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Abstract

This study attempted to investigate the effect of relationship benefits that
have been overlooked during CRM activities on the brand image and intention to
recommend. Existing CRM studies mainly focused on the relationship between
CRM activities and customer satisfaction, so this study attempted to examine
how the benefits, values, and satisfaction of the relationship felt by consumers
affect the intention to recommend. In particular, in the case of highly involved
products such as automobiles, in addition to reading and learning reviews online,
direct test—drive or consulting with dealers have a major impact on purchasing
decisions, so relationship benefits from dealers are an important cause variable.

For this purpose, it was found that among the relationship benefits,
'psychological benefits' had the greatest effect on relationship value and
satisfaction. This makes customers feel confident in products and services
through a long—term relationship with the belief in intangible benefits related to
consumers' emotions and emotions. Second, among relationship value, satisfaction,
and brand image, brand image was found to have the greatest influence on
intention to recommend. Third, it can be seen that it i1s very important to
positively increase the image of the sales dealer along with a psychological
stability in order to increase the brand image and the customer's intention to
recommend. This study identified how relationship benefits of customer
relationship management activities affect intention to recommend through
relationship value, satisfaction, and brand image, and provided practical
implications for whether sales dealers' CRM activities and attractiveness enhance

a company's brand image and recommendation intention.

Keywords : Customer Relationship Management, Relationship Benefits,
Relationship Value, Brand Image, Satisfaction, Recommendation Intention
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a3 He
(Customization
Benefits)

CRERD

(Economic Benefits)

AulA7E s AFAS ARE B A e LA
AT 2 AR A A9 HEe W AoRA Ay

NEEIEE

Au| 229} e pgo A W Py -4, A A,
(Social Benefits)

Z3}4 #AA (Rapport), AF3]& A1 (Social Support)=
¥ 3t} (Adelman, Aaron & Goodwin, 1994).

AgHd He 2H|REe] A, A, AEdEet HEE T3 Helew
(Psychological ARzt FHAe] F714 BAE F3 Xﬂwd% Auj el o gl
Benefits) gAe At AS 93t (Gwinner et al., 1998).

2.3 #A7IA

A 7FA] (Relationship Value)ol W3k A= AH|R8ESHH FSHo|A dujziel
A AAATE FIA VISR 52 JHAE FESke AT A Fete] a3
of F71A BA FA Adoz 21s}etth(Leonidou, 2004). AA7FX] = 7o) huf
A2 5E Y] Anj e gk ddy FUE FASe s 7R e 7)eket g xiel a7 o)
o] A% ZAgS 9ustr|= I H(Flint et al., 2002). 7]&€9] Ag AFEL BA A
E HlzY2s BN 7 A E Jidstelal vk A WA B Au]s AlE A
2aA AE L A zo] B3k s 9 EAZ AHolsla, T WA DAL TIFA(AT

ojm et 24l

2 eF FrufAR(o]8-Ab) 7ol A7) A A wAeE AdE vLI HES
719k o] ol Z7ste] BAE 7YY AAAIe R skl #
Zkef o] &Apgbel] WAskE BE wgke] T s ®mA FFste] ol gk 7hA] A=l Al
A} o] &Ake] FEAES FE AR THAE AT, AR EH AlEE
HAA 7] = Fgolekal A olatar Atk (Conner, 1991).
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TH5(Satisfaction) ©] & #F€lo] Satis(enough)9} Facere(to do ormake)ol A A=
of ofe] daAdTel] sl 1 do] AHojxo] kb, 2012). Oliver(1997)+= il

ARESol 32 ASFd Au| o] glom, mAle] fddtal Qe As AlEI AH|
27F FEANNE AE2A BES dostal vl Howard & Sheth(1969): wH5<
NS Al TS FiL 2vxp7F &vfe] wE tirbel] is] A At B At
=& FAAS A BAAEJTA == AR Q1A GElE AHoegint wgh, S
EUXE 7St A AzE An] A7l s Abdel 7R | ZdivF B ew
Astall A7 A A= A stk (Oliver, 1981). B3k, AH] A A 3-2}¢}
aAe] A71AQl S WAL HEFE o] WHAg L AAAR] MH|AE Y
ahe Bl tigk ZlgEt ofe} ghalA, AbsF, Sk dig-of e B sEe] 1
Aol Al T8k IS A= Aoz et Gwinner et al., 1998; Al =4 dlute}sh
EofF 9], 2017).

2.5 BH= o]u[XA]

B o]u)%|(Brand Image)®] /N'd2 A2 I A AJ33S whedsr A74 3
Aol whe} o2 A jAlE o] gith. BAE ow|A|= &AM} vletiEE 3l we i
AAA QS oushy Bzl AdEE o Aol Aot 9, 2012)
HAE ojn|xe 54 HATTF AnRpe] 747t 7iE FEl el FAE ov]s
W, AFolv Aulze] Aot AiFed AltEe] 24, HE, A Fol Bfste] &
4 B el e Adolth(8As] 9, 2012). HAE o|n|A|= A alod

ol
7HAE Whg-e] dRkstEl ol Aol digh vhg-S AAske st el ARl 540
ghal & dth(Jung & Kim, 2003). E3h, HHE on|x|= 54 7|go] A4k, wvlst
AEOIU Au| e tigte] AR =)= A WA =P o R AR 54 HdE
=]

A7l BE 244, AvA F4o|tH(Franke & Park, 2006).

2.6 M=

F7H 9% (Recommendation Intention) B+ 7+ (Word of Mouth)o]gt & < Y= 9]
ML 19543 Fortune XAl A8 2lEgon, =AAGS] FAYET A g
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3.2.4 WE3 BA= oju|x|s}te] BA

IS HEA7| = FstE Au) o] g AAARJ A AN 25 o &
AAolal g&40 R uAE gty fsis Ao =7 ZHA O g v
7} solop ghvp. B, nA o] Fteks AUl T = ApAlo] A &gk B gof tigh
TE 7 de HH AZE X ga @ ¢ A, AH A AFARTH 2 7HA
2 A AL ¢ Z uEZS w74 Hvta dth(Patterson & Spreng,
1997). olggt ARE FalA o] Fujdo] AFshE AR A7F RS SH B
HE oA & Fol=d TAHA)] a7 EAGTE As FEL F Jdom, uA
o] =7l& whHo] Bt o A|o g JEFs WX = WeR AGofsial oo o
gh Rk RS ASHeE st vy 2 JHAES 46l

My 2o FR[7F vhFstEar Au e gigk AA7E gloj A de AAARJ] A
AN aE&H R ety 9T ARl TEA Y] SHEE Q1A A Fe] &
Ate ddu o] aAdA deEets HAE A FET F de AYs £
o] H & v, AFAFelA Mu|x= JhA = 1A v A A1 A 7
A A vt Fagh JIFWTE W th(Aaker & Keller, 1992).
AEFS Yoz T3 AFolA Bl 7t Bl olu Ao AF(+)9 43
S mHtty Bt (Dyson et al.,, 2001; Faircloth et al., 2001). wabA &
A= HAVEAZE FHYE v FFRAE ASHE Hst LA e
e JHAas AAES Y

w7 mEo] AT %, FA ] P Vst B /E ATES 17
WES AT %, FHEY PAE dAZ FgHele: A4S welFn g
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(Oliver, 1980). &R|A} &3t e ofe Aol uA w5s Adsidd oA

52 9L =2 AT 9xE Bt ZB{E FolE 4 JdH(Oliver, 1997;

Fornell, 1992; Churchill & Surprenaut, 1982; <tAF 9], 2022). B3l AW x}e] Tt

% Aol el Al omel ARE vAH BEE LuAAFE AT o%

7 wve 235 BoFa 9tk (Anderson, 1998; A ¢, 2022). A+ A3
1

o H
52 2 0 AFwv) el Aulso] el wEF wAL 7 /1 el BoHo
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et al.,, 2001). A= ouX &= 7|4 A3S f8] AR vigS 7pA 2 9l
of Mo stodg FAFAR olnAF ZAAANINA AH(F-3, 2017). EgH H
W olm A= ZRA Azt A = g AT o ke FAAR FFE Fi 3l
U S ASEAS Sl AASAT(e]59], 2011). ¥ AFA= 919 A3
ATE At OoR HAE om A7t FHE fojgk A(+)e] dFS vA Ao
2 ddste] APATE vFoR o 22 7HES AAST
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2 AT e Asel gk R JAFEATA B4 A= ofyfo] <xi
s " AL G 74.0%, 94 26.0%% Bl AdART O %A
Ao Axel ZH9- 20t 3.0%, 30t 15.0%, 40th 26.0%°]™ 50th 29.0% =
60t ool 27.0%= 50th7F vlwd =A vepgth A 9 Al7IE 1d #Rke]
8.2%, 1A 3d mRFe] 30.0%, 3ol 51 w|¥ko] 24.8%, 5\o]do] 37.0%=

Sudol el vy A vebwtth dvidy e FR dHe X9l F3e] 41.0%,

-

Qo) AHA AY 45.2%, Boldele] SNS HES Fol WE® AR 65%, 7]t
ARAA 7202 APAE dEon AU9FH B AL ¢+ Ak AFR

BAUEE 1o 20 wuke] 56.0%% 7P = UEbgor 3ol 4tE
35.0%, 591 ol’F2 9.0%= 7b& A A HA AA A 86.0%7F HAbAE

253k Ao 14.0%+ 2AE AReal e Aoz FAE S

P CIR=t HS(%)
=2 296 74.0
] o 104 26.0
A 400 100.0
20t 12 3.0
30TH 60 15.0
A 400y 104 26.0
50T) 116 29.0
604 o] 108 27.0
1wk 33 8.2
AbF 1~34 wjyl 120 30.0
el A7) 3~54 wnt 99 24.8
5 o] 148 37.0
A5 164 41.0
ER Holo] Ao 181 45.2
CLE Aojde] o] SNSEE HE 26 6.5
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! 29 7.2

DA A} 1~24 224 56.0
e} 2= 3“‘4‘:}] 140 35.0
wA g 5] ol 36 9.0

4.3 AFE ¥ EgIE 24

AFHEE YA d334 AFE(Internal Consistency Reliability) 9t X 3E AlF %
(Indicator Reliability)=® 7}t o= glow, W2 Ad3AA A2 == Cronbach’s a Al
o] 7]E#kel 0.6 oS S5 A ASHFEY WA AHEE gusitha it
(Nunnally & Bernstein, 1994). PLS R &4 A] 3+A A=+ Cronbach's a FHHE
th AT BAS s A3E o2 o AXE DGrho #ol 0.7 o]AY wf AFE
2 gryda & & 9vh(Bagozzi & Yi, 1988). Eigen Valued < 1 o]itolo]
oF 3} (&, 2018). Cronbach’'s a HZHFL <X 4>7 Zu. FAHFEQ
Cronbach’s a Al gt &elgk A3 7|4 0.7 AA Aok 3418 %= DG.rho

3 V=X 0.7 A3 a5-%¢1 Eigen Value #% 7153 1.0 o] oz

=

i_.

UeElsth 25 ARG Uy A3 AFEe 34 VIeAE AEste SHAR
7F WA AEEE grsglita & 4 qlth
<X 4> Y3 43 A= Hr}
A MVs C.alpha DG.rho Eigen Values
(0.72]4) (0.7°1%H) (1¢]7)
a3 He 3 0.853 0.911 2.320
A A e 4 0.850 0.899 2.762
ALE] A A < 3 0.854 0.912 2.325
AelA el 4 0.901 0.931 3.081
TA 7}A 3 0.879 0.925 2.415
=g 3 0.875 0.923 2.400
BAE= oln|x] 3 0.884 0.928 2.437
FHE 3 0.846 0.907 2.297

o

= =

AoltH (A3 9], 2014). 7+ WQlo] AVE AlF ghol &
of Ayl #gEdY o Wl HYAde] SRHAT
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Hu

Zh A CU EC SU EM RE SA BI RI | AVE
a3 A\l CU |0.879 0.773
AA# #Hel  EC [0.790 0.831 0.690
A8 A #e]l  SU [0.774 0.827 0.880 0.775
A2 #e] EM [0.760 0.829 0.870 0.878 0.770

A 7}A] RE |0.748 0.817 0.812 0.868 0.897 0.805

= SA [0.750 0.820 0.821 0.868 0.862 0.894 0.800

BIE= ojulx]  BI [0.610 0.574 0.590 0.659 0.645 0.649 0.901 0.812
FHI= RI [0.615 0.650 0.656 0.721 0.687 0.701 0.783 0.874 | 0.765

4 A2 24 A3

BE A SN YHEd BAEAGTE SAACE FYS TH = olE fsiA
© FEZEYE (Bootstrapping)oll o8 H|EFH ] IS Agg Aot
(Hair et al., 2014). & 7oA F20A44 45 RS PLSPM Packages AF8-3)
o 2,000 FEXAEHY AMELF S Sl A2AT F8S ASsr

7d 2 A4~ (Path Coefficients)= ¥+3}% #k(Standardized Values)o & —1o4 +1
Atol o] @& zteth AW AEAT kol +1dd IMhEes FAACE Fo% A
g A(+H)o #AE -1 7R A3 F ()9 #AE Ul 0o 7=
ksl #AE zZteva By ARAS %IQ] T8 FEZEHFY xZFoAt
(Standard Error)oll oJa 2e}A A ¥ FEAEY ZFAE o]&dto] &4

o

Zt(Empirical t_value)< AAFe 4= 9

>
>,
MN'
—t
-3
-0,
9,
B
)
~~
@
=
=
e
(=R
<
=R
=
@]
- T
g

o A Al gkel 54 279 FE(F9
—)F—ZF)Oﬂ A Fedolgta 3 4 qlow, F=H Xé(Two—tailed Test)oll A dwbd AL&
o] &= dAIA(t—value)= 1.96(F5+ 5%)o=2 YEE 4 i (Hair et al,
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LIxHEl - OIZHE - &IE

714 4 S - 4 Estimate Std.Error t_value p_value 23}
H1 743} | 9] 0.097 0.041 2.394 0.017 = A=
H2 AAA el o, WA 0235 0.048 4.914 0.000 #xx e
H3 Abs] A A 9] 7FA 0.086 0.052 1.656 0.099 7|2}
H4 CEERE] 0.525 0.051  10.193  0.000 #xx &
H5 3743} | 9] 0.091 0.040 2.270 0.024 = A&
H6 BAA Al e 0232 0.047 4.903 0.000 ##x e
H7 AF3) A o) 0125 0.052 2414 0.016 * A=
H8 Al A9 0.498 0.051 9.775 0.000 #xx e
H9 A 7FA . BH= 0.331 0.073 4.510 0.000 #xx €
H10 ki oln|#]  0.363 0.073 4.946  0.000 #xx A=A
H11 WA 7HA sy 0142 0.057 2478 0014 = A
H12 W — j; 0.224 0.058 3.897  0.000 #xx A=A
H13 BHE ojn)x| o= 0.546 0.038  14.303  0.000 =xx e

¥ Y 4FE L #p<0.05, #xp<0.01, #xxp<0.001

Az A gis Ao A= 7HEe AAX (t—value=1.96)+ 5% = HAS wf
TS AEste] st AAHE T AR A2 FAAM = 18 Ao

(t=2.394, p=0.017), ZAAA T (t=4.914, p=0.000), Al&g2 A (t=10.193,
p= 0.000) 2 urp/],ur /u,d/]xq ,qmo] 7].10 Z\——i §Lo goqou:] ﬁzﬂﬂ J.I]O] A
Azt Hol AR =A JFFS nxE= Aow BEAEQY. A A #Hole (t=1.656,
p=0.099)2 7|7t &2 YEhY S vA A = Ao R UERTH

AR W] AR BAGAE mAs Hol(t=2.270, p=0.024), AAA HO]
(t=4.903, p=0.000), AF3A HT(t=2.414, p=0.016), A&F A (t=9.775,
p=0.000)= e} o] JA] Ag]A wolo] 7 HA vetton, AAA #e], AHg]
A ge], uAst Wol AR A FFE vAE o gRIEAT

AR 9} BHE ojux] A2 FAqAE #AA7FA (t=4.510, p=0.000)2. = Tk
=3} A= olux] HREA o|Mi= W (1=4.946, p=0.000)C.2 gFro] YEom
THEo] HAZFA H ok 7<4(+M PEs vy HA= Aoz FAHAY. WA A,
T BAlE ol x|ol A FHEe AR EAoME BAVFX (t=2.478, p=0.014),
THE(t=3.897, p=0.000), BHA= olnuX](t=14.303, p=0.000)o.2 BHU:M= o]ux]7}
FAE By 3.7 RS ERS AL, #AAZEX R 5,98 o] EAl vel Bl o
A7 FHol ko) wig- Ae A(+)Y FFE A= AoRE AT AFTHE
AR wA ARE RYPo R FAEH ofdf <19 2>¢} It}
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