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Determinants of Department Store Sales Commissions

Under Consignment Contracts: An Integrated Perspective
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Abstract

Purpose — This study aims to seek determinants of depart-
ment store sales commission rates under consignment contracts
based on transaction cost theory, the power-dependence view,
and the resource-based view. A consignment contract is a
unique contract where the retailer, over a given period, takes
possession of goods owned by a supplier, promotes the sales
of these goods, and receives a profit share from their sales.
Under this contract, the supplier owns the goods until they are
sold. In department stores in South Korea, over 70% of overall
sales comes through consignment contracts. In other words, this
is the most popular contract agreement between large retailers
and vendors in South Korea. Consignment contracts yield high
profits to department stores with minimal sales uncertainty, stock
cost, and marketing investment. Many suppliers believe the con-
signment contract commission rates are too high. However, de-
partment stores disagree. They state that the commissions are
not high as they generate new value for the suppliers by accu-
mulating up-to-date merchandise and supporting various market-
ing programs on their behalf. Recently, consignment contracts
have been critically examined and scrutinized by politicians,
mass media, and the public of Korea. This study further intends
to derive implications reflecting both buyer and seller per-
spectives as well as offer insights to policy makers in making
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appropriate decisions.

Research design, data, and methodology — To verify the pro-
posed research model and test hypotheses, the authors selected
164 suppliers, which currently have relationships with department
stores. This study carefully investigated the reliability, content
validity, convergent validity, and discriminant validity of the pro-
posed model. The data were analyzed using SPSS 18.0 and
AMOS structural equation modeling program

Results — For the transaction cost theory and the power-de-
pendence view, the results indicated that product diversity and
demand volatility had a positive impact on the sales depend-
ence on a department store. Dependence in turn had a positive
effect on the sales commission under the consignment contract.
Based on the resource-based view, the department store's mar-
keting capability, the supplier's perception toward merchandising,
and supporting activities could enhance the department store's
channel leadership in the buyer-seller relationship. Subsequently,
the channel leadership had a positive effect on the sales
commission. However, product complexity had no relationship
with department store dependence.

Conclusions — This is the first empirical research that inves-
tigates the determinants of sales commissions under consign-
ment contracts in the domestic retail industry. This study reveals
several theoretical and practical implications for both marketing
scholars and marketers. In terms of theoretical implication, this
study integrated and enlarged certain theoretical background,
such as transaction cost theory, the power-dependence view,
and the resource-based view, to explain the determinants of
sales commissions under consignment contracts that include
sales revenue. From a business management viewpoint, this re-
search offers useful insights for policy makers by applying two
different perspectives, both the manufacturer and the retailer, in
terms of the sales commission issue under a consignment
contract.
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1. N2

FEILI2toM HoFE2 Xg222H 100 Hol 191613 2=
D|Z3A| Holg ZEEYLE AIMLZ YUS ART 20iYE
2 7Y ¥ 2ifSe2s RE(LEM 7HY 71 GAE TR
QICE 2014E S3-HHel}Z|e| EE Xt=0f 2 2013 22|
L2t #eby A oiEY S of 70%7F SA0HYo|A Zdstn
o, oY 9%, YCHOIE2 21%0f SRk i

ojel2 Woyo| HEYUMERH Y dFS Foiotl i
= 2ot orjof et OEls =20 HOojoks HIEE 2
Stedl F2 AZFL 4285 =& FSYMIEPB: Private
Brand)2t 22 &z 720 AExl= DA 0|CHPyun, Lee
& Lim, 2009). 5402 #HoPH0| HEZAFZ HFYUMZRH
dES Adez Ysto] oSk, YEE0itEe €EES T
U222 B= AiQEiZ ofFL HshRel Ao AMSEIC.
LA S & ALY WapHo| YHUMOIA oHEel 2FS Yrh
Sl FHo| YRRE XSE= HNHENQH LHAHMS o
SO0|Lt M= iR 22§ St 200, S2 YF
ZHoA YHESE old= SFEHOs2 LTES YXER
Agghs 7HNHEE ook AT ACHSC| XO[H2 AXHY
Mol Y7t HokEh Y] S-E UA=KS fFE =
2= QICKYoun, 2004).

WSRO DHITIS AMQIO] W HEHM ol w2t b
B0l SHEH), 1970ELIIIRIE CEfol alEo| HUNEE 29
5917, ABOHRI0|L NS YS HHIUSAL Balg & YUt
xx| Ol AAHO| BA2 Arjiuralo] Eo|gion, s0dry 0l

ol ol tigetet Chg =t =70 Mt Fgdts d5i S77t
SO{LHA EIQA4, 90EC] FOIS0 FI7HKIAM M=ol =0 it
2t O UPY0| HEUMLA2| Ao KOl AFFO| Z[THA
st 2EEM Atolel Hejof U0l Sefifol FE Ziez
2| HA ERACHLIMm & Yi, 2013).

dobEel YA 2 S0l et oIS, Hojst=
2 SaF7Iet +=8F7|7t NHez FAHo|n LFs
0| A FI|QEi7t wAfet £EE& EQIEHLIm & Yi, 2013). L
2tM +R0(50| BlnH 1, MuH|Eo| Hrt= SHO| AUt
o2 Hthz SSF7|9t +2F7|7t EfAste =0Pgs
BiEs 50| A FI|FETL S YXBl= Q7L et 22 o
=2 2[R FOSO0| AZOILt 7|%, FHOIL} 87| SO
gt Feks 7| MEof 20150 o{F 1 1uH|E0| ALk=
FO| ULt

et doby LoM= Sofiis =M o chet
2|A3E 20|10 gFA2(Lt OFAE BIES EHAIZ 5 Ut o
X2 SCfUfUYA 2 HokdS 7t {HCIo|Y Xidst 7sdS
0|12 dUiHez 2o 0 A=s HEYHSAA Mo2la=
£ Toteltts EMES 7MKL A SZAHARI-RLNME K&
Hoz dioigol Hojg TS =€ AS dustd Uk

iR PalLiet WoREn HEYH Atole] 2o A0 oy
20| FE APtz X2|IFD s J-017| W20 = AT

0z
rE oH

B n 2 o

Jm

Of

Ct. J2|1 Tofez Z2-EQ0l0| s o 7tX| O|28h 7tX|a
tfetE B2, KA BRSO AlZHof| wHE 5= Q7| IR0 2 o
ME HefH|80|2, B-o|F0|2 J2|1 Xt7|H0|2E HIge =z
E3H0l AlZto|M mofja2 AYL0IS FHstnX} sict

X|27tX| dshd ojlertint e ARE2 F= Hojont
Eoroi@l 7to| xto|et HEHHO| CHst A7i(Youn, 2004), Of ik
JjAdtorof st @R(Lim & Yi, 2013), ZOjQ MEHo] M3HQ ol
of Zoteolo| ot H(Pyun et al., 2009), ot=it O|=2 £
OjQ! H|mEA(Kim, Kim, Jung & Youn, 2014) S F2 AZHX £
= FMEFel BEOM A7t o|F0 Mo, ojYUatE XpMof X
e FOIRACL O2M AMM HEHQL FEYUM Ato|o] Hajzt
AHoA ojUzrt 0 2% A0| Toj=+Z2 0l X|Z7HK]| =LY
oA WHohE EOf=20f CHet M7= Lee, Hwang & Kim(2010)
o HE HQlstns MR MEjO|H, oY S sk MEHQI
ATt 27)0f= Faelof 74t 2 5= UCH

o
X

2. 0|2 Hj

o2, HEYME thustol gEEo| 7|08 o /RS
YHI7E HOZHA0| @Y RES M7t AS Qlnjshel 2R
Me g8ssEels 802t 2850 AHEEICHLee et al., 2010).
dobdol Sofoignt 2ty Hijsa2E &2 20oMs ¢
He=E o0pitt = 5 AL @2 20ME teXlax
A, SFAY W HONARRLHA, DHERR] S HHA Y, THEHAL
Ak ClH2[of Aef S| W&O0| EECIT = = UCHLee et
al, 2010). EHoj=+2E Fdots 2212 3A E7tefint HY
7tRoleZ L& = UCL Lim, Lee & Yi(2010)9| &H+tof =H
H7te0l2 4EHUME flst =y 25H= QHZ[0H|E,
HERAHE, TE A MHIA HSHIE RESYM JEHE 52
2 FEEO, HA7Ie02 FEH|E Y BEE2ddE oiZ
57| 9t /lg=|uls| g, th2lQl Bl 8, #2HH& S0| ZEICt

Tojs2= O|ZXHC=Z CR3at Z2 YA 23 2730l =
Ch = & A= AWM= AlZe =0 S52| H2(of| o5 &

=27t AHECHe HOZ =29 339 A7|0f et A4
o] BRUQI0| Bsl| 20| HijeE YAl A& Hsice T
Ho| Exjgict. & HMZ F=7H0| ost ZZ(reference pricing)O|
A, FARSE FEYMC Hijx+2E UGN 282 2
Yol Ag Lsich LI|LiEte] B B2 RFEYUNESO0| o2zt
HAS MBSl ALE YN e, MEHKel =TEE2
SHANOA maEtste H YAl 0| olgt ZFdrAlolgtn &
o= QUCE M HMZ A7t 2|t A% (cost plus pricing)2 2, HE
AHE CHASIY REYPME LFo YMHIAE X3 R
O 2SAfu|Ao] 7t0] O|2S CsllAl OIS ZAYslE Walo|
Ct. O|2{¢t HAle H|WA $H2|HQl HiA0|7|& il Y79l
AS0| mEt 270 XNEHoZE ASsicHe CHEO| QU OFX|
ooz REYMO| IHESE olst o2 ZFYA 0] ot
O] HAle REAN7 HEESEE MYy OiE SEE =2y
£ Qe T2 E ZAYsle Ao Hijxz ZF HEY
Kol o|70| Bt¥o| oMLt THEO| Uct

AN Hijleezes JYotE o JHK| Aoz APEE A
Of OFl Aol 7= Sl &%, A2l W& dg S gH 2+ 24,
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ozt MESE Mbl~ HS8E S SEHez HHstn
A7t ol H@7teels A{siA 2 Itk

7{2fH| & o|E2 AtAXY FO§, FSTx, EHORXEeF FORXS] 2
A, 9™ g s C

2 ZHQISIA A2E|0] 2ACHHeide & John, 1992). HzliH|- 0|2t
g, dEY A N2, Aol S ZA|(John, 1984), HEutE
Ho| mH 2 Qs CHMH|Z(Jeon, 1992) S0| Zet=l H|EOZ df
CIO|22 Coase(1937)0 28l A|ZE|0{ Wiliamson(1985)0] 2|8l
TH2 Z|UCE Wiliamson2 HoHEl 2|do[Lt 7|=|Folet 22
QIXQRIEN AHIERY, SEE24dM, Hejilzet 42 SN
Q0I0| HZHH|2S YMA|7ZICt FZESHSCHWilliamson, 1985).
Hgt=l 2|4 (bounded rationality)O|2t, Q1710] HEE X 2|6t
SEo| A E TSh=H|, Ol2fet AFUM = If 2E Jtsd
EotShs tESE Ato|gh EXYSHR| =Ll 7|2lF2le 7Tt
Sofl Atrlel 0| Fote Mg Ust=hHl £ 2tXdt
AHE HEE MIN HOHS =5t £0|10 ZEA|F|H
O|fEl 3Ho=Z Holgt 4= QUCHWiliamson, 1985). X|st=l &F
‘40| EXfgts oM HIIEHS| T|2|FoH Mooz ¢l
7{2iH| 80| HdsHA =t 2 = JACH, FIIHSZ Hejo
=%/7|(atmosphere), A2 EEd(compleixty), =2
(uncertainty), M= HZ(information impactedness), AZ=7{2 X}
(small numbers)?f Z2 At=l0] HefH|B S S7tAIZICtD 2 %
UCHJeon, 1992).

HISPEO| HEYHRL SAMY AdS FXIsH LIZHHA, EHfs
+2 =FS A%sk=0 A0 AHefH|E o|20| MEEH = Y= A
oF HO|L} & A7 AFo|N HolEe| 7|2|FolF el S0l of
o MZHZE He2iH| 0|20 HA|SH EEel LiESKhierarchy)
£ 8 AH2H|8E =Y + SiChs 40| EXFCE MAIE =
QUCL YutNMo= HMefH|E 7Hd2 AHefutztel 2lo| CHAo| of
S0 MEfOM HEE £ U=H X =L Tk HE 2| oH
8 RNz FSYM7t SEH0l Hisl 2ol R/UE 7K
A7| 0|l HeHH|BO|E2E HFO| o2 FE2 E-oE0IE
o=z d3HO| 7= 2olch

2l-0|EO0| 20| M= 2ol HICHAE HEfolM dOjXez %2 oE

48 AUe DIEHZL HHRAZ XHiSHA 28 46t ot
(Buchanan, 1992). & Qi@ Z0| HICHEAEQI O|ELRE JX|=
oM HEYHE 2tEe ERd 22d IIE0 AHefH g
O B7IStHELE XtALS| KBS MEE = U= CHE AHeidE &
717b o2 RIN Z[EAHe el SighEo] CHet HOje|E4J0| =OIX|
11(Nyaga, Lynch, Marshall & Ambrose, 2013), 3=SHOZ = 9|&
‘go| 710l et T2 70| S5t 2 AYE ol
s & I}
=2 T M .
2 AT MES ST, MEQl ChXd, J2|n s |
o Ccist =2E=dMo| EE0l| gt HejH|82 =8 Z0l2tn
ZotFon, HefH|82l S7te Y dE2 FStiFe Hald
Cist o|EME =0/ IR U220 SIt0| IS
& Zo|ztn FHSICE

Ob W r|r Rt mjo mjo rjr

o024

2.3. X}gI7|Hto|2

Rrel7|gtol 0|2, V1@l AIle FFAE WL 7|Y0| 43

B7|Lt e 52| 2FR0lI0| Ot LHFHAMARN Ak Xto
2= A22(Bamney, 1991), 7|0 £3lRUs 282150 7|Yd
g 2ot B MYUTHEZO| Cieh BIEOM ZESIAUCH
(Zou, Fang & Zhao, 2003). At2I7|HI0|2L2 7|¥E Cto| EQX}
ME BRI U= O1ZHQ A2 ZHFSIUE Penrose(1959)2]
AN SO0, 7[Y0| ERSt WEAMES JHE, A 2
4, A2|1 XAHXE S kgt LR oisf FEw
Rumelt(1984)2} Wernerfelt(1984)2| A& E3| XI&l7|EH0|Z20|
HUC|ACE

Barney(1991)= AS 7|0l B/t U= ZE TR A
At A, ZHI =ML, J|YEY, BE, XY S ZESts N
o2 7IFIRel SHYE = UAs A2z 7|YYZoME ol
o AREE ABEeEN [EO| miatdi 2EdS IdYAZ #
QUCHD FYSIALE D= ot AHE2 7[Ye| BYRRE ZYAM
7171 fleh 47kK| §E& 7K QUO{OF BCE SHEAL, THK|
(value),  3B|igl(rerity), ZFH7IY22RHO| REOl 0O2HF

(imperfectly mobile), 12|11 CHA|S| Of2{-2(imperfect substitut-
ability) 52 H|A|SFALCE

TEXQl XHA7|EO|20|ME 7|go| AFstl UL EXE
= U THK|EE(value-creating)2| AM=MO| XH2lE HHSIRU
C}H(Schoemaker & Amit, 1993; Barney, 1991), Z|22| At&l7|Ht
Ol d7E2 7|9 ¢t &4=EES S AHajaridol XL R4
= XS 2H2|X| StALE OlsA|7|= Z(transfer) THX| = XIS
2 tF5tn e olgst XAE HEHA Kt(network re-
sources)O|2}11 SICHGulati, 1999). O|2{st L EQ|A XIel9] 02
7|0] 7HX|D Qe AHO|LE GO 2EF0 42 MEH FHFLt
M&A = FHIAHAZS Soff Hoi7|Hel HAZZ 08310 X}
Atel 9Eg dulste g2 2 & = UZUCHMohr & Spekman,
1994).

HiotENt Hefdte HEYHMe WebEe| O GEolL o
Co|dgzr 2|1 Waldo 2 RE CHYst X|JgsE Maease
EN HEYHZE ANEE 2HEHK| Rt e AHHOLE AA
2 2E0t gEs STAIZ £ Ak a2|31 o2 He{EA ol
HERR XAS XIste HotHES S UMt Hai=HA oA
2|C40| =O0X|11 Hef 2|Eael 57t= Eijs=22| Z7I0] &

$2 0/8 2YS oA 4+ ook

3. GREY I THET
31. Apy

= ggtel AFEH2 <Figure 1>10F Zo0 S0 20 M
oo 2782002 #HEO0|2n g-2E0|E 2| A}
H7|H0lE2S Sof 25t RACh AHH|EO|Bun Y-2|E0|1BS
HEESZ MEGHSl NMESEdCHEND MSHEE(7Hd2), 1
2|1 +=e=2d(7HE3)0| WalFo| it HojelEds =2 A
o|x, =zPHof Cist HofeEd2 Eojs+=20 F(+)el s
O Zolets 7HEE 2ESIACKIHE4). Ot22f AHa7[HEHEo|
Me #etdol DA EHE(7HE5), HALHo| A (7td6), d2|1
AESOHE7) 82 REEE o #ztde AHlquo dgs
OjX| 1 Habdol A2y 2 Hofsz0] F(+)el s o
Ch= 7Hds 27E0IATH7HE8).
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32 7M™

321 ME=HEn FSYMO st 2EE

S0zt siT MEel AHXIE MEQ| =& O[s{stn
AFESHED A o282 Lile FEE 2|0[5+=0|(Rogers,
1995), YHtM o=z AH|XEE2 NEAHE0 A0 40| JAAHLE A
&3517] QIsiM o] EHAIE AHXOF St= 242 MEETEE =4
X|ZtSHA =ICHHolak & Lehmann, 1990). 12|10 XMEZ2£40| Of
ot X[2{0] ZOIX|H =O0IE45 HEEMO|LL CHRHHILE Sh=d|
UM EZE F= 229 AESE Al BIKSHA EICH
(Swaminathan, 2003).

Bello & Gillland(1997)2 XMZZ2%&4 J|EE O e d20 =
8310 NESEE0| B7I5tH S7Id+E SE2H el FSYH o
CHe P SXLE ZUEXZ7E S7FtCin FRRUCE QLISHH KE
SHM0| 52 =F2| NES2 FSH7t siT MES FSotn
DASOIA MEL 8L AABYHE OIsHAIZ|7] shM o2t
20| Al=sh M240| Z=Qshr| [YE20|CHCavusgil, Zou &
Naidu, 1993). o33t FF2 HEYXM7t FSX0| Hlsh &2
220 A= Mol 42 d5HE XL A= HThz|Lt orY
SEYH7H HICHEAQI Blo| Hotn Q= HEolztH S|
HOb= sy RSgHo0l et #ojelEETE S0 7tsdol A
Cf. J2|n olzfst &goMes dEHoE |REYAIL 7[2FoH
oz 7ts80| Z7rsiCtn & = QUCKGatignon &
Anderson, 1988). 2t CHS4dt 242 7t8E ME 5= UL

A

=
1=

El 40

SHESH
oo =

<7H2 1> HZFQ SHE0| 7t g8 HEst=s HaHo
Cheh EOf|E=7t =O0FE ZAO|Ck

322 MBIt RSEMO et o2

MEHL FSYHeAte| ZAOM HBCHEEES HELX 7t
FSYUHOIA MISt= MBS CHot HHe| =2 FHolg £ U
CHRandall & Ulrich, 2001). M&Ct¥ME SHAtOf w2l 1 ™o|7t
A3 CHE0| Fisher, Ramdas & Ulrich(1999)= H|ZLIAMHE 7|
40| E-AI™O| SAI0 M35 ME2| Z(breadth) E= 7|EX|
MHECE wHSH= HIE2 F2lstRALE

o

==

Shan(1990)2 SlO|E|3 LA MM S| HMECIFL0l S
ZfstEH e H|of et HEaF0| Sttt Foied 1

OlfZ CHYYt MES EEY 4% 1 ¢ole NS HFH
HMEZ0| 2rz|of A=H BIFHMSF2| HofE =0]|7] ?siM= A
iAo HHESO| Rttt Aot o2et FFE (Lt

H 120

Mt RSUHCl ZAC HEIWEE, HES= MEFL 7t
HMzgME FSYMO| s HHAAE /A 2 2|
HEHH £ a8HY AMEE(HOISTE L FHa)E

s 8M7E H

A

PSS REYUN CfSt BOjoTES &Y 4

HEe= ohaat 22 7Hds MR

HE5ts =l of

<7td 2> ME2 7t 7P E=E,
[ Ct.

=
FEOHQIEE7E HO0HE 20|

—

323 HE2 +=2Hsdl RSUMI| S o=

o

SRHENS ARI $R0| HSYES UM (Ganesan,
1994), +=@HFH0| 2 HEUM= AH|X} L=Hal I o= Y
gAY dEYWHES o|F5H7(7F ofHYTICKKlein, Frazier &
Roth, 1990). 2utXoz £QHEHE2 FACIAH 7|a==4
dut 22 HeEa g SEEEAEE Fdske steatlel A
o=z 22N UCKGatignon & Robertson, 1989; Klein et al.,
1990).

FQHSH0| F HE0|M He A FAMXES Ao 884
O AVIE J5t7| W0 2tA ALt 2A Q| X|&doi| Cist 7|Ch
7b WOR|A| EICHDwyer & Oh, 1987). 3t +RESM0| 2 A
oM FEYME2 4ESS0IL 272 RoUdE =ES=0
aAlS

XA B[ MEHOA Dt=st S FERAIZIZ St

— o=
B0| SOILIA ElCHEisenhardt, 1989). =L H=AHQ 7S

H Atole| wAALRY O|f+E CIHZ Yi, Dubinsky, & Lim(2013)2| A
ToME E8 MEAZUM +2HSF0| HX|H RSUME ol
g M2 MzgM d52 Hovtsgel 224g0| HR2Z X|
{20 CHeh 2|X|7F HOrX|L, B2 M=M= 7S YHetel
245 flof TOjAY TMARZRE SHA7IE S RS YH0l tich
OIELETl HOMXA ECtn =t AUCf.

—

o

HH

<Itd 3> HME 2 +aHSY0| SIH g8, HESs

— =
SOl CHEt HOjlE=E=7t =O0E ZO|C.

rir

324 RSN it QEEef

OIAEE20(M &t 20 ME of&Edof| Tiet Olfv= 2 M
2ot stALL DPE ARoN SHAFOl EHAALCHJohnson,
1988; Kadiyali, Chintagunta & Vilcassim, 2000; Messinger &
Narasimhan, 1995). Emerson(1962)2 &l0|2t o|=MHE XKL= A
YT oA YEHeE EXSH= Az Folbien, MY
M7t fESgHo| oot olEEE AL UTHH, RSUM= i

Hoj442
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Hz=HAOA chsh gls AHD ATt = =+ AL SIHLR ¢
2 Q&8s AU= g0 et HANe SgHez gold +
ALY

A OAHEBZ0ME FSEHMO| B3l MZRHM7 2ol 22
ot ALt dM= tHFEZ2 M=HM ol BA A 20|
SUMOA Eo{2 JEj=(Kadiyali et al., 2000), L2|Lt2te| 8
S Ml st Holet J2[1 YRS eUMSe 7 Al
st el RSEHMO| Cieh MEYMC| 2EE7t §E3
do|tt. =W MM Sl FSYHMO| et EojelEgat
OfARR mpAOf| Cheh BAE et Vi et al(2013)2] 104
olEge| S0l et HojArR mHd FEIF STk 2R
rSEMCl ZYH oo oot HIXZY mMHYAS 2Fsn
QUC}. EkA oj2fet M ZnE Hig2z [FSYUMO Chet
Hoje|E=ot Hilja= AO[O| CHEXH 22 7HEE ME + U
01['-

ULCt.

rr H1 ey 02 4o o mju

-

<7td 4> HSPHO| CHSE EOHSIEZ7 S7I6tE 5, 3iE
Holgol HirrrE 7t AOICH

325, REYUNS OEd i xLalEy

Day (1994)= O 2422 ‘0ol 70| CHot AIEX|AD
dYE 7|X2 510 =00 C83IHL =85 o5E = U= &
2oz HoSt AINHSS W22 RIS FWALRC) o
£2 7HKE 1AENA ISt 7IUERS IS XD
(Tsai & Shih, 2004). o|2fst ORI Z 7H44H, MENL,
282, OAEAFUAOMM, o, oA E FEEE, OAE A
3 8 MW 50| @42 FPYEICHVorhies & Morgan, 2005). O
S22 AFOIM oy A AMERE S LOojX|=H,
Simonin(1999)2 O|2{ot F&F2 FA|Z|0] U= 0| of =2 L
Chefet FEASAH HMUZ| W0 ZH7 |0 2l =X A
Lt HO|E|7| o2 =53 A2= 7sIict

YHEOE HZYMES AAHIES| 7HKE ZatF0|1 28X
oz HESY| Qsh DEHENEO| FHolt FSYUHMRA HeH|E
M=ot Weitz & Jap, 1995). 2|1 Efgs OiAEGRS ERet
SSYMt AH2Hsh| fshiMeE MEYH LHOME =2 +=E9
Z™¥=2tE(coordinating activities)O| E R %tHH|(Spekman, 1988), S&
A7t @7t dib 3 HISAE, FEAAY 3], HE3Q EF
Az £0|7| 9Pt HABE STt 2o| RSN} P =
AE =8dfjof siCt 12 ol2fst &2 ISHRE ME-Fait

AN FSEXQl HE2HYE S7HAZE & UL

=

<7td 5> HisbEo| O EHE0| HO0tESF, HESA M2
MazHde Sk Aolch

M71E, dEF7IE, RE7IE
= 08 590 R= 455 7€ H TSt [L2F2l A7)
£ =Tots dfIE L E=CHCho, 2005).

HJLIO|Y X|Zof et A= F= 2H|AF 2HHOM 0|0
MEH 71EQ| o2 AF0A LEras|Xte] HFLIO|Hof CHe 2t
2 8" FSYHOf i SFHe =S R0 M=o
£ 0|1 /UASE 5|1 UCKHKo and Seo, 2010; Oh, Seo &
Lee, 2009). O2{gt ZIE FSYMA 2HIXIRES| 2HA7F Ot

HMz=gne FSEMel A0 HEHEH, MMt Hdt=
o @Mel HHECIo|Ho) tholf s 8N22 EItE SHiE i 7S
MO Tt AHeHRE=7F 57k 202k F=58 = ok 12|
1 ISHeRE S AHBA A= FSEH ME2EHY 5
o= SEH Feks O/E Aot TEE + At

<7t 6> HoiFo| CHet Mz=YH|el X[ZtE HEDo|E +=E2
2SN eeEel RE2HYo F(Hel FEE

olE Zolct.

327. SEUHC| X|ABST} A L2

02 ZZ20|M X|2=-S(supporting activities)0|2h 22 2tA| 0
e ZRRYASO| 57|R0IS A LYY BES XML
(Rosenbloom, 2011; Stern, El-Ansary & Coughlan, 1996) &% &
ol X|Ygsat HFHEQl XUHFZoR FEGHI|IE Bt
(Caughlan & Grayson, 1998). O(A 2 A2 A CHEXQ X|es
o o2& mOjEHF, TR, A0 E£= THEX|E, THOHAY
oA 9 g, E5X8 59 &=50| QJCHRosenbloom, 2011; Ji,
Pyun, Yi & Lee, 2014).

FegHel Moz, FERE, N850, 3sd1 X 59
2ZE2 Y7IHQ BHON H=oELE =0/, AMYAHXIE
FJSHE 502 2 £ =0H|(Mehta, Dubinsky & Anderson,
2002), House, Filley & Kerr(1971)= X|&ts2 HjAMCHEto 2
SOl 2o|HQl IRE & Tt L7|A st 42 7|
2l A2l Es A S22 JHAES SR SM LFo
Me FMEGHoA =olFel ntetdS MU EM dETEH
S9| gHg =TIstn 458 HE 4= QUCKSchul, Pride & Little,
1983).

i)

<7td 7> WioPHo| X|AES0| O0HESE, HEEA0M et
Hol Mge|Hd2 HE AoICh

328 SEYHC| ML2|HAT TojssR

OA S Z20|AM= Etgar(1977)2] AFE ARCZE HE27ME
Zt 2loaol CHst AT7F AIREQIED =2 HERIR o2
(Balkundi & Kilduff, 2006)0|L} O|s{jZtAH X} 0|22 HIEtCZ ZZ|
7t 2|Ae MEstn QICHMaak & Pless, 2006). OFH|El ZAZo}
A= Ao xHE2|CMS SRfOIC g4 CHEA -5t
UX|TH o == HEFHRUC SHE FHCE 0|=2| O
g Fxo|L} HMEfo| I&2 O|X|7| st &2 Ee = U
CHEI-Ansary & Robi-cheaux, 1974; Schul et al, 1983; Stern,
1967)

Moot AFE2 FE MMt FS A 2HAO|A 2|
s Fddke aa=0 s delsta A=, Schul et
al.,(1983)2 XE2|HdES LA 25y, XA 2oy, XAA
ZIHMeE TEIIIULH Bass(1985)= Z|HMO| RFAES HefH
2o HEAE 2deE FESIICE X2 S0 OAHEEE
oA xd2lEdof Chgt 95 9A| Z2 2HdE He2HE 2
Caluot HAEN 2IAMO R Lo HAHsn Q=0 MacKenzie,
Podsakoff & Rich(2001)= ZtOfelo| M1t F&+s 0|X|= 2|9
WSS A 2 WA 2HAeR L0l AHaiE 2[Hy
2 EMO HE, HEN M2 HEME, HESH DR A, AT
SE &d, 7HeletE XY, Mapr|ty, X|&XS S22 FEIGICt

2 dFoME OHAE 42 -8R AO|0M EXYSH= CHYst
2lEMel RYS =St 7HE ARITHAICl NS xEeny
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ozt EstRen, MEe S ZdeA7|He ds2 HAZES
(Stafford & Canary, 1991), 2tA 2t=(Dainton, 2000), 7{&FL|#|0|
M OrE gl TXZAXE(Madlock & Booth-Butterfield, 2012)1f H(+)
of Ao Ut 7|EGTES ATZEINE HIEHE FSYH Q|
ME2|HMo| SIHHH HE M U™OME AHEEO|E HIXHLH
Ol R Z2%35t= dako| 50iE Aozt TEStY F
Sl mije8 2™ S +8st{= Ho| F7re Zojztn
7tdE MIZCh

<7t2 8> YiopEo| MEe|HYo| SItotH
oi=+2= 57t Aot

RICEE =]

i

=
4. 2E5=2H
41. H29| EH

= A7 JtEE HTHLR FBoH| R APAE2 HEE
o EAH Ed2 <Table 1>0 MA[&l Hiet ZCh =2 Aol &
of &ojst 7|gS2 oMl Welgo| HES ot U= MZYHME
2 & 16471 UMOIH DiMEYUN|(TETS, ofguid, HYud/As
EZX)7F 97742 HHQ] 59.1%E XSt MEF A 4EEF
32.3%(537H), 7|Et 8.5%(147) =2 = LIEFGCl FHef ey 2
RUHHSEO| 48.8%(807H 7|9), LMoL HCisEEOl 2t
2t 256%(427N) A2, Y Habgatel AH2j7|zt2 5E ol 10
H O|240] 29.9%(497H)2 7+ BERLCE

<Table 1> Characteristics of the Sample

N % N %
fashion
/miscellane | 33 | 20.1 Lotte 80 | 48.8
ous
major
female transaction .
fashion 40 | 24.4 department Shinsegye | 42 | 25.6
store
tyc;:e male
. fashion 24 | 146 Huyndai | 42 | 25.6
business
/sports
food/house 53 [ 323 under 37 | 225
hold items Syear
others | 14 | 85 between | 49 | 29.9
5-10y
under 50 | 70 | 42,8 |transaction| between | 5, | 4q 5
periods 11-15y
between between
50-100 37 | 226 16-20y 25 (15.2
number
of between upper
employees | 101-200 24 | 146 20year 23140
between | 45 | g 4 males | 149 | 90.9
201~300 gender
upper 301 | 23 | 14.0 females | 15 | 9.1
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N
rE
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Ll
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oA
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=x o
2 IR0M AS3 Bl BT 7|EET0

M AFBEIRE &
FESIQICEL 2E &
58 M2 ZFEYE, 24 NMEST
z Hoz XY
Y2 Randall &
= oo ®AH =3
Stol, E&E%t= MEQl CiYd, ®MESE “t4niel crkd, THofkyd
of Ci¥Y 502 ZWolHLh FaELAY

Jo
rlo mjo
rhr
o
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=
4
0z
s
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o
s
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x 02 ox
|o Mo oo
0ok
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els
rir
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o
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o
C
=
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[©R
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=
Q
0
D
QO
_3
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o
o
w
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o
mn

ke stAMM2 Ganesan(1994)0|
ArESH 282 S =1, HOjE X FSYXERES| FE

g 052 o2Eez HYSAUL. RS YA et M=Xte
Eg2 oiEYolLt B2l 22 HHUAM i KSRt
A

|
HMzgMoA o= FeL F2oKZ  HYHACKHGanesan,

S je)
AMalist &~ Ql= 5292, Vorhies & Morgan(2005)2| &
8oz J|E FUATOM ALEE 80 FSH el o e/
T2, O E QotEY, 7138 3 DL EE 82
2 EFSIACKYI, Jang & Lim, 2012). X|2t=l HALC}O|AL
UK HHCHo|Zof| Cigt MEHY OtE, 2435t Z2Eo| 4EFE, F
TEE 7Ol O, VEHE FHIFEE S22 ZHFYSIRLE
QSN KABEL Ji et al (2014)0] A1F O H2 Y
HHEXNQl £SO YD, B 9 AH[x} Do xQ, B
T, MRE|, AFYE XY, BOHAY 18X S9 8o
2 =X on, xjz2|E4lL Podsakoff, MacKenzie, Moorman
& Fetter(1990) 5! Podsakoff, Todor, Grover & Huber(1984)9| ™
TOM BEEA Zifdar AHelE 2GS FFSH7| sl ARES
=2 T HHAOM Z|CHSt= Z0 CHBt 10X, dakel 71EHA
HEYH o[doj CHSF tal, HEYM = & W0 CHst Azt
EX gElBE UM s, 8E7(20| gt E°| S2| 68%
o2 ZYoILt. w2 ME3UE Hiel Zo] &2 2jojof
Me 28RS Q03iCtn & £ ALt {2 QoM of
FAFEH, SFRAY X EOALRDHA, OIEIK S HEA S, T
HHA A, QEIZ0] AQf 2 &0 ERELCID 5 £+ U7
[}20f(Lee et al., 2010), 2 AFOM= EOis==E =FS E} A
SiIx[of HlsH SiT HizlHO| mofj=, THEMAL A ARH, ¢
HzZlol AYxH 89 +=FL2z2 HYSIRLE OIX|Hez & ¢
OlME EOij=+=2 &0 Cfjsf &2 0/E = Jes SHEE=E
1Y ELE A REES M™SIACE

FEgMel oHEdEe SEHez O EAES 8t
=

R £ K

Ho 0
ofm |

43. Az[d A EfSY EF

7MEE50 AN 2 AT0ME 2 B YHYEEE AT
27| 23l Cronbach’s alpha TestE E3df AMZ|HS HESIRCH,
SIMQQIZMS 0|85t0] +HEIFH HHEIFES HESR
Ch. F471Ee| M2l dat =ZEtEd ZE ZAul <Table 2>0)M L}
Ef:t HEQF 20| Cronbach's alphas QHFHOl 7|Z=Q1 0.72 Al3|
Sl QASM(Nunnally & Bernstein, 1994), 20l QOl2M =

2 JjdAZ|Z(Construct Reliability: CR), EHREAFE=Z
(Average Variance Extrated: AVE) Z}2 2% &|84FQl 0.59f
0.72 M3ldt= Ao 2 LIEMGCHBagozzi & Yi, 1988; Fornell &
Larcker, 1981)

of23 ZOIXMQQlEM Zul Z=HDHO| model fite x
2=1002.483,  df=552, XZ/df=1.816, GFI=0.751, NFI=0.808,



IFI=0.904, TLI=0.888, CFI=0.902,
MUEOl HEEL YT HoR

<Table 2> Confirmatory Factor Analysis and Cronbach's Alpha Test

RMSEA=0.07122 L}E}
oS 2 QI9ICHKIine, 1998).

LtO
M=
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item Construct St. Estimate S.E. C.R. P AVE CR Cronbach's a
complexity1 — 0.738
complexity2 - Cc‘,’r:frjggitty 0.910 0.139 10.093 0.665 0.899 0.847
complexity3 - 0.788 0.137 9.689
diversity1 — 0.741
diversity2 - 5;‘;‘1:5; 0.827 0.163 7.784 0.547 0.853 0.776
diversity3 - 0.639 0.121 7.118
dependence1 — 0.867
dependence2 - dependence 0.811 0.109 9.892 x 0.631 0.946 0.808
dependence3 — 0.642 0.111 8.142 o
commission1 — 0.839
commission2 - o nfi'gss on 0.846 0.079 11.863 0.594 0.872 0.819
commission3 - 0.667 0.097 8.944 ox
leadership1 « 0.714
leadership2 — 0.753 0.082 12.871 b
leadership3 - 0.862 0.144 10.791
Ieadershiz4 « lecazzrr]gﬁilp 0.888 0.135 11.119 0668 0952 0850
leadership5 - 0.794 0.125 9.929
leadership6 - 0.876 0.139 10.967
mc1 — 0.872
mc2 - marketing 0.912 0.065 16.216 0,69 0.9% 0,896
mc3 - capabilities 0.607 0.072 8.442
mc4 - 0.894 0.063 15.699
merchandise1 — 0.906
merchandise2 - merchandjsing 0.845 0.069 14.045 b 0.648 0.922 0.887
merchandise3 - perception 0.798 0.059 12.831 ok
merchandise4 - 0.649 0.076 9.283
sal — 0.809
sa2 - 0.919 0.078 14.507
sa3 - J— 0.847 0.087 12.837
sa4 - agt?vitiesg 0.842 0.076 12.692 07 0995 0940
sa5 - 0.819 0.086 12.213
sab - 0.819 0.075 12.217
uncertainty1 — 0.748
uncertainty2 - dema_rld 0.762 0.088 11.964 b 0.706 0.933 0.910
uncertainty3 - volatility 0.895 0.099 11.870
uncertainty4 — 0.940 0.107 12.228 o

Model fit: x°=1002.483, df=552, x*/df=1.816, GFI=0.751, NFI=0.808, IFI=0.904, TLI=0.888

, CFI=0.902, RMSEA=0.071
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A =

4.4.

o)

1z

HEEEY %M = AN ABE S0 JHEHY 2t
AES| flof A 245 ZAISIRACE <Table 3>0fA Lt
o ANMY ZHE0M RIE 2AS0| HEHo R ekdE AL
Aoz TEE|UCE otz THEEEES AT 8l iy
El= e ZZe| AVE it HIHeQl 7ol A ME
H|LSO], AVEZ} &2t MELn 2| =elsigien, 1 2

HE g HEEIEdES A AR =Y & AU
(Fornell & Larker, 1981).

Ejo o rr m mju

<Table 3> Correlation Matrix and Descriptive Statistics

ZHEEd 2 HE1E Melst 2E 70l X[X|7F EACE A
2iH| 80|12 2t F-2E2EM HHEH HWopHo| HESHs
ME2l 7t BE+50rE2) £ o MZ +2#5d0| 2
TE(7HE3) oie kol Cieh Toje|Ego| S7Kstn J0f| ot
gt Tl SEE SV A2 HHRCHIHE4). AH7[E
0|2 ZtHo|A eelgol OtAEHEH(71HES), WalEel HHELo|Y
(7H6), HabHo| HEYM et XR(7HE7)0] AW S+F 9
ohde| 220 B7Ioks A= UERL, dR2Hye &
7t iR 20 S7HIHES)0 Y(H)FYE DiXls A=
LIEFGtEE

Construct Mean | Std (1) (2 (3) (4) (5) (6) 7) (8) 9) (10) (11)
Product Complexity (1) 3.478 | 0.722 1 0.260** | 0.175* | 0.092 | 0.058 |0.207**| 0.031 | 0.106 | 0.069 | 0.133 | -0.159*
Product Diversity (2) 3.618 | 0.665 1 0.125 | 0.177* | 0.211** | 0.298** | 0.251** | 0.268** | 0.157* | -0.045 | 0.027
Demand Volatility (3) 3.190 | 0.665 1 0.142* | 0.258** | 0.246** | 0.067 | 0.241** | 0.298** | -0.112 | -0.015
Sales Commission (4) 3.266 | 0.680 1 0.620** | 0.475* | 0.491** | 0.698** | 0.194* | 0.132 | -0.312*
Supporting Activities (5) 3.298 | 0.738 1 0.568** | 0.609** | 0.816** | 0.250** | 0.004 | -0.084
Merchandising Perception (6) | 3.774 | 0.621 1 0.559** | 0.629** | 0.341** | -0.043 | -0.077
Marketing Capabilities (7) 3.188 | 0.749 1 0.622** | 0.241**| -0.015 | -0.029
Channel Leadership (8) 3.399 | 0.703 1 0.351** | 0.115 |-0.202**
Dependence on a Retailer (9) | 3.864 | 0.637 1 0.107 | -0.047
Types of Industry (10) - - 1 -0.163*
Company Size (11) - - 1
**p < .01; *p < .05
45 7144d 5. A2 gl A|AMH
0| ot ZES Qo) 2 s TEWHA BHES 0188t 51 oimzmto] QOF QI 7|ZkEl JpAo| it X2

QUCH 2AMZNt 2ol Mot = <Table 4>0f LIEH HEQE 2H0] X
2=1203.762, df=635, X/df=1.896 GFI=0.733, NFI=0.775,
IFI=0.879, TLI=0.865, CFI=0.878, RMSEA=0.074 Z Cj5Eo| X
SX|=50| #HIX[of A AE L = URACHHair, Black,
Babin, Anderson & Tatham, 2006). [[I2tA 2E Mot = 2%
Bit Ao WERE 4 UL

<Table 4> Result of SEM for Tests of Hypotheses

7{2lH| 80| Znt AHV[E0|EE HIECZ #ebd £
O A EAel T2 20 FTe OX= 2210 Cf
of HEsts A= AFZNE QOFSHAIEH CHE1t 2T 7H2fH|

H Path St. Estimate t-value Result
H1 Product Complexity — Dependency on a Retailer -0.113 -1.155 Not supported
H2 Product Diversity — Dependency on a Retailer 0.455 3.316** Supported
H3 Demand Uncertainty — Dependency on a Retailer 0.376 3.219** Supported
H4 Dependency on a Retailer — Sales Commission 0.304 3.479* Supported
H5 Marketing Capabilities — Retailer's Leadership 0.125 1.964* Supported
H6 Merchandising Capabilities — Retailer's Leadership 0.130 1.977* Supported
H7 Supporting Activities — Retailer's Leadership 0.744 7.773** Supported
H8 Retailer's Leadership — Sales Commission 0.651 7.118** Supported

control Types of indL.Jstry — Sales Comr.nis.sion 0.057 0.939 N/A

Company Size — Sales Commission -0.209 -3.404*

Model fit: x*=1203.762, df=635, x°/df=1.896 GFI=0.733, NFI=0.775, IFI=0.879, TLI=0.865, CFI=0.878, RMSEA=0.074

**p<.01; *p < .05
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2 9l sl-o|=HAM HEUNO MECHYE HafiEAo
Qe HisPHo| Cist TOjo|=EMHE =0l HOZ LIEHGCHIHE2).
Ol= ofotz ME=YA|7b CHYst MBS 9oi™o| ZEsHA /™
RAAHA olig WapEo| chst A2EUE =7t =0t e /54
20| chst X|@o|L} o|E0| B7t517| EQ Hez mEtEICh &
W2 HEC +=2HEM0| oM Hajsie apHo| cigt Tojo
Zd0| BIfsts A2 LIEHHCHZIES). +=8#Ed0| & ME2
X{oof chst 2237t 37| RO CHEHEEO| 7t AHME #
7| O{ECL M2t o33t EE52 x| HESIn U= FEAHEY
Oist o=t 2 ==8of QICh MMZ Wzh™ol| Cigt HOjolEL
9| BIt= =5 F7t0] F(+)Q| FF¥2 O|X|= A= LIE}
SCHZHE4). o|2{3t Zote XY SHsiEDF HefjaAof JAe L8
HEANSO0| Eojzot BHSIM H7|sts 0L T HHX|Q
HiSIE moj=EE AHefatAolM HICHEEl B X1 =
HisIEOo| YN oz AYSH Ao|H dEste YA E T
27t X|LHK|AH =0t MZISIX|EE X|EHOZ Hefstr| I8
= WSOl Ao WME 5540 QChs 20| ol M H5H
2 X3 QUCHe S AJARSICID 2 £ UCh

5 HWMZ XHA7|EEREoA SOl Ot 8 S22 HiSHE9|
Helgpo] g2 Okl A2 LIEFGCHIHES). &, HotH
0] 2 #Fo| oY S EQstn QJCHH, #sPHO| X[
O 2SS 22X 3t7] flo O 22 M=YH7t 2YHo=
HESID & ZHo|H, S3HozR 2P HeSTtel HAOA Y
HZ4El(channel captain) 22X Q| dgtg & &= YA sioh= AO|
C. £k HEQANO| olie Wahd MECto|Ho| CHst QA2 His}
Ho| xidz|E Ao FekS O|X|= ZHo=Z LIEFGCHIIAE). HEY
H UEOME ool HACHO|FO| ChkstALE, st MECE
O|do| EX0| £7L}, 2UE HHYO| 2 MTAE M2
SHEMCHH olie oMo Chol ZEsts 240 CHoll oHES =7
A =3 ol =3Ol H{EAOIAM xHEaIHME THE = UA
sict= ZO|ct ot23| ool LEYAO Chst X|{es0| &
7tslH EisiEo| x{E2|HAMOo| BItStE WO 2 LIEHHCHIHET).
Ol= HizPHo| HEUMO| Cisf H=En, TojAM ng, HHojE
I, Mg § X|Ysks 2E0| BoM WotESE HEUAN 2
oM WotEE MEsta MEA Elchs A2 QoBictn =
= L} OIX|Hez A2 MYRASto] BA N BshEol ki
HAo| B7ts moj=+29| B7H0 H(+)Q| TS DK== AHe
2 LIESCE o2fst Zit= HAje| HEYMO Chet Zofj=
= HSHO| HEAN A MIstes CHdst 2552 ZOIA 4
HEl= Ao|H HEYMO AM3sts sgo|Lt 50| TS
o2 GA| S7FE 80| QICHs WshE Zo| F& 9A| &
2 FHO| OfHS AJARSICI & = UL

2 AF0ME MBS SEgo| HsiEo| ofpt ©of oE Y2
=00t ZPY3HE 7Hd10| XX|2|X| LUCt olig 7HE0| X[X| g
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WopFol X SO| Wopgo| M HU S OjX|1 22|
Hi2 Holes+=20 S¢S 0XCHE FOIRULE. otEd = A+
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