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30) Anderson, Erin and A. Barton. Weitz, "Determinants of Continuity in Conventional
Industrial Channel Dyads", Marketing Science, Vol.8, 1990, pp.310-323.

31) Kumar, K. Lisa. Scheer and EM. Jan-Benedict. Steenkanp,'Effects of Supplier
Fairness on Vulnerable Resellers", Journal of Marketing Research, Vol.32.
1995, pp.54-65.

32) Barney, B. Jay and H. Mark. Hansen, "Trustworthiness As a Source of competitive
Advantage", Strategy Measurement Journal, Vol.15, 1994, pp.175-190.

33) A. Dick and S. k. Basu, "Customer loyalty : Toward an integrated conceptual
Framework", Journal of the Academy of Marketing Science, Vol.22, 1994,
pp.99-113.

34) Rotter, B. Julian, "A New Scale for the Measurement of Interpersonal Trust",
Journal of Personality, Vol.35, 1967, pp.651-665.

35) Larzelere, E. Rosemary, and L. Ted . Huston, "The Dyadic Trust Scale Toward
Understanding Interpersonal Trust in Close Relationships", Journal of Marketing
and Family, Vol.42, 1980, pp.595-604.

_22_



thelr] stk Aol
u gk, #BA 7z had ofge] o]dolu, ®WZI}
2 offolde] FAlojn, kol 2 mmA A &

ox, & M
et
o

o
)
ok
o
12
A
o
N
N
ki
iR
ok
L
i
ST

oL
X
40 ok
L i
)
o

S

O

[e]

o,

B

(o]

& AEAGT FBerry, 198330 EAL Ao o A 2A,
el BAd BAS A wo)d Ee Fastea sk A
ol Al HAH AL WAL ANE oA Loelehs Aol g@ Ay

S wetth olgsk HolA AlF = A&, 784, A&, T4, A, A
v 53 #E E W (McDonald, 1981)37, ZZ# 9] A= HF ot
A, A A EA, TA AlaY Sol dEEY. ALS A wEke] lojA &

= o]
2E AFHE AAEZAS P20 A A wr|sEs xdctn

th.(Morgan & Hunt ,1994).38)
Schurr & Ozanne(1985)¢] ¢]s}H

S|
’ ) -1 1T O
P99 Fa Fo| AT wepd A= AF AL AAAN o
ol Aeartdsty, AAZ AR nddSS Adste] oAt &
FAA 9FS DA A BeA B9

AE o) st 7 A WEell A ArEe] guh sty AlEE
ATAORE 7 2 wEy 735 5 =9 LA
H AE et 73] FE T AHAR A

A

-
ol
o
& f
rlr
pa
o

36) Berry, L. Leonard, op. cit, pp.25-28.

37) McDonald, W. Gerald, "Structure Exchange and Marital Interaction", Journal of
Marketing and the Family, November, 1981, pp.825-839.

38) Morgan, M. Robert and D. Shelby. Hunt, "The Commitment - Trust Theory of
Relationship Marketing", Journal of Marketing, Vol.58, 1994, pp.20-38.

39) Schurr, H. Paul and L. Julie. Ozanne,"Influences on Exchagne Process: Buyers
Preconceptions of a Seller's Trustworthiness and Bargaining Toughness", Journal
of consumer Research, Vol.11, 1985, pp.939-953.
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40) Anderson, A. James. Narus, "A Model for Distributor Firm and Manufacture Firm
Work Partnerships", Journal of Marketing, Vol. 47, 1990, pp.44-54.

41) Ganesan, shankar, op. cit, pp.1-19.
42) Ibid, pp.55-57.

43) Milliman, E. Ronald and Douglas Fugate, " Using Trust Transference as a
pessuasion Technique : An Empirical Field Investigation", Jowrnal of personal
Selling and Sales Manapement, Vol.8,1998, pp.1-7.

44) Morgan, M. Robert and D. Shelby. Hunt, op. cit., pp.20-28.

45) Moorman, Gerald Zaltman and Rohit Deshpande, "Relationships Between Provide and
User of Marketing Research: The dynamics of Trust Within and Between
Organizations", Journal of Marketing Research, Vol.29, 1992, pp.314-329.
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46) Ibid, pp.314-329.
47) Ganesan, shankar(1994), op. cit, pp.1-19.

48) Doney, M. Patricia and Joseph p, Cannon,"An Examination of the Nature of Trust in
Buyer-seller Relationships", Journal of Marketing, Vol.61, 1997, pp.35-51.
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49) 1. Duncan, simester, R. John, Hauser, Birger Wernerfelt and T. Rolad. Rust,
"Implementing Quality Improvement Programs Designed to Enhance Customer
Satisfaction: Quasi—Experiments in the United States and Spain", Jowrnal of Marketing
Research, Vol.37, 2000, pp.102-112.
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ABSTRACT

A Study on the Influence the Relationship
Quality of Workers in Banks and Customers
Have
on the Future Intention

Seok—Jong Bu

Department of Business and Administration
Graduate School of Business and Administration
Jeju National University

Supervised by Professor Hyoung—Gil Kim

As sudden changes have been made in the management
atmosphere of domestic banks which have continued to grow
slowly and stably so far, they are now entering into the era of
unlimited competition they’'ve never experienced. In order to
cope with the rapid changes in the management, many
commercial banks try to work out marketing strategies which
focus on maintaining and increasing their earnings by paying
more attention on strengthening the relationships with their

existing customers as well as attracting new customers. From
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this point, this study will provide fundamental data for the
marketing strategies of commercial banks by investigating how
the relationship quality between workers and customers affects

the future intention by banks.

This research accounts for the preceding factors(the
customers orientation, the interaction between workers and
customers, and the knowledge for customers) and constituent
factors(satisfaction and confidence). This study also defines the
future intention of the relationship quality as repurchasing,
frequency of use, and word of mouth. The hypothesis of this
study 1s divided into four macro—hypotheses, each having two

subordinate hypotheses.

hypothesis I ) As the customers orientation of workers in banks
1s stronger, the relationship quality is higher.

1—1) The stronger it is, the higher the customer satisfaction
with services is. 1—2) The stronger it is, the higher the

customer confidence on services 1is.

Hypothesis II) As the interaction between workers and
customers increases more, the relationship quality is higher.

2—1) The more it increases, the higher the customer
satisfaction with services is.

2—2) The more it increases, the higher the customer

confidence on services is.
hypothesis III) As workers have more knowledge for the

customers, the relationship quality is higher.

3—1) The more they have, the higher the customer satisfaction
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with services is.
3—2) The more they have, the higher the customer confidence

on services 1s.

hypothesis IV) As the relationship quality toward workers in
banks is higher, the future intention is more positive.

4—1) The higher the customer satisfaction with workers is, the
more positive the future intention is.

4—2) the higher the customer confidence on workers 1is, the

more positive the future intention is.

As a result from ' hypothesis = testing, there appeared
meaningful differences among the respondents by banks which
they mainly transact in terms of all variables — such as the
customer orientation, the customer interaction, the knowledge
for customers, the satisfaction with services, the confidence on

services, and the future intention.

In the case of the customer orientation, the interaction, and
the knowledge for customers, the respondents who mainly bank
with Shin—Hyup(credit cooperative union) or Saemael Gumgo
place much more value on those factors than those who bank
with Nong—hyup (agricultural coopertive union),
Su—hyup(marine cooperative union) and other domestic banks.
Furthermore, the participants mainly with Nong—hyup and
Su—hyup set much value on the knowledge for customers than
respondents bank with domestic banks. As regards the
relationship quality, the respondents who mainly bank with

Shin—hyup or Saemael Gumgo are more satisfied with and have
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more confidence on financing services than those who bank
with Nong—hyup, Su—hyup, and other domestic banks. The
former also shows higher intention of continuous transaction as
well as higher intention in banking with them more frequently

and word of mouth.

Therefore, this study would be summarized as follows. At
first, by looking into specific factors that affects the
relationship quality between customers and workers, this study
provides basic data for the establishment of the relationship
marketing strategy which is diversified by banks. Secondly, this
study looked into a definition of the relationship marketing and
constituent factors through the preceding study and examined a
causal relationship between the preceding factors and the
constituent factors which are key concepts of the relationship
marketing. Thirdly, as the customer orientation, one of the
constituent factors of the relationship quality has a great
impact on the customer satisfaction and confidence or the
future intention, this study proves it is a significant factor in
order to have competitive advantage over other financial
institutions. Finally, this study contributes domestic banks to
work out relationship—oriented marketing strategy by
comparing and analyzing the banks which are operated by local
community union such as Shin—Hyup and Saemael Gumgo and
other commercial banks including Nong—hyup and Su—hyup

which target many and unspecified customers.
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