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Abstract

A Study on the Effects of the Relationship Marketing
of Shipbuilding Industry on Ship Owner.

Lee, Bong-un

Department of Shipping Management

Graduate School of Korea Maritime and Ocean University

Recently, the business environment has changed rapidly to meet the needs
of customers who are becoming more diverse, including trade disputes caused
by political problems among countries, stricter environmental regulations
caused by serious environmental problems, and becoming more diverse due to
the development of innovative technologies in the IT industry.

On the corporate side, for continuous survival in the market, innovative new
products and services are introduced and strategies are developed to adapt to
customer satisfaction and market changes, and the need to establish strategies
are no exception for shipbuilding industries with global market characteristics
that are directly linked with global economic trends along with the shipping
industry.

Since the shipbuilding industry’s order market is directed at the global

market, competition is fierce and globalization is required. It is also a market
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with a specific ability to secure leadership in the market shortly if the overall
competitiveness of winning orders is secured.

As a result, the importance of relationship marketing based on customer
satisfaction is even more demanded these days.

In this study, the literature survey and case study were analyzed so as not
to be biased to theory to analyze the influence of relationship marketing of
the shipbuilding industry on shipowners. And questionnaire also interviewed
CEOs and practitioners to obtain substantial data.

This study describes the background and purpose of the study and describes
the research methods, scope, and composition.

The theoretical background, referring to the preceding study on the
shipbuilding industry, established a theoretical model system to identify the
relationship between research variables and to derive a research model and
hypothesis.

This composition is an analysis and analysis of the current state of the
shipbuilding industry in Korea and drew up problems. Specifically, the
reference data were compared based on recent data.

And the logical basis of the hypotheses for problem-solving in this study was
given by constructing a research model as a preparation stage for empirical
research and compiling and analyzing existing studies. It also included the
operational definition of variables to verify them and the procedures for
sample design and analysis.

With the analysis of collected data to verify the theory of research, and the
analysis of research and analysis results are described after compiling them.
The research results, strategic implications and implications of this study
were described, and the limitations of the research task and future research

tasks were described.

KEY WORDS: Shipbuilding industry, Relationship marketing strategy, Shipowners
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33) R. C. Mayer, J. H. Davis and F. D. Schoorman(199), "An Integrative Model of
Organizational Trust”, Academy of Management Review, Vol.20, pp.709-734.

34) H W. Kee and R. E. Knox(1970), "Conceptual and Methodological Considerations in the
Study of Trust”, Journal of Conflict Resolution. 14, pp.357-366.

35) J. Lewis and A. Weigert(1985), "Trust as a social reality”, Social Forces. Vol.63.
Pp.967-985.

36) M. Deutsch(1960), "The Effect of Motivational Orientation upon Trust and Suspicion”,
Human Relations, Vol.13, pp.123-140.
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