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Abstract

An Empirical Study on Factors Affecting the Relationship Quality
in Shipping Service Market
. Primarily on Relationship between Liner Shipping Company and

Freight Forwarder

Choi, Young-Ro

Department of Shipping Management
The Graduate School of

Korea Maritime University

Rapid changes in logistics environment and intense competition among
the shipping companies mean that shipping firms should expand their
respective strategies from a traditional marketing based on 4P s to a
relationship marketing focusing on a long-term relationship with customers.
Consequently, they can get a mutual benefit by building close relationship

with shippers and freight forwarders.

The purpose of this study i1s not only to explore the nature of the
relationship between liner shipping company and freight forwarder but also
to suggest a strategy for efficient and effective customer relationship

management(CRM) in order to establish long-term cooperative relationship.

In order to achieve the purpose of the study, the following research



model is constructed.

(1) Independent variables representing the characteristics of the
relationship are classified into the characteristics of the shipping(supplier)
firm (shipping company’s reputation, size perceived by shipper, service
capability, transactional satisfaction) and of the salesperson (expertise,
authority, customer orientation)

(2) Mediating variables indicating relationship quality consist of the trust
of shipping company and its own salesperson perceived by shipper along

with a performance variable representing long-term orientation.

The research methodology used in this study are as follows;

Firstly, literature survey and review related to the relationship marketing
analyzing correlation among characteristics and quality of the relationship
and long-term orientation are carried out.

Secondly, based on the literature survey and review, questionnaire survey
from 15 March to 15 April, 2005 targeting salespersons and operators

working at freight forwarder’s companies in Busan and Seoul is performed.

Thirdly, multivariate data analysis method such as frequency, reliability,

factor analysis and SEM using AMOS are used to analyze the data.

The final results and conclusions are found to be as follows;

(1) The characteristics of shipping firm and its own salesperson have a

positive impact on shipper’s trust of shipping company and salesperson.



Particularly, shipper's trust of shipping company and salesperson 1is
influenced by characteristics of salesperson more than characteristics of

shipping firm.

(2) The level of shipper’s trust to shipping firm and salesperson affects
similarly long-term orientation. Thus, shipper's trust of shipping firm

influences the level of their trust on salesperson.

Based on the research results, the following suggestions for effective and
efficient CRM (customer relationship management) are drawn.

(1) There are strong requirements that continuous education and training
are needed in order to cultivate the expertise of salesperson and to shape
customer-oriented and customized attitude.

(2) Management’ effort and strategy for keeping and maintaining

shipping company’s reputation perceived by shipper are necessary.

(3) Business transaction between shipping company and shipper should

satisfy parties concerned.
(4) Shipping firm should be well-equipped with sufficient shipping

tonnage to provide safe, reliable and punctual shipping service and offer

competitive freight rate, enough container box and several equipments.
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_89_




)

o

oy
;OE

T
o]

A
o
Ar
Mo

i 271

9]

BEE!

Els

719l o
&7 A]

A3kl .

2914 2 7] 7}

& o]

\=
fLe

A=A E el 14

Els

PR

O;
[¢}

P2 uEn

6]

0.30]

B

el
of
<
il

p—

0

o

a4

o)
-+

KMO(Kaise-Meyer-Olkin) 2] #k<2 9200 =2 nj

-
R

=g ey

-
R

o8

17} 3028.2220] 1

=

4 A7

3

&

Bartlett®]

e

H =
=

HGA o

el

A A 7128 1.331, 1.011¢] a3k 7}

e

AE, aea 4

ki

Holl o

71d 2t AL

KR
T

doll gk Ag, 19

BEESCER

3

7] el o

\ 574
o

o

!

_Zrl

0

=)

y
=

_90_



70
A
O

o

=K

S po]

it
e

AR ¥
[e]

R

AL (oFE o @)
AA (A E)

A% A e o] 7

A
A

A

OO - |DN|WD| AN T D
QI =[N0 H|OO|D| ||| S| O
AN NN NN Q00| B L0 T
o [ —| L0
< [ —| O~
RIS
R~ =
N D[ | D[N D M| 0|00 —
VIO N[ H[O| [ rH || |0 O]
NN RN OB Oy || M
| —
J %NBM
S fen|
- N
SN BRI RN
AN H AN N[O N O DD
[ H[H| D[N NN T DD
SR EIEQMMNM NS
< 0| R
o™
N
JkE
IS Y
<]
T ~ —~|~
i = ol Rl =TI
— el ~ | ~~
=l ) ..__ﬂuoﬁu\an
=} ~X
qr ™ o
A
ol
-
=

=1 0.920, x: 3028.222, df: 78, p=0.000

=

KMOS

ol

Aol A

e

Hr
,_umo

el
_5 r
!

7

jze]

il

Gl

ol
2

oy
<
i

—_—

0

e

ﬁo

ol
b

Ao 2 e ol A4 E .

o

AL
1o

RENETEEE SR

Els

ol o

BEEREREP

_91_

wof 2 Bt ol A= v



Aed AT7Hd e HA

il
6§
=
o}
~
oy

o
{+
oy
P

g
Mo

$ ] 2

3

= ATl

o

el

o

a3

<

vze)

=0

Nd

o

oF

ol

%

Rl R

21

Ay A

obd adom {7 e

otk Amos ver. 4.0

°©

Q

A8

o

=

2
=

=

3} 2

(o]

Amos ver. 4.0

LISREL, Amos(A moment of structure)s o2 7}#]7}
LISREL ¥}

-

R

Ao A
J %
vhe o

Ry
=

=

o

2t

L

fvsel

&

7ol
oo

jase]

o

a]

B/

=
=

401
212 9 o

E

}

9
pud

Z1%dell W%

[e)

JLA

sl

)

THZIEe] A

-

94 v)

S

o} #A ol A

=

)3 BF7IA FA o 12 A ol M

A 714

E

=
-

fins

&

s

Eal

1 o]
Aol A

s
piul

o]

e

SRR

CECER
23

)

NE

o

I

ﬂ..\,_wo

oy
ij]
Hr

;00
ﬂrﬁ
.
o

Al o

1

S

g]

] ol

K

oA o) 27

A4

A% R Aol A e

ot ot

[¢]

A2 74

hSS

=

]
_ﬂk
!

il

T
o

_92_



<9 4-1> AFERFPo| g 245
0.414
pfEEE S
H1-1 =
0.223 0.468 D& 2
H1-2 .
SENCEE SEAE
0.441 =
0o <E 44> ATRYe AFES Pk Aoln, <X 45> AP
2
MARE Qokg Aojvh, #A A FholAw(X ¢ Chi-square) &A1& 43.782

o, AFEdhHE 2, #9852 p=0.00022 Yergth JlolAs #A At
—Z': I3 ]

ol Aot 8 vehta gof ATnFol

51
H

SHagt, 5 BFEYER FAPE Atolo AH T YEHY = RMR(HE o Al
Al Root Mean-Square Residual), 18]3l 7|2 H A+ A4

7
o] i Ao vlEo] 7| ExEd] hE Afio] & o FAE %

158) A, TLISREL 7+x9WAARd,  oAAE3FAF 1996, pp.103-104.

_93_



|

Yepy)

A&

=]
H

7]

]

EE L

Adjusted GFI) ¢}

23 5

g

3

+ AGFI(+

Yep)

°of At

=4
[¢]

1)

NFI(FF5 344 Normed Fit Index)

4=4>° A Eof it

hyA
st

g <

o

RMR(0.036), AGFI(0.661),

GFI(0.955),

NFI1(0.967) &3 # o]

)

—_
o

‘Dro
ol

ol

)

o

-
oy
o
H
o

jruse]

2)

7ol
T

o

N

o
)
o

GFI>0.9

AGFI>0.9

NFI>0.9
RMR<0.05

g 7k

=
T

0.955
0.661

0.967

0.036

&+

;OH

-

GFI
AGFI

NFI
RMR

p = 0.000

df = 2,

X*=43.782,

_94_



<E 4-5> HARENA
Ze ' A SE. CR.
71954 oLl - o
— > 71YgAlE ‘ ' :
dHAAIEEA
0.468 0.049 10.587
—>  71¥4lE
A AL EA
441 051 .
> ool ael A2 0 0.05 9.388
719 EA4
0.223 0.055 4.882
—> UL HEAE
71 421 =
. Oé] O];]]/\]_%)l\lﬂ 0262 0048 5306
71 421 =
0.368 0.064 5.850
—» A" gaA
gasaas 0.330 0.066 5.240
—> A71EE3A : : )

D BASA T 22 9ol

7Fd1-1:

7FAd1-2:

Berulz FFA BASAHLS
Zet gl a A f
Berulz FFA BASAHLS
Zate serlde] dgabdel o
m A Aol

4-5>

_95_

=
=

e AP L

Al
=

Al

ol

]_



AeMnl s FHETIA BASY, & VIE54N FALEA ] AT
of tigh Al ol JFS A Aojgt= M 1-13 JgArdel g Al
ol Fo3 JFE v H Aojgt= M 128 F2E4E T3 AASAT
a2 A3, A 1-19 B eIl MdSAS EEFARA Adol A
Zete A1l W@ Al
(CR>1.96)°1™, @7l
7]l ek Ao F=
B sl &AM Hl = aETe] A

aga, 7hd 1-29 A% eIl VA5 SEFAAA Ade] A
ZHate dleride ddArdel mE MFite] AZASF7E 0223, CR.Fo
4882 (CR>1.96)01H, a&-71Hd° FAAAELF &5+
st dl7Idel Aol diEd A ike A2ASE 0441, CR.#Eel
9.388(CR.>1.96)% Yety sieAHl= 579 #AEAL] LFFAAGA
2 o] Aztete s/l g e &
1-2% A== o

Uhe <X 4-6>2 A2RFe] o9 7k4 19 dAAHAE 2% Fojnt,

<E 4-6> 71 19 HAA AT

A Aol Az

lo
o
o2
o
o
=
i
Y,
°
ko
ol

744

=
_ =2 HE2AF CR. |Aeo]H
HE
7] o] E_/H
ne 0.414 9.348
—» 714 Al 5] i
AL e e ey A
emarETe 0.468 10.587
—» 714 A5 ' '
F A AEA
0.441 9.388
—> A _
S EEEE 0.223 4.882 v
—> gAY ‘ |

CR.>1.96°14 2 g

_96_



ol

b= 719l tid Aol 7 2 d%Fs vA= Aoz YEyoen, O by
o2 7Y MY AT (A EZAST 0.238, CR.aF 11.970), 3 3 (H = A
T 0.216, 11.015)o= yetyta, #7449 FE= Z2A57F 0162, CR.gko]
86212 Yty Ao nud JFs vA= Aoz £45%0

Ua <& 4-7>2 d2AMul= Ale7de] 7540 &FFAU9A 2ol

Azee AL el gd A MAE 9gS TEIAAL ol g A

<E 47> deid el A5 A vl o A=aA

Az A2A% | SE CR,
2 —> 71 A4l =] 0.216 0.021 11.015
Azt —» 7P E 0.162 0.019 8.621
A S 0.238 0.021 11.970
—>  J9as | ' |
A ANADF T oo ) i
| o140 2] . 0.020 375

X*=5.787 df = 5, p = 0.327
RMR=0.035, GFI=0.993, AGFI=0.980, NFI=0.992
CR.>1.960914 <3

T A Agridel ddAre

RS

719l Al ta A6l HAE AL B As, @ LAn

iy

f

ol
Mo



A7l dIAEY dEAd ol AEAF7F 0904, CR.gkeo] 123.133(C.R.>1.96)
oz e} £594 400 Adae Aoz A FQA L o
2

@ ade g 2 9Ee nAE dow yon 1 tdgor 99944
of LAA G (A 2AS 0289, CR.A 39383), FUA QeI A Folgl ABHE
(B =A5 0.283, CR.g 38537)7F HlelAl 9= WA= Aoz 453

a <E 48> seAMulz AlEride] AL EAL ]l FFAAA A
do] Azst= seAulE AT7IY GEAREl e A wA= dFS

Asks el Aol

-
BN
s
=
2
>
°
ofo
ol
o
£
o
rol'

<E 48> Sl dAAEEA S Aol diE AE A

HAE AZASF SE. C.R.

0.904 0.007 123.133

G AA Ol b g Als 0.283 0.007 38537
1178 2] &F A
B o] 0.289 0.007 39,383
Aol @ A2

X°=5.050 df = 3, p = 0.168
RMR=0.035, GFI=0.993, AGFI=0.980, NFI=0.992

BAEHAEHE FYANER)] FaF 7t H1 9ee nof
A}

N Aoz o]l AFYPAdo Fegs vA= & Yo
2 PR3] H3 Doney & Cannon(1997)9] F43, A7zl ol gk <12
AEe} sF7Idy Gt g AdAAE= A= dHFe FAAAE 7HAH

=
olg & acglse]l Auridel I MRk AFFAH TAHAYN FdFS 7

_98_



=

4o

=

1, o v A

[e)
R4

- 9 A 2(1999) €]

Lok g

S 5t

=
TX

el
op

R

B!

o
qr

wAA

3ol

E
=

3} oAt w7

€]
=

1A

A, 2

o] =+1(2002) 9}

A1 e BAMAM BA

w3
FR7E A2l

S
=

;Iryl
e

ﬁo

o

&
Nfo

A

E
-

FAhe)

3}

A gABA BE AFoIA o B} FAA Al

oM

T
w

3]

94

Do

©](2000)

)

A A 7]}

s

of o

—

0

|
N

oy
ojn
R

=

o

X

Au) 2 A ZA} e DA A

M2 Al 7] 2

9]

HA. 284y

Al
A

H

By Anlx A

el
oH
i+
i
o
G

X
)

o}

]

AFTHo

Eal

71l el Fw sl Al

[e)
o

af

!

ar

ol
58
)

o

o

Ton

—_—

r

oH
T

e

7A
|

&

)

e

Ho]F)

N

=0

H

vzel

)

AL
o

—_
o

o
el

T
Jo

—_—

0
"
ol

s

X

o
A
B

<
o}

o

|
ﬂl
el
T
T

J)

A

el
;OO

o
OO

.

i< v

9]

SRR

¥ 4-6>%

1= <

o]
2R

il

2 o} v}

REE LA

g

of i

ijN

o

0

o

el
R

)

—_—
o

_99_



g

A%

@ 7H4 29

AE e dA o

Els

ol o

2) dAeMu = AT d GA

ol o

% 91 4}

714

ar
o

B H 2 A

o]

ZIdel W AE =

YA
o

IR ]

o]

714 2:

w

X

of
lo°
To

—_

ol
o)
o

™

<
ol

~

—_

ol

o
—_

A

K

A&7

AT M) 25

3

7P 25 AAT A, A=A 02620049,

P AE =

3
“

&AM H 2 A F7Ig el ol

)

w

Xy

of
;OO

T
OO

=

o)

ol

CR.gto] 5.306(C.R.>1.96) 0 & e} A &5},

hSS

I
N

el
;OO

o
OO

Ty
;OO
_~
H—O
AL
o0

—_—

<
|

AL
;00

71del o

3L
o

JgAqu 2 A

9]

ob L 2}

]

<

1

;OL

Als 71l

-
L

o2 % 23

X
R

&
oW
el
S

)

A

el
;OO

T
OO

o

gdEy, FEdE Wl A

-
-

1 37 3} 9}

[e)
e

Cannon(1997)2] A9} ol H 2]

)

iy
o

4-9> 714 29

<3

: ©
=8
LO
| F
v =)
E
=5
e S
ﬁo
™
<A
T
—_
)A
oy
ity
i
oy
~

- 100 -



7Ha 39 A

1

0]
pal

Al o

3l & A H] 2

o]

PR

|

e
71 g @Al o

!
-
do
o

S

7} 3-1:

o

RS

OJ oﬂ

4 Aol
%3 94

9]

94

i

0]
“

._AE

el
;00

ju
7o

!

9

gk o o

F71d g EA el

RES
Aot}

Els

—

o

o

)

I

i
o

™

—
o
0

o
o]
=
w
T

Ly

JCENE

Mo

W2

el
o0

gise]

#7193 27

IR ] Ea

B =

ﬁO

ﬁO

A= 7 Aol o

3, 7H4d 3-19]

ZA7F 0368, C.R.#t°] 5850(C.R>1.96)8 = YEY 714 3-1
Doney & Cannon(1997)9]

1

0]
pal

1

R

o

RERE)
}

}
&l
A= o} gzt

k9
“

o

1

0]
pal

o
A dAEA ] S, kA AAC] T =

TA¥ aea 71del

}

o, 7k 3-29 A% FAEAF7E 0330, CR.gke] 5240(C.R>1.96)o & 1}E}
9

L 7hA 3-2 R Al E A

“

ol

< A H = A7

72
R

I

5}

S

]
)

=

HA

k9
“

S$E 3

af

S

b}

1By o 7
T A
- 101 -

Els

o

loiA ele] 21 o

ol



HAP FAAd o FEsto] AL v Fujo]r=el vl
NS T4 Doney & Cannon(1997)9] <A< #A Q] A7AFAHE 2

o7 AugEAt due AFEE 43T Ganesan(1994)¢] AT, 1
2 AL s AR v AF, 73 Fe] F4 so® UF
o] WA Aol AFAA FIAARHS AT 54 FAH LG F
3 Dwyer & Oh(1987), AZo] m A FAH S YetlFw 3 a7
mhut Ar1stE = VHE giRE] T Mgl F43% Johnson(1982)¢ AT

<E 4-10> 714 39 HAA A

!

_ A= A2AF | CRZ (AR
H3
7FAE31 ] 71gAlE > AU|dE g% 0.368 5.850 A
7}Ad3.2 AUALL A > ZAV|HH = 0.330 5.240 A

CR.>1.96°14 {23

3. 7Hd A Ay s

O

AA, ‘e s FE71de] BASACIISEA YN LSS =FF
A Adol Azst= AFel Fod JFE vA Aolv” 2= 7HE 1
< A s el
7Hd 19 AAZARE UEdL dE <F 4-6>F AHRA, A0 2= A
71 V54 A Sl eI del tigk Al el Aol o
g A AL EA ] A A= dHFE WA= Aom E45%0
o] AZ tE Aujadtgel v dAe] wF
Ho] Aol AAGE FdArde ATo] v FTastt= AS v T

r
2

- 102 -



T
OO

.

o] o

Jlo
Ho

FRuh Aquzs A

e

MBl = AE 7o A2

o &

1

ol

—

0

=

—_
o

23|

Ton

)

T
<
il

)

d

oy
;00

719 Frel Auls A3 ol

ox
—_
o

7
oy

el

i+
oo

)
o

X
)

)

—_
o

o

o}

—_
"o

oy

i

A A el

1
g

<

)
ap)
_ZT

N
<J

—

0
®
vzel
o)
|
o

o

fvsel

|

o

wjr

H] 3

q
7w

ﬁo

1

o

N

=0

H

zel

ol

ki3

Aol o

o]
H

I
,_nyl

T
H
)

=

el
;OO

o
OO

mhy

o

i

o

)

il
™
B

ol

o]

o7
o
o
o
Nfo

El

JJJ

—_
o
o

o
iy

—

<

H
H

o7
®r
q_mo

ojn

R

B!

X

el
;00

o
OO

ol

o

Jo

o

el
Ho

o

A

pa—

0
"
\_._mo

~

B!
B!

- 103 -

2L o]t

=

sk

i oF

o



Els

g/]

[e]

Aol

1

0]
pal

Rt

[e)

Aol o

% 91 A}

-

L

RE
A8 9o

3 g At

i

0]
“

1
R

2
Q)

Aol o
7Hd
71913

L
o

p

.

Al

2

Aol 2}

o= AlEe] o

3 &A1 H

S

EH’ “

=
=

el
%R

J)

R

I+
o
i

o= T

2

R

o
A} o

SRR

R

1

0]
pal

vt AAzdA a1 GYAl

Rt

[e)

Aol o

]

A
vl

2 E 7% o AL
TH79S

o

1

0]
pal

y

=

o]

o

2

Z]
glol Al Al 2 A A7

A ol

DEEN RN

)

o

R

o]
Np

RERS
o]t} "eh = b4l 3& A H e,

ki3

feAn s FH71gel o

K

g/]

2

Z]
2
,]0

a4 A
o o

d

=
T

3
s}

[e)
o

Al o

“

’

AR

7t
1A

1
fud

R

BEE!

2

5

d
S
;g Z)

4

#| 2] o

foF & Zoltt.

o

I

£

HAF =
e

AEE 719k
=3

}

0]
-y
a

e,

1

R

]

b},

T

olM Z1d A e A

o

o]

of vl

(o)

=

il 4 oF <

A ko] A ol

POt

R

[¢)

sl 4718 el ofu

)

°
e Aol Hd

AMH = FH 7]
i oF

S

[o}
T

o

o)
2 g

Rt

A

e

A]
A
] =

)

“

Make] FAHNA 1YL o)

A
3l

3] 9

G

3

E

1A4E Ted e welo] o

2
Al

)

)

B

o

oy
M
=y

=

B!

j—

0
"
r

- 104 -

) Au) A

o

]

3

A o



B!
£

TR
To
s
el
o5

—

NI
NH

K
oy
o

+

B
O

frase]

o

i

by
7

- 105 -



A A

Eal

A1
1 & A 8]

S

ij]

£

~

Nlo
o)
\m_mo
-
)A

)
_
Mo
e

—_

0

Ulo
ey

mmu_-o

- A1 W) 2~

9]

s

b7l 9

]

o 35S FH

—~
o

p—

0

Hjo
<
o
lyze)

o
o

el
=
—

—_—

0

jo

0

o] Aol AstE

Mo

iy

omn AN 714 B

Ton
pzel
o

i

LS
)

]
;O.ﬁ
)
oF
ol
=<

o1

[~
o

o

0

A A A
Atk 2 A A 7A]

"
Gl

—r

0

71 7% A%

(]

Ripiiaa” >

al

=i 3
=

I

)
~

B!
A

—

_
o

"
o

3

z]

K5

=

=

71

o A= AT @A

il

o] ol

ANEZLE I

el
U

T
=

J)

X

el
,_._mo

o

tl

)

i
o

-
=K
el
%R

N

Gl

S
&
G

—_

)
of
o

£

~

3 1) 2

o2

1.

=
)
B
B

XO

- 106 -



o2 T

fius

&

12

A= e+ A

A

I 7H 1A

y

e
piul

7] 4 Ak 2

o

=

1

e

)

LS
&

o

g

AT+E FHS A

—_—

0

o}
N

S
oy

I

A v

3
oF
el

—

o
g

o}
B/

T

.Ho
!

g
i
o
o

ﬂl

o

oy

Ja
7o

)

o

~
Y

"
r

il

Gl

oyt

™
OO

oy

o

=
"o

o

fius

2] o)

H A e 2= Al

o

2R
A1F e} g AJ AL

o]
AL
ks

o

o

4-6><
R

FF= VA Aot e M 1

7 AMOS

Bl S 4 dA
<
<

s

S

A

=
=

=

=
ol

E

RS ]

<)

=271 9 #A

RETA

[e]

2

]

2o

[e]

o & A v
z}
dE R E R

)

(&3 # o] H)
A

bl ok,

]

B

5
g A €]

Q

[¢]

21

7149

B!

9101 A

v o]l 2 Ak}l

%351 9]

3

Bl

A ] 222k ol

e te

!

o)

oy
58

)

—_
o

Qe Freh Auls A3 ol
- 107 -

FRuY A A

)

714 A



l
s

-
R
% o i

= & ar T

ﬂw._ - ho ,DF EO oH

L) o o o=

) = - g 3

cU S o TE = T o

o O ° T T T

o) T~ >£ — _T % — 8° =

| 7 T ) 5 X ey X o

™ 2 \E - s oar o i N =

T = ey & ) g g

%E@i@ﬂ i ™ of oo

T y = & o ol il o o iy 50 T

= ! o o o= = o I~ N o 7o = ol

= In o mr o X 5 of I s = T

ﬂ QLO ,.E - _,A_l ﬂ_,HI < OL EU ~

o y = w oF Mo Mﬂ B o No N w P o H o

frornl —_ <0 o ;

W ol = i 2o ° M g s . o W= w i T e r o T

Eg%q1% > 41§0ML : o e i U

= L.u ﬂﬁ < Jlm o H LS T o (- IW w o — F = MW

z o G o = o L= e 2 g P

+ F - ] H o o2 p X ¢ )

° B 3 A P o do X i o oy B 2 =5 ok or " ) v ol
o o” = ~ Eﬁ . H Ho 5 op s M @ o mw = ﬂmn__ o . R oF R
ha N B Bo AT Z.o =3 I~ _ ,m.ﬂ A XN _EE il h _ ﬂo o AT T A
B3 OT_ T _ o 0 n ey s K o ) i = —
_d_n_,on% woﬂémﬁ@ur;ﬂmﬂﬁ %ﬂ?@ﬂ Qﬂm
= = o o @ W = X J) o 2 = = <’ do o = ar T m & T
quga%ko%@qugﬁ Lofrz 2 L T E
oaﬂﬂ@@wmﬂh%ﬂmeuﬁw Hao@%m = gofe
5 N T 1%wﬂEzz1 HL@OEH & g.ﬂ@
?ﬂ@?ﬂi@ﬂ.?ﬂrﬂ#vﬂmﬁ _M%EMM@ %.%ﬂum
ﬁmeﬁﬂzonmﬁﬂLzﬂoaMalmda_.&o n_tuLMmAT__L% _:dvﬂlurmﬂ
o < i o n M N % T 2 Dm mo Jo N & o iy = T o
o OT._ ‘Jl_IH o - yﬁ id zo ﬂ_m.O <° o) = % T s ﬂE \N‘._ £ \HA_I M \I/_.l
ur_n__oumﬂxﬂ sLA]Jmo_]J Aaomu B QmﬁA
_ - T 2 Gl < M B K . L T L 2
x,é@ﬁﬂaﬁﬂl Y e 3 =V g .s_x@o%a

- < T o = o | o < o) do X = o To
) cﬂ_ A e ° S 3 w o o oJ ) T ® Mm TG) e
v W@%%ﬂﬂAﬂﬁonﬁuﬂr %éﬁﬂwﬂ ﬂ2ﬂho7

] ok R o H mi W - R A1) T ~3 ~ N % & b " o Mm

Exx&h&ﬁHﬂtmﬂ&%dﬂm“w‘.fﬂuw 3707,%ML

wjr _zm = o < M zm O T = & ~m o = = LT LonAo wrm_
mouonlr1ﬂﬂag$ﬂﬂﬂqﬂ o o

w P o o o ol <] o =

= nnxmﬂ%mnnganw,_mog mdv.é]ﬂ

oeoﬂﬂwﬂgoﬂ%mjhﬂmom

ﬂyl,m_lLMwﬁln_Alﬂ_.lMotﬂAmﬂiy7

o o_wz ,;ﬂgaw )

ok El 3 o <\ < % o

_ o _ —_— Ik

» ﬁ&raogM#w

® o E o )

T 5 o i)

e A

ang

- 108 -



ot} ebs 744 3 A EE .

0SS

xy

el
;OO

o
OO

o

ool 9

g

Al o

=
=

p—

<
o

S
oyt

i
<

ol

o

gHgate 7

=

=

A G =

1

0]
pal

2o off

2|

oz
1=

B2 gidte] A7l

919 A

y

e
piul

o]

%3 91 4}

st A71d" 8

ol
S
o

oy

Ja
7o

7
pul

ol

R
W

el e

)

A A

o, R, AP 2AlE s

S
=

J

VS
™

o

]

Al A}

al

%
A

18] o] glojX 7142 dA

A
-

=

A28 AT A
dsh e ArAel wep B A o]

71l M= 1 B
7zl AAA,

!

o

=
B0

Nir

R

of
<0

Inx

;OG
ﬁO

*A A

==
Ty

o
o
Nfo

0

il
"
e

Hlo

we Aol

1

R

ol A

=

=

LR LR

}

9
pud

A

A

3

dAT =

-

AA71dE Wdew

O~

A 2

==
=]

9

&l 2= A

7]

CIEEE:

S

A,

=
=

e Ml A A A o

ok 2 &

S

]
=
e
o)

~

A

I

T8

A 2 Al 7] 2t

9]

Aol A =

[e)
R4

ol

Gl

X
oyt

oy

nzel
il
&S
)

—

0

Ton
T
g

3l 7]

=
=

As T

ol

[¢]

fLN

=]

e

- 109 -

1

0]
pal

fius

o]

Hell o

REE LN

i

0|
pad

o "AA et g

ol o
&l

A



.
AW
—~ E
o B Y
o oz o ° m M T T T
%éh m?ﬂ .l@#ﬂl
O o —_ _L" ,Dr 5 o] ﬂ.Ol
— o o —_ B B =X : X £
 © A T B X o H v o e o =
~  m S, o) X B o X _— T N
! g <) 2 G« T ™ & o B
o) Hoow ~ on a CY o N e fl ~ L
w F T ol o o o © o ®F o T
3 o S o ™ G ok o
o oy G N ) = o B X L = oo
= =~ o o = T Wm o w A G+ mo o W_ ~ °
= o o z W K 7o Mo P Nlo  mj o X 63 m %0 W
o = Nfo oy ) J)) o o ol of = P = e — o ™
o o o ST g RS o M ow
o N ™ Nlo o= W ol o ° = 3
W TG R g X _— %
noE il do PP B : — ar 1m T X%
oI e ® g T 7w §3 g T T » T o
SIS s B 2 LT
= X — T = o o= R v on N 63 X 3
lﬁmU M?._ o Mﬂ W ijl X ;Iq_./l ‘\m X OT._ ﬂ XO U_.E 1%;0 \Mﬁ“ MH ) w
@ o = W ~ T op op &y o oW 5 o % by ™ B
4 N o = o T M = N K N
T of M- ~3 ,DF o y o) 3 D]L of- = Yy ™ N s ,DF Lo frse
= = o o B e "’ = = ok a
G 7 T W o ol o — T w T m
B & B T il .~ = 1'% z° ~ . i
o ! wﬁﬂ@ﬂﬂ%ﬂ e o XD
o N AT R = Nk Ao - Shet 7T wr it o ot F ol
— — —_— — 0
Wﬂwo = ¥ %%M%QQM%&MMﬂ.?mh%
S = _ﬂH W ot o} e g ﬂu zT N Y d ™ o oge
Nlo Ca o o -~ % i W W 8°
o= = . o= " B v o= b f o P\ G W mm uj o
To N Y No= ™ R~ ~ X o e = ol N P A ) B°
St st gn ™ ~ . o5 N ) zz i oy
wir = s o oR T CCE R i i r o A i Xo PR~
— s o N = =5 = 3o s B ~g o) b — — N
M % = ~ T = N T g T < N L e B o of ©° M
ﬁo}ﬂmﬂ%A%ﬂﬁol7ﬂ47ﬂ% i%ﬂ%ﬂﬂ
_ GO o oF 7o XA N R o o g o ™ T = zp
< oo S R Lo oW N G e
= S <~ = ® AR i r T o ©
= X Ne T T X — o AU it W oF _ o e
= T T = X o < B R | o ny _
Amldﬁgfl oHlEu o) T o M < RO
RS ok T R om M = T o T o) &o o| o) &0 Zm 2
TRwRTER TR T e T BT
TN ,DF ‘i T X — N —_
oh o -~ Y n R - o
ox AT — i T == o)
ro QO o o) =mw SN o] M_.
R N Uy 3 e
By —
~

o] ¥g

fins

A

22

RS

=

T

A -
A A e #elet 9 AAF
o H

O 4=
- 110 -

3}
=

I oF

] oﬂ /\1 Zﬂ%l

&
=

71424

==
=

o] g per)



Ton

il
OE
ol
G2

o

—_

0
"
nr

X

o

&

o} & 7]

EBIEEER

Z

Aol

=

[

bof of

G

4

o

2~
T

oL
o

O I~ =
FEFAY

B
—~
o

0

oy
ol
ar

<
)

o

Aot

boloF @

)

&g

wH9A =

=]

To
o
Nlo
O

|

—_
o

p—

0

iy

<

R

o
w

ol
2
oy
o
B

—_—

0
T
r

r
H

—

e}
i+
o

oy
Ho

H

N
frss

~

7 Aol

7FA 1 ol E AI|HE

[e]
=

|
<H

o

o] o 5 A

3

bz

W, A A Y AL

p
o

Mo

T 34
?_

]

T o

A AR o 2

AR 3 3

o
yu

A3d AT

7FAL AL 9l

el dAA BAA =)

B R, AHaATs

714

o

=
"o

=

X

oyt

%

do
oH

"

T

|

bz

ki3

Asgoeloz 7140 U

AL
;00

~

=
W

el
)
G

puzel

ol
X
o)

o

oy

.
7o

- 111 -

o] AA A

=
=

_01_ %

e

9

i

Q

7



gloleh. ol g o

ol

-
5
n
b

Alsfofof &

Al
=

A
e
4r

o

-
L

Aol A

A,

=
=

9 ol A 3=

@
LS

il
o

Aow, oo} & AT ALHo g ujet

- 112 -



oY
k]
M
[

WA BN, T oAb, A e a5 A, 1988,

HFA - drES, TR oA Ao wA Slo] FA=FAALN &
A7ZIZre] AT #Fd AT TdAAFF=H,, A224W, 2001,
pp.189-214

AGA - A, HuAH =Tzl FrIANAFAY A
sk A TepAIg A, A13E A1E, 1998, pp.43-60.

A7z, “Aulz= F49 FAE 58 AARAY dAgFy) mACRAT,
A 144, A4%, 1999, pp.91-115.

A71%, 7197 BARES) AEAF” A sl WALE 9 =3, 1992.

ANAE - AR Y, “2AFTE A4, 2HAEY, AvlzAT S B4 TH

B sdAdddAT, , A2 A3=, 2002, pp.5-32

A9, ‘WA W do) =dFol AxAdA v A T FFA

o A= 9%, TExuiA"dae s 2004d= FAGELEY I
R = A ), 2004, pp.157-173.

A= - AT, “FALEEFY nAS B A¢7 TFdTa e A
A27%, 1998, pp.177-209.

A= - AT - 2w, e EEFAJY ANREAA wEe AAZESE

of WAL VAL 99 AdAAAT, , A4 AdE, 2001,
pp.315-336.
Qgm0 Fel, ‘LA AL} A AFLe] Bd wB B8}

A, A8, 1994, pp.91-108.

AAR - S - o]FE, ‘FEAR FolA BAvA"] e B A=A

- 113 -



WA= @] g A

L
>,
o|N
rO
*
=
o
—_—
)

ga Ay, A10d Al

fol

2005, pp.95-119.

AAs, A AFPEE,, A& FHAL 1992
WA, T A AT, FAk Sharsf o s sjA = E S5 1973
g e Az, gAY FEPAY AE 2 AL B AP T/E

AT, A4 A1z, 1999, p.93-122.

WA, TEAEEE, A 2 AL, 2003.

g ool W, MUzl Aol wAX gAYl AA A R ATl v

A= Qe TaawA”RAE | A3d A2=, 2001, pp.21-40.

‘P B AFaANAN Zol= EFH FTEETA
dol 7kl &1, =4YF do], AT wA= JFT Tt
AGAED, , Al6d A4z, 2005, pp.23-43.

HFA, ‘Aol qdAe] AeF Al Foll wak A TFAFAAT=T, , A
43, 1997, pp.143-171.

49, Bgsae] DARATAY Aot Bt AT Frlvhga wpAl

&4 - 3Hd, "BAAR, , A& REAR 1995.

%5, oA Jeade B AFH A7 Agootm v oel

¥, 1994.

Aw, HeAul s Ao Agade] #@ Aw) @A, , A159
A2%, 1991, pp.49-59.
e s e HRge BE AF,) AAAAAT, , A139
A 6%, 2000, pp.489-507.

AR - PAE, BFEEAA AL EAN S A Aqe] B AT (@

AR AR - AR, V190 BAGA dFaddel APATel wA =

FaFol # A7 TE=mEefEwrers A, A28W A5E, 2004,

- 114 -



pp.373-384.

Fw, “BF Gl Gl BATHAY el B AFAH hx;) Fohis

1l 0 vy,

%, A31H, 1994, pp.181-212.

bW, “TATI Gl AojA BAMAY FdFaddel B AT THF - HA
A, , A8H A1Z, 1996, pp.35-48.

‘e FARAIR Y] GdFacle]l TEFAHLE WA= Gl A A
T+ T - "dAAT, , A12AE A2E, 2000, pp.167-184.

ol g+, ‘AP LA ofPahufFA e g BA A 5o Al e Al
ke wA+= J&, THFsAT, , Al26A A3%E, 2002, pp.321-339.

olExl, "HFA AARAY,, A& ¥ AN 2005.

ol 19 “Aujx FAWAR ] Hwek mFE” TAAAAAT, , A13W A4z,
2000, pp.271-388.

oA, TAulzmAY | 3%, A& FAAL 2004

olgE, "TadEAY oafl, , A& A4, 2002.

o2k, “Tw At Al PGARE BT A wA Y gLl
HFALEE 9] =1, 2000.

o] %9, “Relationship Marketing and Relationship Merit,” "melAI®E A, | A
34, 1992, pp.195-217.

., TebelAlE olAl A A WAL, 1992,

AE - HA71%, “7197F BAFEE 53 Relationship Marketing A 2ol 3
b A TAY=H,, A247d A3, 1990, pp.27-60.

AHlo] “o] gPArel aFAbe] AP wA N we AT AU BhAL
=1, 2000, pp.73-74.

A, 99 A4 @99 dYss” 'A% Harvard Business)
Vol.43, 1992, pp.34-48.

zZd9, TLISREL 72348229, | A& GAZ5HAE 1996.

o
i

F

oL
2

T Folr

i
o

ok

el

- 115 -



(e
i

zdd - A5 - FAL, Eeidd Az Aol thE anjak AEe] A
=

a
r o
H
-
r >
2
o,
o2
l-l o
-4
L
2
—
>~
)
ot
o2
=
)
=2
[
s
ot
o

A4, 2002, pp.125-138.

AN, AR st EE, | A% Sl 1999

Aed, TR, e WAL 1994,

BA%, ‘w97 BARARDREN Ao F2A BAATL TEEAY
StAF, , AT7H A2%, 1998, pp.117-137.

gr)g, sd-olWA BASHol BAAEH AL @A MAE GG

A Z et vhAbeke) =5 2003.

Gl

g

o] =

Anderson, Erin, “The Salesperson and outside Agent or Employee: A
Transaction Cost Analysis,” Marketing Science, Vol.4, No.3, 1985,
pp.234-254.

Anderson, J. C., and J. A. Narus, ‘A Model of Distributor Firm and
Manufacture Firm Working Partnerships,” Journal of Marketing,
Vol.54, No.1, 1990, pp.42-58.

Anderson, E., and B. Weitz, “Determinants of Continuity in Conventional
Industrial Channel Dyads,” Marketing Science, Vol.8, No.4, 1989,
pp.310-323.

Anderson, E., and B. Weitz, “The Use of pledges to Build and Sustain
Commitment in Distribution Channels,” Journal of Marketing
Research, Vol.29, February, 1992, pp.18-34.

Arndt, J., “Toward a Concept of Domesticated Markets,” Journal of
M arketing, Vol.43, Fall, 1979, pp.69-75.

Arnett, D. B., S. D. German and S. D. Hunt, “The Identity Salience Model

- 116 -



of Relationship Marketing Success: The Case of Nonprofit
Marketing,” Journal of Marketing, Vol.67, April, 2003, pp.89-105.

Barney, J. B.,, and M. H. Hansen, “Trustworthiness As a Source of
Competitive Advantage,” Strategy Measurement Journal, Vol.15,
1994, pp.175-190.

Becker, H. S., “Notes on the Concept of Commitments,” American Journal
of Sociology, Vol.66, No.3, 1960, pp.32-40.

Berry, L. L., “Relationship Marketing,” in Emerging Perspectives on
Service Marketing, Berry, L. L., Shostack, G. L. and Upah, G. D.
eds., Chicago: American Marketing Association, 1983, pp.25-28.

Berry, L. L. and A. Parasuraman, Marketing Service: Competing Through
Quality, New York: Free Press, 1991.

Bennett, P. D. (eds.), Dictionary of Marketing Terms, New York:
McGraw-Hill, 1995.

Booms, M. ], and B. H. Bitner, “Marketing Strategies and Organization
Structures for Service Firms,” in Marketing of Service, J. Donnelly
and W. George, (eds.), Chicago: AMA, 1981, pp.241-247.

Boughton, P. D., “Marketing Research Partnerships: A Strategy for the
'90s,” Marketing Research: Management and Applications, Vol4,
December, 1992, pp.10-14.

Boyle, B., F. R. Dwyer, R. Robincheaux and J. T. Simpson, “Influence
Strategies in Marketing Channels: Measures and Use in Different
Relationship Structures,” Journal of Marketing, Vol.29, No.4, 1992,
pp.462-473.

Bradach, J. L. and R. G. Eccles, “Price, Authority and Trust: From Ideal
Types to Plural Forms,” Annual Review of Sociology, Vol.15, 1989,
pp.97-118.

- 117 -



Brooks, M. R., Liner Shipping: What's Next?, IAME, September, 1999.

Brown, M., “Identification and Conditions of Organizational Involvement,”
Administrative Science Quarterly, Vol.14, 1969, pp.346-355.

Burke, S., T. Brannick and T. Meenaghan, “Relationship Marketing
Approach to Spectator as Consumers,” Citation: IBRD, Vol.16, 1995,
pp.86-100.

Copulsky, J. R., and M. ]J. Wolf, “Relationship Marketing : Positioning for
Future,” The Journal of Business Strategy, July/August, 1990, pp.16-26.

Crosby, L. A, K. R. Evans and D. Cowles, “Relationship Quality in
Services Selling: An Interpersonal Influence Perspective,” Journal of
M arketing, Vol.b4, July, 1990, pp.68-81.

Crosby, L. A., and N. J. Stephen, “Effects of Relationship Marketing of
Satisfaction: Retention and Prices in the Life Insurance Industry,”
Journal of Marketing Research, Vol.24, No.4, 1987, pp.404-411.

Czepiel, J. A., “Managing Relationships with Customers Differentiation
Philosophy of Marketing,” in Service Management Eflfectiveness, D.
E. Bowen, R. B. Chase and T. G. Cummings, eds, CA: Jossey-Bass
Publishers, 1990, pp.299-323.

D'Este, G. M., and S. Meyrick, “Carrier Selection in a Ro/Ro Ferry Trade,”
Partl:@ Decision Factors and Attributes, Vol.19, No.2, 1992,
pp.115-126.

Dick, A. S.,, and K. Basu, “Customer Loyalty: Toward and Integrated
Conceptual Framework,” Journal of the Academy of Marketing
Science, Vol.22, 1994, pp.99-113.

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

- 118 -



Dorsch, M. J, S. R. Swanson and S. W. Kelley, “The Role of
Relationship Quality in the Stratification of Vendors as Perceived by
Customers,” Academy of Marketing Science Journal, Spring 1998,
pp.128-142.

Dwyer, F. R. and R. Lagace, R. Dahlstrom, “On the Nature and Role of
Buyer-Seller Trust,” in American Marketing Association Educators’
Conterence Proceedings, T. Shimp, and S. Sharma, (eds.), Chicago:
American Marketing Association, 1986, pp.40-45.

Dwyer, F. R., P. H. Schurr and Sejo Oh, “Developing Buyer-Seller
Relationships,” Journal of Marketing, Vol.51, April, 1987, pp.11-27.

Duncan, 1. S., J. R. Hauser, B. Wernerfelt and R. T. Rust, “Implementing
Quality Improvement Programs Designed to Enhance Customer
Satisfaction: Quasi-Experiments in the United States and Spain,”
Journal of Marketing Research, Vol.37, February, 2000, pp.102-112.

Emerson, R. M., “Power-Dependence Relations,” American Sociological
Review, Vol.27, February, 1962, pp.31-41.

Etzioni, A., A Comparative Analysis of Complex Organizations, New York:
Free Press, 1975.

Frankel, E. G., The World Shipping Industry, London: Crom Helm, 1987.

Frazier, G. L., R. E. Spekman and C. R. O'Neal, “Just-in-Time Exchange
Relationships in Industrial Markets,” Journal of Marketing, Vol.52,
October, 1988, pp.52-67.

Ganesan, S., “Determinants of Long-Term Orientation in Buyer—Seller
Relationship,” Journal of Marketing, Vol.58, 1994, pp.1-19.

Granovetter, M., “Economic Action and Social Structure: The Problem of
Embeddedness,” American Journal of Sociology, Vol78, 1985,
pp.481-510.

- 119 -



Gruen, T. W., J. O. Summer and F. Acito, “Relationship Marketing, Active,
Commitment, and Membership Behaviors in Professional Association,”
Journal of Marketing, Vol.64, July, 2000, pp.34-49.

Gronroos, C., “Relationship Approach to Marketing in Service Contexts.
The Marketing and Organizational Behavior Interface,” Journal of
Business Research, Vol.20, No.1, 1990, pp.3-11.

Gummesson, E., “Relationship Marketing and Imaginary Organizations. A
Synthesis,” FEuropean Journal of Marketing, Vol.30, No.2, 1996,
pp.31-44.

Gummesson, E., “Relationship Marketing and a New Economy: It's Time
for De-programming,” Journal of Service Marketing, Vol.16, No.7,
2002, pp.585-589.

Gundlach, G. T., and P. E. Murphy, “Ethical and Legal Foundations of
Relational Marketing Exchanges,” Journal of Marketing, Vol.57, No.4,
October, 1993, pp.35-46.

Gundlach, G. T., R. S. Achrol and J. T. Mentzer, “The Structure of
Commitment in Exchange,” Journal of Marketing, Vol59, January,
1995, pp.78-92

Gwinner, H. J., “Base Theory in the Formulation of Sales Strategy,” MSC

Business Topics, Vol.16, Autumn, 1968, pp.37-44.

Hallen, L., J. Johanson and N. S. Mohamed, “Interfirm Adaption in
Business Relationships,” Journal of Marketing, Vol.55, April, 1991,
pp.29-37.

Harker, M. ]., “Relationship Marketing Defined? An Examination of Current
Relationship Marketing Definitions,” Marketing Intelligence &
Planning, Vol.17, 1999, pp.13-20.

Hawes, J. M., K. E. Mast and J. E. Swan, “Trust Earning Perceptions of

- 120 -



Sellers and Buyers,” Journal of Personal Selling Sales Management,
Vol.9, 1989, pp.1-8.

Heide, J. B., and G. John, “Alliance in Industrial Purchasing: The
Determinants of Joint Action in Buyer-Supplier Relationship?,”
Journal of Marketing Research, Vol.27, February, 1990, pp.24-36.

Hosmer, L. T. “Trust: The Connecting Link between Organizational
Theory and Philosophical Ethics,” Academy of Management Review,
Vol.20, No.2, 1995, pp.379-403.

Hrebiniak, L. G., and J. A. Alutto, “Personal and Role-related Factors in
the Development of Commitment,” Administrative Science Quarterly,
Vol.17, 1972, pp.555-573.

Hunt, S. D. and J. R. Nevin, “Power in a Channel of Distribution: Sources
and Consequences,” Journal of Marketing Research, Volll, May,
1974, pp.186-193.

Judd, V. C., “Differentiate W the P: People,” Industrial Marketing
Management, November, 1987, pp.241-247.

Kalwani, M. U., and N. Narayandas, “Long-Term Manufacturer-Supplier
Relationships: Do They Pay Off for Supplier Firms?,” Journal of
M arketing, Vol.b9, January, 1995, pp.1-16.

Kanter, R. M., “Commitment and Social Organization: A Study of
Commitment Mechanisms in Utopian Communications,”
Administrative Science Quarterly, Vol.17, 1972, pp.5b5-573.

Kim, J. and M. Paul, “Relationship Marketing in Japan: The
Buyer-Supplier Relationships of Four Automakers,” Journal of
Business and Industrial Marketing, Vol.14, No.2, 1999, pp.118-129.

Kohli, A. K., and B. J. Jaworski, “Market Orientation: The Construct,

Research Propositions and Managerial Implication,” Journal of

- 121 -



M arketing, Vol.b4, April, 1990, pp.1-18.

Kotler, P., and S. ]J. Levy, “Broadening the Concept of Marketing,” Journal
of Marketing, Vol.33, January, 1969. pp.10-15

Kotler, P., “Megamarketing,” ZAarvard Business Review, March, 1986,
pp.117-124.

Kumar, N, L. K. Scheer and J-B. E. M. Steenkamp, “The Effects of
Supplier Fairness on Vulnerable Resellers,” Journal of Marketing
Research, Vol.32, February, 1995, pp.54-65.

Lemon, K. N. T. B. White and R. S. Winer, “Dynamic Customer
Relationship Management: Incorporating Future Considerations into
the Service Retention Decision,” Journal of Marketing, Vol.66,
January, 2002, pp.1-14.

Levinger, G., “Marital Cohesiveness and Dissolution: An Integrative
Review,” Journal of Marriage and the Family, Vol.27, February,
1965, pp.19-28.

Levitt, T., “Marketing Intangible Products and Products Intangibles,”
Harvard Business Review, Vol59, May-June, 1981, pp.95-102.
Lindskold, S., “Trust Development, the GRIP Proposal and the Effects of
Conciliatory Acts on Conflict and Cooperation,” Psychological

Bulletin, Vol.85, No.4, 1978, pp.772-793.

Lovelock, C. H. “Classifying Services to Gain Strategic Marketing
Insights,” Journal of Marketing, Vol.47, Summer, 1983, pp.9-20.
Lyons, T. F., A. R. Krachenberg and J. W. Henke, “Mixed Motives

Marriage: What's Next for Buyer-Supplier Relations?,” Sloan
M anagement Review, Vol.31, Spring, 1990, pp.29-36.
Marshall, B. S., and Rajshehkar G. Javalgi, “The Market for Obstetrical

Service: An Integrative Approach to Building Relationships,” Journal

- 122 -



of Service Marketing, Vol.9, No.1, 1995, pp.60-68.

Mayer, R. C., J. H. Davis and F. D. Schoorman, “An Integrative Model of
Organization trust,” Academy of Management Review, Vol.20, No.3,
1995, pp.709-734.

McConville, J., Economics of Maritime Transport, Theory and Practice,
London: Witherby & Co., 1999.

McDonald, G. W., “Structural Exchange and marital Interaction,” Journal of
Marketing and the Family, November, 1981, pp.825-839.

McKenna, R., “Real-time Marketing,” ZAarvard DBusiness Review,
July—August, 1995, 87-95.

Meyer, J. P, and N. J. Allen, C. A. Smith, “Commitment to Organization
and Occupations Extension and Test of a Three-Component
Conceptualization,” Journal of Applied Psychology, Vol.78, August,
1993, pp.538-551.

Milliman, R. E., and D. Fugate, “Using Trust Transference as a Persuasion
Technique: An Empirical Field Investigation,” Journal of Personal
Selling and Sales Management, Vol.8, August, 1988, pp.1-7

Moorman, C., G. Zaltman and R. Deshpande, “Relationships Between
Providers and Users of Marketing Research: The Dynamics of Trust
within and Between Organizations,” Journal of Marketing Research,
Vol.29, August, 1992, pp.314-329.

, “Factors Affecting Trust in Market Research Relationships,”
Journal of Marketing, Vol.57, January, 1993, pp.81-101.

Morgan, R. M. and S. D. Hunt, “The Commitment-Trust Theory of
Relationship Marketing,” Journal of Marketing, Vol58, July, 1994,
pp.20-38.

Noordewier, T. G., G. John and J. R. Nevin, “Performance Outcomes of

- 123 -



Purchasing Arrangements in Industrial Buyer-Vender Relationships,”
Journal of Marketing, Vol.54, October, 1990, pp.80-93.

Parvatiyar, A., and J. N. Sheth, “The Domain and Conceptual Foundations
of Relationship Marketing,” in Zandbook of Relationship M arketing,
Sheth, J. N. and Parvatiyar, A., (eds.), CA: Sage Publications, 2000.

Parvatiyar, A., and J. N. Sheth, “Relationship Marketing in Consumer
Markets. Antecedents and Consequences,” Journal of the Academy of
Marketing Science, Vol.23, No.4, 1995, pp.255-271.

Payne, A., “Relationship Marketing Making the Consumer Count,”
Managing Service Quality, Vol.4, No,6, 1994, pp.29-31.

Pfeffer, J., and. R. Salancik, The External Control of Organizations, New
York: Harper and Row, 1978.

Roloff, M. E. and G. R. Miller, Interpersonal Process: New Directions in
Communication Research(Sage Series in Communication Research),
New York: Sage Publication, 1987.

Rotter, J. B., “A New Scale for the Measurement of Interpersonal Trust,”
Journal of Personality, Vol.35, No.4, 1967, pp.651-665.

Rusbult, C., “Commentary on Johnson’s Commitment to Personal
Relationships: What's Interesting and What's New?,” in Advances in
Personal Relationships, Vol.3, W. H. Johns and D. Perlman, (eds.),
Lodnon: Jessica Kingsiy, 1991, pp.151-169.

Rusbult, C., J. Verette, G. A. Whitney, L. F. Slovik and I. Lipkus,
“Accomodation Processes in Close Relationships: Theory and
Preliminary Empirical Evidence,” Journal of Personality and Social
Psychology, Vol.60, No.1, 1991, pp.53-78.

Saxe, R. and B. A. Weitz, “The SOCO Scale: A Measure of the Customer
Orientation of Salespeople,” Journal of Marketing Research, Vol.19,

- 124 -



August, 1982, pp.343-351.

Schurr, P. H.,, and J. L. Ozanne, “Influences on Exchange Process: Buyers
Preconceptions of a Seller's Trustworthiness and Bargaining
Toughness,” Journal of Consumer Research, Vol.ll, March, 1985,
pp.939-953.

Sharni, D., and S. Chalasani, “Exploiting Niches Using Relationship
Marketing,” Journal of Consumer Marketing, Vol9, No.3, 1992,
pp.33-42.

Sheldon, M. E., “Investments and Involvement as Mechanisms Producing
Commitment to the Organization,” Administrative Science Quality,
Vol.16, 1971, pp.142-150.

Shemwell, D. J., J. Cronin and W. R. Bullard, “Relational Exchange in
Service: An Empirical Investigation of Ongoing Customer
Service-Provider Relationships,” International Journal of Service
Industry Management, Vol.5, No.3, 1994, pp.57-68.

Smith, J. B., and D. W. Barclay, “The Effects of Organizational Differences
and Trust on the Effectiveness of Selling Partner Relationships,”
Journal of Marketing, Vol.61, January, 1997, pp.3-21.

Stopford, M., Maritime Economics, London: Routledge, 1997.

Swan, J. E., and J. J. Nolan, “Gaining Customer Trust: A Conceptual Guide
for the Salesperson,” Journal of Personal Selling Sales Management,
Vol.5, 1985, pp.39-48.

Swan, J. E., I. F. Trawick and D. W. Silva, “How Industrial Salespeople
Gain Customer Trust,” Industrial Marketing Management, Vol.14,
1985, pp.203-211.

Takala, T. and O, Uusitalo, “An Alternative View of Relationship

Marketing: A Framework for Ethical Analysis,” European Journal of

- 125 -



M arketing, Vol.30, No.2, 1996, pp.45-60.

Webster, F. E., Industrial Marketing Strategy, 2nd ed., New York: Ronald
Press, 1984.

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

Weitz, B. A., and S. D. Jap, “Relationship Marketing and Distribution
Channels,” Journal of the Academy Marketing Science, Vol.23, No.4,
1995, pp.305-320.

Weitzel, W., A. B. Schwartzkopf and E. B. Peach, “The Influence of
Employee Perceptions of Customer Service Retail Store Sales,”

Journal of Retailing, Vol.65, No.l1, pp.27-39.

Williamson, O., Markets and Hierarchies' Analysis and Antitrust
Implications, New York: Free Press, 1975.

Williamson, O., “Transactional Cost Economics: The Governance of
Contractual Relations,” Journal of Law and Economics, Vol.22, 1978,
pp.233-261.

Williamson, O., “Credible Commitments: Using Hostages to Support
Exchange,” The American Economic Review, September, 1983.
Williamson, O., The Economic Institutions of Capitalism, New York: Free

Press, 1985.

Wilson, D. T., “An Integrated Model of Buyer-Seller Relationship,” Journal
of the Academy of Marketing Science, Vol.23, No.4, 1995, pp.335-345.

Kt ad, “CHIME £ ) & < BREEUE & kR o B Tifg v pE e pt Je
Wy, No.448, ifF=fpe F Wt 7T, 2003. pp.15-27.

WRIFIE T, “RULT CHED E WIE o RS L, TR e e SR AT, No.d34,
W5 pE IR T, 2002, pp.9-22.

- 126 -



BT, PR RESE o ME R & BIBERE Y — e R Tl dPE M SRR
No.407, g pe JWt7E 5, 2000, pp.4-19.

PreRse], T —w ADBKIEA IR A st F B B, 1990.

e B, TR oo Bl & T, Bl 2000.

B, T, ROt S, 1987

RIS W r BIEEE AR, TERERGEYT e, |, A21%, 1987

FEE A, TBBE RS AL ) | WS, 2001,

ik B, BT L WEREG I 51 A FORWARDER O & #lic S\ T)” Tiig e pk 26
BIERT#R ., No.407, {7 pE Z Wt 7T, 2000, pp.30-39.

Shimojo Tetsuji, Economic Analysis of Shipping Freights, Hayashi Obundo
Printing Co., 1979.

- 127 -



o

3

gy

2005

e RUNEE

[¢]

Frietu thstl

o
- 128 -

f

3]
%

e

B

: 2o L%
1ﬂAr/ | T o oF = B N
i . X 3 —
Ju ERLL Y o B o1 _%L
B By T W
N =B o1 m_.lu o W =
@ £ ;_o_._ =0 ﬂA_I Ly w-L
Q 8| o o — —
o © oo B o X
S i " o ™ = Ak
<H — s _ ] =
o s or R T F Noe T
—_ Jie}
In Ul E:E m 2 o
N = 15 I
i iy . = T AR
R ) D JI OL
_ s oW N ~ BT
< © el s
3 0 m = oy N #om
e A“.. —3 UT._ On_ —~
< = S H) (s T N TP
i ]
ooz - W il P =
~ j— .WO_I X
= q_:._*,l 8 = o Ly - ~ K| o~ EW
~ El 3l <@ (T — - PA 7 n o) T
O F @ o~ o3 T o | G
SR = e ITUBeENE .,
m .o D el ‘m/u 1)_A| N~ o) ‘e}
® o @ & g N ~ T 7 AH T do
FLS 0T LEmEE W5
S I B R
RG] 5 Jo = oh B
& ~ W ooy T oy i A S
,%1 e X g & Yy ° N
= R ™ T T B o
m\ 0N S F N ok T N g
oF T - M =
O = To %) = = o Ajm
S ew w7 o BB R
] <A B oo Mo



O &S AREFE 97 SHAEA 2 AR IYTh
1. 448 (d,9)
2. Yol (204 , 30t , 40t , 50t ] )
3. 848 ((nFolF , ARUE , oY)
4, SFAF (1d¥ gk, 1-3d 3749, 7-10d , 10 o] )
5. A% (AR, BRA AYAF , IIF )
6. T2 o] &A= FE &7
O PFEFR( )@ FFIF( )
@ F&EY () D7EIFE ( )
I. 952 A BAd oA Fo3A At Axd g Yt
v g2 A gt g2
44 w op ;H ] . oF
=9 38} oo =9 s 80 ot} =9
A ex ek G ) o} 3t}
11213145 6/|7@AANY 94 =3 1 3| 4 7
1213|456/ 7@ ArAY F2 1 3] 4 7
@ MALS AUl 2=AF 5 E
1] 23| 4|5]|6]7 1 31 4 7
(F=2, 2AF, 4, A48 5)
1|23 4|5 6] 7@ ArAee AugAd 1 31 4 7
1 2 3 4 5 6 | 7|® AArAGAAIHE 9] AEA 4 1 3 4 7
® Arrddq A 2
1123 |4|5]|6]7 i 1 3] 4 7
ARA =
@ MAArd AL ] Ao
1123 |4|5]|6]7 i 1 3] 4 7
ok B =
A AR 79
11234 |5]|6]7 i 1 3] 4 7
REKE:

- 129 -




I. 919 874 A&l Wate] AsAM F23A AN £HHE $HAEHAS &
Alste] FA17] vk o

(of) M52 (4) (3) (8) (6) (1) (2) (7) (5)
(1) nFgzore Za
(

)
(2) dFzdI2AAM F
)

m. AA AAAA Ad s
7] vk g e

fr R

F. &< AN 33 88 24y

k|

falf

S HE A
o] th o)

o)
Ed

seshel Agel A WeH et

- 130 -



T

# ArguUn

o

7 el dArel at Bl

N

~ ~ ~ ~ o~ ~ o~ o~ o~ o~
© © © © © © © © © ©
Ie] e e e Lo e Lo o Lo Lo
<t <t <t <t < <t < < < <
[ap] [ap] [ap] [ap] o [ap] o o o o
oy
[aN] N N [aN] u| N [aN] [aN] (aN] N N
o0
ai7
~
o
—_
m = R £ Ho
= | = o S B
o N = Fe = ol
i oo s wr oy 3 1ﬂ_r| K o Mo
e — = =
fils} Z.ﬁo ° 1;O E EE ;OL OME oH X
of r O w Mo =1 of
‘Dl ﬂo ‘i ~ = W _.EE
o |& Iy s ) s o 53 A
e S 5| & | ALY <
= ° o/ £3 = = " r
i N B O A I B 5 8 v TR i
mw z N I T A o w5 e | =
< | | = | T | © | oY s T
) ol ~ . OT_ _L _—
MR ooy | e A R T I o w
o | SO = B Aol i N = Y r e
| < < 2o )| w 50 N =0 T
Wl MR B R N I I B L i e
= = = N ol T A A SRR A )
| 7 < = N 3 c3 <% c3 c3
XX X g - T T b | T T
T |7 T | 2 !
. 7| o= | PIE T F| T |F T T
J_/I J_/I " J_/I - -— O#D ~ e gl [l — BT ﬂl —
1o AN AN Ur N N N NN 2 N
L e T O I =1 A I B R L
— | o < 3 o — i ) < |0 3o) o~

Iohge AN ANT

o~ ~ o~ o~ o~
© © © © ©
o] o] Lo Lo Lo
< < <t <t <t
o o (90} (90} (90}
N N N [aN] N
— — — — —

o oy

T3 B

~ ~io

X felal
~ | = o — J.d!
ay | X o
= | Mo AR
L) ol Mir B | M
M| e | oy | B[R
~ ) B
o o o | i
I -
Wrm Wl | ¥

o He| = W
PN "] R W
= wn < @ 53
Tl=|=| |
| K| X g | 3R
mﬁr PN W] e
|l Tl x| x| %
C2l e o RS I e
TlEIT|T|T
TIT|T| XX
I
S R s

5 0] ]

o
=]

= g

- 131



oy
al7
!
)

)

~ o~ o~ ~ o~
© © © © ©
Lo e e o e
< < < < <
o [ap] o o [ap]
N N N N N
— ~— ~— — ~—

i

<]

i RIS

IW o ,ﬂuu oR

# 4 = o} iy

<] = <0

T |~ (2 |9 =T

— N TP i —

T EE R

et )

I R SO N -

ks < w |

kel

u Tl ¥ | &

= il il W

oF el =T = —

. el oL oL oT_

~ W Mwl = =~ o] =

Tz < ~ ~ <

To o o Mw Mw x| B8
wr 7o Lo} Lo} = Bo

I¥T |2EI =T

S K IS 1T IS S s

L b el T T T o
o X —_ 1 z MB

Gy H_._ = O |T 2y T ] oy

[l 0 Nl

I G I N )

N7 INE R N e A e T

— o~ 2] < o)

o~ o~ o~ o~
© © © ©
[le] Lo Lo o]
< <
[ap] o o [ap]
N (a\] (a\]
i — -
o < !
0 =0 o
R I oy
— o wroex| X
) 3 -
—~
= < |
(= — < |o%
N X
] %O ol
o 1 B s
T Mn ~ o__.m mk
— T|zm
Ao P E®
= R
Ot Ot ﬁa ot
—_—
W oy
oF Rlg | T
< Al @m G
R R
o .I_ﬁ| ‘mn.u 1 MN ‘_,n_ma o) ﬂ
oA oop|er X|T R -
X gt Nz B "
lars Py 0|
%) %o T o#a T = %) il
= W = o ISy
1__/| —_— ¥ - o _— ﬂmO
v BN T g v_AW e
- N <)
— o\ o <

ol
sl
N

o

o

0
i)

]

A

7

=9 3

24

AL A

N

o~ o~ o~ o~
© © © ©
Lo Lo Lo Lo
< < < <
o o o o
N N N N
— — — —
i 5 =
i Gy Ho T
< i iy —_
. o 3 To " T
O e [ = |®
I~ 3 K iy
el of ™ =
E e T |W|F
o i H 3 Fe =
R T N A I
O I L O PR
~ o o il 3 T
N - I S = o M 1=
0# i OT oT e T 3
! o} o fol o} ol
o Wi S Wi o]
SO = B k- - I I 2
o xr W R < <
. _ —_ A . —_ -~
~ ~ <~ X ~ ~
I R o e B I B o
s e e ol
~ e O O O S O ol IO
N A R St S L 3 e
— [N ) < o) 3o

- 132 -



N. oo FA e AA e

Ao B AEdyn

L FARAARE Selgke) Adel deln AAsg | 1| 2 5
2. FA MDA FE2 WS gl 1 2 5
3. FAWAANY Agets ARe €s 5 Ad L 5
4. FAYAA Y] dFTrAzs Ay on AF
1 2 5
gt
5. F7 WA E 8o 2E F e FEYo|T 1 2 5
O
6. FANAAL FPAAL Seske] Aol QoA A ]
Aahc) 1 2 5
7. FANAA FRAE ] oS 2 WS gl 1 2 5
8. FAUAA FHAHe] AT ARE LS F
o1 1 2 5
PA
9. FAHAAL AL A= Argoer AF
1 2 5
gt
10. FADAA FAALLE TR S AL AP
1 2 5
= Aol & W7 o
P tha& FANAAA ) B2 FA A #d AEdUT
L FAHRAAS} AEHez A dar|E gd | 1 2 5
2. FAAAASY} A7 BAE FASE AL T8
1 2 5
&} o}
3. FAUNAALSY F71A BAE AT AL o] Yo
1 2 5
o
4. +9= 7hF FAHANE F7] A8 717l A4 ) ) 5
o

AAFUG

- 133 -




il

o

°] ¥

AL 7]l

°]

| see v s,

°

]

KA

~

=y
ofn
b
o
Pl
il

=y
Ho
)
—_
file)
ol
T
=0
o

o

o] oy om, Al

<
El
b

o

B

)

)
TR

0

-

HA

o}FEA I ANE

Be) AaE v

=
pu

o

N

p—

xX

!
i
E

~
~L

C

T

—_—

N

!

=

alg

=3
"o

|

A

of
—_

ToR

3

X

el
ojn

7

)

2005

- 134 -



	제1장 서 론
	제1절 연구배경과 목적
	제2절 연구의 방법 및 구성

	제2장 해운산업에서의 관계마케팅
	제1절 해운산업에서의 관계마케팅
	1. 관계마케팅의 개념
	2. 해운산업에서의 관계마케팅

	제2절 해운서비스 거래기업간 관계적 특성
	1. 해운시장의 구분
	2. 해운서비스 거래기업간의 거래관계
	3. 해운서비스 거래기업간 관계차원

	제3절 해운산업에서의 관계질
	1. 관계질의 개념
	2. 신뢰
	3. 몰입
	4. 해운서비스 거래기업 간의 관계질

	제4절 해운산업에서의 장기협력관계
	1. 장기협력관계의 개념
	2. 해운서비스 거래기업간 장기협력관계
	3. 신뢰와 장기협력관계


	제3장 연구모형과 가설설정
	제1절 연구모형
	1. 연구모형
	2. 변수의 조작적 정의와 측정
	3. 표본설계 및 설문지의 구성

	제2절 연구가설의 설정
	1. 관계특성과 신뢰에 대한 가설
	2. 해운서비스 제공기업과 영업사원에 대한 신뢰의 관계에 대한 가설
	3. 신뢰와 장기협력관계에 대한 가설


	제4장 실증분석
	제1절 자료의 분석
	1. 표본의 특성
	2. 측정변수의 신뢰성 및 타당성 검정

	제2절 연구가설의 검정
	1. 모형의 적합도 검정
	2. 가설검정
	3. 가설검정결과의 해석


	제5장 결론
	제1절 연구의 요약
	제2절 연구의 시사점
	제3절 연구의 한계점 및 향후 연구과제

	참고문헌
	국내문헌
	외국문헌

	[부록] 설문지

