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7149 A 232 vRt 8210 % FASHA Hskal QU BRREE{(2017)2 A &
73 ¥igk] =8 gRlo=w AFS] #ES}, AFe| 2o}, 79| ¥iSt 55 AAskL Slcth
APgEE ] Wbt ALEas BAGAARCIsH SRl thet &7t #2719
E2 YIRS FAAZ A boundary spanner)Z2A19] FaoflA 1 ATO] WA FAS
B3 A7AR ARE AEcte AER] WHlE 7|diskal ItKBradford, Brown,
Hunter, Onyemah, Palmatier, Rouziés, Spiro, Sujan, and Weitz, 2010; Fixson, 2012).

FAARE] Ao ARG Ao Rt AP A= A FAof wet A (RS- o
2} oFdWl, 2015; Lambert, Plank, Reid, and Flemin, 2014), 821(Fixson, 2012;
Lian and Laing, 2007), ZZAA(Dwyer, Schurr, and Oh, 1987; Boles,
Barksdale, and Johnson, 1996) 52& 23 5= Uth. JUAMHS] o] w3t A+
ofME FAAREL] IATAF ol izt 7ES FAARET 117 THo] JETAIR w2
7°] P4 (Spencer and Spencer, 1993), 14T} e] HAF Q] H|ZYA TA Q] =
(Lambert et al., 2014), A4 FABAHERZES: 5, 2015), ¥ oM = AFET
Z g3kt o qlom, Q1A HEYIE sk 5E(L34 &, 2015) 522 mefstal
ULk FAARES] IATAG A 210 e AFoM = FAARS] IATAF /el o
o MdS AR A 7o) A E4(Weitz, 1981), ¥AIFY Ea(Marshall,
Moncrief, and Lassk, 1999), 7114 A%} H=U2A BAR|AY] 4714 BAF
(Lian and Laing, 2007), 2574MdE353} 57 19A| 935 (Fixson, 2012) 5°0%
mpotshal Qlrh. YUANES] IABAG Y LEAA] FE Aot JAARET 1A
Zre] AR A A (Dwyer et al., 1987: Boles et al., 1996) 2.2 metslal Qlrt. o]
25t APAol A= FAAET 1A PAGELS St WS 74T &
oA S R/A Al AIAISHA] Fokal et E-E 1] WA Pao] LA
B FRY AAEY| vA e FF TAE 1] LB GHA] Folal .

£ Aol e APA+ oA =E2d 321 EiE JIAREC] 1A I

| AAe] FARY I L=l Al 9

2

g

oflt
oX
filo
1o
ol
ol
A,
i)
fo
ol
r o)
X
oft
oX
fo
rO

[°)



TS AT E A} gIt) o] F floto] YAAMEEC| AATAF LS Fote] et a1
ATAFA B 22U Wish et al.(1976)9] 717e-4YsHclose-distant)2 2T
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SolgE TAUFANE YEYZFPEog JTEs) 717
A ROz v~ BAYAT A BAHOR THsle], 1ARAY
%5 8Ql0] BlX|i FeAS Awlic). ESk DABAYA §Fo] TABYe] HA=
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2 Aole JUARET ATl IARES IRt AP (customer
relationship building) &2 Wish et al.(1976)9] 7Mle-4A93S 1Esto] J
(approaching), &%&{information communication), -f-?l(inducement), 54t F4
(common grounding), HEYZ (networking)2] 58210 & FLE35}3c}.

B AT O] TAFA 27190 7HQ1e] &, A[R19) &%) & ofF 7K ARE
&oto] Aol dgtsto] ok, WHE, WE 59 A B52 SHA HtHDwyer et al.,
1987; Hedda, 1996; Edvardsson et al., 2006; 8%+, 2017). o]&gh 143}] A
B AT 2719 B2 YIS 7HE St AL SH E5o =, 7]
E 7ol Z|R19] A7f), Hpefet JH Y0 T BEo] W=y} oIE, IEHA, 553 ¢
1A ¥ (cold call) 5-OE2H ¥ 755ttt ESE FHQlEC] et AAADe H, o
ot gH o) gt WREAY o] ) HREEA Y] A, A dus w4, AT
2 tigh, [HE2 At ARdER] &5 8, 3319 88 59| E50] AotEn(ERE
%, 2017). & AFollA= FLB 52 FAARC] A4S HHEsH | Ao A=k gt &

of oL, Riie, W, =3t FF, HE2A 52 ohe Ao® Holth
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YU IATABA P22 149 Y=E nfofsto] ApALe] A&t Blisk=
S 19| Y=of ARt Tkl folet Al HEE AlSshe 4% Fe= AT
tHBoles et al., 1996; Fixson, 2012; Lian and Laing, 2007; Palmatier, 2006;
Ramsey and Sohi, 1997). Boles et al. (1996)2 GAAEC] 1 AT}e] 271291 TA|
B0l Zast FF % Hie 87K F AYZ T, A gt o]sf 5 AHrUAle]
A9 F948& 73Zo5IA}E Ramsey and Sohi (1997)= FAANES] AP 5(RZ, H
7}, ¥R IAAE], DAREE, nlo] AFoARgo] thgt 7]dholl & HIXIt= He
oI5t} Lian and Laing (2007)2 HAEAH|A GAAEES] B ZYA(KEZR]) THA|
= 4%, g9, ZALEuelAS $5to] AATE]| 93k nIRIThL 45131 Fixson
(2012) IS BARAY 52 457 SR G795 R 7
SHIth. Palmatier (2006)= TARHAEO] gt HEREAolA 48, FAVS, TAZIZE,
BRI Fo] BARRIEY, A=, IANS, BAFE) FF= vv= A2 &
AT o]e} o] FAAMAL] 45 FE- IATE] 7|29l TA B A= SIet Bl=Y
201 ARSI Aol P IAIA HrKBoles et al., 1996). & Aol 482
PAREO] YAEE Foll AR Aol A A 53 Blashs 5 1419 Y=of o
A thgstal felet FEE Algchs A 0E Hrh

B 714 149] AT TAA; = Q1A 0] Histo] AfH|A PEo 7 AE,
AAL %5 59 S9AQ FHES AT Ahearne et al., 2007). Cialdini (2001)9]
T80} &(Reciprocity theory)oll =™ ARFE2 of® SEo]=4] WA =W FAf o]4]
= 27A #312, olo] Higt Ef(reciprocationyg StalAl she kg2 2 Hrk
Ahearne et al. (2007)2 FGARLo] 1 AofA AlZdl= AH]A 3P5{(Salesperson
Service Behaviors, SSBs)9] o}9]2Ql0 2 11740] EXH3L o|HIEE 7|'Hol= A0 =2 4]
AL BLAAE AlE 59 7171 FEol AATSI A AL o] antAdS Felskeint o]
3t JAANEEY 7<1 B5-2 Fixson (2012)2] FIAES] TAFY B52 shpl &
SR Ao sk, ATe] A7) Q1 WABAES AT HIZY AL} ARRIA
AlF/gol Y2 miRh 2 AFoA {7212 FPAREC] AN E= 7RI ofA A
=317], A ESIs], AL f12sh] 59 T84l EEor Ht.



FPAro] AT} TAPGE A3t P o2 FAANHT 1A Thof] ARFE, FH],
A, 7HQIAQ1 Fil 5 sl 3AUE F/dske Fsol ABEoltHGeiger and
Turley, 2005; Jacobs, Kenneth, Robert, and Timothy, 2001; Crosby et al.,
1990; Gremler and Gwinner, 2008). Geiger and Turley (2005)= I ATA IS
AR AF]E] a2 AR Au] A FAARN ofsto] AREA QI Bl A S 2jofA I
ofu= AT YT o= 0T AY @F W OAP] 3 @HY £EE S
o, ASH 5] WA A& tisto] ERI5HAH. Jacobs et al. (2001)2 A=
O] A7 E F-flfact 718Het ARRIA HHEZHFV], A2 54 52 $842 &Ust
ATt. Crosby et al. (1990) ml2ie] Af7Fsd%] TAFE S I AR SHAM,
) BAT Fe(@EHAR I, AT 37 FE A5 TS Ltk Ae
gelsieitt. & AtollA Sad B8 PRl AT wFRSHAA ARG 57,
s, AA 5= HASHEA SAHE BAcke A o= Hol.

YIAEEE IAT] BAG T FAIE fI5te] 1A7e] F53], SNS 2 52 A
A YEHTE 7531, Ut Y-S FASKL FASH B/dstAIZItKForret and
Dougherty, 2004; Wolff and Moser, 2010; Michael and Yukl, 1993; Macintosh
and Krush, 2017). HELZ] F&E tidol wzt it HEZS} 7 vEYAR
EHtHMichael and Yukl, 1993). 143}-0] #AFAHS st HEYT &2 Wolff
and Moser (2010)i= 21A7}9] et TAH SA 2ol 44, st 523, 7l Al
o, A5 BHE 2 4, wily AY ARUE &, e B9 fls sEe 71
Hh= A 52 ARSI 2 AollA HIENTS A=) 143e] TefRt Y ES

IS FS3HAL, o2 7] RS FAISHL 2Agolshe A os Heth

FLIATARY FF2 vIZU2A AP H(business relationship building)¥ A+
34 A FA(social relationship building2& s 4 UtHHenry, 1994;
Tacobucci and Ostrom, 1995; Wish et al., 1976). Henry(1994)= 11452] JAAk
A=l ot Bi=o whet DARAQ] RiE-g 97] Holk= 17 @474 Q1 TANS: Yok
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I @A ZASH AlS-E= o Ao TR 117 502 FLESIITHERES,
2009). Iacobucci and Ostrom (1995)= 4424 #A(Commercial relationships)2t
Q1A (Interpersonal relationships)2 72611, Wish et al.(1976)2 AF24-At
Sl&(work-social) 2 F-ESFI T

IATE] FAOA ARA FAZF BIZYA A RS PIZITHButcher, Sparks,
and O’'Callaghan, 2002; Lian and Laing, 2007). Butcher et al. (2002)+= 1123} A
HIA ASAR] PAlE LRI oujof|A o] Tt Z2 ARRlA FAR, o] 3t 9782 H]
ZYA9] AT 95t £33 947 "ckal B3tttk Lian and Laing (2007)2 H&EA]
HIAE Al55h= B2B FUARC] 55k= ARRA - 71014 BAZF Bl=2U A BA19F 1A
o]l FFe HIRIHAL SIYIHE 3 AR A BHAlE OAFEAY GFAIRE o] 2joflA] B
Z8HAL @BIZUAREA]) TAE Sars] sk @) AH|A Algof mt arARkEo] gk
< HRTHL 519t} 2 Ao A HRUA AP 1S B FIA A 1
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YUAEE] IATA GG Ak PR 7199 BAolA= I8t s
FAREO] tiet 9k, 41, 2% SolA ER1T = Ut
(Morgan and Hunt, 1994; Palmatier, Jarvis, Bechkoff, and Kardes, 2009).

nd Hunt (1994)= BAHAIRG ] &4 vz S0t A=71 7F o
AARQI Ak BT SIYiTh 152 R 821 § TASARE, BA4 SEo] TAE
ol FF= vlRITL sklth Palmatier et al. (2009)= A2 A<t AP
AB el Y&= HIAL BAEE 221U A} 29, 2a(deolehol IS v
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T HpFstal frofet ARl JEE AlEche &5 TET. I ol A
O] 7140 BAF/olA LAY ES] uef, i) Higt ofsf & #FHA o] 4] Hi-e-
39351 HBoles et al.,1996). YHAREL 7|F11 2] FF AR} F= {91 Hof| tfs
of AulA FPeolut T A=, AAL 25 52 2Hd FEE ATt
(Ahearne et al., 2007). °J=1eF FAAMES] FRIF S 1ASNA Hstolof Sith=
ka2 40717 stoi(Cialdini, 2001) FEARLT ALSIA E= HIZU A BAE F/g5T
A et UL AT AR, Fo], A, Q1A S 52 SRolel SETE
F/gsto] AR Em HIZUA BAIE ° A5H fth HEQIRE Loy Aol =&
= & 7Fs7d0l Sl AT EYE Bot] BAE RASHAL A $fete] sk
8Y5(Forret and Dougherty, 200422, JUALES 1A70] 553], SNS 2 5
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YIAHEC] LA G2 Aihs PR 719 EHoMe It e
HoflA, 7] FoA= FPARE] Hiet Tk, A1F], 29 SolA ERIg & Sl
(Adhearne et al., 2007' Bejou, Wray, and Ingram, 1996; Crosby et al., 1990;
Geige and Turley, 2005; Morgan and Hunt, 1994; Palmatier et al., 2007;
Palmatier, Jarvis, Bechkoff, and Kardes, 2009). Geige and Turley(2005)= 9¢

AFa 117 7ro] WAIA(AE)1 A AL 1A0] Aol gk B9 94of FAA o
TS U= A FR16kh Palmatier et al.(2007)2 FAARIL] AFslE], 224,

A oHAE 22092 GAARE B 7|t 7o BAEEC] I HIA]
AL, olFRt WAEEL W71 4] A4 Aol 3784 IS vIRITHAL ShAH.

AABAFY 7 22 BARIA HiZ=U L BARE ALe]E] BA 9] FFEA A AL
2 TAZ} HjZUA FAC] FFE v Ae A AFolA gl 4= tKButcher,
Sparks, and O'Callaghan, 2002; Lian and Laing, 2007). Butcher et al.(2002)=
AT} AElA AFAE] A AR uioA Y] It 2 A BA=, ol2%t
2L HRYA9 HE2 gt 539 9471 "kl Bk} Lian and Laing(2007)2
A R|IAE ASshe B2B UARIC] F55he AR (IA) BAPE HIZU A A
OF AT O] G mIRITkAL ShYch

£ Ao s YUY IATAFE FBRA BlZY L TAF YT AR E] BAFA

o] AEC] FF= v A LR 7|thgit}. webA 1ABAR Y fA-30] AEYA T
A= FFBAC tsto] vt ol 7HES AIARIH.
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A5 0] PARLI kL 1Tk 31Tt Crosby et al(1990}S BAELL
AR SAGA, HER)T AR BEELHR O, 4T B6, S 2D
QoS WEThs AL ISR, BBAYIAILT B2CAIAIYS) HolE @ 1]
shoict

B QATolAE dgArge] TARARA BE A2 BT, 9 BF, 2ANEA 9
£ e W] TAZY] Jae vl Ao sk, wekk TAUAYA
0] AIo] 1]l FREA dhste] ket o) 74 AT,

THEI4: THFAE ] FEO] L W S E e

oo oo uH (o]

HIER)Y BEL TR LR ()9 GRS 7] Hojt

T A HF(structural equation model)2 9219 TAFY Q] FAHS: E=
SHHPS 719 A2 24 AIRIAS Lo AFTHAEE FASRE AP0
o 53] 284 B2 wiziHao] ARga wiZfe] o] tijt 7o) -§ols
o, 7R T S48 A oA A Haet RG] AT FAl 5t
AL 9o, IHEA ] - 7 W= S| RS sfiof skEe w7 Sk o4

- o7 H=0] A2} sfj4jo] ofFA HTKH 3, 2015: oI343]- A3+, 2010).

2 Ao IATAY Y F52 U= A, &8, 72l 4 34, HEHHY 5
7Rl ZA RIS, TATA GG QL HIRUA TAZA, AHEH A ZT 1 AEY 7
ARPE 719 /g A 25 AR 20784 A7 P2 (Figure DI At
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(Figure 1) Research Model
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HARFE S75P7] 9t A2 W82 Ee7IinZie) IARAYY Fsd H2 5
T, 2% 5%, 79 65%, 34 B4 55, e 7e¥es HEH 14T
AR 78 Heldle ARl Bz L BAG 4 AR BABdos FE2EY
247 5709 574 2o, IAEdE A9 S E%C = 7 (Table D2 314

WA W5 Ui B2, 2%, 99l 3dt 94, ENS 549 S

< otke S0l tigt A7 Eelt. (Table 2)= IATARY <A FAH
TR HIZ=U A PAFAGT AR BAFAG 2 SHEZN it A& 2ol (Table 5

(Table 1) Latent Variable for Relationship Building

Latent

. questionnaires for measurement
Variables

The salesperson visits you after an appointment with me in
advance.

The salesperson keeps his appointment and time schedule with me.

approaching The salesperson behaves politely when he/she visits.

The salesperson behaves friendly when he/she visits.

The salesperson asks politely me for his next appointment.




The salesperson often provides new and useful information.

The salesperson suggests the necessary goods according to the
needs of me (or company).

The salesperson summarizes and clearly delivers the necessary

information.
information o )
. The salesperson objectively compares the product or service
communication . . . . :
with other similar things when introducing.
The salesperson understands his/her company's strengths and
weaknesses when introducing a product or service.
The salesperson answers to my question using up-to-date
information related to the market.
The salesperson often gives me gifts for my birthdays,
anniversaries, holidays, and so on.
The salesperson is happy for me when good things happen to me
such as my promotion.
The salesperson often gives me a greeting card or a souvenir
inducement when something good happens to me.
The salesperson never forgets to gives his sympathy or
condolences for the sorrow of his customers.
The salesperson occasionally have lunch or dinner together.
The salesperson share a hobby with me such as mountaineering
and golf.
I talk with the salesperson about background of each other,
individual and family situation.
I talk with the salesperson about each other's work.
common I talk with the salesperson about hobbies, favorite foods,
grounding movies, and entertainers.
I talk with the salesperson about the value of life, religious
beliefs and political beliefs of each other.
I talk with the salesperson about the various words of social leaders.
The salesperson tries to join a group as possible if it is helpful
for sales.
The salesperson leads to organize various groups for human networking.
The salesperson creates diverse meetings with customers and
arrange meetings.
The salesperson makes several expert networks to obtain useful
networking information to customers.

The salesperson arranges meetings with customers using
SNS(Kakao talk, Band, etc.).

The salesperson helps to activate the meeting by using
SNS(Kakao talk, Band, etc.).

The salesperson arranges regular meetings using SNS(Kakao
talk, Band, etc.).
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(Table 2) Latent Variable for Type of Customer Relationship Building

Latent . :
. guestionnaires for measurement
Variables
I want to have an ongoing business relationship with the
salesperson.
I think it is desirable to have a continuous business
relationship with the salesperson.
business ) )
. ; want to keep in touch with the salesperson frequently to
relationship .
1 solve business (work) related problems.
building
I want the salesperson to visit me often to provide business
(work) information.
I want to meet the salesperson at my office or meeting room
in business (work) relation.
I want to maintain an intimate relationship with the salesperson.
I also talk to the salesperson about personal issues other than
business.
social . . .
. . get along with the salesperson like a friend or a
relationship ounger/elder brother
building younsg ’

I often have a chat with the salesperson.

—

interact with the salesperson at a private place such as a
restaurant or a bar.

(Table 3) Measurement Variable for Customer Commitment

Latent
Variables

questionnaires for measurement

customer
commitment

I try to maintain a friendly relationship with the salesperson.
I hope that the relationship with the salesperson will continue.

I believe that the relationship with the salesperson is well
maintained.

I think the relationship with the salesperson is important.
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£ A BE7HY Aol A IAS Vo R AE, F4L 35, A7), SF= 5ol
A O ESER 0 2 MRS AAetolrt AR F23655 Foolilon, By
71478 o] YA B4R 485 A Qlot] 1907S AT EO= SFA.

(Table 4)°ll AAE RO 4L AnEd, A7t 19098 5 H4 56.8%, 143
43.2%, AFE )= 20 3.2%, 309 16.3%, 40 33.7%, 50t 42.6%, 60T ©]
AJo] 4.2%2 /3= k. 2 1Folot7t 10.0%, THE 56.8%, Tk 33.2%01H, 2
A9] AL AREA0] 52.1%, AAY 8.6%, WHIAHIAY 4.3%, A2 13.6%, F5
11.4%, 71EF7} 10.0%5 AFASkL Stk € 452 3009+ w]vho] 16.4%, 300~600%F
9 H¥to] 37.1%, 600%HA~191¢Y ulgto] 39.3%, 199 oj4fo] 7.1%= Uehdet 2
TGO HEL thE oo ISR HFo] &L, AR/ IAEA E 50t o) o]
HF0] 2 £44& Ho|1 qlr}. o]&et B Ho|7h AAL AAEAR] B0 I
AFEk] 21421 BAE BE B7IY Aol gAY Ao] £ AT AREoNA AQH
E}g}.ul—m ]-93\1:]-

o

(Table 4) Characteristics of Samples

Variables categories # %
male 108 56.8

gender female 82 43.2
< 30 6 3.2

30-39 31 16.3

age 40-49 64 33.7
50-59 81 42.6

> 60 8 4.2

< high school 19 10.0

final education university 108 56.8
graduate school 63 33.2
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office 73 52.1
self employed 12 8.6
sales 6 4.3
job
professional 19 13.6
house wife 16 11.4
ets. 14 10.0
< 300 23 16.4
monthly income 300-600 52 37.1
(unit:10,000won) 600-10,000 55 39.3
> 10,000 16 7.1
total - 190 100.0

2. 43EY 2

(Table 5)= FAHFE] gt A2 &7 8Rlo 2 SHEY AEEC] E I
€ WYSH= Cronbach’s ¢ ol AlEEs 25 0.883~0.935U 0] £A5hH &4
9] AFE BF TERal & 4= It Nunnally, 1994; A3]5, 2015).

(Table 5) Reliability for Measurement Error Model

Latent Variables # of measurement item Cronbach's a
approaching 5 0.893
information communication 6 0.904
inducement 6 0.875
common grounding 5 0.883
networking 7 0.945
business relationship building 4 0.904
social relationship building 3 0.903
customer commitment 4 0.933

(Table 6)2 MATAYY W5 Uetdie Al 2, &5, 79,

A, IES, TARAGA SR ARl vl AR ASlE BARA, 4
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EAE YEhd Zloln. 2SR 1ABAEY Fee] Be 290sT 14T



BARGE TABAGE W) BE QST EAL §252 0010
A B GO0 RS Bojzck, A ARAL TATARY W5 o B
A ROz 0,059 ROl TS 7MAe] 8, 991, B4 34, vEQZTR=

S5 0.01014 TS o3t JepAS Rojzet

(Table 6) Intercorrelations between Measured Variables

Latent Variables 1 2 3 4 5 6 7 8
1 approaching 1
) inforrnati'on' 50" 1
communication
3 inducement 27 | 56" 1
4 common 12 48** 73** l
grounding ’ ’ '
5 networking 11 38 | 527 | .61 1
business
6 relationship A1 | 46" | 58 | 56™ | 45" 1
building
social
7 relationship 4% | 48 | 68" | 70™ | 49™ | .64™ 1
building
g customer 47+ 58** 59** 50** 30 67** 63** 1
commitment ’ ’ ’ ’ ’ ’ ’
Note: * p<0.05, ** p<0.01
(Figure )= AMOS21& 0}88] & 2% F2P44] Hekn e AXIg ol 3}

AR 919 32 AEAN RIS AAS) Y} BAE -91/3E UeRditt. (Table 7)2 A€
g AP ARyl digt At A7E Hojdr) HYPAUEE Uehlle AR 5
x*=1134.11, CFI=.949, IFI=.950, TLI=.941, RMSEA=.050, AIC=1574.1% UE}st}.
wZbA] CFL, IFI, TLIZ} .90V = 9 F55hH, RMSEA= 0.05 ootz & A-Lof|A]
ARk 2ES 2A g o7 M5t (Bentler and Weeks, 1980; Byrne, 2001; A3]
Z, 2015).
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(Table 7) Fitness Index of Proposed Model

Model x* df p-value | CFl IFI TLI | RMSEA | AIC
proposed 1134.11 769 .000 949 | 950 | .941 .050 | 1574.1

(Figure 2) Final Structural Equational Model

.,

Approaching N
AN
\\.1?1
e

Business
Relationship
Building

. \“_~_\. Customer
-216 B Commitment

Social
Relationship
Building

155 /

/" 087
Networking Y4~

Note: * p<0.05, ** p<0.01

(Table 8)2 A& F+27784] 29 Figure 201 thet Z=A2t 1] tiet #2144

275 Uehi Eolch. TATHARA 399 ASH DAL G T DAY

=13

)

Fd
o)

g WE 8L A FAute] FolRt F(H ] FIH3=.827, p-value0.01)= =

o

ok HIZUA BAGAN B(HY TS = ARl IATAIAY F5 202
7 B/4(8=.437, p-value0.01)x} FHB=.171, p-value<0.01)°|H ALEH LA
A gk H2U A BAGAN B(H2] G3=.216, p-value0.05)& F& A o2 et
Wk IABARE Bs 209l AU B4 Feol oW == AR, HIEYA

TAF/O] EoHAIAL, H 5ol EorAH BI=Y A BAF o] EokE 2mitt

O O
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1A
fijo
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rol
o

ogeifeio] nAzEY 930l nazel oixis g3 24 [EIEN

IATABA REQA AR BAF/(8=.329, p-value0.0D)I} HIZYA TAFA
(B=.464, p-value<0.01)> H5F =00 A(+)2] FIF& = A2 E UEKTh ol
ARR1E ARG 2y BAFAC] AekEas IAEL woe Qnfeith
H|ZUA AR o] AR HAIR AT IAER 0] H|A]= FFF=o] o A28 1A
] 71491 TA B el B 71of5k= AS &I 4= Sl

(Table 8)9] r? gk FA2RHPY] d&E] 7R F SPHE #ARS Frht & 4
Yol J=AE YERETHBarclay et al., 1995; Chin, Gopal, 1995). £ A
A= AR BAR/Cl tigh AEAE rR*= 68.7%C1H, HIZUA BAF/ ek »®

= 42.2%, 14200l tigt A AEE R 50.0%2 BERPFS] Aol me w2

A2 &I 4= Sk
(Table 8) Parameter Estimates of the Structural Equation Model
Path B S.E. C.R. R?
approaching = .001 .083 .014
information communication = social .043 .099 .546
inducement = relationship | -.095 .098 | -.895 .687
common grounding = building 827" 172 | 6.508
networking = .087 .047 | 1.416
approaching = 1717 | .081 2.697
information communication = -.077 .099 | -1.001
inducement =  business -.102 092 | -1.055
relationship 422
common grounding = building 437|189 | 3.017
networking = J155% | 047 | 2.613
social relationship building = .216* 113 1.968
social relationship building = customer 329 | .071 | 4.519 500
business relationship building = commitment | 464* | .068 | 6.439 |
Note: * p<0.05, ** p<0.01, *** p<0.001
(Table 9)= B]ZYZA TAIFAT AE] digt A-ax, 7HHavel 5 avs
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(Table 9) Effects of Latent Variables

Path direct indirect total
approaching = A7 .000 A7
information communication = -.077 .009 -.068
inducement -  business -102 -.021 122
) relationship "

common grounding = building 437 .178 .616
networking = 155 .019 174*
social relationship building = .216 - .216*
approaching = - .080 .080
information communication = - -.017 -.017
inducement = - -.088 -.088
common grounding = custc?mer - 558" 558"

commitment

networking = - .110* .110*
social relationship building = 329" .100 429
business relationship building = 464 - 464**

Note: * p<0.05, ** p<0.01
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Abstract

This study divides the types of customer relationship buildings required for
long-term relationships of insurance salesperson with customers into business
relationship building and social relationship building. After identifying the
types of behaviors of salesperson that affect the type of customer relationship
building, we examine the impact of customer relationship type on customer
commitment through the structural equation. Salesperson need to focus more
on business relationship building to form long-term relationships with
customers, and for that purpose, the action factors of customer relationship
building include effective approaching, common grounding and networking
behavior. Social relationship building has also been shown to have a significant
impact on business relationship building, and both business and social
relationship building have significant implications for customer commitment.
The research finds that salesperson should work harder on forming business
relationship building and that it is effective to continue to carry out business

relationship building combined with social relationship building.

% Key words: structural equation model, customer commitment, customer
relationship building behaviors, customer relationship building

types, social relationship building, business relationship building



