A Study on Industrial Brand Equity Affecting the Relational
Performance between Industrial Buyers and Suppliers

3k 4+ 2 (Han, Sang-Lin)*
A & 4 (Sung, Hyung-Suk)**

W ¥0
Moo T

My o o o2 HIorlo

g >

f
N
> 4

T 4
EN
o
o
1>
o
(e,
o
of
ol
|
re
[t
Eufges

¢

e

X

g

© |n
AT

N

N

ox
:i

> o
o 2
2
-
=2
>
]
=
ox.
(o
bl o
o Mx
Sl
EN
>~
>
ol
N
rr
kv
4
EN
o
o
1>
2
lo
o,
3|
1,
Mo
1
iy Mo
i3

2 o

(A 2 oo miu
r2 o
AN

f
L ofy

A=}

. =

Hpoja 7ke] AABAS A98H 2 P H B A
e BAT FHES P, 71 G9A T FLF H GBS e 20T ek

*%k

5w 7 9hst W4 (slhan@hanyang.ackr)
gt A9the 7+Ak(sunghs@freechal.com)

SHIOIAIEME mi9a &1 20074 481(43~72) 43




o daElreE #AS Holx ot & &
ATk Iy FHT B0 AFIAl AR B
o] gk Hale] F

Intel Inside 33, AMD WHEAALS] o] &E 64,
g SDI9] epo]=H, LSAHA 9] Susol 52 £
2 dga & 4 ok

TESE AGA I 2okl ol A7t

BRI P Hoph AYA AFelHY HAc
Aol B8 AThT & 5 Atk ARzl %
159 BABAC] A Aadse dsg
A99Thn Bore W MERE WAH BY%
A7} o] Hojof shzd] of7le] M LA

o] AN HAUE 2t rujziele] )
o4 WS L UL e R0 vehg
TH(Anderson 2004: Bendixen, Bukasa, and
Abratt 2004: Low and Blois 2002). ©]2{gF 1.
dE A B AR AR Be A7)

Mol Azt YL 2Pake AREA el

44 SH=EOHEINME M9 Mi1E 20074 42

He o 1 93] Ady @ & ok A
A A7AT e Fujet 474

AS FHHL Y= T

% ok e ol

oo
v

o

=2
4 o
19 o
oX

rl

KR

rlo
PV

|o

il
i
o,

SAH)

1}

ol

=8| (Kalwani and Narayandas 1995)
A A w7 R ARG A Al
T Ak ZAFu AT HARe] A7)

2 FE 228 898y

%9
[

H

i}

A&
4 7
p=k

=2

o

o £ [z b
=
o
o
tlo

&
E

(R

N
)
)
1o
o2
0%
Hiv
=2
=
3
ulu)
1=
2
rg
-
2
>

o >E T
- 2

o)
>

>
>,
hined
2
>,
o
o
ofN
o>
(o
il

i
p)

i
>
>
ofl

T
R
[
=
)
ot
fu
b

iin}
o
of
e

ko
ro
1o
ne
T
T,
)
4
{0 O_>L
[zl
n}
[o
2
>,
ol
fd
ze
[o
ii—
oot 4 oox 2 T &

oX
o
rr
ko
ro
[
i
e
(n
0,
N
<
re
ox
z
(A

K

]
oX,

ol
 ;
ko
[-'O
i T
b,
I
oo
_E
X,
r'El
i
(T
e

%
(m
e o
[t
2
=g
o -
o2t
[Ty oftt =
N fe
r? 0 oft
)

ox

£
)
=
=
[
ofy
oX,
b1
o
r <
X,
i
jinss
)

3 5 o7 v
AFA A A
ARl Bg AT

271wl

. ¥R
o

™ ooft e @ rlo

o I

=2
>~

(m

£ n
a

)

e

ol

N

E REHoE gy
)

o]aL Al

i o o 2

X e ?glj

A

2 o o2
X, fo

o2 =2 > oX,

o% > oX rlo

Mo o =

o g rlr

2 oox orr

NN o

fr >

A F r©

fo o

g

»

we ¢

=

[-'J

ot

r
N

77F 8 A THDoney and  Cannon
1997: Ganesan 1994; Kalwani and Narayandas
1995: s 1998). ol2fst 7141 A #A
of gk A7 tEo] A AnA A wt



[
AN
N
>
ll
>
A
2
>,
o
=2
o
b
-
=2
by
lo
ofN
ko
ro

N

. OS], FEAtel gk Xz FuiRte] 9
o] o7 7j¢] A HAEF FolA of
ko] EAlgty BHokes W 1 =
Aol A7) wEel olo] tigh Ao

[Reiut rﬂf (-
O;.:
=
e
rO
-
rlr
%
3
Qﬂ
B
e
A

i)

oft m® U ko rE off ¥
‘ ¥ % e
%“ )
3l
k)
Rl
jas
&
%o,
aw
°
S
o
g
-
rr 2
>

Ba= 2l

ﬂd
o
e
e
i

(brand equity)< 7%

[
o

>
N
N,
3
it
i

o
I
Ach
fd
z
=
i
-
£
ot
2

ol o% m@ HI rfr N for X [o

[
r)~
)
1o,
Lok
i
£
TNt
o M1
XN
)
[&l
i)
= ol

i)
Kl
PL
E

o o
[e]

9,

2

K

N

N

N

ox A

g
of g ey
s WA ARUACIde Y

Bolay 715E Z7A7E A4
ve gl $44 Jue F

tH(Keller, Susan, and Houston 1998) 22 3}S3it}

)
o

=

o

B>
1 oy &

o
Ho
ol
[
m\l

(brand identity)®] Al 7FA #HE A3t
74 F Adva AFSAR olEe sE
7]1% A5 (Krishenan 1996: Yoo et al. 2000)
oA L= olgtth I23 Yoo et al.(2000)
H#E= 91X (brand awareness) 9} H#:E= A}
(brand association) 9] 71d& SHA<l

ofd she] gez AFsia Stk Aaker
(1996) ¢} Keller et al.(1998)+= HE:-

= Bt g FAEE sk 7HE 7

o] He 24007 Fagk /idelety sl
= s

2.2 A7rgl 7HA|

AR Al A A AR A ZbE 74 7}
A B g SAE A(+)9 9
< HRthes 7HdE o]9} #AS Jacoby(1971)
3} Jacoby and Chestnut(1978)¢] %719 <A+
oA Fgh vl Pk o] Ao AHE
Y AMuAE o o Feize] A 9F
< TR AZE AEH 22> ACE UE

Aoix BE Rpito| FHR0IS0| BAIM Mo 0jXl= Ggof st A7 45



ok ¥1E Jacoby(1971) 9] Aol A AFEER
| JiERTE W idelxut i]:@l AT
AME AZtE 7HAE B
A FEAde] wg =2 Ao 4—?5101783}
(Sinha and DeSarbo 1993).

£3] Erdem and Swait(1998)2
Ao gk Aztd 77 45 54

EE A&Fo| wrEAoZ Jufdly
ol

T oon E
2N o (T

o] AXTH stk wEkA BA o] thEk x
Ztg 7] ek BHalsdl] ek FAEE
BAZE AL &
ol ogeAA= A

¥0,
g
[
i)
fd
ﬁ
_qi
rot, o
N
iy

f
©
2
>
o3
3
>
kN
kY
Y
k)
>

his

7b FEAY] BAZo] g A" 7 =
o QA EeE FEA B tE FAHE

7t wolAE AoE wd

H1(b): A Aol A HA=el] gk A
=

2.3 A7e Mulx= #42
QAT A AdAE $5E FD

o] AFH A Fgs g7l WZ]E—’F s A
H| 20 F9 0] Qe iy mfg 7Fxx o
o AHE ](transaction—speciﬁc) = o] A
AME| A FA ] A7 HEsiA A
qe #HA %Wt S ASE YEhAY
(Parasuraman, Zeitheml, Berry 1994a: Taylor
Celuch, and Goodwin 2004), 4% T Aol
M A7t "WV\ A=
TR A7t ® ZFFE A Fujate] uf

ADE B A 2usd ATE WAL

REPIRSEN

16 SH=OHEIME w9 Mi1E 20074 42

Aoz YebdtHBejou, Wray, and Ingram
1996). &, ZaA BAT sk x2ujte]

A Aol B 5 Sl

FaAsk ol AdelM, P A
2% ke AZsEAst e 22 A
AL W ol wE FEAS FrEH Ak
= FuE deh} @ AN QTGS
solFEAg drig 2 FEAke] Al 9
T4 HEE HoAFEAE 7R Au 2Tt
TR Z1dshs e As =
A= FAET o|AFHO R zalo] o g-ukgrTH
U Dl 1 2 A= e B o A B L o
4. B 23 AlE R AR s W) Z=
Az Frto] AXH ARLE FuiE US
T FA Aol heuT Yk 4

L e R

| T
Ako]l #AA= Wells and Stafford(1995) ¢l 23}
ArEAFEY 152 Asat By Fuj

A7p LA Auls EAo) Be4E FulR

=% HEYH wo }{E}l A A8k Oloﬂ =

24 A

2
5

AR ool A Al e)rzol] thel gk



§ol 7K 9 tig :[L =< TR
3 tgo] Al AFoE HIES Al
’\]3}1 Aom Fujza}t ojete] HC}X]ZHEE A=
sta22 tH(Fornell, Johnson, Anderson, Cha,
and Bryant 1996: Heskett, Jones, Loveman,
Sasser, and Schlesinger 1994). A$u]-&2
mj27F Bt A BARES AEgto® Qe
WA 5= 1]-8-0]tH(Gronhaug and Gilly 1991).

g go] Z7EEE Fujaks BRAFY] B
dez A7t gy o H 9 tHJones,
Mothersbaugh, and Beatty 2000; Sharma and

Patterson 2000). @webA 74 F5A=2 AAL
BAC HsmES Eol7) -r]?l A dgs
otE R BAsop Sth(Fornell et al. 1996).
olf Fall BYS w BA;MTo] thh Ay
< BAto] g ZHEE =ol7] I8l AR
Ao Z=01 ' 53
ok A 2 ATe AGA AR Mg
H] FE, DAFHMAT g2 FEAe B
o] Agko] oYL AAte] BA o] thgh

o st 7%%‘ 07 Hyth %%

rJ

AR EEHE KAt 7

< A7 Furbe] e (consideration
set)ol E017 7IeAS =oFL Fujrte] B
To gt j3EE TRk Fujxiete] &

o X

74] TrjAkek Wi Al gk el shue] ezt
o3|

8ol owovwm Foglth 53, 4

EH < :rLUHZ} W, AlE, MAlEY T8 g
7174 A9 &S S7MtHMorgan and
Hunt 1994: Selnes 1998). o]} tiEo] TATH
3 A YT Abele] FAA HAE 7]
< AFolM AFEoIA ghth(Andreassen and
Lindestad 1998: Srinivasan 1996)., {@hd o2

Frj A= thersl A A so B ALE

o) Qe Wtk $AA AR BA,

HAE 229 ozl ARAZS Ak F
T4 54)2 PR EFEdA e &

= ]x]r/‘r(l\/httal Ross, and Baldasare 1998).
Bloemer and de Ruyter(1998)+= 93} 4
ol WAE Pzt BAT th-A e v
WE YA WolEolLfe] wEl I Yo
gebd S oy AAEAT Wk 22 )
Zbe] AAFl HAE wkEo] FFA HAD
A% () folgk YIS vzt 7t

32 ssick

MR0IS0| BAN Mo 0jXl= Lgof mst A7 47



H2(b): AFA AlgellA Balle A RS
BAE FAE HFHAA AH(+)e
G wA Zlolch
2.6 BAt 7FUE
54 BAZo gig ARYEE 372 5 9
#E, 5¥, 94 5ol FYS HAZE &

AFel st 744 S A2 ﬂﬁu} 2

B
st shelesks 9Askl EUth(Schouten
and McAlexander 1996). FUiAFE2] # oA
© B0 T83 ARAAES AT, TiAE
7k A3 AEE Fote Hut e AL A
e, AAo] A e oo M2
WAL Agshe 9EF sk AR ol
7 tHMuniz and O'Guinn 2001). ©]+= 2
o Fujaiete] AAE ole}, Fufatel uj
A 7k A BAE UEE A BEo
2 AgE 4 i Muniz and O'Guinn 2001).
BAHE AFgUge g & dAFES

Aaker (1996)7} B = 2xke] o] 7k A4
28 AHG Azd F4, BAE S5 B
E QAR BEJE i 2R AHAHA g
= A, HAE AL} mRPHE Hds
Al FFe viXE TR W Ao

SFAtH(Keller et al. 1998: Muniz and O’'Guinn
2001). ole] £ Q7 FFAS 2H 7O 7}
o BAZ ARUE} FF4 BAE SR

— =

PR A(+)e e A Acw sHHs}

T8 o [eRre =1
Atk
48 SH=EOHEINME M9 Mi1E 20074 42

H2(c): 4R Aol A BHE 7AfUEe
. 277

Oliver(1993) = BdE AL
#HA AEs= AFS i

74l &9 (commitment) S 2A 715 Z&0]
ZHal lom, ol whale vHAE oy 4
FY = ety LT BAEY Fd
g BT wiEHo R FujslA sk Aol
2k AeJskgint. ol2fd Aoje ojHdlE P
4 WEd 248 2% £Pek o 455

H#To| thale] FALE Hol:= Fujzi=
=402 Z& Fujan} A ezt v]s)
BT tiste] o soFQ - et
(Grover and Srinivasan 1992). #%4 A=
o HEA AR vFaels & F gloy

A5, BEH FHEE BAS At Z7ks)

dHEY vy & ¢ Aok 7H4 zZvd
A AfES A5tk fEA Bl 2
Mz B A=l Arh(Aaker 1996).
T o] Lo EH??} B FALY 33e 7S
AFolA EEA AFEoA el FeiAke
Aeat AES ol ol #3 A+ Kardes,

Kalyanaram, Chandrashekaran, and Dornoff



(1993), Roberts and Lattin(1997), 183 ol AFA H(+)9] s vE

Shocker et al.(1991)¢] & dsatel os] = Aot}
t} Bo] =95t 187 Erdem and Swait

(1998) ozt SAE 2 Alefo] &St + 2 dAFeA BIE SAES oA AF F
24 BdS AT olgd V€ dAFE 54 AFY BAEE ousty dAlEYelH
o s E A 54 IEdAY] BEAs I AA Sk ARl A AA Y] A
FAEE AT FEA 1He AAES s guisital & ok I vHAE &
o J&Fe vHvE 7He st ofe] FRAENA A ZHE 7FX|7F A ARRE Sl
o F AFw) oo fogk JFE wxith
H3: AdAl AlgellA BAE FAEE 37 T AFATE B2 RS 9sl olEdT
29 AHAA A+ = A AR, 83 ASATEE B8l AAEAst
Zlojt}, TH(Anderson 2004). 7FA|oll st Aol= ohef
sk e 9 Fopol|A] AAEHI e B A+
2.8 WAEY /1= Cronin, Brady, and Hult(2000)¢] ¢

o A\Zxsel FAE AT G 7 4

S0 AA AglH ZAFUA-TER o g8 oAt AZske e i An
WAt DHANT A FAE ARe FEd A WAR Asaon 712 Az
Ae FE iR Zolglom o Fal o) slZkslel B A Wl NG AN

A 7 ABA g fEg HE A AAA 7HA S ARA TN 2 A
= 7 A} I F FEA SHANE A 9 HYA, 2849 7 AdoewE A"
A &#HEYE B F dvke AL HAFE dFE 3 Hgkh
o] 57432 (Kalwani and Narayandas 1995) Y B Apoas 71Fe AHRF ATE
49 (2003) &1 AFollAE wiE P8, WM o] AATFA] % IATEL AT gEE F
g9 284 S HFH MG 5 A71EAC o= %4 (Anderson and Narus 1990) 2=
e 2 AEe] veEa ol Feiaket ¥ 9] AR ARl e AT 5t
A B A71AY AA % dEE B Zke] AgjolA #AA Edol FoHdFE X4
Ve ASHOE HoF ot Egk 3 TFujAZE Q1A ekE iz E B Jobd A
(1998, 2003)= 719 Z+ Al Al AAEH] o= 7Hsksith
ol =275 VI HE ot &%l
m oold] & AFAE HAEYel EoH 7] H4(b): AdA] AgellA dA =42 o7t
PAH7E FokAE AL E 7MYt Ao AZAA G(+)9] G mE
Aotk

H4(a): 32 Aol #AEdS 71974

Aoix e Xpito| M R0IS0| BAIM Mo 0jXl= G sk A7 49



B A7 THRASY ZYFES ojelst
2ol E RS FEIGOH 74 25
oE 248 Ao L AR FPBe tew
Rtk B A7 AFRDM ANIL 9
TARAEE F 10700 L5 T AR
A= ol ERES FIsGon
ZAYe YAE 74 AEE olgadth 7} v
ol i ARH SRYE

—H— — 0
L AFS &4, 7, I8 ANEES o
s ARE SAYRS st 2ol FAHY
o slel BAES WY AF 4AL D 4
A, fe] BASE BA FFAC A& FE
S % % T, 919 HAEE Y FEA
WA & 4 dth 919 BASE BY IR
g 0B % F Yok A9 BAES BA B
A 542 ¢ 5 Uk 99 BAST uA
FAH gL Foh 918 BASE HA A
FL R AGSREA A4 Azt Sl
HojF4 "000 HAZ" o tate] tj3
G Qe A7E FAS AL AE TF
Aol AE L AplZo] T o] ZzA )
AAH B ek ARH SHEBL

50

SHEOIAIEIME Mo Mis 20074 49

AN

o FEA EANe P g
ol g A7 s Adsa I
o AF B Aulzo] s LAl A
ARNE gtk ANY ZRREE Th
o] FASAT TR BATE

B u) Zelre A (E v ) A

sATE FUE B A 9

O
ol
o]
.
1o

AMul 2ol el =7ls AAA] B 2 S

o ArEth AFE SAFES td 2ol

-4
o,
oft
52
&
o
Ak
1o
o
il
_>i,
o,
1o

wek dgeldir, Ele FeAeke] AR
o wEg A fEle FeAeke A A
= 3 24 Ee TEAL AF 9 A
25 FHE F vk BAs A3682 A
AL e FEAY BATA bE TR
BHAT R A3 Al 2Q5HE A7E 1F, HE

373
FEL vt 2ol A Al Tt
NA ERALY] HIEEZZ PQAHE Al AQEE

Aol vlg =Tk WA
HAEE PYAR A £8HE AT 0@
Bl wg A, WAl FERAGNN Bl



Iz
e
[
ftl

THAE Al B2 Hlge] & Aotk
BAE AFUEE Adsl e FEAe] B
AE ZFUE FEE vtk AR 54
g2 therdt 2ol st FEAeE &
ol 2 el
T ARE Falenh FEAeke] ARUE
€ B3l el At wgE A 713t
gtk 7AFUEE T8 gRIf ¥ ok
23§75 AHHs A7 ek 7R
e Bl AAHd AUzE =7 FsHA
A

AFUEE A& o)&3 Aztolth BAE T4
T A A FFAY] BAEE A&H,
WA Gl E sk AEE vidth AlFA
SATES v ol ek tEHel
Tttt o] HATE Fujd Aot &
o] BAEE A&t pufstE gt e o
BAEEs A&How ddty thE Bt
Hj3| o] Hlte] Ho}h =& 714E 7170 A

o] 3t o] FE A e AAZ SlehA
A A 2AEE GRS AR HE W
F AFAY vE Fol EREUAH, ] TEY
Aol FAR e F= H ALFA vlE
o] AZEA, o] FTHAA ] AAZ Qe
AA BT e JHAC R AFE Fue WA
Atk o] FEAA e AgAA= A e
37l ol Ak Vst itk WeF o] ¥
AA S ANE A Ferhd 2o AA

2 o= A% B4 WS Ao, Wk o

i

o9& o YT PAT Relth o FFUA
£ AFE FE A A Ra, o 37

Ax F2 A AE 192 488 A @
ABYe Adsts A FFASY A&
A &7 % 0P WARA g on
o ARH SRR tew ol T
e 2R B0 ALHOR A
SHIE G771 A, SHE OB FFAG
AW BARAE @ gFe) Uk, felE T
A goz A&HA Ade] B2 4L
AT F Qo SEE FRAS AdE 34
A7) A% FAE @ Aol Uk PR
= FRAskel ANE BW Q= NS
SE gk, ARH ZYFELS T3} o 7
HeTh AFE 2 A FEES ek gh
Ao Age Holrh A4l Hal W 59
AE % AE2E AFHG AR 74 o

el §oe RS AgI, Hold BEA
AN N1ES I e el B
P AF W AU2E AT, Se9 &7

= "5 2 olsdth

o
o\
ofs
ol
N
o
:Oé
N
off
2
o

53]
@ rie
[kl
&
uiss
[o
fitl
ol
s
-
2,
do
2
il ;
kN
>,
i
TRt
o oE [0 of > o X U

oft
o0



ol
bt
JFU
P,L
2
4 o rle
> B
X
=
N
N
N,
)
Do
rL
o
r'\:l
1o

TRl A9 1E
P Sl A 7Moh I o7
HE ZAFAE Aol ¥4 Rl
AR stglon Bt Ay
THAE @Al At A AAA
Zo) g A4S AINEE 519
AL AdEm, Yozt 21x4l~30xﬂ
314 ~40M1(42.0%), 4141~5041(11.3%)
HlwA VE2A Fxshs AoR2 Yehd
ﬁf—tﬁib AAH(335%), A71(125%).,
(22.2%), 38(14.2%), 5%(9.0%) To=
o] Aok Il 2 Fue] H A}
50.9%), el (21.7%), 3¢5 (14.6%), =
2—8— BAH(11.8%), B5Y 5 oAF
9%) w22 eugem A7kl dojA
19~29(39.6%) 3 39~59(37.7%)°] 7}
on 5d~104(160%), 104 oA

1%) = 44 & = Ao 2 Yehwt

_ﬁéoﬁr%:%ﬁ 8 (o
Joy (o pok
ol
ol
g

o
—
z 2

rg_ﬁ
o

=5

¢
it

—
(O]
O

2%),

e ML N [o off
T Ko 2 10

o3

[ o rlr =
b12)
o
0,

[$a
N
of

SHIOIAIEIME ®oA 1S 20074 4

o=
=
O
wn
2
o
o
>
oo
QL
£
-
B2 BN
ol
&)
N
Sl
ifir}
[o
Mo o

o -

Ni}@ HH@# AWER RE FEE5
Cronbach's aZAl4=%kel 0.899~0.963 Atel= W
2 d@Age] Bl =2 Z0E Yt o
HMH o2 (0700~0900 & ZH$ HE AFA
o] HAECY B u B AT FHUSFE
et AL o B 4 9ok oo A

0.3°]8t2

DR RN S B A%
o,
[}

3
il
rlo
>
A
2

i
N
g
i
-
oX,
ol
i«
ko
By
2 "
B b
)
-
=2
_>;
Lo I
o]

ko M

A7) BAA AP AFesel tie o o

e 5
W, O|BAFE 7o) Askab) B AT
g /Mo v SHRAS ool A4
OF BIASG] A AZEA AgHE &
AAEE 7 OlZUR(IANF IR HE
29BN HAG BRYS AU @
Tl ARG 1 FAS F3 BgHA
om Aol AE7FS AL WAk A
N4 WEEPAel QAL ¥ Uk 1
U3 2 Q7o) BEH ARH, AR
S B3 TN B9 2 1F Bgae 4
Zaath 4343 o BAF (AL T
24 284S B3 ue 99

o

2
2 o 2 2

o

o TANEZre) AdaRAe e
BAAR QA ANEEe] BAA ool
gryE Aoz Jephygth 83 7 AN



NI
Ao

of

o

A

274744,

SECIDETEES

L

B

Aow e

L

L

]_

)

%o 0 o) o~ o o
A= e} 3 = = =
W = o] 30 IS o >
LS S S S S =
=
T —~
r — ©o =
S =
&
ol |lasalglglelriglgieiglrsigzlelxgelrigierel gl
™
]&81720894822950800290029027
o B R R R R A R A R A S R A R A R R A R A R A R A R A R A R e R R A R A R R A R A R A )
On—ﬂ_loooOOOOOOOOOOOOOOOOOOOOOOO
w
! o
= ~
_ K
zel
B | T 2 =
o jal Mo o | —=
=0 J X
% O < = w =l
a1 o g <]
& i Jol I i i | %
~ = N ﬂmﬂl
il — o) -
b | T | | L T
22T z|° =% t e
25 R EE 2Rk 22
| K | < F|T
o | T o K | X
i 30 ~ | e 3 Mo | Mo
3 Njo N-| = Bl Mo | Mo
o
& 7T i
g2 = N =

st o7 53

Astof et

o435k

AHete| FHRoIS0| AN Mol 0jxl=




(7 1) ZFHE0 M2 2 EfEE(IS)

_ 29l z33| gEs
ws PR B E};_g ] aas
EMle) HAER Ag A A9 HERw 094 061
BT | Bl BAEE A% A s Rugt 090 059 4
ARE [ eale) nAE A% A ALY Ba 0 | om | © | M
EpAbe]l AR A A b= 2 0.87 0.73
& omaRldA QA ] AR 0.83 0.69
ARUES 5 oJApug 0.90 0.64
HAHC AHE oo Qe &S 093 0.65 6
ARIE [ ARvEe] A48 19g 0 | o | © |
EflolAl ARUES] T1 9 Fejds 0.90 0.74
%o A&l ARUE Fejo|gt 0.79 0.7
A& AL+ 091 0.88
) 198 BARA g% 091 0.80 4 .
=9 A&7l Aol wE £ 0.90 0.84 (0) '
ANZRE 93 FApele 091 0.83
Ag) Al A EE w)go] "7 0.89 0.66
F2 W ATGA &) A 093 0.60
AA BT B VA0 AFEF 0.86 0.62
N9 EERET IR 092 0.63 8 s
ek A EA 9] ST 0.92 0.69 (2) '
AE FEA e A& 0.8 0.70
AE 72 A Ao @) 0.89 0.74
AAFe] AR E| EATY 0.8 0.64
AFE D Au 29 520 AR 1A 0.8 0.83
VAol wla) S5 AF D AU AT 0.89 0.86
T =} A E744 o]Fe] et THAAF 0.89 0.81 6 0047
7HA ol AFZQ A3} 7% 0.83 0.79 (0) '
F e - S N B 091 0.83
89 ot o o)) Y 093 0.87
AgE, AFUE) Y FAES (o] EH ) o (P=00002 UYelten GF=  0.904~0.954,
e Hdw FA7F ¥ S gEE 40~52 AGFIE=  0901~09452 ettt RMRS

(Sal
~

SHEOIAIEIME Mo Mis 20074 49



- . o= TN 7y 2337 (Inter-Construct Correlations)
Hat 1 2 3 4 5 6 7 8 9 10

L JAA/Q% 342 63 1.00

2. AZ7HA| 3.39 85 23 | 1.00

3 AmAED | 345 65 32 25 | 1.00

4, A& 3.37 68 35 A1 36 | 1.00

5 BANE 3.68 .80 33 30 A 21 | 1.00

6. 7AFHH 351 95 40 25 38 37 29 | 1.00

7. 3% 3.44 73 Y/ 63 59 68 57 33 ] 1.00

8. IAEY 3.58 78 56 58 53 50 S 59 62 | 1.00

9. 71944 3.39 NA! 42 43 39 28 29 33 .36 68 | 1.00

10,751 7H4] 3.81 17 26 28 23 20 24 29 34 Sl 47 | 1.00
0022~0023 HIOSm RMSEAE 0023~ guso] Tl xgEo] de S el
0045% uYElgth 183 NFI$F CFle 22t of BlAS 83 SRy AdE &k
0.930~0.965<F 0.938~09612 el &89l
B4 99 2R AuAe AREE £48 34 PARDY F2ASRA
v pEoR WO 4 gt w9 HdE 3
HE WIEQ, 22T Q4 B A% SRS AMOS 509 TEWEARES
£ AZOME AWE SAVL ¥ RS U olgdel BAAL. Zrte) TN e
52~62(P=000) O.2 UbEREOR], GFIS 0933~ 7 229 J3AE: o] 1gel U 9
0967, AGFI= 0913~9522 ettt RMR = AEATY #I gon HRAFERYS 2
0024~0029% ¥%°oH, RMSEAT 0022~ AT E FALRN(BEAHE AA/AAY, HAT
002 vhebtth Tel3 NFISH CFIZ 22t Azbbd, s $2)3 s 9420
0.932~0.958<F 0.934~0.9452 Yeh} =29l (B H3n|g Bl AANS BHas A
$AE g mae) AvEe AREE £4T FUH), HAE FAE BAEY, 293 719
9e 0T BUY 4 3 43 9 kAol g haA B AN
BTl fAEs 9 SRsEd tg B s do RaRsleh 19a5e A 72
8 AAE T TRHoR AuE A3 & Fge SARAH sBHAR FEA K (item
SROEA AAIAREA, 28 A A5 mdlcator)E AL 2 AL
o] Ade B HrplEs BT Adlske A TR g A2ENS B8 A &
O 7 Ueh o] EHF(IAILRD A AT 57 Ag AoE7d SA FPNEE F24 #

AR 2= Rt Y 2IS0] BAIN Mol D|Rl= gl 2E A7 55



PNFI, PGFI, PCFI+=

Z¥7} 0569, 0832, 12]3L 08569 X2 e

i

ol

p

ol

o]

/\1 Zz

olg} HEo] FANEALe]S] H %
FAR BE7F 005, 00155004

975 E FF P 006ET= WA dEst

@ o

]

9]

o
0

2 e} B A7elA Ak 714 Ro)

5

bl vl

5]

9 FE oy xR o

s

!

R

& 7hae A9,

7T Eel o

-

0|

W_L

Aolth, 123 7ha1-3¢] B )

o g
= 7

09512 o

o) A% GFI #A&

[e]

ArE

u 2

RMR3 RMSEA®] 7% 7zt 0.030¢

Ql

0.0562.2 et

Eid

A]

T A2 YETH(X01). BHE 23]

A5 0901,

= AGFI9
093622 F&5F

el A

bS]
&

A=
= o

olJ

oj

L
R

TLI= 0934, NFI

3 THd=dlof ch

T
vl

€

al8l=l2l2881818|8
Sle|le|le|le(N[e e =
=
NMlolojlo|l©|l A | 4| N ||
Al S I e R R B I R B
;MO N | N N | NN [D |00 | o
Dn. —_ | = —
@)
E.967039946
i BN Bl sl TSR Naall BeoR Bl e el Sy
n|<e| 7|7 N|Ie |2l =
3
S RIS E R RS
Slo|lcg|lc|lc|lcg|lg|lc|loc|o
8
HIH[H ||
umo w_mo w_mo w_mo n_mo n_mo
Ko | o | o | o | o | o | BT | T | %
plful ol el ol |ol]e| e~
W R R T|®|E
EEEEEH_H_%ﬂ?
ﬁo
F|T|T|T|T|T|T|T|T|T
o
0
Zo || RV | oo | M| D | | oF | oF
N AR e s i
W%iaﬁﬂnv%ﬂﬂ
JATE ol AL Bl I v el NS =l v
0 a )

= G

~X H_

Fx) BE AFe K005 FEodA

20074 44

MY ®oA Mz

E|
o

=01

<]
—

56



S F Roltsh HAS WAVEES BAS  olth: AU WABYS ARGl MY
FAE WA A+ 9FL MF Rl A A+ JFL WA Holrhes A BF
the JMIE B9 BT 498 9% AL BAHOE fo% 9% nAE A0 v
A0 VhERTH POOL). SEHP(05). e HAE ARVEE Has

HAT FAEE BABU) PAQ Y+ FAED AN A+ 9FL 0)1F R
o QL U ROl JME W fUF o AES ARAF L felFEe] (49
S AL ACE vehtor BABUS  FOF AL HolA Qo B Al A
Nl AR A0 GFS A A AN A1z

Q2 1y PAREo| A4 2

b
0.0 09!
QBEN, .89

.00
02
v 1990
0.89 . D.9sp.ofo.oq
R
0.9 tp2 0.9
pv6 |0.94 0.92
' 0.33 o1 [ 47750
(3.70)
pat |00 0.29 7H21(a)
D, 95, (2.49) bl1
J! 7Hd1(b) 140 0.63
(18.36)
c', 0.35
(2.56) 7]’@4(&)
M 1(c)
swi (1.0 0.83
0.91 (18.03)
0'9 7Hda(b)
310.9¢
sw4 (2.91) 00
p vl e
rH2(c) " Do

600
.O 0.94) g

o « X2=273.12, p=.000, RMR=0.030,GF1=0.951, AGFI=0.901,
: NF1=0.936,CF1=0.961
o T3>1.96, p<0.0553=olA o (HAL Fo08kA4 &)

%) 7 AN A aA 249 e 1002 38T A,

oo|.
2
iz}
i
re
-
o
=

LR 2= Apite] FHR0IS0| BAR Yol Djxls &



P

oX

—~
—

AEe] AP g
747k 091, 1842% VrERR:

Aol Wk &2 063,
%1’2“% TAEYe] F7EAl e
=7 yeht FA

o}

83, 180322 wj¢-
A9 Ao Bere

=2

ol

i o
J,

==

2> o

oo

o o

(%]

=

[z & £
% rlo o

Ir o2

N

ol
oo

SHIOIAIEIME ®oA 1S 20074 4

FTUHEZE I gFEe vAEs Aol vl A
o] dojr, 53] AdA A= 247
AgEAe] BAH 54 A ok HIE AR
UEIZF AFE L QA odas AZEl £ 5 3
o & e 7HEATe] S443 BHEd)
T A Q0l(X BHAcaF 3

A7 A 2
B

2 i
HRA(ARYE) el EAHCE HEg

R
R

ol
o

o
Sk
o
ol
2
(o
(z
E,
i
o
oX
b1
ry
X,
rfd

A ,
% JeZ 794 3 AL A

ll

fT
re
-
1o
>
o\
Eh

X
(i,
::‘,
i
off
ol
ne
pass
S

(2

2

>

o3

2

>

H

[z 4

[

(A

9

=

ot
Dt

oft M

ox

]
i)
u

oft
o

(z
ot % g2 T
[
=2
r =
=
o,
ot [
tlo ¢
ofl
oX
ol
rr
ko
O,
[
e
[

o 1M
Fo
£o i

_>‘i

4

=

>

o

)

g

ox
W oox

(FAEY, 719743 ?UH7}7<1)°1
Fe vAE AoR YEEth ols
Pl M HAHE 4= EH? 4 EE
I &l g Bo AEd A Akt
THERARZ A4 BAN 75—% AAst=d)
Bl 2 e Euh I3y & delMe
HAL AFYES B AR g JF
gol ot yebgeH oA A 54
¢ E}%?& 33 BALA w=t gE2A &)
= gty 53], 2HA Al

_‘d
of

r

%

o>4 o2t Nlﬂ ofN ™
2
>,

o O{N

A\

rofo

|

|

U]o



b
ox
z
Bl

ofj

o

v

o

=

ﬁ.’

PR

o

=
fe &I

B

[

(]

c

0,
o [

r [0}
)
k)
> 3
x
jints
B
>,
o
2
>

¥0, ¥0 oY o2 X
At
ox
o
o
9
X
(z
e
([
N
i
i
ul
N
NS
oX,
21_4‘
i

o X

o A AN E P Rp-FFAbe] 7
AloM Fajte] Tk BAlEel g Q1A)/

A FFE 2 A Bt 9 vHE A
< € T Utk B FEAAe] Bt dis]
A FeiAE Lale A7 ] R Mu s F
2o A AGAAA FL23 JIFS njA=
As & & 3k sk tEe] HAE Hde)
& WA HAE SAE tek A3
Qg w3 BAs %@EOH %9]%;} ogeg,k% u]

(
A

Eo A=l et FF AA=U
_]

Y3t @ FuzkAe) BE Gl BF F
I3 =

By

Worle to gg W2 N ol o ofw

> _‘}
has
o
_EL
I
roty
°
v
ol
i)
é
i
iR
rlo

DR HAE AN THLAS B BAS
7golok §S ovisie] BAE FHEIt 2
FRAY BATE PrAse BARY 9

FolAst FA 7re] WABYS TS
B P)H WAL TEIEY 2 9FS 0
Ar AL ¢ 5 ded 2RPNA-FFA
o A A BABYS FEH] PeHE B
A= g TS 2980 W Fow
GUL Ak 2 4 gom o et ofF
FHLAE e F2H BT seksie Ro]
¥ Fesy 2 4 Ut & 2R g
%9 9199 AdE 52 az%zn.-q 4% Py

FA-ZHTHAL @A
A Solt 243 Az Ansel
49l 1 QHHE BFSEE B A7) I
LS A HHLQE el F2A @

Aot AEATE BS Y FEUS

- d
34 A AR v N2 714 F
Baz IRAQ ARUACIY 2HE E A
F= gE2A BAH AY slelME BAT &
Aol ok A A P4 WAEYS F
a A717ke] Aol dAle) 2H TS SR



v a g A

2 o
L
W S
z J@
ol
rid
re
-

-2
(=
S
[
A
oX,
ko
o
oR
oX,

f
g M
>

Jm ol
oX
fo o
ro
X
¥
= oX
2 o
rO
;2
L)
N
= of ™y
ol
e -l o
n 2 o

)
SE
= o
%2 ox,
fr
ol
=
=
N

2o e
b
O
o

A ) A% e MEAT EE oju)}

o
pavs
(o
f
i3

42 A7) ARA A4

AR Fuj Akl FEAANA 152 A

AZ ek ARATIEE AGA Al
o BT FYE F24 R BAS FHE
g ¥ol/]l 9% 4y WARL o2 B
s WFo] £ W Fg3 o8B & Ak A
GA A Uel BAse] o Al )
d4d B9 ATE 4 9dov 53 A 27
FohAE] 2GS WA Bk o &%
Holw 4EA ANWAR WA B

710l 2 9l ZloR Helth
1

60 SHOHIEIME w9 M5 20074 42

AL §Fe) 2FPA BAsel o 7oA
o $4EE ol Ago] WEA] FukEojo}
e oman, A% AddAe 4% A
L oHUE F4E 9 A9WssT 944 2
5ol Ye BHE WAl AgelAe] A
2214 olnleh AAHE 34

/\El

2BA Al M o mERZ A R ARdA Al

A% BAET} Tl A-FFAske] AN 2
28 G8e = Ao vewon AR
AL BAES] U HES WAsE 2
AE(HAE A/, il )3 BaE
of Y AES WA 2E(HAs A
Mg, HAS BARE)S BAS FHEE 2

T3 PR e) e BAA el F29
QS WAL Ao UEETh ot )
B

Eo Wi A& A=7t 23
71 el FEAE A HAE AR

¥o]7] 91 o] stk T FFAA]
A= thaix] Fufarb =71e AZHE 7HA

! A FH0 Aes AREA A T2

d

29017 G Fuhaste] Ad Al Ao
BAZe] Tjg Rsh Auz EAL Eol]
A% 7149 Y Bt Bedvn 2
./_‘,:



I BAE0] £33 Q9lel Ao E Uehdd
ute} FFAs Felareke] AR Al #AA T
& ®ol7] Y8 =¥ AN LS T
ol o] dQsith vA e R HiE
AEE AuA A w7 R ARAl A
ANME Fuf -T2 7k G714

EYS 98 wie 8% J%S she

A
° PN
A & 9tk

—_
Ho
n)

al
o] AzlN 293
B 199 Wzel o 3
Ag Grih FANEAS Bohdrks
WS olele] A3 1 Tjeke® Al s

o gYEe Q14 Zﬂ—a}oq 2HT S

Tl 7P ERE B X}EEPQ A}%H%k
ow By ¢ Bl e AF7E H71 fEiA
Tl Az Rk ol FFPAEESH A
55 7ol A ARgsfoF & Aolth o]
AZEAAA AT 34 A9

o] AL S 7HeA = viAl
B ATl ARS8 H
| Z1o % =2 MYsia
g0l BHAl Az Ao

S

>

B>

wh e to rlo rir
i
o L
2

¥
= &
)
o
2
ruEE e
p

ENEER
S A A%

0N=I=

o webs el A8 Aok & A A

O S I RS el i v 2

= AZE deh 2R 2 ] o2
2HA APgelA el BAE A-EAT
g AAA Age] AT A-THEAL A
AHATE vigoF YA BT o) B
st ASHoR ATs=E 1 9ot
= oA 71EAT wiAE THeE 7
43 HEAUA ' AR e AR

= 9H

2 o8

AR

_%_
il
itEl= 9
TAE g FE S Aotk

T A 2006, 10 14)
A &4 L 2007, 04. 03)

Aaker, D. A. (1996), "Measuring Brand Equity
Across Products and Markets,”
Management Review, 38 (1), 102-120.

Anderson, P. H. (2004),

keting and brand involvement of pro-

California

“Relationship mar-

fessionals through web-enhanced brand
communities: The case of Coloplast,” In-
dustrial Marketing Management, 34, 39-51.

Anderson, J. C. and A. Narus, (1990), “A
Model of Distributor Firm and Manu-
facture Firm Working Partnerships,” Journal
of Marketing, 54, 42-58.

Andreassen, T. W. and B. Lindestad(1998),
“customer loyalty and complex services?,”

International Journal of Service Industry

Aol BRHE Xpito] M R0IS0| BAIM Mo 0|Xl= G| Bt AT 6]



Management, 9(1), 7-23.

Bejou, D., B. Wray, and T. N. Ingram(1996),
“Determinants of relationship quality: an
artifitial neural network analysis?,” Journal
of Business Research, 36(2), 137-143.

Bendixen, M., Bukasa, K. A., and Abratt, R.
(2004), “Brand equity in the business-
to-business,” Industrial Marketing Manage-
ment, 33, 371-380.

Bloemer, J. M. M. and de Ruyter, K. (1998),
“On the relationship between store image,
store satisfaction and store loyalty?,” Eu-
ropean Journal of Marketing, 32(5/6), 499-
513.

Cronin, J. J., Brady, M. K,, and Hult, G. T. M.
(2000), “Assessing the effects of quality,
value, and customer satisfaction on con-
sumer behavioral intentions in service
environments?,” Journal of Retailing, 76
(2), 193-218.

Doney, P. and Cannon, J. (1997), “An Exa-
mination of the Nature of Trust in
Buyer-Seller  Relationships,” Journal —of
Marketing, 61, 35-61.

de Ruyter, K. and Wetzels, M. (2000),
“Customer equity considerations in service
recovery: a cross-industry perspective?,”
International Journal of Service Industry
Management, 11(1), 91-108,

Dwyer, F. R, H. P. Schurr, and S. Oh(1987),
“Developing Buyer-seller Relationships,”
Journal of Marketing, 58(1), 1-19.

Erdem, T. and J. Swait, (1998), “Brand equity

62 SHOHEIME w9 M5 20074 42

as a signaling phenomenon?,” Journal of
Consumer Psychology, 7(2), 131-157.

Fornell, C., Johnson, M. D., Anderson, E. W,
Cha, J. and Bryant, B. E. (1996), “The
American customer satisfaction index:
nature, purpose, and findings?,” Journal of
Marketing, 60(4), 7-18.

Ganesan, S. (1994), “Determinants of Long-
Term Orientation in Buyer-Seller Relation-
ships,” Journal of Marketing, 58(1), 1-19.

Gronhaug, K. and Gilly, M. C. (1991), "A
transaction cost approach to consumer
dissatisfaction and complaint actions?,”
Journal of Economic Psychology, 12, 165-
183.

Grover, R. and V. Srinivasan (1992), “Evalua-
ting the Multiple Effects of Retail
Promotions on Brand Loyal and Brand
Switching Segment,” Journal of Marketing
Research, 29(1), 76-89.

Han, Sang-Lin (1998), “Relational Factors
Affecting the Business Relationships be-
tween Industrial Suppliers and Organi-
zational Buyers,” Korean Marketing Review,
13(1), 157-172.

Han, Sang-Lin (2003), “Antecedents of Buyer-

and Relational

Performance in the Industrial Markets,”

Supplier  Relationships
Korean Journal of Channel Management,
8(1), 93-114.

Heskett, J. L., T. O. Jones, G. W. Loveman,
W. E. Sasser, and L.A. Schlesinger(1994),

“Putting the service-profit chain to work,”



Harvard Business Review, 72(2), 164-174.

Jacoby, J.(1971), "A Model of Muti-Brand
Loyalty,” Journal of Advertising Research,
11(3), 25-31.

Jacoby, J., and Chestnut, R. W.(1978), Brand
Loyalty: Measurement and Management,
NY: John Wiley and Sons.

Jones, M. A., Mothersbaugh, D.L.. and Beatty,
S.E. (2000), “Switching barriers and repur-
chase intentions in services?,” Journal of
Retailing, 76(2), 259-274.

Kardes, F. R., G. Kalyanaram, M. Chandras-
hekaran, and R.J. Dornoff(1993), “Brand
retrieval, consideration set composition,
consumer choice, and the pioneering
advantage,” Journal of Consumer Research,
20(2), 62-75.

Kalwani, M. U, and N. Narayandas, (1995),
“Long-Term Manufacturer -Supplier Rela-
tionships: Do They Pay Off for Supplier
Firms?,” Journal of Marketing, 59 (1), 1-
16.

Keller, K. L., S. Heckler, and M. Houston,
(1998), “The Effects of Brand Name Sug-
gestiveness on Advertising Recall,” Journal
of Marketing, 62(1), 48-57.

Krishnan, H. S. (1996), “Characteristics of
Memory Associations: A Consumer-based
Brand Equity Perspective,” OInternational
Journal of Research in Marketing, 13,
389-405,

Krishnamurthi, L., Mazumdar, T. and S. P.

Raj, (1992), “Asymmetric response to price

in consumer brand choice and purchase
quantity decisions?,” Journal of Consumer
Research, 19(3), 387-400.

Low, J. and Blois, K. (2002), “The evolution of
generic brands in industrial markets: the
challenges to owners of brand equity,”
Industrial Marketing Management, 31,
385-392.

Michell P., King J., and Reast, J. (2001),
"Brand Values Related to Industrial
Products,” Industrial Marketing Manage-
ment, 30, 415-425.

Mittal, V., Ross, W. T. Jr, and Baldasare, P.
M. (1998), “The asymmetric impact of
negative and positive attribute-level per-
formance on overall satisfaction and repur-
chase intentions?,” Journal of Marketing,
62(1), 33-47.

Morgan, R. M. and Hunt, SD. (1994), “The
commitment-trust theory of relationship
marketing?,” Journal of Marketing, 58(3),
20-38.

Muniz, A. and O'Guinn, T. (2001), “Brand
Community,” Journal of Consumer Research,
27(4), 412-432.

Oliver, R. L. (1993), “Cognitive, affective and
attribute bases of the satisfaction response?,”
Journal of Consumer Research, 20(3),
418-430.

Parasuraman, A., Zeithaml, V. A., and Berry,
L.L. (1994a), “Alternative scales for mea-
suring service quality: a comparative

assessment based on psychometric and

Aoix BRHE Xpito] M R0IS0| BAIM Mt 0jXl= Lo B AT 63



diagnostic criteria?,” Journal of Retailing,
70(3), 201-230.

Roberts, J. H. and Lattin, J. M. (1997),
“Consideration: review of research and
prospects for future insights?,” Journal of
Marketing Research, 34(3), 406-410.

Selnes, F. (1998), “Antecedents and conse-
quences of trust and satisfaction in buyer-
seller relationships?,” European Journal of
Marketing, 32(3/4), 305-322.

Sharma, N. and Patterson, P. G. (2000),
“Switching costs, alternative attractiveness
and experience as moderators of relation-
ship commitment in professional, consumer
services?,” International Journal of Service
Industry Management, 11(5), 470-490.

Shocker, A. D., M. Ben-Akiva, B. Boccara, and
P. Nedungadi(1991), “Consideration set
influences on consumer decision-making
and choice: issues, models and suggestions,”
Marketing Letters, 2(3), 181-197.

Schouten, J. W. and McAlexander, J. H.
(1996), “Subcultures of Consumption: An
Ethnography of the New Bikers,” Journal
of Consumer Research, 22(1), pp. 43-61.

64 SHEOHAEIME w9 M5 20074 42

Sinha, I and W. DeSarbo (1998), “An
integrated approach toward the spatial
modeling of perceived customer value?,”
Journal of Marketing Research, 35(2),
236-249.

Srinivasan, M. (1996), “New insights into
switching behavior?,” Journal of Marketing
Research, 8(3), 27-33.

Taylor, S. A, K. Celuch, and S. Goodwin
(2004), “The importance of brand equity
to customer loyalty,” Journal of Product
& Brand Management, 13(4), 217-227.

Wells, B. P. and Stafford, M. R. (1995),
“Service quality in insurance industry,
Journal of Insurance Rgulation,” 13(4),
462-477.

Yoo, B. H., Donthu, N., and S. Lee, (2000),
“An Examination of Selected Marketing
Mix Elements and Brand Equity,” Journal
of The Academy of Marketing Science,
Spring, 28(2), 195-211.

Zeithaml, V. A., Berry, L.L. and Parasuraman,
A. (1996), “The behavioral consequences
of service quality?,” Journal of Marketing,
60(2), 31-46.



A Study on Industrial Brand Equity Affecting the Relational
Performance between Industrial Buyers and Suppliers

Sang-Lin Han*
Hyung-Suk Sung**

Abstract

The recent development of industrial marketing explains the near absence of research on brand
equity in business-to-business markets. With recent change, industrial companies have shifted
from a production focus to a customer focus. Industrial brand concept is rapidly developing.

The basic purpose of this study is to investigate industrial brand equity affecting the result of
business relationship between industrial buyers and suppliers. This research presented a
comprehensive constructive model consisting of components of industrial brand equity, and then
propose the research model base on prior researches and studies about relationships among
components of industrial brand equity. Data were gathered from respondents who work in
industrial buying center. For this study, Data were analyzed by SPSS 11.0 and AMOS 5.0.

The results of this research analysis were as fallow. Industrial brand loyalty was positively
related with perceived value, perceived quality, brand awareness, relationship satisfaction,
switching cost, relationship commitment. Also, Industrial corporate performance and purchasing

value was positively related with brand loyalty and relationship commitment.

Key words: B-to-B relationships, industrial brand, brand loyalty, relationship performance
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I. Introduction and
Theoretical Background

Industrial or business-to-business markets are
often in the form of long-term business
relationships. Many reasons exist why buyers
enter into such relationships. While discrete
transactions are governed by formal mech-
anisms such as written contracts, informal
mechanisms (e.g., product brand) play an
important role in relationships (Bendixen 2004).

The late development of industrial marketing
explains the near absence of research on brand
equity in business to business markets. With
the recent changes, industrial companies have
shifted from a production-focused to a
customer-focused. The concept of industrial
brand is becoming very important in the
research area of business marketing. The basic
purpose of this study is to investigate the
industrial brand equity affecting the result of
business relationship between industrial buyers
and suppliers. This research presented a
comprehensive constructive model consisting of
components of industrial brand equity, and
then proposed the research model based on
prior researches and studies about relationships
among components of industrial brand equity.
Based on the previous researches and
conceptual development of this research, total
nine different research hypotheses were

developed and a comprehensive model of
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industrial brand was proposed. Research hypo-

theses are as follows:

H1la: Industrial brand awareness is positively
related with industrial brand loyalty.

H1b: Perceived wvalue is positively related
with industrial brand loyalty.

Hlc: Perceived service quality is positively
related with industrial brand loyalty.

H?a: Brand switching cost is positively
related with industrial brand loyalty.

H2b: Relational satisfaction is positively
related with industrial brand loyalty.

H?2c: Brand community is positively related
with industrial brand loyalty.

H3: Industrial brand loyalty is positively
related with relational commitment.
H4a: Relational commitment is positively

related with relational performance.
H4b: Relational commitment is positively

related with purchasing value.

II. Research Methodology

The data used to test the research hypotheses
were obtained by a stratified random sample.
Data were gathered by a random-sample
survey of organizational buyers of industrial
products (for example electronics, chemicals,
equipment). The questions were mainly ans-

werable by seven-point likert scales. Of the



230 questionnaires dispatched, The gross return
of questionnaires was n =230, 18 of which
were either insufficiently completed. The final
data used to test were 212 questionnaires. The
response covered all geographical data and
included a broad range of industries, sizes of
firms, and respondent job titles, and no sources
of non-response bias could be detected.

The validity of the measurement scales was
also confirmed by evaluations provided by the
participating company respondents and an
independent advisory panel: samples provided
the

exploratory phases of the study. Construct

recommendations  throughout primary,
validity may be threatened when factors in a
proposed relationship are not linearly related
along the whole continuum of the independent
factor. Scatter plot analysis of preliminary data

prior to the primary study indicated that

confounding constructs and the levels of
constructs are unlikely to compromise the
validity of the study. The internal consistency
method (using Cronbach coefficient alpha and
SMC-Squared Multiple Correlation) was used
to examine the reliahility of the scales.
Inspection of the inter-constructs correlation
matrix and Amos 5.0s confirmatory factor
analysis for all the items revealed no problems
with convergent and discriminant wvalidity.
Prior to testing the research hypothesis, a
confirmatory factor model was tested to assess
the measurement and refine the measures.
Confirmatory factor analysis was carried out to
determine the construct wvalidity of the
measures. Items meant to measure the same
construct were clustered together, suggesting
that they measured the same conceptual space.
The brand

relationship between industrial

(Table 1> Correlation table of the research constructs

Inter-construct Correlations
Factor Mean | sd.
1 2 3 4 5 6 7 8 9 10
1. awareness 342 | 63 | 1.00
2. perceived value 339 | 85 23 1 1.00
3. service quality 345 | 65 32 25 | 1.00
4. switching cost 337 | 68 35 41 36 | 1.00
5. satisfaction 368 | .80 330 30| 34| 21| 100
6. community 351 | 95 A0 | 25| 38| 37| 29 | 100
7. loyalty 344 | 73 D52 | 63| 59| 68| 57| 33| 100
8. commitment 358 | .78 S6 | 58 | 53| 50| S| 59| 62| 100
9. performance 339 | .71 42 43 39 28 29 33 36 68 | 1.00
10. purchasing value | 3.81 | .77 26 28 23 20 24 29 34 5l A7 1 1.00
AR ERE Rt Y 2IS0] BAN Mol 0|xl= gl TE 37 67



values and relationship performance was then
tested using structural equation modeling and a
chi-square difference test. The brand value
constructs commenced with each other indicators
and were stayed significant and reduced as
shown in the (Table 1>. The following tale
shows the correlation table of the research

constructs.

. Results

The proposed research model and research
hypotheses were tested by using structural
equation model and the following table and
figure show the results of the hypotheses
testing and model estimation.

The proposed research model and research

hypotheses were tested by using the data

The
resulting goodness-of-fit statistics were a RMR
of 0.03, GFI and AGFI greater than 0.90, and
a chi-square with 270.00 (p=0.00). The indi-

cators of each construct were very good mea-

collected from the industrial markets.

sures of variables and had high convergent
validity as evidenced by the reliability, with a
more than 090. Some items were deleted,
leaving those that reflected the cognitive
dimension of importance rather than the original
dimension. The indicators were very good
measures and had convergent validity as
evidenced by the reliability of 0.90. These
results for all constructs indicate the measure-
ment fits the sample data well and is adequate
(Anderson and Gerbing, 1988).

Managerial implications of the results of the

for use

study were discussed and the limitations of the
research were also explained.

The results of this research were as fallow.

(Table 2 Estimation results of the hypotheses testing”

Causal Path estimate SE. C.R.(t-value) p

awareness | = |brand loyalty 0.33 089 3.70 .000
perceive value| = |brand loyalty 0.29 116 2.49 011
service quality | = |brand loyalty 0.35 137 2.56 010
switching cost| = |brand loyalty 0.59 250 2.36 013
satisfaction| = |brand loyalty 0.26 033 291 003
community | = |brand loyalty 0.03 089 091 225
brand loyalty | = |commitment 091 049 18.42 2000
commitment | = | performance 0.63 034 18.36 2000
commitment | = |purchasing value 0.83 046 18.03 .000

* All coefficients are statistically significant at p=0.05 (except brand community)
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Industrial brand loyalty was positively related
with perceived value, perceived quality, brand
awareness, relationship satisfaction, switching
cost, and relationship commitment. Also, cor-
porate relational performance and purchasing
related with brand

loyalty and relationship commitment.

value were positively

One of the important results of the empirical

tests is that our focal construct plays a critical

role in a B-to-B relationship. The results
discussed here represent a first step towards a
better understanding of the industrial brand
construct in customer-supplier relationships. A
two-sided research method would be useful in
assessing the impact of brand and other critical
variables in the business-to-business market

relationships.

{Figure 1) Results of the analysis of the research model
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