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摘 要

近年來，全球化的趨勢與高度的環境變化，使企業面臨前所未有的挑戰，這種種均讓企業意識到再也無法透過單打獨鬥維

持其競爭優勢，為了求得時效與降低風險、生存與發展，企業必須與上下游廠商緊密的整合，以因應環境的快速變化，維

持公司持久性競爭優勢。本研究利用關係行銷之觀點探討台灣汽車零組件產業廠商間合作之因素。 本研究先以SPSS統計

軟體進行基本資料分析，以LISREL統計軟體進行衡量模式的驗證，再進行結構模式的驗證，共寄出500份問卷，回收107

份，回收率21.4% (107/500)。 研究結果顯示，影響廠商間合作關係之因素以廠商所建立的信任與關係承諾最為重要；而共

享價值觀將會透過中介變數信任對關係承諾有正向的影響關係。溝通將會透過中介變數信任與關係承諾對合作有正向的影

響關係。此外，關係利益與專屬性投資對合作並不顯著。研究最後根據實證之結果,提出結論與管理意涵。

關鍵詞 : 關係行銷 ; 專屬性投資 ; 汽車零組件

目錄

內容目錄 中文摘要　．．．．．．．．．．．．．．．．．．．．． iii 英文摘要　．．．．．．．．．．．．．．．．

．．．．． iv 誌謝辭　　．．．．．．．．．．．．．．．．．．．．． v 內容目錄　．．．．．．．．．．．．．．．

．．．．．． vi 表目錄　　．．．．．．．．．．．．．．．．．．．．． viii 圖目錄　　．．．．．．．．．．．．．

．．．．．．．． x 第一章　　緒論．．．．．．．．．．．．．．．．．．． 1 　　第一節　　研究背景．．．．．．

．．．．．．．．． 1 　　第一節　　研究動機．．．．．．．．．．．．．．． 3 　　第二節　　研究目的．．．．．

．．．．．．．．．． 3 　　第三節　　研究流程．．．．．．．．．．．．．．． 4 第二章　　文獻探討．．．．．．

．．．．．．．．．．． 6 　　第一節　　關係行銷．．．．．．．．．．．．．．． 6 　　第二節　　關係承諾．．．

．．．．．．．．．．．． 9 　　第三節　　信任．．．．．．．．．．．．．．．．． 11 　　第四節　　關係利益．

．．．．．．．．．．．．．． 13 　　第五節　　專屬性投資．．．．．．．．．．．．．． 14 　　第六節　　共享價

值觀．．．．．．．．．．．．．． 17 　　第七節　　溝通．．．．．．．．．．．．．．．．． 17 　　第八節　　合

作．．．．．．．．．．．．．．．．． 18 第三章　　研究方法．．．．．．．．．．．．．．．．． 20 　　第一節　

　研究架構．．．．．．．．．．．．．．． 20 　　第二節　　研究假設．．．．．．．．．．．．．．． 21 　　第三

節　　?究變數與操作性定義．．．．．．．．． 23 　　第四節　　問卷設計資料收集方式．．．．．．．．． 30 　　

第五節　　信度與效度分析．．．．．．．．．．．． 31 第四章　　研究分析．．．．．．．．．．．．．．．．． 34 

　　第一節　　基本資料分析．．．．．．．．．．．．． 34 　　第二節　　線性結構關係模式．．．．．．．．．．

． 36 　　第三節　　實證分析．．．．．．．．．．．．．．． 44 　　第四節　　實證結果．．．．．．．．．．．．

．．． 45 第五章　　結論與建議．．．．．．．．．．．．．．．． 50 　　第一節　　研究結論．．．．．．．．．．

．．．．． 50 　　第二節　　研究建議．．．．．．．．．．．．．．． 51 　　第三節　　管理意涵．．．．．．．．

．．．．．．． 52 　　第四節　　後續?究．．．．．．．．．．．．．．． 54 　　第五節　　研究限制．．．．．．

．．．．．．．．． 55 參考文獻　．．．．．．．．．．．．．．．．．．．．． 56 附錄　　研究問卷．．．．．．．

．．．．．．．．．．． 70

參考文獻

一、中文部份 方世榮(2005)，關係行銷，台北:五南。 方世榮(2004)，關係認知、關係態度及關係行為之關聯性的探討，管理與系統

，11(4)，509-539。 方世榮，張嘉雯，黃識銘(2003)，組織間關係長期導向之影響因素的探討-中小企業特質的干擾作用，台灣管理學刊

，3(1)，101-124。 中華民國對外貿易發展協會(2007)，台灣車輛工業產業概況，[線上資料]，來源:

http://www.taipeitradeshows.com.tw/chinese/ bulletin/industryinfo_view.shtml?docno=327 [2007, June 27]。 李文瑞，曹為忠，吳美珍(2004) 

，我國資訊電子廠商策略聯盟夥伴選擇之研究，管理評論，19(3)，1-24。 李文瑞，翁宗志，洪廣朋(2002)，廠商間長期合作關係模式之

研究-台灣資訊電子代工廠商之實證，管理學報，19(5)，781-780。 邱皓政(2005)，結構方程模式，台北:雙葉書廊有限公司。 余民

寧(2006)，潛在變項模式，台北:高等教育文化事業有限公司。 賴其勛，邴傑民，簡倍祥，林高偉(2004)，從經銷商的觀點來探討經銷商

與供應商聯合行動之影響因素－以台灣汽車業為例，台大管理論叢，15(1)，1-22。 詹雪蘭，李文瑞(2004)，溝通對策略聯盟績效與夥伴

間長期合作意願影響之研究，企業管理學報，60(3)，61-84。 顧萱萱，蘇禛涵(2004)，製造商市場導向對其彈性績效與供應鏈關係穩定性



之影響，臺灣管理學刊，4(1)，22-42。 劉政奇(2005)，製造商對供應商之信任與合作績效之關聯性研究-以台灣電子資訊為例，私立中原

大學企業管理學系未出版之碩士論文。 蕭文龍(2007)，多變量分析最佳入門實用書，台北:碁峰資訊。 二、英文部份 Achrol, R. S. (1991).

Evolution of the marketing organization: New forms for dynamic environments. Journal of Marketing, 55, 77-93. Altman, I., & Taylor, D. A.

(1973). Social penetration: The development of interpersonal relationships. New York: Holt, Rinehart and Winston. Anderson, J. C., & Narus, J. A.

(1984). A model of the distributor’s per-spective of distributor-manufacturer working relationships. Journal of Marketing, 48, 62-74. Anderson, J.

C., & Narus, J. A. (1990). A model of distributor firm and manufacturer firms working partnerships. Journal of Marketing, 54, 62-74. Anderson, E.,

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

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

G., & Kotler, P. (2000). Marketing: An introduction (5th ed.). New Jersey: Prentice Hall. Barnes, J. G. (2001). Secrets of customer relationship

management: It’s all about how you make them feel. McGraw-Hill Companies, 145-176. Bentler, P. M., & Bonett, D. G. (1980). Significance tests

and goodness of fit in the analysis of covariance structures. Psychological Bulletin, 88: 588-606. Bensaou, M., & Venkatraman, N. (1995).

Configurations of interorgani-zational relationships: A comparison between U.S and Japanese automakers. Management Science, 41(9),

1471-1492. Berry, L. L. (1983). Relationship marketing, In L. L. Berry, G. L. Shostack, & G. D. Upah (Eds.), Emerging perspectives of services

marketing, American Marketing Association, Chicago, 25-28. Berry, L. L., & Parasuraman, A. (1991). Marketing service. New York: The Free

Press. Bleeke, J., & Ernst, D. (1991). The way to win in cross-border alliances. Harvard Business Review, 69(6), 127-135. Buckley, P. J., & Casson,

M. (1988). A theory of cooperation in interna-tional business. Management International Review Special Issue, 19-38. Bucklin, L. P., & Sengupta,

S. (1993). Organizing successful co-marking alliances. Journal of Marketing, 57, 32-46. Cannon, J. P., & Perreault, W. D. (1999). Buyer-seller

relationships in business markets. Journal of Marketing Research, 36(11), 439-460. Cumming, T. G. (1984). Trans-organizational development.

Research in Organizational Behavior, 6, 367-422. Daniel, H. M. (2001). A conceptual model of building and maintaining relationships between

manufacturers’ representatives and their prin-cipals. Industrial Marketing Management, 30, 165-181. Doney, P. M., & Cannon, J. P. (1997). An

examination of the nature of trust in buyer-seller relationship. Journal of Marketing, 61, 35-51. Duncan, R. B. (1972). Characteristics of

organizational environmental and perceived environmental uncertainty. Administrative Science Quarterly, 17, 313-327. Dwyer, F. R., & LaGace,

R. R. (1986). On the nature and role of buy-seller trust. American Marketing Association, 52, 40-45. Dwyer, F. R., & Oh, S. (1987). Output sector

munificence effects on the internal political economy of marketing channel. Journal of Mar-keting Research, 24, 347-358. Dwyer, F. R., Schurr, P.

H., & Oh, S. (1987). Developing buyer-seller re-lationship. Journal of Marketing, 51, 11-27. Dyer, J. H. (1997). Effective interfirm collaboration:

How firms mini-mize transaction costs and maximize transaction value. Strategic Management Journal, 18(7), 535-556. Dyer, J. H., & Chu, W.

(2000). The determinants of trust in sup-plier-automaker relationships in the U.S., Japan, and Korea. Journal of International Business Studies,

31(2), 259-285. Dyer, J. H., & Nobeoka, H. (2000). Creating and managing a high-performance knowledge-sharing network: The TOYOTA case.

Strategic Management Journal, 21, 345-367. Enz, C. A. (1988). The role of value congruity in intraorganizational power. Administrative Science

Quarterly, 33, 284-304. Etgar, M. (1979). Sources and types of intrachannel conflict. Journal of Retailing, 55, 77-78. Eva, C. K., & Neal, A. (2001).

Communicating trustworthiness and building trust in interorganizational virtual organizations. Journal of Management, 27(3), 235-254. Filiatrault,

P. & Lapierre, J. (1997). Managing business-to-business mar-keting relationship in consulting engineering firms. Industrial Mar-keting Management

, 5, 213-222. Frank, L. J. & Richard, R. (2000). Trust and adaptation in relational con-tracting. Academy of Management Review, 25(4), 873-882.

Gronroos, C. (1994). From marketing mix to relationship marketing to-wards a paradigm shift in marketing. Management Decision, 32(2), 4-20.

Gronroos, C. (1990). Relationship approach to marketing in service con-text: The marketing and organizational behavior interface, Journal of

Business Research, 1, 5-8. Gronroos, C. (2001). Service management and marketing:A customer relationship management approach(2nd ed.). John

Wiley & Sons, Ltd. Ganesan, S. (1994). Determinants of long-term organization in buyer-seller relationships. Journal of Marketing, 58, 1-19.

Gummesson, E. (1995). Relationship marketing: From 4P to 30R, Liber-Hermods: Malmo. Gummesson, E. (1999). Total relationship marketing:

Rethinking mar-keting management from 4Ps to 30R’s. Oxford: Butterworth Heine-mann. Gundlach, G. T., & Murphy, P. E. (1993). Ethical

and legal foundations of relational marketing exchanges. Journal of Marketing, 53, 35-46. Gundlach, G. T., Achrol, R. S., & Mentzer, J. T. (1995).

The structure of commitment in exchange. Journal of Marketing, 59(1), 78-92. Hayduk, L. A. (1987). Structural equation modeling with LISREL:

Es-sentials and advances, Baltimore: Johns Hopkins. Heide, J. B. (1994). Interorganization governance in marketing channel. Journal of Marketing

, 58, 71-85. Heide, J. B., & John, G. (1988). The role of dependence balancing in safeguarding transaction-specific assets in conventional channel,

Journal of Marketing, 52, 20-35. Heide, J. B., & John, G. (1990). Alliances in industrial purchasing: The determinants of joint action in

buyer-supplier relationships. Journal of Marketing Research, 27, 24-36. Hennig-Thurau, T., Kevin P. G., & Dwayne, D. G. (2002). Understandind

relationship marketing outcomes: An integration of relational benefit and relationship quality. Journal of Service Research, 4(3), 230-47. Jap, S. D.

(1999). Pie-expansion efforts: Collaboration processes in buyer-supplier relationship. Journal of Marketing Research, 36(4), 461-475. Jap, S. D., &

Ganesan, S. (2000). Control mechanisms and the relation-ship life cycle: Implications for safeguarding specific investments and developing

commitment. Journal of Marketing Research, 37, 227-245. Jap, S. D. (2001). Perspectives on joint competitive advantages in buyer-supplier

relationships. International Journal of Research in Marketing, 18, 19-35. John, T. M., Soonhong, M., & Zacharia, Z. G. (2000). The nature of

inter-firm partnering in supply chain management. Journal of Retailing 76(4), 549-568. Joreskog, K. G. (1973). A general method for estimating a

linear struc-tural equation system. In A. S. Goldberger & O. D. Duncan (Eds.), Structural equation models in the social science. New York:

Academic. Joreskog, K. G. & Sorbom, D. (1988). LISREL 7: A guide to the program and application. Chicago: SPSS Inc. Kim, W. C., &



Mauborgne, R. A. (1998). Procedural justice, strategic de-cision making, and the knowledge economy. Strategic Management Journal, 19, 323-338.

Kotler, P. (1996). Marketing management: Analysis, planning, imple-mentation, and control(9th ed.). Prentice-Hall Inc. Kumar, N., Scheer, L.K.,

& Steenkamp, J. B. (1995). The effects of per-ceived interdependence on dealer attitudes. Journal of Marketing Research, 32(8), 348-356. Labahn,

D. W. (1999). Commitment and trust in cross-national channel relationships: A investigation of U.S-Mexican trade relationships. Journal of

Marketing Channel, 7, 121-56. Larzelere, R. E., & Huston, T. L. (1980). The dyadic trust scale: Toward understanding interpersonal trust in close

relationships. Journal of Marriage and the Family, 42, 595-604. Lusch, R. F., & Brown, J. R. (1996). Interdependency, contracting, and relational

behavior in marketing channels. Journal of Marketing, 60, 19-38. Lee, J. N., & Kim, Y. G. (1999). Effect of partnership quality on is out-sourcing

success: Conceptual framework and empirical validation. Journal of Management Information Systems, 15, (4), 29-61. Madhok, A. (1995).

Revisiting multinational firm’s tolerance for joint ventures: A trust based approach. Journal of International Business Studies, 26, 117-137.

McCutcheon, D., & Stuart, F. I. (2000). Issues in the choice of supplier alliance partners. Journal of Operation Management, 18, 279-301.

McQuiston, D. H. (2001). A conceptual model for building and main-taining relationships between manufacturers representatives and their

principals. Industrial Marketing Management, 30, 165-181 Mohr, J., & Nevin, J. R. (1990). Communication strategies in marketing channel: A

theoretical perspective. Journal of Marketing, 54, 36-51. Mohr, J. J., Fisher, R. J., & Nevin, J. R. (1996). Collaborative communi-cation in interfirm

relationships: Moderating effects of integration and control. Journal of Marketing, 60, 103-115. Mohr, J. & Spekman, R. (1994). Characteristics of

partnership success:Partnership attributes, communication behavior, and conflict resolu-tion techniques. Strategic management Journal, 15,

135-152. Mohr, J. & Spekman, R. (1996).Perfecting partnerships. Marketing Man-agement, 4(4), 34-43. Moorman, C., Zaltman, G., & Deshpande,

R. (1992). Relationships be-tween provider and users of market research: The dynamics of trust within and between organizations. Journal of

Marketing Research, 29, 314-328. Moorman, C., Deshpande, R. & Zaltman, G. (1993). Factors affecting trust in market research relationships,

Journal of Marketing, 57(1), 81-101. Morgan, M. R., & Hunt, D. S. (1994). The commitment-trust theory of relationship marketing. Journal of

Marketing, 58, 20-38. Nicholson, C. Y., Compeau, L. F., & Sethi, R. (2001). The role of inter-personal liking in building trust in long-term channel

relationships. Journal of the Academy of Marketing Science, 29(1), 3-15. Nunnally, J. C. (1978). Psychometric theory (2nd ed.) New York:

McGraw-Hill. Pelton, L. E., Strutton, D., & Lumpkin, J. R. (2001). Marketing channel: A relationship management approach. McGraw-Hill

Companies. Ring, P. S., & Van de Ven, A. H. (1994). Development process of coop-erative international organizational relationship. Academy of

Man-agement Review, 19, 90-118. Rotter, J. B. (1971). Generalized expectancies for interpersonal trust. American Psychologist, 26, 443-52.

Ruyter, Ko de., Moorman, L., & Lemmink, J. (2001). Antecedents of commitment and trust in customer-supplier relationshipsin high technology

markets. Industrial Marketing Management, 30, 271-286. Schonebachler, D. D., & Gordon, G. L. (2002). Multi-channel shopping: Understanding

what drives channel choice, Journal of Consumer Marketing, 19(1), 42-53. Shani, D., & Chalasani, S. (1992). Exploiting niches using relationship

marketing. Journal of Consumer Marketing, 9(3), 33-42. Sheth, J. N., Gardner, D. M. & Garrett, D. E. (1994). Marketing theory: Evolution and

evaluation. New York: Wiley Sheth, J. N., & Parvatiyar, A. (1995). Relationships marketing in con-sumer markets: Antecedents and consequences.

Journal of the Academy of Marketing Science, 23, 255-271. Smith, J. B., & Barclay, D. W. (1997). The effect of organizational dif-ferences and trust

on the effectiveness of selling partner relation-ships. Journal of Marketing, 61, 3-21. Smith, K. G., Carroll, S. J., & Ashford, S. J. (1995). Intra- and

inter- or-ganizational cooperation: Toward a research agenda. Academy of Management Journal, 38(1), 7-23 . Varadarajan, P., & Rajaratnam, D.

(1986). Symbiotic marketing revisited. Journal of Marketing, 50, 7-17. Webster, F. E. (1992). The changing role of marketing in the corporation.

Journal of Marketing, 56, 1-17. Williamson, O. E. (1985). The economic institutions: Using hostages to support exchange. American Economic

Review, 73, 519-535. Williamson, O. E. (1985). The economic institutions of capitalism: Firm, market, relationship contracting. New York: The

Free Press. Williamson, O. E. (1991). Strategizing, economizing, and economic or-ganization. Strategic Management Journal, 12, 75-94. Wilson,

D. T. (1995). An integrated model of buyer-seller relationships, Journal of the Academy of Marketing Science, 23(4), 335-345. Wilson, D. T. &

Mummulaneni, V. (1988). Modelling and measuring buyer-seller relationship. Unpublished working paper, Pennsylvania State University.


