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Abstract

Purpose — This study empirically analyzed the effect of the customer orientation in Insurance Salespersons on the perceived
referral risk and referral intention. In the empirical study, we try to provide suggestions for reducing the perceived referral
risk of customer oriented selling activities and improving the referral intentions according to customers' tendencies.

Research design, data, and methodology — Data collection was conducted through the convenience sampling method for
customers who had insurance coverage for about two months from March to May 2015. A total of 700 copies were
distributed and 670 copies (95.7% recovery) were collected. Finally, 661 copies were used for final analysis. With the IBM
PASW 22.0 statistical program. The interaction effect for the hypothesis test was generated by multiplying the average
centralized independent variable and the control variable, and the average centralization variable was used to minimize the
multi-collinearity problem of the interaction effect between the independent variable and the control variables.

Results — Hypothesis 1 was adopted because the effect of customer-oriented selling activities on perceived referral risk were
significantly negative. The effect of customer orientation on perceived referral risk is affected by innovative tendency,
risk-taking tendency, and interpersonal tendency Interaction effect was observed. Therefore, Hypothesis 2-2, Hypothesis 2-3,
Hypothesis 2-4 were adopted. The effect of customer-oriented selling activities on referral intention was significantly positive,
and Hypothesis 3 was adopted. The effect of customer orientation was influenced by the interaction effect of innovative
tendency. Therefore, only Hypothesis 4-2 was adopted. Finally, the effect of perceived referral risk on referral intention was
significantly negative and hypothesis 5 was adopted.

Conclusions — This study suggests that it is important for the salespeople to grasp the customers' propensity in consideration
of the perceived referral risk and referral intention according to the moderating effect of customer orientation. In this study,
we showed that customer-oriented selling activities positively influence referral intention by inducing perceived referral risk in
customers with stronger risk-taking tendencies. It is thought that it will be an important basic data in designing a customer's
selling strategy or conducting selling activities.
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T 2HAIFOM 2 AYARES Y ZEFH A2

2 ZFHY Age AL I TH 2y YRS
of 350380t B Moz FHE|H QE|Lt2t 21| 0.653%0)
s oich 2Lt 38US 0l ke S8 Do E
Bte 2 AE0| OfE ZHeZ2 AH|XHE9| =0t =40 &
2 ZioZ LIEffCHLee & Kim, 2016). oz2x 7|¢ 7+ A
e 25 KGR HEO|LL MH|A7F 7HX1 = 23

ol JIXEBe A7 oM DATPHOIN Sste
AAARIE 0| et H™ HKX|D QUCHPark et al., 2014). 1}
71 B2C AN FYALHEC| A2 thed| Tofst= 240
OF ZF™S UFQICt HHHO| HMe{obEo| SRS AH[AL
Me ARO[ EtojeEeft ofL|2t nZiofAH| AERO|ILt =
A2AMO| HEiX| = ST JACHWon et al., 2016).

%, QYUAREE 7H7iel 1ol EFl(wants)E LIS,
ol o] g&el SEEO OfL2l g™l HENK|E mHe
gt 5= Qe NAXEEQ JUESS LRE st UCL O]
Bt DZHX|SEE QI A Q(customer-oriented selling)2 1ZHo| £
TE Ostn Mo 2 E siZdt=0 £HE F= FYQ

HEfZM HSARUAOINO SEE T HOIE QI A
X0l HR(transactional selling)dt= FHO| E=ICKSaxe &
Weitz, 1982; Weitz & Bradford, 1999). 1ZHX|&&Ql HH2
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O 7|odg 4= ACHLee et al., 2000). E3| MAES S5t K}IH
3t 7542 EMAM ot 7| Mo, 7ol X%
7tstt AL R0 Aol FHI|YN HES AELSH|
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A 2 S8t 1A e S FO D40 MY F
Hots HE YAl Aot ZWH Z3to| st #talo]
HX| D QCHKIM & Lee, 2016).

M OS2 IAEE SHoig AKXl Fol IY
ArRlOf THEH EME0| 2HEOl dSe O/E 4 Se AlAt
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R0I150| g&k5 0| 4= JUCKKIm et al., 2016).
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AR g (market orientation)2| 71 Q3% AMHQA0I
D ZHX| &M (customer orientation)2 QI TN LOFOIA F|A| g
1 9le BRI CfblEls jHoIch BOIREE WS
2 Z7IHQl NANEHCH= E|HQl IES SIS0
AYS ED QICt US| DX HES B|Kel 1Y
BES 9la) 2Nl Hojs Walx| om TOjxtel ofolwrt
22| 0|20 O S PAS ZH=ChKelley & Hoffman,
1997). QIFEON FOROIAM AFE|L U= EHASl nZX|etd
Hge DUSERE F2S W WO OfLjE, DABITHS
ESofof ot o2 EMED, DAX|FHO WS 7ol
AlZtO| Ot 7| Y& CHHS= AR AlZ0|A Lol 15
SZEA7|= W2t & 4= QUCH Narver and Slater(1990)=
70| Waet TS RAGI0] FMAEL Wt S7E O
SZNFTE BES SUSI0] FYO| 9|8 WL Y
S DAXFAHolD Yoot ST W, 18
B35, MHIANS &7, QAREO| 471X|E nAX|eEl H
L2 FHSIRUCE Kim(2006)= HEFOAS F23] O[5t
ASoA XEHe2 20t JHKE EXSIERE 22 Fe=
=2 DAX|FEOl FHol2An Holokn, DAUX|EEl He

[
o

= O

2SS TRz AL, CiYet des 7MKL U=
IS dez Mmool SHO s YPARSS 0
Mol IS S| 2f3iM ofH EME 20| 7HX| 1
UEXE F=5t7| mefet 4= 0, DWIIXE HE5H7| 2ok
WMol FolMol OrRl=rh HEEO| E[O{oFstD}. 1Zinto)
BASTIS Qs T71H OISECNE F71H BHUA ZAMst
2 XIM|7F 2 QsiCHPark et al.,, 2016). £3F X|&HE0| 7t
So 7”0l E7| flshiM= th2ld n4u EHYS 7HA|2
H2LZE 7oz o A0 E 2SS Z2ASt0{0F SiCt
(Lee et al, 2016). Z[Z0| 1452 AOERE 5 FUQEU
CH7|1E 0|83t CRMZ[HIoZ mHY 1FY 0t FE5t0
AlZhn HAE FONRA| B AR QY0HE YEE =
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Sp7 mefelm Ik wrebd H3 YALRS 10| Asts
270| Cfef 43 OPYYEE mCRMZ Sof L4 A
HlAot HEE RIFsto] nAFYo| FYUUSS T + ¢

Al =QUCHJung & Jung, 2016).
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XZHE 700 2 X[2HE e AH|XH ds0| I
Xl= 583 2Pz O EEHS 42 Ctst o4&
X MENAM Of2b EEE ATIL TAHE[O{YCHJoo & Xiao,
2012). 7|EQ| X|ZE @2 aHXPIE ME E= AH|I20|
CHSE TOfAZOILE AFSAZO|M LIEFE = e oMK Z3H
G ZADboj| Chst EQtZIo R Mol #= QUCKLee et al., 2010).
Cox(1967)= Oi=X0|| CHot AH|XF XpAO| L7l =24
d, 5|8Fatel YR, FOjZntol Chet PR =Fof o
2} X[ZE e CtEA 2Me = At QI X[ZHE 9
Y2 HoH, SEXQl 70| ot HAXE @o| EXysictn
SIHEtE AH|XPZE O EE FREHCE QX it e
2 QIX|E CHBauer, 1960). ot AH|XHSO0| HE2| FOIE #
SIA[CH Ode FUREM LMSHs SHAO[oA ZHa|Oto|
XA E|0, AH[XZE ROfRHQJE >t U0 X(|ZE|=
2|&0|CHRoselius, 1971).
ol2fst X|ZE el ot Mto2 M X|ZE AJ|e™E X
ZtEl @e| on|E =St QUCE 2Ly OFEIJK| X|ZHEl
MRS 2HECR [RD e 7|F ¢7e O3 &3
O|CHLaw, 2008). £3| YPAtRL A7he FYAHRIS =5
ot ZHAZt QICHH O|FO{X|7|7t Ot QHLISHH 1242 Xpil
2 HESI A= FEARL S EoFd e o8 EA
7| ME0|CHGuenzi & Georges, 2010; Law, 2008). X|Ol0j|
A SUAE 2IHE FXSt= Olf B2 St FYARRO|
D0 AT X[QIE CHYCE FUESES F2lstA ez
M XIIS0|A TSHE & £+ A2, O|2 Qs X|eldt X[F7t
X SASILE AT LAY VM2 Qs odeE O/E
2= Q7| - 20|CHLaw, 2008).

23. FHO

FHoZ= AH|XIEO0| ZFEEQl HME ArEZ™Oo|Lt Soj
S FH MEEY IRSLX St ozt Holg £
QICHENgel et al., 1990). =, X MH|A K ZXIE T AR
S0A SEH2E Lot nAfots =& 2|0StH o]0 ZH
2 B8l L7 ZEES OFE] ZHSHKA| %2 CHE ARSA H
Sldie= AMZo|Lt A=E 2o|O0|StCHKIim, 2014). Yoon et al.
(2016)2 BHE2 oA F LRl FH £ FHOTTL
OHMOYZEXI M SR FES XA[SICED SHRICE Jung
et al.(2013)2 FHOZE E7% NSt AMH|A0 CHst &S
EfQIofA Mdteie Q=2 FostFon, nAftEar FHo|x
ool FHAAE AT Zut, nHUEL FHO|T0| [l

dets O|FICk St

o |
Am ol rjr

(Engel et al.,, 1990)2 2 7||210| Mak2 QEZEE LIEIL}
HEof| ot A IS OjXICE &, Mot oztdls
F0 AHo= CHE Algtnt EE JHIN EFo| Atn, &

59| 2N o|H, A ASEEE RES 4
Hile 242 QEstA0 EN3 BEg HolE Aozt F
olg 4 QICKKIm & Han, 2010). 2L} 2= DZHO| A X|
SHHQl dekg 7HX|D UX| ¢Yon, MAZ FHALDF X&H
A2 K| Y= DHELD EXYSHCKPrice & Armould, 1999;
Barnes, 1997). nZist T XpAlO| Q2 Qlsf| LHME 2 Q)
£ =0| 7L, AE|™Ol wRE FE7|7L}, EfRlol 2S M
sk0| ZBIALY, RFAlO| o|HES EHSII| Eolshe HEol A2
Ol EYALAOA X|Qlol A7{et ZHETH &o| E pizbet
7HsA0| QUCHKIm et al., 2016). 2t &2 Ap= DZHASE
Z oy, sAld, e84, Tfel, Efelrz|gol 57tX|=2

24.1. 22y

Qefd(Extra Tendency)2 EtRINtO| o285 ok, Ef
olo| pAlg BIX} sk HEE o|OjFICKYoo et al., 1997;
Costa & McCrae, 1995; Vinchur et al., 1998). 2|2k Ol Atz
2 Aol HES EXoH B, AIRATZIE E0K5HH,
SEXO|CE S EfRIO] S EASHE G0 &5,
A7|1FEE 2 Sk HO|L, ME2 ARl HAE A o
Mol= EMS J1X|1 QUCHCosta & McCrae, 1995). [Z2FAM
Qgel mMe QK| ore nof His X/t XHAlo| &

2 HAE ddg 5 Utk= 7IHE 712 7tsd

o O =
gnge E2
a} EHo|=0f ChsfA HEEOl HHE JHE Fh5Mo| &Lt

[

242 Hild

S MM (Innovative Tendency)2 7iO1E QI EME 7|XE o
= Yt MZAEM(Goldsmith & Hofacker, 1991; Goldsmith
et al, 199502 M 74QI0| &3t ALB|O|A CHE AT &
AlS MIjMoz wWa| k|Eistz{= X (Rogers & Shoemaker,
1971; Lee et al., 2017), AIH|Zo| MEL1} AAlISkMidgley &
Dowling, 1978; Hirschman, 1980; Hirunyawipada & Paswan,
2006)0 X=2 Hop CHE AMMEELC MEs ¥Wel +Y5tn
At o= de(Midgley & Dowling, 1978; Roehrich, 2004)0|2t
D Yol 4 QUCk Ol2f3t HANS IX|N, AZH HANO
2 12 QICHPark & Chung, 2016). Robertson et al.
(1984)2 H4IE Hoko| A2 MER MES 70 A0
M XZE e B LN, OHE AMREED 2™E S
20| Y28 EoF1 QUCKChilders, 1986).

?le8g(Risk-taking Tendency)2 Atile| St AF0|
MEO|Lt £dS =Y 7t5d0] AUbts AE 1 USH=
[e]]

=70t Jgfot AES dtefs Joletn g £ Ut
(Ferguson et al., 1991). H+8HE Yot= ZUE Tt
of ok e 2t dolg Jtsds +8oks YE(Faff
et al, 2004), 7§2l0| O =Xg F5l= FOM 7|7H0]
=28l 0X} sl= @O A7|(Roszkowski & Davey, 2010)2
Hols|n QILh. 9[E+840| &2 nHALE FZo| oj
T ofL|2t 2= E0| EXBICEtL X|QlE A0 AN Kf
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| SCH dztet 320 X|Zte 2o19gE 8 o
25| »OtEE 7Hs5g0| ELHKIm et al, 2016).

2.4.4. CHoIM

CH 21 (Interpersonal Tendency)2 LCIE Atzto| WS HSIO|
Ol 2AS 20 32 Hols FEE Folg &= UCKHSwap
& Rubin, 1983). &, EfQITtC| ZAHO|AM OfFH AEO| ZHX|
A= Loty g, CHE AMED u7e Iff F5H= Bl §2
ZOIC}E. Gabbott(1996)= CHQIEEH0| M2t AH[Xt= AH|AK|
SXHO CHe 7FXK| D e AEL SYEEIF HeERIDe S
INESES Sving

2.4.5. EFQIAZ|S

EFQIAZ|M(Trust tendency)2 7|2XOZ At2fo] MMH2 H
Agctn 2= Heetd Holgt &= QUCHCouch et al., 1996).
Efolntel UMt BAHE |XIStn L™A|IZ[=0 EFQIof CHSt
MEZl= =Q3lCHLewis & Weigart 1985). E}QIAIZ|AH0| 23}
H =5 CiQIatA|7F REZD O|E(Mo|H CHE AtEE1}
o|22|7|12 Zopste AES X|HCHCouch et al., 1996).
Kennedy et al.(2001)2 EIQIS LZ[s= HE0| ZdE+E &
AALRE MBSt HE0| SISt SHRALCE

EfolAZ|E2 S™HXoZ CIE ARMEQ| oLt dEg 7|
Oistol 7|740] OES Wod= B2 X% QFQ ZHOA
£ LtEl{{(partnership)0| 1, =& LYHQI ZHO|ME ElEL
O|(team-play)0i| Helst =Z@Qlo| d¥olztn & == QUCt

(Mayer et al, 1995). O[2{gt EfQIAIZIA0| &2 nZMEHS
QQIARRI0| KHAIO| ATKSH XIQloj CHsl 2|3t YeiEse 3
ZtE]| [e2|

[ |

X %2 Aogtes gilez AdE £ U0, X[HE 249
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g ToiFE g g Zolct.
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= O|2X HiZgnt Ml A
AP ME DAXEHOl JAES
of OjX|= Yee Yot X} <Figure 1>1f 20|
HotULCt.
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= Innovative Tendency
= Risk-taking Tendency
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<Figure 1> Research Model

3.2, JH4MA
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al,, 2009; Saxe & Weiz, 1982). Homburg et al.(2011)2 28,
F & & 67 MM BASL U= YRS 2 F

2 CfRel Ho| YUt 5380l NS CjMOR AR
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YOrE At ChEah #2 7HdS 2SRt

<7p2 3> x| JYES2 FHUR0 Rl F

= O —
(+)o P& ojE oot

it}
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<M 4 T2BS DHXTHO YABSO| FHOIZO|
OjXls @re ZHE oot

<MY 41> Qe AT FAWSO| FHolE
of Olxle Yere TR Ao|ck.

MY 42> HAMS DATYHO AABSO| FHolE
of OjXE Yee AT AHolc

THg 43> B+8HS DAXFH YABSO| FH
ol=0| OjXlE ¥ES xEE ot

Mg 44> CfoIde AR FABSO| FHolE
of OjX= Yee AT AHolC

<Hg 45> EfINBMe DAXFHOl YUBSO| FH
ol=0| OjXlE YEe &M ¥ %olct

figof| st nziol X[Z2 =2 &I, MEf 3l AFO
SMEOl AstE SHCH(Gampbell & Goodsten, 2001). X|Zt&=l
figof thet 7HE® Fol= AHARALO| M2t Cha Xjol7h e
L}, =22 StAtE0| Falstz|of X|ZE e ==4dat
2M0jgts & 248 FAOZ O|ROX| ot X|ZE 2H
of CHot A= CHYSH 2O0|M O|FOIMRLt IEE o
TOZHEo| CHet EItL FifdES SH2E O|F0IN 2
o A ;DApojdsat FojelAtddol geks Okl A
(Dowling & Staelin, 1994)0 2 T1XT|0| 2Lt

20| X|ZBHe SlES TN YEOR ol X2 9
s DATES AANY 4 IOD, 0k ZZ KROQEL
FHIES Z2AL & U2 HOITHRyu & Lee, 2013)
RIZHE 9Ige FHolE Zao| HYEol aolojtn 2
QOD{(Kim & Sohn, 2010), AMSXHITLot0| 2+ WEtOA] X|
E AVHREE FHYLE A= dYE & AO|C) )
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2 GF0M ABE LAXEECl degs Has= Guenz
et al.(2014), Park(2013), Thomas et al.(2001) SO| HA|sH &
=52 HZOI0 107 S22 2 FESIACE X|ZE A4
M= Kim et al.(2016)0|M AMEE 27H 2=E2 &&SIUCH
Z=HMOo|= = Boles et al.(1997)1 Johnson et al.(2002)0{|A{ A}
& 47f =2 =830 & A0 A +=FIRAC
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S2S MESIULCY.

/T =2 -0 AA

MM HAMMS X E(Venkatraman & Price, 1990) 97| &

2 e BES 2 AT WA WAL APL8HS
gisgNol 57 RNABHY SE+g, HEAN ARG, 5
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X Q&8 K}l(Ferguson et al., 1991)S FAO=Z 47| &
=2 THSIQICE ojelde theld 37 ARA(EEY, 3484,

Z{2|M) ZO|A Z2|AM(Cohen, 1967)1} A}3|AH & (Reynolds
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B QI 2 2de A (Kennedy et al., 2001)Qt AEHE QI 2Z
X = (Couch et al., 1996) = 57 &=oz ML}

DE ZEYSE2 Z|FAE(Likert) 5F HEZE ARESIICE
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HEO| QTSASE EHE <Table 1>1t ZLCh dH2 H
X} 376(56.9%), O{X} 285%(43.1%)0|H, HHL 20C) 116
(17.5%), 30C{ 244%H(36.9%), 40C{ 215%(32.5%), 50C{ O|A
86H(13.0%)0|QUCt. ZRS S|AY 428(64.8%), 22 15
H(2.3%), T5 54H(8.2%), S 453(6.8%), XIFY 729
(10.9%), WAHIZS 14H(2.1%), 7|Et 32H(4.8%), TS 18
(-2%)O| UL}

AAARRDL AHef7|7te 1-54 0|2t 3073H(46.4%), 5-10
0|2t 2163(32.7%), 10-15'3 0|3k 93%(14.1%), 15-204 0|0t
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L 17} O|&} 316H(47.8%), 27§ 194H(29.4%), 37§ 106%
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HY 174 17 0|5} 423H(64.0%), 271 1682 (25.4%),
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<Table 1> Demographic characteristics Factor | Eigen %
Factor Item Loadi Val . Cronbach's o
D hics Frequency Demoaraphics Frequency oading alue | variance
emograp (%) grap (%) IT1 .818
Male | 376(56.9) Less than IT2 .809
Gender 1-5 years 307(46.4) Innovative IT3 797
Female | 285(43.1) Loss than Tendency |14 2oy | 5913 | 14782 915
216(32.7 '
2029 | 116(17.5) if;isn 15 year | 210(327) m5 | .737
3039 244(36.9) ptran- Less than 93(14.1) IT6 .626
Ace ’ saction L1-5 ytiar ET1 127
% | 4049 | 215(325) | period | L5 AN | o5 ET2 | .702
More th e Extra ETS | 897 | 5514 | 6285 901
ore e | 86(13.0) More than |5 5 ) Tendency | ET4 | 679 | © ' '
50 20 years
e i ET5 | 678
Employee | 428(64.8) 6351 AN | 316(47.8) ET6 | 613
Offcial | 1523) | . 2 | 194(29.4) E; 'sgg
Housewife | 54(8.2) |,_.one 3 106(16.0) Trust :
Insurance TT3 751 1.846 4614 .847
4 24(3.6) Tendency T4 583
Student 45(6.8 More than -
©9 " 2132) 5 | 661
RT1 | .833
Job Self- Less than
employment| 72(109) ;| 423(640) Risk-taking | RT2 | .828
ploy 1731 | 4.328 861
Teacher/ Tendency RT3 q77
14(2.1) Lif 2 168(25.4)
Professor . Le RT4 715
Etc. 3248 |t 3 44(6.7) R | 772
Referral RI2 740
No answer | 1(0.2) More4tha” 26(3.9) Intenion | R3 | 695 | o0 | 3915 882
Total 661(100.0) R4 | 613
Inter- IPT1 772
Personal | IPT2 | .697 | 1.301 | 3.253 758
42 Z-¥HS0 M2l U EHEHY Tendency | IPT3 | 672
Perceived PRR1 .929
ExHA0| AMZ|IADIF EfSHMEAMS AAISHRCE AlZIM A Referral Risk| PRR2 | 917 | 031 | 2578 864
XL Cronbach's al| 7|& 0.6 O|ACZ &g, EMZADt KMO:.923 Bartlett tset: x2(780)=18393.314, p<.001

m
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=

MEHMO

Tomm= !

o XA
= &=0°

o tzhse

St SIQIC} Efgt

S X|(Eigen Values)= 10|

[ x|7+9_0| 3|

HEMH(Varimax)2

ARSIQICE BEMZAT= <Table 2>QF ZICH EMME QO|EMS

0

£S5

0
Of

252 923, Bartlett ¢
=MEUoH,

tu

il

ECRERSIA

MOHEAIS

2o L1

of 2tz D3 X7t 1042l 874 QQl0| '.%W.'EI%*EL KMO
(df)2 18393.314(780)(p<.001)
70.634%=

235t 2

QIOZ LIEFCE 2} Q08 QM2 25 06 0|z
LIERt O LHEQ 'ﬂ_rg% st 5|9 CHBagozzi & Yi, 1998).

<Table 2> Reliability and Validity Analysis of Variables

Factor Item Fact.or D .% Cronbach's a
Loading| Value |variance
CO1 .842
CcOo2 .819
COo3 .813
CO4 .810
Customer CO5 .810
Orientation | CO6 .807 12:352 | 30.879 947
Cco7 .799
Cco8 .790
CO09 787
CO10 .760

4.3, JM4AX

431. 74 1, 718 2 AXZADt

DAR|EEOl YABSO| K|ZHE AR 0Kl o
CHsH TZ4AIBE0| ZESH=X| Lot A} <Tab|e 3>1} 20| =
Bl 4TS WSS BN Dangnel Sus
(B:-_']?S p< )0| _L-:C’AE X|7I-E| AjH_I_lo-IO| L-I-Ol. |E _l?l_

()2 Relst S leiﬁf- EEFEW <7t2 1>2 MEHE| ULt

- oco=2

WAL U B0 DAMB0| FoE0] MY
22 2%7t QOIS SIISICHp<001). DU 5 9z
(B=-125, p<.05), BIAIH(B=170, p<0)S EHH2EZ Rolst
AT OIHOD, FESSY, Thold, EfelMzde [ofetx]
BRUC(p>00). Aol FBBWE AT AN
H20| 3.1% QOIS S7ISHACHp<001). FHE40l 1
S8 3 HUSE=154 p<0l)I} HESBH(E 144 <00,

ChOIX(B=.168, p<001)0| AZXSHIIF FOBHA LIERKCE
=, SANT CfOIY0| £242 DAXFHLl US| X
2bEl AR DX 2()0] WS oot SO, fEsS
Mol £2+2 DAREHY YAVS0| XZE A7)0
Ol S0 FES Yol Bt Wakh <7pd 2:25, <7
23>, <7bd 24> HfEE|ict
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<Table 3> Hypothesis 1, Hypothesis 2 Verification Results Dependent Variable: RI
Dependent Variable: PRR Variables Step 1 Step 2 Step 3
Variables Step 1 Step 2 Step 3 B [ B B [ B B [ B
B B B B B B R® .381 462 476
CO -216 | -178** | -185 | -.152*** | -186 | -.153*** AR? .081 .014
ET -166 | -.125* | -128 | -.097 F(p) 405.377(.000) 93.499(.000) 53.544(.000)
IT .218 170 .196 .1563** CO: Customer Orientation, ET: Extra Tendency, IT: Innovative
RT .035 .028 .039 .031 Tendency, RT: Risk-taking Tendency, IPT: Inter- Personal
IPT -.071 -.052 -.068 -.051 Tendency, TT:Trust Tendency, RI: Referral Intention
T -038 | -025 | -025 | -.017 *p<.05, **p<.01, ***p<.001
CO X ET -116 | -.079
CO X IT 214 | 154" 433. 7t 5 A™ AL}
SO r AL 2 X2tEl 2H9/8o] ZHo|=0| DjXs @ste Yommit
COXTT 136 | -.082 <Table 5>2} Z0| Cthe2|F24 S HAISIALE 2421, X|Z
R 032 052 083 El 274 9(R(B=-235 p<.001)0| =S5 FH =7} HOIX|
AR 1020 031 = ()2 g2 O/Xl= A0l |OISHA LEHGCt M2t
F(p) 21.464(.000) 5.920(.000) 5.319(.000) <7td 5>= ME|RACE

CO: Customer Orientation, ET: Extra Tendency, IT: Innovative
Tendency, RT: Risk-taking Tendency, IPT: Inter-Personal
Tendency, TT:Trust Tendency, PRR: Perceived Referral Risk

<Table 5> Hypothesis 5 Verification Results

*p<.05, **p<.01, **p<.001
432. 744 3, 714 4 A™ AL}

DAX|EFEOl FUHSO| FHOZO| OXlE Ao Che
M=K LOLE 0K} <Table 4>} 0| =AES

D2450]
I ™S MABICE 1SN DAXTH HAUS(E

617, p<.001)0] E=+5F FH L7} 0= F(+)el =2
PEgS DML MEkM <7hd 4> e EQACH

ZEHS7 FYE 2CA M E DA YL0| FItE0f 2
H2 8.1%7t RS S7IOHALHp<.001). nAgL & <t
§(B=-301, p<.001), H4rlG(p=-119, p<.01), CHRIY(p=-074,
p<.05), EfRILR|G(B=113, p<01)2 SAHSE Rt F¥
2 OMoL}, E+882 ROISHA| BRUCHp>.05). nAget
o =BaE HEsts 3TAMME 2FHO| 1.4% ROl
A S7totALHp<.001). =0l NGt & HMG(B=
-1, p<05)2t Y2 HB2WI ROISHA LIEHLE 5, Sl
O 25 DAXIH JPBS0| FHo=0f DX F

(+)2] B2 ASHA BHCh MEkM <7Hd 42> x| QAL

ot

<Table 4> Hypothesis 3, Hypothesis 4 Verification Results

Variables Dependent Variable: RI
B B t P
PRR -.210 -.235 -6.200 .000
F(p) 38.441(.000)

PRR: Perceived Referral Risk, RI: Referral Intention

Dependent Variable: RI
Variables Step 1 Step 2 Step 3
B B B B B B

CO 672 | 617 | 576 | .529*** | 573 | .527**

ET 357 | .301*** | 328 | 277

IT -136 | -.119* | -128 | -.112**

RT .058 .052 .076 .068*

IPT -089 | -.074* | -.089 | -.074*

T 152 13+ A67 | 1240
CO X ET .021 .016
CO X IT -138 | - 111*
CO X RT .046 .036
CO X IPT -.073 -.055
CO X TT -.009 -.006
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