Proceedings of Conference on Business Venturing and Entrepreneurship, Spring 2022
April. 16, 2022. pp.175-179

v d10 ) = -
EAE IZ2L Ao wSzHEe| ZYMdatof st 35X o4
=L =1 =3 (o) | = = al 2 ==
SS=R/ MHI27|gHe S35 & A2 JHE Sa2=
el
ZEistm, u
=YF
Z5tistn, ddu=s
222 9
FRU9R Qlsto] f2l= ofAZ AEsH XIW dARES vt vk oY A FellAE F3dAle I2VAbEY] AA
Al FEe ool wht sEeF G922 v AEAE A0 £t Uk FIELE S B &5 FEHe
SHow dsto] AR} A& 0w Frketa Qlovt IRU19 oAutE JiQIFe] - o7|Fo7t Ashde] wel XIAE FEL Al
deles g el 33 /de] 88 1ed Aor FEE 5 vk ol AgelA FFEF Mu2rIdS o9A &+
AL} A EE FFS BAE Polof uigAd HiE AE IS viE o]Zlo] & Ag-E FXIEH ¥ iAot
2 ATE FEER TeAd 7Y 1] ATt oEA FEEEA, Yoh ERAINA ]CEH 78R4 el drht JFE A=
Ag AsHoRr Auni, 589 2AFIHE T ORA A oRY AFA 0w &3 AAES AAE 5 9l Aol
Aol ¢ IAEFAZ Y A3 (Post Covid 19 Situation), A1 # (trust), & 3| (reciprocity), 797 7} (performance),
%A (distribution channel), &&E7F A]8]A7]¢] (air logistics service provider)
. ME (SCM) Moz Bhsl= FAlo Tl 2020) 53]
FIHTLEE B £43 TRAL SR A A
427 o =713 o] S LSl ELO J
szthoz Qalel felc o2 Aue pa vy ST AEREE DS S BESEeL e
i i . o]} ‘BB AT 0w udsthn A
B EEE SRR S0 ofel e o gyl (O O RIS B
S RO 4RAe S wed e gyas (1 TEISeR I Wi b A4
Al == o] 5] A o) =X
© RAS WY B9 AE ot v gpase S0 FTEIL S ARSI el Sl exchange
ATy 5 R ATARS AIHo sysm g teow) A SRR WA TR S oA
_ AR} 7F S8R0l =W pIE =9 xu]- Al g 5o
B2 el deel spegem, delean 9T IRTE A s S (AT
AR BFHE LU0 As] T of oo T eax e askel g elof wlthEmerson,
NORJFEL oMmg Zrbol|n Baa Ao o] ) 1981; Morgan & Hunt, 1994; Sirdeshmukh et al., 2002). 35
° AR R AE] Jo= =o = =0
AE Ao o et A, 2021.2.7) = AEE FEAE TS kel dvs Feln s

e T840
- %(physical distribution: PD)2]

ABE WA U Bdnsl dew

%@1 a
Z}AY,
A,
5&*&4 31%4 5h§}°13}. gvﬂl%

(logistics) 9} &&¥ o] AREEH, HTol=

* topl@kangnam.ac.kr
** mjmoon0324@naver.com

#7]./\] 7] oiyﬂ %L:Lz% oZ=

z—] IR Zj]—_/,\_

Agug A3 71352

AAY 208 AAGEo A 47140

RS

)

=

EEE Iqll"&:oﬂ(Doney & Cannon, 1997; Dwyer et al.,
1987), A& AlEsh=s 719 WAE AE FAdke =
=2 7Y &% (commitment)S R QITHMorgan & Hunt,

1994). 1%t Siguaw et al(1998) FFA AA] A



& A AR SAACE e o] 9
& Xt e I AR AR oles 51
Atk =, FEdAE TR AR BEs wiA e ste] §
Folth= Aot} o= &d(reciprocity) /NHOE A E
T Stk Zale Aol Slojd Aol v S
AstAYt A7l B oE He As WA o
&5 3HKGouldner, 1960).

T2 ©o]HBC; Before Covidl9)Z} ©]$HAC: After
Covid19)9] AlAl= &3] v= Zlojtt. FZ1H9 ofutz
A1 ZF S5 Aehrh oJHHAEA THRIF9]-0]7] 527}
Aspge] met IR o]F9 EAE IR AlelA =

o8 pdol FEAE telM Tesk 1ned Jow F
=8 7 Stk off Aol ERAHIAYIAE ofd Al Al
e Estal wAE Wolof niAS A3 Aw
A&7k vER o]Zlo] £ AFE FXsH | iAot

2 Ao A4l W& (research question)> Uk} 7
. A, 5‘#%% o%iﬂufﬂ z”? Jeozgx &

FA
N CEEIRE

3 Eﬁ‘
Ea by 1501 A7kE st FRY A% W
[e]

ai=

SHEQ=A ot 04??< So] zA}E vlRE &=
ZAWUFR st ERARAYIA ATl gt
A= giE AFHoR sy, IR A¥E 33

o ek bl TS R Al Bl e
TFolA FEEIE A F(trust) 2} &3 (commitment)
Aoz EagosM ATwae a4
(parsimony) ¥} A1-27}5/d (practicality)& #| 13k 2} S,
AnAoz B AT GIER FEAY TH 00
NS} oA FHEEA, ol Aol Avht g

e ‘1~X1§ AzAow AvH, 339 2Hdans
Fﬁﬂé?}é @v‘i—%ﬂ o} ARAHoR {83 AAES

Alolut 224, 719 7he] BAlNA AlF 9] s A
B2 AFES A9 SR AlE(credibility) 2}

3 %(benevolence)E =01 ‘th’del st xztdl A& &

176 2022 Conference on Business Venturing, Spring 2022

PR AFE Qs o]FkDoney and Cannon, 1997;
Ganesan, 1994; Kumar et al., 1995). Al-&o]gt A3} Al
AT AR ABARl 7HL§£i/\1 Aol ofgks v
Aoz FY Flolgh= ootk 39 =g s7]9
AEE =pA0 QdozA] At Exo AAE 7

Aol glow, &9 olds F et F7IH7 Ho
3= Flolgk= H7Fo|thDoney and Cannon, 1997). WHAIE

M= tiFE el AlZATTE o]Fo1H gtk
Ak 34 SholA 7|dES AAY Jslerow 1
o} AR HEVET SEHel HAuAE TEHem

—_L
H
Mo
7
S, ol JAAE B FEY A
o}

=

.
it}
N
N
=
[
>
i)
ko
o
ol

T~ IO

L Eo AFE PR Y Aes Eolv v
TR ZN TEAoRE AulE A 71859
HE 7w A =2 S0 Byl Fuls F7)

H X ofN

l

—roﬂ(Doney & Cannon, 1997; Dwyer et al., 1987), "<
A e 719 Adiate] dAE AE fAstuar &
Z1olt}., Morgan & Hunt(1994):= ©]& =%](commitment)©.
R &5 ARl AHA AT e F
Q8 gt WAE FAE] SlsiA Hge s
&0l Zbow Aodnh 2AEYL B o
F E/1, S 2AANEE
AHEsh, Algold wSFH, 2474,
s etk B9 AARAIR G Sl
Q1w ARS]AQl wEhs
- AT L FAo] He HAE FAEE
AR Zwo] gtk Z7)olE 1o HilE
A Wb R RGARE AnAEE ATt
HHEfjofl = f-AFSA T(spurious  loyalty)”
k= o] BHAE AT Assael(1987)% ]:Ei A
AT ZALE Egudate] fak 2AA

— bTo= ?l
fude Beres Feme, Bae uslsl
ARAE Holm, dwrHow e FaA

N
>
—ﬁmo
o

o
A
-y o) ox it

_V;l
e
rlo
ol
ko
il ot
o
et oo oz okl X ofy do O 2 2 ® T

N

—d
o}
o

:L 2 o2 i K
O
4
ShiA
_O|Lt
rlr
i3
o,
VRS

AFJ
b 12
iR
_V;l

ol
o

Hy
Y
L)

).

f
ta
_I}L it
_O|_4
My

)
bt
i

r
W i
rlo

X

ojr
ox,
11
=L
N
ojr
2,
=
o
=1 r
_HN'
kr
iL)
=
=
e
dlo
o
Fu
e
©oox 1P oz

component) A4 QA (affective component), 54| &4

Z>(conative component)®. Itotsh= A} fFAFSHAl, AlE]
7HL§°1]¢ FEowrt TEETaL = 5 9 slojth A4
¥ dder HERFAAE Y HEE & A
7 st e QIAS} e AFAA Z A
BEA oAEdzt2 A HASFL 9 THRobertson et al., 1984).
olgist @etolA] Moorman et al.(1993)2 &-l(confidence)
Sk ddelAl dgAetAt s 2oz AF(trust)E Y
ot Stk &, A# 9 5”524‘1] 1ol =914 Blojt

2Tl AFREY a4 g4e Ans]

>

4
|
off

>
2ol

Bloo

g

Q
a



o BFYmel gt 45 A YFER MHANYY Y A NI WE2 FHo=

el EQdS E3ste] AEds &

TuAs Adshs 719 UE T O (credible),
a7l AL A7HS 2A=(benevolence) &H AR <
Ao A B Aolmg, A= 7| x84 o] K (Ganesan,
1994) A A (Aderson & Weitz, 1989)0l] &S w| It}
A F= ohekst aQlel gsto] FAddTh 71EAT e =
A 7199 B3} A7) 7K Anderson & Weitz, 1989),
A7) AV B H 9 2 S (Crosby et al,, 1990), “Th
7199 59 - F71 - 9 2 A" 225 (Moorman
et al, 1993), 3711 e] Eo]AHHFEA Ganesan, 1994), 7
H¥f(Morgan & Hunt, 1994) o] Aol A}
Doney & Cannon(1997):> 1|7} 24 7} &2 114 o
3HOTL; 7Ho] 7]_01] Hl/\gﬁl 2= 9\}\

5, A7t 1
Z4 7] AlE of‘%—% w2 a1, v
2 AR, RIS ARQAE HE T2 i
A IS Rtk AE ASF L

i oR

Frazier & Rody(191)x= &Ad T4€9 244
glo] A= Akt 7ol ol

RS

(coercive)]
k= AS ASHSIYE Kumar et al.(1998)% 5%
OJEET} R o= %o A (pumtlve)o &y
e tes FEgeEA 3% #A F)
"/F Aerz ZAARL 3l 5”/‘}01] T°H°]= ghrhar
APEA1E
(market orientation)©] & QA AFA A A=,
2 AA AFE Al viAle 9T AR
A SRR ARl FAIA
o7 o3t A9 e vRGy FHs 1 AR
AR olE2 S0t F, #EdAe TEAAY AE
= WA O}O% S %"ﬂ‘jr*li Aot o)E BT 3
(reciprocity) 7'd gAe 4 9ledl Palmatier et
al.(2009)> ¥ “I“X]'ﬂ' A eF =)ol A= Jio] A
19 g

AEA 2

ﬂllO :10

q

Sriehe Aprozne we A fete] we ud
gp Regan, 1971)01} <At

Aol LoAE BISHil &
gl Ao s9e tiste] so®

oAt el 5o el ol

= 1;1.,_ iJﬁ OE z%;Hz%o sg%oﬂl: Eﬁvor 241;]]24 oz
HH-8-5h= Z’(Fehr & Gachter, 2000)0]1} AFoile] 143t
BEol deire BEeskArt BXAS Bl disie
K35 71 (Falk & Fischbacher, 2006)°l142] $3]= 59|
of theh B &8, e ofole dist B =5 i
ks 104177}%1 sEsksta Qlvk #ARHAIR Al 55 o] 9l
AL 2R A FEls F el A xy
1 (Morales, 2005), ZAATE thF 94
Jl ZEE v vk ssle Aol oE
ApsiAY =@ A A He As BAska
(Gouldner, 1960) dtidel thst 2l=E FHFO=EHN
(Gustafsson, 2005; Jones & George, 1998), 7|14 7} w3kt
AL AE7Fsde =Y 7 AThelEE &, 2008). 534
]l s ARL 713594 dsoly ololSthEt BE
Al FEold FTHES %‘ Aolgka o] 7ltis
A Fozn 2] digh AEE Y F ti(dEetd 5,

2014; Palmatier et al., 2009; Sako & Helper, 1998).

o
rulo 1o

=2
Y %01'
k)

wopoltt. ofAH S FFstEl FEEFC] THE
1% ol EdskANE F7HA] 7SO0 2E oF 35%¢°] Eet
Ao H(3]3]%, 2018), AAFSTFES] S, HAAZ QL
TaAkERE(SCM) ] 8y 7 Tl dd FduskE &
SAL qPEE AEA 0 Frkekal Stk

ERARI A7 % —’F% —r?M 0101/‘1 TRt ﬂ%‘—%

ki

Hia: BRAE271999) £571900 et

@9l Aol A A A el

Hib: 2541271919 A7k Sale BRAu27)de)
]

Agol Agel mAls Y&FE 24 ot

BEWNFRGY EanS 20228 48 177



D9 - 2R
Ha 571909 BFANAZI dg SO A T R4 olgelgith 201d 129 F F 30059 AF
2ol AFo) Fnel B w4 et A% shsEstel A Aok 2477k Sl o 03

MB|A7Ie] A7 Sele %7

H2b: = o o7}
A7 AFe nXE dEFs 24T A
ojtt.

EFAEIAYIYT 5719 29 A EFAEA
71%] BEAT A+ = vR Rojo.
3
h=, AWB Ieyn
MANIFEST 9l NG & WEIGHTING
27| Z8 9 AWB No.
YAt EE
oot Pickup
227|¢ M2y say
ojlef
stFE71Y
<08 1> SFMH|AT[o| 5

ERAEIAZIG g, &F
1*71?14 EE71Y 2] AF, B
T3 gAY WAe o

M4 E&(conceptual framework) .2 T2}

25710l e
Alg
ME

(credibility) 2&71%0 thgt | | ERAH2IIY
g - dgd8nt
s £7|900] (trust) (performance)
z9

(benevolence)

x|ztel =3
(perceived
reciprocity)

<0zl 2> 2 7o NN 2y
3.2. Rt2$H

SR A& A3 0SS AT 2R
7ol Al Alnlsol 7].z1— 2 9%y
20 A NS Fesieh 8 $E9 A7 2

R

178 2022 Conference on Business Venturing, Spring 2022

3] B8 2ok =
2 AEAES ALt 2127H4 HEAZ B AT A}e
SRl ¥ AEARE HlwA w7zl oF

2]

v}, -85 2 fH(non-response bias)= $THil (H3]

F943(2021.02.07.). Z2H & &Y. e w
ok A%HTA,  https:/www.yna.co kr/view/AKR
20210205148400003 ?input=1195m

1o ol S A A 6-5121(2020), Hllg. A
£ TP

Solobolul AR A RF014). tiele] HAlsle] BAlaAe] v
A 9F 90l )] A4S FUOE YFEIIT
32(5), 107-121.

o] &8I 8- 5 9H2008). B a A Aol FEdRket
TR A7IAEFA AnfdAle] mAE G KEPEE
719E THOE. 75T 13(4), 71-95.

5131%(2018). F3LEFUYE AR AL FYL

Anderson, E., & Weitz, B.(1989). Determinants of
Continuity in Conventional Industrial Channel Dyads.
Marketing Science, 8(4), 310-323.

Assael, H.(1987). Consumer Behavior and Marketing
Action. 3rd ed. Belmont: Kent Publishing Company.

Crosby, L. A, Evans, K. R., & Cowles, D.(1990).
Relationship  quality in services selling: An
interpersonal  influence  perspective.  Journal of
Marketing, 54(3), 68-81.

Doney, P. M., & Cannon, J. P.(1997). An Examination of
the Nature of Trust in Buyer-Seller Relationships.
Journal of Marketing, 61(2), 35-51.

Dwyer, R. F., Schurr, P. H, & Oh S.(1987). Developing
Buyer-Seller Relationships. Journal of Marketing,
51(2), 11-27.

Emerson, R. M.(1981), “Social Exchange Theory”, In:
Rosenberg, M. and R. H. Turner, (Eds.), Social
Psychology Sociological Perspectives. New York:
Basic Books.

Falk, A., & Fischbacher, U.(2006). A theory of reciprocity.
Games and Economic Behavior, 54(2), 293-315.

Fehr, E., & Gachter, S.(2000). Fairness and retaliation: The
economics of reciprocity. The Journal of Economic
Perspectives. 14(3), 159-181.

Frazier, G. L., & Rody, R. C.(1991). The Use of Influence
Strategies in Interfirm Relationships in Industrial
Product Channels. Journal of Marketing, 55(1),
52-69.

Ganesan, S.(1994). Determinants of long-term orientation in



EAE IZH N9 5MES 8

3

T BEER MUY TH F NF WEHE F

Al
(=]

o=z

buyer-seller relationships. Journal of Marketing,
58(2), 1-19.

Gouldner, A. W.(1960). The norm of reciprocity: A
preliminary statement. American Sociological Review.
25(2), 161-178.

Gustafsson, C.(2005). Trust as an instance of asymmetrical
reciprocity: An ethics perspective on corporate brand
management. Business Ethics. European Review.
14(2), 142-150.

Hill, C. T., & Stull, D. E.(1982). Disclosure reciprocity:
Conceptual and  measurement  issues.  Social
Psychology Quarterly, 45(4). 238-244.

Jones, G. R. & George, J. M.(1998). The experience and
evolution of trust: Implications for cooperation and
teamwork. Academy of Management Review, 23(3),
531-546.

Kumar, N., Scheer, L. K., & Steenkamp, Jan-Benedict E.
M.(1995). The effects of perceived interdependence
on dealer attribute. Journal of Marketing Research,
32(3), 348-356.

Moorman, C., Deshpande, R., & Zaltman, G.(1993).
Factors  Affecting Trust in Market Research
Relationships. Journal of Marketing, 57(1), 81-101.

Morales, A. C.(2005), Giving firms an “E” for effort:
consumer responses to high-effort firms. Journal of
Consumer Research, 31(4), 806-812.

Morgan, R. M, & Hunt, S. D.(1994). The
Commitment-Trust ~ Theory  of Relationship
Marketing. Journal of Marketing, 58(3), 20-38.

Palmatier, R. W., Jarvis, C. B., Bechkoff, J. R., & Kardes,
F. R.(2009). The role of customer gratitude in
relationship marketing. Journal of Marketing, 73(5),
1-18.

Regan, D. T.(1971). Effects of a favor and liking on
compliance.  Journal of  Experimental  Social
Psychology, 7(6), 627-639.

Robertson, T. S., Zielinski, J, & Ward, S.(1984).
Consumer Behavior. Glenview: Scott, Foresman and
Company.

Sako, M., & Helper, S.(1998). Determinants of trust in
supplier relations: Evidence from the automotive
industry in Japan and the United States. Journal of
Economic Behavior & Organization, 34(3), 387-417.

Siguaw, J. A., Simpson, P. M., & Baker, T. L.(1998).
Effects of Supplier Market Orientation on Distributor
Market Orientation and the Channel Relationship:
The Distributor Perspective. Journal of Marketing,
62(3), 99-111.

Sirdeshmukh, D., Singh, J., & Sabol, B.(2002). Consumer
Trust, Value, and Loyalty in Relational Exchanges.
Journal of Marketing, 66(1), 15-37.

BEWAFRGY ENRae 20228 4

179





