A Study of Long-Term Relationship Intention Formation Process

Focused in Consumer Characteristics

While new retailers such as internet shopping
mall or home shopping increased, the competition
of fashion market in korea became sharp and
fashion market changed buyer's market in which
actual consumers played most active part. In this
situation, a fashion company must make efficient
marketing strategy so that current customer does
not leave and the company can get long-term
profit through customer relationship. A company
can approach a need and desire of a customer
through continuous relationship with customers. A
company can satisfy the customer who constantly
changes demands and needs with customer infor-
mation and can have led a consumer's purchasing
action as a result. Therefore, interest about rela-
tionship marketing spread over a lot of industrial
field. Resecarcher started study about long-term
relationship formation phenomenon among com-
panies, besides, relationship between consumer
and service company and recently relationship
consumers and a company in manufacturing and
retailing field. But there was not enough study
on the relationship benefit perception and long-
term relationship intention formation process
focused in fashion product consumers. Therefore,
the purpose of this study is to find how rela-
tionship intention formation process change ac-
cording to consumer characteristics such as invol-
vement, relationship period, relationship objects
and relationship degree.

To conduct an empirical research, more than
20 years old women were selected as con-
venience sampling. questionnaire survey was con-
ducted on them and a total of 540 answers were
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used for statistic analysis.

The results of this study can be summarized

as follows.

1. The respondents were divided into high-in-
volvement group and low-involvement group
and there was difference of relationship in-
tention formation process between two

groups.

2. There was difference on relationship inten-
tion formation process between groups ac-
cording to relationship object.

3. A group having a long-term (more than 3
years) relationship was different from a
group having a short-term relationship(2 years
or below) on relationship intention for-
mation process.

4. Consumer groups according to relationship
degree were different from each other on
relationship intention formation process.
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