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Abstract

Purpose - The focus of this study is to investigate the structural influences such as brand value, relationship value, market
orientation, long-term orientation, and performance. The effects of brand value and relationship value on the differences on
transaction performance in b2b was investigated.

Research design, data, and methodology - The subject of this study was a liquor and beverage distribution company that
deals in b2b. The research hypothesis is based on literature of the preceding research analysis of brand value, relationship
value, market orientation and long-term orientation. This study has constructs that was defined operationally by referencing
previous studies. Operational questionnaire was used to investigate the target key staff who work in the liquor and
beverage distribution company. 178 survey data were used for empirical analysis to prove the hypothesis. This study used
structural equation techniques(AMOS) to prove the research hypothesis.

Results — The main results of this empirical study were as follows. First, supplier's brand awareness has a positive effect
on market orientation, but did not affect long-term orientation. Brand awareness of suppliers indicates that they are not
directly related to long-term orientation. Second, supplier's brand image has a positive effect on market orientation and
long-term orientation in b2b transaction. So, the brand image and reputation of the supplier suggest that it is important for
the b2b transaction to have a market orientation tendency or a long-term orientation. Third, supplier's relationship value has
a positive effect on long-term orientation, but does not affect market orientation. Relationship value indicates that they are
not directly related to market orientations of the buyer. Fourth, Market orientation has a positive effect on long-term
orientation and marketing performance and long-term orientation has a positive effect on marketing performance in b2b.
Additionally, the buyers market and long term orientation are important factors in marketing performance in b2b. ’
Conclusions — Based on empirical results, this study confirmed that brand image rather than brand awareness positively
influenced long-term orientation as well as market orientation in b2b. Relationship value can be found in transactions, which
is important for long-term orientation. Especially, these findings are suggestive in the consumer goods distribution market.
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719 2 H2(B2B) AlE2 CHYeh ZOMOIM d&stn Qe ot AH2HE 2lofsta ALk 7| 78 AHef7E O|ROfX|= g

o, 2SHAE HMEIO IR @0 Mz=YH, FSLH, B £ ZEZF FHOMQ oMAET HEN TOjINY, SEIY
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FHQ X|/E 7| ES0X|1n Aen, A™WEAE= K|HfX|
1 QIC} B2B 7|¥ AW AME Han and Sung(2006)1t Doney
and Cannon(1997)2| SI0|| 2[stH X|E 7|=X 2ro| MY
Hol 4 Az BT = USS ol ALK 0]oj
2t i A7 T7|1Hel AeiECe F7|He BAXEY 7
2 8o 7™ AE0| gHEel 24 FO| LR of7ICt
B2B 7| SHAOAM Hzf A 7+ 71N A A5 SotY
OFAY S A2 HI82 EEE + U0, dUHeE 7|y &5
o HHEE EFEE £+ 7| W0 AMEFH, AKX L S
2 Xt deo| ULk

B2B OiA|E SATE0Me &7 X BARKI7t A dot
ol OXl= 3™AQl F&S mstn Uon, MHATOAM A
TAHSOHCE ZEA gt Chst 780 S-E=0| CHE = UL
Lt CHEE SSYAt FOIXE 7Ho] ME eEste{s ==t
719 7F YA HYHAE |RIste Ao =S X QUL

otH, B2B A|E0M 3SYX=2 A ME R 712 F
Oi7|ofA AXIAZ|ALE MS=2 o FEZ F2A717]
S= YA XEAof CHSt CHRIE QI HdS A7 8 &
EE 857\ 2t 2|1 FofYEAle S2SH M Al
ST ALl EME Xpit Z7HXE 7[Rt 2 FO§o CHot oAt
& LH2|7|= SHCHMichell, King, & Reast, 2001). B2B A|%f
OlME mH4=R0| o5to| FOjHo| HE|X|7| HE0 S=7
ol HE Xpib ZEX|ZF FO47| el FOfHSO| FeFo| =
82 = ULt 2Lt E9| 2F AHMWE FE5t= B2B A
OlME OS] 2 AR 2L AT AHXY 22 dig HME2
BHE JHX= FOiYAIF OS2 10| CSto 2Ot X|gA
O|0, AIE X|g&Ql 80| ZOotE AeE WEHEICH QLS
H, BHE JX|l= SFH2E 2T AEXIOA 01 S23%
2°210|7| MZO|Ct O|2{at WMEto|A B2B H2HO|A XS At
o 2aie ZiX|7t FOHUXIOIA {EA AME|OX|=X], HaH
S0 offst FakS O|X|=X|E Yot X} ot HEO Cf
£& B2B H2{o|lM AH2HEIE &0|7] fIsiMe= At 7to|
=Y, Wb Ztol Ao st ZRde MM (Kalwani &
Narayandas, 1995; Hwang & Suh, 2017)0| A H|A|St QUCE
o2t 2 ST B2B Hefo|M XSRS LAl BEE
7HX1el Z-dut Art Zto] HefEtA 2Eel Z240| x-S
S0 A daet HAE SR} Sk

B2B HHE{AIFOIM %2 LF AFOM SR BEUE
ZHX17¢ FOfLRE 2HEOIM  FOHQIAZAHEO 3EEC FdeS
ZCh= MAAT(Han & Sung, 2006)E O TIYLEA[F|= A&
OlM BHME 7Kz SE A THK|(relationship) 7} HZH2HA],
ef ot S9f =& ZAE HI XM FHSIAX SHCL
Z B2B AHZ0jM EE KRt JEK|QF BAE JHX= ot &
USHAH AHefetA R datel FekE O|X[=X| OfLH CHE &
HE2 HO|=X|E& AT BMsIIX} SCh

M2t 2 AR0|AM = B2B He{ofl A FOfIXF Q1AL Ab
HE THK, ZATIKIE TFESID AZKSEYANEEE, 1
g 8) &7 Xy A dat & #2280 ASHAHE K|
AXMeo=z [ESHIX SHH, o2t AR X|gd, F718 K@
g BAEo7E I35 OFAE Hotol ofmst BATE UK
£ TYstaxt oict

2. O|2™ HiEd A A7t

QM L

S

2.1, BAHE J}K|

Aaker(1991)= EZHE XtAH JHK|E HA|SHHA EIHE QOIX|
L (awareness), E2HC =M (loyalty), X|Zt=l ZZ(perceived
quality), ¥Af(association) S0| 523t Q0oz MEHS Q
Ch 2EtMoz HE JHK|= BEAMER QI6to] F7HEo= &
Ml MEHEQl JHXIE 2QO|sict. JHK|(value)Zt A2 2HAH[Of
M AHIXPZE st 7|28l 879t AH|X ¥0Xt St &
HO| Ciet QXMoo R LIEHLE AHCE HI{ AH|XH= 4F0|
Nasts 7HKE "7tk Fofstol 1S9 879t SHE o
‘dste{n sict metd BEEE R AH|XRSO|A Chet 7t
X|(value)E ZHEStA El= ZO[Ch OFEOIM E-E XAt
(equity)= H|Z0| EHEE HshM 0|7t R0lE|0] FO{X|=
ZO|Ct. Ol 7|sXd, ZEXeE X|ZEls BEME JHKE
LotCHAaker, 1992). ®|E K& MH[AE FOiSt= IPIOIM
AH|XZE X255 Ele S24F, CIARRl, 12| EMETL X|
ol O|0X|E &3}0] s EHE 7HXE QX|SHA El= Z0
C}. ol2fet BEHMERREH X|ZSHA El= Z4A[7F F1O0f QAHEHE
o=z AHZAEICH= HOM F=3|oF & 7= 0|CHChristodoulides
& Chernatony, 2010).

Sweeney and Soutar(2001)0f 23X HHME JIXE =X}
= oto| Crde 2 ARL|QED, Ol 7|E+EoAM BEHE
ZHKE FHEsks MFA 2L AH[ZL QA Mol FE5=
OIS 2EES Seot0 BHME IJHXIE "I |2 SHRICE 2
Heo| FIRMIE HAME Xt JHX[2tn & = U=, Ol
o7 2EOIM Tt HdYE 4= UCE a8 iAo 7|3t
PN EHERQ BRETE ZEX| D Q= o|O|, A4F Sat £
HE HUWE XpAE LIEILHD{(Aaker, 1991), EZHE D& 2
SO0l CHSIO] AH|XEZL BHESHA k= = X[Alof CHo Xt
S HSCL & 5= UCHKeller, 1993). THFH EFHO|AM =
HHEES HREo=N 70| BE st= MEXHO 2OE 1
otz AHAE THXOICE F, 3AMoE FI2SH Z0|CHLassar,
Mittal, & Sharma, 1995). 112|101 ZZNE ZF2 AA HA|=
= HAMCEXHE JHKIE S8st Z40|CHMotameni & Shahrokhi,
1998). MHIMo=Z HIMEXIAM JHK|E= EEE H2TOZMN
FHHoE QoiX|l= i & R0EE S AEN HSE A
HIXI22E O|Zojs 2ME X|H ZAol2tn g = UCt ozt
M HHEXR Z7HXIE Fdsts 200 o3 #H===0] EX
g = ool 0| BEY I BESE HrECH=s X
A7t 2H0| 2l 1 ol CiEA E2E £+ ULCL

HE AH[X} QA BHOIM ST EMEQL AAEl= 22
E 0|0|X|(Biel, 1992), AH|Xt7} OfiHst XS HHF0|A L0t
e BEMEE 20 ol IHE £ U=sTtel HHE QIX|
L (Macdonald & Sharp, 2000)E 23t JtX|o| Qfloz M
o7\ = SiCHKeller, 1993).

2 gF0IME AH[XFZL QK|S HtSot= 2HE0A 2
E XjAlo] Z&st 2ME XA THKE WM TICHKeller, 1993)
£ MY E Fnsto] EUE QX EE O|O|X|(AHA)
7t B2B AHzZHo|lM AH2Hdd & Heeb XA BAE LY
{1 SiCt

2.2. 2A THK|

Moller and Torrénen(2003)2 S5 @At ZHEOM 7HK|E
HMestRict 152 7HXE et U0 1 7|1ES AN
JHK| AHE™ES e AN STd(complexity)dfM &2 B
AX =Exd(complexity) 22 Fi1, Heff X|gHA(transaction-
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oriented)Ql SHAITZIX|, BEI}E  J}K|(value-adding)Ql ZHAH|7}K],
0|2 X|&&(future-oriented) 7tX| S92 FLESISLCE H2l X|
SENOl S THK|= W 7Rol e A|E ZFFOoE TJIK|E
FESteH F¥E O0Xl= 7|s(Toh A2l 72, AQF ol

F )0l s X[ k= 7HA|E 2lO|stot. SIE7HA| 2AH A
74Kl Wk Zto] 7| AtO|of LtEtLt= ZHKIE o|O|BtC)

O|ME Hef7IXl= W 7t 7| 7aiE ZAdst=a AT
Ho|n Mo R M=ol Jtset Y 29 ZHAE 2oOsiot.
gHH, AR E 7|Y 2t BATE fXEs S¢ ZYsHA &
= O AAS0| 2l5to] Aoz ZatsEo| st X|2HEl 7t
K2t g == UACh =, F718 - wStbEo|A LA
st Azl ZEX|7F ofLf2t F7|HMQl wgtg S A ke F
XM=l JHX|2l & %= QICKHRavald & Gronroos, 1996). £t &
8 ZFE0 ost MER JHK| BE0|2ts FOIM A
X[&52 = o Qs Wilst=s 332l 7HKI7F ZHA 7HA|
2t Holst7| = SIFCHDyer, 2002; Normann & Ramirez,
1994). ESH A ZF HIHEA/O| UM o= o|EY(path
dependence)0| X|&£EQl ZAY O S22 H|7|= SR
CHHan & Yim, 2018)

Leonidou(2004)= &= At FONYR}; 7+ 2EAZEX[of 2t
ot ATOM BATEK= A 0|9 O[dLE O &2 7HX|7t
2HEE = U A 2 HYIHQ BAHE |X5H= Aol B
SICt2t SHRUCE Ulaga and Eggert(2006a)= 55Xt T+
Of XL 2HA 24 Ao ZEAZEK|ZE BEEA] =2 74 K210
ESE|OfOF DI LRSI o] MAATOM & = AR
0| Hef7tx|et AN = &2 5+ A= 7HEo|Ck

A ZEXOf CHot Mutptd MATE AmeH, A 710
HHE |XSt X|&5H7| 8t 332 =¥, 382 FAL,
A3 B50|Eks FEE ARITHM ME|, BAE 7Y So| ¥
dE|o] Xz W 7to| datof 3™l FekZ OJXICt
1 SICHSelnes & Sallis, 2003). L3t Jap(1990)2 359 =
Hoj| ofsf &HEE £IHH JHK|E QI Haf Weke| Mupt B
7Z¥5HA ElCh= AE HE A E Sl SRich

Payne and Holt(1998)= EA7IX] 22| =L
(framework)E H|2tSIRLCE 0|2 HAIIKE 2/5k= A
SFHCE A2 A2 duto ™Al Fakg o|Fictn
%= QICHPayne, Holt, & Frow, 2001).
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i rjo U

2.3. A|ZX|Ed(Market Orientation)

AlZR g d(market orientation)2| 7§g2 OIS Z OO A
2 APASO| ofdf AL SHAE|0] T 1990 HCHEE
N0z AFRZA0IRHE JHE0| =olE|RUCh ARKIEH
of TS GiTol 2 22 W 421t ZCh Homburg and
Pflesser(2000)= A|MX|2HE == (behavioral) SHH1} 23}
N (cuturah O R TESIQIC, BEH BHS AN XY
2 ANE FE(market intelligence)2| ‘d-’d(generation) 3! M}
(dissemination) 12|11 O|2{st AR HEO| CHSE 7|€Qo| HE
(responsiveness)Q| ZHHEO|M EHO| E|RUCHKohli & Jaworski,
1990; Jaworski & Kohli, 1993). 0= 7| ZEIXFLIO|A A|ZH
FEE HES HEE HH(inteligence)E =E 7t M2 F
SOt Bh3ot= REOICH BHH ZolA 2FEE AH|XH|A £
2ot THIE ASHLR FESH| QT 7Y xEol 232
HE= Z{0|CKNarver & Slater, 1990; Deshpande, Farley, &
Webster, 1993). O[2{st AIFR[2d 2EE =29 2ald 2
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oHH, £ LHE 22 =AY 82 Adot= .
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HEo| &7t Z™7|YEel I S HMEZ SHt
1, oo MAS| H8e = UAEE 7|Yo| IHEZ T4
71 WRoIM 8el= 2E 7SS e =F g8
MNUX|E XlgFotoi2tn 2o

SHH, O|2{3t =Zo| A|FA[Mut =20l dutof CHst A
T XML RACk(Kirca, Jayachandran, & Bearden, 2005;
Cano, Francois, & Fernando, 2004; Shoham, Rose, & Fropp,
2005). Kirca et al.(2005)2 A|&X|EE0F 7| AHapzte] A
ATt ANE BEH, AKX g2 T= HEQQeE %
NAEX}, BM 78 93, =8 AA"”> S0| MAIEYD, Al
F Agdel dut HeE2E AH[XF ZotEar 229 daf, 4
H|Z(new product performance) S0| H|A|L|RICt. EESH Cano
et al.(2004)= 537 A7 ZIE ELHE 3t EMO|M AIEX]
gedut 71 MatE FEEAIE dHSIRICH

Olz AZ Xlgdat 7|l =AA dit= YutEez 3
H HAE MAISHs A7t CHEE0|0, Oj7HE|0X|= B=S
of 2l &folzt Zut7t EEE = UASS & = UL
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Bloxrkmy g
N mjo o rfo
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2.4. B2B A1}
2.4.1. KA BAE DD

Stuart, Verville, and Taskin(2012)2 22 Xte} TO{HXIZ
of &IIM HziE LtEtLt= AHefdato| CHsy HIXHEA Maf
MEXE Hit2 LHR0| ™o|stACt Han and Wilson(1993)2
TOHX-SSAHE E7|HBEUAE FALEN HEQ =F
sedfat X|HE0l AMEEE BE"g £+ ULtk SIRACH
Kalwani and Narayandas(1995)= X7|&AE @Msio QU=
7|92 DX Y2 7|gof High 0jE d¥E =10 M1 Ef
HE&  SHH80| Zol £940| #Ctn HHSIRACE kA
Ol AR AlFOIM FONX-ZE=XE A 7F LESHX| D Z7|=t
s Mg FEI A2 FE FOIXL Z0|QI2H, 0| Sl
TORIES &7 AHfzAo| 2t felst EE €2 = ATt
(O'Neal, 1991). 1 2 ZZX ZHME Al GEg =
= QU= AE 2oFs G450 SHSIYUCHKalwani &
Narayandas, 1995), Han and Wilson(1993)2| H0|A= T
OjXHEEE OfL|2} 3SXAZ ofE o™, O E =837t
ZH M A= 5 1A ME 2 FE0| LIEHLt
O FONXIRt SEAF E5F Z7|AH2) 2tA/0| 2ot sEg 2 =+
ASS HSHCE HOF1 UCL

719 2t HAE Sot dul S Al direlationship performance)
2= 80l CHYS Q02 AFEE|D ol 1 3t 7HX|= A
2iH|g, = oA 2| H[8nt #HE Zg-d(efficiency)S
O|0|5l= Zd0|CHLusch & Brown, 1996). $tH, Kalwani and
Narayanda(1995)= 2t SHARXIO|A| LIEHE OHEH, THDS|H
=, OIE, BEX =48 & MEH X730 Lot HIENM
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HAMEAE oSSt oD K CHE AMHEs HAGNE &
S (effectiveness), & A7t 2= FHS| 4 FE JFHO
N EE Z2E QCHNoordewier, John, & Nevin, 1990). tOf
X ZHOIMCO A gt E&8-d(efficiency)Q| i@t HHE
AN Mditet |5 M(effectiveness)Q| 7fE0 2= 22X
dotE RS\ otk ZHE dits AH2fH|8nt 2HAE )
SEZN oLt =AM Y H=E St BIIStaxt ot
Qo LD SEAZE FOIRI| OEEEOILE =2 240

Ol Bz 7|05tAE=7te] =k eH EII5HAIC,

24.2. 7| X|&gd

B2B 7| ZF 2ol Y ZHof s =+ U
It S §= 2EHQ HEE K|Zotl= A

1 Holgt 4= UCkKelly & Thibaut, 1978).
S H2Y A AHefistzis ol=E 71 J2oM makat
AE XEH22 FABHH L dt= dLo|th Fr7Xgd2 A
cf o 230 Chist 952 <o M= 8Y0| ER=2 3=
SHAY  AtLZF LIELEE AHefEtARtD g 4 QUEKYim,
2017; Kim et al., 2014). 7| 7t O3} HAMXI7|E| H7|™ 2t
oM Mzo Hojur 875 SHSIH AE ZHH2=Z R
SAZ|H ASSM FRISHE B2 QoM 2Rt 39 &
F &ds g g+ AUCks 7otk ol LAHY HeWE
H=dte 7|0 71K A2 7|0l BIE FH, 24 &

N
P
0ot
0x
rlo
M
n

o T
A =3 =0, 2y #2529 ol o A7| Mot

(Kalwani & Narayandas, 1995)2t11 S}QICt MEtA Z7|X|&
d2 SERH ALLE STAZIH 2 |UBAE ddsi=
o sa%t 2lo|1, 7|g 4 ZtofA M2 o|dg & = A
£ 200z TEhEIC)

2.4.3. O 8 dat

O S Mik= O 8 X|EDt =20 MQdo| Ol Z|H
M, 33F¢Q dOtE $£eeg Hil £olog AAL|E HHAH
ol dItE opjEMutE B abd 2EO| ZZ HAIZZ2 U
CHLehman 2004). OFAE X|E(&1, AMHA 74 §), oA
QoKEE, PHE 8), AIREIHAIEERE, 0iE 8). MEH
g3, 7|Y7HK[EIHMVA §)2 O[0{X|= aPgolct. £3| o|F
oM nZdnt= 09| QIX|E, EjE S0| MEEH2E [0
=9|z[0| 2t=0 %[Z0l= DATFRO| JHE FZR%t ZFHKE
2450 e SHE HFZAEE 7|0 ZAF|7|= ot
Cf. M7of ole, 2-Ae LMo S0 3-HOl HEo=
ol £3t= FEXo|Ct

12|31 Gray et al.(2005)= OA|E &1t AF0A O4E A
of, BEHE 29, nAntE 5 Q02 QIZ5t0] HAISHRICL
Eot 7|¥el 30| 3FH MEA Mo RXEES AFI|E
Cte 2o IPEX|HE dYHoz 2|9 Ea4E X|HstH
M M2 1 olelof ndnt, ML), WA/EE Hdit S
oz XEAMME HMABH7| = StUCHKaplan & Norton, 1992).

25 A17td 238

MAATOM HIHERQAZO| BEUMEXM 7K E FHot= 2
Plez HUENAH SEHQ A=kt AMEE HHSHH =
HE O|O|X|(Biel, 1992) KQl, AH|XI7L OfiHDt HET0i|lAM

CC=

HYNMOR HACE Y EE YT & Y= HAE QX

L (Macdonald & Sharp, 2000)& E3C JtX|o] Qoloz M
IRCEL =802 YdE 3ZYAe EdME o|0jX|& +
AR A AME[ZE 4SAIZE = Jen, BEME QX Cf
BEof Hish Q1E0| &0 Ef: W FOjo) SFEEOl A
ojxIck
Yim(2017)2 Z3Z2YXIe| EME XIAZEX| 7} B2B HEHo| QU
O AE|(trust)2t 2t = R (relation commitment)of ZHZ QI
IEHAE MAStL A2, Han and Sung(2006) S10{A
T HHE Zpb ZIX(ERE ME| ) Hefdak A=Y, &
Aol H S)7te| 2o E FYEA 7t JAS2 Ho|n ULk
m2td SESgAre| BEHME 7HXE Fddls 20212 BE-E
QIX|=ot EEE O|O|X|7} B2B Hef&AQ| ofH HEfo| Het
2 0/&E Zo|ct. & AF0ME FHNSE FofYEXte| AlE
Xggo] 3850 I3 O/E =0 ofLzt 24 g9 % X|
LA pEEol AY| X|gkdol = dekE 0jE AOo|Ch

OF

mo rjn 2 oX

<H1> SSQA 2HME QX =& FOIYRC AR
=882 ke & Aot

<H2> SEQA BEE QIX== Hjo| F7IXdo 28
ool g2 & AOICh

<H3> 2L EME O[0|X|= FOHYURIL] AFX[S0
=882 ks & Aot

<H4> SSUX 2HME O|0|X|= AHaHe| F7IXEdo 33
Mol gg= & AoILt

oHH, BAZEK|S| 37X 20| gt MAUTLE HmEH,
el SOl H2HE FXISH| Qs XSZH2E S5, 35
XL a50l2tke HEE AXHEA AZ|, AN 7Y 30| ¥
delo] 3FHez Mol 3Hel IS O|XICKSelnes &
Sallis, 2003)2}10 IO, EESH Jap(1990)2 B3=2| =0
olslf HEE 7t IHXIZ Qlslf M Agtel Mt X7t 7t
StA Eltte AS 45 HFE Sl 9ol ULt Payne and
Holt(1998)= &AIZHK|E ZE[5te A2 I3HE duto 3
FHQl deks DjRIckety 20, 2A K7L 2258 02 o
E, 0 folM(Rust & Zahorik, 1993) Sl =ME(Rust &
Zahorik, 1991; Fornell, 1992)7t &7l 8|1 QUL EESH
Yang and Lee(2014)= tto] Hajo| QoM S8 £Xt 2
of W2 JHX|7E oEA, Az, KA oz Sof IHHl B
A7t ASE Bl AT

METo| 7|x5H0 B2B Ao UM ISRl A
77 =2 4% TFOURIL AFXEEl d7 d2la Fof
Xtel F7IX|2MQl dokof| ge2 & AolCt

<H5> ZZ Xl EAIIK|= FO{YXte] AlFX|E-Ho|
S38E0 dgE & Ao|ch
<H4> IS YRtete| BAZIK= AHzHe| FH7IX[gMo 3d
Hol g3te & ook,
2|2 Kirca et al.(2005)2 A|ZX[eFE 7| Mupztol 2t
Aof CHSIO] MA[SIRSO, O|F AtO|Q] EAHE Oj7Hst= ==
=2 ZEE[OT dote| HEleF MYe| FH SO| ALY
CF Al XlgHdat 7ol oY Muts dEtdo=z IFEH
HAE HMAlSts A7 CHEE0|0, L2 7HE|OX|l= B
=0 M2 dolst duvt EEE £ UASS XEHS | S
CHCano et al., 2004). Friman et al.(2002)2 =2 +==9| A|
ZX[EM0| 7|l H7|1H dureketo] Z|ofgt Zdo|0 o|2{st
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AFOoIA 71l WEH M(f 2 AR ME2[EEo ot
gt 1 duEE0| 28E AYS FISHAL

metA B2B HEHoll UM BAZEX|O CHEE 214 4F=0| =
ObFof et FOfAXIL| A Xjekgnt &t 7ho] metugo
M B3| BAdat| 852 Sets OjE Ao\t

<H7> FOHARIS] AIFRIEE2 Aol 7Kg0 378

<H8> FOfURIS] AIFRIEE2 FOHLRLS| OAE Jatof
=950 geks £ Aok
<H9> 7{2fo| F7|X|e-g2 FOiYAtel O E g0 37

= 7= NSYRe| EME ThK|2t MIS Y| 2A ZHK|
= B2B Azl ZAOIM ‘gt ofteet S OIX=XE 7
YoLUA SHAULE CHAl FE[otAtE, BE-ME JHK= KT AL
A2 F E(pdll) MEF 2FO| =FHI MS SRR TOIIR
o A 2FO| =F & A7 a0 oftet P 2
AE 20|1 A=XE dEH2=Z Fotuxt SiRACE = AT
oMo AR Lhg <Figure 1>1f Z L}

Brand Value

Brand
Awareness

Market
Orientation

Marketing

Brand Image
Performance

Long-term
Orientation

Relationship

<Figure 1> Research Model

AN Ho|g womM FMEO HES BY JsEEE
MO S2 om0l Fo I ofsio] ZEN Mol
(operational definition)E S} ICt. 2= OIX| = (awareness)2t
=23 0o|0|X|(image)=  Keller(2003) S, ZHAH|7HK|
(relationship value)= Selness and Sallis(2003) &, A|&X|
gk (market orientation)2 Morgan and Hunt(1994) S M3
TE Fst0] xEHo=z YOISIRUCE. ChZ1t <Table 1>2f
Zrt

<Table 1> Operational Definition

57

Variables

Operational Definition

Reference

Brand
Awareness

think the main supplier's brand
widely well known

is

think the main supplier's brand
recalled

well

think the main supplier's brand
famous in the industry

is

Brand
Value

Brand
Image

think the main supplier's brand
unique

is

Keller
(2003)

think the main supplier's brand
strong

is

think the main supplier's brand
favorable

is

think the main supplier's brand

has

a positive image from the end user

Relationship
Value

tend to invest in partnership with the

main suppliers

tend to learn in partnership with the

main suppliers

Selnes &

work together on a relationship with

our suppliers

Sallis
(2003)

think the main provider's relationship

capacity is excellent

Market
Orientation

try to meet the needs of our
customers

always keep an eye on the
competition of the market

Morgan &

always keep an eye on the market

response

Hunt
(1994)

respond systematically to the market

response

Long-Term
Orientation

have intention to maintain the

relationship with the main suppliers

long-term relationship with the main

suppliers is beneficial to our company

Kalwani &

Have intention to extend the business

transaction with the main suppliers

Narynads
(1995)

want to build long-term relationships

with the main suppliers

Marketing
Performance

think that our customers have a high

transaction loyalty to ours

think customer satisfaction for our

products is high

Gray et al|

have high market share in our
business

(2005)

achieving high turnover in our
business

w
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420 SEE =7 4 3B |8 7/l XA 7| =
20 ofgt E42 Ch3ur ot de2 Z40| 132F(68.8%),
0|’ 40| 60H(31.1%) 22 LIEIGon, HF Z=ol EF2 54
0|8t7F 18%H(9.4%), 5~10 AO|7} 34H(17.7%), 11~15F A}
0|7} 50%(26.0%), 16~20 ALO|7} 59%H(30.7%), 20 O|AHO|
313(16.1%)2 LIEFSCE 2|1 7|Y¥o| EXo=Z N, HEO|
Y 34 0|t 157 BH|(7.8%), 3~7H ALO|Z7} 537§ LA
(27.6%), 8~15H ALO|7} 5971 R1K|(30.7%), 16'H O|A0| 657} &
X(33.9%)2 LIEFHCE d2ln SYe| 47t 157 O[5t Yx|7t
287l €iK|(14.6%), 16~30H A}O|7} 387{ A|(19.8%), 31~50H
AFO|7} 6671 K|(34.4%), 51~70H A}O|7} 3471 YM|(17.7%), 71
3 O|A0| 267} AK||(13.5%)E 22 LIEFGTCH<Table 2>).

i

<Table 3> Exploratory Factor Analysis and Cronbach's Alpha

<Table 2> Descriptive Statistics

ltems Frequency %

men 132 68.8

Gender I omen 60 313

under 5 18 9.4

Respondent 5~10 34 17.7
Career 11 ~ 15 50 26.0

16 ~ 20 59 30.7

over 20 31 16.1

under 3 15 7.8

! 3~7 53 27.6

Years of Enterprise 8 ~ 15 59 307
over 16 65 33.9

under 15 28 14.6

16 ~ 30 38 19.8

Employee Number 31 ~ 50 66 34.4
51 ~ 70 34 17.7

over 71 26 13.5

Total 192 100

42, Nzl L EIY 2

MEE BM2 Cal/Ehs 3 Al Latdel 2 =0olst
7| 2zt 2MOICL Ol &

O, Cronbach's Alpha == Z'2 7|&ECZ ILCISICE AZE
2M ZAD £FE #H2~E0| Cronbach's Alpha H%=7} 0.841
2O =7 LIEISHCH 0| 8¢l AET 71X UEsE Ae=R
TSI O2(10 SN 90lEME S ZHEZF0| Cidt
of #Z3lE|7| Mo H=F9| EtTtdg CS SHESIFICE O
g Mool 170 ZEe| QOIMIY K7t Ci =AH| LIEILE O]
MM = HAH A & 240 AEEISD <Table 3>0f
Z0t7¢ LIEFSCE

Variables Factor 1 Factor 2 Factor 3 Factor 4 Factor 5 Factor 6 Cronbach's alpha
ba1 842 -124 -119 -.078 -167 -214
Awirrzrr‘]‘lss ba2 728 ~135 011 ~o74 ~034 085 887
Brand ba3 737 -.071 -.031 -.034 .024 -.025
Value bi1 463 812 -.045 -.064 -.152 -.017
Brand bi2 -.108 778 .064 -.038 -.069 .043 848
Image bi3 -.065 793 -.028 216 -.039 -.132 '
bid -126 773 -.078 -.055 -112 -.048
1 .065 550 812 -.027 144 134
o rv2 -.024 247 787 .092 -158 367
Relationship Value = 5 076 235 845 -065 145 263 841
rvd -.020 147 847 -156 -.206 .035
mof 027 135 049 728 019 365
o mo2 -013 217 219 788 .031 048
Market Orientation = 31004 256 138 789 292 ~030 818
mo4 124 -.031 136 770 -.098 .091
lo1 -.242 -.138 .203 .503 .789 -.215
Long-Term l02 -162 152 262 -192 794 201 802
Orientation l03 076 -.072 -105 -.041 887 -.166 '
lo4 .092 -.182 -.118 -.362 772 -.033
mp1 252 -.283 -198 -224 -185 807
Marketing mp2 314 119 .209 .205 223 791 .624
Performance mp3 -.534 .289 .206 -.136 .645 753 (after, .831)
mp4 -182 401 272 346 688 201
eigenvalue 2417 3.782 2.879 1.978 2.487 3.616
cumulative % 53.39 64.71 70.23 67.25 49.78 58.78




Seung-Hwan Park, Sang-Seol Han / International Journal of Industrial Distribution & Business 9-9 (2018) 53-62 59

<Table 4> SOIX Q01 £He TF EYE Y BESc
£ AZOIYCL YBEILELE sLtol RAE0| £ 4 ool
=Y w2710 4BTAS = Y=z TS ZYES
7
—

—_

o BAI et Aoz R4FFX|7F 02t 2 S 2ol
UCE 2 AN 2FE HUE QAX|E, 2EHME O[0|X], 2
AZR, AERIES, BAXES, 0AE 40 § 2 TH0|
1.96 O|42= LIEtHCE ol2{st Zits =olEl HZHF+S9
S dYot=0 HER A= EHEL

<Table 4> Confirmatory Factor Analysis

Variables E S.E C.R p
ba1 1.00 - - -
Brand Awareness ba2 1.084 175 6.194 o
ba3 1.126 0.38 | 2.963
bi1 1 - -

Brand bi2 0.526 | 0.246 | 2.138 b

Image bi3 0.798 | 0.431 | 1.852 i
bi4 0824 | 0.073 | 11.288 | ***
v1 1 0.862 | 1.160 -

2 0.861 | 0.163 | 5.282 i
n3 0.874 | 0.364 | 2.401 o

Relationship Value

rv4 0.809 | 0.102 | 7.931 el
mo1 1 - -
mo2 0.826 | 0.322 | 2.565 b

Market Orientation mo3 0675 | 0301 | 2243 v

mo4 0.833 | 0.411 | 2.027 x

lo1 1 - -
Long-Term 102 0.982 | 0.438 | 2.242 rx
Orientation 103 1.034 | 0.369 | 2.802 e
lo4 1.216 | 0472 | 2576 ek

. mp1 1 - -
Marketing mp2 | 1164 | 0.286 | 4070 |

Performance

mp3 1232 | 0.081 | 16210 | ***

OF nE i 1N

H==0f| CHsto] TEHEITEEZ 37| {5t & 292
A2 AMESZ(average variance extracted)dt Q01 7+ A
A A=E =QISHFICE. AVEZIO| A2atA| Al+==2Ct 3™ &
EEHg0| ot & = Uk 291 7+ A#A=It 0.317 0]
0|11 AVEZ(2 O|ECH =A LIEfLt FHHEIEES =QISHRICE
SHH, <Table 6>2 CITXIEH0| M2 Si4Zd XNJZE HIt
57| 2I5t0] A Zutolct Ol =QIstH, Hof MTEX|
(GFI, AGFI)9| Mgt=7} ChA &A| LIEFGCE SHX|2H o] & &
S X|s 979 BE0| MUjMo=E HMo| A LIEtt A
o= HCEICE CHE Mgtk X Zits HEE XS Lt
EfLtn Qo MetMo= fhorst [ AfE3ol Motd2 A
ot 4o 2 WEHEICH

<Table 5> AVE and Correlation Coefficient

AVE |[B. A.|B. . |R. V.|M. O. L-T. O.M. P.
Brand Awareness [0.789| 1
Brand Image |0.856|-0.084| 1
Relationship Value|0.807/0.309/0.161| 1
Market Orientation|0.788|0.242|0.284|0.153 1

Long-Term | 76-10.226(0.209|0.309|-0.289| 1
Orientation

Market 0.813]0.172|0.196|0.277|-0.265| 0.088 | 1
Performance

<Table 6> Path Analysis Fit Index

Model Fit Index Criteria Result Acceptance
CMIN / DF under 2 1.972 fit
RMR under 0.05 0.020 fit
GFI over 0.9 0.893 not fit
AGFI over 0.9 0.805 not fit
CFlI over 0.9 0.931 fit
NFI over 0.9 0.971 fit
IFI over 0.9 0.976 fit
RMSEA 0.05 ~ 0.1 0.074 fit
43. 7t44E 21t
UM SHE M2 S 7H8 AES A% Maly A ey
Mg st 5, IXUHAS 0128 Z2ZEMS MABIYL
<Table 6>2 ZZE4 ZIE LIERD ot 7Hd #fEdo] 7|

T2 ROUFFE 95%2| HelZ2 2FU2H JHEo Chst HE
Zdites Ot 20k B H1 ‘Sa 84 EME QIX| == 0y
ARt AIFX|IE ol S35l dge & Aolcre| HFZEnt
L A2 371 0491, SE.Z2 0.187, CRZI2 2.6252 LIE}
SCh 2RE QIX|=TJt 1 FIFe MHORCH AIEX|EH40] 0.4914
BItts A2 LIELLE 74E0| p<0.05 =F0|A 7HE0| xHEM
EIQICE Ol 3agAtel BEHME QAXE =2 4= TOYA
O AIEX|Mo| Lt SEEQ deks Fa USS € = AU
Ch H2Q! ‘SE QA BEHE QX2 Aol F7[X&Ho =
FHQl Fes & Ao|cke BF Aite ZdEA=7L 0.148,
SE.Zt2 0.082, CRZt2 1.80502 LIEIHOM, p<0.054F
OlM ZIZEIRUCE Ol 3aYAte EHWME QIX|= X2
= TOHRES H{2A | UM E7| XA dako| SHA
ol g2 FXe RS U £ ULk H3Z ‘IEYAH BHE
O|0|X|= TFONUXRIS| AEX|EHo 38X Fgs & Ao
CFol Zat= ZHE2AH<7F 0.322, SE.Z'2 0433, CRZ2
0.7430 2 LIE}LICE 74A0| p<0.05 2=ZO|A| XHEHE|QUCE O]
= SSUAte EHE O|0jX|7t SHHUYS-E FONAXIS Al
AAEMo| 2ot SEEQ IS Fn USS Y = Uk 4
FE JHEH4)Q ‘SSUX EHE 0O|0|X|= AHzHe| FI|K|
o 3-ERl F¥E = AOICPe| EMAlE ZBEAIt
0.598, SE.Zt2 0.288, C.R.Z}2 207622 LIEIL}, H4=
p<0.05 =FO0lM 7HHO| MEHEZ|RUCE. Ol IS UKL HHE
O|O|X|7t &8st =53 O[0|X|E T=t d%= T
oM W Zhol HMHEfdolM EHI|X|EEel e SEA
ol IS F1 ASS Y + UL

CHY B 7HEHS)Ql ‘SR A= FOfHXLe|
AR o] 38He e & AOILFs d2A=F7t -
0.086, SE.Z2 0264, C.RZIS -0.3252 LIEILICE Ol=
p<0.05 F=F0|A 7H&0| 7|ZE|QICt Ol2{st Zate Hefao
Ao SR AKX XMz FONRRS] AIE XA
gdgo 3EEQ Feks FX| X5t YAl A7 glas
2 = UCEL A 2AEE 2 g2 0Es &€ +
AL} HeQl ‘SEXIete| A= Hajel FIIXgdd 3
HQl Fes & Aolcke BF Aite dEA=7t 0.788,
S.E.Zt2 0425, CRZIE 1.8542 LIEFGLC} p<0.05 $=F0i|A
74d0| HEAL|QICE Ol= HEH&o| UM ISRl A7}
Kz Yezto| AHejatEolM F7| X[gdol 3-Eel g2
OX2 22 & = ACk
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g M ZHEHN)Y FONERS] AIZRIEE2 AHejol &
7] Xggof 37852 ks OjE Ao|crel 43 Zaks B
Z2A%=71 0492, SE.Zt2 0.143, CRZt2 34412 LIELL}
P<0.05 +=FO0ilA 7h20| XHEHEIRACE Ol= FOHGRI Al
KMol geto| =2 42 TOHYERR Hejedof AN F7|
M g0l =52 € + UL

H8QI ‘FOH XS] AlEA[etd2 FORYAtS] O E o
S8He 2 £ Aolorel HIZW BERAF7h 0590,
S.E.Z4/2 0.583, CR4f2 1.0122 LIEIGLCE p<0.05 =Z0i|A
7H20] MEE| ULt o= FOHURIS] AIY RI&H0| =2 BF
TOHERe| OIS dat =88 &€ & UL E22 HOPl
el FUIXE2 FOigRel o E dato) S¥H
g F Aotkel HIEM F=RAS7t 0612, SEZ2
0.501, C.R.Zf2 1.2220= L}EtL} p<0.05 ==0|AM 7HA0|
MEY|RACE Ol= B2B &Y 7o 2o RA0M F7| X[ed
Of 22 &% TOYALl OHAE 17t =22 & & AL

5. 22
51. A7 Q9

B2B 7|® 7F AT0IM S 4TS £20| Aoy, 2
AZEOA CHREE D=0 2Tk = AFOIM 71 ZH A2
M= Sl EHE JHK|, FAYRS AMFRIY 2
SOl e & gatof ojet SABAE Eo|1 A=XE
HEH22 FASINAL SFRALY.

Jz2[sto] SRSl BEfME JHX|Ql BEE QX|=0t =2
5, 2= O|0X|7t SEHY+F FOHLRIS| AIZRISSt
Y7|xego D)X= A BAE AEsls o, SSYUtet
TONRRE ZRO] HAIZEX|7F AlgR|edat E2IXgdol OjX=
Aok 2A, J2|1 AFX[G0] F7|Xg-dat oA E o
OjXl= FeratA, 22| A2 oM F7|Xg-dol OAE gt
of OiXje B 24 S8 3d5t= AOICh

=7 8 2B RS B2B 7|2 HI2=2 Zd2=ANE ST
AT ZDt0| CHSHO] R95HH Chgah 2Lk XM, EME 7K
ol IRt EME O[0|X|= FOfALS| AIZR|Egat Hafat
Aol Z7| X[ehdof A= 4T 2t SRS 2HUE
QIR =E FOHRAIL AF XEdos 38X s 0K

HO = LIEFKCE & M= S5 YAte| 24E O|0X|= F10j
YRS AR 38N s OjX|L UASH, £t A
iAol YR goE SFHoz dgs FAULL

M EHRHE AH2HEAO] AN BHAZER = FOIRRLS] AlE
Aggols =84 SLUAE 20FX|= ZotULt 2Lt
7| Aol 3852 JES OIMCh Ul B AR
g2 FOiRtel Aol &7| Xgdat oA E dato 37
Moz FgS OALL J2|1 OX[ge=z A2 A2l F7|
Aetgde oAl oY dato 8882z Jets o

S oF A O
= € & UAUCH

5.2. Ao AIALH

C

AT =
b

MR, 2HE X 7HX| & HME QIX|== FOHYFRIS| A
g Xgdols a8HY o oX|n el F7| XgHl
A deoils 38N SSAE EOFX|= ROULE 0
= SagXtel BEME QX =7 245 A0t Azt
Ao AAM AF Xdol= = OIHS & + AU,
J2iLE S gRtetel 2tA Sl BAEE UM FI| x|t
deoils HEHY AT gleE € & UANUCE 2EHE T
T HEE QX|=Rte=E B2BO| FY| XEHOl AKX =
YN Sl 3X| @it sfMElch

=W, SEHEA 7HX] & SRSl EME 00Xl +
OHxtel AlE Xgdol=s =852 s ojE #T Ot
2b 2o UM F7| XFgoe 37gHel Feks OO
Ol Se=gAtel E-ME 7tX| & HWE O|0|X| X2 T2
o 20I¥S UEILID U0k £ 2#E O[0|X|7t ZEsta
St 2olMAULE FOAUXIE MY Xgdo| =1 ¥
B Fgo ggo= S¥HY s oKL AUASE
UAL.
AW, Hef2A SN BAZHKIE FOIARL AIE RXEd
o Aoz JFAE el BAZKE AHetA el
7] Xggof o s8Nz IJES OIXL U € +
UACE B2B A 7H 720 AN BAZIK= F7|H A
g0 e Sact dd 29200|H F7|Hol A g0 Ak
= 0ES ¢ & AUtk J2L} ol2fet A Z7HX|= FOj&Ate)

X

AR RIEOlE SEEY gye FAE 282 ¥ 4+ Y

1z

ZAIE HIEo=Z 5l0] =2 AJAFE2 Chaat 2

[l

el

N
ne 1% 1

4% ro Jm

1 AR, FI| Agdol= 0| Sl ALZ LIERHC -
BHE QIX=Rezs FIX[EHOl 2Aol= #EHO| Si=
<Table 6> Hypothesis Test
Path Estimate S.E CR Verification
Brand Awareness | — | Market Orientation H1 0.491 0.187 2.625*** adopt
Brand Brand Awareness | — | Long-term Orientation H2 0.148 0.082 1.805 reject
Value Brand Image | — | Market Orientation H3 0.322 0.433 0.743** adopt
Brand Image | — | Long-term Orientation H4 0.598 0.288 2.076*** adopt
Relationship Value | — | Market Orientation H5 -0.086 0.264 -0.325 reject
Relationship Value | — | Long-term Orientation H6 0.788 0.425 1.854** adopt
Market Orientation | — | Long-term Orientation H7 0.492 0.143 3.441% adopt
Market Orientation | — | Market Performance H8 0.590 0.583 1.012%* adopt
Long-term Orientation | — | Market Performance H9 0.612 0.501 1.222%* adopt




Seung-Hwan Park, Sang-Seol Han / International Journal of Industrial Distribution & Business 9-9 (2018) 53-62 61

SR, FORARIL] AFR[Fg 2 AHEALl F7| Klgdat
O a0 s 8XQ ks OIX[L ALk Ol= TS
DS, QdAX|E 59| A|xkx|otig-|lol_ AMBF0| 1E9| Hejzt
AZ 2ot ®2|H 2 o] 2PNAS ¢ = ANCH Eo
23xoz oY Hue S FYE e ¢ +
AURALCE
AN AN .

oix|gto= B2B ek B A2 FINOE FuHY
o [e]

A 2S9 oHlE gato) 38Hel FekE OXL RUASS €
=+ ULk olg{st Zik= B2B Al FI|Kgd2 Y

7F MIlO|E 2EE0l YES T {02 mLiEIC

[ |_|_|_|-

T e

2 7= B2B 7o UM SSYAe EME THK|Qt
e A S| REAZHRZE FOHRES] Al AR Ha2
Aol FIIXgdatel 2% A 2|1 FOjXte| AI’“
Alghdat 27| Xjgdo| FofRe| OiAE dotof ojXl= &
SEAE EHStRAL SIRACE 2 AFE TASIHAM H T
SHAEES =S QUL BHA AFNYE R X S& B2B
FSYNE Y2z StR7| 0| Tk HTH0] HEH
2 = UAth= Zo|Ch B2B T FHS LEISISH|= Cia oA
E‘% Eo;lg't_j_ 9}1['. a |:|. A—II:I xl.EE Axlol o;{AIK-IOl l:'
|§ °|6’|-O¢| 7|O-I I:|-_?_|§M-| 7<|—| O|A|.71X-Ix|.E [HAI—OE XA|.
7t E|OfOF SLt OfF Y8 Z1 JALZYX} SEA A0 Cf
Sto| e SME ZotRAtt= FOIoh Ol sig Ao
Chet S2% OIOH S0z A F7 g4 = U=
Folct. Est -FLZE 5*—! 2Yo| 4% BES "*015 2007} ©Of
Al-g| AH T% |_|_|. OI:7|- |=|_7.<_-5|. AH&% 7|-I|]_
%HIXEE %‘%OPC"EF'.: Zo|ct. ofzfgt Ao SHAEE X|
'—II'- UACL Offet Aol A0 215t B2B ¢4 =2OF
£ SEUSIAC= 297t Uon, e TIMA0|M LIEHF S
AZ”E 22510 S ZEAe Aot TAEASH Bt
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