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(Franke & Park, 2006).

oj2iet 234 TP o] A Y F2 tE &
W o 34% A NE AAZAA FLR A

al

Franke and Park(2006) = 7—]1 2| FH
U5 i 259 93
]o]:;q ol 7} A7) A el p U=} ¥
| Aok whAIR 9 7l Q1 Hh,
Aol g2

2l
5ot o P53

1T

4o 4

ol
¢
2
-

o

o
oft
rlo
rulo
lo it
o_>.:
ol
i)
N
O
;2L oo
kl o
oo B NN L e 2 oo

ofo rﬂ

_O|L
rr _1

o,
ol
oL
rr
=)

¢

S
m d
s

ranke and Park(2006)°]|
H_L]- 7371] Q LS 71—

= o
g o], nATY

olr
L
e

1T
i OIO
i)

X2

o]
o] %
5

) u
i H
il c

—

JZ’LHL:‘%EE-E%N{OHJN
o
fol
I

[0 N o

I T )
£

"34“ do g o
)
ol
o
rr
jinj
)
ol
N
X,
0,

o,

|~>
o
=
)
é
é
X
N
fu
kY
HEHU e 2
9
2

CEE %W-E°”mﬂﬂﬂaﬂ
Ch(Itani et al., 2017). G FAFHA o] 274 3}2] AF
Z= S=5t A HE 7|dhsto] oo = 2]Alg|o
A gHch(Franke & Park, 2006). G A=
Al&she AlF A2, A 28 ok 2t

73R ] thig iRt X A2 Edle 1A o] AAIZE
U Zof| tff-8-5}ofof tth(Leigh & McGraw, 1989). T
To] dAALEL AT AT RLSHHA RS
A, AT, ZAHEA AT 52 Aol

&< St oF Sth(Eckert, 2006).

_IZi
_La
ko

_ 0>
o }01‘ ol

r to

Hoo 4o o e

&
=

-

252 wufgol A FYArEe] o
FRAE F AT 2901 T % UrkBoles

et al., 2000; Park & Holloway, 2003).

7192] Z2lo] 7] jo] Relsh AFolLt Aul A
Sol4 FE5|E o] e, 128 Fufsts ¥
20 20 WYHLRE A2l 4 1AL 71949

ko

o ot ool

DT T S ()
_0|L
N
>
i
ol
el
pach

e
N,

>
2
o

2 Q1A & 9 TH(Rust et al., 2000). T-=o]]
ek BAE A7) Ao
Qs M-S Q1418 @) 1

| 2L gl 2HA 7122

N
+

i~
ftlo

do Ho

e Rl
> O{N

=
=

A
=)
B
Rl
_]\l
l
re

+ CHAmbler et al., 2002). ©]2]¢

olet & 4 itk =, LARHAL
Al A Z1oskal Sl @A
JofstAl 2 Aol ml 71=
7t 2t & 4= Qltk(Bayon et al.,
RECERI=E RSP
2}, m7o] 7] Qlo] 2 2& H]
7‘01‘% V0] FALE/IA = 2HEE 2 TH I
g o] 2 zp4to]th(Dorsch et al., 2001). T}
AR B)ALe] At E SAF B 2 Zo
T o A A =74, el 9 SHistsiof 6}—:
AFA 2pAtol, R E 74 0] ghelx HAY 71| 9]
A 1Eta S 4= Slck(Blattberg & Deighton, 1996).

rlO r—.—a l
N
-~

N
N
k=l
&
By
2

<]

A

=2
=

ko2

&

o
L odl gl

N
)
i“
4n &

L2l

e

El

I S
N

[\
o
(e}
>
M=
)

(o]
e
T
)
kd
)
>
2
Tlo

I
>

=] 19
I URCH:
o

i

)
oAl

:io
bl

3.1 ZHX[xpit

T} A4S T1 o] A
tju]sle] 7tAolu} A8 5 EI|5H A 9] 2]zt &
7k m-goll gt 7o) AyA Prlo|chRust et
al., 2000). Zeithaml(1988)- 7Fx] ZH4HS 11 7]0] ut

& 23k 285 Aol tig Aol ZATE A&

%;g’ _&% ol _TI%QJ Eoﬂ tH—a]— 1714_4 Z—]H]—X—] o] uﬂ7]-

HH
0,
|
o)
=
[>
ol
=
rlo
L
2

2 ojnshe A|2ke 7412 v|uko 2 A olshert

ﬂﬂmm@EEﬁﬂﬂﬁz;mzﬁ%ﬂwMﬂ
W Fag 942 aroln], nAo] 7] 1t
Sh A7 W8 1P1D AHAIE WEE AEAY
el sl @A e dl9e] JEE T rhKeller,
2000). 71940] Gl AHgdel glolAd 1, B3
2, AR, ol SRR, W 24 5 Thoret a4E
o] ZAsHd), 714 L o|F K45 Fof /XS
o1 frk. 1ene e ] aste] A



AN SEAZOM

A BASIE ST, 52 7194 7HE At
%ﬂﬁ%ﬂﬁﬂﬂé%iﬁﬂﬂ%ﬂ

< F™(Berry et al., 2002)

= A}

=517 70
%&ﬂﬂﬂEMﬂﬁﬂﬁﬂi%ﬂ%%
b= =14

SF

H
i)
2
lo ™

& rd oox of
i x oo o s

Oﬂ CRCE IR

e
P
oe}
2,
o}

Q
°_°

ne
2002; Harris & Goode, 2004).

3.2 HY EX}4t

B & 212K (brand equity)= E.3H & Z}A| 7 A&
o] 2H4H4 7}z] o] ™ (Aaker, 1991), A

IT‘_
2| ZHE 4= 9= HElE 71 E 2 Yst=
o

F

%EXJ%ﬁ:vwwr%
= 6F’%(Aaker, 1991), 7]?3_4 o]o] Z7}o} =720l

HE 3P49] 7] 5] E Alg gtk (Keller, 1993).
Feldwick(1996)-2 B gl E2}410] A o] & A| 712] 2]
%%EE Totth AA, 2 At Bl Eapike

2ge}a, Az me] Ueht B e o] gz

i)
2,
B
>,
flo
N,
2
K
lo
i)
2,
i
a,
1p
iy
o
il
o
A,
_O'L

O]Z|2(Lemon et al., 2001), B

D70 Al Wrte}l 274
HEE A 2|5t 7| Ae] JAE
Hog nasjels nAe AgoR Yo 4

ITh(Rust et al., 2000; Rust et al., 2005).

uf rz r%

719 ko] Aol 245 Potew, 71 LA

olgto] Wis gl wkel 714l olsfTAAIe] 3

714 SR 248 $TA BAE 719748
%

Zabin, 2002), AAAS SAJLA O] PAFX
Ul 75HE ko 2 7] 9o ghe
o gx ot miEdes 7 4 AUrh(Aaker,
1991). TAT}] 2% Holm] SEH TA T5HES
OH DAL E SFAAZ] O
741714, A Aolghs &< 4= QUth(Reichheld,
w%)E&%ﬂﬂé%ﬂ4°% of 71 gjwto] B
AN A 7HAE FED 5 71 diwel 7%
St (Sawhney & Zabin,
TAste] AT BARAE B @

[\e]
S
S
[\S)
_\/
N
e
(o]

30
rr
o

sash] gio) FARE £ 8- A 4
2 TH(Reichheld, 1993).

573 SH
1g20] 24stckn Lok 2% 17
Q'(Ohver& DeSarbo, 1988). ©]=& 3t ¥4
71E BAE 245 oto, 0 o8 |
A7} A tH(Raimondo et al., 2008).

¥ o Y o
S
ra,
kol
i
i
i
>
¥0,
rlr
fin}

ll
ol
4
R

% rlo
)
SN
[
=

i

o
i‘

L O

[e] L 1 =
SHt=thE W B

® K
N

o

ol
3
Jﬂlﬂ—r

il ogln IRt
ST ri

O{Nr Flo

=

=
=
o,

B 4HA7} o B AEol L} A4 E
Folw ALNA ALESAE 22 o
S 2 #Hsl= Zolt(Oliver, 1999). 17

o

L2 TAUSE F7)H BAS WO

=
o

o
ol

=
=

A=k
-

&N
L
)

ol it
o,

57

—_



44 | REAT H27d Haz

2 35
— 2 ;
R TP K wrhﬂ_.
7 ol & e ®OB BT R T N olo
g U ol oh 150 g © R 5T o Nlo hal
< 5 %ﬂAlz,:v\} M,.FI_IEO,.:QILT‘.MI 17_A|,|Z_AT7,MFAT~ 1 ﬂmoZ_u
F T ﬂu.#m%%%ol_u%%ﬂ%ﬂ .%ﬁuuo_azaquﬁ. o] = o
< o 5M1®%E_Ewww__mﬂ,¢i TN %%z_.mﬁVD o b U
|y .u@@;&ﬂnmm%m1@ ﬂhwgm_ﬂw#m 3 £
@@mQWQg@%mwa%F@%.aﬁy@mﬂ%aﬂ w £ B2
@%mw@%%%ﬂwq%ag@%m%Wlwmwaﬁm m @ Do
%__}OLL,H%E_EEMEEmlé%o_a% 2oz O X o B 3 o o
@wnmwm%z_}i__ozaoxmo L_Ll,ﬂ%_s__omﬂfr%&”o MR o M
3 ,_J_,N.A file) J— < mr _IT Tofe E_E — vhl v ﬁE le_ QE ° z . O_O - I a
Mﬂm&ﬂﬂﬂﬂ%ﬂﬁﬂ%@zMmmkﬂWH%w¢m SR T
oﬂw lor | [l e IAY wn o — MBJOQFA oK ™
< T 0 n — <0 N KE < o N° o o L = < oV N o ol Bo N
WBMHWiMMEA_zMA;ZMﬂ_oemym&uﬂﬂﬂmﬂq 0 o )
%%ﬂlgw_hzﬂm@q,_oEzw_emﬁo_am};aﬂﬂﬂ%.,%% M T o
" omo N5 o OE,._.O;AOJ._I]_,.FL,_XOH S T = o < __ o o
%ﬂ%%@ﬂ__ﬂmaayzmm omm,mw;mm 5 48 Lo IR S
© g = ﬂﬁiﬂyﬂgi_sa%ig 5 Moy t EE E®E oMz
O I I %UE%@O_EL@ WA g g 8l : Bo M
mﬂimo%; S oop o B %_x&a;ﬂéa@_e < TS i
lmomodoﬂnAmmeﬁ%%uMMWﬂl.uﬂo_menhv%mﬂp =
m_.m,ﬂﬂ_.m_.ﬁmﬁaol/1ATW%Mﬁ%oo_Eﬂﬁ@u&l%@@.ﬂhmmq_oe
iﬂ@%a%ﬂuhmﬂﬂc%Aﬂﬂfﬂz,_dv oA o
ﬂﬂ@ﬂ.%J%mﬂﬂ NP An,%__g_ﬂ.ﬁ_omoAuT
o] o 0 —_— ~ 0
do T o 3 i A #mﬁﬂﬂ%ﬂ%%%
= = il olw._. o]ﬂ_'
2 wTeLLLTE SEeTy LeTIziRels
ol XB BN A gy W H = = S ~ = 2 o o w° H 4 JoRe = T
ol = Ko oo oo N N T = o B <= ° 9
ng.ozTOurﬂ . eoﬂHO N <] ,,aoﬂ_'AT\).x__o ol o ol
z_o%az,ﬂﬂmu.o_Mq : ¥ e T wﬂﬁmmzm%%%m;aw BE T
%ﬂ%m@%ﬂﬂ@&%%mg%m W$WUMJ@§¢yﬂmwmww
TR m_/,ﬂﬂta%ym%ﬂﬁeﬂaﬂm ﬂﬂJWﬁmWi%%lW@am%,
Aszﬁwz&wc_adﬁmﬂ@mﬁﬂow _%ﬁﬁeoﬂmﬂwcm%ﬁ%ﬁa%ﬂ@@miﬂ
[y i S o B BK S "R o B muﬂ_i_n_on}%uo = o ©
_— g % % s w0 AN oo = ™ T ~ 7 ph = 55
%awﬁm%ﬂméﬂ(l%m_x1 - Ay W = T %%%ﬂ#%t
— — K 1 ni0 ﬂ%snu_1%yl D ze%i
ﬂW” 0 __UL m_._.__E ﬂor =} i) __ln__l‘l_—bl‘l,w 1_—1_ m\O_E O_H1r — K i w 0 o __O.h 3 d.o = =
. Z o & = 1 r O mh T - or i ! oy = @ "
%w;wﬁﬁmw@w@ﬁaﬂﬂ% o1 %%%&@%ﬂﬁﬁﬂﬂ@%mmﬁ
oS o A% = 2 R R oy B ok 80 RN 5% 8 &5 g o W B © oy o
%JLOJ%7(ﬂ_JL1ﬂ%7%1 3 ® R B S B PN
wifﬁj_g% ﬁhi_g_
- jo~ =~ r) — —~~ ~—
ﬂa&aﬂﬁm.ﬂ]ﬂﬂioﬁmrwféﬂu i xﬁumﬂ..D,uuqum%wL_,_ﬁmL%MWﬁ
manTME_z_'Wroﬁoz_oﬁoalP = 1r K m_w_e_e%%mﬁaﬁxrl9ao|ﬂxa 7
SEpSaxw O R GRU "= S e d 1
SL_\_( O_EJI ]QLMBQ.A =]
HOE o m oMo T RN ~ T o
a__OL._.r:._ﬂm‘_u o XN WO
Tz m ot b RS B
_I_..rm,_nﬁmm:ﬂ_._/u_l_l



g
>
=

BE20IM YA 4

& °]t}(Franke & Park, 2006; Verbeke et al., 2011).
$4] ofEe AArele] WA BAYA
TG BN FABEE L FE5e
Rt eH(Weitz, 1981). T3 112 3}0] AJH| 2
14 eArelo] EQ ARE o2 TRy

H =
o AFglo]| ghA| of dupHS Ao o 2 vl

=~

e

rER oo e wE L o
i~ 1o
I:I

=
of

o
i
ol
2

O|TH(Spiro & Weitz, 1990; Weitz et al., 1986).
2 s DA - I
A1) H8A pofgs-L 71%17)
] 0] 2] 11(Giacobbe et al., 2006),
| =2 7}xE F7HAZItk(Boorom et al., 1998).
Spiro and Weitz(1990)°] ‘?']i:rLﬁ ol M= 232
o ef-Fo] A& 7k 5 ol YALIE DS}
Sh= o & UEtTh “%*}%4 -84 HollE
< HHE 2 Aot 4= doh(=sA 21, 2006).
B2BH o A & G AAA O] A-32] wuffE 1L
0] FARNA HSkE Foll B TS ZFehA R
ChH(Palmatier et al., 2007). Roman and Iacobucci
(2010)= FAAFH L] 254 |ujddFo] A Fwat

=

obUjet G Aol T 7S F o) 1Az sl

i
ox,
0
S o[o
i

[

N
)
=2 32
L

of
)
il

N

>,
o o

—

= A&5HQ0 JAE B AA i ARS

STk £ nATY] 2 SRS W nAT)

255 WAR A%H 02 fA5E B FHH o

S Qtc}(Franke & Park, 2006). =, G AAHE S| A

S WOIBF S DAL AL, BAC AL,
|

A4S ZFetole &2 trh(Franke & Park,
2006; Lemon et al., 2001; Roman & Iacobucci, 2010).
b ok 22 M2 ok

P4 1. BYALRIO HSH TS S N0 Fx|Xt
sof 3R e

74 2. FYARY S WSS n2o| HAUC
ApaOl BYHQ Y 0" Zolct

7tE 3. SYARS] HEXH OS2 12| BHA Xt
A

o SR A0 TAL R 2
% ]E]'(Bayon et
oy, B
it o 2 LA =] o (Lemon et al. 2001) 72RO 2
TAZA L) WA o] 9t TAZAEL A
Folup Aul A7} 7B A 0 2 A7} Qleka A2
] LFEFLE I (Sirdeshmukh et al., 2002), 7|4 91 7t
Agtolgtal o 4 Qe BHES A= of UEt
L} (Keller, 1993; Sinha & DeSarbo, 1998), T 3]
At & AAFATES] TA of FFEstar W el2 -7 w)
e 7] ol Z©]tH(Bayon et al., 2002; Lemon et al.,
2001; Rust et al., 2000).

S‘:
)
o

Baker et al.(2002)= 7}x|ApAto] T AZFA T oF 11
o] FAACoR X JFS st L,
Rust et al.(2000)= B =2}Ato] 3174 o] HbE Lol
Pl FHA A FFS v = A2 EelstAct
Ha and Kang(2013)2 SEE|AER 1S tiif o
2 7 A2 D BA R o] B IS o 59
ot FFS vA= AL FlotStt. Anderson and

]
Sullivan(1993)> thFet AlES e =

g AT
Al DARZE} A7 Aol FHH G
@%MﬂﬂfWW¢ﬂanMAlm@§4ﬁ



46 | SEAT M7 M4z

2
lo
2
B
=)
)
OPH
lo
=
N
D
2]
-0,
N
N
D
>,
T
e
[t

Park, 2006; Lemon et al., 2001; Roman & lacobucci,

2010). 1] 424 T so AL A
o] SiwrdE uj 1w} 2rjshE S5 Aol Erh

£5] 2 Q9] TAAR AR A JLAFS G4

o] AL TWujPE-L 5 4~ Q=

o STt o] Aol i A

/\]-9_]2 Al A 20 A f}uﬂﬁﬂ%—%

i =

N,
e

ol
?

o
i)
PO/ )

2 9 re

ol
o2

ol
-

Hil
kl
&orr
2

N
ol
N
)

i H og

EER
Ir @

X
o L
o i
o 4

_TL(Crosby et al. 1990), AE 4
Aol e &7 W]
Leach, 2001), 3JAte] 2H4S &
glojof o] wrESHIHSE tjor-S AHAT 4 9l
(Smith, 1991), ZZ4 Q1 7} & At 4= glofoF 4
A Bd TS o 2

= A-5A gjgso] A A dedgE 7 94
ARl ofsf 43w 1 &yt AR ojw| gt
AFe 71

o] Z7}5}1(Rust et al., 2000), B = o] T
o] A el B & zpAto] Z715H(Lemon et
al., 2001), 40| AL} G A AT} THAE R4
Stz of= HIESQl WA A4te] FrtsHA "ok
(Rust et al., 2005). THetA] oh3 3 22 7Hd-& 5§

& % 9let.

JEI- o _| — o
ol B @gArEel (e Qoo 2 0|
7} 1R| 942 mC o 2 LiERE 20|tk

I8 8. MEH J.I.I-|:|H % |.

7t 9

olel 7H5e a1 on enu the <19
1>0] A7m gl et



# 7.9 7137
U BAAE A

sto] 2021 39J 1

il

PN
i 2

2 4>
::119

-

()
Mo
EN

_,4
2

2 o doorr oo N fob o
ol

o ol

s

APS] AIZEA] AR QL ZER|ARAE, B EARAE, AR
AF-2 Ho and Chung(2020)2] &4 = 247} 5242,
IHFAEE Dick and Basu(1994)2} Chaudhuri
and Holbrook(2001)2] S L 42 E A9
s A ebsto] S5 *FH A2 A
A3F-2 Pelham(2009), Johnston and Marshall(2013)
AT A ALGR SHETES 2 AT RS 5
B ehsto] S5l

E ogo sH YAE A1 ds 184 &

57 o}$ 1gch2 AFgstglnt

¢

ot

d

A 13
on& 9.5%, X—ldﬂmﬁ 7.1%, %i%tﬁﬂ@ 59
A GH 3.6% =0l 3ltt. 7199 HAFEE

%@% | 9D 8AHAANET}51.2%2 7P weka, A

N
3
FHI

>

K<l

SETF13.1%, 71 AEF 11.9%, 2= D 73} 10.7%
wolet. FFAFES F8 Ax=7= ol
54.8%2 7P Wk, =9 13.1%, T 9.5%, Y&
8.3%, LA 1.2% 0] ME}.

7.1

off
Ja T

3.6

14.3

100

2, 2 3AZ0| 22 227} EX
HiE H|E Hle Hl&
o () ?-E o] ()
® (%) ®) (%)
5t
5 S1o sh= 46 54.8
212 =Y 11 13.1
11 13.1 WES pag=TPN 1 1.2
10 e = U= 7 8.3
<]
9 9 lyz| = 8 9.5
7
10 11.9 =7t 7|E} 5 6.0
1 1.2 A=t 6 7.1
84 100 SHA| 84 100




48 | R8T M27d M4z

Aoz yeh A= 4ol lttal Bl H(Nunnally

& Bernstein, 1994).
EG So1E B OIRAS UAlsle] Mol St
5

F4e ArEg=d

oo
=
A TH ZHsh 29l S.E t AVE CR a
247 %|
0 YRS st Ay
— = 0.80 - -
2oz | EO0FetCt
1o
oo} O G2 JurAlg 2935 0.60 0.14 5.50 0.52 0.76 0.76
HE =
2E | Joguge ces 2R
~oic} 0.75 0.15 7.22

1 alle 2 20k A|
AME =0=0

=

o

A S| AHE0] CHE Lt

0.71 - -

XN

0.72 0.20 5.21 0.46 0.72 0.72

O YAlle LA 2e HSo|LE M| A0 YES

0.61 0.17 4.83

0.73 - -

stz | 1 YAs 1 20EAE, 22,
b | ofsfete ol &2 2L
M2 ZCh.
1 o] BeHe = E70|
o | @A BUES 2T 4

0.70 0.19 5.91
0.53 0.82 0.81

0.82 0.18 6.83

0.66 0.17 5.62

0.67 - -

AHAE =
Lh= 1 3j|o| BaHET} ofE
Lhe O x| BEES M55
Lh= 2 ol 2A QL Ap2t
1 A gYRietel Hapz
oA | & UCh

0.66 0.16 5.04

0.46 0.77 0.80
0.70 0.20 5.26

L= 3 A2t AHehstke U
25l = o7 ALt

0.69 0.15 6.56

0.75 - -

a4 | L= GAHO HE, 7IsS Bl =

067 | 017 | 558 | (oo | 079 | 078

SEE | D oHlo HE, BE J|S0| ThH 2|4 HE

0.81 0.16 6.48

0.68 - -

0.75 0.17 6.48

0.53 0.82 0.84
0.72 0.20 5.88

2 AL,
D gyggel R F2 2
1 QYL AN, B2

242 | Rt HEE B 23

Y | 1¥YEd

% | 2128 olBofuict
1YY ES, o
SRS st IS

ro| 2 rlo | rlo
M
I
o |
do| 11
ik
ol
>
tu
4r
m
m
:l_\:
9

0.76 0.17 6.17

>
i
[\)
S
=
~
o0
—~
o
i
N
2
p
=
A
(e




AU REFROIN YUY 2SH TofHS

o
]
S
X
z
B
]
N
O
0x
H
=2
=]
ﬁ
rr
0
02}
N
Vo)

12 QRIEAS AAIRE A3, B o] A= StH, W0 ThHE A2 s Hay ZH AT A S
x *=244.78(df=170, p<0.01), RMR=0.03, IFI=0.91, 2] Zto] WHFE FZ7 o] AlFLH ) 2222 o
CFI=0.91, RMSEA=0.072.2 YEtL}, 4 B2 Tz THsiiled], <& 3>o vetd X" 7Hg 2
At o 2 ARt Ao 52 wastleh HE ¥aE AUEA A 0.674= B 2AEES3 AlET9
e AN EES AActe EEaJANEFE AR 0.679K T B AA YER IEERA o] Q=
o] BAHLRE 95%9] AlFFIto|A FoHoz 2o = wosielo

(r>1.96) HEFE L, 54291 7]559) 0.7H Th 2 4

2 o] ARAAT 5188 5= = F(Awang, 2015) 5. SYYHEO| HEY

21 0.6 = T S 2] o] Felglom, HEH

7t Hot2At5E4k(average variance extracted; 2 AFoM = T -SHANA F AR o]
AVE) 0.5° Z3stAY A2letal, AR E(com- A7l g SHS HEAZ AAIFS of A
posite reliability; CR)+= 0.7 /2] otal lo, =~ Et o 2 HAe £ 9l B AU H O] (common method
FAdo] Q= o7 w5t th Anderson & Gerbing, bias)7} EA5h=2] &<15H7] 915 Haman(1960)<]
1988; Bagozzi & Yi, 1988). T Q Q1B X (single factor analysis)= A Ao+ Th.

of el A PoHPF] 2] FRAYT  Wob FUFUM EAGTHA BE ZHBGS
g BE D22 tEA A, JUEFS 14 9daclon aclBAS ANt o, st o
o] ol NS SR, FAA 2] FB(L 9lo] FRATY g i 510 2 ek}
A AE) G VAR BAS NS el BAH A1FE 50% o4 W FAPEMI =
E92F TN SNE AL AT S UE AR Boh 2 A7A Haman®] 14 44
2 539 F), BASAN 1] FRA A HF @ A3 shhe] 2glo] Awehs gEAo] A

oF

o

E(FFYANA AAFES A6 F71E 21 6. 7I44dH™
o] M40 4l =3} A2 Asfistar 9lo] Al As
Art 2 A7) 714 A5 $15] AMOSE B851e] 7
<H 3> Hpo| THHEICHY
I8 1 2 3 4 5 6
1. 484 Tofdlis 0.72%*
2. 7tR| ApAE 0.59 0.68*
3. HEHER}AL 0.61 0.57 0.73*
4, BA RAL 0.67 0.67 0.61 0.68*
5. 0M=MNE 0.45 0.51 0.63 0.44 0.74%*
6. AH22H G olar 0.67 0.65 0.60 0.65 0.60 0.73*
* AVEQ| X532



ot @A Aol 21

AN

3]

A7)
o)2Ql o] Letik( 4

1

1—

o

T

A2 =

=S
T

p<0.01 oA
0.53, =4.98) 7} 5

LS
—

(£ =0.20, =1.98) 7} 4

5

20070 5 T} i}

AA ST £ QTN AR B A
o

QA7 AA 7 W
= 3lth(Awang, 2015).

50 | QEHT 272 M4z
A

2] 9ok £ =0.03, =0.31) 7} 6

= 1|7

ﬁc‘)}:

go

|

o4

3, p<0.01), RMR=0.03,

21.64(df=

BRAFAGE »°
GF1=0.92, IFI=0.87, CFI=0.87, RMSEA=0.08% .}

il
|

AdsH

Ho
i
<t

HH 7| flal F=A

At
=

,_n,_umo

=
o

H
V
)
pul

o

ld

A 1€ p<0.01 F0l A

frse

A A =]

kel
—

LFERLE( £ =0.42, =4.23) 714 1

ol

o

O 43 5% Oltlell Al x*©] AFo] gkl 3.841

Q)

A A]

178(+)

1—
—

A

Ao
Al

p<0.01 =20 4] 7-9]

2 UER( £ =0.53, =5.73) 7} 2

2

= 7Hd

13

Aol

o BARAI ()2 B

Ho
0

=2
R
olo
K

B

al

A

1=
—

AKX

#Fol7t 3

ol

o

H

oj]

o
o

o
37}

I

A

<]

2o of

7
EEIAESH HER

o] Hol=

|AH4Fe] 2

A

p<0.01 FF A 2]

o

49} 2} 7}

ir
o

Aolzt= 714 3

B ERt<

1

g2 YFe= e (4=0.61, =6.94) 7}

A
&

2 )
ol
Al &

E
al

S
S

o

=, 2 dFolA

e 322740 2 e

r

A4
A4
A4
A2
A4
A|2| et

4.23%*
5.73%*
6.94**
1.98%*
4.98**
0.31

0.42
0.53
0.61
0.20
0.53
0.03

3, p<0.01), RMR=0.03, GFI=0.92, IFI=0.87, CFI=0.87, RMSEA=0.08

X=21.64(df=

AR

prul
[

#p<0.05, **p<0.01.

p<0.05 ol A



A5 A] 939k

L=
—

(n=43)0 &
A2 =41 74 73k 74 9

mn_wo

T
B
K
olo
K

wr}

T

=)

St Al

<]

off <+

=
1—

St 7]

S

23t 671 9] 71 o] A1 A =

T

o
il

HFEA] gHE E| ook

A
ARFE ]

s

0.03).
S
2

p<0.05
4.79, p
.

A

LS
—

A2 =

o

HH(£=0.08, =0.54) K

o
—

¥

P GFol 2 AH( =054, =4.10)

]

WS
ay

o2

o

2k 714 79] A5 m Pt Alokmg o] x20] Ffol
p<0.05 204 §-olHo]A] oA LKA x°

0.21, p=0.65) 7Hd 7 A Z]

O] APt AoFr g Q] x 29 zto]
Zol|A feojHog LhEhdThA x 2
o} o] Aol A yeht 7HA 8

%

Al

S
—

5o BAAT mA]

s

T
B
"

No &
R0 @

2|2
otg
— 0O

0.65

AY
@t=1)

0.21

telete 1A

ko)
223

1= 51

(n=43)

=

0.88

2F 2
© |.

Lk
B

0.13

2~
T

p<0.05

R 1o
2 o

1

[

n=41)
t

2.44

3|
8o

0.36

Al YERHA x 2=0.09, p=0.76)

1o

oF

99] 4R 3} Alokm g o] y22] o]

ZollA folHol

A
=

o
0 %
£x
EIS
LU
olo
X

7t 7

12|
A[2|

otgl
I = |

4.10 0.08 0.54 4.79 0.03
0.43 3.11 0.09 0.76

3.20

0.54
0.45




52 | QEAT 272 M4z

N

AL
__OO

A

ot

b
(=]

Aol

o] FHA el

Sf

A7} o]

A, & ATl A=

oA =

=
B
i

i

AAe] AR

Al

Felehs AeiAehe

s

JAGFL

=
S

A2

o

HA =2, AR 55 SHAIA £ 19

3

~

e

1A, 1ol

o)

dogd e =28 T8

min

)

AAo=M 2}

ol

r
T

ﬂo
o
min
oF
el
)
B!
o]

ldl
,._.rpro
B
oa
,m.o
=
oh

sheete A

Zrha

= -8l

O 71217} F-8 A =

T
=

7F 2 A

oju

R

,.:4%0
=
B
L
olo

)
N

A

e LR

A, & A+

=
B

efetAl ol A o A=t

S]Ate] o

]—Eq’

Qe Aol oI

ek 2

5t

[y
Tor

mju

AN AEA =

3
T

[e)
L
i

51 o

=lo} Aol 1%

T2 ofujgict,
2 Qo] AR AAES o

g =] ofof

2

B

A~

A

3} 2o,

©
=

782l

o
o
~d
2\

B

7

]_

—

@)

<«

o

—_—

¢}

Pluct slapel dgp oz

5

2 4
o} @Al G AAE

o

o} wheba A AZ LAY E

o}

oF
s

2t ol = 7Hd o] A A=A

I3

ol 2 ofutrz o2



ol
oF
Wy

K

,_nqmo

=
o
N

)

A, & ATl A

3

A

o}

t} Eg] HA

h i,

o}

S)

floF
AzdA= FAAHLAA

o

1=
—

of

°

sk

o

Foick. whakA 7]
o] AAA gl

==
=

°

]

A
o

&2 1Y
==
o

e 7

g7

o
=

__ﬂ
<}

| 27 AR

=
T

‘I_

=
=

o

stz

<]

75t

S

ofof &

%l

5t

1 1 ooy

EREE

Tulzpet gt

1

—

Zn)

T

S
hid

-

AU 014, v
o]

oo} 2}

)
%
<
il

el
e

—~
jo

il
Tor

o

iy

A
il

™
ol

Il

B

=0

ol
R
<

ol

H
o

w)o] 79, 20

17) 942

o

Holrt. A A=A Ao
=

7Hd w1

1

—
o

1.9
o=

[

. 53]

2t

o

oAeyo] wpe} o}

17 sk

{5

&

=

Al ©
==

[nre

=
Wy

o]
__oT

AL
__OO

=3

i

o

sflof

A

M

H
Tor
M
umo
o
d.o

o

o

ol

3!
@-O
N
K
o

A

o

oF

_—

A ]

)

—_—

EHO

)

17] glalA

°

ol

o

il
ol
!

k]



54 | SEAT 272 M4z

S A RS T =ishA] ¢l Tt o 2 AHRA
PP AFS B4 o= A2 A Y=ol 7t
2= TheFe 93-S 5] FYsHA] Kol S
ZH7| ottt &9 A RALES B5F Hhdet A+
1y 5ol AHEA g9 AYSS Bt A
Z A FEE Eart At
=244 2022.07.19.
12} =42 H4=: 2022.09.19
AR L 2022.10.04.
HaZd

S5, 94, 554 (2006). uHAE S5, B e

ZHiE 2 R 2EAE ZRO] A A T M=

olg Fels] =] 19(1), 1-24.

Aaker, D. A. (1991). Managing brand equity:
Capitalizing on the value of a brand name.
Free Press.

Aaker, D. A. (1996). Measuring brand equity
across products and markets. California
Management Review, 38(3), 102-120.

Adamson, B., Dixon, M., & Toman, N. (2012). The
end of solution sales. Harvard Business
School.

Ambler, T., Bhattacharya, C. B., Edell, J., Keller,
K. L., Lemon, K. N., & Mittal, V. (2002).
Relating brand and customer perspectives on
marketing management. Journal of Service
Research, 5(1), 13-25.

Andaleeb, S. S. & Anwar, S. F. (1996). Factors

influencing customer trust in salespersons in a
developing country. Journal of International
Marketing, 4(4), 35-52.

Anderson, E. W. & Mittal, V. (2000). Strengthening
the satisfaction-profit chain. Journal of
Service Research, 3(2), 107-120.

Anderson, E. W. & Sullivan, M. W. (1993). The
antecedents and consequences of customer
satisfaction for firms. Marketing Science,
12(2), 125-143.

Anderson, J. C. & Gerbing, D. W. (1988). Structural
equation modeling in practice: A review and
recommended two step approach. Psychological
Bulletin, 103(3), 411-423.

Anderson, J. C., Narus, J. A., & Van Rossum, W.
(2006). Customer value propositions in business
markets. Harvard Business Review, 84(3),
1-10.

Awang, Z. (2015). A handbook on SEM. MPWS
Publisher.

Bagozzi, R. P. & Y1, Y. (1988). On the evaluation of
structural equation models. Journal of the
Academy of Marketing Science, 16(1), 74-94.

Baker, J., Parasuraman, A., Grewal, D., & Voss, G.
B. (2002). The influence of multiple store
environment cues on perceived merchandise
value and patronage intentions. Journal of
Marketing, 66(2), 120-141.

Baldauf, A., Cravens, D. W., & Grant, K. (2002).
Consequences of sales management control
in field sales organizations: A cross-national

perspective. International Business Review,

11(5), 577-609.



LUEM 7S E201M YA

2
A

2
S

)

Basir, M. S., Ahmad, S. Z., & Kitchen, P. J. (2010).
The relationship between sales skills and
salesperson performance: An empirical study
in the malaysia telecommunications company.
International Journal of Management and
Marketing Research, 3(1), 51-73.

Bayon, T., Gutsche, J., & Bauer, H. (2002).
Customer equity marketing: Touching the
intangible. European Management Journal,
20(3), 213-222.

Berry, L. L., Seiders, K., & Grewal, D. (2002).
Understanding service convenience. Journal
of Marketing, 66(3), 1-17.

Bettman, J. R. (1988). Processes of adaptivity in
decision making. ACR North American
Advances.

Blattberg, R. C. & Deighton, J. (1996). Manage
marketing by the customer equity test.
Harvard Business Review, 74(4), 136-144.

Blattberg, R. C., Getz, G., & Thomas, J. S. (2001).
Customer equity: Building and managing
relationships as valuable assets. Harvard
Business Press.

Boles, J. S., Barksdale, H. C., & Johnson, J. T.
(1997). Business relationships: An examination
of the effects of buyer? salesperson
relationships on customer retention and
willingness to refer and recommend. Journal
of Business & Industrial Marketing, 12(3/4),
248-258.

Boles, J., Brashear, T., Bellenger, D., & Barksdale,
H. (2000). Relationship selling behaviors:

Antecedents and relationship with performance.

Journal of Business & Industrial Marketing,
15(2/3), 141-153.

Bosworth, M. T., Page, R., Sherman, S., Sperry, J.,
& Reese, S. (1995). Solution selling: Creating
buyers in difficult selling markets. McGraw-
Hill.

Bragg, A. (1986). Turning salespeople into partners.
Sales and Marketing Management, 137(3),
82-84.

Brown, T. J., Mowen, J. C., Donavan, D. T., &
Licata, J. W. (2002). The customer orientation
of service workers: Personality trait effects
on self-and supervisor performance ratings.
Journal of Marketing Research, 39(1),
110-119.

Cannon, J. P. & Perreault Jr, W. D. (1999).
Buyer-seller relationships in business markets.
Journal of Marketing Research, 36(4), 439-460.

Chakrabarty, S., Brown, G., & Widing II, R. E.
(2013). Distinguishing between the roles of
customer-oriented selling and adaptive selling
in managing dysfunctional conflict in
buyer-seller relationships. Journal of Personal
Selling & Sales Management, 33(3), 245-260.

Charan, R. (2007). What the customer wants you to
know: How everybody needs to think
differently about sales. Penguin.

Chaudhuri, A. & Holbrook, M. B. (2001). The
chain of effects from brand trust and brand
affect to brand performance: The role of
brand loyalty. Journal of Marketing, 65(2),
81-93.

Crosby, L. A., Evans, K. R., & Cowles, D. (1990).



56 | SEAT 272 M4z

Relationship quality in services selling: An
interpersonal influence perspective. Journal
of Marketing, 54(3), 68-81.

Day, G. S. & Wensley, R. (1988). Assessing
advantage: A framework for diagnosing
competitive superiority. Journal of Marketing,
52(2), 1-20.

Dick, A. S. & Basu, K. (1994). Customer loyalty:
Toward an integrated conceptual framework.
Journal of the Academy of Marketing Science,
22(2), 99-113.

Dorsch, M. J., Carlson, L., Raymond, M. A., &
Ranson, R. (2001). Customer equity management
and strategic choices for sales managers.
Journal of Personal Selling & Sales Mana-
gement, 21(2), 157-166.

Dunn, D. T., Thomas, C. A., & Lubawski, J. L.
(1981). Pitfalls of consultative selling. Business
Horizons, 24(5), 59-65.

Eckert, J. A. (2006). Adaptive selling behavior:
Adding depth and specificity to the range of
adaptive outputs. American Journal of
Business Education, 21(1), 31-40.

Edvardsson, B., Johnson, M. D., Gustafsson, A., &
Strandvik, T. (2000). The effects of satisfaction
and loyalty on profits and growth: Products
versus services. Total Quality Management,
11(7), 917-927.

Feldwick, P. (1996). What is brand equity anyway,
and how do you measure it? Market Research
Society Journal, 38(2), 1-17.

Franke, G. R. & Park, J. E. (2006). Salesperson

adaptive selling behavior and customer

orientation: A meta-analysis. Journal of
Marketing Research, 43(4), 693-702.
Giacobbe, R. W., Jackson Jr., D. W., Crosby, L. A,
& Bridges, C. M. (2006). A contingency
approach to adaptive selling behavior and
sales performance: Selling situations and
salesperson characteristics. Journal of
Personal Selling & Sales Management,
26(2), 115-142.
Ha, Y. G. & Kang, S. M. (2013). The mediating
effects of relationship equity on the
relationship between value equity and
customer
Tourism Research, 17(2), 327-343.

Hallowell, R. (1996). The relationships of customer

loyalty. Korean Journal of

satisfaction, customer loyalty, and profitability:
An empirical study. International Journal of
Service Industry Management, 7(4), 27-42.

Harman, H. H. (1960). Modern factor analysis.
University of Chicago Press.

Harris, L. C. & Goode, M. M. (2004). The four
levels of loyalty and the pivotal role of trust:
A study of online service dynamics. Journal
of Retailing, 80(2), 139-158.

Hartline, M. D. & Ferrell, O. C. (1996). The
management of customer-contact service
employees: An empirical investigation.
Journal of Marketing, 60(4), 52-70.

Ho, M. H. W. & Chung, H. F. (2020). Customer
engagement, customer equity and repurchase
intention Journal of

Business Research, 121, 13-21.

Hutt, M. D. & Speh, T. W. (2004). Business

in mobile apps.



LUEM 7S E201M YA

2
A

2
S

)

marketing management (8th ed.). Thomson.
Itani, O. S., Agnihotri, R., & Dingus, R. (2017).
Social media use in B2b sales and its impact
on competitive intelligence collection and
adaptive selling: Examining the rele of
learning orientation as an enabler. Industrial
Marketing Management, 66, 64-79.
Jaramillo, F., Ladik, D. M., Marshall, G. W., &
Mulki, J. P. (2007). A meta-analysis of the
relationship between sales orientation? Customer
orientation (SOCO) and salesperson job
of Business &
Industrial Marketing, 22(5), 302-310.
Johnston, M. W. & Marshall, G. W. (2013). Sales

performance. Journal

force management: Leadership, innovation,
technology. Routledge.

Keller, K. L. (1993). Conceptualizing measuring,
and managing customer-based brand equity.
Journal of Marketing, 57(1), 1-22.

Leigh, T. W. & McGraw, P. F. (1989). Mapping the
procedural knowledge of industrial sales
personnel: A script-theoretic investigation.
Journal of Marketing, 53(1), 16-34.

Lemon, K. N., Rust, R. T., & Zeithaml, V. A.
(2001). What drives customer equity? Marketing
Management, 10(1), 20-25.

Liu, A. H. & Leach, M. P. (2001). Developing loyal
customers with a value-adding sales force:
Examining customer satisfaction and the
perceived credibility of consultative salespeople.
Journal of Personal Selling & Sales Mana-
gement, 21(2), 147-156.

McDonald, M. (1982). The theory and practice of

marketing planning for industrial goods in
international markets. Cranfield Institute of
Technology.

Miao, C. F. & Evans, K. R. (2013). The interactive
effects of sales control systems on salesperson
performance: A job demands? resources
perspective. Journal of the Academy of
Marketing Science, 41(1), 73-90.

Mudambi, S. (2002). Branding importance in
business-to-business markets: Three buyer
clusters. Industrial Marketing Management,
31(6), 525-533.

Narayandas, D. (2005). Building loyalty in business
markets. Harvard Business Review, 83(9),
131-139.

Newell, S. J., Belonax, J. J., McCardle, M. W., &
Plank, R. E. (2011). The effect of personal
relationship and consultative task behaviors
on buyer perceptions of salesperson trust,
expertise, and loyalty. Journal of Marketing
Theory and Practice, 19(3), 307-316.

Nunnally, J. C. & Bernstein, 1. H. (1994).
Psychological theory. McGraw Hill.

Oliver, R. L. & DeSarbo, W. S. (1988). Response
determinants in satisfaction judgments.
Journal of Consumer Research, 14(4),
495-507.

Oliver, R. L. (1999). Whence consumer loyalty?
Journal of Marketing, 63(4), 33-44.

Palmatier, R. W., Scheer, L. K., Huston, M. B.,
Evans, K. R., & Gopalakrishna, S. (2007).
Use of relationship marketing programs in

building customer-salesperson and customer-



58 | QEAT 272 M4z

firm relationships: Differential influences on
financial outcomes. International Journal of
Research in Marketing, 24(3), 210-223.

Pandey, A. & Charoensukmongkol, P. (2019).
Contribution of cultural intelligence to adaptive
selling and customer-oriented selling of
salespeople at international trade shows:
Does cultural similarity matter? Journal of
Asia Business Studies, 13(1), 79-96.

Park, J. E. & Holloway, B. B. (2003). Adaptive
selling behavior revisited: An empirical
examination of learning orientation, sales
performance, and job satisfaction. Journal
of Personal Selling & Sales Management,
23(3), 239-251.

Pelham, A. M. (2009). An exploratory study of the
influence of firm market orientation on
salesperson adaptive selling, customer orien-
tation, interpersonal listening in personal
selling and salesperson consulting behavior.
Journal of Strategic Marketing, 17(1), 21-39.

Peppard, J. (2000). Customer relationship management
(crm) in financial services. European Manage-
ment Journal, 18(3), 312-327.

Raimondo, M. A., “Nino” Miceli, G., & Costabile,
M. (2008). How relationship age moderates
loyalty formation: The increasing effect of
relational equity on customer loyalty. Journal
of Service Research, 11(2), 142-160.

Ramaseshan, B., Rabbanee, F. K., & Hui, L. T. H.
(2013). Effects of customer equity drivers
on customer loyalty in B2B context. Journal
of Business & Industrial Marketing, 28(4),

335-346.
Reichheld, F. F. (1993). Loyalty-based management.
Harvard Business Review, 71(2), 64-73.
Roman, S. & lacobucci, D. (2010). Antecedents
and consequences of adaptive selling
confidence and behavior: A dyadic analysis
of salespeople and their customers. Journal

of the Academy of Marketing Science, 38(3),

363-382.
Rust, R. T., Lemon, K. N., & Narayandas, D.
(2005). Customer equity management.

Pearson/Prentice Hall.

Rust, R. T., Lemon, K. N., & Zeithaml, V. A.
(2001). Driving customer equity: Linking
customer lifetime value to strategic
marketing decisions. Marketing Science
Institute.

Rust, R. T., Zeithaml, V. A., & Lemon, K. N.
(2000). Driving customer equity: How
customer lifetime value is reshaping
corporate strategy. The Free Press.

Sawhney, M. & Zabin, J. (2002). Managing and
measuring relational equity in the network
economy. Journal of the Academy of
Marketing Science, 30(4), 313-332.

Singh, R., Kumar, N., & Puri, S. (2017). Thought
self-leadership strategies and sales perfor-
mance: Integrating selling skills and adaptive
selling behavior as missing links. Journal of
Business & Industrial Marketing, 32(5),
652-663.

Sinha, I. & DeSarbo, W. S. (1998). An integrated

approach toward the spatial modeling of



LUEM 7S E201M YA

2
A

2
S

)

perceived customer value. Journal of
Marketing Research, 35(2), 236-249.

Sirdeshmukh, D., Singh, J., & Sabol, B. (2002).

loyalty
relational exchange. Journal of Marketing,
66(1), 15-37.

Smith, C. A. (1991). Consultative selling initiating

Consumer trust, value and in

the sales partnership. The American Salesman,
36(1), 3-6.

Spiro, R. L. & B. A. Weitz (1990). Adaptive
selling: Conceptualization, measurement,
and nomological validity. Journal of Marketing
Research, 27(1), 61-69.

Swan, J. E., Bowers, M. R., & Richardson, L. D.
(1999). Customer trust in the salesperson:
An integrative review and meta-analysis of
the empirical literature. Journal of Business
Research, 44(2), 93-107.

Swenson, M. J. & Herche, J. (1994). Social values
and salesperson performance: An empirical
examination. Journal of the Academy of
Marketing Science, 22(3), 283-289.

Szymanski, D. M. & Henard, D. H. (2001).
Customer satisfaction: A meta-analysis of
empirical evidence. Journal of the Academy
of Marketing Science, 29(1), 16-35.

Thompson, K. N. (1989). Monte Carlo simulation
approach to product profile analysis: A

consultative selling tool. Journal of Personal

Selling & Sales Management, 9(2), 1-10.

Verbeke, W., Dietz, B., & Verwaal, E. (2011).
Drivers of sales performance: A contemporary
meta-analysis. Have salespeople become
knowledge brokers? Journal of the Academy
of Marketing Science, 39(3), 407-428.

Webster, F. E. & Keller, K. L. (2004). A roadmap
for branding in industrial markets. Journal
of Brand Management, 11(5), 388-402.

Weitz, B. A. (1981). Effectiveness in sales
interactions: A contingency framework.
Journal of Marketing, 45(4), 85-103.

Weitz, B. A., Sujan, H., & Sujan, M. (1986).
Knowledge, motivation, and adaptive behavior:
A framework for improving selling effec-
tiveness. Journal of Marketing, 50(4), 174-
191.

Yoo, J. & Arnold, T. (2019). Frontline employee
authenticity and its influence upon adaptive
selling outcomes: Perspectives from customers.
European Journal of Marketing, 53(11),
2,397-2,418.

Zeithaml, V. A. & Bitner, M. J. (1996). Services
marketing. McGraw-Hill.

Zeithaml, V. A. (1988). Consumer perceptions of
price, quality, and value: A means-end
model and synthesis of evidence. Journal of
Marketing, 52(3), 2-22.



60 | SEAT H27A M4z

A Study on the Effect of Salesperson’s Adaptive Selling Behavior
on Customer Equity and Customer Loyalty in the Distribution
Channel of Industrial Goods - Focused on the Moderating
Effects of Consultative Selling Competency

Hagkeun Lee*, Sang Duck Kim**, Si Yun An***

ABSTRACT

Purpose: A salesperson provides the products and services to meet customers’ needs, and also performs the
sales business to deliver the differentiated products and image of his/her company to customers. Also, a
salesperson is an important corporate element that helps to establish smooth relationships with customers and
represents his/her company beyond the simple activities of selling products or services. These roles of the
salesperson have direct effects on customer satisfaction and sales performance. In particular, according to the
kinds of selling behavior that has been used for receiving customers, the salesperson’s sales performance could be
changed.

In the consultative selling that is handled in this study, a salesperson helps customers achieve their goals by
thinking about their problems and needs together, suggesting a solution, and then providing them with value that
they had never thought of before. Adaptive selling is defined as changing the selling methods that are suitable for
various customer needs and sales conditions based on the information the salesperson acquired from interactions
with customers. Even though there has been much research related to adaptive selling behavior, there is not much
research on the mechanism related to the effects of a salesperson's adaptive selling behavior on sales
performance. Moreover, there is very limited preceding research that systematically presents the results of study,
and especially, it is very rare to find preceding research on the mediating variable between adaptive selling

behavior and sales performance, or the moderating role of consultative selling competency.

Research design, data, and methodology: Thus, this study aims to develop a research model, including the

consultative selling competency, on the relation between a salesperson’s sales performance of adaptive selling
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behavior and customer equity. In addition, the study will examine the influential relationship between the sales
performance of adaptive selling behavior and empirical evidence. Within this background, this study conducted a
survey targeting the workers of distributors and salespeople handling the welding materials in companies
registered in the Korea Industrial Materials & Tool Dealers Association Inc. Using the SPSS 21.0 and AMOS
21.0 Statistical Package Program based on a total of 84 collected questionnaires, this study verified the frequency
analysis, reliability analysis, confirmatory factor analysis, reliability, convergent validity, and discriminant

validity.

Results: The main results of the analysis in this study could be summarized as follows. First, in the industrial
goods market, the adaptive selling behavior of the salesperson had positive effects on customer equity. This
means the adaptive selling behavior has positive effects on each of value equity, brand equity, and relationship
equity of customers. Second, the value equity and brand equity of customer equity had positive effects on
customer loyalty. This result implies both customer value and brand are very important factors affecting the
customer loyalty. Third, in the moderating effects of consultative selling competency on the relation between
adaptive selling behavior and customer equity, the consultative selling competency showed the moderating
effects only on the brand equity among customer equity. This means when the consultative selling competency of
a salesperson is greater, the effects of adaptive selling behavior on brand equity get bigger. This result means the
companies that purchase industrial goods perceive as more important the consultative selling competency based
on the brand reputation that guarantees the product quality and performance rather than the value equity they felt

or the relationship equity formed with the salesperson.

Conclusions: The results of this study above imply the necessity to recruit salespeople equipped with excellent
interpersonal relationship abilities that could increase the customer equity and customer loyalty, and also to
develop and continuously provide the professional educational programs that could improve their adaptive selling
ability and consultative selling competency. Moreover, it would be necessary to establish the measures for
helping customers by mobilizing sufficient resources, and also emphasizing the value of strategic achievement of

customers’ goals.

Keywords: Industrial Goods Distribution Channel, Adaptive Selling Behavior, Customer Equity, Customer Loyalty,

Consultative Selling Competency



