golz dA7t "ol g5d dAE 2z e A4A4A. AAH @47 dAF 717

0

O
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wlo

v idez Hoan, FEAe SHc2ZA LAY, AAH U4 AL AA4
AAstz sivt, mebd dad Al Adel FEAE Ae] &7 ke i AR
TEAS. JHUiQle] UM e AR HAAde FFES pRigtin 4 Ud F
TFAE Aol A FREFR FEA R 2v) e HES A Alel wod A
AT =7e Gl

kA AzbE FAPE AT S Aot st Hel §%53 wAE FA4ds
o ddn =7 dddEn A 42 914 Aok, Anderson, Hikansson?} Johan-
son(1994)2] /g€ wigor 7" FALAE FddW dgd 2 895 w7
FrE Holdnt

fr

@© =gdeolA 7542l 7]l (anticipated resource transferability) : =] 2ol ) F-alsi A ut
gtol ojdd 4 v F=E ovidr. ofd WA 7z £Fo a2 2ol HEE 4 ¢l
v A7 AAHAY. du ez Ry FAE @AY + de PES g5 e AdS
5% & ke =#golth

@ WeIMPAde 7 ul(anticipated activity complementarity) | Garrette®t Quelin
(1994)& A=4 AFE THFFA. 714 2 BaA foz2 FE4A0. #7453
A Afe A4 stde] Fodel tad R AAZ rldate Heolw, FIpA A
Fe A Aol i gdos e AAZ g5ie AL s|dste Hdoln, B A
F ¥ele 24 P92 Pele 9L vldste Aelvh. olnd AR gH e ArER
T UMY U FARS e 43 SdodAY g 12 4+ 2l

® @Ae UwEsts4e 7)ol (anticipated actor-relationship generalizability) : 7]
= FAE TPt Ade Agste Azen Fddctd. #AF 2 71 13 7
%3 23 71502 PEelal B 2 9lch(Anderson, Hak nsson, and Johanson, 1994) 1
2k 7le e BEES F3EA. oA Ad A F& 2 g9ty xrlelele] g7
2342 B9 A& (efficency)eltt. & ¢4 AFT Adoldrisd o dAR
Aol ofzlel siFdnt. 23 71 AL Aol iy A AAzA ofw AL o

A 4 BgHor ddgesd dAEE sBeltt. & ol #oxiste] Yo

=
e PAABANA ERe YAE T 4 ol AH ¥ 459 Aol

m[}
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7H2 5: A ZtE Aol gow 24E ANA [AHYIte gobd oo

2) BRI HREH

Ngde] viAY A2RE FASE NBEFHY TAE BePery A F Ue 4F
o] E& ¥l (relationship merit)e} Hej¥ = Utk wepr AFolejo] FEY ]
et WMo olelu A TERAo2 & AL 7E9 ool W9 oo i
AQ S Fa3dlod di oAl wal dZelele oF AUS RITe Holth mA
AAoloe] ¥5 Az BAFEIAA v R}

gAFzA 3 #Hrish oo wWE AFAe od F DA W R E 3 (internal
effectiveness) 7} %t & ZAALZAA< 74 (spanning effectiveness) 2 2 &3
2 4 Utk

(1) A% BIERHCR M (Internal Relationship Effectiveness)

QFeolde on stEVe od BHog ofFA |ATEZE FHI=bl wet i)
A ook dZo|ge HtAREY FAFFEFN JEATEFS AAY 2 AAHS
AL &3 T g WeE @k (heEin, 1994). Day(1994)€ 7149l 823 9
2313 (outside-in process), 74 <dZA N4 (spanning process), W #A (inside-out
process) TFEaFE, o] F WRAFezE AEdel. dsA. leAd. BRE
7. AzAA, dxAdHe ai ek,

E A7 W FAEREE BATEE FF dZolY F g WEFH A
A £ e Rez el FH B AFeMe #AAAINgde WrE Hefshe
Adold ARHE ez & AAAE FHHR doh. ma HFo8Ad dEMe

2 o] sfte] Yeojob # Zloltt,

2
=

offl
il

m1o

© ea7: BATEE Fato] A ANelY BEVRRe ] AVE Fo Yy
Ho vl g A@ete ANE DT

@ 2A94: DATZE Fo] A& Yoy HFEURTE Y QS Fard Bohal
Fo 2% FYSE 1

i

@ W& FEVYge] YAAQ FAE B3 24T i FHE
@ A FANE: FEVee] JHA BAE Fato 24 AdAG nae Frt
|

® oMM BEVste] WuHel BAE Folo] BAY oY F7}

e
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7hd 6 Ak FAHIL &2 WEAA L 5F4e] Fold Rl

) 22178 B4 & 74 (Spanning Relationship Effectiveness)

AEol Tl 22tel B &35 eldE RAEo] 2Uth. Day(1994) o) ©]3hH 7
A ZE 7 (spanning processes) o= nAFEA), 74 ol nAME A dajwe
AAE/ AR 2 g A=l Sol k. HEEit(1993) e ARTIAAY S ax sty
AN AfHAEZEE AZEE. Adzd £ Muls ZWoA Setsla Uy A
FAE WY 4 424 4 2xA 3, o3RETY S0z FEE £ 9t
BAAZ RGN ZA} sl AL P24 A Y SgBR T,

AR e sE 7)., 71E. AARY, BEAlo]x 2 E & glon v A4 9]

FEE. AUTE ARY. 2TEA F84. AW EAEEY ABA5E 52 B 4
2ch

@ +FVAED P FRLTIHELY, TIVYVULA. 5572 EA 52 T 4
A 2

otk

HedAd: @71 7H4. dAzd, 2Bz SoMe AMARE 5 5 A
2o Al o dvielely s el Mulasidelg Ea el M e o)A
= o Urt,
el A

® ©
B
)
x
=

1o
>
P
ok
ol
e
Ir

@
e
Y
¥
da

A9 AEY, Y £% 5 4 2

BE

o
7Hd 60 AWH AN &S 227 DA EAY ] EolA Aot}

7Hd T 22 BARAEL R B R 938E uE el

3) Wit

¥ ApolHe) AwA BANK(KRDE BAT2 elnasue) egozs Aus
WA 7ze] dYPusst ABWpe) o2k AL AAse] £ Ixgth weby KRI
2de FIHo U BAARLT A7 BARddos BHd ddolds 4na
oM 7l B2, A 2 ol el 2RA NEA P 5 Ue Relo




&4 #A4, AEAENE T 4 U FH FPeRe U A,
24 52 T 4 Aok, Wk, FEE. 1997). = Mulx #Aste) ¥Re
24 Az Ao AdE Agn e Aa Mulagde 4. dFeF ga ARA
Aze nusAg, ¥E Hxo Zrh A5 F, Mulze] g3t ddeld
B2y AZe Be Hu ZHAXNE gFL AF 2 FAAA . <IUT
@R 9@ AAddLde ), AFE/AAZL AL T dZeldE F2E 5 A+
(bhggye, &g, 1996).

e=e 797 A4, AA" ARAAE $57F WH S22 WA speed marketing}
A7 delz Aok, ol @ 2ME F7stE o 24 Wal-marts, K-martssh 22 Aol
Aol QoI EREEE AD S48 ATHE TP Az Aok FEAEES LA
Ans AgdFony 27hAQ B g shgstA sk Fad FFol T doid
A &

w ARV Ee Alad 2 gz #Ae #d4E FAAY. BHSHT A8 F
g uEAA z2z5e Hr 22 539 A& A, oY FzdMe #AT
FAFAL A D RAZ ARUACIAE FAPH

Ao Ao gy ZWolM FAAE FAAAA 8 A AzHe FEE ST
o= BATZ We BT FATE EE UEYA @44 9 8%c] ojd £23FS 4
oz zAsse] e @3 Aeolvk wed FHHL FPAAE A AEEL
ra A7 % fol W A ¥ AFe F£E ovjdd. R AH @A oA
o] 9B TIPS ANABAMGNE AL 4 QA Hel wat gawFel £AH 2
(vertical disintegration) #4te] dojvkz glch wabd JA TR Al of
WE g5e AF2e ojdol T AHE vepdn 39 gEde & 7490l F4
o olg] Al dAHAE FEE o v|gch. Achrol(1991)& vhA|E A 2wle] Z2RAAL
®] (transorganizational system) 2 8¢ 754 & Z =3t ok, ol @ gdEdoez st
o] #ATZ U 7 FdAEe Fe AL n=HAT ALHE AFEEs Ho
ge oAl FoEo] Fojste FRMENZ ¥HE + Ak

mlo

@ AwA BA7E B}
@ oAUy BATRZ Wb g8 BATES vmEAL TAAE o4HA B
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of B 7}
BATz] Y BedAge] Adel 4

TR B @A @Ay
® FH BAE =

B FA

Sk
Ask 541 BATZA AW FAAEY AP T4

o grholnh
@ 49 2
290149 % sbolth
o143 & KRI vdel 247438 Felsid gom p
| 2. IR ERS| 4 51-PLS(Partial Least Squares)
‘ sHAGE Qo4 LISRELE 7e] 2E 724 vagoie] us 2ad o 85w 9
; 9. ey} LISRELY] Zeigols 276tn FRWH4 wdo] of o gay
! Bol At v ArE 3 DETUNN SUAAEY 2A4g GEAA B
‘ (% 3) KRI 299 Wastan By
2444 o %+
\ KRIo) sapnse | ATES BE AR AUUE Ade 2ou. Ads 9wy Adzas
k-2 B
ks A5 gx &%, £% A
dasze nee |VANY BEE BAAE 255 1R d5E Apa
9 24E
ARUANITZ | LB, SGALES A LTINS e
o JEHEAE | 5o WY, Bre BaoAEA
A ERRE, RABYE, o) 2 054 Aam
TETEANIY ] gy e me
e g VRIS AU asuay lu. wAd wus s
4 A
W BAENY  H§ET FAPY AEE. APAL, ool
KRIS dobeis | 243 2AEY | F2AE09. +38a5999, Adzada. oo
sogEH AN wARENY A
s @ATE W) ol g BATE B A" B
KRI A BH Y, FRY), 2 BAD B9 (EG. A
4 gz
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#2273 (MLE)o] 8338 REFE

23
zEAe BEAHosE WolEd & Ae EF

o

ste ASrh wrh, gurHos FHEYFT
e B4 sle FAg 89
"] 2 4 A (factor indeterminacy)©°] 31t ol tish Woldel PLS(Partial Least Squares)
wwe Heryye Be g4A8 NANEE Astn FHRAY 2 g9l vAFGE A
7] gt} (Fornell and Bookstein, 1982).

PLSe] ®d 7xE g3 gk o) 4 (inner relations) 2 th&3 o} HE
#?ro.

ul

ok

Lt

—
4
k.
o

Elnln, E] = Bn + I&, where n = (M. Mg e M) and & = (§,. &y ... &)
B(m x m) : matrix of coefficient parameters for n

Im x m) : matrix of coefficient parameters for 13

Eln¢l = El&Q = ElJ = 0. where{ = n = Eln| nd

A

kA A (outer relations) & tH-&3} #ol ¥¥@E £ AT

y=A,+ gandx = A x + 6, wherey = (¥4, ¥2. ...,yp) andx = (x|, %9, ..., %)
Ay (p % m) and Ax(g X n): corresponding regression matrix

Ele] = E[8] = Elndl = 0
PLSolA = Bz & A5e 284 AR A5 AERAZ FA4ETt
n=myand &= T:X, where #,(p X mj and m,(p X m). FHFANEZ A
PLS 2de A (A,. A,) EE 7HEA (r,. =), IAL Fz3 @A (B. D
o oa 2As U, AENE BAG] o= Fx FHEHA e g BEHEE W

dus T2A wAd dads BREA e @Eel tE BRHA we dEd 9%
o uAE AL o % Utk webd PLSH A& 2E FAHE % AAgel #9H,

O

(A, . A7 7% 7 (fixed point)l ¥}
1982).

MLud3} FPRdel 712 713 3 del eole MLEHAAM= sHdgte md el
#ad gz #85g AWGAIEd vEke, FPRICAME HiAeHeRA FPA oF
ol AABAe] HasHE AL Frgvhed vk weEA PLSE dde 4EF5H
OLS 37 2A ojuad B3 dar 7 ¥

oft

operatorol €]

L

t}(Fornell and Bookstein,
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ol¢t 2& PLS WY& 53¢ KRIo| U9 gefe thg5 2o] 8 ol

_ _E[¢]- min(¢]
KRI max{£] = min[¢] X100,

where min[£] = }Ew,min[xi] and max(&]= f:w, max|x; |
=1 i=1

EoAWA fAYA @ AAES
x AW BARAY 2

where w;: B|EF3d 7133

V. #E-0%¥B|F 2 KRI

n||||

7199 AR drbddel 93 2iri4d(cost leadership), ER 34T A Exhd gl
2§ 2 shE 9 (differentiation), Al FAH T o] 2@ Adge H F A3we
q 522 & ¢ Ank o) FAH dPg AAdE F2 7122 23 (scale merit)
Lt ool Z A (scope merit)oll A gskel. aEld Aol nEd £33HWA R
o] Fgof A% AR o|Ydo] Fg AN YMeg Wezq Ut

BA AE Muls FAARANNE 719 R g GgeAdel s FRel Ha e
o AAE d5atedl 23t old @ Aol AE A Eol Hu|xe] EA g Ak
FEE T uAVZ, Mulx FAdol e ARH AFy AT AJ wistd 54
A dAE vdEle A AFo. gy A A=A AlgeAs YRRl =}
e &3 FAMe 2AAEL Y57 AA9AD WM ygle] Fheo B
=eA B2 HREHY a&sd 712§ nAgFely HquA2Ed wo g HHG nl
B 4HE FH57) oA¥A 2 Helnh

E @TE ol@ v KRIZGe #AATZAN A2 Ade) vy drg =4
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2= AEdA v =t KRIE 23802 dZ0d3 J#=2 e d™e] #AT
zo] olmpAl2Eld] WP oz BATR o7 G ANYEAE o d&ste A®/ €
4 9& Rolth. HE B AFdMe MdA 22X ANBHQA G ol T AFE R
= wdeo Fumset ok T BFgel AFETE A% Ao E=AM AE F

=

tle
re N
32
nlo
il
L
I
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sr 7 AR EE 4 RS9 Adgdn AEE 8d 7
9 Aotk T Az vlmE o] AYFEENAE ¥l 2 7 A& RAolth,
zhe] Hrtel glelA el Fadd vErd
2 gk, 2. o® g9 AdE 1 1ol &% Al TEA Fell 7198 A7t
gle Aolth wapd ¥ Aot #EUIM e benchmarkinge Z4 =S B TE
A ol mA ol & Aoy
old e wdle] FRAdE BTetn ofd dFowA HTHA BF2E st} 2]
Bge Faa did sl @ Aot =Y 2l FAAM Al A wmstel
7t we Aolth ol# g FAE 74 AW £ 7 7IgE HFC ol Foi A= el
Mol o] BojAo} & Aoty B Ape] mddME T AAZE e = A
v e BRMe] AATRY £FAYA AF Ahdel ¥EHX Wik =g #2719
AsdAel et At o olFolAcl @ Zelth. & Fol AdRTol HHAA ot
2l

2
o
e
0
{2
=
o
o
o{:)
J|ﬂ1
N
o2
lo,
_L

x

o} o
[E- Ty

1588 AdFzst 949AT dRezE FrEe] €= = olgte olelar B A
dzae dus Adae Aadel FdRGE Adzie A WA A @bl slolA
gy dos 1 Fa57 Beld shgAdel sk

ols} ge FAE YAW KRIRDE viA® seickgo] Wssta e FHAN e
2o 71g €& Agle] ATt MRE APHe YA AN olo up A3
2z AAsaded 2 <oz gk FF ATdNE 294 n o
2o 2y wde B PEsd /s AdAuAERN FEHL, vt 7|
Jee Y & A8 54 =gl d F dE AT HE wojof & Aot

to,




487

2 E XM

BEM(1992). "M BREAC] Bl B3 B-vlolAlE Rk AMKES Lo
2oy AEAEM K8 LB R

th$Em(1987). "Relationship Marketing2] & Azt RAol &3 B " H£8HE, (ML
KER HERP LEFEN), 21(2). pp.52-69.

4B (1992). “Relationship Marketing @ Relationship Merit,” "w}#| 8l B, (s&F 0}
A" 4E) . pp.173-195.

FREEPL(1993). "SLEfti ¥ et TEEW Y] Rkl B3 BE - HRBIRMEE S HEW
RS WHEE MLoR -7 TEERE, (MR SEAR SEFRR). 27
(3. 4). pp-49-61.

MEEF(1994). "R BIHEREE 2l Relationship Meritoll ¥% #7-Supplier?} Buyers
P2 " UL, 16(2). pp.27-46.

BT, EEM(1990). “f%M MIREEE ¥ Relationship Marketing #ito] #3
BZE” THEEERE, (MRS KBRS REFEM). 24 (3). pp.27-60.

PREEDG, HE5(1994), "2oRBIEE L SHiGET I TR AT TRERE, (MERE
Be fEERg SRR, 28 (1.2). pp.26-50.

FREEL, & #%(1995). "MH]2x olAE ol A Relationship Marketing #{:2:9] #Exol o3
R - HacafEAn & e FHE PLOR " TEEGE, (NS rd 8848 &
BHIRAT) . 29(3. 4). pp.116-137.

MeEie, W o34, AFE(1997), Bt R elA R HLEES Mg 199793 @E VA
B FRAWmRAG BRERTE NS BEASR

Hagsh (1995). “obAIR Al ~¥] BIfRIb] THEF BTE - L] S Lo " H%
REE KERE M7 wo THE—(1992), "BRALEO > 25 APIHF,. £ T
BEER - BERR1990). (FEriaEsR). B wRESIE L.

Aaker, D.A. (1988), Strategic Market Management, 2nd (ed.), John Wiley & Sons, New
York.

Achrol, R.S. (1991), “Evolution of the Marketing Organization: New Forms for Turbulent

Environments,” Journal of Marketing, 55 (October), pp.77-93.




488

Anderson, E., and B. Weitz (1987), “Determinants of Continuity in Conventional
Industrial Channel Dyads,” Working Paper, The University of Pennsylvania,
Philadelphia, PA.

Anderson, E-W. and M Sullivan (1993), “The Antecedents and Consequences of Customer
Satisfaction for Firms,” Marketing Science, 12 (Spring), pp.125-143.

Anderson, E.W., C. Fornell, and D.R. Lehman (1994), “Customer Satisfaction, Market
Share, and Profitability: Finding from Sweden,” Journal of Marketing, 58(January),
pp.53-66.

Anderson, J.C., H. Hikansson, and J. Johanson (1994), “Dyadic Business Relationships
within a Business Network Context,” Journal of Marketing, 58 (October), pp.1-15.

Bearden, W.0. and J.E. Teel (1983), “Selected Determinants of Consumer Satisfaction and
Complaint Reports,” Journal of Marketing Research, 20 (February), pp.21-28.

Belohlav, J.A. (1993), “Quality, Strategy, and Competitiveness,” Celifornia Management
Review, Spring.

Bolton, R.N. and J.H. Drew (1991), “A Multistage Model of Customers’ Assessments of
Service Quality and Value,” Journal of Consumer Research, 17 (March), pp.375-384.

Boulding, W., R. Staelin, A. Kalra, and V. Zeithaml (1993), “A Dynamic Process Model of
Service Quality: From Expectations to Behavioral Intentions,” Journal of Marketing
Research, 30 (February), pp.7-27.

Cronin, J.J. and S.A. Taylor (1992), “Measuring Service Quality: A Reexamination and
Extension,” Journal of Marketing, 56 (3), pp.55-68.

Cronin, J.J. and S.A. Taylor (1994), “SERVPREF versus SERVQUAL: Reconciling
Performance-Based and Perception-Minus-Expectations Measurement of Service
Quality,” Journal of Marketing, 58 (January), pp.125-131.

Crosby, L.A., K.R. Evans, and D. Cowles (1990), “Relationship Quality in Service Selling:
An Interpersonal Influence Perspective,” Journal of Marketing, 54 (July), pp.68-91.

Davenport. T. (1993}, Process Innovation: Reengineering Work through Information
Technology, Boston: Harvard Business School Press.

Day, G.S. (1994), “The Capability of Market-Driven O?'ganizations,” Journal of Marketing,
58 (October), pp.37-52.




489

Doney, PM. and J.P. Cannon (1997), “An Examination of the Nature of Trust in Buyer-
Seller Relationships,” Journal of Marketing, 61 (April), pp.35-51.

Dwyer, PH., H. Schurr, and S. Oh (1987), “Developing Buyer-Seller Relationships,”
Journal of Marketing, 51 (April), pp.11-27.

Fornell, C. (1992), “A National Customer Satisfaction Barometer: The Swedish
Experience,” Journal of Marketing, 55 (January), pp.1-21.

Fornell, C. M.D. Johnson, E.W. Anderson, J. Cha, and B.E. Bryant (1996), “The American
Custemer Satisfaction Index: Nature, Purpose, and Findings,” Journal of Marketing, 60
{October), pp.7-18. \

Fornell, C. and F.L. Bookstein (1982), “Two Structural Equation Models: LISREL and
PLS Applied to Consumer Exit-Voice Theory,” Journal of Marketing Research, 16 (4),
pp.440-452.

Ganesan, S. (1994), “Determinants of Long-Term Orientation in Buyer-Seller
Relationships,” Journal of Marketing, 58 (April), pp.1-19.

Garrette, B. and B. Quelin (1994), “An Empirical Study of Hybrid Forms of Governance
Structure} The Case of the Telecommunication Equipment Industry,” Research Policy,
23, pp.395-412.

Garvin, D.A. (1987), “Competing on the Eight Dimensions of Quality,” Harvard Business
Review, 57, pp.173-184.

Granovetter, M. (1985), “Economic Action and Social Structure: The Problem of
Embeddedness,” American Journal of Sociology, 91 (3), pp.481-510.

Gronroos, C. (1990), Service Management and Marketing, Lexington, MA: Lexington
Books.

Hamel, G. and C.K. Prahalad (1989), “Strategic Intent,” Harvard Business Review,
67(May-June), pp.63-76.

Jackson, B.B. (1985), Winning and Keeping Industrial Customers: Dynamics of Customer
Relationships, Lexington, MA: D.C. Health and Company.

Jacob, R. (1993), “TQM: More than a Dying Fad,” Fortune (October 18), pp.66-72.

Kordupleski, R.E., R.T. Rust, and A.J. Zahorik (1993), “Why Improving Quality Doesn’t

Improve Quality or Whatever Happened to Marketing?,” California Management




490

Review (Spring), pp.82-95.

Kotler, P. (1988), Marketing Managemeni: Analysis, Planning, Implementation and
Control, 6th ed, Prentice-Hall International Edition.

Kumar, N. (1996), “The Power of Trust in Manufacturer-Retailer Relationships,” Harvard
Business Review, November-December.

LaBarbera, P.A. and D. Mazursky (1983), “A Longitudinal Assessment of Consumer
Satisfaction/ Dissatisfaction: The Dynamic Aspect of the Cognitive Process,” Journal of
Marketing Research, 20 (November), pp.393-404.

Levitt, T. {1983), “After the Sale Is Over...,” Harvard Business Review, September-
October, pp.87-93.

Lim, Jong Won (1995), “Identification of Market Assets and Relationship Merits as Major
of Sources of Sustainable Competitive Advantage in the Pacific Market,” Seoul Journal
of Business, 1, pp.79-82.

Morgan, R.M. and S.D. Hunt (1994), “The Commitment-Trust Theory of Relationship
Marketing,” Journal of Marketing, 58 (July), pp.20-38.

Oliver, R.L. (1980), “A Cognitive Model of the Antecedents and Consequences of
Satisfaction Decisions,” Journal of Marketing Research, 17 (November), pp.460-469.

Oliver, R.L. and J.E. Swan (1989), “Consumer Perceptions of Interpersonal Equity and
Satisfaction in Transactions: A Field Survey Approach,” Journal of Marketing, 53
(April), pp.21-35.

Parasuraman, A., V.A. Zeithaml, and L.L.Berry (1985), “A Conceptual Model of Service
Quality and Its Implications for Future Research,” Journal of Marketing, 49 (Fall),
pp.41-50.

Parasuraman, A., VA. Zeithaml, and L.L.Berry (1994), “Reassessment of Expectations as
a Comparison Standard in Measuring Service Quality: Implications for Future
Research,” Journal of Marketing, 58 (January), pp.111-124.

Philips, L.W.,, D. Chang, and R.D. Buzzell (1983), “Product Quality, Cost Position, and
Business Performance: A Test of Some Key Hypothesis,” Journal of Marketing, 47
(Spring), pp.26-43.

Ring, P.S. and A.H. Van de Ven (1994), “Developmental Process of Cooperative




491

Interorganizational Relationships,” Academy of Management Review, 19 (January),
pp-90-118.

Schonberger, R.J. {(1992), “Total Quality Management Cuts a Broad Swath - Through
Manufacturing and Beyond,” Organizational Dynamics, pp.16-27.

Teas, R.K. (1993), “Expectations, Performance Evaluation and Consumers’ Perceptions of

Quality,” Journal of Marketing, 57 (October), pp.18-34.

Tse, D.K. and P.C. Wilton (1988), “Models of Consumer Satisfaction Formation: An
Extension,” Journal of Marketing Research, 204-212.

Webster, F.E. Jr. (1992), “The Changing Role of Marketing in the Corporation,” Journal of
Marketing, 56 (October), pp.1-17.

Williamson, O.E. (1979), “The Transaction-Cost Economics: The Governance of
Contractual Relations,” Journal of Law and Economics, 22, pp.233-261.

Yi, Youjae (1991), “A Critical Review of Consumer Satisfaction,” in Review of Marketing
1990, Valerie Zeithaml (ed.), Chicago: American Marketing Association, pp.68-123.

Zeithaml, V.A., A. Parasuraman, and L.L. Berry (1990), Delivering Quality Service:
Balancing Customer Perceptions and Expectation, New York: The Free Press.

Zeithaml, V.A., L.L. Berry, and A. Parasuraman (1988), “Communication and Control

Processes in the Delivery of Service Quality,” Journal of Marketing, 52 (April), pp.35-48.






