AR £ e

FE =

L FIA4E 928 BANAINA ATE WBAYL o] FAOIA =T FIFL g 2
8] AYAANE AF B

2. FIAE $AHOE (HIAFAFALGN AN AYUBNY) AEFOE IF A
A7 fA)elolof t,

3. =89 34 249 AAR10VA)E YFseior B,

4 ATE FF T YL AHOE I WL 4§ RS WAstel AgHdE Tysi
ATE FFTHSZIMAE g3t AT, BAFAS AA APE, FF 100, A7t 0,

oW zhz} 20, &, § oW 7z 30, HeW % WeW 247 25, FXA 160, AS =

L BE 7110 o2 @,

6. ATE RS REY 32 THaH AL8A 20904 W2 I 979 EANE EEAL
(32 2 98), A% 49 2 2571 H(FE 2 9F), 39, AFH(F4, e-mail, ASAD)

—

7V |3 W AT A 27F 29 OT’“‘E’-J_T Brols AFdADIANAM ZAE A A
o )

7. A thg HolAd e Add SF A5 AL FEZF(004 Wel) S A =
g g3de FAE ZIderh AAel FAA4E 78] dd =F ERde AAe @
ojuj gt At ZFEA egotof gt

8. 7, Ho A= ot 7ol

LS
=K

I.

1.

1.1.
1.1.1.

L TgEgolE FROE 2 RS Y

om, Hojd 8ol ol E F7I 235 <
10 B8 % 9 ¥ 9A A9gsiA 282 signs(ed: & 1, (39 1) )9} AL Te

AgE §ojof s
11. Zt5(footnotes) = 2 4 YT UWE FolH F HQs 75

= HE FAEE = HHOE ALEAE tdE
12 ¥ T 3089 ZAE ZFATHY AAEH A
&3 A= HolAE A 71A gL

) (Aaker, 2009) (71t &, 2010: Dwyer et al., 1987)
AIFHS =7 27Y vpA o do|AE 2Edle Ao FIFTY E53 7oA

FoE & F

30 of
0,

iy
y
>
)
B
o
o
b1
Jpu
_o;
J

A7

o1 E4H FHL vtEA dX& ok g}

14, F31Fd FAe &A= FUEH, 578 $22 89, FHEAL 7tvgd $22 9573
£ A WA A2 Family named €38l £o& 3o}

15, 31 FA AL g3 2o /NP ELS AAY, SBAE, AE, ZHEEH(|EYAR



£7]), A(Z), #HolA 22 7. vF7FES AANY, B0, EAHCIEYAR
£7]), SR/IFQH oY), B2 o), EFA, FBA T2 JAUY. A EE AAL

E AE F471A 7)1 gt

(o) FHFRA(HF7N P E)
Qb7HA, A TR (2015). AAATEIEAS] 414 3 SEU dAEo] HANEHSG FHES
o uAE= FIF7, A=A, 23(1), 1-24.

(ell) FLAFA(HF717PE)

Anderson, C. James and James A. Narus (1990), "A Model of Distributor Firm and Manufacturer Firm
Working Partnerships,” Journal of Marketing, 54(1), 42-58,

Dwyer, F. Robert, Paul H, Schurr and Sejo Oh (1987), "Developing Buyer-Seller Relationships”, Journal of
Marketing 51(2), 11-27.

Ganesan, Shankar (1994), "Determinants of Lomg-term Odenfation in Buyer-Sdler Relatiastips” Joursa! of
Marketing 53(1), 1-19,

(ell) ¥ A 717+ E

A7, Al (2016), #FA T B =9 §& A& StGAL

Aaker, A. David (1991), Managing Brand Equity: Capitalizing on The Value of a Brand Name New
York: The Free Press

Nunnally, C. Jum & Ira H. Bernstein (1994), Psychometric Theory, (3td ed.), New York: McGraw-Hill,

Peter, J. Paul and Jerry C. Olson (1987), Cusfomer Behavior: Marketing Strategy Perspectives IL: Irwin,
Burr Ridge.

(el) 71k

Zeithaml, Z. Valarie and Mary J. Bitner (1996), Service Marketing, New York: McGraw-Hill.

www.semas.or.kr 24 FAA AN T FE

www.suyumarket.com A%

. o] e HelAE dEdty A JERF BEFE § dolAE
ZkA] Qofof Tt 1] =3

I FEERFY o= Key WordE 71 A gt
17. §3189 Q1 vhaslA] oy it
18, tgt, ™eAIEEH, o =F AAEE #HolA T 12,0009 (208 o] A 74A]), 208 o] A] 2AE-S

slo]A] T 30,000¥ YUt HE=E UHLE F =F AMNEE HEES o},



(A B =3 AAE7HE)

H TH HI X HI
H HI =3
HIM
H HI X & Ab
HH HI X A= It
H M =& =3
Hl K =& & Ab
+=3 =& +=3 =8 = AM
=3 =& M & Ab
H i =& A= It
= =& A= It
H M M &) Ab M & Ab
H M & Ak HA= It =8 = MaA
=3 M &3 Ab & Ab
M & Ab M &) Ab M & Ab
HITH HITH= b HITH= It
=3 M & A HITH= It
=3 HITH= b HITH =t
M & Ak M & Ak HITH= It A=
T &5 AF HTH = b HITH = It
HIW= It HH= I A= It




