80

714 86

83  Drucker(1990)
Kolter(1979)

1969

(Kolter, 1996) Drucker(1990)

(Ferguson & Brown, 1991)

(patron) (donor)

(McCort, 1994)

86

1,595

80



(relationship marketing)

p15 2.1.1






131

131




86

(foundation)

(non-profit organization)

141



59 60 61

142

142

81 60

70



81 80 81
70
86
1,595
69.4% 18.9%
1.4.3 1,001-9,999 32.78%
101-500 27.15% 21 6.95%
18,626
609 475 349
319
143
)

100 33 10.93

101-500 82 2715

501-1,000 67 2219

1,001-9,999 0 32.78

10,000 21 6.95

302 100.00
86
1.4.4 39.07%
52 17.22% 90  298%



25 8.28%
144
(%)

52 17.22
Q0 29.80
17 5.63
25 828
118 39.07
302 100.00




80%



10



25.64%

1



Kotler & Levy(1969) Kotler &
Zaman(1971) Shapiro(1973)

(Kolter, 1996)

Rothschild(1979)

(involvement)

(reinforce)

Erans & Berman(1983) 1



3
(multiple publics) (multiple objectives) (products are
services) (public scrutiny) 69 78
78 79 Shapior, 1990; Bailis et al., 1990; Kolter & Andreasen, 1991;

Johnson, 1993; Kaye, 1994

Kolter & Andreasen(1991)

85

13



(Segal, 1990;
Johnson,1993)  Shapiro(1990)

(resource attraction)

(resource dlocation)

14



(non-donor persuasion)

211

(Kolter & Roberto, 1989)

69

211

(1982)
(1984)
(1984)
(1985)
(1986)
(1986)
(1986)
(1987)
(1987)
(1988)
(1989)

211

15



(1989)
(1991)
(1991)
(1991)
(1992)
(1993)

(1993)

(1993)
(1993)

(1993)
(1994)
(1994)
(1994)
(1994)

(1995)
(199%)

(1995
(1995

(1995)
(199)

(199)
(199)

(1997)
(1997)

(1997)
(1997)

16



(Evans & Laskin, 1994)

221

Berry 1983

221

Berry (1983)
Jackson (1985)
Copulsky & Wolf (1990)

Gronroos (1990)

(fulfillment of promise)
Berry & Parasuraman
(1991)
Bickert (1992)
Shani & Chalasani (1992)

Morgan & Hunt (1994)
1994

Gummesson (1995)
Perrian & Richard (1995)

1995

Christy, Oliver & Penn

(19%)
Taylor & Mitchell (1996)

(mutual exchange)

17



Morgan & Hunt(1994)
221

1 (Just-in-time)

(total quality management)

10.

Q\Q e
S

221

Robert M. Morgan and Shelby D. Hunt (1994), “ The Commitment-Trust Theory of
Relationship Marketing,” Journal of Marketing, 58 (3), pp.20-38.

18



(Webster, 1992)

Copulsky & Wolf(1990)

84

(mass marketing) (market segmentation)

19



(Sheth
& Parvatiyar,1995)
2.
(Sheth & Parvatiyar,1995)
3.
(customer focus) (customer selectivity)



(Sheth & Mittdl,

(Sheth & Sisodia, 1993)

Parvatiyar,1995)

4.

Parvatiyar,1995)

5.

1990)

21

1995)

(Sheth &

(Sheth &

(Sheth & Parvatiyar,1995)

(Sheth & Parvatiyar,1995)

(Reichheld and Sasser,



Parasuraman, 1991; Stacey, 1993)

8.

83

Sheth  Paravatiyar(1995)

(Berry &



Berry(1995)
(Jackson, 1993) Czepiel (1990)
(personal as well
as professond dimensions)

3.
Bagozzi(1995)

(commitment and

involvement)

Vavra(1992)

23



(Shani & Chalasani, 1992)

222

222

David Shani. and S. Chalasani (1992), “ Exploiting Niches Using Relationship
Marketing,” Journal of Consumer Marketing, 9 (Summer), pp.33-42.

24



Dwyer, Schurr  Oh(1987)

231

(awareness)

(exploration)

(communication and bargaining)

and exercise of power) (norm devel opment)
(expectation development) (Scanzoni, 1979)
(expansion)

25

(attraction)

(development



(Scanzoni, 1979)

(commitment)

(Scanzoni, 1979)

(dissolution)
Baxter(1979, 1983;

Baxter and Philpott, 1982)

1 1
) || || 2
3 — 3

231

F. Robert Dwyer, Paul H. Schurr, and Sejo Oh (1987), “ Devel oping Buyer-Sdller
Relationships,” Journal of Marketing, 51 (2), pp.11-27.

Kotler(1992)

26



(Jackson, 1994)

(non-exigent reationship)

(reactive relationship)

(accountability )

(showing-continuing-interest relationship)

(real-partnership relationship)

Kotler

84 Jackson

(1994) 2.3.2




232

232

Donald W. Jr. Jackson (1994), “ Relationship Selling: The Personalization of Relationship
Marketing,” Asia-Australia Marketing Journal, 2 (1), pp.45-54.

Berry  Parasuraman(1991)

231

231

Leonard L. Berry and A. Parasuraman (1991), Marketing Services: Competing Through
Quality. New York, NY: The Free Press.

(American
Airlines) 1983 AAadvantage
23 (Stephenson and Fox, 1987)
(Czepid,
1990)
(customer) (client)

28



(Crosby & Stephens, 1987)

Croshy, Evans,
Cowles (1990)
(Federal Express) Powership program
Powership
1994
60% Powership



86

KMV
Morgan Hunt(1994) (relationship
commitment) (trust) - (commitment-trust theory)
KMV (key mediating variable) 2.3.3
KMV
KMV

233 KMV

Robert M. Morgan and Shelby D. Hunt (1994), “ The Commitment-Trust Theory of
Relationship Marketing,” Journal of Marketing, 58 (3), pp.20-38.

1 (relationship commitment)

2. (trust) (reliability)

(integrity)



(relationship termination costs)

(relationship benefits)

(shared value)

(communication)

(opportunity behavior)

(acquiescence and propensity to leave)

(cooperation)

(functional conflict)

(decision making uncertainty)

31



Jackson (1994) Berry(1983)

234 (attracting) (building) (maintaining)
(enhancing)
(customer/prospect andyss)
(quaity service)
Jackson Berry  Parasuraman (1991)
(reliability)
(responsiveness) (assurance) (empathy) (tangibles)
(trust)
1
(dependable)
2 (candid)
3 (competent)
4 (customer oriented)
5 (establish apport)

(persondized service)

32



(staying in touch with customers)
(customizing relationships)

(relationship check-up)

(vaue added)

>

A 4

234
Donald W. Jr. Jackson (1994), “ Relationship Selling: The Personalization of Relationship
Marketing,” Asia-Australia Marketing Journal, 2(1), pp.45-54.



McCort(1994)

McCort
- (donor)
(patron)
McCort 24.1

241

J. Daneil McCort (1994), “ A Framework for Evaluating the Relational Extent of a
Relationship Marketing Strategy: The Case of Nonprofit Organizations,” Journal of Direct Marketing,
8(2), pp.53-65.



McCort
(interpersonal theory)
Rogers

(maintenance)

(enhancement)

Rogers(1961)



(positive regard)



Jackson

75

37

84



H1

H2

H3

H4

HS

H6

H7

251




H8

H9

H10

H11

H12



55

311

(Likert)

3



311

1 346 9 12

7

258 1011
1 9 14 23

2 352

7 10

6 12

13 21

8 16 22

4 11 15 18 19

17 24

1 8 10
4 5 6

2 37 8

3 6 809

41



42



85

85



(Sampling
frame) 1997
84

312



80

85

25.64%

341

34.1

101

16

13
10

13

10

25

18

1

21

41

3

15+ 2 3+

(



3.4.2 3

48 5 32.50% 63.75%
61.25%
13.80% 10.00% 14.10%
21.05%
53.16%

87.50% 50 4 5.00%

450 10
71.25% 50 7 8.75% 3000
76.3% 60 53.7% 40
7.50% 65.4%
8.98% 45.71%
25.71% 66.67%



342

(%)

(%)

@

@

6-10
11-15
16-20
21

10
11-50
51

10
11-50
51

26
25
18

42
37
79

70

»

57
16

32.50
31.25
2250

5.00 2.

8.75
100.00

61.25
13.75

8.75 3.

10.00
125
5.00

100.00

14.10 4.

85.90
100.00

21.05
78.95
100.00

53.16
46.84
100.00

87.50
7.50
5.00

100.00

713
200
87
100

41-50
51-60
61

61

B&RB o

E&§8 ~

78

32
18

~

70

25
I6)

76.25
23.75
100.00

7.50
23.75
15.00
53.75

100.00

8.98
25.64
51.28
14.10

100.00

45.71
25.71
10.00
10.00
858
100.00

66.67
33.33
100

47



SPSS

(descriptive analysis)

(factor analysis)

(one-way ANOVA)



361

361

82

71

69

49



(principal component)
(varimax) 15

68.302% Bartlett test of Sphericity ~ 3496.029

( .00000) K-M-O Measure of Sampling Adequacy .683
Cronbach’ sa 0.967 a
0.772 0.824 41.1
04
41.1
411 a



(%)

(%)

20.750

37.727

37.727

946

815

.786
782

5223

9.496

47.223

929

.761
702

696

(610} g o)
N Q
§ @ N

g

471
421

51



411

(%)

(%)

3.743

6.805

54,028

.869

818

711

662
647
625

614

579

Sl4
427

2.248

4.087

58.116

921

699

671

667

462

2.069

3.762

61.877

824

745
711
702
677

524

1845

3.3%4

65.231

699

642

589

489
A27

1.689

3071

68.302

772

672

571

501

52



412

4.1.2

Berry & Parasuraman(1991)
Jackson(1994)

Morgan & Hunt(1994)
McCort(1994)

Czepid (1990)
Jackson(1994)
McCort(1994)

84
Jackson(1994)
McCort(1994)

84
Berry & Parasuraman(1991)
Jackson(1994)
Jackson(1994)
McCort(1994)
Jackson(1994)

Copulsky & Wolf(1990)
Jackson(1994)
84




2.959

45.455% 2-3 421
4 6 10.909%
7 12.727%
4.2.2
421
%) %)
4 6 10.909 10.909
34 17 30.909 41818
2-3 25 45455 87.273
2 7 12.727 100.000
55 100.000 100.000
5.00 4.00
3.00 2.00 1.00
4,625 4.418
4.263
4138 4,090
4,025 6
1.
4 5 31.25%
(52.50%) (76.92%) (69.74%)
(48.10%) (47.22%)
10 51



422

4.625 1023
4.418 1.081
4.263 1177
4.138 1.329
4.090 1271
4.025 1271
3975 1232
3.875 1354
3.863 1310
3.850 1254
3.835 1344
3.823 1.465
3.813 1233
3.797 1.001
3.775 1378
3731 1.355
3718 1.288
3.397 1436
3.329 1474
3.316 1.661
3.165 1621
3139 1318
3.053 1574
2924 1623
2913 1.802
2.900 1.327
2.808 1555
2731 1.657
2671 1318
2615 1.389
2.595 1.540
2544 1318
2.544 1483
2544 1.492
2532 1279
2532 1535
2513 1222
2.506 1348
2487 1.287
2474 1.297
2430 1384
2.392 1445




422

2.380 1.136
2.363 1.305
2.338 1.312
2.338 1.377
2.286 1.336
2127 1.556
1.962 1.325
1.938 1.344
1.692 1.166
1.646 1.098
1595 1.032
1526 1.041
1873 1.244
5
2
(6.25%) 2 4.2.3
2
4 5 29.11%
(48.10%) (72.73%) (64.00%)
(46.15%) 10
51 11-15
2 5 (6.33%)
2 424
3.
4 5 30.00%
(47.50%) (69.23%) (63.19%)
(44.30%) 10



51

(7.50%) 2
4.
4 5
(46.25%) (612.54%)
(40.51%)
51
12 (15.00) 2
5.
4 5
(39.74%) (59.21%)
(35.06%) (37.66%)
51
5 11-15
10 (12.82%) 2
6.
4 5
(41.77%) (61.04%)
(39.74%) (34.62%)

51

57

4.2.5

26.25%
(59.21%)

10

4.2.6

30.77%

(56.00%)

4.2.7

27.85%

(56.00%)

10

10



1.526

1.692

1.873

1.938

1.
2
(52.56%)
(42.86%)
6 (7.69%)
4
2

(11.39%) 2 4.2.8

1.595

1.646

1.962 1 2 4

7 5
7
5 (20.49%) 6-10 (25.64%)
(76.62%) (74.32%)

5% 2

16

4.2.9



2 5 6-10 26.58%

(50.63%) (78.21%) (73.68%)
(44.87%) (41.03%)
5% 2
6 (7.60%) 4 16
4 4.2.10
3.
2 5 (27.85%) 6-10 (29.11%)
(55.70%) (72.73%) (68.42%)
(48.72%)
7% 2
(8.86%) 4 16
4 4211
4.
2 5 (26.92%) 6-10 (24.36%)
(50.00%) (72.73%) (69.33%)
(41.56%) (40.26%)
6% 2
9 (11.54%) 4 16
4 4.2.12
5.
2 6-10 (27.85%)
(50.63%) (70.13%) (63.16%)

(42.31%)

59



5% 2 1

(13.93%) 4
4 4.2.13
6.
2 5 6-10 (22.50%)
(48.75%) (66.67%) (59.21%)
(39.24%)
2.50% 2 12
(15.00%) 4 4
4214
7.
2 5 (25.32%) 6-10 (22.78%)
(45.57%) (70.13%) (64.47%)
(42.31%)
6% 2 12
(15.19%) 4 16
4 4.2.15



423 4.2.4
4 2 4 2
(%*) (%) (%*) (%)
N=80 73(91.25) 5(6.25) N=79 68(86.07) 5(6.33)
1 (N=80) 1 (N=79)
5 25(31.25) 0 5 23(20.11) 1(1.27)
6-10 23(28.75) 2(2.50) 6-10 21(26.59) 2(253)
11-15 16(20.00) 1(1.25) 11-15 15(18.99) 0
16 9(11.25) 2(2.50) 16 9(11.39) 2(253)
73(91.25) 5(6.25) 68(86.07) 5(6.33)
2 (N=80) 2 (N=79)
42(52.50) 5(6.25) 38(48.10) 5(6.33)
31(38.75) 0 30(37.97) 0
73(91.25) 5(6.25) 68(86.07) 5(6.33)
3. (N=78) 3 (N=77)
11(14.10) 0 10(12.99) 0
60(76.92) 5(6.41) 56(72.73) 5(6.49)
71(91.02) 5(6.41) 66(85.72) 5(6.49)
4. (N=76) 4, (N=75)
16(21.05) 0 16(21.33) 0
53(69.74) 5(6.58) 48(64.00) 5(6.67)
69(90.79) 5(6.58) 64(85.33) (6.67)
5. (N=79) 5. (N=78)
38(48.10) 3(3.80) 36(46.15) 3(3.85)
34(47.22) 2(2553) 31(39.74) 2(2.56)
72(95.32) 5(6.33) 67(85.89) 5(6.41)
6. 6.
(1 (N=80) @  (N=79
10 63(78.75) 5(6.25) 10 58(73.42) 5(6.33)
11-50 6(7.50) 0 11-50 6(7.59) 0
51 4(5.00) 0 51 4(5.06) 0
73(91.25) 5(6.25) 68(86.07) 5(6.33)
(@  (N=80) @  (N=79
10 50(62.50) 5(6.25) 10 45(56.96) 5(6.33)
11-50 16(20.00) 0 11-50 16(20.25) 0
51 7(8.75) 0 51 7(8.86) 0
73(91.25) 5(6.25) 68(86.07) 5(6.33)

61



425 426
4 2 4 2
(%*) (%) (%*) (%)
N=80 67(83.75) 6(7.50) N=80 60(75.00) 12(15.00)
1 (N=80) 1 (N=80)
5 24(30.00) 1(1.25) 5 21(26.25) 2(2.50)
6-10 20(25.00) 3(3.75) 6-10 19(23.75) 4(5.00)
11-15 15(18.75) 2(2.50) 11-15 15(18.75) 1(1.25)
16 8(10.00) 2(2.50) 16 5(6.25) 5(6.25)
67(83.75) 8(10.00) 60(75.00) 12(15.00)
2. (N=80) 2. (N=80)
38(47.50) 6(7.50) 37(46.25) 7(8.75)
29(36.25) 2(2.50) 23(28.75) 5(6.25)
67(83.75) 8(10.00) 60(75.00) 12(15.00)
3. (N=78) 3. (N=78)
11(14.10) 0 10(12.82) 0
54(69.23) 8(10.26) 483(61.54) 12(15.38)
65(83.33) 8(10.26) 58(74.36) 12(15.38)
4, (N=76) 4, (N=76)
15(19.74) 1(1.32) 13(17.12) 2(2.63)
48(63.16) 7(9.22) 45(59.21) 8(10.53)
63(82.90) 8(10.53) 58(76.32) 10(13.16)
5. (N=79) 5. (N=79)
35(44.30) 5(6.33) 32(4051) 5(6.33)
31(39.24) 3(3.80) 28(35.44) 7(8.86)
66(83.54) 8(10.13) 60(75.95) 12(15.19)
6. 6.
(1) (N=80) D  (N=80)
10 57(71.25) 8(10.00) 10 50(62.50) 12(15.00)
11-50 6(7.50) 0 11-50 6(7.50) 0
51 4(5.00) 0 51 4(5.00) 0
67(83.75) 8(10.00) 60(75.00) 12(15.00)
@  (N=80) (@  (N=80)
10 44(55.00) 8(10.00) 10 39(48.75) 11(13.75)
11-50 16(20.00) 0 11-50 14(17.50) 1(1.25)
51 7(8.75) 0 51 7(8.75) 0
67(83.75) 8(10.00) 60(75.00) 12(15.00)

62



427 4.2.8
4 2 4 2
(%*) (%) (%*) (%)
N=78 57(73.08) 10(12.82) N=79 59(74.69) 9(11.39)
1 (N=78) 1 (N=79)
5 24(30.77) 0 5 22(27.85) 1(1.27)
6-10 15(19.23) 7(8.97) 6-10 18(22.78) 2(253)
11-15 13(16.67) 0 11-15 12(15.19) 2(253)
16 5(6.41) 3(3.85) 16 7(8.86) 4(5.06)
57(73.08) 10(12.82) 59(74.69) 9(11.39)
2 (N=78) 2 (N=79)
31(39.74) 9(11.54) 33(41.77) 7(8.86)
26(33.33) 1(1.29) 26(32.91) 2(253)
57(73.07) 10(12.82) 59(74.68) 9(11.39)
3. (N=76) 3. (N=77)
10(13.16) 0 10(12.99) 0
45(59.21) 10(13.16) 47(61.04) 9(11.69)
55(72.37) 10(13.16) 57(74.03) 9(11.69)
4, (N=75) 4. (N=75)
13(17.33) 0 14(18.67) 0
42(56.00) 9(12.00) 42(56.00) 9(12.00)
52(73.33) 9(12.00) 56(74.67) 9(12.00)
5. (N=77) 5. (N=78)
27(35.06) 8(10.39) 31(39.74) 5(6.41)
29(37.66) 2(2.60) 27(34.62) 4(5.13)
56(72.72) 10(12.99) 58(74.36) 9(11.54)
6. 6.
1 (N=79 @D  (N=79)
10 49(62.82) 911.54) 10 51(64.56) 8(10.13)
11-50 5(6.41) 0 11-50 5(6.33) 0
51 3(3.85) 1(1.28) 51 3(3.79) 1(1.27)
57(73.08) 10(12.82) 59(74.68) 9(11.40)
@  (N=78 @  (N=79)
10 35(44.87) 10(12.82) 10 38(48.10) 9(11.40)
11-50 15(19.23) 0 11-50 14(17.72) 0
51 7(8.99) 0 51 7(8.86) 0
57(73.08) 10(12.82) 59(74.69) 9(11.40)




429 4.2.10
4 2 4 2
(%*) (%) (%*) (%)
N=78 6(7.69) 67(85.90) N=79 6(7.60) 68(86.07)
1 (N=78) 1 (N=79)
5 2(2.56) 23(29.49) 5 4(5.06) 21(26.58)
6-10 3(3.85) 20(25.64) 6-10 1(1.27) 21(26.58)
11-15 1(1.28) 14(17.95) 11-15 1(1.27) 15(18.99)
16 0 10(12.82) 16 0 11(13.92)
6(7.69) 67(85.90) 6(7.60) 68(86.07)
2 (N=78) 2 (N=79)
4(5.13) 41(52.56) 3(3.80) 40(50.63)
2(2.56) 26(33.33) 3(3.80) 28(35.44)
6(7.69) 67(85.89) 6(7.60) 68(86.07)
3. (N=77) 3 (N=78)
3(3.90) 7(9.09) 3(3.85) 6(7.69)
3(3.90) 59(76.62) 3(3.85) 61(78.21)
6(7.80) 66(85.71) 6(7.70) 67(85.90)
4, (N=74) 4. (N=76)
4(5.41) 8(10.81) 4(5.26) o(11.84)
2(2.70) 55(74.32) 2(2.63) 56(73.68)
6(8.11) 63(85.13) 6(7.89) 65(85.52)
5. (N=77) 5. (N=78)
4(5.19) 33(42.86) 5(6.41) 35(44.87)
2(2.60) 34(44.16) 1(1.29) 32(41.03)
6(7.79) 67(87.02) 6(7.69) 67(85.90)
6. 6.
1 (N=79 @D  (N=79)
10 3(3.85) 62(79.49) 10 5(6.33) 61(77.22)
11-50 1(1.29) 4(5.13) 11-50 0 4(5.06)
51 2(2.56) 1(1.28) 51 1(1.27) 3(3.80)
6(7.69) 67(85.90) 6(7.60) 68(86.08)
@  (N=79) @  (N=79)
10 1(1.29) 51(65.38) 10 3(3.80) 51(64.56)
11-50 3(3.85) 12(15.38) 11-50 1(1.27) 13(16.46)
51 2(2.56) 4(5.13) 51 2(253) 4(5.06)
6(7.69) 67(85.89) 6(7.60) 68(86.08)




4211 4.2.12
4 2 4 2
(%*) (%) (%*) (%)
N=79 7(8.86) 67(84.81) N=78 9o11.54) 64(82.05)
1 (N=79) 1 (N=78)
5 1(1.27) 22(27.85) 5 3(3.85) 21(26.92)
6-10 2(253) 23(29.11) 6-10 4(5.13) 19(24.36)
11-15 4(5.06) 12(15.19) 11-15 2(2.56) 14(17.95)
16 0 10(12.66) 16 0 10(12.82)
7(8.86) 67(84.81) A11.54) 64(82.05)
2 (N=79) 2 (N=78)
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