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1.1 479 53

o5y BIBAG 914 Mg olale e nAEe A%How
e WAS T ol a5 #BaskA etk Aolth(Brent Adamson,
Matthew Dixon, & Nicholas Toman, 2012).

B2 7I9ES 4994l A4 9 Ade AL A= T3 A
ol 7] 9le) thda Wp e ALg el Tk Seve Al 5
& 719EE Fus o ael wFe] M= W sha gtk S 4]
A AFE AL Gl E BESa 5458 49 ShArhE 4R 2012).

196040} ) F D444 S o el 32 A9 A
A5 Ik T ojn] AstE AME) AM AR ANAD 5 ¢,
A4 Ao AEde s a7 44L ol 74014(%1?3 2015).
Al A st wh-E 7] m ko] A SollA AES A B B2 7IdEo] o
Aol o]EsHA Fell whek B2BA A 719 3 dAel gk #alo] St

4

ol A

>
o3
Lo

ol
o

IT:

Ag%o

shar AvhH P4, 2013). B /1G5 B2 /95 AYH BAE F
o2

at7] Al AFsklaL 5], #elet £33 284 2 AAY grE 95
o] 7IdEel 8 sudAet 1S #A 55 fel =t ATH(HYE
Zl, 2013).
FHAME EAE A sfevielo] AA A8 = A= HAE Ho
Aol wet A S| st BATAe e or AU,
SHAlel = DAl A-bALe] tiste] =9 =i AT (Gronroos, 1989;
Wilson & Moller 1991).
B2BAl A= 71 Wl 78 AnfARE el s AASkA] ekaL, B2B A
AA ek 2 F5-+= 7 AH (Buying Center) ¢} 22 242
o3l o] Fo| XA 'Ef;l(:l]_a‘]‘jl 2240 Ful A4 Process] 445 WR(
e

gk 2013). webA AAAE 7o ® g B2BA Aol = RS Tl
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A gt AP Gepe] mARE AYT VAL FFS Arstuz
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L ol2H WA AYAT

2.1 B2BA| &0l #A3E 0|24 uz
2.1.1 B2BrIAIY Y &AL

Frol A= 1960 d -8 B2BAIES] A3 A wiAI" o gt A7) kst
Al o] F] A gEeh(- 4 2014). 1970 el A2k, F5ell e 79 Bt
A" stxEo] A9l IMPLE (International/Industrial Marketing and
Purchasing Group) ¢ =744l A+ Z2AEZ FajA A vhAE ZoF
of gk A|&2Ql shE-4 Hhdo] o] Foj A gkth(Hékansson, 1982).

<7 2-1> IMPYEZE Rl +2

E#A(Environment)
AFTE, 7|2, SH
AULE AHE L R| ARE|E Al

Hol7|(atmosphere)
g/e2d o™
gz, J3d
H|Z /| A
Ci7| 2
234 o [gi, S, A3 }m’* m
Clg Iz | _— ““-HR
&ﬂ'l % — Interaction Process |-|°I
(B, 28 &84 1 5
2|2 [ L ]as:en

#Z 21 IMP Group. (1982). An interaction approach. p.416.

AN E A Al S B4 SFor watEa AkdA) Aol 4
gotis dHom wd gACA B2B A A" el ek BeAde <l
Ao = lom sHAl A o] okl thet A-7F G skE L QTR



A8 2006).
B2B miAE ol & A= F&2 4 A v (industrial marketing) &2 &
o] goy FHT 5o AFHRUE vAR Y tided 23S gt whEA
Az 714 & TN ARESkE AlFedl =3 shA] L HAE FHAA
AZQA, FEdA, BF713 T 7HQlol obd 7ol 2 o] Fuljst= Al
F& 2R om AR st S-S ou|stal Ah(gHdd, 2011).

Hutt & Speh(2004)+= B2B "lAYH S ] ]
A G olgt AT AE Yo w st &F olgfal FAeklt

<2 2-2> o) AlEe] 74

AHEIEZ
(Gatekeeper)

(Influencer)

IR b
(Decider)

ol 2}
(Buyer)

*Z %1 Dwyer & Tanner(2002). Business marketing: Connecting strategy, relationships,
and learning. QTR XA

upA e Fofo| Al & 7ke] A FA B3 AFE 1960 dHe} 1970 o)
Tl Y FEA Aol A A Z2FE| Q) 0™ (Webster, 1965; Sheth, 1973), o] 2| gt

23719 A AAA Ak Aes 7 EA R @A e A3 A
ol W3O 7 Hokor) 1980d ol S04 H|E A weedl wglo] opd Fujx
A ap P2 (ko] AL e wAA gk Sl A A el ES Ast
7] A2 (gHE, 1998).



A o] Willams(1998)3} Wilson & Mummaleneni(1986)5-2 B2BA 2|/l
A g Akel el ol s dAIAFe] BAlA A Y= Bonding 7 (Kol #] &
AL )& A AL o] SpEol oste] FEAket ol s B AR =
o x4 Aol AFEHo] A ANE A

Weitz(1981)+= 58 A 3= g A= vzlsA 4L, &
328 ‘ﬁ?ﬂoméo A A [ 8 A= AH 7Hee ad=
= 3 A7) e RS et Aol Fastthal skl th(9-3 A,
2014). o] A]7] AFES ‘matching study #}al F-2tf FZo|HA 73}
TIrAlE BgolA e agle Aol FFolgh FofxtEo] A4 o] H]
ol eJAtAEt7] ol Hatal, Hx sfaat eb= ARAl 1e]al A
a2} sk S A AR A EY A Folekal A ATH Hughes,
964; Wilet & Pennington, 1966).

3t =52 B2BA A ke S ake] 2hzh JpE Al Ao R
A AT AR AR A 5 = Aol ofy k= Ao
F AL B2BA Y] (At -a A3 dAsks el aslE
ZAste oF ghrh= Aotk e T elEEA A A5 |
ARRE ZFA 2, W] S A 1‘3] H 523k At 5ol daL o] 2lgh Fuf g
=o] TFujAtet Fg ARt AR ®

oFstH B2BAIOl A s Aket ol AlY He= A TR Rb o] o] s AI R}

[e)
7 QA fo] BE4E Ay 4EAo olFori: Rt

ol iy
i,

e My 2
%
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o e

—

o

_

»
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:°.‘=‘
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ko
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fol

2.1.2 B2BAIBE4 3 B2CAIZH9] 2ol

B2BA el A o] Au] 2ol gk Aol A ddel(2011)2 B2BA2 B2CA
Fru Bekal gokst duet SAS A dvkar sk gl
B2BA74e] i AQl SAS Aestd v 2

AA, AL el vla] uAG it o] gt Ao
(Kotler & Pfoertsch, 2006). B2CAI S E5AHu5 tdo= 17 vl
S Asl= ubd BoBA AL 713 7)1 7He] AgE glaroz Akl



Aol wheh 17} W7k A wA
3

&3t G-l Process ©]t. B2BA &/l
A= *W*‘Oﬂﬁ ARE-SHE AFEEEOI AR E 1T 2, AAAlS 28 A Al

N M F-E] ARG A AF7AA e FHFE e vhdst 2w S ek #
Holeta HsA BT A 7E w9 ol Hrk(el 8=, 2012).

NA FFA 1l 7 A7) Hola WA AP TG A, 2014).
IMP/d % 28 wdofxo] w3tgh A2 B2CF el H]3)
Aoz 7hx Fzol dado]l A nA ] B A A At F4E
7heAdel Eoh 183 dAnYE st 9 59 9o gL FA A
(Homburg, 1999; ZAIef9] 2014; #3122, 2015).

A, AR A T 5otk 7d 3 HE Aavxkee] APl B2CE ths)
L EAe x| o] fEo] o] FAX AR 7|GF 719 ko] ARl B2BE
45 ko] Y=ok g FALE Fol ofm] AR 1 AFM AL A e FA 7k
ke | Hog % gk Holw,

hasl
rE
O
o
T
I
o]
\e}
o]
o2

2]
s 911 B2C Aol A=

& AA 5o 9F SR o8 B AL o5

AL Qleh(xst ¢, 20115 §-941, 2014)
g o 2= B2BAAl A = B2C vl Aol A o} o] Aol Aul
A7
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T

7] (turnkey) B2, Fa1, FAHG o] o]27
HRE A B Udetr] E7bset G RRe, A, FaL, 719 e
AH 2 T 2 AT APAER o) xdE (S

o8& B2BAF o] 54 meste] F9le] SAES B2BAI S UHHH o
o

R
2
o
==
oft
of,

.

oo 18
flo
o
=

<3} 2—-1> B2BA&9] &+

AR HE AR
el B M=, 7HEE A 28

7} E Fojate] Fad 294 AEEE FE L AE 5
231} 89 A AuLsd 2, 47 € 4G

2= 2]: Vitale & Giglierano (2002)

ol
2N

Aol A 22 AlEol 2t e 7)) AH]AH(individual consumer) S A O 2 3
= tHAY 5217t ol 71d 3y S Z & vl R} (organizational buyer) &
o2 skl wel Avjx) wiA| " 3 B2B AR 0= R AL AHH(E
43, 2012). 22]aL pEFSAl =4 st aHE <Od 2-3>3 AT

<% 2-3> B2BUHAIY 3} BaCrAI" o] &

TE & MHEIE

> -
- > * >

B2B OH|E B2C OHAI

\/
[
;

w220 e, (2011), B2BriAIE A, |, A} plo.



B2BA el A tx A 5 o= 4 ujate} Tiate] daAtgo] WAy
oh AT RSN A ﬂ%ﬁhﬁﬂﬂGmmmcmmwﬂﬁéh?ﬂﬂ&
AA A, ol AER(Selling Center), 18] 3L FF | A o] 277} z} &
i A EA8-S sl FvH (A E A, 2006). B 141%% =23} b <1y
2—4>2 Yepd 5 9l

2
%

<o 2-4> 2ATUA-FFAL] FEAE] W

=
Z7 7ol a7
Fig :
(o o@ma |
Fof Process ! - o Ag
I e -
mIGEL
! -
: r § ' \\\
(e A])
=227}
Y
A E =G > FoAE
r Y .
i i o aee R
=7 SFE >
e e asa o .
“E, 39 A Azl 23 st

#Z 2] Philippe Malaval(2001) p.33; A&841(2006). p.9. ATFA LBFA.

B2BA A A <17 2—4>0] A ﬂﬂailﬂ%q 24 TR}t Tl
Al A gFAe] BAEE 77y Ae ]

OH
]
X
1o
o,
=]
N

R ol 7149 AR Bakn 27 A9 DA A, 2
R, e A9 Aol FAI FFS MATT B 5 ATHIFA, 2005).
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<} 2-2> B2BAIFT B2CAIES] Aol H

= B2BATZ B2CAFE
A9e E4ol} 719 B4, vIAE B AAE | A75AE a9 AL P8, JeE £
APy
s 2 SplmAgty e
oage] 2o R&D 5 O 27 | AY 4970 BAE 4EE 3% R
i)
TEE | 25ae zaemas) A2l 5
FAEuto]A o] A (Cusomizaton) 7143 £
B _ _ EFSHsandardizaion), T4%E E4 F=
A FE T T AL EE AE EAAY )
P Bl _ =2EHE AE AE 2AAYL HAE £
2 7)5e] 2EL DR ]TIAC)SALY
el 34 g=
=)
TEEHEY 97 AL
N e &3
AL oimles enpineer), FAIE,
S BYC Pel, 244 agse 88
:.-]% k‘]]u]L} %% =0 | == &
_ 3 DR TS 2
THFEA B4 T8
AEAA = DA REEE EFY 35 | ZATEAE SR 2AE /5 EE4WE
FEAE _ _
T et F8 Tt Fa
- B = EF EFSE ME F71EeE gUiEd
? =
7 23} B 420 et ED < o3 g 7HE 35S
2Rl B | AEBelT EEe 4EoEd B A% T4, 994 A= 28

A9 Zagd

713 47K Tacmical Performance)

#AE o)

713 4 incional performance)

xE2] SR, (2011).
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2.1.3 B2BAIAF A79 F9]

F < B2B Aol gk 4lo]l Ak SiEar glom & ujap Afo] o] A
A7 A71stE = FA whel A5 BAZE 718 He aQle
I AAle] FEFE P A= WFEe] #E A9V A7 HAAIE WeEal
(Anderson & Narus, 1990; $H7l, 1994).

B2BA| ol A= A A Aei7b BAIRE A A whom fhA = A2 obyt
2t A (Industrial Product) 8k % th2 S &3] W7] fl8te] Fvlshs
Are 3 78] e 7950l ArLe] AlsFoly AH| 25 & 7] §del
i, F5e 545 7HA AL A stet AR|AE g mebA A A ek &

HIZ S 25 Wy e 71de] B2BA ol #olE o] vl & 5 )

A B2B 7IHES w4, 74 H71E 2 Bt FAGA R 52l S
S T ARAN LeddE Vs BeRE QJd) 5F ATy AR 719 1
710l Wt ARs] o] oA 22 B FE 0] AE B 7Y
=°] EF H=d Ve e Y Foo #AFA HA ge V9 ES
AL AT FRE 98 VS AT 2 9o © B2 adls iy
& Fo Aol tFH A ¥l B2BAIY] A7 oS @idbet Al X o] A
3 AY(e] A, 2012).

2.2 B2BEY YA S A% B APAT

221 YA Ao g

FAAe QAo HPARA B 9E T Ao e 7Y

2y o] ALES 7] 7| 53k s o] f]ol] 7] d 3 Fuf R} Alo] oA
A Qe Fastar a4 YFo|A 215 Bae} S5 FTHAA A
o] ZRA} AlEF& ThA] FHEF F28t7] 18] A elar FxAQl kst &
TS5 gdeta 9o, #Fo & JHE Aok & 3 vjEsd 2
IAAEE ANAARER 282 B4 L [ssue AT |25 thekst oS

- 11 -
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Aol lo} @Ak

dadl wojeae gel AE we A
7 7

1l 3L

M (Prospects) 2}

el

g}ar 8 4= 9t} (Michaels & Raymond, 1994). A5 4 I HALL 9

aobstul <® 2-3>7 2}

<¥# 2-3> A

R

JPALe 9

McCarthy(1971)

Ducan and Hermanson(1970)

ZHad 8 2 48

E7 2ofale] HEst £74] A7
D7 Wi 7o 214 AT
Ao ot =4

A2e) A EE 24
FASE 7] AT B4 A%
228 23 9 543 H3

H3a 94
IMETe] B
HE ZIhE AA
THAFS A4
g €=

F7h AEe] Hof

ge oA 75

21 2 &l (Personal Selling) 2] "/L%x}

2743 Tofe] HE £
o £ AulAs AF

*ZA AAE. (2015). FFAME S =2 2 17
. p.19

)

<
o

S
Lo
2
o
rE
¥
o
i)
_E
rE
x
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< FAE T ot B £ JrHAAE, 2015). 2= <F 2-3>3 ¢
5 AARE ] & H T OS5 theFet JaEo] FPAdolA 875
AaL dar 18k gl Vg FAAbE e A= gk dujate] A PM
(Project Manager), Consultant, PR(public relations) A&7}, 7FA A&}, 4
By Bl Bauxy, uAnA e Az o A= vk A (AAE,
2015).

HZ 5ol 1 =

o] goldta 5
[e)

A

=
s
I
o
o7
-y

oA AFoIY £FH
A= NEH7IAE AAo] FASE S A

=2

¢}

o\
[
i
e
BN
2 =

= A4 A4S dedthe A9y 8 AES Helete A E F
A TR A B} ATFgel e AR 719 ] nAE dEF s H
ol a3 a7 A8 I}

7192 AAARA AAY 353} o= Qe FaF A2 Al Ao A o]
Aokt A& = A HIArh 719 AEL AFH Au 2 ApEstete
AR 7HA 3 B s gl S5 JdPo R ApHsE o] Fojuof 3 Wk
oltzt 7|4 H AnAete] FF V|HE dAste 8% 7] J¥E
gafof (RS, 2015)

2.2.2 4JAHE Y 99 Mg

o % (competency) o] & o2 A&

o

ol H o)A AL ARG-H o] gh7] wiitel

[e]
old] & FLNA LA H HrF Jd= AL oAt 1 Ui Y-S
A R 1920 o] #ekA el o] o) shx}Ql Frederick Taylor7F 455 Al
BAHQ PHALE TH I AL

A A BFAA I (competency) o] T o=

bS]
]
SSIATHA P, 2014). L o] F AFFoleh= £ol= White(1959)°] <3
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<E 2-4> A el
4 2% 39
27 97 494 159 2% 47h} BES THH 4 9
L2 2499 ST ol 299 14 Y FFL 24
TEE - FFE(2003) a

SYH 52 £82 27057 95 a7 A4, 712 B oy

24 EHIAL 94T 4T HolE AYY YAT

Klemp (1980)

Lucia and Lepsigner

(1999}

m
L
Ao,
dlm
i,
et
Fxl
T

2R4 4TS ERFOR £P5ET TAT A4, AT T

S

Mirabile (1997)

Parry (1996}

2284 532 4 908, T2 A

T %= A8 Tls =HEY EEA

= wRds e 393 A4, Ve 58, 54
ol

Spencer and Spencer (1993}

En}EelT o435 4430 gole] HE Aolg yYEY =
FoE EY 4L ooFd 42 A BEL 45T
£ oD E gL Aol 42 d&Fe| D F£Eel £

SMA (2008)

|:|

Age] §RE ENH oS £PSed DaF FAFHAL 3

. (2015). B2B 99Ar ] =4 /ES 91k A4 A
A B AT 20(3), p.36.
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7] A5 =2

1
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=

hange ag=nt)
School, p.67.

HFR ol RAAE
79 2L o 22 2o}, 98

d: Adamson, Dixon & Toman (2012). The end of solution sales. Harvard Business
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AA, & FPALEEo] ARt Ades e Ve utB e R A 1A
& B7rek AAPE Fols Do R A EEEHA olasle 22 o] ofy}t
Zdslol Wslste WS A4S Hu=2 Arevi(Adamson & Toman,
2012).

=4, vl ThES ol HAIAE 3] 98] w5 AR AR
3] o] A Q1 W }= 1 2} (change agent)E A& g} (Adamson & Toman, 2012).
A, e TR A 2ol 3k DS dA 7B AstEI A A e Y
< 7I2A4FH(Adamson & Toman, 2012).

ot F-7o g4 A&7t Tl & o adHo® Anfsk= Zlo] ofy

g} byl JAALEY = A o2 WA ow At HS el 7
A2 G A2l AL 52 HAAE AstEA o529 duf v & sfA sk
71 Bt} 2bd3s] WHEA| Aok sttt 2ot (Adamson & Toman, 2012).

WA, 24 o) F 984 AU FE L A9 YA 2RA0R An

FAAME Y] A2 G 78, A BA, FEY 79, 149 73,
A R Foll wet s A YElv=, 1 FAAE 9YY FF e
AgFo] zfo) 7} 74 AA YERd Tl 743 HH(Spencer & Spence, 1993).
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<3 2—7> Spencer & Spencerd P HFrd

Q=K Competence) FAx=AR y =%

g + 1A olqpo} T TFET
o ) esbee
(Impactéz Influence) - THEE FFEL ARG
- A9 T} FFe] T= EFE JSTT
i s v TR 4 s BEEE AR
3 2134
. A7e E2Fo2 AaT eoo0e
({Achievement Orientation) .
. 779 AgE TR A0
FL4 + Hasty g4 ZoEA =
o o Ll 1l
(Initiative) « 7)1EE EFEET

¥ deiE BT olFTT
A9 HE IS olfF (1)
Ae) 52 G5

HalelE

(Interperscnal Understanding)

LS . 1799 £7F $3 A717) 99 Felg =g T12UT
(Customer Service - 7] AAE A3 HAHHH SEAIT (1 1)
QOrientation) « AETEIE FTH
347 . ) 5L TEG
(1 1]
(Self Confidence) + DAL gellely BT
B9 . 93 paY 28 BAS 4 B0
[ 1
(Relationship Building) + HEY3E F4siT 8 3%
2aEAT . IS ST AHEg
[ 1
(Analytical Thinking) » THFS 2% AE gL A4 S0
AgRAT R
B ) o L 1]
(Conceptual Thinking + BAL} IAS £44EE oA g
HESE L o
. TFE EF0IA FEE 2T T oo
(Informarion Seeking)
ZFelA
. 179 28] Aol P olsfEch o
(Organizational Awareness)
em 22y
» AET M2 $E9E Jled AHE AL L L]

(Technical Expertise)

#*Zx 2] Spencer, L. M., & Spencer, P. S. M. (2008). Competence at Work models for
superior performance. P173.
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st Bl b 71 A BB AR 3 FES <E 2-8>
oMok o] B2BAIGOlM o] i S FERA i FA Y, 7= AL
Y, 2XEE AArYY A 71K F¥o=m FEE 5 i (Avionitis &

Panagopoulos, 2006; Johnston & Marshall, 2011).

<IE 2-8 >B2BYUAM Fol I B
FHAM A 9% AT
AmldA E8 ol AES SLA) 3 Z]
fEA o ggag | © ST EE e e e
oz =2 AEFS g Az A
(Trade Seller) A @ ARAE A 25 A S
. IT & &2 A
ZAAE Ao = RS - ’
Axde cAEHAE dden TR AN L e g zea),
, 2 wFelt A, gug | o T
(Technical Seller) . o151 A= A2QA
arishe =9 EECLE:
o FuEEo] FEH0] ohd AAf
£28% 994 AF U ARE AL, _ _
- AL ES aam = e | AL EFA}
(Missionary Seller) M dES AMRSl & AE

+Z 2 ¥, (2015). B2B G A9 dF R 7S 93 g4 A MmiA| g e

e

B2B°§‘§% 7]%"3% Fedd, SXNEeddoz A 3709 FAAL
=9 ol B2BYY T 7
()

=
AE dos 2 75, dAs, dv 5=

2 ATl A= o] Al 7kA 3 7he-dl B2BAI A Z]]dell A4 ek
ZIE@drrdel 92 dldshs Aol A FAS sk Sl AR
LobE TAHOE AG7F ol Fo AT

4

2.2.4 GPAHLY AP JR4PIP

A (HH talent)& AP A w2 Bhard AF ol 2d'g ojw gt e}
A GPar el A Aol ‘Pl 4T AL Y BES SRS &
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%ol B U AFo} 242 253 QE ARG Jd 5 ArHE
o}2}, 2015).

A ] A ArE 28] of
Aol A YA 4AH 54
S Eolm giabele] 7] o
of e FAL Bl 34 |
webd, 719 Ak JUBES S S8 A AL vereha

o]

A g ool A Bgstel vk @ AAE A g ARAE A

o] &
ukals Aol HAMolgta & ¢ Juk(EhES, 2015).

2.3 B2BAHZANA Y 94 M9 Texd 9%

_

Zl= (i e APA Aol He olgs 3

& QI3 Agel 783t Theste sy Alms B UE 5 8l
olvf T KT H=o 8l 2016).

B2B7%F/H”0ﬂf\1 7zol & “4’?3“!”63 a‘mxﬂ g, ﬁ% AFALE 7he 7 dhs

rU O
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2
il
bl
ofo
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=
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AHEE 1AL PO Geo] ool 97t By W] @ ¥
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o= 7Y JHE S Fall veshe AUt Bk 3 Ve delM s die
8] 7]1&=8] 7]zl Het A4 = ° 8
Tl t-g-38k7] A% BtE ALko] o] F X AU A =& 7HA]
== JNdste] ARbs|oF at= A= RIS A ke (
Chumpitaz & Paparoidamis(2004)-2 7]
AEE 7184 FAd folevin F4e 9, 3
F5) AT ATolA FulAT} A ATHE BAH Au)s wE 27
A AvEo] B2BAH A A&A #AE HE FHAJN AAE ML

A oolgtal T4 RT3, o] %, 2012).

_l

>

2.4 B2BYYAIL Y AMY I

2.4.1 AXYS 73

International Council of Management Consulting Institutes(2014) aj<]
Tl AMRESL AT i A4, 7%, S Bgsel ARA 29
% GRAL A4 R 7168 ATFORA, 240 EAS Ak, A

Zahv, 449 ANAHE FUFT 5 AR B Aolda sgon,
Institute of Management Consultants USA(2014)+= 1172¢] B35 Holstar
94T A=S, A 2 73 E Adete] el Arets AlAlSkaL, s A<t

o] Aalg A dstr] flsto], FHA ol AAR] 2AE AlF sk Aol
st (EAS, 2015).

U AT = TA7IYEH(2009)S A A4 9 AAE sk, A
ebS AAe, s Arte]l A7l AdE ¢ JdEE Lol delgal 4
olgtlor, 2008 d /NG AldE = E AR (KSIC 92 7WA)oll A= 4
BUALGA(71631) = tHE AFGANAl AR 7B G Aol #ato] A 2 A
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2.5 B2BAHBA ANA BATNSH BAAZ G

2.5.1 FANZY NI FAZH

oF

kol A7) wEel] AN AEnA B

1
s

o] 714-dztell mA]

]_

S

1 5%

= (of]: NCSI
Luﬂ o

T

9
pA

7h

sttt A7h &

1

R

S

A BA A E (Relationship

S

Ae] 719

1
s

Fo] CSI(Customer Satisfaction Index)”7} W= 3,

A= Batar 9ATHGronroos,1996). 18t} 1 9]

ol A

°©

iR

-
1o

Bol7F AF AfEHA g4 g A7) Azl ot 90d

& 19839 Berryell <]
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A WA Y (Customer Relationship Marketing) o] 2F
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AA 0k 2T FHEI e IAASE A Folgo] 1 thE DA
A 3AA FAREE HEHIYE, 2015).

Aol mEE A =E aAS FEEa ARl Ayl del 2= &
Bzcﬂlﬂﬂrb E‘rEﬂl B2B/‘Vo}91 HAA Adelr= Bz tigk A= 3

Alolds Sl d&st 45285 o] FA sfioF (A F A, 2005)

At 1A S SREtEE AS JlHstE = A=54Q0 o] desitha
dekadnt 715 S RESAIZ)AL frAEE] 91EF o] A e A] gerd
APTZolyg gEglo 7191 A= (customer satisfaction) @} 3724
(customer retention) §lo]&= 71go]l AEE =+ 7] wiZolth(o]&at, 2010).

High
b g o 2 k|
(Most valuable G HEY ;
kU customer) partners
7_]1
%
d
L=
A 1A HEAE 1A
(underperformers) (commodity buyers)
Low TAGA D Aqu] g High

#*Z #|: Narayandas, D. (2005). Building Loyalty in Business Markets. Harvard Business
Review, p8.
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3.2 A3/ AR

3.2.1 B2BY 4 99 GFo] AANET AT vx= G

9% e

FEUTOIT DAV A4 FEF ez 2R T AT L 2

1 TE9F | Yo 2R EEe=A FAT 42 A0 A A S22 0T

2ReFL SRRl A7t A DHREI 2R T GR4Fo]
AZ] AT 24T AALLY ANSE, E2E 4T

2 Anel cfokst £8 A9 H3 58, Communication 52 2]th

[ ]
NE:]
o
1K,
offt
o
_'l_ll
il
i,
|.r||"
J
|
Ju
o

e
= 29 $559 295 94YTE 59, V550 7495
EA: QEE. (2015). AHHE Qo] 224t vE 9. p.26 ATA A¥FA

B2BA A A AEA N0l d A5, FAAT, & AFA
R b S Aol AuE W] o)A N)Ee Y% o
of e, PHAY ek, A B, J1URE A 2B B

I

EA34 A7IJ7 BANA = wEtE = FEe] £ o]
Lol T ZAZRe] AAS LA sled T3 Qclow z2gE
AT} A 2011)
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A% oo gglo] ol FolA i A7} Bl wFel @ geol Aol
2L AgeA 9 R ATAL AT Sl vl Ao 74w
JE S B UlSFHE A7} Bk wak A& el e vhed s12e] 7]
Sl g3t A4S g Aeae Aol ohe), nale] gl g
9% wE Aol o] ROl AAY A2 71 FEL AN el
Akalor ahi A9E Mwal A HABTH(ERLS, 2015)

B2BA A ¥ Aol M= dAlgks o] A EUA SatE2 B

£ P e 2903 AR A8 4S5 dE Aol A 2] A
25 tH( Al 5, 2015). o]# 3 B2BA U B A= 7143 71 7 Thell A7)
Holal, A&ARl -SHAE P, 719 A4 FAE HAoRE 3§17
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of Al ghe] 3 olstelwl Bt 7 4 ArH(eldd, 2014). wEhA ¢
3

wo Puot BE A @

e N M SD o = A% [Cronbach’s «
Tech.1 171 6.51 1.369| —.088 | —.672
714 | Tech.2 171 6.51 1.420| —.105 | —.436
A | Tech.3 171 6.37 1.526| —.291 .000 | .944
ol gk
[} —_ —
BB i Techd | 171 6.49 1.312| —.020 466
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oA Bl 0S 171 6.61 1.416| —.298 014
#A7A A3 |Loyal 1| 171 6.32 1.501| —.289 .007 .890
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712 W | Value 171 6.50 1.339| .046 | —.609
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ABSTRACT

A Research on How Sales Representative Competency Affects
the Relationship Outcome in B2B Environment

: Focusing on Domestic Multi—Function Device Market

SEO, Joon—Hyuk

Major in Management Consulting

Dept. of Knowledge Service & Consulting
Graduate School of Knowledge Service
Consulting

Hansung University

Business pursues to achieve a sustainable management and growth
in the rapidly changing markets with the globally low growth tendency
and unpredicted variables. To grow the business in this situation, the
company develops various strategies to be in the competitive advantages.
One of them is to provide the customers the competitive goods and
service, thus leading to their satisfaction to retain the customers’ loyalty.
Vigorous studies on these topics have been made in such an environment
globally. Notably, so far these studies have been based in the market for
the consumer goods, concerning with the brand image, service quality,
customer satisfaction and customer loyalty. The studies revealed that the
study result obtained in the B2C market environment is difficult to apply
to that in B2B environment.

This study is to provide direction toward the strategic competency
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development for the sales representatives who play key roles for the
business growth in B2B market.

To perform the study, first the precedent study about the B2B market
and the sales representative competency is provided as the supporting
theory. And then carried out the empirical study concerning about how
the sales representative’s technical support and consulting competency
have impact on the relationship satisfaction and performance.

In this study the socioscientic survey method was employed, based on
the survey of the purchase decision makers or persons concerned in the
organization in domestic B2B market for the multi—function device. The
frequency analysis was performed for the demographic characteristics of
the respondents. Then hypothesis was verified through the analysis of
both the observed model and structural equation model. The result is as
follows.

In the B2B business environment, first the sales representative’s
technical support competency has a positive impact on the relationship
satisfaction and performance. Second their consulting competency impacts
on the relationship satisfaction, but has little impact on the relationship
performance. Third the relationship satisfaction has a positive impact on
the relationship performance. Fourth depending on the price
competitiveness and business scale, their competencies have different
impacts on the relationship satisfaction and performances. The result
concludes that two differentiated value and method be provided,

depending on how much they are satisfied with the price.

Keywords: B2B service, BZB marketing, sales representative, salesperson,
competency, technical support, consulting, consultant, customer

satisfaction, relationship performance
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