0 9 47-72

**

89 8 22 89 10 26 )

90s

(Ravald and Gronroos, 1996; Heskett et al., 1994)

Pelton (2997)
(relationship value)
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(Jones & Sasser, 1995)

(relationship)

85%

Kotler (1992)

(transaction)
Jones & Sasser (1995)
(customer defection rate) 5% 25%
(Crosby et a., 1990) ( 89
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(relationship value)

(industrial marketing)

(Berry, 1983)

Berry (1983)
(multi-service) Jackson (1985)

Copulsky & Woalf (1990)

Shani & Chalasani (1992)

( 84

(1) 2)
©)

Gronroos (1997)
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(84

(what you get) (what you give)
(Ryset d., 1987)

(Bolton & Drew, 1991; Zeithaml, 1988)
(objective price)
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(perceived nonmonetary price) (Zeithaml, 1988)

( )
(Zeithaml, 1988)

)
Liljander and Strandvik (1995a)
(Ravald & Gronroos, 1996) Liljander and Strandvik (1995a)
(episode value) (relationship value)
)
) (Ravald & Gronroos, 1996)
( )
(crosssection)

Monroe (1991)

)

Liljander and Strandvik (1995a)
(relationship sacrifice)

Kotler (1992)
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(customer delivered value)

Kotler

)

Storbacka, Strandvik and Gronroos (1996)

Liljander and Strandvik (1995a)

1b
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()

Liljander and Strandvik (1995a)

(bonds)

1995a)
Liljander and Strandvik (1995a)

Muller and Wilson (1988)
(relationship strength)

(Liljander and Strandvik,

Liljander and Strandvik (1995a)
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Anderson and Sullivan (1993)
Liljander and Strandvik
(19933)

Storbacka, Strandvik and Gronroos (1996)

¢ )

Heskett et al. (1994)

Prus & Brandt (1995)

Liljander & Strandvik (1995a)



55

Storbacka et al. (1996) (A relationship
profitability model)

(Liljander & Strandvik, 1995a)
« )
(Liljander & Strandvik, 1995a)

(Oliver and Macmillan, 1992; Anderson and Sullivan,
1993)

la 1c

(Pelton et a., 1997)
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90

(Storbacka et
al., 1996)
Hla
H5
H4
H1b H2
—> > —P
Hlc H5
H3 H3
( ) (revatuenship
Kotler (1992)
(customer delivery value)
Parasurman (1994)

SERQUAL Model

(Likert)
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(Selnes, 1993)

(Liljander and Strandvik, 19954)

1 5

) (relationship

(Liljander and Strandvik, 1995a)

(1990)

strengt h)

Crosby

ANOVA
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( )
ANOVA
F P
0.7256 0.4367
1.7819 0.4562
0.7022 0.5211
0.5821 0.2854
0.7342 0.5441
0.9725 0.4219
¢ )
600
512
85.33%
512 214
298 167 175

170
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1.Zeithaml (1988)
2. Kotler (1992)
3. ( 84

1.Kotler (1992)
2.Selnes (1993)

Morgan & Hunt (1994)
Ganesan (1994)

Liljander & Strandvik (1995a)

Liljander & Strandvik (1994a)
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100 500 600
51 472 523
51% 94.4% 85%
49 463 512
Cronbach’s a
( )

0.6

) Cronbach’s a

Cronbach’s a

0.7856

0.7740

0.8935

0.7256
0.8743

81)
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(path analysis)

Varimax method

0.5
( 11 )
(%) (%) Cronbach’s a
10.41 47.3% 47.3% 0.8184
1.650 7.5% 54.8% 0.8323
1.378 6.2% 61.0% 0.7859
1.236 5.6% 66.6% 0.6343
1.046 4.8% 71.3% 0.6451
1

Varimax method

10

0.5
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(%) (%) Cronbach’s o
7.3517 32.0% 32.0% 0.8643
1.9731 8.6% 40.5% 0.8061
1.6994 7.4% 47.9% 0.6337
1.5627 6.8% 54.7% 0.7067
Y1 Y2 Y3 Y4 Y5 Y6
Y1l 1.00
Y2 0.14* 1.00
Y3 0.09 0.66** 1.00
Y4 0.13** -0.05 -0.05 1.00
Y5 0.02 0.17** 0.19** -0.03 1.00
Y6 0.11* 0.69** -0.04 -0.03 0.19** 1.00
* P<0.05 ** P<0.01
( )
( )

0.66

H1
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H3

0.05

(Liljander & Strandvik, 1995a)

(Liljander & Strandvik, 1995a)

H5

H2

(D

(2)

0.05



T Value F Value R? Adj R?
0.2371 3.125 9.763** 0.193 | 0.169
0.6651 19.84 200.046** 0.440 | 0.437
0.2867 4.293 18.429%* 0.354 | 0.336
0.2851 4.253 18.090%* 0.346 | 0.325
* P<0.05 ** P<0.01
Q 0.2867
0.6651I
0.2371 0.2851
>
* P<0.05 ** P<0.01
0.1371 - 0.1371
1. - 0.0912 0.0912
2. 0.6651 - 0.6651
1. - 0.0261 0.0261
2. - 0.1907 0.1907
3. 0.2867 - 0.2867
1. -- 0.0074 0.0074
2. - 0.0817 0.0817
3. - 0.0544 0.0544
4. 0.2851 - 0.2851

(0.6651x 0.1371 =0.0912)
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0.2867
0.2851

0.137
0.6651
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(Storbacka et al., 1996)

(D

)

©)

(4)

Liljander & Strandvik (1995a);
Storbacka, Strandvik and Gronroos (1996)
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Relationship Value Loyalty For the

Banking Industry
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ABSTRACT

Relationship marketing is a strategic weapon for banking industry. The purpose of this study is to discuss
the influence on customer’s actual behavior (loyalty) by the relationship value; including both the customers’
cognition on value and customers’ satisfaction. In turn, these customers’ behavior will affect its commitment
and bonds. Factor analysis, correlation analysis, and path analysis were conducted for the empirical research.
The major empirical results follow:

1.The customers’ cognition on relationship value which any one bank offers, includes five important
dimensions: peoplevalue , imagevalue , productvalue , mental costs and time costs

2.The degree of customers’ satisfaction on relationship value will strongly and directly influences
commitment intent. And commitment is an important factor of relationship strength for both customers and
banks.

3.However, relationship value and satisfaction have no significant effect on bonds and different kind of

bonds have no significant effect on relationship strength and loyalty as well.

Keywords: relationship value, satisfaction, commitment, bond, loyalty
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