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§ APAE BFEOR FY APSWEF, A §3900] BEOZ Folof o2 AL A7 Fof
RS uhbe WSl 47t 1R ANSKE.  HF ERAYS s

okl BE A7 7Y ANE Asks o] AAE Qe s o] 7| xste] Y gEA
BAZ A o HAolA BANZ AZE S & AASGOH, ofo] ohs] 2okt m A9 AE
o AR H REG AW Wobh o] AFeH <1 1>of AAIsHr)

A L AT HES ATk AAE 2

«  Price
*  Transaction Type +  Promation
. +  Decision-Making Mechanism +  Product/Brand
Substantive +  Power-Dependence «  Service
Domains +  Feeling/Behavior among channel +  Customer Behaver
+ Internal Political Economy «  Channel
+  External Political Economy +  Organization
+  Eic

Marketing Theory, Microeconomic Theory, Consumer Choice Theory,

Social Exchange Theory, Satisfaction Theory, Information Processing Theory,
Reference Price Theory, Competitive Theory, Attribution Theory,

Other Social Psychological/Sociological Theory, Other Theory

Theoretical
Domains

+  Relationship Type(Supply-
Manufacturer, Manufacturer-
Channel, Headquarters-
Franchise, Channel-Channel,
Channel-Government, Etc)

»  Respondent(Supplier,
Manufacturer, Channel, Dyad,
Unspecified)

Department Store, Discount Store,
Supermarket, Convenience Store,
Online/Mobile, Shopping Mall,
Distribution Industry, Other Retail
Sale, Franchise, Multiple Channel
Comparison, Food Industry, Service
Industry

Methodological
Domains

»  Regional Coverage of Study(Local, Mation-wide, Overseas, Comparison
Between Domestic and Abroad, Other(Non-Specitied)

*  Research Method(Literature Study, Case Study, Expert Opinion Research, FGI,
Survey, Time Series Research, Panel Research, Experimental Design,
Observance/Observation Method, etc)

«  Analysis Method(Regression, ANOVA/MAMNOVA, Structural Equation Model,
Modeling, Qualitative Analysis, Technical Statistics, etc)

<38 1> HEEM Z2|YYA(FS A, 1996~2017)

1. B2B vs. B2C 27| Hobs 0] NS A 1A o = TSt
= 589 44S 2l gl
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2. AH™ A (Substantive Domains)

AFFAe Tdo] Sl A
e} B2C A77H s toh=

23 A1FA= A
Framework for Distribution Channel Analysis, Stern
and Reve 1980) 0l 7]z 5to] A FH], oA o
U, 9-9F ¥4, F=+49 7 2438,
TH RO A A o7, A I 27, 71Et R A

J2]-74 4] E(Political Economy

A-7A ol o5, #5782 WRHA-7
A A] 2 "l(internal political economy) ~12] 11 2]F-%

2]- 7 A A 2"l (external political economy)¥t 222
7he] 8 Al A"lo] Qiet. & 7f o] Al A2 thA] 7
A(economy)2}t A Z] (polity)2h= 242+ 2702 @ A H
2o & deh WRBA = X (structure) @} 3}
“d(process)©] o, YRHAFE= AT 2t
Dol ek, AR e #2414 S 2ol Az
T/ H50] ofEA AZA O U=7HE Q| W
FAA S A2 7] A za-e 73St
L olxa osPBa Beo] ek WA

Al FEeE o] Qlow, WRAXF 2= B =74
A Atolofl A EAsh= A-0)E #A 9] B2 ofn
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oot WA A2 A el A gEolu et
T2 Aol e Mgoltt. SR8 A8 A=
T8 22 HARES s, oA et
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gz A FAFZI AHER ol i E, 954
A D72 AR oI AR wEol Qi

B2CE We= 3t =79 7% Brown and
Dant(2009)¢] = 2o] 7] 3ko] ALEAE 742, &
A, AFBRE, AH| A, FAE, A8 2F80F, e,
27, 7|eke TR

B2B2} B2C ZF7te] Gojo] 4 AAE B4 FA)=
T2H7] e A-foll= 7IetE Agstalen,
sfupel Aol Bae] AL BAT Feole B
oF th 3211 A o] W F=of LA Z T

3. 0|EX HH(Theoretical Domains)

d 9] HE3H= Brown and Dant(2009)
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<E 1> ‘S 0AM AZE O|Z2] of

Theory Exemplars Theory Exemplars
i Other social Communication theo: on s
. Brand equity theory Retail patronage . L Ty Diftusion of
Marketing o theory psychological/ Embeddedness theory . .
Customer lifetime . . f . innovations theory
Theory Value th Segmentation theory Sociological Social influence theory AB| 02
alue theory Service quality theory theories National culture theory erer=
. Auction th Th f
Microeconom uction theory eory of consumer
ic th Game theory demand
ic theo L .
24 Signaling theory Utility theory
Rounded theory Y HE0|2
Life cycle theories EINIESS
o Location th =
Cue utilization theory ocation theory l _-I =0l
Elaboration likelihood Measurement theory 221801
theor ME|AEZ Role theory INECIE=EEIPS|
Consumer Product invo}llvement HeH|g Expectation N geke=xe S
choice theory Prospect theo HIEMEHO|Z2 disconfirmation theory ZE7|01z|0|2
Refererfce de enr(}i/ent dag=oE Contingency theory QIZ|MEIto|2
theor P Opportunistic behavior Ap7|2| 20|12
y Transaction cost theory AstHo|E
Resource-dependence ZAZ|0|12
theory ge|dds0l2
Social Commitment theory Social capital theory Expectation theory SiA~Z0|2
exchange Conflict theory Trust theory
theory Justice theory HE LA 0|H0|2
. . . . Other theories
Satisfaction Consumer satisfaction . .
Job satisfaction theory
theory theory
Information - . .
. Information integration Information search
processing
theor theory theory ZAHoH"olE
Y wzoz  OMOIE dE9E0E
Smoz  ZAOE oy
Reference Adaptation level theo Assimilation-contrast 2jolo|=2 AlZol2 A EEA
. vV [ =
price theory P y theory =7j0)12 —_%;i! o2 AHR2E
gm0z A2 EranoE
Resource advantage E4o|2 SE8oIE 2SUB0l=
= =
Competitive Dynamic capabilities theo g A80|12 otelo|2 EXA|AEIO|2
o =
theory perspective R b Yy dvi kol I}Q|o|Z0|2
esource-based view m2icieloj2
SEEEHY0|E
I Attitude theor
Attribution . Y Memory theory
motion theory . .
theory Perceived risk theory

Learning theory

* Brown and Dant(2009) =&} Hadjikhani and LaPlaca(2013) =20|A| HA|E O| 2S5

HIAIZ| O UA| 2|2 RSO AME =20 M BAIZ0f U= OlE2SY.

B2 HI|5IYCH, ¢



of
7
8l

o
OF

3} A0 2 Al REA A,

4. HHHEX AH(Methodological Domains)

Apslattol

ol
I

=0

A7

3]7E4, ANOVA(MANOVA), -+

7., 7R, W, 8

B

% of
col.
55.0
45.0
100

% of
row
100
100

Total
254
208
462

9.8
9.6
9.7

2016~2017
20

25
45

30.3
22.6
26.8

ol o]2 72 28] o] F2] =2 o] AA =]

2011~2015

71
47
124

oNE TESe,

1—

(145

27.2
36.5
314

2006~2010
69
76
145

17.3
13.0
15.4

<H 2> A ETF - B2C vs. B2B(HI &, %)

2001~2005
toich B2C |+

44
27
71
5

Hel A, = LA

[e)

1

1=]

154
18.3
16.7

1996~2000

39
38
77

Fgom, FuAae] A9 tha A2

o

B2C
B2B
Total(% of row)

TAT FolA ol B2 AHIF A E Au=

= A94 "7 T WA,
A, 75 L2A, FAH(dyad)=

Hliz T2

Wl

ol A B2C A

I
=

Al A

gl
254

i

(55%), B2B A

|

K
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fa
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1
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1072 Z7}
hiE

1) T

R

WS

I

t}7} 2011'3~2015 o]l (47

H) dH] 20061~2010¥(76

ol

%S

15.4%, 17.3%, 27.2%, 30%2 A&
o

=

11—

Al
20019~2005(27
of &

Skt

[¢)

)

I

7] §E D

o]t} 1990d~20001 (77
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ZUHA] 2006%E~2010
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ZA7FSHE 2017d 2
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1996

AR =
T+ 20013~2005 (71



<H 3> =2FHE HIZEIL, %)

eoue 1996 2001 2006 2011 2016 Total | %0 | %ot
~2000 ~2005 ~2010 ~2015 ~2017 row | col.
Price 2 133 ] 2 133 13.3 467 | 2 133 ] 15 | 100 | 5.9
Promotion 1 83| 1 | 83 167 7 583 1 |83 | 12 | 100 | 47
Product/Brand 3 86| 5 143 13 371 11 314 3 | 86 | 35 | 100 | 13.8
B Service 5 278| 3 167| 5 278| 5 278, 0 | 00 | 18 | 100 | 7.1
2 | Customer Behavior | 13 143 | 17 187 | 27 297 | 25 275 9 99 | 91 | 100 | 358
C Channel 7 184 | 6 158 | 12 316 11 289 | 2 53 | 38 | 100 | 150
Organization 4 182 | 3 136 3 136 10 455| 2 91 | 22 | 100 | 87
Etc 4 174 7 304 | 5 217 1 43 | 6 261 23 | 100 | 9.1
sub-total 39 154 | 44 173 | 69 272 | 77 303 | 25 | 98 | 254 100
Transactiontype | 13 361 | 6 167 11 306| 5  139] 1 | 28 | 36 | 100 | 173
Decision-making | ¢ 1551 3 91 | 12 364 | 11 333 2 61 | 33 | 100 | 159
mechanism
Power-Dependence 3 13.6 2 9.1 12 54.5 3 13.6 2 9.1 22 100 | 10.6
]; Feelings/Behavior | 12 197 | 12 197 | 17 279 | 13 213 1.5 | 61 | 100 | 293
B | Intemalpolitical | ) oo s s g 391 | 1 43 | 8 348 23 | 100 | 111
economy
External political | 5o |\ 30 | s 455 | 14 424 0 00 | 33 | 100 | 159
economy
sub-total 38 183 | 27 130 | 76 365 | 47 226 | 20 | 96 | 208 100
Total (% of row) 77 167 | 71 154 | 145 314 | 124 268 | 45 | 97 | 462 100
B2B A9 ¢ BEAGQrt 71d3 1Y 7 oM AdFd 71AA gIete] HEYA +52
(dyad) TA] 2HS T2 7| G54 A 874 55 AFAES Ahm S-S g A 7t
AE7] 2o AFATe] o5 1S o5t gl ztmgfrof agt 2WE 1= S 2
AR =20l A vt Aoty D5k o9 o] g Hh Axte] Aok 58] xFof A
t}. ohet 201195 € B2B ¥ A7 S35k QL FEATE Arsle 74 JAHS AT T, o]
= Y<lo] B2C tiH] M stof| w2 dTrol{rrt S F71H o2 T Hofo] A oA E A
dH oz ol 1A ZAJA] of Y AFEAH AIBHAIE she Aol "asict. s3] atoA <l
dast a4y o5 T2 o] §-2 A7 17t oA AF2 N A4AES] TS o]Eo E
Y= Qe A= YHsHA wdst "art 5= g Aoltk
QUct wreF Sato] A e-etH, i At &1 H B2C #ANA =2 FAE H|F5-S AmHHA, &
S| o FEOIM B AT A A F7 ]2 E (919, 35.8%)0] 7§ Bokom, T ohg o
o7t dgsict 7 AFAES] A4 T FA4 2 AE(38H, 15.8%), AlE/EHAE(35H, 13.8%) %
o] T W 35 Ansy T2 NH =Hd Lrebg T AtiE o2 7HA (15, 5.9%) 3 Z71(12
20| 4ot g2 A7t Fasitt #5548 249 H, 4.7%) B A7 FT S7HFAOIARE A



60 | 0T 233 43

A= Ao AH|A(7.1%)9F 2 2(8.7%) T 4 A& BolF T Qict 20157 A= &2 A2] T
T AR 37T e HolF it wRo] 32 o R} A2olk AA| Ty T =
B2B TA oA 9 =i FAE HIS2 B =74 o] H]Fo] F7Istal itk A g ol det A
A 9 sl Wt =2(61H, 29.3%) 2 7HE = AAt A 7ol Zgo] mret ZAshs AdFE Ho
goor], 34 9 42 #9L BPR AEAE S F1 Ak OAER dAYSL Ao ol=e)
73 B =2(564, 27.0%)°] I th=22 WERR < Q77 A=A Qe A o= vt 9-oE
o 2L A 9 Aol ¥t =2 A A Tt A= B2B AFollA 7 AA A+
"ol e WA, 2 A4 FAIE HojFal g Fofo| 11 2006'd~2010d 7|7tefgt FFH o2
oleh. whHlel G EAE M T B A4S, AWHGOn], 1 AFRE Wi 250 ATTo]
A HA A Tt =wol Al wEk e+ a2l )
<E 4> 0|23 YAMIE, %)
Theory 1996 2001 2006 2011 2016 Total % of | % of
~2000 ~2005 ~2010 ~2015 ~2017 row | col.
Marketing theory 0 0 0 0 0 0 0 0 0 0 0 100 0
Microeconomic theory 0 0 0 0 1 333 66.7 | 0 0 100 1.2
Consumer choice theory 4 1.1 {4 111 | 8 22212 333 | 8 222 | 36 100 | 142
Social exchange theory 5 192 | 4 154 |5 192 |12 462 | 0 0 26 100 | 10.2
Satisfaction theory 3 4291 0 0 0 0 3 429 |1 143 7 100 | 2.8
B | Information processing theory | 3 27312 182 4 364 | 0 0 2 182 11 100 | 4.3
2 Reference price theory 0 0 0 0 0 0 0 0 0 0 0 100 0
C Competitive theory 0 0 0 0 0 0 1 100 | O 0 1 100 | 0.4
Attribution theory 2 133 | 6 400 2 133 | 5 3330 0 15 100 | 59
Social psychological theory 1 1671 1671 167] 2 333| 1 167 6 100 | 2.4
Other theory 5 147 |7 206 | 5 147 |12 353 | 5 147 | 34 | 100 | 134
No theory 16 139 |20 174 |43 374 |28 243 | 8 70 | 115 | 100 | 453
sub-total 39 154 |44 173 |69 272 | 77 303 |25 98 | 254 100
Marketing theory 0 0 0 0 0 0 0 0 0 100 0
Microeconomic theory 1 10.0 0 4 400 4 400 | 1 10.0 10 100 | 4.8
Consumer choice theory 0 0 0 0 2 667 1 3330 0 3 100 1.4
B Social exchange theory 11 234 |13 277 (13 277 9 191 | 1 21 47 100 | 22.6
2 Satisfaction theory 0 0 0 0 0 0 0 0 0 0 100 0
B | Information processing theory | 0 0 0 0 0 0 0 0 0 0 100 0
Reference price theory 0 0 0 0 0 0 0 0 0 0 100 0
Competitive theory 0 0 0 0 0 0 0 0 1 100 1 100 | 0.5
Attribution theory 1 3331 0 0 1 333 1 333|0 0 3 100 | 1.4
Social psychological theory 0 0 1 50. 1 500]| O 0 0 0 2 100 1.0
Other theory 19 345 (4 73 |17 309 6 109 | 9 164 | 55 100 | 264




‘REUT WEEM: AnsEn aTws | 61
No theory 6 6.9 9 103 | 38 43.7 | 26 29.9 8 9.2 87 100 | 41.8
sub-total 38 183 | 27  13.0 | 76 . 36.5 | 47 226 | 20 9.6 208 100
Total (% of row) 77 16.7 | 71 154 |145 314 | 124 268 | 45 9.7 462 100
B2C¢} B2B2] 7} JHof A A& o2 "7t A AN, FAY] =S AlLstalE B A Y
o FAE oz & 4558 SRRt AR} o) ojE ek o5 =B Fol A 53] AF
REQT EWE A ST L2 AFHAARE A7 A9 AFRYT A7) A Flol A 9]
S Ad=Re) cepde uste AR Quk  Solw BFSkT BEE J)E BASS Fa A3
A= Aol Etto] 7|&E o)A it AFr ol 7N
B2C TAOA HgH o] H|F5S AHEH, o] 8F%]= o]E24 L7 (theoretical underpinning)
A2 Aol Z(36H, 14.2%), AFSlwEHo]E(26 = =wl 24 S gt we Tasth 8
H, 10.2%), AQICIE(15H, 5.9%), FHAZo|& Aotk whebA <{E AT ] e 7R E FFA
(113, 43%) =22 YEf o, o]20] PA|EA] 7171 sl A= ololl tigh HARS] 7tol=gkel 4=
B AL(ISH, 453%)7F Aol S =R ShANTOIN Y A2 R Be @F 53 5
of o] 2o HA|E|of §IA] k2 H-g-of ==of AA| < &l =2 A4 o] aHT
H 2zl Ygof 7|xste] ER/E Ao B
<H 5> B2B BAIRYHIE, %)
Relation Type 96~00 01~05 06~10 11~15 1617 | Total | 22OF | %e0f
row | col.
Supplier-Manufacturer 5 31.3 2 12.5 3 18.8 4 25.0 2 12.5 16 100 | 7.7
Manufacturer-Channel 19 24.1 11 13.9 26 32.9 17 21.5 6 7.6 79 100 | 38.0
]23 Franchisor-Franchisee 5 12.2 4 9.8 17 41.5 11 26.8 4 9.8 41 100 | 19.7
B Channel-Channel 0 0 3 30.0 5 50.0 1 10.0 1 10.0 10 100 4.8
Channel-Government 0 0 0 0 14 63.6 8 36.4 0 0 22 100 | 10.6
Etc 9 22.5 7 17.5 11 27.5 6 15 7 17.5 40 100 19.2
Total (% of row) 38 18.3 27 13.0 76 36.5 47 22.6 20 9.6 208 100
B2B TACIA A ol 2L B2C BAC] ASe | RoollA 7] 7t Aol kel o250 8
FAFSHA 87H(41.8)2] =EollA #H W8-S A o] FaL AU
& YIS AFRl L gto] Eo] 47T (22.6%) = 71 Y B2Cet 22| B2B Aol A A F3-2 Fa5t
72 ACNA 1 Eol ol g o|2oR Uete  5AH SEARA 53 740 A thifel
™, 7]8F o] 2ol et A7} 55T (26.4%)°] . QIR o whet Avput ojm|rt gepx] 7] ol
7le} ol 2ol w9-o)E o2, FFOIE, FER ok Py gl ATE WARIL AZAA-F5Y
o, A gol =, AFxA T o] 23t Zol upA| A BA R JeERGTH79H, 38.0%). L Th2 o2 I
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daolz slmEn sl ze] AL 41W Egton], 33Ul FRehs 341 ReFD
(19.7%) 2.2 717 ol A7} o] Fol 4 geh, 7 et A ZAAE Ao &2 g AT 34T(16.3%)
—F5GA TAE 22W(10.6%)22 20061 of| A 08 BZFA =Ro] AT Q= Ao g e
2015 Atolof AFH o2 AFE S-S 21T+ ok A OA FE BEE o2 g A 2t
Aot FEAA-AZAA A= 16H(7.7%) 2= 2579 o]f-gol| . B et 14H(6.7%)°] U3
H|E ojd A4=o| 2|9k FE0] A-E7F Y=L QL ot FFUAE o2 Aart 1" Fe= 1
o FBA B T 5 e GEYA-RTAA T BEswR /P Ak Sl RrAAE
A= 10H(4.8%)0=2 B4 7]togt gH& A7t YAokR] ot o 4= gl HH S F Aol A4
AP Aoz g 7] g =R A9k BEHo= Hejsge

B2B A7 $HUAE v FS AREH, 4544 vl oj7]o] T =B 597(28.4%)0] Arh
E o= 3y 4971 913 (43.8%) 0 &2 71

<H 6> B2B | S EIE, %)
Respondents 1996 2001 2006 2011 2016 ol | 70 0F | %of
P ~2000 ~2005 ~2010 ~2015 ~2017 row | col.
Supplier 4 40| 1 100 30.0 200 0 000/| 10 | 100 | 4.8

B Manufacturer 8 235 6 176 6 176 265 | 5 147 ] 34 | 100 | 163

2 Distributor 13 143 | 13 143 | 42 462 | 16 176 | 7 7.7 | 91 | 100 | 43.8

B Dyad 3 214| 3 214| 4 286 214 | 1 71 | 14 | 100 | 6.7

Unspecified 10 169 | 4 68 | 21 356 17 288| 7 119 | 59 | 100 | 284
Total (% of row) 38 183 | 27 130 | 76 365 | 47 226 | 20 | 9.6 | 208 100
<H 7> A0HE R H(BIE, %)

. 1996 2001 2006 2011 2016 % of | % of
Sealinegthance ~2000 ~2005 ~2010 ~2015 2017 | P o | col.
Department Store 5 45.5 3 27.3 3 27.3 0 0 0 0 11 100 | 4.3

Discount Store 4 14| 6 171 ] 12 343 | 11 314 2 57 | 35 | 100 | 13.8
Supermarket 0 0 1 200 600 | 1 200 0O 100 | 2.0
Convenience store 0 0 0 0 0 0 2 100 0 2 100 0.8
Online, mobile 6 125 | 11 229 | 15 313 | 12 250 | 4 83 | 48 | 100 | 18.9

B Shopping mall 1 200 0 0 1 200 2 400| 1 200]| 5 | 100 | 2.0
2 | Distributionindustry | 15 234 | 7 109 | 12 188 | 26 406 | 4 63 | 64 | 100 | 252
c Other retail sale 2 6.9 2 6.9 11 379 24.1 7 24.1 29 100 | 11.4

Franchise 0 0 0 0 2 250 750 | 0 0 8 100 | 3.1
Multiple Channel 1 56| 7 389 6 333| 1 56| 3 167| 18 | 100 | 7.1

Comparison)
Food industry 3 50| 1 167 0 0 1 167 1 167 ] 6 | 100 | 2.4




| Service industry 2 8.7 6 26.1 4 17.4 8 34.8 3 13.0 23 100 9.1
Total (% of row) 39 15.4 44 17.3 69 272 77 303 25 9.8 254 100
B2C9] 7% A+t &0l 2= ou|7t FashH, Aol A TR Sl 2|94 H9E AHE,
o] AFoAE (A ER B4 st 7HE B2Co] 7% A9(109H, 42.9%)7 A=(102H,
A7 H2 A= 54 Ade] obd 554 A 40.2%)°] TE-EI Ao =2 yEpsith Bl B2B
AE otvEs UEez UaEHE =F°] 64H o A= HAZ(118H, 56.7%)°] ARl o]ifo]] o,
(25.2%) 0= 7P Bttt 1 o2 2epel/RH) 2| 9434, 23.7%), ML(14H, 6.7%), ZHL] BH]
o ZE 484, 18.9%)°] W3tom, tHFRFE(35H, =109, 4.8%) = A A}
13.8%), AH|A1(23H, 9.1%) <=0 &2 eI 2 B2C A FolA] o] &5 A2 AHo]7} 160
g 7FH g AES BEaAd B ATk 183 H(63.0%) 22 drr o= gorom, Abef|dT 46
(7.1%)°] 1ieh. HhAo] B2C A oA wistd-o H(18.1%) 1 AAAT 30H(11.8%) === 1t

113 (4.3%)°] AR, o]

e 247190 €77}

BT B2B 17 Al AH[] (1293, 62.0%)2F At

Y= J I HTolle AR @Al ot ~nut A AT (40H, 19.2%)7F Bker, +dAF(34H,
7l Tﬁ?ﬂ* Zlxfo] 25 thf o2 g A uf¢ 16.3%) % Ago] YA Sch 2432 B2C2}
Aol A-ETro] EAf6kal Qlrt. B2B 5RO A 3| R4 LR A Y 9] o] &
o] Ayt o]4f o 2 eI
<H 8> HO| 2|2 HR|HIE, %)

S — 1996 2001 2006 2011 2016 [ | %of | %of
~2000 ~2005 ~2010 ~2015 ~2017 row | col.

Local 14 128 26 239 28 257 29 266 | 12 11.0 | 109 | 100 | 42.9

Nationwide 23 225| 14 137 33 324 | 23 225| 9 | 88 | 102 | 100 | 402

B Overseas o o | 1 11|l o o | 6 667 22] 9 [ 100] 35
é g;’gg::f;gﬁ;;f::g 1125 1 125 1 125| 3 375| 2 250 8 | 100 | 3.1
Other(non-specified) | 1 38 | 2 77| 7 269| 16 615 0o 0 | 26 | 100 | 102
sub-total 39 154 | 44 173 | 69 272| 77 303| 25 98 | 254 100

Local 7 163 8 186 19 442 4 93 11.6 | 43 | 100 | 20.7

Nationwide 23 195 16 136 48 407 | 22 186 76 | 118 | 100 | 56.7

B Overseas 2 143 1 71| 2 143 5 357 286 | 14 | 100 | 6.7
]23 g;’zg:tis‘;ﬁ;;f:g 1 100 0 0 | 5 500| 4 400| 0 0 | 10 | 100 | 48
Other(non-specified) | 5 217 | 2 87 | 2 87| 12 52| 2 87| 23 | 100 | 11.1
sub-total 38 183 | 27 130 | 76 365| 47  226| 20 96 | 208 100

Total (% of row) 77 167 | 71 154 | 145 314 | 124 268 | 45 9.7 | 462 100
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<E 9> ATLHMIE, %)

0 0
Research Method ~12909060 ~22000015 320(? 160 ~22001115 ~22001 167 Total f;ff focl).f
Literary study 5 38.5 2 15.4 3 23.1 2 154 1 7.7 13 100 | 5.1
Case study 9 19.6 5 10.9 7 152 | 17 370 8 17.4 | 46 100 | 18.1
Expert opinion research 0 0 0 0 0 0 0 0 0 0 100 0
FGI 0 0 0 0 0 0 0 1 100 1 100 | 0.4
B Survey 22 138 | 31 194 | 50 313 | 46 28.8 | 11 6.9 | 160 | 100 | 63.0
2 Time series research 0 0 0 0 0 0 0 0 0 0 100 0
C Panel research 1 50.0 0 0 0 0 1 50.0 2 100 | 0.8
Experimental design 2 6.7 6 20.0 267 | 12 40.0 2 6.7 30 100 | 11.8
Obser";zf;/) ‘(’fi‘zvanon o o | o0 o | 1 s00[ 0 o | 1 s500| 2 |100] 08
sub-total 39 153 | 44 173 69 272 | 77 303 | 25 9.9 | 254 100
Literary study 9 26.5 3 8.8 9 26.5 9 26.5 4 11.8 | 34 | 100 | 16.3
Case study 12.5 0 18 450 | 12 300 5 125 | 40 | 100 | 19.2
Expert opinion research 0 0 0 0 0 0 100 0
FGI 0 0 0 1 100 1 100 | 0.5
B Survey 24 186 | 22  17.1 | 48 372 | 26 202 9 7.0 | 129 | 100 | 62.0
2 Time series research 0 0 0 0 0 100 0
B Panel research 0 0 0 0 0 100 0
Experimental design 0 1 333 1 333 0 1 333 3 100 1.4
°bser"£2t°;é Z;’Siva“on o o | 1 1000 o0 o] o0 0| 1 [100]o05
sub-total 38 183 | 27 13.0| 76 365 | 47 226| 20 9.6 | 208 100
Total (% of row) 77 167 | 71 154 | 145 314 | 124 268 | 45 9.7 | 462 100
<E 10> EAYHHEIE, %)
o 0
Anayssmetiod | 0| Soos | oo | s | o | ™| e | oo
Regression 9 11.3 113 32 400 | 21 263 | 9 11.3 | 80 | 100 | 31.5
ANOVA/MANOVA 6 18.8 28.1 3 9.4 11 344 3 9.4 32 | 100 | 12.6
B | Structural Equation Model 5 0 13 0 19 0 31 0 8 0 76 | 100 | 29.9
2 Modeling 1 12.5 0 2 25.0 4 50.0 1 12.5 8 100 | 3.1
C Qualitative Analysis 10 | 40.0 16.0 28.0 4.0 3 12.0 25 100 | 9.8
Technical Statistics, etc. 8 242 27.3 6 182 9 273 1 3.0 33 | 100 | 13.0
sub-total 39 154 | 4 173 ] 69 272 77 303 | 25 9.8 | 254 100
B Regression 10 213 10 213 16 340 4 8.5 14.9 47 100 | 22.6
2 ANOVA/MANOVA 4 44.4 4 44.4 1 11.1 0 0 9 100 | 4.3
B | Structural Equation Model 8 0 9 0 28 0 22 0 5 0 72 100 | 34.6
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Content Analysis of ‘Journal of Channel and Retailing’:
Research Trends and Future Directions*

Youn Hee Moon**, Jiho Choi***

ABSTRACT

After the full opening of domestic distribution market, distribution industry structure has been rapidly
diversified along with rapid growth of Korean distribution industry, and research on distribution channel field
reflecting the flow of market has also been developed quantitatively and qualitatively. The most basic work that
should be done in order to develop the field of any discipline is to organize the accomplishments of existing
researches systematically. There have been no published papers on the trends of the research in the ‘Journal of
Channel and Retailing’, which is one of the top professional journals in the domestic distribution field.

In this study, the content analysis was conducted on the total articles published in the ‘Journal of Channel and
Retailing’ from the first issue of 1996 to the second edition of 2017. The research trends were analyzed in terms
of research theme, application theory, and research method. Based on results of this study, we propose the
research direction and the development of ‘Journal of Channel and Retailing’. The results of the analysis include
the overall characteristics of the studies published in the ‘Journal of Channel and Retailing’, as well as trends in
how 462 research papers published over the past 22 years have changed.

The main results of the study and implications related to this are summarized as follows. A total of 462 papers
were analyzed. There were published 77 papers in ‘1996-2000°, 71 papers in ‘2001-2005°, 145 papers in
2006-2010°, and 124 papers in ‘2011-2015’. This suggests the necessity of expanding ‘Journal of Channel and
Retailing’. To do this, it should create the discriminative value of the ‘Journal of Channel and Retailing” and

encourage the interest of more participants.

<Table 1> Research Trends-B2C vs. B2B (Frequence, %)

1996~2000 2001~2005 2006~2010 2011~2015 2016~2017 | Total Yoof | % of

row col.

B2C 39 15.4 44 17.3 69 27.2 77 30.3 25 9.8 254 100 | 55.0

B2B 38 18.3 27 13.0 76 36.5 47 22.6 20 9.6 208 100 | 45.0
Total(% of row) 77 16.7 71 154 | 145 { 314 | 124 | 26.8 45 9.7 462 100

* The authors are grateful for the 2013 financial assistance provided by The Research Foundation, Graduate School of Business
Administration, Chonnam National University, Republic of Korea
** Senior Researcher, Gwangju Regional Council of Human Resources Development, First Author
*** Professor of Business School, Chonnam National University, Corresponding Author
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Criteria variables for categorization are three domains such as research issues (topics), theories and research
methodology. These criteria variables are essential in analyzing content analysis of academic papers. The

framework for content analysis is presented in <Figure 1>.

+  Price
*  Transaction Type +  Promation
. «  Decision-Making Mechanism +  Product/Brand
Su bStar_'tNe +  Power-Dependence + Service
Domains +  Feeling/Behavior among channel +  Customer Behaver
+  Internal Political Economy +  Channel
«  External Political Economy +  QOrganization
+  Etc

Marketing Theory, Microeconomic Theory, Consumer Choice Theory,

Social Exchange Theory, Satisfaction Theory, Information Processing Theory,
Reference Price Theory, Competitive Theory, Attribution Theory,

Other Social Psychological/Sociological Theory, Other Theory

Theoretical
Domains

+  Relationship Type(Supply-
Manufacturer, Manufacturer-
Channel, Headguarters-
Franchise, Channel-Channel,
Channel-Government, Etc)

»  Respondent(Supplier,
Manufacturer, Channel, Dyad,
Unspecified)

Department Store, Discount Store,
Supermarket, Convenience Store,
Online/Mobile, Shopping Mall,
Distribution Industry, Other Retail
Sale, Franchise, Multiple Channel
Comparison, Food Industry, Service
Industry

Methodological
Domains

*  Regional Coverage of Study(Local, Nation-wide, Overseas, Comparison
Between Domestic and Abroad, Other(Mon-Specified)

»  Research Method(Literature Study, Case Study, Expert Opinion Research, FGI,
Survey, Time Series Research, Panel Research, Experimental Design,
Observance/Observation Method, etc)

+  Analysis Method(Regression, ANOVA/MAMNOWVA, Structural Equation Model,
Modeling, Qualitative Analysis, Technical Statistics, etc)

<Figure 1> Framework for Content Analysis(The Journal of Channel and Retailing, 1996~2017)

In the case of research subjects, consumer behavior was the most in B2C relationship, followed by channel,
product / brand. Price and promotion research has been increasing recently, but the absolute number is fewer, and
research on service and organization is increasing. In the B2B relationship, the research topics were mostly about
the emotions and behaviors among the channel members, followed by the articles related to the channel
distribution environment including economic and political tasks. On the other hand, the study of transaction types
shows a tendency to gradually decrease over time. The decision-making mechanism has recently been done much

research. The study of power-dependence was the least studied area in B2B research.



<Table 2> Research Topic Domains (Frequence, %)

Issue 1996 2001 2006 2011 2016 o % of | % of

~2000 ~2005 ~2010 ~2015 ~2017 row | col.

Price 2 13.3 2 13.3 13.3 7 1467 | 2 133 ] 15 | 100 | 59

Promotion 1 83 1 8.3 167 | 7 {583 1 8.3 12 | 100 | 4.7
Product/Brand 3 8.6 5 143 13 {371 | 11 {314 | 3 8.6 | 35 | 100 | 13.8

B Service 5 1278 3 167 | 5 278 | 5 1278 | 0 0.0 18 | 100 | 7.1
2 Customer Behavior 13 143 | 17 187 | 27 297 | 25 {275 9 99 | 91 100 | 35.8
C Channel 184 | 6 158 12 :316 | 11 289 | 2 5.3 38 | 100 | 15.0

Organization 18.2 136 | 3 136 | 10 :455| 2 9.1 22 | 100 | 8.7

Etc 174 | 7 1304 | 5 217 1 43 6 1261 23 | 100 | 9.1

sub-total 39 154 4 1173 69 272 | 77 {303 | 25 9.8 | 254 100

Transaction type 13 36.1 6 16.7 | 11 : 30.6 5 13.9 1 2.8 36 100 | 17.3
De;ifg;?::lmg 5 152 3 91 | 12 364 | 11 1333 2 61| 33 | 100 | 159

B Power-Dependence 3 13.6 2 9.1 12 545 3 13.6 2 9.1 22 100 | 10.6
]23 feelings/behavior 12 197 | 12 (197 | 17 :279| 13 {213 7 11.5 | 61 100 | 29.3
Internal political economy | 2 8.7 3 13.1 9 39.1 1 43 8 348 | 23 100 | 11.1
External political economy | 3 9.1 1 3.0 15 1455 | 14 : 424 0 0.0 33 100 | 15.9
sub-total 38 183 | 27 :13.0| 76 (365 | 47 226 | 20 : 9.6 | 208 100

total (% of row) 77 167 | 71 154 | 145 314 | 124 : 268 | 45 9.7 | 462 100

The theoretical domain used in this study is the marketing theory, microeconomic theory, consumer choice

theory, social exchange theory, satisfaction theory, information processing theory, reference price theory,

competition theory, attitude theory. There are consumer choice theory (36, 14.2%), social exchange theory (26,

10.2%), attribution theory (15, 5.9%), information processing theory (11, 4.3) %), and the case of no theory (115,

45.3%). In the case that the theory is not presented in the paper, it is difficult to work the classification.

Theoretical underpinning required for the development of research models and hypotheses is a very important

thing in judging the academic quality of the thesis. Therefore, in order to improve the academic value of ‘Journal

of Channel and Retailing’, it is necessary to improve the quality of the thesis based on theoretical underpinning.

<Table 3> Theoretical Domains (Frequence, %)

Theory 1996 2001 2006 2011 2016 total % of | % of

~2000 ~2005 ~2010 ~2015 ~2017 row | col.

Marketing theory 0 0 0 0 0 0 100 0

B Microeconomic theory 0 1 333 66.7 0 100 1.2
2 Consumer choice theory 4 111 1.1 | 8 222 | 12 333 222 | 36 100 | 14.2
¢ Social exchange theory 5 19214 154 |5 192 |12 462 0 0 26 100 | 10.2
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Satisfaction theory 342910 0 0 0 3 429 1 143 7 100 | 2.8

Information processing theory 3 27312 182 4 364 0 0 2 182 | 11 100 | 4.3
Reference price theory 0 0 0 0 0 0 0 0 0 0 0 100 0

Competitive theory 0 0 0 0 0 0 1 100 | O 0 1 100 | 0.4

Attribution theory 2 1336 4002 133 |5 333]|0 0 15 | 100 | 5.9

Social psychological theory 1 1671 167|1 167 2 333 | 1 167 6 100 | 2.4

Other theory 5 1477 206 |5 147 |12 353 | 5 147 | 34 | 100 | 134

No theory 16 139 |20 174 |43 374 |28 243 | 8 7.0 | 115 | 100 | 453

sub-total 39 154 |44 173 (69 272 | 77 303 |25 98 | 254 100
Marketing theory 0 0 0 0 0 0 0 0 0 0 100 0

Microeconomic theory 1 100 0 0 400 4 400| 1 100 | 10 100 | 4.8

Consumer choice theory 0 0 0 0 2 667 1 333| 0 0 3 100 1.4

Social exchange theory 11 234 |13 277 |13 277 9 191 1 2.1 47 100 | 22.6
Satisfaction theory 0 0 0 0 0 0 0 0 0 0 100 0
B Information processing theory 0 0 0 0 0 0 0 0 0 0 100 0
2 Reference price theory 0 0 0 0 0 0 0 0 0 0 100 0

B Competitive theory 0 0 0 0 0 0 0 0 1 100 1 100 | 0.5

Attribution theory 1 3330 0 1 333 |1 333]| 0 0 3 100 | 1.4

Social psychological theory 0 0 1 500| 1 500/| 0 0 0 0 2 100 1.0

Other theory 19 34514 73 |17 309| 6 109 9 164 | 55 100 | 26.4

No theory 6 69 |9 103 |38 437 |2 299 | 8 92 87 | 100 | 41.8

sub-total 38 183 |27 13.0 |76 365 | 47 226 |20 9.6 | 208 100

total (% of row) 77 16.7 | 71 154 |145 31.4 | 124 268 | 45 9.7 | 462 100

In domains of research methodology, B2B was the most focused on relationship between manufacturer-

distributor relationship and franchise headquarters-franchisee. In B2B relationship, respondents were

overwhelmingly distributors and followed by manufacturers. In the B2C relationship, a lot of studies have been

conducted on retail business or industry, online / mobile channels, and discount store, while only very few studies

have been found in department stores, supermarkets, franchise, and convenience stores. The regional coverage

covered in the study was mostly in the local and nationwide in both B2C and B2B.

<Table 4> B2B Relationship Type (Frequence, %)

Relation Type 96~00 01~05 06~10 11~15 16~17 | total Z’):f (foif
Supplier-Manufacturer | 5 31.3 2 12.5 3 18.8 4 25.0 2 12.5 16 100 | 7.7
Manufacturer-Channel | 19 = 24.1 11 139 | 26 329 | 17 215 6 7.6 79 100 | 38.0

]23 Franchisor-Franchisee 5 12.2 4 9.8 17 415 11 26.8 4 9.8 41 100 | 19.7
B Channel-Channel 0 0 30.0 5 50.0 1 10.0 1 10.0 10 100 4.8
Channel-Government 0 0 0 0 14 | 63.6 8 36.4 0 0 22 100 | 10.6




Etc 9 22.5 7 17.5 11 27.5 6 15 7 17.5 40 100 | 19.2
total (% of row) 38 18.3 27 13.0 | 76 365 | 47 226 | 20 9.6 | 208 100
<Table 5> Respondents in B2B Relationship (Frequence, %)
Respondents 1996 2001 2006 2011 2016 woral | 0f | %of
~2000 ~2005 ~2010 ~2015 ~2017 row | col.
Supplier 4 40.0 1 10.0 30.0 20.0 0 0.00 10 100 | 4.8
B Manufacturer 23.5 6 17.6 6 17.6 26.5 5 14.7 34 100 | 16.3
2 Distributor 13 14.3 13 14.3 42 46.2 16 17.6 7 7.7 91 100 | 43.8
B Dyad 3 21.4 21.4 4 28.6 214 1 7.1 14 100 6.7
Unspecified 10 16.9 4 6.8 21 35.6 17 28.8 7 11.9 59 100 | 284
total (% of row) 38 18.3 27 13.0 76 36.5 47 22.6 20 9.6 208 100
<Table 6> Retailing Type (Frequence, %)
Retailing Channel 1996 2001 2006 2011 2016 woral | 700F | %of
~2000 ~2005 ~2010 ~2015 ~2017 row | col.
Department Store 5 45.5 27.3 3 273 0 0 0 0 11 100 | 4.3
Discount Store 4 11.4 6 17.1 12 343 11 314 2 5.7 35 100 | 13.8
Supermarket 0 0 1 20.0 60.0 1 20.0 0 100 | 2.0
Convenience store 0 0 0 0 0 0 2 100 0 2 100 0.8
Online, mobile 6 12.5 11 229 15 313 12 25.0 4 8.3 48 100 | 18.9
B Shopping mall 1 20.0 0 0 1 20.0 2 40.0 1 20.0 5 100 | 2.0
2 | Distribution industry 15 23.4 7 10.9 12 18.8 26 40.6 4 6.3 64 100 | 25.2
C Other retail sale 6.9 2 6.9 11 37.9 7 24.1 7 24.1 29 100 | 11.4
Franchise 0 0 0 0 2 25.0 6 75.0 0 0 8 100 3.1
M‘ggﬁfﬁiﬁ‘zﬁel 1 56| 7 389| 6 333 1 56| 3 167 18 | 100 | 7.1
Food industry 50.0 1 16.7 0 1 16.7 1 16.7 6 100 | 2.4
Service industry 2 8.7 6 26.1 17.4 8 348 3 13.0 | 23 100 9.1
total (% of row) 39 154 | 44 17.3 69 272 77 30.3 25 9.8 254 100
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