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(Leuthesser, 1997)
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) 3 (disclosing)

(4) (frequency)
5) (richness)
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4.
(Smith and Barclay, 1997)
1-5
5.
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1. 0.5741
2. 0.5586
3. 0.7071
4. 0.7571
5. 0.7897
6. 0.5392
7. 0.5219
8. 0.6591
9. 0.1064
10. 0.4270
11. 0.5314
12. 0.7440
13 0.2587
14. 0.7948
15. 0.7841
16. 0.7126
17. 0.2866
18. 0.5488
19. 0.7141
20. 0.6934
21. 0.6464
22. 0.5753
23. 0.5686
24. 0.6674
25. 0.5107
26. 0.4339
27. 0.7727
28. 0.8185
29. 0.7529
30. 0.7280
4.6645|4.6066|4.3486|3.5920(2.7358(2.4016
0.1554|0.1535(0.1449|0.1197(0.0911|0.0800

74.46%
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2. 0.5853
3. 0.6789
4. 0.6851
5. 0.7007
6. 0.4305
7. 0.3852
8. 0.6988
9. 0.2921
10. 0.6646
11. 0.6677
12. 0.8616
13 0.4334
14, 0.6592
15. 0.7095
16. 0.6461
17. 0.4072
18. 0.6164
19. 0.6250
20. 0.7528
21. 0.6540
22. 0.5771
23. 0.6786
24, 0.6402
25. 0.7877
26. 0.7556
27. 0.6877
28. 0.7437
29. 0.8242
30. 0.7736
4.2667|4.1502|4.0177|3.8433|3.8274/3.7762
0.1422|0.1383|0.1339(0.1281|0.1275|0.1258

79.58%
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(
059 | 069 | 434 | 387 |16.7% | 14.9%
0.56 | 0.58
0.72 | 0.69
0.76 | 0.68
0.82 | 0.76
0.56 | 0.42
0.69 | 0.67
057 | 065 | 209 | 320 | 8.1% | 12.3%
0.77 | 0.88
051 | 0.66
0.80 | 0.67 | 353 | 2.78 |13.6% | 10.7%
077 | 0.71
0.75 | 0.65
054 | 064 | 239 | 360 | 9.2% | 13.9%
0.71 | 0.65
0.72 | 0.77
0.62 | 0.67
0.69 | 057 | 352 | 3.68 |135% | 14.2%
0.69 | 0.66
0.72 | 0.63
0.63 | 0.79
051 | 0.76
0.80 | 0.70 | 3.87 | 4.00 |14.9% | 15.4%
0.80 | 0.75
0.73 | 083
0.74 | 0.77
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Cronbach’'s o 0.80

Cronbach’sa

8 7 0.93 0.92

4 3 0.84 0.87

5 3 0.90 0.92

4 4 0.83 0.93

5 5 0.91 0.94

4 4 0.89 0.92
7.74 1.12 5.89 1.41
7.67 1.07 5.50 1.20
7.62 1.15 5.68 1.40
8.20 0.99 6.46 1.53
7.70 1.04 5.99 1.33
7.95 1.11 6.27 1.54
7.39 1.22 5.73 1.34
7.82 1.02 7.27 1.58
7.92 0.95 7.44 1.44
7.90 1.05 7.25 1.55
7.78 1.12 7.19 1.70
7.58 1.01 6.96 1.56
7.94 0.93 7.49 1.59

9 8 7
4 3 2 1
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) (t(L):34.99, p<0.001 t(s):8.45, p<0001)

(t=17.39,
p<0.001)
1-1 1-7
(
t)=29.79, p<0.001 t5=4.96, p<0.001 t)=23.60, p<0.001 t=4.17,
p<0.001 t1,=27.09, p<0.001 t=7.00, p<0.001
t1,=35.58, p<0.001 t=10.32, p<0.001 t,=31.27, p<0.001 t=8.15,
p<0.001 t,=30.54, p<0.001 t=9.13, p<0.001
t)=22.92, p<0.001 t=5.99, p<0.001)
( t=19.39, p<0.001
t=15.39, p<0.001 t=14.03, p<0.001 t=14.21,
p<0.001 t=14.48, p<0.001 t=14.01, p<0.001
t=13.75, p<0.001) 11 1-7
2
(
) (t)=31.73, p<0.001 t=15.23, p<0.001)
(t=-3.61,
p<0.001)
2-1 2-5
(
t,=30.13, p<0.001 t=16.67, p<0.001 t)=27.29, p<0.001
t=14.30, p<0.001 t)=24.47, p<0.001 t=12.68, p<0.001
t)=25.17, p<0.001 t=12.36, p<0.001 t,=31.00, p<0.001

t=15.47, p<0.001)
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( t=-3.06, p<0.01 t=-4.01, p<0.001
t=-3.58, p<0.001 t=-3.78, p<0.001 t=-3.03,
p<0.01) 2-1 2-5
3
7.74 7.82
(t=-1.08) 3
4
5.89 7.27
(t=12.36, p<0.001) 4
(tw) (ts)
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34.99** | 8.45* | 17.39**
1-1
29.79** | 4.96** | 19.39**
1-2
23.60** | 4.17* | 15.39**
1-3
27.09** | 7.00** | 14.03**
1-4
35.58** | 10.32** | 14.21**
1-5
31.27* | 8.15** | 14.48**
1-6
30.54** | 9.13* | 14.01**
1-7
22.92* | 5,99** | 13.75**
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(tw) (ts)

2

31.73* | 15.23** | -3.61**
2-1

30.13** | 16.67** | -3.06*
2-2

27.29** | 14.30** | -4.01**
2-3

24.47** | 12.68** | -3.58**
24

25.17** | 12.36** | -3.78**
2-5

31.00** | 15.47* | -3.03*
8 -1.08
4 12.36*

1* p<0.01,* p<0.001
2.
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Morgan Hunt (1994)
(relationship termination costs)
(shared values)
(acquiescence)

(cooperation)

(functional conflict)
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The Impact of Relationship Marketing and
Transaction Marketing on Retailers’
Product Additions: Retailers’ Relationship
Orientation as Moderator

Hsuan-Hsuan KU, CHing-Kang TSAI

Graduate I nstitute of International Business, Soochow University

ABSTRACT

Treating retailer long-term orientation as moderator, this article examined the impact of relationship
marketing and transaction marketing on retailers’ product additions. The empirical results, which based on data
from 97 common retailers selling consumer electronic goods, showed that compared with relationship
marketing, the impact of transaction marketing on retailers’ product additions is greater no matter what
retailers’ relationship orientation. Relationship marketing and transaction marketing have more powerful
influence on retailers’ product additions when retailers are with long-term orientation than with short-term

orientation.

Keywords: relationship marketing, transaction marketing, long-term orientation
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