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Abstract

The purpose of this study is to establish the relationship between wedding companies
and wedding planners and understand the influence of relationship factors on the
relationship performance and relationship continuation intention of wedding companies.
We conducted an online survey from June to July 2017, and collected 201 responses
which were used during analysis. Statistical analysis, including technical statistical
analysis, factor analysis, reliability analysis, and regression analysis, was undertaken
using SPSS 23. This study shows that among the relationship factors affecting the
wedding planner and the wedding company, the computational tie-up has a significant
impact on both the financial and non-financial performance of the wedding company,
while emotional tie-ups have a significant impact on the non-financial performance
of the wedding company, but not on financial performance. As for the effects of
relationship commitment to wedding planners on wedding shops’ relationship continu-
ation intention, each factor for relationship commitment significantly affected wedding
shops’ relationship continuation intention. Regarding the effects of wedding shops’
relational performance on relationship continuation intention, each factor of perfor-
mance significantly affected relationship continuation intention. Therefore, wedding
companies should make continuous efforts to maintain this relationship and recognize
the need for robust relationships with wedding planners as a sure and important
competitive tool for attracting customer and generating revenue.

Keywords: wedding industry(€J54FS), wedding planer(LJSE 1)), relationship

commitment(HHZ<=), relational performance(E7-F2), relationship
continuation intention(FAX<L2] )
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I. Introduction

AR AEH &, A4S o A9

TAEY ol m Apol o] W THIAE, 11

0 B Aulame ohjel, B Eoiet 99

of BAlo] A= sjole) wAolA YAz} B
HIAE

FES QAT A9E3AE E I AHs
St Ao R AE 3l QIth(National Competency
Standards [NCS], 2016). o]#at 9=4ki x| 5-o] Hs}
£olA, 2599 AYILASE 7]E2 SlA Hlof

LGRS A ol Zastdel 9 Suet of
/U ]@Eq] > _,-Eﬂ ]—1 —/—\—% ﬂ]:o] %3’4' é—
AN

& Y AuAE e 9] dEe] AFAH

ANROINE AL9SqYel AdDA 2 ARG 25
T £ A9 B A4 AT gele wasa
i},

Lee(2016)9] Q170 jste 9gazle] djrisrt
ALANAE Auto] et IS 2] Ewol
A7t Eou, o]So] AT AFAET Al
A AHof gkEslal Qi) E, T2 AL(Park, 2011)0]
HE gEEde) Ego ATZHE ol
50%, AFEAY7 AILAN vIAE AL 87%,
A=Az A3t ALLA) & "SI} 50% o]
oz veht, gAEl Aol EERY o
o] 2a4e AT Aol 2 ]
st 717t B9t A9 SRYE nAste] e AA,
7 90| AP AYBAS avhgo A APA
AL Az oln PSR} AT B
5 8 24 oMlE 123 FA4 e YA
o} g ANA S Fosih 1 A
So) et UZE 3542 4 9 AE g
3 Ao} Qme} 75 9o AR 193 A
2 HRIES 74 A S st A AAeke] A2
o] Q7T r

AL A AAZONA ALERI 7} 745, 1]
Ggelo] #Ao] wet LAAS LS A Beriskel
A%E Boto] AAAHES] T, A Zawd A2,
SNS 52 $8¢ vpEe Susta ok oA 9
PRSP REREEEE L I B EE SR
o] Qe el dPAAE oz gPE
duiete] BAo] et AT ofz ulujgt Agolct.

1240]

A7 sBE APBA HPYAFRE 9
AA 2 9 g AR 9 252 k= j_ﬂjl_ A
Y52 % (Choi, 2010; Lee, 2016) 5 4]
A&y B AL (Chang, 2006; Cho, 2011)7]- 5
£ OJFIL 9loL}, o] ERE REIL Aot IE
2 2 7oA = APARILAEY] g L
AR}t AP ZH 2 BAUAY A 2phofA] M
2 StEY A9 IAAS 23S Fol 4=t
SHe AT 71 A77E Bastohal gzt
AR A E ez AgdEdiete] BAE FH2
2 3 WAES] #AET H BARAG =] wA|
= FTUAE LorEA} gt

1. Background

1. Wedding industry
%l Aol AEot= A&
o, 7hd & 7, AET o
Tﬂ‘:“:ﬂﬂé, AIAA, AFHH, *L
3 el g paksl= A
Yy FI4dat I-E BE FES 131511%
T3 A9ARA AE7HE I

Lee, 2016). 34tg49] 8 442 1%% %l%
250, Y EH AR, A9REEolE & 5
o] F APEZ AFART}F 2EAE A& 5 &
£ AIA dA7E nkAE o] Sl A& éé@lﬁ?& -
W A3, 7Hyg HAES, ofe] 52
z T 37, SAAAE 5 JAE AFD 5 3
2 3gE BE FAE YFITHNCS, 2016).
dEdaFre= @% [Ex= 6}‘%94 FA O}ﬂi Al

ol B4 Hol vlel 2ol BEAH AT
Solett ojo|E BY Pod FPARL QR g
4 QITH(Kim, 2015; Lee, 2010).

A= Aage AdaZoe] APEHAE AHT

S =S T0) BT O g, =HA B, 7
2 AAHY 95 5 QU PP S RO
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90 AB4arAolM ALt APEAN 2] wAZS

2, F5an By 0 gt o=, 5 A% =4
W, olofal, vzels, FA, Elofel, Y
554 22 YRR, Beln g Bl
29l Eo], AVME, 75 58 24 % w3
1’/]-(NCS, 2016).
spxoR YR £
HolA| 37 glef B4, 514 Fao B4, ZHE
52 Teiste] APnAA olmAE Aok wat
ofeh, Ae] Aol oA s e, 2 B
2, do] - o] AAe AZHTE AuA 5 Fa
O]TH(NCS, 2016).

[>
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EN (N

2. Relationship commitment

TAZEL AHBARES F§BAE S2A7]
I, AT AHGARARS] BAE T@71AQL o]+
olM Hojut F7|He g dwolde 7T 4 U
AR FE3HL G4 - EHA7]7] 98] eEoh=
& WSt} (Chang, 2006; Kim, 2015). Gundlach and
Gadotte(1994)0] 9Jold 7Y 159 EXE 99
A AA| k] FAA wghof Ioistar, A&AQl

44 B0z AdgAstel 4 AV 348
o4 A HEVHL FHote] Aol Srfet
T Sk olefd Aol g FASS DA

OS5 "elet AR AE Algsta, 24554 2 44
AR50l Hlsf FANA E5T HE AASHA "ot

1 SFTHDibb & Meadows, 2001).

Lee, Sirgy, Brown, and Bird(2004)2] -0 A=
TAZES AA 2&3 JAA 2502 Uwo
75ttt At A4 AR AAY} AR B

Aol HgsHe &4 EX o]0l thal olAlomH
Bl st AF B A2 High d&olal, FAA
AEZ AAA G ARA o 2 IS FAE
ol Qg Aola A7H AE A&t = Aol
TH(Mathieu & Zajac, 1990). AAH2] ZA4o] 7] 719
AAA S-S Uetll= v, A48 A& 71 7t
A Y] ARl S-S UETH(Lee et al., 2004).

1) Calculational commitment

AitA ALolt FAFAEEH oo digt =
219] QA& Hl-&E oy, Aol ) Al
He A, 34 A3 583 22 ol digh A&

of TANT % WAASIES WAL FoF BAESAT

Aol Hrlz=rEl WAYFTHGilliland & Bello, 2002;
Kim, 2010). ThA] W5}, AAH2 2452 AR A
FA Lt ARAAE FAFeEH DA == BAG
o] A AAL} TAE AT =N L=
SAEY o =27] diiZo] A AHIA Lt A
A&t Ao, AHHAE FAISH= 57171 4
AA QL o]ojolu} HeHE, AHE A&SHHA EA
He E93Q HYES AEcH= ALY Psoltt
(Becker, 1960; Cater & Zabkar, 2009; Hur, 2005).
Lee(2003)= AAMY ZA&o] P4+ 5717 AHS
AR Ao 2R Y 71 Qe olelE ALY
H WA =2 EAGH AHsHA 7] o] 2 A
PINGEL BAE 551 BB AA FAI5H]
Astol} a3, E3] AALE Aol HAAL
3 v]8Z 7|Rte g2 FAE7] ol FAH St
2& BARA 9 sEof s =A AZsHA =HH &
A% P HRATAL sH3ITh Kim(2015)2 A4AHE
24E dIEHY7T A9 FALY o)t ﬂ?ﬂll%xl
Hl-go] gt Q14]q) 7|9kE Fo & 7k A &%

st s ofuRithal sH3int. o] 9] 4 %4‘5%—
s E o, A7 AEH LY AR
o FA, BAA o]ods Ftstr] sl AlIZHA - A
AA =8 ol P52 AAE 2Eolg & £ ok

mlm

2) Emotional commitment

HAH Aol AR} FUst % Bolo]
Ue 48 ojhe Aoz Ao ARG ARE B
Ao &0l 2219 9|k 2 (Gundlach & Gadotte,
1994), A AAS] AFS1A foff 9 H&3t BAE
BT A7IA0|AL P o2 AHE AEHAEE A
e ouistel, A At AdE A%sA @
A H A Al ukE7to|th(Hur, 2005). Kim(2015)
o HAH 24E AYEAUS A YAt Wy
o ASA feie B9 ARHoR BAE A5
£ 9mof 7|23 42 ofzte] g B, 99
Aeto] FHBA A et 3 A o]ar FUIE Akl
ditlolH, 5435t 9 oo it P FAA A
A2 7o s BAE A&ctE = il shith

o] APYATZRE FAH B&ES I &
o, AFAA7E AIEH A sl =7l= Aot 2
== v R M2 Hxy 7o tigt dAAT
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349 BES 714, g Foln B712e AgE
A4sto] Held BELE A7) g B A
Hagolet 2 4 Ut

3. Relational performance

A= ARGA 1 BA Y FAol 4
AL SAAZIAL, A&EH By D BA9 o5
&9l Yeh= Aol o4, 474, Al
& A1 o= YAt Kim(2004)2 o]t ¥
ATE miEd S7Ht v ddT 22 v g atet
WA aedn T B2 TR EF A
Aottt T 7149 AFEA HdoEa A
Aog F74o] 7hestal AF4 Sl WHoE UE
v, @719 et 1E fder 8 AMGHT &
FATLE Yeve HIAFA AR R 7199 9
goll 7190 4= = 714 et HE g s
olalet 4= At} (Govindarajan, 1984; Jeong & Whang,
2003; Lee, 2014). Hong(2014)2 XA Au]A
Q1o ARlA AR Aol HEolA AR
A1to] 84S TS WA AAS 2 7Hs/dol
Helth sioint. o] AgATolM= TALLE
et P e AR ARt BATE
A= E5 JI6kL 9o, oljt HEE A9A

H| AAZO N E 7hsste|et 2ot

i

5

)

al

e

¢

1) Financial performance

454 Q3HE 7o) A% @ 2ol 191 71
o] 7HAL &= MEY SV AFERFE, &°lY
F7He 5= ol&sto] AWA R Aol Y= &
g 7’ Adolth(Lee, 2014). ©] F AFHFES
790 ABEN RS WAL AEoR A48
o, APRE0] 2 7192 75 A, BEHE 2
A%, $542 A6, 24 9 BRAele] ST 7
x| gE 5 AGHRFET T8 BHL A
THA7F dthBeard & Dess, 1981). Cho(2011)9]
FolA AFA i EAROAY 4GS A
440z B 4 YRS ok AdHols AV A
HolH, 7|99 @7]A HuEHor AMBEI U=
Fdor RAHY, ol 7|99 2T AIHAE
Brlele 88 71%0] Hekw sk ol AT AR

2 ks 7199 sEejolt Solgut g AR

719 91

ARE Bl 2ol 7hse Aol ARA L A
Lt 23718, 29019, FAR0lE, v guY
53 ¥Ad AYOE A§HTeong & Whang,
2003), 7199 B7] HHSHOR AGIT Y= 49
o Exololg, WrlololE, 290l9 5 oI 71
A7l o8 248 4 Ack(Lee, 2009). o]F2] 47
Aol ARH Y4E Teis) B ) ALLAY
ARA e GBIt AR AFYA B
W, APERE F AE A ol =go]
gt gz 2 5 Ak

2) Non-financial performance

HIA R A= 7199 223 BT 2 A
AR of ] 7]l o8l SA4o] B HTEA, &
710 & 7Ide] mH7AE FET 5 e Aol
T}(Chang, 2012; Lee, 2014). H|A|F2 ZIZAA®
2 4, AN, BHE oln|A], IA{A|E,
T A, AAE WY 53 #=1E 7do] ARE
Tt(Jeong & Whang, 2003; Yoo, 2008). o]AFe] A3
FollA ol Bl FA FE 1 & o, AP AA
HIA 74 ks A3EA UL ARz A3 UA
BEIL AuA] B4 A, 1A 9, AR gt
s ds 59 P Too] He JAE B 5
Art.

4. Relationship continuation intention

TAAEO E= ojF E4 7]dolu AlF E= Al
HIAS AESHA o] &stalat She A=A Ajtul
7Fs/3ol IAY, BE AFEE0IA AlE B AElA
o] S/l dis) Ao r FHY 7HsAdS Lot
o, @A ARAA} A& AHBAE FA
g 9T o]t(Kim, 2005). Ganesan(1994) A X<
=g 359 23 1 A=A [stelEhs 4=
o|&Ad gt AZtoz, xzo] B4 A YA Lt
ARTAE A&H oz AL ke WA AT
ole} Aoyt Choi(2005)2] ATNAE BRf9] A
A Y ANGAAG ARBAS ASshAt
she oEeA A, A&HoR At s
3% JEs BAXSIER FISIGOR, 0n2012)
£ ARGAAE 1+ 42 3714 LuA ) A5
E2A 85829 ols FAREC] 4714 Bl
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2 APl AYYAE AYBAUY BAGSl BANT % ARG e T AL G BAEohAT

A Arol &5 FFA717] A8 A HAE A
& FAA 7Y, BAE ALHA FASH = HEe 9
A2 A5ttt Kelley and Thibaut(1978)= A7
A A 2] & (long-term relationship orientation)S 7|
FAeke] A7171ol A F5oEd T WA &
59 A7t AHGARANA o]50] Hehal Q1A E o
A= ZolZtal Hostint. o] APAolA <]
TAAEY=E 16 & uf, AFAA BAAS
k= AIAA7E AGABIAAGNA AFEH
oto] FoojEAQl F5uAY &5 A7t A=A
o|5o] Hthal QlAsto] dA At Q= APE
Auete] AHRTAE A4, ALH oz FAGH =
Ag B oFfolzt & 4 Utk

I1l, Methods

1. Research questions

E 39 2Hx3= Jeong and Whang(2003),
Kim(1996), Kim(2003), Lee(2001), Lee(2014), Garcia-
Falcon and Medina-Munoz(1999)9] A& 7|Hlo &
AZS Fd 113, dAAS 34 £ 1129,
J93 FARAEYE B 29 12 52 53 A
E H: g /gstglon, dutdl JE B 652
BEAHLE Jgste] & 298¢ o= AU

2 A9 542 245 T AFEAlE v
3} 2.

ATLEA I AP SAL AIYAY BAZE(A
A A%, JAE Aol AU
ARH BAGT] VAL FFS &
ozt

ATLEA 2: AP SAL ALYA BAZE(A
A A%, JAE Aol AU
AR BAT e FFS
Sope}.

ATLEA 3: ISRV AF LA BADS]
AFAAY BANSY A A=
e Yolrct.

ATLEA 4: ISRV AILA BAHI
AFAAY BANSY A A=
e Yohrct.

2. Data collection and analysis

2 Ao e A8UA F AL 449 &S
AF 1A FAQA AYAFHL, A=, AP H
EJAE Aoz Agtelitt. A 717 2017
W 6¥FE F 2o AX NAVER QuAE &8It
2l A2 HEAE El A7 e 3=t
L5 53 #A" HEAS S Wl E44st
A AFEAALE A d= dAY dES Al
QIgt F 201571 A5 B4 AMEHUH A= &
A2 SPSS 235 E-&35to], HlEiA, QR4 <,
o5, fAA SARAS HASIH

IV. Results and Discussion
1. Demographic characteristics of respondents
B2 ATEATH 5L the (Table )7

Ze,

2. Factor analysis

Rk &
AALo] gt aQlEA A, 81 HAZSG 5
o gomz

o1& YAH Aroletn WSt .
AR 37.019). 8102« WAEE F ALH 2
of #eE EFoE 5] JeBR o]F Al
Feolgn FHSAREAEL: 137, A
32481). +&H 271 8919 HA HEHL 69.5%=
UeRd, BAE4 29150 gigt AfEE FAH
BE(917), ALHA B&(841)9] o= YERton,
27t0) AEE e 70 oo WS Tk AlFk
£ UEHAL Sitk(Table 2).

BAA A%l BeAE Beoz 74
7 (

<Table 1> General characteristics of the sample

General characteristics of respondents n(%)
Wedding hall worker 59(29.4)
Type of | Wedding studio worker 59(29.4)
resp(t)}rllfients Wedding dress shop worker 32(15.9)
Wedding beauty shop worker | 51(25.4)
Total 201(100)
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<Table 2> Factor analysis of relation solidarity
o 0
Factor Eigen Varlance. % Cronbach’s
Factor Item . (Cumulative
loading value . a
variacne %)
I think that the wedding planner is contracting 901
truthfully with the wedding company. '
It is reliable that the wedding planner suggests 370
advices. '
Emf)tlopal The Yveddmg planner have dealt honestly with the 852 5577 37.019 917
solidarity | wedding company. (37.019)
The wedding planner is a good companion to deal 771
with. ’
The wedding company maintains close relationship
. . .674
with the wedding planner.
Keeping a friendly business relationship with the
wedding planner is beneficial to the wedding .808
company.
If the wedding company does not maintain the
friendly relationship with the wedding planner, the 753
loss from ending the relationship is huge.
Caleulative The We.ddmg company.makes timely and . 32481
. economical efforts and investments to deal with the 721 1.373 .841
solidarity . (69.50)
wedding planner.
Since it takes a lot of time and effort to switch to
a customer flow path in addition to the wedding
. . 720
planner, the wedding company hopes to continue to
deal with the wedding planner.
The deal with the wedding planner is profitable 707
economically. )

2o 2 g AA 9 TAAT ] AL €57 9 3. The effect of wedding planner's relationship
sto] QRIEAS AASHATE ATt digt 8%l commitment with wedding companies on the
B A}, B_JI—S— AT = v ARZ Ao relational performance of wedding companies
9d Byom 7F4sl] gonz ol w4 4
et ‘:5‘:56}“‘1:}(1%&' 5.609, Zﬁ%]tﬂ%*' 39.703). 1) The effect of wedding planner's relationship
Qo= AT &= ARA Ay BHE Eto =z commitment with wedding companies on the
FAEo] QloEE o] ‘AFZH *é-\} E}_L g5} relational performance (financial performance) of
CHAL-G-7k: 1.261, AAHTE: 36.632). &5 27 891 wedding companies

o] A AL 76.336%= uramm HAZEE 9
A5t AFwee wAEA Aek01), 474
AT 917)9) o2 Ueltor, Zt7ke] Al=lw ghe

70 oJAo 7
(Table 3).

kg wel SRS e gt

W sto] 3]

= 245 -

g} AA) AR
gk g<lo] AG A BALH F AFA g3l 3
o(}:.Q_ U]X]-‘:x] OPO]’E7] 145]_04 J_]_Z”ﬁb,_

Hoe2 ) BAATRQ £ AFREF A 9L =&
ASsic. SYHSE

=] o
_'_]‘\le /g

% 891 % ofy

o]_Q. %

NI
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ARdolM g A2 A3

v #AEE

<Table 3> Factor analysis of relationship performance

o] AT ¢ BAAEAR vA= FF

Factor

Item

Factor
loading

Eigen
value

Variance %
(Cumulative
variacne %)

Cronbach’s
o

Non-financial
performance

The quality of the wedding company’s products and
services has improved through the transaction with the
wedding planner.

.833

In the result of dealing customer demand with a
wedding planner, the customer services and product’s
qualities have improved.

.810

The customer satisfaction level (quality or standard) of
the wedding company has improved through the
transaction with the wedding planner.

.808

The level of customer complaints from wedding
company has decreased due to transactions with
wedding planners.

.801

The transaction with the wedding planner has enabled
the wedding company to respond flexibly to the
wedding service market.

729

5.609

39.703
(39.703)

901

Financial
performance

The transaction with the wedding planner helped
increase the sales volume of the wedding company.

913

The transaction with the wedding planner helped the
wedding company to achieve successful financial
results.

.898

The transaction with the wedding planner helped to
increase the market share of the wedding service
market for wedding companies.

798

The transaction with wedding planners has influenced
the growth of wedding companies.

752

1.261

36.632
(76.336)

917

o JuEAGH EEAN oRE AU 23 5Y A2 & alo] AYAAY AR ol mlx: o
WSS 719 FAMAL 027, BARRRAVIDS 9 BN A%, APAAet duEdue A4S
LSO4E TEEANY AT ZEHAA=10, VI A4S AGAAY 47 Yol S JFL ]
1002 247 ol 8 WhSo] HAMS T4 AA b AOR hehdth(g-036, p-497)(Table 4).
sl BAVH Gl Ao WElel wAE Ads  wehq Al AIYAS BALS 29l 7
QI (Table 4)9 22 ATE B2 5 AU AR AR 252 AFYAL ARH Hato] G G
4 24, YA 24 WS BYste] AR o] & ulAE v, YA 24 APYAY AR gt
Qe vAEA HolshnA SRS W & WS o] SO A% nAA P AL AT 4 A

65.3%= YEFTH

AZEA I A LA HAZ

A =
)

2) The effect of wedding planner's relationship

fRle] AFAA A2 Ao vz
A3t A3, AL 24 2912 ﬂ%“ﬁﬂl«l A= A
Tl 23t FF2 VA= AR UEHTHB=788,
p=000). AFEHAL} AFAA ] BAZE T FA

commitment with wedding companies on the
relational performance (non-financial performance)
of wedding companies

AZEAN I APAA ] BAZE 831 F olH

= 246 -
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<Table 4> The effect of wedding planner’s relationship commitment with wedding companies on the relational
performance (financial performance) of wedding companies

Unstandardized Standardized . .
. . Collinearity
coefficient coefficient ¢ P
B Standard error B Tolerance VIF
(Constant) 581 185 3.139 .002
Caleulative g, 054 788 14.986 | .000 627 1.594
Relational | commitment
commitment | Emotional
motiona 033 049 036 680 | 497 627 1.594
commitment
R*=.657 adj R’=.653 =000
gk 8Rlo] A PAS TALL F BIATFH Ao ol#gt Ait= AGARA 1t AT A=, A

F= =) Al 2L A7IH0E oo & & Q= FEYE 45}
ohalth. =¥ 1He] A 5344 o of IAE THA717] sl AdHTe] FAH
HE AT 23, S98eE 119 IRHA= 627, 3ol Foistar, =& 7k JA-RA7F FAALA FH
VIFE 15942 ts344d9] A 7|%8 SZARHL 7 H-ES 7IRte 2 PAHE7] dzol FAA o=t
o, & 2990] 389%=E tha W o] Jlou, 22 BAONAY "ol #A AZstA =W BAZE
gro] 2Ktk 27] wiiZof FoJdt JFe] ATt & & % P& Holi, BAZLo] 1 ATH, HiES5HY}
AUck 2= <Table 5 2ot AgE et A8 2 AFA - vAFA Ao AFARA FFE nA
A TAZE F ALE 24 a<lo] AFAAY H] T} AATE(Lee, 2003; Yeom & Cho, 2014y
A2 g2l ‘3]11 FFE 24T A, ALY 4 YF A A5t Ut
£ 291(B=265, p=.000)T FA 2 AL 291(p=431,
p=.000) 25 I LA Q] v FH o] Folgt o 4, The effect of wedding planner's relationship
S nR = Ao7 YEtth wEbA dd=I et commitment with wedding companies on the

A AA ] HAZE 8_01 E—r7]- -A]‘ﬂo*i]-J u] 3 relationship continuation

2% gjol] foIzt BT
et

companies

AZEA It AFAA L] BAZE 221 &

intention of wedding

of

<Table 5> The effect of wedding planner’s relationship commitment with wedding companies on the relational
performance (non-financial performance) of wedding companies

Unstandardized Standardized . .
. . Collinearity
coefficient coefficient ¢ »
B Standard error B Tolerance VIF
(Constant) 478 290 1.650 101
Caleulative | 5, 085 265 3792 | .000 627 1.594
Relationship | commitment
commitment :
Emotional 471 076 A1 6.170 | .000 627 1.594
commitment
R=395 adj R’=.389 =000
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96 AB4arAolM ALt APEAN 2] wAZS

g Q%lo] P AA|S] TA A& ol FFS vA=
A ot 7] floto] IARMS AlEotgict A
A} tF3A oRE A 27, B9 599
$E 719 TARRMAE 627, VIFE 1.594% oh&24
49 At 7182 SZARLH, T Aol 46.1%
2 tha B2 o] glov, gho] 25t A7) w2
ot FFo] Atk & 4= Uck. AT (Table 6)
¥ 2
AR AL Q01(8=.420, p=.000)Tt FAZ ZHAZ
221(8=340, p=.000) =¥ AFAA ] AR &=
o foJgt JFS njA = Ao YeRt) olgt 2
= BAASE0] AT AHGAR T AHE EF
Hp 2 AHGARL 7] AjA oA F7]7to]
s Aol oz}, 8 ZA 2.l o5 714
B dAXE =S T 5 QU &, 7]
b BA A TAZAEG0] FEFE ARTATE

‘_.‘cj)j.-

<
ox FIF r

2 [0 off X
r\! l'ﬂ-]

ol ¥AHH H BAANEL = U=

9T BARIAT

7|A%43& YA HckSung & Oh, 2007)= AFPA
TE AABL .

5. The effect of wedding planner's relational
performance with wedding companies on the
relationship continuation intention of wedding
companies

A dA et AFEAH k] AR AP DA
o] FAAEL = FF= VA =AE Lot 99
of IAHRUS SR, T I*JE% T4
W 5t IARAMS AESHTh = =
o] ARt FsAE ARE de‘ﬂrﬁi 23, 3
SHl+= .590, VIF= 1.6952 th5a-A4d9] At
= SFAFoH, & Aol 39.9%= tha ¥
Fol AL, gro] 285 27] o et JFol
UHIAL £ 5= Ut} A= (Table 7)3} 2ot =, A7

(Table 6) The effect of relationship commitment with wedding companies on the relationship continuation intention

of wedding companies

Unstandardized Standardized . .
. . Collinearity
coefficient coefficient ¢ »
B Standard error B Tolerance VIF
(Constant) 357 .303 1.177 241
Calculative 570 089 420 6.412 000 627 1.594
Relationship| commitment
commitment :
Emotional 414 080 340 5.179 000 627 1.594
commitment
R*=.466 adj R’=.461 p=.000

(Table 7) The effect of wedding planner’s relational performance with wedding companies on the relationship

continuation intention of wedding companies

Unstandardized Standardized . .
. . Collinearity
coefficient coefficient ¢ »
B Standard error s Tolerance VIF
(Constant) 1.064 294 3.624 .000
Financial 436 094 331 4.644 .000 590 1.695
Relational performance
performance _ ;
Non-financial |, , 080 371 5.205 .000 590 1.695
performance
R*=.405 adj R’=.399 p=.000
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2 A3k 821(8=331, p=.000)3} HAEH 3t 8.9
(8=371, p=.000) =5 A TA X &0 &
oJ5t JFFS vA = Aoz Yehgth olzdt dat=
AHBGAALE Aol Qlo] AHFEA - &F4 LA
7t A71H 02 ARt Aot dEE & AoE
71diste] A2 AAS HArete oFA Fal A F
olil A&ZHQl BFAE |AISH HK(Choi, 2005;
Kim, 2008} APATEE AAstaL Qlrt.

V. Conclusion

AP AA FH2 AFEH = o3t A&
TEEsS aa e sty B2 9] €9
IS AR FA[SH=T LB, AP HI A
oA AgEA et A A TBAZEE 21lo] A9
A9 BAGT I ARG vA= T

£ 79T £ AT ANy 257 222 0
3} g,
AR, QISR AFYA ALY B4S 5

3 AP AA ] AFA e AlaLstr] HsiA, AP
A= AbARS] AET AH2of bigt 11749] whg., 7}
A A4 o diet JEE A9EHIE 53 =4
Sto] ApARY) AAE Ao RHhdste] @74 A3t
£ £0|=% Edtojop & Aol

=4, A8EA It AZIA S At 253t A
MA 2% a9l RErt A9 dAe] vA A Al
IRt FFE HIA7| gzol AgEA ] A A
oF Al A3 AATt Hxr AFE #5551, A
2Rl FdZ Bl Avls FEE st
S AlALshl, AERES BUo=N 714 |
< U= o]ojd & U= Lkgstojop & Aol

A, AL DA ] FAGI AT A3t viA
74 Qe AR ddEduete] BAA
£ g 5| FAT 5 & Aot

B AT AAE2 Aol AR APAHIAA]
FolA AdEdiet A8 AA 1 BAAG A A
oA HefFa stEYEAS BA O] 2HE Fol A3
AAE ez AdEdvte] aAEE, AL
I, ARG 7] 7 AFAH= Aol 99
7b ek "ol ek, & Ao A2 #
2 JAde AAY A8 dAz sto] B2 A

nECE =S

- A1 97

4 54 vlwakA Rk W3k AYYA 5 2
24, AL L, A=, AFRE 44

QRS A7 Aoz AsHsATIe] B AToIA
L YA BES & o Ausisiel 9PaA
AAS] B A7 vt wasithy Bt
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