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摘 要

許多關係行銷的文獻中，分析關係品質建立於品質未隨時間而變動的不合理假設基礎上。然而，本研究是以時間為考量，

整合服務品質、信任與承諾，所建立的動態關係品質之模型。

論文所提出的關係品質發展過程是以時間為基礎之動態模型，而模型的參數是以貝氏方法與狀態空間模型估計而得，並以

百貨公司的顧客為樣本，而搜集一年期的縱斷面問卷資料予以驗證。最後由論文中，可以得知在時間的過程中服務品質對

信任及承諾的直接影響與對關係品質的間接影響；關係品質在時間的演進變化過程在本文也予以討論。

論文中所提出的動態研究，其思考模式可以提供關係行銷研究的另一種新思維。

關鍵詞 : 動態、關係品質、服務品質、信任、承諾、Dynamic

目錄

封面內頁

簽名頁

授權書　　　　　　　　　　　　 　　　　　　　 　 　　 iii

中文摘要　　　　　　　　　　　　　　　 　 　　　　　 iv

Abstract　　　　　　　　　　 　　　 　 　 　　　　 v

Acknowledgements　　　　　　　　　　　 　　　　　　 vi

Contents　　　　　　　　　　　　　　　 　　 viii

List of Figures　　　　　　　　　　 　　 　　　 　　　 xii

List of Tables　　　　　　　　　　 　　 　　 　 　　　 xiii

1. Introduction 01

1.1 Brief history of relationship marketing 02

1.1.1 The definition of relationship marketing 03

1.1.2 The evolution of relationship marketing 05

1.2 The transformation of marketing paradigm 09

1.2.1 Transactional marketing paradigm 10

1.2.2 Relationship marketing paradigm 10

1.2.3 Shifts in marketing paradigm 11

1.3 Theory of relationship marketing 15

1.3.1 Neo classical theories 15

1.3.2 New behavioral theories 22

1.3.3 Contemporary theory 23

1.4 Research structure 26

 1.4.1 Research strategy 26

1.4.2 Logic used in the study 28

1.4.3 Structure of the study 30

2. Literature review 32

2.1 Service quality 33

2.1.1 The nature of service quality 34

2.1.2 The measurement model of service quality 35

2.1.3 The dynamic model of service quality 38

2.2 Trust 39

2.2.1 The nature of trust 40

2.2.2 Defining trust 42



2.2.3 Dimension of trust 44

2.2.4 The evolution of trust 47

2.3 Commitment⋯ 50

2.3.1 Defining commitment 51

2.3.2 Dimension of commitment 54

2.3.3 The evolution of commitment 58

2.4 Relationship quality (RQ) 60

2.4.1 Relationship 60

2.4.2 Relationship quality 62

3. Research proposition 70

3.1 The impact of service quality on trust 72

3.2 The impact of service quality on commitment 75

4. Methodology 79

4.1 Towards the theoretical model 81

4.2 The Bayesian approach to statistics 85

 4.2.1 Applied Bayesian theory to estimate the parameters of and 86

 4.2.2 Applied state-space model to estimate the parameters of and 90

 4.3 Study Design 93

 4.3.1 Item generation and refinement 93

 4.3.2 Sample 97

 4.3.3 Scale development and analysis 99

5. Empirical analysis 107

5.1 Parameters estimation 108

5.2 The empirical results 114

6. Conclusion 117

 6.1 Managerial implication 118

 6.1.1 The relationship of SQ and trust over time 118

 6.1.2 The relationship of SQ and commitment over time 120

 6.1.3 Relationship quality evolution cycle 122

 6.2 Contribution 135

 6.3 Research limitations 137

 6.4 Directions of future research 139

References 142

Appendix 1: Mathematics 181

Appendix 2: The programs and outcomes of 10 periods RQ 188

Appendix 3: The output of EViews: Parameter estimation ( ) 219

Appendix 4: The output of EViews: Parameter estimation ( ) 227

參考文獻

ReferencesAgenor, P. R., & Montiel, P. J. (1996). Development Macroeconomics, (Eds.). Princeton, New Jersey: Princeton University Press.Allen, J.

P., & Meyer, J. P. (1990). The measurement and antecedents of affective, continuance, and normative commitment to the organization. Journal of

Occupational Psychology, 63, 1-18.Alderson, W. (1965). Dynamic Marketing Behavior, (Eds.). Homewood, IL: Rechard D. Irwin.Alonzo, V.

(1994). Til death do us part. Incentive, 188(4), 37-42.Alvesson, M., & Skoldberg, K. (1994). The Philosophy of Science and Qualitative method.

Lund: Studentlitteratur.Andaleeb, S. S. (1992). The trust concept: research issues for channel distribution. Research in Marketing,11,

1-34.Anderson, E., & Weitz, B. (1989). Determinants of continuity in conventional industrial channel dyads. Marketing Science, 8(4), 310-323.------

& ------- (1992). The use of pledges to build and sustain commitment in distribution channels. Journal of Marketing Research, 29(1), 18-34.------- &

Narus, J. A. (1990). A model of distributor firm and manufacturer firm working partnerships. Journal of Marketing Research, 54, 42-58.Andersson,

J., Hakansson, H., & Johansson, J. (1994). Dyadic business relationships within a business network context. Journal of Marketing, 58 (Oct),

1-15.Aoki, K. (2006). Optimal commitment policy under noisy information. Journal of Economic Dynamics & Control, 81-109.Arbuckle, J. L.

(2003). AMOS 5.0 Computer software. Chicago: Smallwaters.-------- (2003). Amos user’ guide version 5.0. (eds.). Chicago: Smallwaters.Ashforth,

B. E., & Mael, F. (1989). Social identity theory and the organization. Academy of Management Review, 14(1), 20-39.Assael, H. (1987). Consumer

Behavior and Marketing Action, (Eds.). Boston: PWS Kent.Bagozzi, J. G. (1974). Marketing as an organized behavioral system of exchanges.



Journal of Marketing, 38(October), 77-81.--------- (1975). Marketing as exchange. Journal of Marketing, 39(3), 32-39.Barlow, R. G. (1994).

Department stores stumble in the right direction. Direct Marketing, (Dec), 23-24.Barnes, J. G. (1997). Closeness, strength, and satisfaction:

examining the nature of relationships between providers of financial services and their retail customers. Psychology and Marketing, 14(8),

765-790.Barney, J. B. (1990). The debate between traditional management theory and organizational economics: substantial differences or

intergroup conflict? Academy of Management Review, 15(3), 382-393.Bartels, R. (1970). Marketing Theory and Metatheory. Homewood, IL:

Richard D. Irwin.Beaton, M., & Beaton, C. (1995). Marrying service providers and their clients: A relationship approach to services management.

Journal of Marketing Management, 11, 55-70.Bei, L. T., & Shang, C. F. (2006). Building marketing strategies for state-owned enterprises against

private ones based on the perspectives of customer satisfaction and service quality. Journal of Retailing and Consumer Services, 13(1), 1-13.Bejou,

D., Wray, B., & Ingram, T. N. (1996). Determinants of relationship quality: an artificial neural network analysis. Journal of Business Research, 36,

137-143.Bell, G. G., Oppenheimer, R. J., & Bastien, A. (2002). Trust deterioration in an international buyer-supplier relationship. Journal of

Business Ethics, 36(1-2), 65-78.Bendapudi, N., & Berry, L. L. (1997). Customers’ motivations for maintaining relationships with service providers.

Journal of Retailing, 73(1), 15-37.Bentler, P., & Bonnet, D. (1980). Significance Tests and Goodness of Fit in the Analysis of Covariance Structures.

Psychological Bulletin, 88, 588-606.Bergen, U., Dutta, S., & Walker, O. C. Jr. (1992). Agency relationships in marketing. a review of the

implications and applications of agency and related theories. Journal of Marketing, 56(4), 1-24.Berry, L. L. (1983). Relationship marketing. in

Berry, Shoestack and Upah, Emerging perspectives in Services Marketing, American Marketing Association, Chicago, Illinois, 25-28.-------- &

Parasuraman, A. (1991). Marketing Services. (Eds.). New York: The Free Press.-------- (1995). Relationship marketing of services: growing interest

and emerging perspectives. Journal of the Academy of Marketing Science, 23(4), 236-245.Bettman, J. R., & Jones, J. M. (1972). Formal models of

consumer behavior: a conceptual overview. Journal of Business, (October), 544-562.Bigne, E., & Blesa, A. (2003). Market orientation, trust, and

satisfaction in dyadic relationships: a manufacture-retailer analysis. International Journal of Retail & Distribution Management, 31(11),

38-49.Bitner, M. J., & Hubbert, A. R. (1994). Encounter satisfaction versus overall satisfaction versus quality: the customers voice’ in Rust, R. T.

and Oliver, R.L. (eds), Service Quality: New Directions in Theory and Practice. Sage, Thousand Oaks, 72-94.Bogme. J. E., & Blesa, A. (2003).

Market orientation, trust and satisfaction in dyadic relationships: A manufacturer-retailer analysis. International Journal of Retail & Distribution

Management, 31(11/12), 574-590.Blattberg, R. C., & Deighton, J. (1996). Manage marketing by the customer equity test. Harvard Business

Review, 74(4), 136-144.Blois, K. (1999). Trust in business to business relationships: an evaluation of its status. Journal of Management Studies,

36(March), 197-215.Blomer, J. M., Hans, D., & Kasper, P. (1995). The complex relationship between consumer satisfaction and brand loyalty.

Journal of Economic Psychology, 16(2), 311-329.Bolton, R. N. (1998). A dynamic model of the duration of the customer‘s relationship with a

continuous service provider: the role of satisfaction. Marketing Science, 17(1), 44-65.--------- & Drew, J. H. (1991). A multistage model of customer

’s assessment of service quality and value. Journal of Consumer Research, 17(4), 365-384.Boersma, F. M., Burkey, J. P., & Ghauri, N. P. (2003).

Trust in international joint venture relationships. Journal of Business Research, 56, 1031-1042.Boon, S. D. (19994). Dispelling doubt and

uncertainty: trust in romantic relationships. In Duck, S. (Eds.). Dynamics of relationships. CA: Sage Publications.Boone, L. E., & Kurtz, D. L.

(2004). Contemporary marketing, (11th ed). Ohio: Thomson, 10-12.Boulding, W., Lalra, A., Staelin, R., & Zeithaml, V. A. (1993). A dynamic

process model of service quality: From expectations to behavioral intentions. Journal of Marketing Research, 30, 7-27.Brady, M., & Cronin, J.

(2001). Some new thoughts on conceptualizing perceived service quality: a hierarchical approach. Journal of Marketing, 65(3), 34-49.Brodbeck, M.

(1982). Recent development in the philosophy of science. In Marketing Theory: Philosophy of Science Perspectives, (Eds.) Ronald F. Bush and

Shelby D. Hunt. Chicago: American Marketing Association, 1-7.Brown, J. R., Lusch, R., & Smith, L. P. (1991). Conflict and satisfaction in an

industrial channel of distribution. International Journal of Physical Distribution & Logistics Management, 26(6), 15-25.------, Lusch, R. F., &

Nocholson, C. Y. (1995). Power and relationship commitment: their impact on marketing channel member performance. Journal of Retailing, 7(4),

363-392.-------- (1996). Organizational commitment: clarifying the concept and simplifying the existing construct typology. Journal of Vocational

Behavior, 49, 230-251.-------, Chekitan, S. D., & Lee L. J. (2000). Managing marketing channel opportunism: The efficacy of alternative

governance mechanisms. Journal of Marketing, 64(April), 51-65.Bruhn, J. G. (2001). Trust and the Health of Organizations. New York:

Kluwer.Bruhn, M. (2003). Relationship marketing: management of customer relationship (1st ed). NJ: Prentice Hall.Buchanan, L. (1992). Vertical

trade relationships: the role of dependence and symmetry in attaining organizational goals. Journal of Marketing Research, 29(February),

65-75.Buchel, B. (2002). Joint venture development: driving forces towards equilibrium. Journal of World Business, 37(3), 199-207.Burke, P. J.

(2000). The present, past, and future of an identity theory. Social Psychological Quarterly, 63(4), 284-97.Byrne, B. (1989). A primer of LISREL,

basic assumptions and programming for confirmatory factor analysis models, (Eds.). New York: Springer Verlag.Casielles, R. V., Alvarez, L. S., &

Martin, A. M. D. (2005). Trust as a key factor in successful relationships between consumers and retail service providers. The service Industries

Journal,25(1), 83-101.Celly, K. S., & Frazier, G. L. (1996). Outcome-based and Behavior-based coordination efforts in channel relationships.

Journal of Marketing Research, 33(May), 200-210.Cho, J. (2006). The mechanism of trust and distrust formation and their relational outcomes.

Journal of Retailing, 82(1), 25-35.Chulani, S. D. (1998). Incorporating Bayesian analysis to improve the accuracy of COCOMO II and its quality

model extension. Qualifying Exam Report, Computer Science Dept., USC Center for Software Eng.Coase, R. H. (1937).The nature of the firm.

Economica N. S, 4, 386-405.Cologate, M., & Lang, B. (2001). Switching barriers in consumer marketing: an investigation of the financial service

industry. Journal of Consumer Marketing, 18(4), 323-347.Costaabile, M. (1998). Customer satisfaction and trust into the resource-based perspective

research propositions endorsing the confirmation/disconfirmation paradigm. Market Relationships, proceedings of the 27th EMAC Conference,



77-97.Cronin, J. Jr., & Taylor, S. A. (1992). Measuring service quality: a reexamination and extension. Journal of Marketing, 56, 55-68.Crosby, L.

A., Evans, K. R., & Cowles, D. (1990). Relationship quality in services selling: an interpersonal influence perspective. Journal of Marketing,

52(April), 21-34.Cundiff, E. W. (1988), The evolution of retailing institutions across cultures. in Nevett, T. and Fullerton, R.A. (eds), Historical

Perspectives in Marketing: Essays in Honor of Stanley C. Hollander. Massachusetts: Lexington Books.Czepiel, J. A. (1990). Service encounters and

service relationships: implications for research. Journal of business Research. 20, 13-21.Dabholkar, P. A., Johnston, W. J., & Cathery, A. S. (1994).

The dynamics of long-term business-to-business exchange relationships. Journal of the Academy of Marketing Science, 22(2), 130-145.--------,

Thorpe, D. I., & Rentz, J. O. (1996). A measure of service quality for retail stores: scale development and validation. Academy of Marketing

Science, 24, 3-16.Danaher, P., & Haddrell, V. (1996). A comparison of question scales used for measuring customer satisfaction. International

Journal of Service Industry Management, 7(4), 4-26.Daniel, J. M. (1995). Affect- and cognition-based trust as foundations for interpersonal

cooperation in organizations. Academy of Management Journal, 38, 1(Feb), 24-59.De Wulf, K., Odekerken-Schroder, G., & Iacobucci, D. (2001).

Investments in consumer relationships: across-country and cross-industry exploration. Journal of Marketing, 65, 33-50.Dennis, B., Arnett, S.,

Geramn, D., & Hunt, S. D. (2003). The identity salience model of relationship marketing success: the case of nonprofit marketing. Journal of

Marketing, 67(April), 89-105.DeMoranville, C. W., & Bienstock, C. C. (2003). Question order effects in measuring service quality. International

Journal of Research in Marketing, 20, 217-231.Dick, A. S., & Basu, K. (1994). Customer loyalty: toward an integrated conceptual framework.

Journal of the Academy of Marketing Science, 22(2), 99-113.Doney, P. M., & Cannon, J. P. (1997). An examination of the Nature of trust in

buyer-Seller relationships. Journal of Marketing, 76(2), 139-174.Dorsch, M. J., Swanson, S. R., & Kelly, S. W. (1998). The role of relationship

quality in the stratification of vendors as perceived by customers. Journal of the Academy of Marketing Science, 26(2), 128-142.Duncan, T., &

Moriarty, S. E. (1998). A communication-based marketing model for managing relationships. Journal of Marketing, 62, 1-13.Dwyer, F. R., Schurr,

P. H., & Sejo, O. (1987). Developing buyer-seller relationships,” Journal of Marketing, 51(April), 11-27.-------, & Oh, S. (1987). Output sector

munificence effects on the internal political economy of marketing channels, Journal of Marketing Research, 24(4), 347-358.--------, & Tanner Jr., J.

F. (1999), Business marketing: connecting strategy, relationships, and learning. Boston: McGraw-Hill, 40-47.Dyer, J, H., & Singh, H. (1998). The

relational view: cooperative strategy and sources of interorganizational competitive advantage. Academy of Management Review, 23(4),

660-679.Elsbach, K., & Kramer, R. (1996). Member’s responses to organizational identity threats: encountering and countering the Business

Week rankings. Administrative Science Quarterly,41, 442-476.Engel, J. F., Blackwell, R. D., & Miniard, P. W. (1995). Consumer Behavior. (4th

ed). Worth: The Dryden press.Erichson, E. H. (1963). Childhood and Society (2nd ed). New York: W.W. Norton.Farrelly, J., & Quester, G. P.

(2005). Examining important relationship quality constructs of the focal sponsorship exchange. Industrial Marketing Management, 34,

211-219.Fehr, B. (1988). Prototype analysis of the concepts of trust and commitment. Journal of Personality and Social Psychology, 55(4),

557-579.Fenneteau, H., & Guibert, N. (1997). Buyer-seller relationships: towards a dynamic classification of trust antecedents. Proceeding of the

13th IMP Group Conference, 46(Sept), Lyon.Ford, D., & McDowell, R. (1999). Managing business relationships by analyzing the effects and value

of different actions. Industrial Marketing Management, 28(Sep), 429-442.---------- (1980). The development of buyer-seller relationship in industrial

markets. European Journal of Marketing, 14(5-6), 339-353.--------- (1993). Understanding Business Markets; Interaction, Relationships and

Networks, London: Academic Press.Frazier, G. L. (1983). Interorganizational exchange behavior in marketing channels: a broadened perspective.

Journal of Marketing, 47(Fall), 68-78.------- Spekman, R. E., & O’Neal, C. R. (1988). Just-In-Time exchange relationships in industrial markets.

Journal of Marketing, 52(October), 52-67.Fryback, D. G.., Stout, N. K., & Rosenberg, M. A. (2001). An elementary introduction to Bayesian

computing using WinBUGs. International Journal of Assessment in Health Care, 17(1), 98-113.Fullerton, G. (2003). When does commitment lead

to loyalty? Journal of Service Research, 5(May), 333-344.Gambetta, D. (1988). Can we trust trust? Trust: Making and Breaking Cooperative

Relations. New York & Oxford: Basil Blackwell, 213-237.Ganesan, S. (1994). Determinants of long-term orientation in buyer-seller relationships.

Journal of Marketing, 58(April), 1-19.Gaski, J. (1984). The theory of power and conflict in channels of distribution. Journal of Marketing,

48(summer), 9-29.Gelman, A., Carlin J. B., Stern H. S., & Rubin, D. B. (1995). Bayesian data Analysis(Eds). London, England: Chapman &

Hall.Gelman, A., Gilk, W., Richardson, S., & Spiegelhalter, D. (1995). Practical Markov Chain Monte Carlo (Eds.). London: Chapman &

Hall.Geman, S., & Geman, D. (1984). Stochastic relaxation, Gibbs distributions, and the Bayesian restoration of images. IEEE Transactions on

Pattern Analysis and Machine Intelligence, 6, 721-741.George, E. I., & McCulloch, R. E. (1993). Variable selection via Gibbs sampling. Journal of

the American Statistical Association, 88, 881-889.Gerbing, D. D., & Anderson, J. C. (1988). An updated paradigm for scale development

incorporated unidimensionality and its assessment. Journal of Marketing Research, 25(May), 186-192.Geyskens, I. J., Steenkamp, B., Scheer, L. K.,

& Kumar, N. (1996). The effects of trust and interdependence on relationship commitment: a transatlantic study. International Journal of Research

in Marketing, 13(4), 303-318.-------- (1998). Trust, satisfaction, and equity in marketing channel relationships. Doctoral dissertation, Catholic

University of Louvain.Ghemawat, P. (1991). Commitment: the dynamic of strategy. New York: Free Press.Gilliland, D. I., & Bello, D. C. (2002).

Two sides to attitudinal commitment: the effect of calculative and loyalty commitment on enforcement mechanisms in distribution channels.

Academy of Marketing Science, 30(1), 24-43.Gounaris, S. P. (2005). Trust and commitment influences on customer retention: insights from

business-to-business services. Journal of Business Research, 58(2). 126-140.Grayson, K., & Ambler, T. (1999). The dark side of long-term

relationships in marketing services. Journal of Marketing Research, 56(February), 132-141.Gremler, D. D., Gwinner, K. P., & Brown, S.W. (2001).

Generating positive word-of-mouth communication through customer-employee relationships. International Journal of Service Industry

Management, 12(1), 44-59.Gronroos, C. (1982). Strategic management and marketing in the service sector. Research reports no.8, Helsinki:



Swedish School of Economics and Business Administration.------- (1984). A service quality model and its marketing implications. European Journal

of Marketing, 18(4), 36-45.------- (1989). Defining marketing: a market oriented approach. European Journal of Marketing, 23(1), 52-60.-------

(1990). Service management and marketing: managing the moments of truth in service competition, Lexington, M. A. Lexington Books.-------

(1994). Quo Vadis marketing? Towards a relationship marketing paradigm. Journal of Marketing Management, 10-23.------- (2000). Service

management and marketing: a customer relationship management approach(2nd ed), New York: Wiley.Gruen, T. (1995). The outcome set of

relationship marketing in consumer markets. International Business Review, 4, 447-469.Gummesson, E. (1987). The new marketing developing

long-term interactive relationships. Long Range Planning, 20(4), 10-20.--------- (1995). Relationship marketing: its role in the service economy.

Understanding Services Management, Glynn, W. J. and J.G. Barnes (eds.), Dublin: Oak Tree Press.-------- (1996). Relationship marketing and

imaginary organizations: a synthesis. European Journal of Marketing, 30(2), 31-44.Gundlach, G. T., & Murphy, P. E. (1993). Ethical and legal

foundations of relational marketing exchanges. Journal of Marketing, 57(4), 35-46.--------, Achrol, R. S., & Mentzer, J. T. (1995). The structure of

commitment in exchange. Journal of Marketing, 59(Jan), 78-92.Gustafsson, A., Johnson, M. D., & Roos, I. (2005). The effect of customer

satisfaction, relationship commitment dimensions, and triggers on customer retention. Journal of Marketing, 69(October), 210-218.Gutierrez, S. S.,

Cillan, J. G., & Izqierdo, C. C. (2004). The consumer’s relational commitment: main dimensions and antecedents. Journal of Retailing and

Consumer Service, 11, 351-367.Gwinner, K. P., Gremler, D. D., & Bitner, M. J. (1998). Relational benefits in services industries: The customer’s

perspective. Journal of the Academy of Marketing Science, 26(2), 101-114.Hakansson, H. (1982). International Marketing and Purchasing of

Industrial Goods, New York: John Wiley & Sons.Halinen, A. (1997). Exchange relationships in professional services. A Study of Relationship

Development n the Advertising Sector, London: Routledge.Hammersley, M. (1990). Reading Ethnographic Research: A Critical Guide, London:

Longmans.Hansen, H., Sandvik, K., & Selnes, T. (2003). Direct and indirect effects of commitment to a service employee on the intention to stay.

Journal of Service Research, 5(May), 336-368.Haradin, R. (1993). The street-level epistemology of trust. Politics and Society, 21(4), 505-529.Harris,

C. L., & Goode, M. M. H. (2004). The four levels of loyalty and the pivotal role of trust: a study of online service dynamics. Journal of Retailing, 80,

139-158.Harrison-Walker, L. J. (2001). The measurement of Word-of-Mouth communication and an investigation of service quality and customer

commitment as potential antecedents. Journal of Service Research, 4(1), 60-75.Harvey, A. C. (1987). Application of the Kalman filter in

econometrics, Advances in Econometrics, (1), 285-311.Haywood-Farmer, J. (1988). A conceptual model of service quality. International Journal of

Operation and Production Management, 8(6), 19-29.Heide, J. B., & John, G. (1990). Alliances in industrial purchasing: the determinants of joint

action in buyer-seller relationships. Journal of Marketing Research, 27(February), 24-36.-------- (1994). Inter-organizational governance in

marketing channels. Journal of Marketing. 58(January), 71-85.Heider, F. (1958). The psychology of interpersonal relations. New York:

Wiley.Hennig-Thurau, T., & Klee, A. (1997). The impact of customer satisfaction and relationship quality in customer retention: a critical

reassessment and model development. Psychology and Marketing, 14(8), 737-764.--------, Gwinner, K. P., & Gremler, D. D. (2002). Understanding

relationship marketing outcomes. Journal of Service Research. 4 (3), 230-247.Hogarth, R., & Einhorn, H. (1992). Order effects in belief updating:

the belief-adjustment model. Cognitive Psychology, 24, 1-55.Holmlund, M. (1997). Perceived Quality in Business Relationships, Unpublished

Doctoral Dissertation, Swedish School of Economics and Business Administration.---------, & Strandvik, T. (1999). Perception configuration in

business relationships. Management Decision, 37(9), 686-696.Holzner, B. (1973). Sociological reflections on trust, Humanitus, 9, 333-345.Homans,

G. (1950). The Human Group. New York: Harcourt.Hunt, S. D., & Nevin, J. R. (1974). Power in a channel of distribution: sources and

consequences. Journal of Marketing Research, 11(May), 186-193.--------- (1991). Modern marketing theory: critical issues in the philosophy of

marketing science, Ohio: South-western Publishing.Hunt, H. K. (1997). Conceptualization and measurement of customer satisfaction and

dissatisfaction, (Eds.). Marketing Science Institute, MA: Cambridge, 455-488.Iacobucci, D., Grayson, K. A., & Ostrom, A. L. (1994). The calculus

of service quality and customer satisfaction: theoretical and empirical differentiation and integration. In Swartz, A.T., Bowen, D. E., Brown, S.W.

(Eds.), Advances in Services Marketing and Management, 3, CT: JAI Press, Greenwich, 1-67.Jabnoun, N., & Al-Tamimi, H. (2003). Measuring

perceived service quality at UAE commercial banks. International Journal of Quality & Reliability Management, 20(4), 458-470.Jackson, B. B.

(1985). Winning and keeping industrial customers: the dynamics of customer relationships, MA: Lexington Books.Jansen-Verbeke, M. (1987).

Woman, shopping and Leisure. Leisure Studies, 6, 71-86.------- (1990). Environmental integration of recreation and tourism. Annals of Tourism

Research, 17, 618-622.Jarvelin, A., & lehtinen, U. (1996). Relationship quality in business-to-business service context. In Edvardsson. B.B.

Johnston, S.W. and Scheuing, E.E. (Eds), QUIS5 Advancing Service Quality: A Global Perspective, Warwich Printing Company Ltd,

243-254.Jensen, M. C., & Mecking, W. (1976). The theory of the firm: managerial behavior, agency costs, and capital structure. Journal of

Financial Economics, 3, 305-360.Jenssen, J. I. (2001). Social networks, resources and entrepreneurship. Entrepreneurship and Innovation (June),

103-109.John, G., & Reve, T. (1982). The reliability and validity of key informant data from dyadic relationships in marketing channels. Journal of

Marketing Research, 19(November), 517-524.Johns, N., Avci, T., & Karatepe, O. M. (2004). Measuring service quality of travel agents: evidence

from Northern Cypus. The Service Industries Journal. 24(3), 82-100.Johnson, D., & Grayson, K. (2005). Cognitive and affective trust in service

relationships. Journal of Business Research, 58(4), 500-507.Johnson, D. M., Gustafsson, A. Andressen, T. W. Lervik, L., & Cha, J. (2001). The

evolution and future of National Customer Satisfaction Index models. Journal of Economic Psychology, 22(April), 217-245.------, Herrmann, A., &

Huber, F. (2006). The evolution of loyalty intention. Journal of Marketing, 70(April), 122-132.Johnson, J. L. (1999). Strategic integration in

industrial distribution channels: managing the interfirm relationship as a strategic asset. Academy of Marketing Science, 27(winter), 4-18.Johnson,

M. P. (1973). Commitment: a conceptual structure and empirical application. Sociological Quarterly, 14, 395-406.Johnson-George, C. E., & Swap,



W. C. (1982). Measurement of specific interpersonal trust: construction and validation of a scale to assess trust in a specific other. Journal of

Personality and social Psychology, 43, 1306-1317.---------, & Sohi, R. S. (2001). The influence of firm predispositions on interfirm relationship

formation in business markets. International Journal of Research in Marketing, 18, 299-318.Jones, M. A., Mothersbaugh, D. L., & Bealty, S. E.

(2000). Switching barriers and repurchase intentions in services. Journal of Retailing, 76(2), 259-274.-----, ------, & ------ (2002).Why customers stay:

measuring the underlying dimensions of services switching costs and managing their differential strategic outcomes, Journal of Business Research,

55, 441-450.Jung, Y. G., & Wang, Y. J. (2006), Relationship between total quality management (TQM) and continuous improvement of

international project management (CIIPM). Technovation, 26(5-6), 716-722.Kalafatis, P. S. (2000). Buyer-seller relationships along channels of

distribution. Industrial Marketing Management, 31, 215-228.Kalman, R. E. (1960). A new approach t linear filtering and prediction problems.

Transactions of the ASME-Journal of Basic engineering, 82(Series D), 35-45.Kanter, R. M. (1968). Commitment and social organization: A study

of commitment mechanisms in Utopian communities. American Sociological Review, 33, 499-517.Karatepe, O. M., Yaras, U., & Babakus, E.

(2005). Measuring service quality of banks: Scale development and validation. Journal of Retailing and Consumer Services, 12. 373-383.Keep, W.

W., Hollander, S. C., & Dickinson, R. (1998). Forces impinging on long-term Business-to-Business relationships in the United States: An historical

perspective. Journal of Marketing, 62(Apr), 31-45.Kelley, S. W., & Davis, M. A. (1994). Antecedents to customer expectations for service recovery.

Journal of the Academy of Marketing Science. 22(1), 52-61.Kennedy, M. S., Ferrell, K. L., & LeClair, D.T. (2001), Consumers’ trust of

salesperson and manufacturer: an empirical study, Journal of Business Research, 51, 73-86.Keysuk, K., & Oh, C. (2002). On distributor

commitment in marketing channels for industrial products: Contrast between the United States and Japan. Journal of International Marketing,

10(1), 72-79.Khatibi, A. A., Ismail, H., & Thyagarajan, V. (2002). What drives customer loyalty: An analysis from the telecommunication industry?

Journal of Target, Measurement and Analysis for Marketing, 11(1), 34-44.Kim, W. G., & Cha, Y. (2002). Antecedents and consequences of

relationship quality in hotel industry. International Journal of Hospitality Management, 21(4), 321-338.Klein, S. (1989). A transaction cost

explanation of vertical control in international markets. Journal of the Academy of Marketing Science, 17(Summer), 253-260.Kohn, A. (1986). No

Contest: The case against competition. Boston: Houghton Mifflin Company.Kotler, P. (1972). A generic concept of marketing. Journal of

Marketing, 36(2), 49-56.Kuhn, T. S. (1970). The structure of scientific revolution. Chicago: The University of Chicago Press.Kumar, N., Scheer, L.

K., & Steenkamp, J. B. (1995). The effects of supplier fairness on vulnerable resellers. Journal of Marketing Research, 32, 54-65.------, Hibbard, J.

D., & Stern, L. W. (2004). The nature and consequences of marketing channel intermediary commitment. MSI working paper, Report, No.

94-115.Lang, B., & Cologate, M. (2003). Relationship quality, on-line banking and the information technology gap. The International Journal of

Bank Marketing, 21(1), 29-37.Lagace, R. R., Dahlstrom, R., & Gassenheimer, J. B. (1991). The relevance of ethical salesperson behavior on

relationship quality: the pharmaceutical industry. Journal of Personal Selling and Sales Management, 4, 39-47.Lages, C., Lages, C. R., & Lages, L.

F. (2005). The RELQUAL scale: a measure of relationship quality in export market ventures. Journal of Business, 58(8), 1040-1048.Landrum, H.,

& Prybutok, R.V. (2004). A service quality and success model for the information service industry, European Journal of Operational Research, 156,

628-642.Laverie, D. A., kleine, III, & Kleine, S. S. (2002). Re-examination and extension of Kleine, Kleine, and Kernan’s social identity model of

mundane consumption: The mediating role of the appraisal process. Journal of Consumer Research, 28(4), 659-669.Lehtien, U., & Lehtien, J.R.

(1991). Two approaches to service quality dimensions. The Service Industries Journal, (July), 287-303.Leisen, B., & Hyman, M. R. (2004).

Antecedents and consequences of trust in a service provider: The case of primacy care physicians. Journal of Business, 57(9), 990-999.Lewicki, R. J.,

& Bunker, B. B. (1995). Trust in relationships: A model of development and Decline. In Barbara Benedict Bunker and Jeffrey Z. Rubin, Conflict,

Cooperation, and Justice (Eds.), San Francisco: Josey-Bass.Lewis, D. J., & Weigert, A. (1985). Trust as a social reality. Social Forces, 63 (4),

967-985.Li, J., Karakowsky, L., & Lam, K. (2002). East meets east and east meets west: The case of Sino-Japanese and Sino-West joint ventures in

China. Journal of Management Studies, 39(6), 841-863.Liljander, V., & Strandvik, T. (1994). A comparison of episode performance and

relationship performance for a discrete service. Proceedings of the 3rd Dienstleistungs Workshop, Berlin, 25-26.------, & ---- (1995). The nature of

customer relationships in services. in Swartz, T.A., Bowen, D.E. & Brown, S.W. (eds), Advances in Services Marketing and Management, 4,

Greenwich, CT: JAI Press, 141-167.Lindskold, S. (1978). Trust development, the GRIT proposal and the effects of conciliatory acts on conflict and

cooperation. Psychological Bulletin, 85(4), 772-793.Lipset, S. M. (1975). Social structure and social change. Approaches to the Study of Social

Structure, P.M. Blau, (ed.). New York: The Free Press.Lucas, R. E. (1988). On the Mechanics of Economic Development, Journal of Monetary

Economics, 22, 3-42.Lusch, F. R., O’Brein, M., & Sindhav, B. (2003). The critical role of trust in obtaining retailer support for a supplier’s

strategic organization change. Journal of Retailing, 79, 249-258.Macneil, I. (1980). The New Social Contract: An Inquiry into Modern Contractual

Relations (2nd ed.). CT: Yale University Press.Malhotra, N., & Mukherjee, A. (2003). Analysing the commitment - service quality relationship: a

comparative study of retail banking call centres and branches, Journal of Marketing Management, 19, 941-971.Mangold, W. G., & Babakus, E.

(1990). Monitoring service quality. Review of Business, 11(Spring), 21-27.Martin, W. B. (1986). Defining what quality service is for you. Cornell

Hotel and Administration Quarterly, 26(4), 32-38.Masten, S. E., Meehan, Jr., J. W., & Snyder, E. A. (1991). The costs of organization. Journal of

Law, Economics and Organization, 7(spring), 1-25.Mattsson, L. G. (1997). Relationship marketing and the markets as networks approach: A

comparative analysis of two evolving streams of research. Journal of Marketing Management,13, 447-461.Mayer, R. C., Davis, J. H., &

Schoorman, F. D. (1995). An integrative model of organization trust. Academy of Management Review, 20(3), 709-734.McAllister, D. J. (1995).

Affect and cognition based trust as foundations for interpersonal cooperation in organizational. Academy of Management Journal, 38(1),

24-59.McCall, G., & Simons, J. (1978). Identities and Interactions, revised (eds). New York: The Free Press.McCammon, B. (1965). The emergence



and growth of contractually integrated channels in the American economy. In Bennett, P.D. (Eds), Economic Growth, Competition, and World

Markets. Chicago: American Marketing Association, 496-515.McCole, P. (2002). The role of trust for electronic commerce in services.

International Journal of Contemporary Hospitality Mnagement, 14(2), 81-87.McGarry, E. D. (1936). The importance of scientific method in

advertising. Journal of Marketing, 1(October), 82-86.McGee, G. W., & Ford, R. C. (1987). Two (or more?) dimensions of organizational

commitment: reexamination of the affective and continuance commitment scales. Journal of Applied Psychology, 72(4), 638-642.


