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A Study on Relationship Quality Influencing Customer Value,
Customer Satisfaction and Relationship Retention Intention in
the B2B Transaction : Focused on Clients of PCB Manufacturing
Corporation
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B Abstract ®

The purpose of this study is to examine the impact of relationship quality on customer value, customer satisfaction
and relationship retention intention in the B2B transaction relationship. For the empirical study, we conducted a survey
of the PCB corporation’s client companies and used 110 surveys of them for analysis. The results of this study are
summarized as follows : First, trust, relationship satisfaction, unity and performance as factors of relationship quality
had significantly positive effect on relationship retention intention by the medium of customer satisfaction. Second,
utilitarian value which is a parameter did not have significantly effect on customer satisfaction and relationship
retention intention. Whereas, hedonic value which is influenced by relationship satisfaction, unity and performance had
significantly positive effect on customer satisfaction and relationship retention intention. These results are not treated
weightily in the preceding studies and managing the hedonic value in B2B transaction relationship is considered
important to improve the customer satisfaction and relationship retention intention.
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o] S4%ES <Table 1>} o] AAsISITE A HNEA S wE3te] 35 11459 HEA F B
(Table 1> Measurement Items of variables
Variables Measurement Items Studies
1. Trust in the manufacturer's product .
2. Fulfillment the appointments or contracts mostly Dwyer er al.(1987);
Trust . . Morgan and
3. Keeping the transaction secret Hunt(1994)
4. Sincere response of person in charge
1. Feeling sense of closeness with manufacturer Caceres and
Commitment 2. Interest in manufacturer’s business Paparoidamis(2007)
3. Affection for manufacturer D
. . 1. Pleasure in transaction relationship
RQ gi?ﬁi?i?f 2. Satisfaction of the choices in transaction g%%eg?s et al
3. Satisfaction of the purchase decision
1. Expectation about expansion of transaction with manufacturer Choi(2004);
Unity 2. Attachment to the manufacturer Dwver et ;11 (1987)
3. Strong connection with manufacturer Wy :
1. Saving transactional costs Kim et al.(2004);
Perfo ce 2. Saving costs for searching Anderson and
3. Saving costs for research and development Narus(1990);
4. Creation of profit on the transaction Ganesan(1994)
e 1. Getting valuable information about product
cv Utilitarian Value 2. Getting the product that I wanted Oh et al.(2011);
Hedonic Value 1. Good experience about the purchase Holbrook(1999)
2. Good memory of negotiation related transaction
1. Sat}sfact}on about manufacturer Seol(2006);
. . 2. Satisfaction about staff of manufacturer . . .
CS | Satisfaction e Choi(2004); Czepiel
3. Satisfaction about product and Rosenberg(1976)
4. Have differentiated merits compared to other manufacturers g
Repurchase 1 Wﬂhngness to repurchase about the. manufactu;er.s prqduct Chang(2005); Czepiel
. 2. Willingness to consider the transaction as a priority with the .
Intention and Gilmore(1987)
RRI manufacturer
Recommendation | 1. Willingness to tell to other people positively Choi(2011); Cronin
Intention 2. Willingness to recommend actively and Taylor(1992)

Note) RQ : Relationship Quality, CV : Customer Value, CS : Customer Satisfaction, RRI : Relationship Retention

Intention.
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(Table 2> Sample Characteristic

Item Frequency |Percentage
Automotive 5 45
Appliance 16 145
Semiconductor 14 12.7
Communication _
Industry Equipment 23] 227
Field
Audio Equipment 3 2.7
R&D 15 136
etc. 32 29.3
total 110 100.0
less than 1 year 41 37.3
1~3 years 34 309
4~6 years 18 16.3
Continuous
Transaction 7~9 years 7 64
Period 10~12 years 4 36
more than 12 6 o
55
years
total 110 100.0

7107 RrHShanker et al, 2002).
o1 A A %] (<Table 3>2] Sample

055 o]de.2 FFEdAdel 2l

bach’s Alpha Zl5== 0.6 o]/dod A=A S+
Ao 7 7153 Fornell and Larcker, 1981). #4
23, AVE g2 069 oo 7]+x2 055 %
3)8laL CR #F 941 09 ol o= 7|EX 5 433}
W, Cronbach’s Alpha A% 0.8 o]Aez 2 o
T 2¥o] ZA8Eo] uigh el T A ]

o] HuHALS U & vk
4.3 7125

2 Aol A= B2B A dAGA #AEAe] 1
M7, AT AAA] ] ol mA]= o
¥ x 7] 98] PLS9 Bootstrapping 71H-& ©] &3}
o ARAFY Fonds At
A, BAFL] nA7HA] ] 574
A Zolgh= 7Hd HIL F& A9
5 8 9 10). 4, #AEHe] 17

iy
3L v A Aoleks /M H

Atk
34

e,
o2
ozt
tlo
=)

g

(
==

o

)
52
o=
==
N

_ﬁ
)
2
ol
ol
)

P

4z
M
:)Ig
il
)

W

w

e

g

S,

2

H &

N

N &

N

N

=
N

)

-3

py
> e

o

rr

I A )
T X
L
Lo
9;‘\/
o vz
= 2
NG

= K
N, 2
o X
T
(-
N oo
i

¢

d
=

AL N L |

i

POV
s

rlr

ATHHA-2, 4). BAA, 1L
I

Relationship
Satisfaction

Repurchase
Intention
Recommendation
Intention

Customer
Satisfaction

(Figure 2) Significant(+) Path



146 e -

(Table 3 Result of Factor Analysis

Original Sample Standard Deviation | Standard Error | T Statistics
Sample(O) Mean(M) (STDEV) (STERR) (IO/STERRI/)
Trust 1 0.7940 0.7892 0.0527 0.0527 15.0586
Trust 2 0.8690 0.8679 0.0310 0.0310 28.0062
Trust 3 0.8126 0.8117 0.0417 0.0417 19.5080
Trust 4 0.8594 0.8629 0.0213 0.0213 40.3198
Commitment 1 0.9208 0.9199 0.0194 0.014 473952
Commitment 2 0.9408 0.9407 0.0138 0.0138 68.1707
Commitment 3 0.9554 0.9553 0.0094 0.0094 102.1539
Relationship Satisfaction 1 0.9387 0.9385 0.0158 0.0158 59.4865
Relationship Satisfaction 2 0.9624 0.9628 0.0074 0.0074 130.3980
Relationship Satisfaction 3 0.9362 0.9367 0.0146 0.0146 64.2481
Unity 1 0.8975 0.8975 0.0220 0.0220 40.8668
Unity 2 0.9561 0.9548 0.0116 0.0116 82.3029
Unity 3 0.8143 0.8158 0.0412 0.0412 19.7554
Performance 1 0.8829 0.8836 0.0267 0.0267 33.0766
Performance 2 0.9041 0.9034 0.0275 0.0275 32.8964
Performance 3 0.9017 0.9006 0.0218 0.0218 41.3977
Performance 4 0.9099 0.9095 0.0208 0.0208 43.6843
Utilitarian Value 1 0.9026 0.9004 0.0306 0.0306 29.5106
Utilitarian Value 2 0.9275 0.9258 0.0188 0.0188 49.3823
Hedonic Value 1 0.9600 0.9600 0.0078 0.0078 123.3668
Hedonic Value 2 0.9588 0.9585 0.0090 0.0090 106.3611
Customer Satisfaction 1 0.9067 0.9054 0.0238 0.0238 38.0667
Customer Satisfaction 2 0.8598 0.8546 0.0510 0.0510 16.8560
Customer Satisfaction 3 0.9038 0.9026 0.0241 0.0241 375399
Customer Satisfaction 4 0.9140 09134 0.0200 0.0200 45.7819
Customer Satisfaction 5 0.9150 09135 0.0187 0.0187 489304
Repurchase Intention 1 0.9661 0.9653 0.0102 0.0102 94.6104
Repurchase Intention 2 0.9630 0.9618 0.0124 0.0124 77.8655
Recommendation Intention 1 0.9836 0.9836 0.0052 0.0052 188.0233
Recommendation Intention 2 0.9832 0.9831 0.0055 0.0055 178.0465

N
—
o)
X
)
o

13} 712 9}e] A

o
=

TARAFAL TAAA B()e] GG 1
4 Joltyeks M 12 AFS] Sistel BAE
o 571 A A8, BY, BARE, A%, Ytsh
A 20 A LA 7, HekA sk
A2 A2 AN Avhs 298 =0309 t

=1.896)7 475 =0.3%, t=3.812)c A-&27HA

2

| Qe WA AL, ARG = 0341, t = 2.444) 3}

A5 =0.343, t=3.006), 4B =0.386, t=3537)
= Aol 9B WA o Yent 7}
4129 15, 1.8, 1.9, 1.10°] A=Ak 74 11,
13, 14, 16, 17€ 7157l mlgslo] 71zsgic



B2B Al A7, aARE @A A &) el

(Table 4y Variable’s Validity and Reliability

T 147

ITEMS | AVE CR R Square | Cronbach’s a | Connunality | Redunancy
Trust 4 06%2 | 09015 0 0.8546 0.6962 0
Commitment 3 08819 | 09573 0 0.9329 0.8319 0
Relationship Satisfaction 3 0.8946 0.9622 0 09411 0.8946 0
Unity 3 07943 | 0.9202 0 0.8704 0.7943 0
Performance 4 0.809% | 09444 0 09215 0.8095 0
Utilitarian Value 2 08375 | 09116 0.5383 0.8069 0.8375 -0.0692
Hedonic Value 2 09205 | 0.958 0.7307 09136 0.9205 0.3897
Customer Satisfaction 5 0.8101 | 0.9552 0.8192 09413 0.8101 0.3235
Repurchase Intention 2 09303 | 0.9639 0.8097 0.9251 0.9303 0.7426
Recommendation Intention 2 09671 | 09833 0.8460 0.9660 0.9671 0.7833
(Table 5) Result of Path Analysis
Hypothesis Path o | Tovalue | SO
H1.1 Trust — Utilitarian Value 0.081 0.843 Nonsupport
H1.2 Commitment — Utilitarian Value 0.309 1.89%" Support
H1.3 Relationship Satisfaction — Utilitarian Value 0.120 0.592 Nonsupport
H14 Unity — Utilitarian Value -0.067 0.462 Nonsupport
H15 Performance — Utilitarian Value 0.39% 3812 Support
H1.6 Trust — Hedonic Value 0.047 0.597 Nonsupport
H1.7 Commitment — Hedonic Value 0.065 0.625 Nonsupport
H1.8 Relationship Satisfaction — Hedonic Value 0.341 2.444™ Support
H19 Unity — Hedonic Value 0.343 3.006™ Support
H1.10 Performance — Hedonic Value 0.386 3537 Support
H2.1 Trust — Customer Satisfaction 0.145 1774 Support
H2.2 Commitment — Customer Satisfaction 0.020 0.169 Nonsupport
H2.3 Relationship Satisfaction — Customer Satisfaction 0.310 2.352" Support
H24 Unity — Customer Satisfaction 0.283 2531 Support
H25 Performance — Customer Satisfaction 0.153 2.264™ Support
H3.1 Utilitarian Value — Customer Satisfaction -0.109 1452 Nonsupport
H3.2 Hedonic Value — Customer Satisfaction 0.19% 2077 Support
H4.1 Utilitarian Value — Repurchase Intention 0.041 0.509 Nonsupport
H4.2 Hedonic Value — Repurchase Intention 0.131 1.669" Support
H4.3 Utilitarian Value — Recommendation Intention -0.074 1.319 Nonsupport
H44 Hedonic Value — Recommendation Intention 0.239 2,642 Support
H5.1 Customer Satisfaction — Repurchase Intention 0.817 11.633™ Support
H52 Customer Satisfaction — Recommendation Intention 0.765 11.376™ Support

<001, T <005 <01
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