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Abstract

The focus of maketing study on the strategic tools has shifted from traditional
4Ps'(product, price, place and promotion) to macro relationship marketing which places
emphasis on interfirm relationships.

The purpose of this study is to develope antecedent variables of relationship type which
play the most important role of interfirm relationships, and

the antecedent variables of relationship structure comprises three factors : 1) transactional
relationship structure, 2) hierarchical relationship structure and 3) embedded relationship
structure.
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3t AQ TS

o]nr} ¢tA Bagozzil®e] ol wlAIRIZMe] Hipo] RSN Fud HTROE A &
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7} &2 A 3 gt HEUEERe THAKS RES MeIstn fpEERS LEME T HX
e RYPA F= 71 BB JE BROZA, ZXRBAS T £KH AdWT EZFRTE T
HBE X T MK TEERL) doutsstE Rt 98 FAsG

LERM GRS oWete ERBEABLE AT BRHRo2A I ARE BF3N2 s
H, 2593 o] Z2HEF KRS HET & U HiB, HREEe] 298 EXENY B
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o] EEEEE MESe dEYES % BE € viAY BBes e dx BHey,
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BiE(LERO 8td, tAY A2 triEE Bt (relational properties)< A7FA] I
ez READ 4 vt AR EEk({b(signification) #EZA ol Bk ARFUAIAE B3
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e vAE A=Y FHEN FiEelsta & 4 A0

<2YI-1> MFEEe] kT
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____________ et P B
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#&¥t : Giddens, A. (1984), The Constitution of Society: Outline of the Theory of Structuration, Berkeley and Los
Angeles: University of California Press, p. 29.
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o BUERLS Mg REERT LEE) REEFRSLE Eodd.

e REERS MRIA =V #, afd FHEE R BT WHS ey =S B
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X RN BERES BEIs HRS BEY XHoe BESo) Basts BEEANES
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govermnance)2 E48IQTHS 1 ol i HEIHRBET BRE0) BIMREE &R o
HES BRFEe RIS RS, 8H TR A o%M BET £EHN Fae
2 B - #FE 5 el FEY Fades HENA Gt BES It ) YEY
ERESS #51 SRS RESA T —HW KEES 58 TEE BoAND

A BN Heided] ol8ld AVIR EAS KetstdA FREERES £TBHEAN 2R3z
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Bgel BES VX BUSHE ZRII HEARN BIES RR L dedn BES
ok RS 23 MY IREY ERE ®AESY, KkFEH S Bkl EEER 9%
FREREEE BTEE BEFS A . = g TR BES nide AL F2 BEshY
ITE7F B BES miYg: fliEs FA B3l 8BS0 Bre Hraso

42 FXRY RS

EHKE BREEES BRS Bk % AEFELE B3 G0, EREMHOE FHEF
Adte FRARLEZA, BHY X s MBS, S, EREMSE EEEASE
FKH) Z#(transactional exchange) &5 o3 2 #BAET. Dwyer, Schur & Oh+:
“hatel Bz AT Beoz WiEgle 7HEds I BESIE 7L iz E94
o)l et FAAY HLo] MY WREE REAStT QIrhsD

B EA TN £k IREE-BEEN BEYN BEX7) ERED Qe 39 a4
EHE 8 £XR /AT Ao EY. Z2RIFTHS BEsia o 17EEE R
Ko wrEl #HEDE RS BEST, KEEE BAEINA REE )2 J5d ot @i
9] Axy prEdEnh. B HESId 22 MU BERESLE gifgel 3re AXA 9
o, WHS AR %S Zi7sin, AAEHE 2 FR Al2Rez ZEHED gloxme HE9
BER Sl BolA FE &9 ®RES ®ES gk olHE x&kp WEEs T2 @B
o] o) BRI, S8 SHEEES FIASIL, AF REMLR #HES S v RiEIA
TS

HH EACIY 4% gofig T8 4EMS —RiS F+= AN #RdsJs
(spontaneous coordination mechanism)S. 24 TEEKS BHEEE oJE kKo AN df
AE ARFErh EBRY RS GCHEY, BN, eI, el HEfEHCR &
#FHANAM, REEEESIN A R4 REES RS N9 fFEiel dis) o2 Alg
A &KFEY LEJ o EiETe] ME—& REFROITE W XRFY MEKES BEWH
amEkel ¥ BE 2 BEA: NESSY s @) Bmta o9 ;T - Bl
B Bsly] W&o ZiEs BEk3le 2 Hike]l HEHA d0®

4.3 frFEEy BRORREE

(7FEE) BRfRMEEE HEKFN KEES) HIEYH XKEE T 259 TRE BEIN M
B BEETFES BFEsle HRA22A, Fl] FHEBES 78] THEN U& #exs
8 178 WEEKS BEste vV eRA FEAES MEel EERSIM, Z#dUF
EEES Toln XHEMMAES BRI F= BIEN, RV BES ERIT0 oY kg
B BIfRREE T BIGRRIEBA, BAEE ST &8s T3 o9 FEHRE AR dvh

LR Bfe YEAIRA KEE AdYed, o2 MR REW RES K BE
t ® oyt mHEKS THEHE E#tads B RES £ Sabeld HEHIZY o]
d BRCA XEREE BEY BRFEZ Sl FEEGEEHK)S &EdA RS HIEE
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feS I3t ol9) 4lEE Lyt EEdtln 3D
@ ol 58 Eiyel 5=&23t ¥ANE TEMEY REH HE RN dojd A
E RE RAS = BHRY F vk o)z WY rEsttd BEN HEC REE A
#H BB B4l 8% (loss of residual control)S ¥l do A 31, FERY EES
¥%

T

ol ol FK HEH BEEHEE WHY) AMM 2 Fra#e] AALD Rl
BoRsle otk ol £¥o FEE AT e AAXE T HAFAL #EBses AL
B OBGREES BHY HEIFR A

M eo my
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44 FRRAE) BRGRAEE

ERaRy BtREE BeIRNoR TBT BRE S0V A8 ok BRY RS Hady
qE TS T HHES FEIE FROEA, BREW 78S O 783 "RA7IN2 BED
HEf 2 ZEL Mk vEAI o8 gElens RS BETH oA MREET
A ERHEMGRS BEY FERLD BHERI e BEeXHY mhRe EEE) A% B
By EIF7bIEe BBATD F, @eE:mM 789 BRE SV A Fak #BRY
o] zE W Fflol BESE T phey MEkcl EERAT. olAH Hhaay BRRREE
TEEMS Y M - HR KES T FHE UKSE (TBE Fadth

| EBat(embeddedness)e BERRT R BE THA BES vATE FAX Byl

o, {78 SET R #812 ¥ oiet 15 A RiKS BAte HlN RHEH
otk EF {THS WEERY mEH BEAA HRE R #wE 2 BEd ERdgs A
oA R AES Ado.

Dyere BEIEMOE (THY BRE Mlsted FHAIE ok #RY RELR A8
o RS EEEEET BEXE TH dAste HHEEA deva s 74 kAKX
TRy RES HEH MA(social integrarion)?) ¥&S BT A=, MEH Hed HES
iresy MRS B &ES EER I & EAX BRY KES s FR T FA
HHET Foe o2 ite AT e ERAGH R FHReIHN REWE A9
Eod glo] EEREE =950 Fr HEES UL HFE/ BeFXE: HEEC FEH FRE
BLRsHA @t

dEYa SEVY REN FEE el WEAIZAY pes o SEU FH
BiEsA S AL Eokavl, ieny e Bl FEBHS RAONAAN TBY THREK
< 2993 BETE TH THEEE FAEL. =¥ BB BEX HEFER BRc it
g BES Al oA B AQ 4AF € EEKS Rt A FHL kfex
% 79 BELE /M0 EEEXE R ARUMSH KK BZFRANS REAFAIELZ
A ®ES 3 B

5. ke

DEM BRG] MET EGRNeE  THEH X#(market exchange)dt BRRHY X
(relational exchanges)© 2 A¥ERCE. 4¥H BFEEE T L HRHEE do +RE
2 BRE X 59 Eaol AR e, o5 vk HEK RBEHM KES FAA
BEERE 9] #i4 (integration into relationship) &S REAsI Yot

A WRE BMAE FERRS HAY MEE E£X M x#HEoR Efdts £&
wRstnA sted, BRW XBRES EF RAENY WHEEEE AYs R o uf R

149



150 AF ERE BRMEE THER STEH WY A

B BAUER BEo9E 5 Ik K HARe o8 MRM XHS B MEmsSS ERs
I BHEREY RO EAS RERbeted (IRERY BRERME % (hierarchical relationship structure)$} BE
Refy BRERAEES (embedded relationship structure) #&S BAS B2 =y3iAqon, EEMHe
ETHBH BOAEEE MREEESY KB JsiA (s FRoz Y T2 FiM FEllcs
FES]7 X 317] wiolr}.

Bradach & Ecclest= %3 {ZB(markets and hierarchies)Z EER o) HEHMA HEl
YAUFLE BeE —HM BEss 22, TBES 7 RER E%K (economic transactions)E
TEEE AZEA #EIA Y S (control mechanism) 2  Ei#(price), # R (authority), Ei8
(trust)& #/FSNUA o5 &g, HR £ Bt Bufoez 834 #4642 ¢ ddxn x5
3t oL W ukdls BHE Ergds 92 @8, #E, S84 BEvs
Fol BEH RRANA Bode HFRS BEsIx It =§ o522 XXREBR KEL %
I frfg B ERET #EMAY BHGRE SRIHAN BSHEHE e gEMshIEes BEHsin
Atk o5 FiRel MEW FHEc ey BEY BALY HRIZEYH £KH0, @ik ==
RS #6319 (TRESZY KRB WAS ZEcsHA ftan sige

Willamson®] ZFKBHBRE SIS PRERS BRILAWD H8, I L BRGEY
85 HEHHEH] HEMA S ol BEZ REY & g B2 MOS0 HFEIE
H), Bradach & Ecclesdl W29 145, i 2 AN BHS Jehyes B, ER 2 S8
HEBIHOIAA £HHF Fkos A2 #4649 = Uub®

F— o] LM BN EH HHREE BKEY 55 Jed ko) IEM K%
Q) A BT HABEZA FRASIE ANEES BAd SFASDAY, BT ERe
AW TR 0|29} THEMARY EHES FA 3l B So) 2 flojth. o1& & #Hal
BiEs BRPS BHEIL BRY BHS A5FA s THS BmMAI

H E RERTANAN REEKE ZRse HEAAVUS 2N &K, R B8 a0
2 fFAstE Aol —HfyolAT o5 MZA iGN 4z #EivAUS Y ERELE
#FES 429 HFHvAUE HRE EALS) J59 HEMENH HEe AYA "o
ol2] gt EekollA Powelld] T4, (7fE 2 WEYIY =4 oM GRS HRa 38
FRAS WES R4tdEd. F 271 23 FRE HRRF o¥oR Hée - AWML M
E BRIAY 0¥ IR B E RAS S MY BHS AVE %M BERES
MEgst=d B2 RES REF00 Gundlach & Murphy® Z#i¢] FHo 2 FKHy X
I} BRfREY xielo) KEkE) ) BRE X dRMEEEA AR, EARE B HR
g ®iy#y #(contractual exchange) ¥4&E& HEs T Y™

A PFEAA BRI HfAE WERERY AR &ITBRE = RkY MERE R
BitrmesE, BEIE BIfREEE Powelldl ™, fIfE YEYIz E4HslsE =08S EAS,
Bradach & Eccles®] ¥, 588, R AR HHlARES £Bsle BRRsA.

FREy FRES TEENS TEMNY THEERE BEAAAN BRS FES RHER
o2 e HFK EEFA A JuF g FHEY KAS BIFIAE gon o &
HEQ EEHS AN Aoz XNndoy & 4 ok MHEe BEgs TEETe B
fRigiE MEAA HIES Bivd o9 %M MR BRIE tme) |ttt ol o BES
AR BRfRERE FEERIS BFRET) S 2 s MAzolukd] Sl B
o ¥ BAHRCl —HK BEH THES HEH AP #HZ FEANAA A gy
frkEey BRGRREE BEEMS AR - FIEN Heo9 AR £4d MG BAL kY
it T2 A EEHA AT BRY BEES Fsla 3o Y MRS TEENS £
HE I BDLLE e, o)A BB MRS FEe S5 FEHSd £ES 54 9.
oleld AZFA] BRfREE FEIERIS KTBEE HE FEY MGRE /1A gon, EAd &
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