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Abstract

This study examined regarding the moderating effect of length of relationship in the relationship among the
antecedent variables (i.e., specific investment, opportunistic behavior, communication, uncertainty, interdependence,
power imbalance, shared value, and flexibility) of trust and commitment, trust and commitment and firm
performance and relationship satisfaction. A total of 128 apparel manufacturers participated in this study. Flexibility
exerted the most positive effect on trust in short-term relationship, followed by specific investment. And
opportunistic behavior was found to exert negative effect on trust. Commitment was found to be most negatively
affected by power imbalance, followed by interdependence. Trust was shown to be significantly affected by
communication, shared value and flexibility in short-term relationship. In the case of long-term relationship, commitment
was shown to be significantly affected by uncertainty, interdependence, power imbalance and flexibility. Firm
performance was positively affected by both trust and commitment. As for the effect of trust and commitment on
relationship satisfaction, relationship satisfaction was also affected by both trust and commitment. In case the length
of relationship, firm performance was affected by both trust and commitment. As for the effect of trust and
commitment on relationship satisfaction, relationship satisfaction was also affected by both trust and commitment.
The result of this research provides valuable data for making a concrete suggestion regarding the strategy for
improving trust and commitment for the sake of the desirable relationship between apparel manufacturers and
contractors.
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I. Introduction
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& Jaramillo, 2005). ZLd] X+ o] 7|47t &
AntAE el gt AtollA 7147k BA 717k
o8] AV dojdaE A 719E © AFst
Au Edste Zo] ofde}, BAZIZ| whet Al
7199 fFolt AlZet £YS A Ae Was
o AolE 7HA 2= Ttk BAgh e
ety = Aol|gtal 573t Garbarino & Johnson,
1999; Lee et al., 2005).
EECECIE R Cas

H
]

°

[>

>

10

st

1%

rlo
ol

|

o

o

g FAA A=}
dY 2 e gtk ol= 719
o] A vgIE Aol glom, A 7|
9] 7135|5914 §FS ZEo]=rHDoney & Cannon,
1997). & FHPAe] &3t rpasS 1§
FAA ] tigt AFE 2o F8 Qclo] HH,
FH7IAEY Fd4 e UA s 2 BH
ESF A2 9] £FS E=o]FTH(Cannon &, Homburg,
2001). 5k ohv et FEYAA k] Auztkel &4
> O IAE A7IHoRE A 4= JA & 5

2 §lr}(Saleh & Ali, 2009). ¥Ij = o]v 3t
71949 oJ&Agol ARAA =HH 7143 d o =+

o]

o]

SEL FUAE JTL
[e]

™

o] dojuA EH=d, o3t delode 7193t
HojR| L 452 o oA A Eof A
7195 =AMl Hi= Zlo|thDwyer et al., 1987).
E A7 AFoly An|2o FHolu 7HA
5 g2 Al Y =25 ¥

A sH= Q910] Er} (Joshi & Stump, 1999). B
gk ofy et 7147ke] BA ] 713l A e 4
&5 A9 5 e T8 Helde: &5,
A7 FH A Le] A Aol =9
ToEs FATT die AFHem EAskAt
A9 717ko] Uehll= 2dadto] tiste] ¥al
A= 37] dEth wEba] WAE Aol qloiA

=
EE

17 S 71

W71 Beeiniete] A71Ael wA
Slste] ol A3 WelSo] Wasin, of wl
o Gareio] TA7IZke] whet oj@ A Gebx i X
we} A o) e AA A Aol Basit,

B QAFoAlE B 717ko] ) A4 71ede] @
iAol gt Aol 2elo] Al wglel SHE
A, 718150, oA, A4S O)RA, 0] B,
A, 3971 @ fA40] Al=et Belo] u]
A et Aol Belo] 71T} P w
Zo] n)Al o)A Yehts 2 muto] of
sho] Qobuiix} shgirk. & ATE Fako] 717
o 71l PASAE Slstel Wa7Iela g
A7} AsfoF sh= o] Lol TiEt A
spEl A viAE AeSe FALoR AokE 4
9L& Zolet 7]eatet.

U o

Il. Review of Literature

1. The relationship between apparel manufacturers
and contractors
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2. Trust and commitment between apparel
manufacturers and contractors
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3. Moderating role of length of relationship
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= AL 9u|stc(Williamson, 1998). AE 9|t Doney & Cannon, 1997).
QAT BHYAE T3t A AT A7) - A4 T 9d0) T YA S of
of ouls ARE BAH EE HFgAHoR K BELAT 4 oA 287 oA
205l AL oJu|stth(Morgan & Hunt, 1994). 3t= AL oJujgtti(Cannon & Homburg, 2001).
LA B ATAS AR Al 2
S Holz 91l T QA7 EAAAHS H 2. Sample and data collection
ol A& ou|gtti(Joshi & Stump, 1999). B Ao RAEY FEdA s &
‘AT YA 7Y AYGATE HRE S IekA AAEL e = A7 2 AE A
2571 fiste] A2t A 71d ez RE Al Fe71dE des stk At A4
TS e AYES gupvtE e = o 9]3to] Statistics Korea(2009)2] “gh= EEAYEF
el g ofmist, ZF 7ol 2ol A 20097014 AbY SLE C4(S)E, SEoiA|Ae] 5l &
ste HEES SASH] fste] Ad 713 wAE Az T ClA1(EA o5 A=)} C143
WAE FASHE = JAE uidthKumar et (F= & Azl Tt 7IdES o=
L., 1995) 34Tt
{Table 1> Sample characteristics (N=128)
Frequency(n) %
Apparel merchandising 48 375
Apparel design 46 35.9
Divisions Production management 13 10.2
Other (i.e., promotion, marketing, & sales) 14 10.9
Nonresponse 7 5.5
Total 128 100.0
Deputy section chief & section chief 69 53.9
Deputy head of department 35 273
Job titles Head of department director, executive director, CEO, & other 20 15.6
Nonresponse 4 3.1
Total 128 100.0
Under 5 years 65 50.8
More than 5 years - under 10 years 32 25.0
| More than 10 years - under 15 years 16 12.6
‘I;le.tr;gtgleo;i?::z:hlp More than 15 years - under 20 years 4 3.1
More than 20 years 4.6
Nonresponse 5 39
Total 128 100.0
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3. Measurements and data analysis
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{Table 2> Factor analysis
Factor & scale item Factor |Eigen P\e}:;;;arﬁcgf Efrrncl_?ﬁattigg Cronbach’
loadings | value %) vat(-f;or)lce a
1. Flexibility
This contractor is flexible enough to handle unforeseen problems. 76
This contractor can provide emergency deliveries. 76
This contractor can readily adjust its inventories to meet unforeseen needs that might occur. 74
This contractor has a reputation for being concerned about its partners. 73 4.81 16.03 16.03 94
This contractor is flexible in response to request we make. 7
This contractor has a reputation for being honest. .70
This contractor has a goof reputation in the market. .60
2. Opportunistic Behavior
This contractor sometimes hides important information regarding the business. .88
This contractor has been known to alter the facts slightly. .83
This contractor tends to overstate to get what it wants. 82 362 1206 810 A
This contractor sometimes doesn’t carry out its promise. 74
3. Perception of Contractor Specific Investment
This contractor has tailored its merchandise and procedures to meet the specific needs 80
of our company.
This contractor has made significant investments in resources dedicated to this 79
relationship with us 286 | 954 37.64 85
This contractor has made significant investments in training employees. 72
This contractor puts on helpful programs that are designed to enhance our overall business. .55
4. Shared Value
This contractor shares similar interests with us. .87
This contractor has values similar to us. .86 2.82 942 47.07 .89
This contractor is very similar to our firm characteristics 78
5. Uncertainty
The price for the product or service that this contractor offer is stable.® -.83
We can accurately predict the performance of this contractor for our next business cycle.® | —.76 | 2.46 | 821 55.28 .90
The product and service that this contractor offers is usually of good quality.® =73
6. Apparel Manufacturer’s Dependence on the Contractor
We are quite dependent on this contractor. .89
Ea?qgrrlgrﬂ;ﬁg]nesl;igle\;vajogi?r};mg{os ::gg this contractor, we would have difficulty 86 |227] 757 62.86 8l
Our total cost of switching to a competing manufacturer’s line would be prohibitive. 72
7. Communication
This contractor openly shares confidential information with us. 75
This contractor frequently discusses strategic issues with us. 75 227 7.56 7043 .84
This contractor informs us problems occurred. 69
8. Apparel Manufacturer’s Perception of the Contractor’s Dependence
If we discontinued our relationship with this contractor, it would have difficulty 85
making up the sales volume in our area.
This contractor is quite dependent on us. .83 220 734 7177 77
In our market, the contractor would incur minimal costs in replacing our firm with 70

another apparel manufacturer.

R Reversed-keyed item
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IV. Results and Discussion

1. The moderating effect of length of relation-
ship in the causal relationship among ‘antecedents
of trust and commitment’, ‘trust and commitment’,
and ‘firm performance and relationship satisfaction’

1) Model fit
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2) The moderating effect of length of relation-
ship: The effect of the antecedents of trust and
commitment on trust and commitment

{Table 3> The moderating role of length of relationship(short-term relationship): path coefficients of antecedents of trust

and commitment on trust and commitment (7=65)
Estimates Stan(.iardized S. E. CR.
estimates
Specific investment—Trust 24 20k .06 3.70
Opportunistic behavior—Trust -.12 —.17* .05 -231
Communication—Trust .05 .06 .06 .90
Uncertainty—Trust -.07 -.07 .08 -.90
Interdependence—Trust .03 .07 .03 1.07
Power imbalance—Trust .03 .03 .05 .55
Shared value—Trust .04 .06 .05 .86
Flexibility—Trust 42 A3FEE 11 391
Specific investment—Commitment .02 .03 .10 22
Opportunistic behavior—Commitment —-.05 -.07 .08 —.65
Communication—Commitment .05 .06 .09 .57
Uncertainty —~Commitment -.17 —-.16 11 —1.45
Interdependence—Commitment 13 3wk .04 3.52
Power imbalance—~Commitment -.29 — 35k .07 -4.02
Shared value—Commitment .08 11 .07 1.17
Flexibility—Commitment .10 .10 17 .59

*#p<.05, **¥p< 001
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(1) Short-term relationship
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(2) Long-term relationship
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{Table 4> The moderating role of length of relationship(long-term relationship): path coefficients of antecedents of trust

and commitment on trust and commitment (n=58)
Estimates Stan(.iardized S. E. CR.
estimates
Specific investment—Trust .07 .08 .08 .84
Opportunistic behavior—Trust -.09 -.13 .07 -142
Communication—Trust 23 25% .10 2.36
Uncertainty—Trust -.03 —-.03 A1 -25
Interdependence—Trust .03 .05 04 .62
Power imbalance—Trust —-.08 —.08 07 -1.10
Shared value—Trust .20 24* .08 236
Flexibility—Trust 31 33%* A1 2.92
Specific investment—Commitment —-.05 —.05 .10 - 44
Opportunistic behavior—Commitment 11 13 .08 1.33
Communication—Commitment .09 .09 12 75
Uncertainty —~Commitment -41 — 34 13 —-3.10
Interdependence—Commitment 18 3k .05 3.63
Power imbalance—~Commitment -.19 —.18% .09 -223
Shared value—Commitment 18 .19 11 1.68
Flexibility~Commitment 54 Sk .14 3.88

*p<.05, **p<.01, ***p<.001
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3) The moderating effect of length of relation-
ship: The effect of trust and commitment on firm
performance and relationship satisfaction

(1) Short-term relationship
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(2) Long-term relationship
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{Table 5> The moderating role of length of relationship(short-term relationship): path coefficients of trust and

commitment on firm performance and relationship satisfaction (n=65)
Estimates Standarcized S E. CR
Trust—Firm performance .56 Sk .10 5.63
Commitment—Firm performance 28 28%* .10 2.82
Trust—Relationship Satisfaction .61 Sk .09 6.84
Commitment—Relationship Satisfaction 33 33wk .09 3.75

**p<.01, ***p<.001
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{Table 6> The moderating role of length of relationship(long-term relationship): path coefficients of trust and

commitment on firm performance and relationship satisfaction (n=58)
Estimates Stgsnfuir]adtl::d S. E. CR.
Trust—Firm performance 45 A4k .09 5.05
Commitment—Firm performance A48 Sk .08 6.00
Trust—Relationship Satisfaction 45 ApFH* 11 423
Commitment—Relationship Satisfaction 51 SpEE .09 5.44

#4p< 001
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<Fig. 2> The moderating role of length of relationship: research model path coefficients
Notes. Results based on standardized solutions and their respective significance is denoted as *p<.05, **p<.01, ***p<.001.

Numbers in parentheses represents t-values associated with each coefficient.
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