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g o oeld AESe T2 FTE

o
=
2

kil

a1

B A| & (co-marketing alliances)’®] & Hj
ehdth, FEASAFE S50l 7
o2 AlgshE el sl AnA} <l ]
FAA717] Y8 =3 A (horizontal) &
2 FAl(vertical relationship)l] U= 7]
Rpolol ot AFe] BAVHANE
Stk (Bucklin and Sengupta 1993), “F&n}
ARAF ] FeE A3t ofd AlF/BAH=
AT, 7FAAIT, AEATF
2 v 7 e ‘]]i'oﬂ}‘il‘ A RA
5 53 viEo] Akt 25% o] Y 3] A3skaL
ATHRich 2003). FHoIM = AlF/BA= AlF
o] o ¥ B=9l Ze}rH(PRADA)S} LGH
28] AlFr2 vzl ‘Tl oy 7k &
S U1e] AL A 5 Tl delel
FEoPAY A oI Rob 2 5 ok
Wb Qejoln] AT tat aTe =
=) otel QTR BRE + Uk $4
FEPALAF Z2aelel ol v
& Aol e Q750 ek, W AEol

l
Pﬂ 1

rlr

L= RS

_LE'E}\il zﬂb‘ =0

=534

ATEE FEPIE AFZade v
o IAREE EE DAFHEE Folw A
TP FoE EX g

re
)

(Ztul, AEA 2010; FElS, A1 2008),
3 axw]Ake] Fo7h &3 = A0

4 A3, G J(l
2 H, 3
2AFAREAY
AR A, AFAELE B A5

%) & E3 dti(Anderson and Narus

=

1990; Bucklin and Sengupta 1993; Kalwani
and Narayandas 1995; Kandemir, Yaprak
and Cavusgil 2006; Kang, 343, 71-6‘}03 u}
= 2011). AlFAe) 22l tis)] 7=
E2 1 Yoz (1)7&7ﬂﬁﬂ(xﬂ-r_°%‘—:‘1%7q'ﬂ'
olvf hA7ksA, s oE) e, A HL
JNAF7IZE, Az, B AFZz=a3
T MFeol AFEdTe ¥ I
= AL FASH(Yi, Lee and Dubinsky
g, 295, 459 2011).
g9 ge ATEe TEUAY Af A
sl st Qo] A7l
a7y
#AAF 2 #A
8RB
(competitive advantage view)d} -2 o] 2%
WA 7o R AFAAE ArEstaL ok
(Hunt, Lambe and Wittmann 2002), ZZ& 4]
o9} e A o8 BHE Az PR
A A& ol B8t A57HA Al
gk e ATFES 3 7HA] o]EHe R
Ao AQE gt vt whebA 2 A

dAre ssHAE AFele dds AWd

view),

o)

(competence-based view),

ut

q

(relational factors view) HE+=



I olSSA

H4 Z2I0M SS0E ME Aol gaeel | 3

M= 49 olelw wE
2 € A7EHA g sEH
o U3 Yutal spEAo] e b
Jeto e FFrAE AlFd e

r'O
g

] ]:Htﬂ— /\]Q/HJ} F/p:‘r)ﬂ.— l‘:{—o]jl
A g, 712 ATee AFRE S48

A xﬂ?r* 4= %@6}71 #sl Gulad
(1998)9] 975 7|Wto 2 ‘A FIEV S HE
o] AAjEH AN ST ol FFAAL A
olsf AT wj=o W& TEHIR AR
o A elsta SAst gt

npAEre 2 B At T s AR Al fAd
ol YT A 5 = AR, AFIEY
o] v g, BF AlFZaade] £ 59
7 HeEs Al ol F S A e Al F ot
EY Apole] AfdlolHE HA o] FE AN
FE] Al gtop 24 ol 0]-g-5} STt

X
S

I.o|2H uEd H 7t

Ik

2.1 &5 HAIR AFroll A o] 24 113

719 b Aol 2 dlol] M= A

4712 v wiAYE] EAgcHHunt et al,
2002). A HAl= AL 7Hbo] & #H (resource-
based view) oA 9] ATl o] gt 7 oA
+ o] &4 (heterogeneous) o] L ol gt -5k
o] At 2AE T ). duldo g 2}
WitelE A AL A=
A7 B gl mebdel Aol §
S S AT ARE
AE(ap 1999). F WAZ A7) B4
(competence-based view)< xﬂv-ﬂ-al oJ2ko]
el 23S T AfFel Al AE
ol WA £ wl REUAZ} AlFet ddE

Ag gE 1, B 5 e 2A 9
Bfoln7} v
Spekman and Hunt 2000; Sivadas and Dwyer
2000; Spekman, Isabella,
Forbes 1990). Al |IAZ AFaA S =
niEtR e #AAE A

;g

r
Jut

= Q3lcHHutt 1995; Lambe,
MacAvoy and

e F1 AFES
(relational factors view)o] T}, o] I3 oA
8, 22, B9, 2217 SAbeET 2e B
4 E45] & FHH] YA ot 4B
Al AFE ekl Adisitie.g., Dwyer
et al, 1987; Morgan and Hunt 1994), U}X]‘ﬂ'
o7 APFARle 2ds T AFHAE

Hal= 7499 #4 (competitive advantage
view)o] vk, AA-¢-9 B oM & w), AlF
£ S LnAtelA A 5 e dEolv

Au| 27 AAALe] A vlE| A7 ATEERE

JATAY €53 =2 7HAE AT &
£ A% AFARE ) "rka drska

JTH(Day 1995; Hunt 1997; 2000; Hunt and
Morgan 1995, 1996, 1997).
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2.1.1 #A-d7IRE 33

71E ve] nAIY /= B AF=0] AF
JAF wHARAF] SR A 7He] &
S 531 dtfBarney 1991, 1992; Conner
1991; Peteraf 1993; Wernerfelt 1984). A} 7]
Hho]| 22 7Y E2 84 weea AEs
AIAA FHZHQ] AFE vEo] o= 2l
AHF o] FATE H R, o]FZ ool A

olgt 2L 7HA T ZH7] ThE AES WE
|

1995). A 7Hko] 2ol M= AA =2 7

2,
o
>

%
2 AW gArt whssAd wEe] ol
& ALE o9 Bk el ola) Zldel

AT gt debiicka @k obeel A4l

Sk} (Jap 1999).

wok £4 7]qje] nekael 492 F4A
Sk AFAETZ Sl AR 250
AR QA e Aol G2 5 g 7]
& W50] Fuh. o So| Txof vty
AAFAA FEARE A2 A 3]
re whzniel Azeh AEALE o3t
He 4 iRl e s ¥
nAE Y AFEH2E AEde dRE &
4 tH(Hunt and Arnett 2001).

AFE FAATNE ERATE (1) AT

for §9

o

32

oA =AY, (2) FFEUALY] AL A%
o] HhEo A= Aako 2 (3) 3 AlF ©]9
o] BXo g Akgd we 7HA7t ZolEAY
FAEE 553 AR @ekoh(Anderson
and Weitz 1992; Jap 1999; Lambe et al.
2000). AFEFARIE FEAZALT 2ol
@ A T o, 3EAYES 218
e &R Qi ZEA 29 o] 7 9
2R = Qo A A (QUALCOMM) T
of| 8 <&(Ericsson) 2] AFFAF2] ol & AT HEH,
el o] F 712 27| & 71 EobollA

AL A g o F lde FF A
FAolehe $48 Bal 1Rl 3T 5

gl =2 galHel olsE Al EFAE N
3 ATHQUALCOMM Investor Relations 1999).
b & ATl A7 oA SE
A AlFd el dFE v e 81l

02 AFEFAe] -2 Foket
212 #AA &4

WAA AR X = 710l nARESS 5t
=l QoA RbEE ek 91 7) Thed] A3
’go] ofd A& ol kg2 o 2 WHAsh= A
2 713t JH(Dwyer et al. 1987; Macneil
1980). ol#g wEAAS AAZA wiFolzt
I Faed HIZE] viAY J9dlA Hat
I F84o] SUElal k. Morgan and
Hunt(1994, p.22)%& AR & 7 <Jsk=l
Aol #AH weke] Jhdel e “AA A
o AFHel #AA nIAAS HET, AA
AI71aL FA8E7] 918 e TR vHIE &

rolgkar FAska slvk vk 719 o 71



I olSSA

Hel ZZ2 720 SSOAHE A

ﬂ

AA wghel] s
(Anderson and Narus 1990; Dwyer et al,
1987; Morgan and Hunt 1994), 212|(Achrol
1991; Ganesan 1994; Wilson 1995), 714
=9 (Anderson and Weitz 1990; Berry and
Parasuraman 1991; Moorman, Zaltman and
Deshpande 1992), 7}x|&f(Dwyer et al.
1987; Heide and John 1992; Morgan and
Hunt 1994), 2k&:0]3Y (Bitner 1995; Gronroos
1996), 713]5-2]85 A (John 1984)9F Z-&
1—_,_Eoﬂ i\xLo_ uli_]—,_ 011:]— azh oﬂ:ll‘_:_
Morgan and Hunt(1994)9] #AnAY =
oM Esto] TErAE AFAdTel Y=
A= glles AFHEY A ek Yol
713794 Y53} 22 HyEE A8

¢

(6]

2.2 FFHAB AT g A
FEARAFE B9l A& 5 A a1
o 2A| 2 w9 =AY}, Ernest & Young AT E
aAel o5k, AEet 7|9EL 719HA o]
of o] 20% ol& AFE Tl daL vk &
t}(Anderson 2002), &2, Ao FFuH
AT} Askehe Ao
AN Arol whAE A2 FHoz BE
ARAFS] BBFAE ool B 57

olo] FP Fo] gt}(e.g. Kanter 1989; Bleeke

%D‘rﬂ % T
I Fdste] BAAgY B8RS BT S8
JolEl & F8t7] olf7] wEolth(Gulati
1998).
7zel A7Ee] FEUIR AFANE 2
U B 2 SR rel € 4 3
4, 714 o] ALgE gl FEA
2 Al i e &
FRAR Aol AFFEU] o REw
(Mjoen and Tallman 1997; Parkhe 1993)& &
S osickh F WA ollgolt Bl e
(Mohr and Spekman 1994; Feeser and
Willard 1990), T+ ©0]2)3} #]&(Contractor
and Lorange 1988)% 22 A= X &
ARgEE ATEC] T vHAEe R AdEA
N AlFrebd BATF AL A FrA] Eofof gt
= 7H8 stoll AlFAddte] teeRE Ao
A& BRE ALEE= A% AtHGeringer
and Hebert 1989; 1991; Park and Russo
1996). Al WA o] AFSE A /‘314'_
43 Aol ohuin Ale] %
QA3 AFANE BN S5 ek
SHA HFS B tk(Inkpen and
Beamish 1997).
oY= AR AT
s sele Fale EAsAE et o
W, AFAAAE S48 g2 ATES AR
A Fol AEH T 0] (common benefits)’
31 lth(Khanna 1998). & A7l 4]
= FERAT AE Tl olehs

Svol o EE AL AFHA = 71

o

zl;@x%vo_g_ z

CEDIEEE
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of AEHNZANA ol FE AL AFAE 2
Aol AAah v &g FEAARAF Aotz

At
237148 A

231 AFIEY ] digk A< (commitment)
I F AR A Ad2tete] 3

1990138 BATAP ] Fa ol 7}
571 AR, AdRA G Qo] 371l
#AE A (long-term  relationships) WA E
& AT AT Aol TR AFF
AR tFojA7] AlZetdtt(e.g., Achrol
1991; Bucklin and Sengupta 1993; Gundlach
and Murphy 1993; Webster 1992), &3l t}F
g dATollM A SEUSe] HEH <l A
#AE FAsk= Wl o] ZS(commitment)
o] 2342 FE39tH(Achrol, Scheer and
Stern  1990; Anderson and Weitz 1992;
Gundlach, Achrol and Mentzer 1995; Morgan
and Hunt 1994).

Wir 0z Aol ANAAE Abole)
W] Aol i k2 we WAl
WA 2 Aol E=H(Dwyer et al, 1987, p.19)
714 B oA 9] o]l fleiA = @714 3]
A BARRE 28 4 7E ATES
AR, A iAol o] A& A g
o st &7y #AAE(Mowday, Porter
and Steers 1982), &A= (Kanter 1972), A&
2 At el gk B (Angle and
Perry 1981l F&E vA= Ao deA
et

E3] Morgan®} Hunt(1994)¢] Fox&=
&g 71 AFH AAE SUA7]7] ¢

F5ha giek. e 719

| SlolAE AFTEU e o)
ol FAH 0z WFE Fozn Aol
3HH T 1A+ UL Roln 257

4 A} (Anderson and Weitz 1992; Hibbard,
Kumar and Stern 2001),

71 s g AFl Slo] tEYC

2.3.2 718}52)3 3 5(opportunistic behaviors)
I3 uARAF doete] A

7 efH]-g-ol & stoll 7]3|Fo= BAFAE
of ol tie FRsige R e olole
Qs S A el o]o)e A5
A2 elelrg 7ol s A% wah
(Williamson 1975, p.6). Williamson(1985)
G5 A olel g 2TEE BFE )
817255l BFolerlnt, A% TAUZ
N Aeizele Aolaa sk 13

o= E7skal o]HE FFof T2 Ak

th olE S0, AFIEY Aol H3xLt o



S el T2 oM 3SR M Mool gatesl | 7

2 ols=4
DA 7F o2 Aslo|ghH Ak A FTAEZS
Zolol Folw B s FgFl opd o

™
€ AEFS 1A F4E £ = Jk(Das
2006; Yi et al, 2010),

IR R HE o] 7135FoA Fol
AA 2= B skA] gkokrtar dAjgte 73]
ool thak slAgro 2w Al 9lo] 1 A=}t
7} Grol A 4 Qlrh= Heldl, whek o]
A1l AAREYT} AAlE o] &-3kaL Qlrkal
AR =, Al A7) Azsla gE
o tfgk Z-AI7F AlZHETH(Ring and Van de
Ven 1994; Saxton 1997). w2t 7]8]5=2]%]
g0 ool thek ZHAIY P o o
g FApeh 22 Aok F AFFH]E(ex post
cost)& 7Tk Aol A g 2ol 773
2l JaFs mHth= el T8k qiet. ¢]
o} 22 7|EATEANE FEvARAFl 4

&l & ol v 22 M S Al S ISl

12 FERIEAF glo] =] o)
# AEFeld AFL FEeAH
Apel) 3()o] ek v Aolet,

233 SEUAL gt A%t 718504
Bt B

NBFeld YEe] BAE Aok pe
EﬂA]X—] = o]—UxJo -ﬁ-z] S 71 7] _‘4 3k /\01
st 71Rko] =A%t (john 1984, p.279). 7
k@Al glof 7138FoH PFo dm Ar
o] fjFolut Sa e Aloko|ut oo Eol
Y 55 & F A=, Dwyer et al, (1987)2
AR Az EA Slo] A utEY o a3t

lo
r>
i

FUH,

&ol 7|15]FoH AFE =Y
53l It} Shell(1991)2 Z3Th
FEo] B 7lge] =& 7yl
Ae] TR o]H& FF3)
1910 ™ Gundlach et al, (1995)=,
o] ¥t 719 AHIAEY I o
oA P& AL 7FsAdol At
]'Oﬂq olefgt MPAT AH=L vt
FoNE FEOIR Acke ol
o 9)\01, AZo] AlFIEY o i3t 713
o2 7HE A

r

0,
do
tlo
2

_éﬁi
[N
ooy
—{N—{%HHJHHIL
X, 1o
2
92

X

O

Sy
Lo
PN

fo N S
[l o>‘J N
iE 1

ol
-

L
Lo
)
2,
'?‘FI‘
o
N
4
ol
X2
o
M,

b3 BFAYAF ol SHEU of
& Az A8FE PFo| 2O

o] JFE& v Aot

2.3.4 AlF5AHHalliance specific assets)

3 Sl hi3 A te] B

Williamson(1985)& A HE-FALRE 71
9] 713|394 P5-& AT £ 9= olAlE
B PEE YAFoRA AdA S gske
A etn Fga e, FEOAEC ol
AFEFATOl tgh FAl A59] B
Aol =g FEd, AFEFA] F7he
FEY7|He] AFaAE FEdstAY e 3t
EUz s AL @/ MEY 98 5
o] Az-frsBAdN FEdA7E 548 A=
AA ] AFS FEet7] Agk k] dmjAL
A& AFATIEH B AR =gl Y
HAvkd, ZAAGAE fAs] Sss F
AFAIZE Hgo] 571wzl 7



WAE EF8377) olel9)xIt}, Wulolyg} g}
YAl Bl AE-gakatel tidk Ealr}
of 5 e dthite] stEUA o gk £}
7138HA Bt Goodman and Dion 2001).

bt 1m )

of\

a4 FEALRAF glol stEUAe
@ AFERALT] F71e Bl
(el FFE v Aelrh,
235 AFERAN 71817214 Bt
7

EfAke Aol 543} Ho] Qe ARtke
2 A7t FEEE 7HA7F AEEAY A
S| EHR| k= AALS HH(Ganesan 1994).
Heide and John(1988)2 A|ZA2} EFE<
Al Atole] ArbERAo] =2 A9 A=RYA
o] FELA O et SAE o] FohA| L FA
o #¥ e AT FdEoka T4 Al
FA oAM= SfFApitel gk Tt
FolA™ 713FoH PFor AT F U=
55 AHTE, A7|HA FAlAM TS
F A= dgo] AA7| ulitel 713]FoF §
52 29 5 Qlvh(Yi et al. 2010), AFIEL]

HA| EfARte gk T2 Fol AW 7]
3Fod o] o=, dA AAE
FrAFko] §lof A

A2 5 Qe A el 5
AL A5 9] wEelet,

4ds: FEARAF glol shEUAL
E AFERAALS] F7HE At
NFFelH ABe] RO e
w3 Roltt,

AFSAtel e vAE A

AFEHA ﬂamlz, = AAte] 8
Hx FAE T e A

FdEE WrEde] W wev&ad
(sunk cost effect) 2HEH 1 AHJAAE {5
3 & 4 Aot ARes} sEvA" 220
Holl gk viA" FApu]g-of S7kshd 7
H]g-o] d3heal Ego] maido] wopA=T
(Kalwani and Narayndas 1995), 0|9} Z+&
ol AlfFatEG ol ek s, A=, A%
Aol thgk 77 S718kAl Erk(Anderson
and Weitz 1989). A|lF3EU o thet H=at
ojuf AE], AFuAeldT Ze 5L 3
a Xﬂwﬁrﬁr‘fbﬂﬂﬂ A7t G A &R glo]
A dFo] AdSEFARIe R Alzel A
% (= 719e) Felaale] tolutal wel
A3k o AAA Gk, webd B Aol

opefiel e 7 & A& 5 ST

71 6a: FEHHAIRAF o] AulEs

|FEFARte A+ Y2 vl

Zlo|tt,

7Pd6b: FEutAEAIFl o Y FE
A T2 FEx)E2 AlF
EfARtel A+ d3e mA

Zlo|tt,

2

i

e AFERARe] FAHEA HE A
SEYe] gt dgeo] gasm ofEAol

=7}371= 3} (Bensaou and  Anderson



I olSSA

4l ZZ2 2o SSOFHE H

ﬂ

1999). Y&FHF &Aook A A Ld
Fo| AAgel eEAolE = dA7FE
g StEY ] 471 7] Aol uigh o&
ol &S 713vkar a1 gloH| El-Ansary
(1975) 719 ] AI7Fsg SFEVE 37] o
HAAFE, AAGEY Ugt oEXe] A
i Fh, weba FEukA A Sl
RAME, AFIHEY Alel| e o] &2 7]
dolgtH, AFEFALE S7HAA 3d It
EUArtel A&E Folels o] Eobd A

o]t} (Andaleeb 1996),

760 FEUAEIAE 2lo] B AF
2w SRE AFEEA
R()e) ke w2 Aol

AFA N2 o B ATl AT
wgol gsl ARsAE et Bk B o
= FEOPIY AR A a91S s

71§13 719 Apd7Intol& #Y wAle
Transaction-related
'd Variables ™
Transaction
Frequency
Partner's
C'o-marketing
Partner’'s e i}
; Alliance
Co-marketing T
2 Specific assets
Investment
Numbers of
Co-marketing
Program
e

oA
i g FEALAF Aol A
38 113 28 1A v% m—rw

Ak, 7HA 49} 5ol = AFE
3} 7)13|ZF0) A Z o] n)x= sk tis] 7
Fotdon Ao Fhe] JFE 71359

A ggollE F)o JdFE vF 2
I}, vpxEto 2 714 6ollA= Agule, A
FHEUY T FErARZzaA e
Sk

@
pa
o
bt
o
A

54, B FEOAYAF L2
ANEE WFo) AFE AT of
& vlAE A Avng. Ad
Eve] FEALAF B

ol 2
W 47

Hlso} A F3t
FAE AFSE

Partner’s

Commitinent to
Co-marketing
Partner

Co-marketing
Performance

Partner’s
Opportunistic
Behaviors

agn a7z
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HAth 87 o] FE A e 19kl v
A WAl Al A Al e e
Zw zAbE AR5 Yor, TAHYIA
AMu| 27 AR o] =L Ql=A], Aok €]
W&ol AAALL =] setstal Jlvt, & =
A AR AR 718D NALl o] Z]sho] Al
Fatglen g 71Zk el =2 29
(mysterious shopper)& 373} e] A|FAF 1L
s 3lo] & 2AR =SS

Fatoltt. thre AFAH L F 145

AR

5]

0

A TSN ey Z2ae) olsuE Y Ags
olFEAl AdelzE o] 201D)& M gam 2awe) wel (F1)F 2o] 107] F}
ohodTe 22 20129 12¥ 312 VIE gualdie FeAFA TS AAs,
o2 Sl AcleEaltel Y Ak 19 sy W (o, mEE)e s 2000
ol AFHEAN = AFAEUIEE T4 gx= goz golgs 223190
(#1) & A7 Z&HE o] A Mgt 22 R MFAE E
ME 7t a2 AEH M X|g &Mz
UMESYAY, RiEEeiA H it FolEE2AY LERODIEY MHME2d
olF 20010k23lE, HE wIOOIESE, A AH EF32a UFRFH SUETESS2LEH
ROOIEE, S+88322 F S ROOEEH
e SEE UOISAN OEHRE, PHHY RMMNE SAGE SM2E LM,
HE H, 32 gYro=dd operEred, SME

Aser Hiled ZAdAY +EUAE Hdsd U799y MEROE SURUOIEY, s
NS g 2o
SHOIOIEY, 29028, #8923 H, o HHOIOEY, SH2U0[0EH, F0[sHE, +
olg FO|OtEYE, oMY, g+0I|otEd, 28, IJIOIDfE’H fH%HIDfEE, A-SOIDIEH, A
de1=d Y, SURHOEY
SHAE, IAmE|FEly, SHEMAE, of FESHE MERUNE, RAgREd, SOt
ST SYUHE YFEmeFy, B OGEYE StE RUENE BAOCAE,
H0[ 742 i’:EJESE d52dd 0=, M= E@@?E, MERHE, $H;%%*Oi’é1, Obate
g, dH2d MEOIRZHAY, oQ=d, g3 SitfieitserEy, ity 2
ded =54 tefzE ﬂﬂﬂioﬂéﬁ, MAEE, ST FAUE oy,
YTYIIEY, ME2dH dallgetsy, sMsEYdE, di2tasy




LY oSS 4l {4 IR0 SS0EY ME Antel gateel | 11

MS7tE 12 ~=3 2 g =
Y=g, SU9ANE Ssieiad =5 UxgYd AMuad, dagetd, AMME
SHY GdH=dE od=sSd sty o RAugd Asolzdd SdEE
ol Hd, =59y sidugEay, Qstol H otsd, thiEd, dalitlHd, dalsE
—'c = = = T
2 sdoisd HaiEg el H doitisd SUMIZYE dUsYd =2
UIE FJdoNg, F2EEE A8d 4 BIXIE, AMUed daizdd AMIEE
B2l 399y a4 U842 g8t=d
AN HIEHAALNA  REAIX [SIZS|
FEAME, SN, HEE SEE ax N, Sofm UmA SO 2
HAEZ O E MEAM mHEXM gsxx 2ol = = oAlE, Bemms Ml o, o
I e e 0 e=n eomh =8 MINA 25| EAA UNA a@AN
19—_]7(4 ?‘Elx-l o o, o =0, Lo, O o, [ - |
o 2., -,
MUY, QREE TOIAX  AIATIAIE oMY shRrf AWXIE, ROMEE, ofAlot
Rulg=otolagiay, Eeg 27848, B4 sd MEithE, g=2=d R
IJx} TelE wteed Hdd =oid M= & 9E9E XE2M01AE, 1Ed RuE
g gegrtdd Sy iy o =58 3dud, deiEiE, 3d9=d o
SPS| nlps!
| [
gasa SIS, SHE SHSSH, UIAE, IESYS, MUE, TFANE, &i20E S
—° 2EY9Y =59d 580BsH Sy MY Adudd gHE, doiexy
0154 HH4H N/A

3.2 o] 22A Ao

B A7olN AHeE s
o SEEY. A WAz FsrEAl
23k, AN, AU, FEOAE A
&, AFERAN 5L 717 9

3
o] At Aol 71EH 2012 487

HolN A vhelel A AdE AL
& 4 9t} (Chiou and Droge 2006; o] &€ 2]
2011). &-svHAIRAF Ad¥= Khanna(1998)
o] ATellA ARbete] AFZEZIHE Sl
e Tl olgts SHA olFFAl

Abek AlFaA Ol e 71dES (E2) 3] A

FHAR AL 73504 9, B AT

R R R N B o P B e
He Sl ST,
AR A ol B
T SAXE & A7l
FAsIATE. dlE E9], Kumar, Scheer,
and Steenkamp(1995)2] AT-ollA A& T
37 2%, AdASeE, BAE FA347) 9
@ wAelA Fon 2qshae, g o7
o 2PEYL vigor, B dPdNE ()
AFA 2 RN 51910 AT H) 2o
e A 53 @) el S A
2ol that AFHe e FE, (3) AFA
2ol th3l AFAE AR Ao ARG B
=(ex. WY, £2H, POP, 9458 5) FE &

o= Wyste] Aga. 718F)H BB
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[e)
e

71& o8] dF-(John 1984; Skarmeas,
and Schlegelmilch 2002; Lui,
Wong, and Lui 2009)°|A] AF&¥ V‘i‘ﬁo%
Aol BHAl A3k, (1) AlFA H|=

TAL =] B AlFA R =E A A 7 ‘IQFO
= A5 (2) 3T o] FEAIAF AlFA | = )
glof thal] A=A AHses =g S4s)

Katsikeas,

1 Lrh:

R

M o
o
5 -
° oo
%

A\

N
-

7%4, 6‘91 2}017} 9}% A

Z & 7] wWiEolH, ERRE g 7HA

1> fo Ml
lo
N

i)
rﬁ fru

¥ 1o o ol i
oL

N

H 9] (common method bias)

ufj&-o]ch(Podsakoff, MacKenzie,

A58 S Adekel $49L nnct §

EEY T

Lee

Ao}, vlR|g o 2 B Ao AT o= and Podsakoff 2003).
WA A g, 2] o *HHOHAM AAReE 5
Asle] ol AR AMgsIgET, FA 3.3 7|12 EAEA
FEe] A Aow i} AW 5007 E)
ol o] EFJA Y 2 FstaL ol& & A AT 2007 HES t)FoZ HA b
AT E AT ol l, ARlE, ARG FEAE, BHAlFZ
2 AFollA AATolEle} Bzl oft 2O 7, AFEFAE, A oA A
(H2) 7|=8EAEN
Had HEs EJENAY Z|CHZk g HZEMR}
Dot E M} 200 0 45 .09290 0.09668
Hef A 200 0 13,082.00 179.2750 1,626.69160
ot EHI2 200 0 29,406,595 4,413 242 57 | 6,983,992 986
HEEQXA 200 0 18,933,587 | 2,420,814.205 | 3,953,069,177
YR 200 0 6.00 0.5350 0.98673
Et MEmzaa & 200 1 4,00 2,125 113836
(H3) HEA2A
7@7_* OHAE | HRER 54 | 715=0] _Ef Mg |2 0HHE| d-AA
T H|E Xhat il sl i -
Heff 1
orAEHS 569** 1
HEEQX A B21%F | 858** 1
A 295%% | 369%* | 383** 1
I ESe] — 279" | —177* | —244** | - 253** 1
Ef Mem=33 2| —039 | —132 | —076 | —136 | .323** 1
ZEopAEMT | 590** | 576%F | 694** | 395%* | —309%F | - 089 1
BHHHA —104 | —098 | —041 | 013 | —044 -.069 107 1
* p (005 ** p (001
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AR %, TEVARAT ) dF 7| 2EA R
Mg (F2) N9 o] BHelrt. EF (F3) ol
UeRd wje} go] AuaEAe] dig 4
ek 7he] ABBAE YRE fro

‘L__TE
3 :1 Ai=st vpAY E20, A5
SRR 2l B R A Aolel ¥
& o) ARWATL = Aoz et =
& 7181570l AAYA 52 Aee vhE W
S23} g9 BBVAZ} epT)

Ak, AAHelHE ¢ Zh(extreme
value)o] EAsl22, AHAS, viAIEH]E,
xﬂ;‘;s—wwg HEmol| sl A] AA]| F-2] ol A]

e Mgt

2 7Ha gomw, Aust daugge

SAahe AA A4 o

0.7 o]o =z 2w l% %xﬂﬂ %i‘:‘m J&Er
SFITHA Al 2010).
EgAdS

Asstazt wkdz S
(reflective measurement)E-°ll th3l] A3yt &
A aRlEA oM, EFHAA7L 0.5 o] o]
7] W&ol Mgetdes IRt & 5
91 ™, AVE(average variance extracted) &
Al 0.50]%, CR(composite reliability) A
0.7 olgol iz ek ol ek 2 4 9)
o vpAho 2 de e T g aEd 7t
A

7_}4 AVE %M F24 NEE 7 FRAFe Al

¢

224 FAE SAHAET 52 s =
YETE G BUIG BRAOR 2 1 ave g o] LA AT G2 315
Ao W LB e AHE A AS T pa wdege gustyn) Sl ol
Ul (HAM Y 2004) B ATolME WALE  Mo] amale) tlak A3t x2=5,522 (df=4,
A& A7kl SRl Wb em ARESRE - 238), RMR-.016, GFI=.989, NFI=.989,
Cronbach’s @ A& vyt e g2 A58 3435} IFI=.997, CFl=. 0972 T R-50] x|4So] 7]%
Aok, 2 AFolA A&I 73] E Al LS 27 22359},
02 NARTES 25 & /e SHUFT
(#4) BIEH =ZHL0| 01X QQIFM A
Estimate | St. Estimate | Variance | t—value | AVE C.R. | Cronbach’s a
AM «— Zs 1,000 .820 182 -
AL — AL 873 782 181 10.821%* | 645 | 894 833
ZAL3 — AL 1272 806 326 1.004%*
7|zl=et < 7]3/52]|  1.000 .940 155 -
848 | 0893 917
7138|1302 < 7131|971 .901 253 6.26

*p (0,05 * p (0,01



14 | =97 197 35

3.5 FREAA BYPRA AP SFEY | tigh A& (74 dle A (+)
o] J&FS v A|31(B=.357, p(.01) AFIEY
2 AFeX = RS o838ty AT of thgt 713597 AFTHd5)ol= F()
7Ha& ATt dA 2¥ e AgeE A FEFE PHE AR YERTHBE=-157,
3 AP #’=147.816 (df=35, p=.000),  p<.05). UAR, AWAFCHL6a} viAE
RMR=,065, GFI=.904, NFI=878, IFI=.904,  E=x}7}d6b)e} 2o Agjad golse A%
CFI=,9022 75 A%t tiiie] 4% % A SfrAbitell ()] o3-S wH ok (B=.150,
TN 7|2 o= A FZA7IL A= A p{.01; B=.745, p{.01)), E} ﬂ]?‘rzizaggl
© 2 YEPth(Bagozzi and Yi 1988). 721 T AFEFAR ] B FFE mE A
A2 BYS T AsE A2ATE (E5) 9 olgle= 7Hd2  AA|HA %‘Ml‘/}(ﬁam&
-8 2t p>.05). 7Hd6c7t A A=A 9k o]froll thal
7MaAE A3 AuEY o3 2o, A F3a 13|, jgrigel BAsta e o
AZ, AFHEU gt d&2 35" Fo AlF Z2aHE ol B AT gl
AHRCOHADA Ao G S mIXALB H o] &Ik AlF= AlF7I ol Ay
=.289, p(.01), AlFFIEY o gl 7] 35214 SHollA 7P Aol =& AFZEa
FFCHA3) e F()o dFS nAE Ao 2 Bt 714ET ] Azl vl AH]
2 UERdth(B=-.187, p(.05). EAZ, AlF3  2mjExs} E7] gize] 7ol AR A ok
EY gt 713]F9H P52 TFHAE < AR Bt} miAwto 2 B Ao
AIH2)0 (o FFE vAE A= N W BAA S 75 SAHTE A
e THB=-274, p(.01). AAZ, AF5F Ao, e W TR
(#5) FRYHA 71445 2ot
7t St, Estimate | S.E. |t value |X{EHCGIE
HT | METEH0| st 24 — SSoE Nt 289 011 | 42565% | XH{EH
H2 | MBTHEHO| tht 7|83y s — SS0HAIE MHat —.274 006 |-4.340%*| XN
3 EE‘%E;MI et 24 — XFDEU st 7[slF g7 138 | pogar| ape
He | MEERAM — HMEOEH st 24 357 050 | 4716%* | XN
H5 | MZERA — MBIE L0 thst 7181795 Hs —157 .083 | —2.106* | XN
Hea | Heitis — MESRAMR 150 040 | 3.454** | XHEH
Heb | DIAEIEXL —> MEERAH 745 040 17107 | XHEH
Hec | E} MEZ2a8 2 — HEESK|A 018 031 | 477 712t
control | AXMAXN| & — Z=0AHEINT} 066 006 1.163 -

*p (0,05 * p (0,01
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Al QFHA] (safeguarding
mechanism) Q& 3= Aoz ATt &
AT Thel AR AFERAS

2 78k o (1) YAE--A (site specificity),

(2)EZA2F5-H-4 (physical asset specificity),
(3)21 A A2FEH-A (human  asset  specificity)
T SRk s FdHE 2RE e
B2 (Williamson 1985, p.526) &&u}AEA|
T AHE =o17] Sal ol s Tt
Fef o] SRk = dev A Al ¥
A2 AFSFARt dFS vAls 89des
AR, AFotEY ] viAlE FAReh 22
felEo] EARE & A5 Sl vrelddh
2 ATo] SR A AR AA AlAP
3l 71=skabd v g, 94, SHeA Al
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A Study on Antecedents of Co-marketing Performance

in a Telecommunication Membership Program™

Yi, Ho—Taek™

Abstract

Recently, firms are faced with marketing difficulties both new customer acquisition and
existing customer retention due to high competition intensity in many of industries., To
overcome these difficulties, companies are introducing co-marketing alliance programs, a form
of working partnership, defined as contractual relationship undertaken by firms whose
respective products are compliments in the market place, Both researchers and marketing
executives have devoted much attention to co-marketing alliances and performances, however,
most of previous researches focus on survey data in specific industry so there is lack of
generalization of findings.

In this research, in order to overcome the limitation of previous researches, the author used
both archival and observation data in telecommunication membership program. Especially,
though there is no consensus in the literature on the appropriate definition and possible
measures of benefits achieved through alliances, these measures can be classified as measures
of “common benefits”, In this work, the author focused on two perceptual measures: (1)
co-marketing alliance common performance, describing that facet of performance derived from
the co-marketing program, and (2) overall market performance, derived from activities in a
firm’s markets not governed by the co-marketing alliance,

Based on TCA, social exchange theory, and relational contract theory, the author
hypothesized three behavioral variables(e.g., commitment, opportunistic behaviors, and
alliance specific assets) and three transactional variables(e.g., transaction frequency, marketing
investment, and numbers of other co-marketing programs have relationship to co-marketing

performances,

* This work was supported by the National Research Foundation of Korea Grant funded by the Korean
Government(NRF-2013S1A5A8022718)
* Assistant Professor, Department of Business Administration, Keimyung University, (hotaekyi@kmu.ac. kr)
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The conceptual framework underlying the study is presented in figure 1. Research
hypotheses are developed on the basis of literature review and previous research results, The

research hypotheses are as follows:

H1: Co-marketing partners’ commitment has a positive effect on co-marketing performance,

H2: Co-marketing partners’ opportunistic behavior has a negative effect on co-marketing

performance,

H3: Co-marketing partners’ commitment has a negative effect on its opportunistic behavior,

H4: Co-marketing partners’ alliance specific assets has a positive effect on its commitment,

H5: Co-marketing partners’ alliance specific assets has a negative effect on its opportunistic

behavior,

H6: Transaction related variables are related to co-marketing partners’ alliance specific

assets,

Ho6a: Transaction frequency has a positive relationship to partners’ alliance specific assets,

HG6b: Partners’ co-marketing investment has a positive relationship to its alliance specific

assets,

H6c: Numbers of partner’s co-marketing program have negative relationship to its alliance

specific assets.

To verify hypotheses in this research model, the author collected observation and archival
data from 200 co-marketing service branches in 10 alliance categories in cooperation with
membership service division of a telecommunication company. The author carried out data
analysis using two-step methodology with SPSS and AMOS 18.0. The first step in the data
analysis was to establish the convergent and discriminant validity of constructs. In the second

step, the author examined the structural model based on the cleansed measurement model.
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(Figure 1) Conceptual Framework
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As expected, the author found out positive relationship between commitment and

co-marketing performance, alliance specific assets and commitment, two transactional

variables(e.g., transaction frequency and marketing investment) and alliance specific assets as

well as negative relationship between opportunistic behavior and co-marketing performance

and commitment and opportunistic behavior, Unexpectedly, however, numbers of other

co-marketing programs have not relationship to alliance specific assets.

(Table 1) Results of SEM for tests of hypotheses

Hypothesis St, Estimate| S.E. | t value results

Partners’ Commitment

H1 289 011 | 4.255** supported
— Co—marketing Performance ) ) ) 1P
Part ’ tunistic Behavi

Ho artners Oppor unistic Behavior _ o4 006 | —4.340% supported
— Co—marketing Performance
Partners’ Commitment

H3 , . ) —-.187 138 | —2.284* ted
— Partners Opportunistic Behavior ’ ' ’ supporte
Part " Al ific Asset

Ha artners iance SpeC|f|c ssets 357 050 | 4715%* supported
— Partners Commitment
Partners’ Commitment

H5 , - ) —157 —2.106* t
— Partners Opportunistic Behavior ' 083 ' supported
Transaction Frequency Kk

Hea |, Partners’ Alliance Specific Assets 180 040 | 3.454 supported
Partners Marketing Investment

H . . 74 040 | 17.107** t

6o — Partners Alliance Specific Assets 745 ' 10 supported
Numbers of Co—marketing Program to Partner

H , ) . 1 1 477 t t

ée — Partners Allaince Specific Assets 018 03 ’ not supported
C titive Intensit

control | ~OMPEVE INIENSEy 066 006 | 1163 -

— Co—marketing Performance

*p (0,05 * p (0,01
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The findings from this research have theoretical implications. Given that most hypotheses
were supported, transaction cost and social exchange theories seem to be appropriate
underpinnings to examine co-marketing performances in co-marketing alliances relationship.
Practical implications for the managers or marketers are that some marketing support activities
such as customer bonding and partner monitoring can increase the level of commitment as
well as to decrease the level of opportunistic behaviors in co-marketing program, Moreover, to
make safeguarding mechanism against partner's opportunism, marketers can let their

co-marketing partners invest specific assets in their co-marketing program,

Key words: co-marketing alliance, co-marketing performance, commitment, opportunistic

behavior, alliance specific assets



