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The Mediation Effect of Technical Service on the
Relationship of Customer Orientation and Relationship
Quaility: The Case of B2B Marketplace
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Abstract

This study aims to examine the effect of a customer orientation on a relationship
quality in B2Z2B marketplace. Specifically, the authors are interested in the mediation
effect of technical service between the customer orientation and the relationship
quality. A questionnaire-based survey was conducted mainly among manufacturers by
E-mail and Post. The hypotheses were analyzed by simple regression model and
Baron and Kenny’'s procedure. The analysis of 127 samples suggest that technical
service has three factors such as relationship service, necessary service, extended
service and relationship service and extended service has a significant mediation
effect on the relationship of customer service and relationship quality. The results
provides appropriate technical service strategies to enhance the relationship quality of

interfirm relationship.

Keywords: Technical service, Customer orientation, Relationship quality
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