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AQdTo] dF wtAE Fdol BE € A7 xS AP ulA & A e
godojx Bol F#H k. HAZ B F Fd9 AYEL TS AHel vl 3] &=
oAEY JFPe ARNRPE o] ST Yok, ¥ AFE ol F FHAT =)
dzg =2Hoz, ANAANFH Fio vlAYAHEAAY (Marketing Strategy Making
Process) & 719l viAEERE FASE XYooz Ay BAEH nFo 7wso
ANRAANFR 287 oHAgAZHAL FA@E@R)SE BAE AT, g BeERE
qaos @ AZ2AE Fad oldd BAE FPSAG. FANE ANFAYH 3=
Ao APHoz JFe nAD FA olAYAFAYE T APAN = o] x| 5L
glee wEt. = Aas AnAdz A5 ride AFAFH T Eq 9ol A
24% AL AGEHARL ol Ysol & Zoltt.

=EA4 0 02. 10 AAEA : 03. 03
2 7= 2001d nAWSR /AARETY GEA T A A% A,

AENEX 23 0pIgAe, MEZil B At AT 67




1. A &

71l viAEE dehg # oldztn AAsETIY olHo] zIdAdHd oW AFge
vzl =7t A E st FA o BE A7t o]RHEY, o] AFEL UYREE
Z3tol A AddA vAY 4EE of Rz 249 F Uth(Hooley et al., 1999;
Mooreman & Rust, 1999; Webster, C., 1993, 1995; Webster, F. E., 1988, 1994).

w3 g vAELE 1B FoAo W AT g9 AA ZA ug o
nAY oz dAHEE FEE Yulstch(Webster, 1995). F3F2 A9 oA g
d7ES vHAEMEY AAR A3 Alel9 #AE AHHAFI JY. & FIHIAY
AR AR AAE A48 2ot hEA 34 (Baker & Sinkula, 1999: Sinkula, 1994:
Slater & Narver, 1995)o]ut u}A| &) MeF(Morgan & Strong, 1998; Slater & Narver, 1993,
1995: Ruekert, 1992)#¢] 4% 24 Ex /] A3 & 4 AF9 d88 & Y& Aot}

AFo Ao nAY L MHE ARAG QoM A A2t 243 - AMY(SIP) HFE
FHLE 7199 AARAe AR E AL v @rh(Webster, 1995). AFo 2 M| vig
FT 94 Ao FAAY 4FE FE A2 HE AW (Menon et al., 1999; Noble &
Mokwa, 1999), &34 aidge AP JFE v& Aoz 422 AUH(Bigne et
al., 2000; Morgan & Strong, 1998; Ruekert, 1992).

% 719 B2 d7EL 3 AgEoZ A9 wiAgo] Hajo) A= NEH Q4IFgS
duiggton, F39 AFaAAY vtAGo] ofRA FA o] JFS vA=E dE
FEAHQY #F9 dye duHeE F5¢ Helr. W BHHY #HEL M 249
< 7= (Kotler, 1977; Hooley et al., 1999; Morgan & Strong, 1998; Ruekert, 1992;
Slater & Narver, 1996)2 F3t9} A 9] wiAgo dig /d AP, +4 219
#AEAR, 54 Fo Yo FARE /M2 g, "y B dFEe ol EAAE
AAAA T35 AU degby 249 oiAIDo] ¥ AgAF] FEFL nAE=ASE
T3 & A9 B dFE WA EI2AM vlAY dAFoz e niAIG
Mde A A st =AE39} dATGo] T A7 E nFAN V)&
At HEo vpAE 1fe EAS o FASA uwtgdEdn. gdgoMEs d¥e FdE
1FEn ol wigoz ¥ AFVt AR MHE AANEGD. 23 F A
EAARLE Aoy o2 A7ATY 99, #AAY FF A7 4EL =989

2. o83 13 % A7

2.1 3249 v}A Y (Marketing as Culture)

2.1.1 N3AFH 3
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22082359 Adel uge F A WEAI QATEFoRE ANZAFEA B
A FZo] glth(el : Harris, 1998 Kohli & Jaworski, 1990; Narver & Slater, 1990;
Webster, 1993, 1995). AIZAFH &3 nA AF, AR NG, BAL FYPo=
248 nAdgA o ¥ NS #z:EY) H WA FFE MY ZH - EEHOER
suatoza 998 AYARE NP AFH Ft 2ALHE FAAd(Narver &
Slater, 1990). 2 A&AAFHQ Eae eiAgzARE opzh HIHA A
edxHozx nAd FaAL Az BE J|JTAL] ol A B} AEAAE
A5 A7) A8E S8stets oA =03 (marketing concept) & BTk AW Haog
A Q59 ch(Harris, 1998; Hooley et al., 1999; Webster, 1993). olol wheh A2 &4
Ade AAN 24, am ARGl 4ol vliAE G BF & AFEl
=259 ch(a) : Deshpande & Farley, 1998; Han et al., 1998; Lafferty & Hult, 2001;
Narver & Slater. 1990, 1998; Slater & Narver, 1994: Z A% - AP35 - o], 2001 ;
wAFE, 1998; ol &7 - FEFT - o, 1996).

olgjat B 72 dAFE AFAFANL A fAF BAS BAFACt. Y
olejst AFEo] AFAFAHL ZAHoz AHostEe HAHdAN AdetBdd #F THE
WEsn ok Hol AHH7) ARsAct. A o) Homburg® Pflesser (2000)& 71&
QAFE(e : Narver & Slater, 1990)0] AZAAFAH & F3tz FAsHAAT ZR M=
YT AeFoEH ARNGHQY Furt 2= F oo 243U 4280 WYHD
91x] R3(under-represented)S AAI, B Add FHLAE F u FLHA
vl g AZFAF EFAZE AR,

olze nAYT Aol APE wgoez EE oW {39 FFE s
#== X (values), THB(norms), AAH  FA(artifacts) F AA=Z
% 98 9 th(Deshpande & Webster, 1989; Schein, 1992). ©17]M 7kxgoldt #HFFH
Aeo] e F: ulEdtel oig AES dusd, FEe JHA#ETOE FARY
HEo] AFL 2= PFo] U WS =axn, AIHA A= FAGEF), AL, 94,
Aol e} S zAo] AYHog TE AAHA AL B}, olT RAE FHA
Homburgsh Pflesser (20000= AlFAFHd zAEHE O AFAFH 7A@, )
AFAFE 79, @ ARG BPE AHA A, @ AFAFH FFolA: A
849 A=A Fz2 Ads sgoen, i FH48: F MY sAMNEYL BFol
Ao dae AL wEch(<aE 1> FE).

<13 1> Homburg®t Pflesser (200009 AZAFH =AEs Ad:

ANE ISR I 23

eazoss) (vs
[ +

29y B3 THAASTE BAS ASdoz 44 AL U ¥FAolL & & Yok
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Schein (1992)3 &2, Hatch (1993)& &8 FAHR4E°l £3AHA AF wAd 97 B}
Zt 8450 W8S, 7, 333, d4 YL S 4E d#dEo JgE d5H
T2E 73 A 383 . & Hatch (1993)9) 28-S Schein (1992)9) 28wk
AFAGH £33 THALAETY FAE B o 95z wgd¥ £ o= FHL
AR ok wEA B dFs 232AM9 rAgE FAstE 2479 dEFH BAS
AR ARAGH 238 NEs At <2y 2> F=2).

<23 2> Hatch (1993)9] A F o] 7|28 AFAFY 39 Al
—— ARNSX 28 —

3 g Hatch, M.H.(199 0

HE 3 T_>

Iz

Al 8

-]
Artifacts
e

a‘ld A X} /

- Symbols =

2.1.2 NZAFH &3le} A

AZAFGH = nAdA o & HNE FEd7) g "ed ¥x e AF
2% -Ee8H02 FUFLIN ST AIAFAE A&How AFTH Fr 2ALsog
(Narver & Slater, 1990). 714 zZo] AZtat: 7tale A Fo)t MulAZRE 7|
a8y nAe] AAde F FY - AHRHILY ojz AT £ Ut (Zeithaml, 1988;
Zeithaml et al., 1990). 222 AZFAFH 7|dL nAdA o B Errxg
A& FAA nA HEE AR 48 AN 2XE ZFE Aot waly
ANZAFES Aol ZAHA 4L £ Aolgke JMHE FYE F Ut JE9 e
ATE EF ANGAGAHCl Ao fod 4FE FoE AL HA v Ak, 2y ol
7€ ATES dEy & dFe ARAFH BHE g%o] old 3o ALz
M - st lon, 3 FHRAEY WAE AFAA F27} old, dF 3
#dAZ B Yot

7Hd 1 NBAEE E3te Ao 3AEA 4FL F Aog.

2.2 Ao 2 M9 ulAIY (Marketing as Strategy)

2.2.1 vtAIG AZEA T ¥ F(typology)

7198l A X e 80 BF AT o] viAY AT g B AT
H] 32 9% ¥th(Bonoma, 1984; Bonoma & Crittenden, 1988; Cespedes, 1991; Cespedes &
Piercy, 1996; Gummesson, 1998. Hamel & Prahalad, 1994; Menon et al., 1999; Noble &
Mokwa, 1999; Piercy, 1998). viAlg A=t W& HAHo AF AFEL I 3AF +¢
TAY FHoll 23& 2% A 7|"¥E &5 (the rational planning school)9} ek
Y FAe BAo FFe FEE 9 (the incremental school)?] AFE Yo B 4
AtH(Barney, 1997; Grant, 1995; Nutt, 1993; Speed, 1993). 221} oj& s oprex

70 QU20YAE H5H 12



il AR Z}E v Qo Ao AP £HI AYAYL T
A Ao gHE AT 77 SF8 1 dH(Menon et al., 1999; Piercy, 1998).

o3t FAsAT
oz & u, uiAg A #yF A7 BAAQYA HIZ(narrative
approach), % Z(classificatory approach), 222lx ¥]AH 2 Z(comparative
approach) 2.2 o] 2 4 9lth(Chaffee, 1985; Morgan & Strong, 1998). EAMHY
AT F2 AHNATANM 459, Z4H YES 8839 AF 5H& Jedte
U Z2gAe $1 Ao, ol AAHA FE2YL F2 ZAITF RPN Hol BEHI
glon, olg9 AZRTE o8 £y 24e AFde Aoz Yid £ A%, EFHY
Hoe dAF 7|Fd o AFFYL EHFe AL FIHMiles & Snow, 1978;
2F - ANY, 1996 ; AJAF - AFE, 2001). 7HF HEHL ATFEE Miles®t Snow
(1978)9) ATFHdo] BF ATE S 5 U, BEFHY AL ol Ediy AFHAY
NS £58E oA 42E 7197 ARH T Aok, a8y o] A2 EFFHFNA
A% 48 AFSHS AHFgoEH AFRY 29 Ao Hlae sbEEY, 9 AH
&30l £ 1gee v 259 AFZHQ o4& HAsE FA X, HwH
AT B8 AT 2 @A 3B Fob. o HIWL AF YHar 73¥H
20 FAL T3 Y7 WE o] HAULAEE JFoE HE{FP FHYlol VUt
A" A $3He vzE JMeEtA AFTH(Speed, 1993). wekd B AT E ol @
R HEe Adsd 7Y ALY AL FEo B2 AT AHolg FHIjua o,
Z B d7= uAgAge £E34 A9 5 SN, vuyd =g T,
o7& Menon $(1999)2) v}# % A oA (Marketing Strategy Making, o1& MSM)% FU&
Hoe ALt AL ASHAL 7o) AMe niAGALEE A 2o opAH
Ak £PsT AYdo] o} dvht Ao FAR=UE St Aol

)

gy
MM
tio
oX,

e e

2.2.2 o}AR A F A (MSW)

Menon ¢ clAR AT ¥z Ag2 ST AEQ =L AFAZ LS “oHAY
Ao Yz Ao AL &F, A, FAE2 7Y BJS JH(a complex set of
activities, processes, and routines involved in the design and execution of marketing
plans: Menon et al., 1999)” 22 RostAct. TFAHOZ o]E2 MM FHEA
(situation analysis), XA (comprehensiveness), "t 4ta} o] 7% (emphasis on
marketing assets and capabilities), 71%3t %3 (cross-functional integration),
A} A EZ A (communication quality), B x &0l & =% (consensus commitment), A+
E4¢l(resource commitment)® SLAEE FASD, MFYAFATL AFWUe] HY AT
A MM 3o wet A3t ARsHE BAE FREAGD

SRy olAYAZE oA 2H - FF, 713 - 4B AN S ol
AAHoz e AL ol @t (Bourgeois & Eisenhardt, 1988; Kohli & Jaworski,

Lololels 208 AFATY EE AAZ Wi(content)FAY AT A (process)FA Aol U o
AAZ 2 o) B A= o: & ZoZ REHIE oA AuHez ARPFAH A sigtn & #
1.2 9 (Mintzberg & Quinn, 1996; FAIF, 2002), ol A& A AT Arpatel] A} =@t}

AIEXIEA 23, O, Haie) 3Hof fet A 71



1990). 4 EA L #49 ¥yt AAste 739 AgaUd e FHstn olsss Yo
a2 71gel #AFH ALl Qo] AP HYEE ZEE HFoZN A FAHQ
93-2 n] Atk (Bourgeois & Eisenhardt, 1988; Capon et al., 1994; Eisenhardt, 1989;
Grant, 1995).

EZYold HFE HYd o MAHoI HAFYUEL ZEdn HE YL BMe
AAste A& DRcH(Eisenhardt, 1989; Fredrickson, 1983). thoFd Aot s =& &:
Ao XBAHYL ESdte Hrig B 2 dig AgsisAel HUHA oy
HAAYty Hd HA5AHE ¥ Fd(Schweiger et al., 1986). olad =AHd] 2lad
4RE Ao X 430y FAHA A 4597 E FAHE AZHAHMcKee
et al., 1990).

opA G AT g gjet FEE vHARAZEY EUE olF& vlAY #d #HAgT
Z2A2~, 2, Z1go] i A& 88 2uldttd(Bharadwaj et al., 1993; Day.
1994). wAG Aol Froh WA MuFEx, BASALE, 53 949 22 A"
Fast g8 & gle AYE £33, dF(capabilities)ol® 7pAAZEF  mAMp A,
A, AFANE T34 2L AN 8 FHE uj@dch(Day, 1994). HAE AT ko)
A Zdx, 53 dds Fie AP P Az ¢4 Addd FAHoz A4y
o2 AL ArH(Bharadwaj et al., 1993; Day, 1994).

|- PAZG EF FES MSMEoOl drh AA =AE giEsn lon, duhyg B
2338 - 23532 YdEstE Jdebdth(Ayers et al., 1997; Miller, 1987). Agke Az Aol
AL A E dIT 7IFER TAHE olEu AFAYL 9 7% EFol YAsy, olE
g3 AA 2309 71538 - FAA Fdi7k 23 cH(Menon et al., 1999). ojj@ AF
AAET AFNEY AHE FHANE o 75 - FAY FF A=E AFAH FAHHQA
FEL F o2 AT & Ath(Avers et al., 1997; Olson et al., 1995).

YAI2EFHLE AFEFEAAAA Y FAH - uFAF  JAlAEY BAn xS
o v} g th(Bonoma, 1985; Miller, 1987). %29 JAlAF L ATFo] ALA ojgsE= AL
WAL AEFdYel YL ADnFosH AF Ao I AFL ok AL %Y
FAH0l AGAdFe} FAHAHA 4L FoE F& g 42 AFAA Y& AH(Kohli &
Jaworski, 1990; Narver & Slater, 1990).

FoEgo gigt Fge HEE A dido AFY FAHLESo Fgsn AUs=
AEE U@t (Wooldridge & Floyd, 1989). Freojgt oAUz= gAlAR Ao} st
TE9 olAE FH JAEAC o BHUAE FA2ANNIT FAE AFANY F don
W2 BAH qe@AY ZdF i) 288HE AL F4Fo2H A Ago Yag
718 4 JUA shFH(laquinto & Fredrickson, 1997). & #HoxZo] dlgk 2L A
He Z A9 x¥ox, dgF ERo oiF dA#H A== AZFAHY FAHQ
BAE Fevdn 438 + .

A EYL vARAGEE FT78E do HAY £39 A", AR, AL ¥PIE AL
L@ rh(Ramanujan et al., 1986). AFL 4AY Ao FYL Filg APg=g),
Agol 713 BEF AYo Rolxu, Aoy A AAL Fasith AT )
AYEREY Yo A= 497t g7lE stA)%H(Ramanujan et al., 1986), A
SAHA 4FE& st Uch(Day, 1983).

ool A i upeh o] viAYALAFNME FAHsE A 22EL 7P Ao

72 UROAYAE H5H 18



ZAH 4L F F YL Ao g F glon, AFHA dFAME ol #AE
A Z 5 A th(Menon et al., 1999).

2.2.3 oA AL MSM) Jld o) A

Menon $(1999)2 71gA kot o] AdwtAel 8 4 (Boyd & Reuning-Elliott, 1998; Hart &
Banbury, 1994; Wernerfelt, 1984)& FA o viAIg AFHHE Ao - FHsYon), AF
£ Al guiy tord oiA" AN G828 BRIE7HE nH oA uhAg A HY
AEHA 842 v, ay olEo| ALEE miAEAS AP AT FEE(D
ZAAL dul e A A, @ AAE AL, @ F HE AFAAY R, @ nAMu
daxol B3 G BAE= ojnjx &, ® 7|E AT AN, © 4FY FEALH &,
£E%0) g BEE FAY 8, @ EF Ao dF A AF, © A HZ 0|49
F1 g2 AE, @ 27t ARAZE FF A @ A ARANEE 3E EA G
vlAlE 7193 dal)ol viAg A EQE dvhy # B devtges FedMe ¥
742 A EE A7E 5 Ut

HA wA YA ko] P FEEo] AEFAH U@ (Capon et al., 1994; Kotler,
1997; Venkatraman, 1989)& Za{stxm gE7tel @3 oFojtt, o] FHREL nARAH
S A 3 AEARS A7 AR AP FFE A FAstz Ao, 23y
olgg HIL HTFH AP #AHAM B o FAJF €. oHd A2 F AR
2% ERAZozd FEF A7 gl dFHIL o A FAA H2¥ F s
713819 Aol BASEE AgoAgt Mg Aozt & 5 Ao, weEkA RE FHA
Hgd 4 Ye vAG AN dF FEES Ho - FHstE A FHHn HE F A

T WAz oAgAAT Ao g J1E b B gFoitk. FARAGE @e
AAe] FA, fEDO dig SAY Fr 59 A ARG 9FE AGUAA FA
Rosts YEe <dn AU}, dE B0 JFAFY A4 AL FIY ARE g8#H:E
Hol 9l7] WEd AR L AL FAEE Aol wEA fFEAAE WS
Aolth(Monroe & Krishnan, 1985). & ZAAAF di¥] W& 714& Edig & ZFA¢H9
grgle] uiAg AR HAEJ 4 & Y. vAtAR #8899 A¢E FAERGe
Az EYe BF A71AHA #AY FHol HL FTEY AATHY € 2 #
2 tH(Dwyer & Oh, 1988: Morgan & Hunt, 1994).

A dAE oAYAY 289 A8A4E doiy ndn deAd dE 9Eolt. Menon
£(1999)& AFAINE L F1 - BEZH| L9 &S ZZRSFADG. 2 ZA71H AR
gxo| A&dE vAGANY AFe AHYLE BE ASA(d 1 ¥ AP BIA=EE
AHoz AL uiAY HRL HEHEL AAS Ade HoAM FAPAdE] FL
Fx - gxuge ANEL FxeE HEL FAolth(Narver & Slater, 1990).
Fa - gEno Fde VY AFEL Fu - HFu9 dEFsF FHE o CHAY
ALg Lo A&7 5L AANGD YTEAE, 1994). wekd BEd] BPAERG
2o Ty @EuE AssicE ATvoz: YUY viAIGAAR e FEE
=A57E oy

olwrol © Menon %(1999)& 7IdAZF oA QYA ZFoA ZFAFHA Y59 Fi3
gfvoz 481 dE FALEFL FA8A ¢ dvds EAFE JHEIFR Yo
(Becker & Homburg, 1999; Boyd & Reuning-Elliott, 1998; Kotler, 1977, 1997).

AZRIEY 23 oEN, YN Ao st HF T3



oy FAFEES YT o rARKAFAAITEd FHE M= G A
IHY F4S wEsts MY xHo] Basith. WA & AFE Hooley 5(1999)3 Kotler
(1977, 1997)°)) 7]utato] wiAlg Aol FAHQ HFe] NAr|E A4S st ARAY
vhAIG A AA(STP) 3 2o W viAlgd o] siFate 4P Y29 YA wgs] Fojo}
&, 282 EEAFY PFE AT AL EAREE EFAASF FE AT
ojgid Ad HFE M2 G A" 8¢ dA sHARASE FH AYHH ol
ARG A AT A=E SHFeEH JUdEE FolF @R nARASREY
Egzoz npARAFHAY Y £ vnE Tt st AL FEE (<Y > Fx).

<3¥ 3> & d79 AR AR AEE

JEA R 0 5
(Mlc?oncl L LR, =3 "'s’dgl’ 2, Feedback ?
1999) /S =

2.2.4 AR ASEHY G 3

2 d7e vHBASAREE AFEY, A dUEE: - F3UtE 58 Agde,
Ads oAGAFAASIP), 7% FAT B , 94T, BRE:, AYEY,
AP yx), FAZ FAHY dd9 TZHN2Z A o319t (Becker & Homburg, 1998;
Kotler, 1997; Menon et al., 1999).

7t @42 U - 9% A% AAHY nyE T AF9 #4HFE Al (Capon et
al., 1994; Venkatraman, 1989), &#ZAQ UiAH71E T3 HFHY Hekdiel M=eE9)
A3 (McKee et al., 1990), AlZ@3}o] izt ols] #F& F& HAY AF N5
Azt 4P 92 APuako] A Al(Kotler, 1997), HFA& A} 9 Fo z7] wA(Olson et
al., 1995), ALY A HEY 9L zAHH F(Moorman & Miner, 1998; Slater &
Narver, 1995), SJAMAA izt B&AA #Z4a 2 FARAFY HX(laquinto &
Fredrickson, 1997), M=ol B ad 3, Alzt, 159 % ¥(Ramanujan et al., 1986),
EFuN9 8FFZ(Kotler, 1997), EEXFH HF T (Bartol & Martin, 1998)E E3)
Ao FAAA & VA= Aoz WA F oAYAER A F£Fo| Erhe AL
W -8 @A e AAH o E nRoE niAYg ALY ojd HHte] Mz
A34A - a&HQ do] e 9wt Aok, old uwi) ciAYAFR Y] £
st Art F99 F A& Rolghn dF3),

3l
A

7Hd 2 : AR A AR Y] L A THHA 4FL & Aol
2.3 NBALH oo} vpAR AT B0 B AT

2.3.171& 47 02

74 AP H52 13



Z3to} AFozA uiAg QAEL FHHU BN ojslEH T & ATE F(Hooley
et al., 1999; Kotler, 1977; Morgan & Strong, 1998; Ruekert, 1992; Slater & Narver,
1996), 7% dEAHQA  dAF2E  Kotler (197709 wAIR A4 (marketing
effectiveness)o] @& AT Hooley S(1999)9) vl < F(marketing capabilities)ol
B A 2do] B AFE S F Y. viAY AT B AT AAE Kotler
(1977)0ltk. W2 HAHoz Hdsm YAE FAY Kotlers FHHeE vHAE
AL “719 ulAE ol#)9t A8 ZE A (whether an organization understands and
practices marketing-and if so, how well; Kotler, 1977, p.67)" 2 R ol8i o] & =23 %
$ x AFEES AN viAY ZFAol thE Kotlerd Aot ZAAEE HF
Aae 2GR AdRAE gaAy T ge T T 7z dAe AT, 3%
Ao uAY AL EFFAA #BFAAM zsm ke HeM BE AT
AR gByg T We AXE ol gri(Appiah-Adu, 1999 Norburn et al., 1990; Sin &
Tse, 2000; Yoon & Kim, 1999).

a8y oA AgAd B3 ATE L AR HE hEAE MR Adelgs A=
E78n 28 FARSS AT . ¢4 oiA" angidel EHE e FATEE
o] Mde Az =A&L et B FAS £ F AP, Kotlere F15749
ojolatol A EE  ojfstd @ 1AM (customer philosophy), @ FFHvAIBZA
(integrated marketing organization), @ ZAHE& viAlY A H(adequate marketing
information), @ WA A A (strategic orientation), ® &% &&A (operational
efficiency)ol #%, =, 3o AFAde, nA" FE& FTEHoz FHsnA
AZEAY. 28 ogdd NTE uAg Az A% A WE FHsuA & 279
Axgtes HoM A ong ol F o}, o] FEFo| nAGAF Aie A=
233 estets Ho dsiME gFo E. dE Sof AFAFH 3 AL AR

o) FETS ZAs Y, AF] AL E AR AFH AFAojy wAR A 4
ZAHE H o, od d&d 7Y AR A FES AdE FHgE AL

E Aoz wuddg,

WAz olAY AdAde B3 Y, AF Qe vAE 2488 FESE UA
g0 wel olse BAE AT UA %t wEA wAR &g o 74
2 dz2d = dXT, 4 Agd vpAY 823 BA F3 & T AL EF9

A £25371= olfoh. oo ¥ AFE vAg IR FALAT BA 4R
238 239 nAgAFH Aaiete] BAE AAHCZ v uA Fof.

#3 oAgAF] AZEH 2do #F AF(Hooley et al., 1999)& wHAIEE F3h,
Ak Ao Yo olshd AL AL Webster (1993, 1995)¢] E& 7|t o,
o] A 7lx AY¥E uAEAEZL ZFan Ao #AE FHHAG. w2 o
A7 oA"Y AP #BE AFEHAE gy vALAFE TS AYE 228
gAagoz Hodn Z 849 AFE nFF AT #AZ ¥ & U, Hooley
£(1999)¢ AYEAH @A 7NEo nARAF AU F MY A8+ FHEAMY
upAlg e AR YFNA B o ERsn AfuAV 23 AdE o gz 3
QAS9 Aol HAeAde) wAgazd AT APLARTD o & FPA2LE2AM9
AAYe pegn FAsA. wex AZFAFHA Be vpARdZFeY dEHd
Aol o WAHEA 4BE Holzt: e AAST. wEkM olge dTFE wAH

AZXIEE 23, 0N il 2o HE A7 T5



el A A4 FUAL BHAA odl - FHan Aot FAE FAAGE FojA
Aae gost dget.

a9 Hooley $(1999)9) @7 =@ ¥ 74 @48 WESL Aok A o)se
AFAH Agd ZYYEse EEHTA WM BAE ANz g, M

A A Fe A$, Narvers}d Slater (1990)9) FEE Aoz AZAFHL 23g
AostEM S L YFAH g4 2= FAE S EA £ H(Homburg & Pflesser,
2000). HEH 842 ST AFANFH Fae viAGASY PP og FEYT) oY)
HE AFAGFH £t Fog Bgste SAANE vld) didE AFAGH A7,
T, 94 FAE neEste Aol HFAsch(Harris, 1998). ¥ ©E EAHL
ctAY e Eol g SHNA FHAET. Hooley F(1999)2 niAIgASESZ S A ,
Mulz ZHFelgke Al 7R A4 AdAEY ZXNH AEE SFHEYEd o=

AR Y A3E SAE ZoA HAHo Y Ulfd dF ZFL ojrd. Ao A9
nARSESE SFAsled oARAEE] sY"Hn dYgded doE QAE 5ES
A 8HEA (Menon et al., 1999), s1F 7Ido] A A3 I 7o) M AL § 37t
HYEE A= Aol o wEAF H2Y Holth(Miles & Snow 1978; Morgan & Strong
1998; Venkatraman, 1989). ¥H A&E& 537 Astd Hooley 5(1999) Day (1994)2]
AR EFE 23H P AMEES. ey HE Ago] i 2L ol A
Bk oyt 2T L AYYPF ¥ 34 5L ¥FstE Aol W EH(Menon et al.,
1999; Noble & Mokwa, 1999).

Yol7t Hooley 5(1999)¢] dF& 2AAL 4 Mdste wge nALdRe Z
L4(F3, AF, As) At @AY ol viAYALLE FAI= Z AUy
8230 BAIE nAFoZHN FolE F 9ot AFAA viAYAF 2 @AV Ao
oA FHAA dFHL FESHARA T, ol Ao FHL mAHA dsier. Y
Ao B Y& APATFEL Aol E39 AFrolg usE AL AAEn
Ah(Bigne et al., 2000; Morgan & Strong, 1998; Ruekert, 1992). Wa}a B e
NEA Roe FAYT HRE AEsn, oA"EAF A% BAS F¥oz
ABEo2H otAYAYF asxst ANzt BAE B FA8A FHs A S}

232 ANZAEY 3, opAgAFR Y P

AARY B2 vigAd A4 E 9RE7) HME ol HozE sgAn
g4ol A7 AFAFAHQ] €53 Yo 718 - Yoo} 39 (Morgan & Strong,
1998), ol ¢ T2 M2E AF+IL T3 A FcH(Slater & Narver, 1993, 1995). =
ARAZEE AR, AR, 71 BAL2RE JRE S - Anstn BB
TZE 7 dgdes %L FUse B2 B d(Kohli & Jaworski, 1990; Narver &
Slater, 1990), ML o @ E3te ugoA H5E A ARE FMsn, 4
T HHY APAFYL L =532, o8 MY ERHoz AYo ZrE HYozw B
4 9lch(Baker & Sinkula, 1999; Hurley & Hult, 1998; Menon et al., 1999; Noble & Mokwa,
1999; Sinkuta, 1994; Sinkula, Baker, & Noordewier, 1997; Slater & Narver, 1995).
ez AF £ 49 FAF LS AFANFH 371 AddTde) 2HHoT ALY 5
UEE FeldF= HAHo]h(Day, 1994; Slater and Narver, 1993). wrabAl o}zjie} e
7HdE 4R AFsnA o,
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4 3 ARAEA e sASASRYE Fo 43l 3L 9FE 92 Aol
3. 78

3.1 TE F&3 28 £33

2 a7 EE ZQe ¢ AgAuAY QA Bl £EI Aol L@
AdE 2 P27 JQFLY PETE 1P BUEEFEE eI A T1dE
AAEAT. & 1209 AAE ZAARAo 2 AAREE o] VQENA ATEHE €YD
dEzabe] @ §2E FiE AN THAAT. 2 F, AU AFARg AeEAl
o3 oJAlE #ldE AHEHI ool MEZRA ¥ AE W VA
TE® ZAQ0] HEAN HAZAE AANHUT. F 120/ FAARE V1 F 11379
slgdo] ZAbe]l $@on], o F gFHulfol BAAY 3709 HEANE AAT 110749
AER 7L HF EA4e g8

3.2 ¥ 53

3.2.1 NZAHA £

Qe ANFAEGd HESE PEHY HEQY Narverst Slater (1990)9 Az}
Kohli$} Jaworski (1990)2] 748 wols<l 353 @A HEolth(Homburg & Pflesser,
2000). B A7 F3o] Ul MAHY MNdH 12 (Deshpande & Webster, 1989: Schein,
1992; Trice & Beyer. 1993)& vlg oz Egaxe AZANFHE MEA sty 5AE
Homburg®t Pflesser (2000)¢] HE & Atgstal AFAYH 35 Z24890°. (B2
ERYE> F=2).

3.2.2 npAIRAFHA

B A= nARAFe $93 28 TG oAPASHAFPF A dAEA
agAg A Ao et SR, ol8d ndH A7/ 4NN =dsuRol.
aAgASGHe RN, T3, AEd ALAHESP), 7% - FHL R, LT,
gors 2ZYx, Ad BYE, AHAFUP U2 @89 FHAY), A L4ER
FA 5] 2l th(Becker & Homburg, 1999; Boyd & Reuning-Elliott, 1998; Menon et al., 1996) .
RN XBY. oK dF Bx, 7% FAL FE JdARE, ¥exF
2% A9 E2YEE Menon £(1999)9 TN AgE HEZE o8I eH,
AP (STP), AdB@P U= @89 4L Kotler (1977, 1997)9%F YoonH Kim

2 A @ge B@ 32 ol ARy REAU] A Fsie}(Homburg & Pflesser, 2000, ). £33
Hol7t Y5 APHRoz L¢ax Fevhs W& n2sted(Deshpande & Webster, 1989; Hatch, 1993; Schein,
1992) ® A3 @87 Atk
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(1999)9} HEZE o8&, FAE Becker® Homburg (1999)9) HEE A}gstodct

(<¥E : 23YE> 32).

32347 2 B4 v

AIe NFHETE B4t 545 UAcHHomburg & Pflesser, 2000). A FAw=
719 wtAR EF9 aRHo= Ao H o (Homburg & Pflesser, 2000; Irving, 1995),
A vugd aAVEE oY) ALK, uAKR, nASR, o2dLE,
SEAFARE 24ER FAEJAY.

2 d7dM AR dAlc G APAFTEY Ao xSHol gt watM B
ATAM HAE BAIEC] ol d JPAF] G2 WA FlE AYHE=XE F23)
Ast AFAFH F39 vAYAFY FQ HAYATFE Fndo FHAWARL
TAYRSE 4% - 589,

4 £4 2 &3

4.1 JFAH &Y

SAYEEY WA dB4Yo] rxsd AHxE Y EAXNA 288 g5
A5 (Churchill, 1979)8 ol 438l] B AFolX 23 JZE9 NHLE A28 A7, =
A7 AIEL <E I Zo] BEF a o] 0.7 olFoF 71F oj4e AL sxm
Ae Ao F vebtch(Nunnally, 1970).

<E > AEE 2Nds

304 49 a £330 ERYE a
T &

7+ o 17 0.91 BN ESS 2 0.84
R 17 0.94 LIRS 2 0.84
AAAH Fx 14 0.85 A EQ 3 0.82
e 5 0.90 AYa s 10 0.90
a4 3 0.88 A 4 0.82
ek 6 0.91 83394 4 0.79
%5 - #A3 5% 3 0.89 A A4 3} 6 0.89

4.2 B34 A

(content or face validity)d}

2 A7 A8E SRAEA aY Bede YEEIy
Atk HEZHSA), 47D 2D

NFelFA (construct validity) 22 Uyo] AEs
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e

AYAFT YL S #Udd o & dFAA dFE= MEES
WEEIRA L 233 ge Aoz vy, Mded4de FF33 2A¥A (confirmatory
factor analy is)g AHgstd  AZ&AGD. FAFEEC FFHstnx st MNdH
AB@A dod o sMdaE FBEA EQA gede S FFE] A
g34 301‘“—1% oo 2AETY FHPeFdY P L 53Ut (Bagozzi & Vi,
1988; Gerbing & Anderson, 1988). &3z goBM AN A FH F39 vAdAH
WaE0 RE A4So] 989 en(t > 2.00) E2 £5 ndF AFPE A5t NEE
Asstn YoJ(CFI > 0.9), £ dAFolA #83 24 HEEo HAY & MNIe34E
Frsn Je&e BAFAH<aE 49 <aY 5> FF). EY AZAFH AH,
NAAGH 78, ARANFH A94FHe wEEFA did FIHA FHAME
AuAsd EELA(SE)Y BZ $,70.36 (SE=0.09), $=0.55 (SE=0.11), ¢ 13=0.37
(SE=0.09)2 uJebtch. webA oo A7 £2SE)Hlol 10] X o] YA gomg 74
MIEZY BHERAH S A" + AU

437 sl AgY AESL

mln fo 4

<3 4 837 2ARHESH  AFANYY B3

A, = 1.00 (t = na) SN X, A

A, = 1.96 (t=4.67) | BE/REE X, A

Ay = 1.85 (t = 4.53) ANLE Xy

A, = 1.24 (t=4.91) BE/AY X, Ay

As = 0.91 (t = 3.21) =Y X, : NGRS

Ag = 1.58 (t=4.49) [Js/2HVB X, 4G

A, = 2.04 (t = 4.76) Bol2t X,

Ag = 2.15 (t = 4.76) NRAES Xy 8 ¥, A0.43(t=4.68)
Ag = 1.00 (t = na) SN X ]

Ao=150 (=515 H&/FHL X, 2

Ay = 1.40 (t = 5.03) ANLE X,

Ny = 1.27 (t=5.06) | BE/AE X, A NBREE NEBT 8
Mg =1.19 (t=5.01) NEYEN '
Mg =127 (t=495) PDis/S A28 X, , 4 ¥ ,, = 0.59(t=4.98)
Ayg = 1.32 (t = 5.08) Mol X, o

Aig=1.18 (t = 4.98) ERAEZE X

A,; = 1.00 (t = na) HBXE Xy, Ay

Mg =089 (t=440)| 8a/Q04d X, A Y {4 = 0.54(t=4.85)
Mo =150 (1=537) [ olAA® x, A NET g

Apo =154 (t=540) BE/2Z X, s R,

Ay = 0.99 (t = 4.54) MEH X, A

Rpp = 0.32(t=199) 51 s/m yoreia x,, (472

oY =g K4 x2=325.46(df=201, p=0.00), GFI=0.80, RMR=0.088, CFI=0.91
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<19 5 #33 aq¥4Az

D upA R A

A, =1.00 (t = na) ABEA X, A

A, =1.12(t=18.79) ZEA X,

Ay=1.08 (=452 STPE2ME X,

Ay =127 (t=489) [Js/2BHNAEE X, AR K8
Ag =1.17 (t = 3.21) AALE X JbXIR g,
Ae=1.35(t=4.49) [ soca x,

A, =110(t=875] XY X,

Ag=1.04(t=4.76)| _a#24 x, :

Ao = 0.92 (t = 4.76) 21 X, A

28 Mg X=: x?2=53.39(df=27, p=0.00), GFI=0.88, RMR=0.040, CFI=0.96

4.3 7Hd ENZ 3

AT opdt e 2709 FAAC dig 2L T o]FoAzd. FAY(1Y
EAZGE 7HL, 2, 39 AFd 28FHAoH, A4 ¥4AHE MY 39 AZ
2EHT. IARHEAE <E 29 P

(D AFAET = a + B ARAFH £3t + B, wpAGAERA +
By NBARH Feh3RAWA + B, AR AT A+ A AN + ¢

) viABAFAAY = o + B, AAANYGY £5 + ¢

NEAGH e AFd FHAL AL F AoyeE M 12 AZEHY] 96
FAEN(DE AN dn, NFAFY ZidEs ARAEF f948 4P F= oz
gz, wieAsh g9 @olden, #FIHATHB = 329, p<0.01). wehA
AAGH B&7 Aot FAHY 4L vjA Aoz 4§ sMd 12 AAHU.

sHAR AR FEH YAt FAHH BAE FAE 14 28 AZH7] 98
FARA(DE 2AsAT. ALY A5 nAgAZHAY 9 veAFE g golgon,
TR B = 458, p<0.01). wA wiAEHAEFHRAo] Huto] ZAHHQA 4L uja
Aoz H4F& 7H4d 27 AAH/UG.

AZAZH E37h ohARAFRAH L 53 Ao HAA Qg2 A Aoz =3
7Hd 38 AFEY] A8 A2EANE HdAEATH(Bollen, 1989: Moorman et al., 1996).

AzRHe AAADI AAA@ AATE BEo] FPSAG. Y 3004
AFdn P NFAFH 2R cALRAAARE TU Adole YA Age
shARARRl B AFAGA B dEAS0.800% AT B

AR AR A o] HEIASF(0.458)8 FFoEHN £58 5 Ut o9 e AYL £
8 ARAYH £39 AZAT oigd FHEAE 0.368(= Bamguagyeagaenys
(0.804) X Buysteoinguany (0.458))olAct. welr A Az &3 F57} olagd A=y e
A Aol DR 4gE vjF Aol M4 3= A HAc}.
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AARNE S8 AZNFH 23vt opALAFRR FA¥ FFE A& R
goggen, o Edz AIZANFY Eirt oALALHAAE FA A A=
FAAQY gae =ZaAct. 2y o] Azwoe AFAFH EIHV oW AAHL
£5a nARASHG5EFo| Feg vAeAE FHE7] oAt oo we} AFAFA
2o nARASFRY A 2479 BAE BHSACG. o F A& AFAGH 7HAw,
#9949 FAE EYESFZ, uAYASAYY A QLEL FHAFE F AW
g ARAe ANHAY. dARA As, AFAFH EHarEL vHAZAARA Y
FAQASY P2 Solg FAHY dFL Fe Ao vt oW AFAFH FEe
lAgAERA Y BE Ao, A9A FAE TFAH TAE AYF ZE 32 FAT
e = wel AAXFGH A FAEET 4P Uz AP FoF dFE Fe
Aoz vHAL. ol T Anrt YEIY olf2E MNPl AFE F&F A AA
HEsdelo] FPFe F= F4HEL AEQ 9w wARASRA L opALAHEY FHAY
Agolagts FAHY Adolzt: AP F£F Aols: AR F Uen od wE 2
A et detode A, Frider BAE Ay opAGAHHAC A
A we dge o wadsio] Yl bl EoH(Bau-sae = 804 Baana
yaexa = -218).

olrlmtoz @7 AWAolgt: EAASe AL oty st ARl i@
NAASGH 23, olAg ARy A3 3R LaRE FASHNUT. 4 2,
$AAMAo] HolASE Aol WP AFANFH oo dFAL FadhE WA(B = -
240, p<0.1), Aol Wi oAYAFHAY Y JFHL Frske AQR(p = 268,
p<0.05) UEbRTH ola@ RMAFE Aol digd AFXFAHY dFol @RHAWA
xold42 ok E v (Slater & Narver, 1994), Aol ol viARAH] QFFL
gAANAo]l Fo}A4E BHAct=(Menon et al., 1996) 7I&9 AFAAG dAsn

o)
AR

<E 2> 3|AEN A7

EPuF KA
oA Y A a3 A A =%
NZAGH E3 0.804™ 0.329"
oA Y Ay - 0.458""
AN AR GH Z+8R A4 - -0.240°
opAlE g Y« B A3 A AN - 0.268"
r 0.647 0.590
Fat 188.95 36.84
Significance of F 0.000 0.000

* p<0.1, ** p<0.05, *** p<0.01.
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5. 28 4 E9

5.1 d72ae 99

2 A72%E MNBAYH 3 (Homburg & Pflesser, 2000)9 o}AE A2k 74 (Menon et
al., 1999)o] #% dHEAHA A7EH H2HPE o, £ A7 28 4485 weA;
SHolA FFE E&E EAFT A dA Homburg} Pflesser (2000)E A=) a3
THE TAHLAERS AFHA Fx2 AYsa Y dY.AY ANFAFH Euio
Aol %S Fodxn B v, B dATE Hatch (1993)0] 7wtated AR ey 232
TALEELY AFHA FEAEor Hgsm, HAAl 8250 EFHA sdozi
Aol FFE nAva s, ® d7e =93 Homburg®t Pflesser (2000)2)
249g Hlust7] 948t Homburg®d Pflesser(2000)9] Edg dAstd 2 dAFs 73
A5E AARAEAT. 2 BH, AFANFH E39 FAHLAEL AFH FrEL
ANl shsstd, AFAFH FFE e Fo¥ AFL vAE oz PIHAHLGG,
2t Homburg9} Pflesser (2000)el <3 HAF 3AFHNM AFAFY F3= Ao
27. 1905 HABE WY, E A7 29 48.7%8 HF&AT}.

£ B AdFe o9 AR FAHQ A0 W Menon $(1999)9] =4 Exe
AHa oo i QMG ANEFHAC. oL vAYAFAANL 714 A (corporate
strategy) Q228 FAHo2 Jdsstn, wAYAZEY 54 Bde Y 137179
stAR A FA A L XFNHT. Ty olEo] A4E tAEER ZAYPEse
Ay dayd, vABAde BEAH €4 59 BHAA B 9 7H9 viAEALHA
TEE AW WEEHBAHO) REF Ao BdaAt. oo ¥ AFE Menon 59
ARG EF g AR AFEH o2 SIP, uiARAYLAZAY 4P vlio TR
B8, BALTS ERANA ALY ASRYMM S NdFdstn EFHYG. gepy 2
A7 293} Menon F(1999)9 =d wiuE oiAYAEAH QL9 /MEdH LAy
EAsts SHAA U7t Qo 24 A3} Menon 5(1999)9 AFEY AA $odd ot
2o A (0.469 > 0.283)% WE}ASFY] A7)(B ygemnguany © 0.542 > 0.352)F
AAd o & 2do] A wAGASFAY Mot v gldm HzE)

olfE FAHA AFAe EAol9olx B d3E 1 U AdAcz fyy dF
FAEE TR nFF 497t AUt F NAFAFH Este) oAGALRA S Egso
AR A Zol e F2E EAsta, Yoo A dFY FFL FHUGE oy 2
AT odE 2 £ Ut B ATE ANFAY Ese olAHAFS 799
AR AFE TAAE Adoz AT, dolrt Bd mgel swaled A g
37t HARAFEAAE FABE)SFE BAE AU, = opAGAFe AP g
TE7F FAHA vAY 2gEFoR dAF slol A FARY wWEs AAHI=
AL FAddE L PFEAY, 53], @744 ugo] golASE oA Y et o)
QT HFo] FAETE FE BYY. AX B A7 F9 FIL NFANYHY Fio
AR AERR BF7F GREA] FaME S48 4o 2L sldEr) odgE Hojg,
S 7140l uARGF Ang T AFHRE AN YA AR GH F3ol
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Ed 9ol 4% vARASFHA L ol Psfof gk AEAE F A,
5.2. 479 ¥AR L FF AFYY

2 d7e z2AE5 BHAAN AFAFHE oA AFAdstz, olAqF AFAFAEH
Aete] AN dolx viAEASHAYY s A¥E FHEANG. AR oY@
BAE dFHUY, B A7 T3 € 7hA FAFES AR A

A ZAY A #AE & 5 A & A7 g2 ?HTHIEL g FAGAAA

Bo 29xzRy $@L FakE Aol ur#zsuh(Kohii et al., 1993). 23y &
AFoA BE $HAe] 82 ul$ AFHATH. Mo E8E F 110719 EE T
By $9A8 4% A% 2070 AR gtk EE o EEd HAFdHe 2070
ZAMG 99 UmA ZAGERE EP§H $9dn0e $AAHL FRIHAAT, AA
FES Ao B4 38 JHEx £8 A £ A79 @A FY.

T e NAAEgY 23FAH4849 Hoo @3 FAIE AAY 4 A9, A FH
AN GH £ AR SHFEEY A FdY¥ez gIE/} 5 £ dye,
FALATY Au@A dax F& FEol #EHJYGD. T #BARL 4=
ARAFN B4 YE AFATY £39 HIE Y 7S HEdHe AN
227t e 280 YL L AAGY. FF AR Fu @ o HFE ARAGFH
38 Mddste Aol vgAE Ao},

A AAZ B dFE I zAMAR J12E FAE HAD Jvk. FEAHJA A5
o8 B d7oM 7HE BAE FUdse FF o] Qs

olgi3 FAIANES FEstHs FF IF P& A% Holok AW E e Fa
BF dAFwEe Az #BI FEolg, B AVHA wAEEEFY ARE FHE
A1 A7) 9 A4 (market-based  asset; Srivastava et al., 1998; ©o|3ta - <, 2000),
BA= A Keller, 1998), = & H(Blattberg et al., 2001; Gupta et al., 2002;
Rust et al., 2001)2 AFAF2 o B dFdA & AZAFH 3%
vtAg AeFA A o] JFe AFEE dFxY L o XV & AolH.
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