G AT M14A 2001E 78 (pp.63~76)

JIMHIA A4 Q% I Fefol 2t AF 2171

..................................................................

AB) 2(business services)= AZ oY MH| 2o AFHE AGAH RFe HujazA A

T M E
SINTHEIT Y hs BYET

E-mail : nohj@dragon.yonsei.ac.kr

..................................................................

Aok ol FLAAE B8}

24 %% 2 A Belo] AFHoT 1B

i 719 Aulx BoF dF e A eR 2F3 ¥R o) Matthyssens and Vanderbempt(1998)
T 71EY Mula A7 FoA A Muiay dg 2 A" A3 Ao vFe] Ata
393, Morris and Davis(1992)9} Moore and Schlegelmilch(1994) G4 AgiA) Mulx wiA" @
7o B3} o] Bopdf uY e #AY g7 oS A™sia Yt

B dydAe @5 7194e dyes 7Y Huja
StATh A7 AHE L5, FFA FALTL B BAYC] FHA AR AR 3L v
A Bafar glor, 7k a<le] G3kae] sgishes 28 Add Fupdstl A vlnsigid.

..................................................................

LM 2

719 Mvl2(business services)®= AZY
o} Mul2Qle) AFTHE YA F== F
AR AE9 MulA2A I AHla
AN o w2A s A =
< HFE 2R ot w5 Aulx Ak
AX 2 FA o3td 1987:3-1992d F¢t
719 Al GA 9 mEdE 77 2%,
3% AFES YeR AHCensus of
Service Industries 1987, 1992). 719 AJu)27}
A2 AddelA AR HFE QA 9t
14 "ol - 17%, 29%2A b A&
Bt} FAE Y 1 9HCensus of

=0
T

* o] =E

1998

ra

ZtsAE AV e

Mo

..................................................................

Service Industries 1992). %9 A$ 3=
237 BAAY E5U1Ed w2d Vg
Al 2E AAAE ARAZ FEE gle
o U3 SAH 2H7E) 929 719 A
Hl 2= Ak A2 (producers  services)
of ¥3s)o] 9o} Park and Chan(1989)<]
Aol s 719 AHlaE AAFYPeR

TE 1 ¥Fo] AXga sYEsd I
o] A$E od9e ohh uwEha AulA
FaAAE 719 Al AlPge] FAR=
AL H#E & A BEE A 7R

63



LR

$kth Matthyssens and Vandenbermpt(1998)
= 71€Y M2 AF FoA AAdA A
29 #¥ 4 viAR JdFE Aiyez u
o] A9x 393, Momis and Davis(1992)
9} Moore and Schlegelmilch(1994) 2A] Ak
QA Ml mtAR dF9] B3 of Fof
o g 2L AN I %8."3% A A
S ok wEA B dFeAE @ 7]
e OdeE 7Y Muls & 53 %
At B3t HFHo2 n#d9d

Il. OI=X i3

719 A4 2(business services)E= =)
Az AbdeA wle mE2A AFsE F
Al ¥& HFE AR Y. Wilson
and Smith(1996)] Aol 19823-1992
d 103 B w= 117) Eof 719 AMnla
E BA% 4% o Hd JFE) BF
GNP AZEET =2 °)F 47 Eofe
GDP AAErHT 28] o) Esidn 3
ol 719 AMI2E ‘in-house’ FHFL|E
R A ‘out-sourcing’dtE TS
2 Be F1 g}
o= FUlE(NAPM) S ZAbd) 9
st 714l AMulx Fold] &3 H]%

.
o jo

(54%) 8 AFY 7 vl&46%) S =
Byen, o 53 AHlx ‘ﬁ(SIVh‘
AR FEE26)N4 F=2Z AUk
a4 Az B 7% AF 7l

o &3 H)]8(61%)0) An)2A Fn] v&
(39%)8 %75} HFearon and Bales 19%).

Dowst(1987)9] ATFAME 719 AMHl2
7t £33 AF Fuirg & 3718 Ef#
F3 9tk g R 34, P&, AT 2
AEA 2, 493, Ak Bd 2
Al Ayl A7 2 YASl A
GF7A AETFANA op2AAE AP0
A8 AgE 1 3ok

719 AU AE opAAFE oli e A
A, AFH AZEAY {A/BF AH]x
o BS ASHo=z R AHAE7E Ao
S7E 1, B4, B¢ 2 A, AE, 247
HEY B JRAA 2g W= o] Bt
o AR, AA, YAl AF HIE
o] A$ ¥ SR dEAe) B8F}a,
A, YA 283, o|HE SJA} o] ¢
ARz WA AH AL oL A=
o] || wiolth

719AH 29 FoAFNE EF3tL o
of AfE AHoz 4£E3F gFojA
t}. Matthyssens and Vandenbempt(1998)
E 71EY AMuls Q7 FoAA AREA An)
29 #e) 2 wAR AFE AdiFez v
Zo] At}a &1, Moris and Davis(1992)
9} Moore and Schlegelmilch(1994) 9] AHA
A Au|= opAR AT BE3} o) Fofo
A B2 AT A9 da4ds AAS

I gith

]ﬁ Aul 2 kg &

Sk

KeR
T
e
h

rEL

¥ A

23w A

1_0_
o\_

_I_A

O} AA (outsourcmg) A%
34,\1‘3} Skinner(1974)= AHl2 7]
A A E FAoRE A3 A=

Jasior st sEA e A

zge FAANS F3a 9o

)

Emlomzﬁ—h
h‘-lYJRH“
ﬁﬂ~m{n.1

-¥E

EREERR M43 20019 78



IIMUIA A4l 2

&
=

2

'6;}-

T &k

o
0[>1

o7

W, 2 7M7) (virtual corporation) 744
9A 9R-gdste S AxEtn Qo
T ZAL 3W wZe] A9 71 Mula
b AAS- 19939, 19943 ZH7 Ay
23%, 40% RAxY F71E B F1 Jo
(Lewis 19%). 719 Muze] okgaio)
Ae ARG we ngAgeld Q9ns
olg}= A=A E;Hoﬂ}q ul-ﬂob} A2
ANz 7149 $37 FE AY Au2nA
R AR 7}1E o) &3= A o} A)
Ndez vidn go o)gd AL 7)g
AHI2E AR o2 fdde AR gn
M zesE Aol BT FHAHQA Aozt
T A7 71238k YHTschetter 1987).

719 A2 FFA 23 P 7199
2R84 Add 9% 73T A A
Hl 2 97 ANAL) AS FIFAY A
Ago] ofsteld o) 7|99 gF F3yo)
BEE 2s 5 o 53 9F HE Ay
27F 71949 A Mu) 29 B-o) gl A4
e 9Hd 9HE B & 9o 2= 7]
A Ml FEFR ARe Hulx fyu=
ERHoz 2gsolol #E Jua
Mul2e] Fawe e FFA HF A
gol AEHoz Sasjojol sn Aulx
T8 IR IR A4 FHe) 2uy
L2 FeFolok TS AAketa gl

N 27 B & I

1. o7 2y
1) e
< 479 F2 )

54

de 719 A 2R

o AFLE 239 = 719 Al 24 7]
A9 #o Z(involvement of service firms)
9} 48 A (focus of benefits)o)th, & o}
g A7HsEA 7 Mua 24 3R

(1) &3 7139 Bod=
T8 7199 BAEE 2AFE Aua0)
Tl 719eA o= AR FRIRAE J)E
o2 u#e Fojd3Hhigh involvement)@
Ade Fulid3low involvement) &2
3k o
Ho e M Tt

z2+3}st7] 9
3t 7194 Al FEa A3
!

o] At
FR=E7F A
TES AN
o FAHLE FAEI B TSI
TRE7F WE 7uiRERE A7 A7y
HlaskA sigich RAtel Al AAz o)
e FAHY AE ALEEA HEES
ged TAHA Az FFRE WA
=5 s weF 7oid A9k ggw
TAHA T L S HRES
243

3}.o.
=
Al
<

S

(2) *c! alré 29
X303 Zt Ad &3k 719 M
H A 24 4733 ZF dAM (= gl A
BEA 3Ea A4, A%EhE F8 1
B 298 FA02 390
Uz A dAME Hulx A% 37t
o dolx, AZAYPE, FFA ARHA)
Ae A AY-HRAYE, wslde
A-7HE84, 94X 2 FRY F2EE A

m]n

EREEHR M4 20014 78

65



AEE 24 HEE ZHFE WEE 24
oz 23399
V5 Wre 23 :

2) ARTR, T8 F2 4
SAA By

T A7 e ®Eol AEAE ¥
S ARg FARAG. ARTYYe
AR, dat, ¢85 s )%
ﬁt} 3 FGIE Baj 224 SLES

€ AX A JF EANES F4sen.

SHAE 2 7199 719 a3 g

AR FTEA L FolRAoA Al s

ohagel Belstt B BRHAL
A79 5434 FL9E FAFD A
A7 3% FEAG. 484SR HxY

o[o :10

% 179 3o $9A ]71]/\1 ARG 3¢
S "ad 73%’-01]"5 7195 AH 4E
A $Ho Aag %3}"3 ARE F
Hatadh A3 2 oA e Fat HEX
o Wak ofFo)y AR @it F ok

SH7IGH SR AL Fopsly] 98
HsEAS s, 7 HES 9 %
0 3 & (paired-samples) t 751"((1 =006 7]
)1 STk 18570 7ol H= of
AREE AT ol 185/500=37%9)
& 2o FG

T AL
oo X

i

2. AT TN

D a7 7 1
T 71 BRI} RE £ FFA A

A gANM 7HF 8o FAFHL, FHE
=€ 5 97t 2o SAEe AY
]

N

=
It
2=
Ir

o3

_E,

Ostrom and lacobucci(199)= FL2%7}
@ AuAE Jrte B9 Hge 2e A3
AFA 2Qd T2 HFE Fu FLE)
Fo AHEE B AS £45 2 9
744 QRle] ZxHE Ago) om o
2H &9, 474 e NFH/FL_A49)
3 Mula Fuls dAFE Q) Fof AL
HA Hed o) A$ F2 HAA Jl4E F
7] 989 &L e AFo) =0 ‘&‘i‘i
o YJF M)z AAMY Mulxe) go) 7
HoAL FRE7F & AMula FFEA 2F
de Mu)2 4 94 AFxg 7L u)
AN 8RNo) FaA G

2) A7 74 2

T8 71 BRI 25 F FEA A
A HANAM FFA FA4 E(source loyalty)

7} EZokxn °L—§: T3 yAE N49d
(perceived risk)g& ZrAaslEE 7 dko] =t}
BTl @2 AMux )& %’"%1}7}

DE YA G A T2 TIEAE 1A
'6}‘_ AL 18 FEX o a3y FBo

n)
2
_Z:
E;

™
B
o
o,
ol
—{o

f
o
)
o

= %lt&t} Puto et al(19
AGA FeiRrE 7)1EY BFEFAb) 2AEE
= A%e AZHog v 73_6‘}92 , i@

66

ERFEWE M14d 2001 78



JIgMla 24 8

S
=)

54 a

© 7 9=} LA
s ARG BARI B2
T g ‘Q“J@Ei A8 =7t
o ol A% A A Aol Y u=F
2P TIAE Asste Aol e
Mitchell(1990)¢] AN T F32F FAHE
7b AAJA Foizte] Fad APps A
L2 #8931 Y-S Basn gl

3) |9+ 7M1 3

T 714 BRI} B24E Yz I
AN HF F8aHend-user)d MYE
7 ¥3, ¥EA AR dAANE 19 @
2 ZHtop management)?] A Y=7} &t}

HAETE & AHla FojdEE HF
FEHAY AL WP By ¥k E
8 HEAJ AMul2x 7ol Ao AR
e} ool ARz wradsjojop 3o},
ek Uz 31 dAld Aula Apke
A8 A3t HF Szt 7o) o
etk #A "}?SM' add ¥ Aux

2 334 44 BAIA 2998 B
F5Ael ¥t & AFHo aEA 3
A AYsAY A3 e BF o
AERBE WA He40) B

785 AR Fo
=7 & T -‘Jr7§ (complex
buying)& AA 1, FQE7}L & e &
AR v 23 (habitual buymg)a AR A
HHCunningham et al. 197). 714 *1“]
Toie] Afedx 719 AR S
ANZ2E B9F JAER S, L°457} k3
e vE AFmE gAEARS FH3A
ot et AR AMuls Feje HS-
29 d¥A FF(variety seeking) B <

B %3} (cognitive dissonance) 3¢ 9
AMNERE AAE & o 719 Aujs &
A& gty oz FeE F7817] WE)
olge] H4rtsdL Futei

to e > ¢

¢

M

)

V. Jtg 8% &

1. 7k A= A1

-

DM 19 2% 7ar+
7 19 A1)

2
7]’ xa T% :’ol‘g'x]’ }\‘j

P“ 19 713 H%P@l OFadA AA

Nzoz 1A 2859 @EFAA AR

4) A+ 7H4d 4 JZzo2 kA 20lg Zote TR
T8 719 BRI ¥&5E NELS F Ad9p gy

Ynew wsk) IR, N1 BAEA  <E 1A ehbso) b A% 25

FETE B A7) (straight rebuy) ¢ B7HE 898 F8E ZRAGME 7HA9)

Na4 g A2 saol wo EHT YA A2 FRE Fuo)

ESERIFE M 147 20014 74 67



L R

A JHadge itd 292 RYFa g
o 2y AdiEel SFe4e bAEgy
a@e  FudeME wzkd gel
(1604>1.823)°) B F2AIHz g3, A
#o TPt 7HE 2.9(2.044>2.282)
o] AR ¢ FoABLE ¢+
O BHoh $AHQA BAE olgdA AEE)
At

(1) 14899 Fax

<E 1>AA YehgRo] FFYH A7)
Fo2 M49 FoEE AWud, v

TR A Ao Fopdgeg 54
o T8I} ¥ Ae® Yehta glow,
n@A-AAq FHRERAE {oHQ
Aol7 EAFT o) A BRI} IS
TE 7H48Q00) B FAE AeR 92
3 JMdE gwkd Rt Ax 3 #
A7} EETE A AR TiEe=
7H49 F87d0) BAE & F Aok

ey A A
IR

(2) vi7td 899 Fax
<E DM Ueixe] 3AA 4371
TR H7HY 2A(F 3R, B4, A¥E %)

=8

b

Z ¥Ry, 3o iyt

¢ A#d FeAF3Eg wrHg ﬁﬂgl
FaE7t e Aoz Yea glen, 1
Fo-AT FudEzE FAHA
o7} EAt o] AAe BRI} B EF
5 17k 8Qlo] H& FAE A2 oA
3 7145 %H*““’ 7HE RAeld. A=
T ALt BEFE FIFIA A3 V)
Fo2 H7H4 3.?191 T84 HIR S
¢+ Ao

9
%!

i

Z

"o

2) 744 29 7
A 20 Al

et
=

Az}
T3 7199 #9=
7V #ET5E FEA AR QAN TEA

X S (source loyalty)7} oAz o2
St WAlE A7) 8 (perceived risk)
adtEle Ao wolklde #AE A
1z} g o) BAE HEFFHI] 93
o FuiAdE QA8 FoidEs
skt

71 29 AHASE A3 OFA AdAs2
AE FFLAY HEEY QFFYA AA
Al Fojer AAE ANy HEE FE
dte} AR

=
=

L
=

HHE‘JU\‘OW

@
H]

(10 71 19 258 A% 1 AF 2
HEEY nde] Tl | AR TR |ty | RABE

FRYA 4 NFe=

1.823 . -2416 017
7],7_:1!3‘ ZQE* 8 244 241 0.0
FAW 47 zoe

1. . -8. X
M7 2918 Fawr o0 2282 8450 0000

* A 1=

83t} 3=REo|t, 5=43 FQ3}A %t}

68

ERERMR Ai4d 20014 7



1gMe| A 24

2 32

s A

i
ol

AP

(1) 338 4=
<& 294 Jehtxe) 7HE AHE: 2
TEHA FAE 13 Fujag A A
Hog A Jehdxn A% i 7
333 FAQA o)E BYFR ain

At

(2) X749
<& 22X YehgRe] 2IFUA HA
Al ARG AxE ‘nde Fujaar>
‘A Fod e BYFa Qo Fuj
BB Zpol= RKoHold). o] A= T

E7h 2852 A2 ¢ ez d
A% M dude ARE oY 22
Fo) BAE} £25% A49Yo) Eo)
A% e AL s 98 A
oR ZFA FHEY AW Y&e AN

3k Qo)

3) M4 39 %% st

Hend-user)®] NY=7 =11, T34 A3
DA M= 29 FE)xHtop management) 2]
NE=E} =& Rolge FAE HFFaa
gt o) FAE AFEHY] 98 Ondd F
g3 @Ade FedEs vasig

71d 39 HFE Y3ty OFFAAE A
A3tz 27 dAAA ATE Mulxe F
A #Ho] glu(@Ee I AMEe) A
o MY A= @QFIFAAE A= J
F GANA HuARAR £ 2B A}
AP BEZ FE3He] AH R,

(1) 27) 24 end-userd MY A=

<E DA YdEhRe] FFJANE A

Sl= 7] dANA end-userd AY A=

7b 1] oA Auldoes 3EA

Yept i QIAR A Fejdsts fo 3
QA Aol BFA) Fapa Qioh

(2) 8% <4 top management<)
MY A=

M 3lAE Anlz d A9e BEE <E 3>eld dehtRol FRUAE AR
7 ESEE U2 I AN AF Fd g 33 WA AR £= 19
(B 2: 7Kd 29| 458 st t #Z &3

HERY ndel Tolgg | And TR |t | Rous
A AN e TR
Ao} 2.148 2.243 -1.386 0.168
THYA HAA Tt
B8 A9y A 2590 3.017 -3.099 0.002

* AL 1= A3, 3=RFo|t, 5=13F HzHA ¥
xo

= Ae: 1=n]$

& AFE =7, 3=R Folt}, 5=33 4PL =R e

EREemRE di4d 20014 78

69



™ E

(R 3: 7Hd 39| #E2 #st 243 &)

. EE Awel | e
ik g | kg & | wesE
FIYA 44 A% BAIN 27

2. .1 -8. 0.000
PHEE TABLAN) NG e % 3171 %%
FEA 44 271AN enduser
9 YT 2470 2591 -1.779 0.077

“ A 190 Bt i ¥ 3=R%eldh, 5=3% /dstA @eth

AR AY AxE ‘DB FuAE>
‘AR PO S BAFD glow T
A7 Aol HojFolt) o] AT: o
=7 2848 FFYAS AR AF
SANA HuAdA B 1B /)
2 3% e 9

poc
lo

4) 7Vd 49 A5 A3
M 4ol M MHlA FE 7)ge B9 s
7 5452 2L BYE (new task) YA
244, 71 BRI REFE v A7

") (straight rebuy) jAH2A FHE AT
7Fsdel e #AE AT I
o] #AE AHFs7 A Ondq T
g3 QA# TSRS wudAch

7H2 49 AZE st OFF A A
HAo EZAH @F3FgA 93 HHo
Hoe $4 glo] g ¥EAL 448 7t
Ae A=z TEs AHET

(1) 2FYA 49359 2344
<E 4> YehRo) mpe Tl
A4 TFYA AR Bgo) AR

(B 4: 7Hd 49| d&g <8t 23 2D

AEEE TR Fel 3R | Awe] FepdE t gk o &E
THEA A% A
By e 2481 3.149 -8.207 0.000
THEA 2% A4
Sansl A 3198 2.768 4867 0.000

2w I=0lg Bt 3=nFoln, 5= 2aA o
= A 1=hg Bk Aolt, 3=nEolt, 5=35 wewAolA o)

70

E2EERR A48 20014 7€



71EMHEA 2

o2 3l dEhtn Yom Aze Fupy
B3 £949 A2 Yehn o we
A 7 4] BAZ A 923 9o

(2) ZFUA ARFHA ) DutrA
<& £AA YehYRe] A#e Fojda
AN FHLAA AR AA Y DdenutEn QA
o] iAoz 7aA Jeldzn 9ow 3
o TR F9HA o2 Yz
Aok mEA JHA 49 BAE e Q=
3t glok

M A% A%E 4WBY, 959 3
)% BAFI Q& BA FIH gl
M AAND BAE 7&%}711 %‘%ﬁ}ﬂ
A Aoz B 2
o Bedsl AL B 44 290
FS wAA Rahn glem, sAe 93

ke ge Az FopgaelA
. dedoz +d s9e Bels
M= AR FHE) Fap) 93
.

A7 FARTG QA 3T Q7
Astel 2 AR AL, 3R, 719 A

Hl2 okgadel RAL RRE AA s
A7t BLs ofgade] 7@ Au
oA A2 BAHEA B2 o)

o0k

[e]

—

k:l);LE.Iﬁ‘.oR
(o H

j_“*mzz

=
=3

o AAYL FFAL & Ao BBA o}
2249 05 AN2S Hea Tl
9 A7) 4as a7d,

719 Mz A A7 AHle A7
Fole] A WAL B2 3T Mu|A
718} BAY FE AM a7Ed &
B4 A% @A 719 MHEE A
R "M AR A wed 5
Aok B3 A% Aux 719 ¥ A2
of Eds) AN I Hulx 1G] BA
2 Fo] WAFY] WRe 7Y Aux A
ol izt AARY A77F Do

1S

1. IEd

A4 (1992), M2, BAETL
443 (1997), AHl = °§%ﬂrr’4
oA (1997), AW 2w}AR, &

2. 2=EH

Aljian, G. W. and P. V. Farrell (1982),
Aljian Purchasing Handbook, 4th
ed., McGraw -Hill, New York.

Babakus, E, D. Pedrick, and A. Richardson
(1995), "Assessing Perceived Quality
in Industrial Service Settings: Measure
Development and Application,” Journal

e _'EHS}E} Oiuﬂ H Hlag o= Al of Busmess-to-Business Marketing,
y‘f@' sl EEBHX]L O}TA}]% A1 g Martin ~ (1986), “Some  Strategy
EEREHE M43 20014 79 71



"™ E

Implications of a Matrix Approach
to the Classification of Marketing
Goods and Services,” Journal of the
Academy of Marketing Science, Vol.
14 (No. 1), 13-20.

Berry, L. L. (1980), "Services Marketing
Is Different,” Business, 24-29.

Berry, L. L, V. A Zeithaml, and A.
Parasuraman (1985), "Quality Counts
in  Services, Too,”
Horizons, May-June, 44-52.

Burton, Scot (1990), "The Framing of
Purchase for Services,” The Journal
of Services Marketing, Vol. 4 (No.
4), 55-67.

Bienstock, C. C, J. T. Mentzer, and M.
M. Bird (1997), "Measuring Physical
Distribution Service Quality,” Journal

Business

of the Academy of Marketing
Science, Vol. 25 (No. 1), 31-58.

Boyt, T. and M. Harvey (1997),
"Classification of Industrial
Services,”  Industrial = Marketing
Management, Vol. 26 (No. 4),
291~300.

Brensinger, D. P. and D. M. Lambert
(1990), "Can the SERVQUAL Scale
Be Generalized to
Business-to-Business Services?” In
Knowledge
Marketing,
Marketing

Enhancing
Developments in
Chicago: American

Association, 289,

Census of Service Industries (1992), U.S.
Department of Commerce,
Census, Washington, D.C.

Chase, R. B. (1978), "Where Does the
Service

Bureau of

Customer Fit in a
Operation?” Harvard
Review, Nov.-Dec., 137-142.
Copeland, Melvin T. (1923), "The Relation
of Consumers’ Buying Habits to

Business

Marketing Models,” Harvard
Business Review, 1  (April),
282~280.

Cunningham, L. F, C. E. Young and M.
Lee (1997), "A Customer-Based
Taxonomy of Services,” Advances
in  Services Marketing  and
Management, Vol. 6, 189-202.

Dobler, D. W., L. Lee. and D. N. Burt
(1992), Purchasing and Materials
Management, 4th ed., McGraw-Hill,

New York.

Dowst, S., (1987), "Buying Services with
a Smile” Purchasing, May 7,
62-65.

Dowling, G.R. (1986), "Perceived Risk:
The Concept and Its
Measurement,”  Psychology  and

Marketing, Vol. 3, 193-210.

Dy, F., P. Mergenhagen and M. Lee
(1995), "The Future of Services,”
American Demographics, Vol. 17

(No. 11), 30-47.

Fearon, H. E. and W. A. Bales (1995),

72

ERLEMRE M4 20014 78



R TTENPONE

]

&:
=]

Purchasing Nontraditional Goods
and Services, National Association
of Purchasing Management.

Fitzsimmons, j. A. and M. J. Fitzsimmons
(1994), Service Management for
Competitive Advantage,
McGraw-Hill, New York.

Graw, L. H and D. M. Maples (1994),
Service Purchasing, Van Nostrand
Reinhold, New York.

Hunt, S. (1976), Marketing Theory, Gird,
Columbus, Ohio.

Jackson, R. W. and P. D. Cooper (1988),
"Unique Aspects of Marketing

Industrial ~ Services,”  Industrial
Marketing Management, Vol. 17,
111-118.

Jackson, R. W.,, L. A Neidell and D. A.
Lunsford (1995), ”"An Empirical
Investigation of the Differences in
Goods and Services as Perceived
by Organizational Buyers,”
Industrial Marketing Management,
Vol. 24, 99-108.

Judd, R. C. (19%4), "The
Redefining Services,” Journal of
Marketing, January, 53-59.

Kotler, P. (2000), Principles of Marketing,
10th. ed., Prentice~Hall.

Lewis, K. B. (1995), "Business Services
and Supplies,” Forbes, Vol. 155
(No. 1), 128-130.

Llenders, MR.,, HE. Fearon, and WB.

Case for

Tt 28k MF AP
England (1985), Purchasing and
Materials Management, 8th ed,
Homewood, II: Richard D. Irwin,
110.

Lovelock, C. H. (1983), “Classifying
Services to  Gain  Strategic
Marketing Insights,” Journal of
Marketing, Vol. 47 (Summer),

9-20.
Lovelock, C. H. and G. S. Yip (199%),
"Developing Global Strategies for
Businesses,”  California
Management Review, Vol. 38 (No.
2), 64-86.
Matthyssens,

Service

Paul and Koen

Vandenbempt ~ (1998),
Competitive Advantage in
Industrial Services,” The Journal of
Business and Industrial Marketing,
Vol. 13, No. 4/5, 339-355.

Mitchell, V. W. (1990), "Industrial Risk
Reduction in the Purchase of
Microcomputers by Small
Businesses,” FEuropean Journal of
Marketing, Vol. 24 (No. 5), 7-19.

Moore, S. A. and B. B. Schlegelmilch
(19%), "Improving Service Quality
in an Industrial Setting,” Industrial
Marketing Management, Vol. 23,
No. L

M and D. Davis (1992),

Managing

Industrial

"Creating

n

Mortis,
"Measuring and

Customer Service in

ERLEWR M43 20014 79

73



LR

Firms,” Industrial Marketing
Management, Vol. 21, 343-353.
Ostrom, Amy and Dawn Iacobucci (199),
"Consumer Trade-offs and the
Evaluation of Services,” Journal of
Marketing, Vol. 59 (January),

17-28.

Parasuraman, A., V. A. Zeithaml, and L.
L. Berry (1985), "Conceptual Model

Quality and Its

Implications for Future Research,”

Journal of Marketing, Vol. 49

(Fall), 41-50.

S. and K S Chan (1989), "A

Cross—Country Input-Output

Analysis of Intersectoral

Relationships between Manufacturing

and Services and their Employment

Implications,” World  Development,

Vol. 17 (No. 2).

Puto, C. P, W. E. Patton, and R. H King
(1985), "Risk Handling Strategies
in  Industrial Vendor Selection
Decisions,” Journal of Marketing,
Vol. 49 (Winter), 89-98.

Rathmell, J. R. (1974), Marketing in the
Service Sector, Cambridge, MA:
Winthrop.

R. W. (1986),

Service Business

of Service

Park,

"How Can

Survive and

Schmenner,

Prosper?”  Sloan  Management
Review, Spring, 21-32.

Schonberger, R. J. (1978), "Purchasing

Intangibles,” Journal of Purchasing
and Materials Management, Fall,
25-21.

Shostack, G. L. (1977), Breaking Free
from Product Marketing, Journal
of Marketing, April, 73~&0.

Shostack, G. L. (1984),
Services That Deliver,” Harvard

Jan.-Feb.,

"Designing

Business Review,
133-139.

Singlemen, J. (1978), From Agriculture to
Services: The Transformation of
Industrial
Publications.

Skinmer, W. (1974), "The
Factory,” Harvard
Review, May-June.

Stock, J. R. and P. H Zinszer (1987),
"The Industrial Purchase Decision
for Professional Services,” Journal
of Business Research, Vol 15,
1-16.

Thomas, D. (1978), "Strategy Is Different

Harvard

Employment,  Sage
Focused
Business

in Service Business,”

Business Review, July-August,
158-165.

Tschetter, J. (1987), "Producer Services
Industries: Why are They
Growing so Rapidly,” Monthly
Labor Review, December, 31-40.

Wilson, T. L. and F. E. Smith (199),

1982-1992,

Growth, Industry Characteristics,

"Business  Services:

74

EREBFR M43 20014 74



iYMEIA 24 S8

al &2ty

o
— =

[

e

o A

oA

?.

Financial Performance,” Industrial
Marketing 25,
163-171.

Zeithamml, V. A (1981), "How Consumer
Evaluation Process Differ Between
Goods and Services,” In Marketing
of Services, American Marketing
Association, Chicago, 186-190.

Management,

Zeithaml, V. A., A Parasuraman, and L.
L. Berry (1985), Problems and
Strategies in Services Marketing,
Journal of Marketing, Vol. 49,
33-46.

Zeithaml, V. A. and M. ]. Bitner (1997),
Services Marketing, McGraw-Hill
Book Co.

EREEHE M 20014 74

75



L™ E

An Empirical Study on the Typology and Sourcing Strategies of
Business Services in Korea

Jeanpyo Noh’

Abstract

The purchase of business services is a growing activity among firms but with little
appreciation that the purchase of a service requires a modification of the decision
process developed for the purchase of material goods.

A taxonomy for purchasing business services is developed to create a matrix with
company involvement and focus of service as dimensions. Business services are
classified according to their focus on three aspects of the firm: property, people, and
core business. Business services are also classified according to the degree of company
involvement: high company involvement and low company involvement. A number of
propositions are formulated based on insights derived from this taxonomy.

The taxonomy results in six business service cells: facility support, equipment
support, employee support, employee development, core business facilitator, and
professional. Implications for managers considering a purchase in each category are
explored.

This study tests the research hypotheses delineated from the classification model and
the purchasing process of business services. The strategic implications are suggested
based on the findings for each cell of the classification model. This study concludes
with a research agenda for further studies.

* Professor, Department of Business Adminstration, Yonsei University at Won-ju.
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