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ABSTRACT

As many firms have made tremendous relationship marketing efforts, it is critical to examine which type
of relational benefits contributes more or less to increasing relational outcomes including customer
loyalty toward the firm. Previous research has mainly categorized relational benefits that a customer
perceives from the long-term relationship with the firm into three aspects: confidence, social, and special
treatment benefits. However, the effectiveness of these three types of relational benefits on relational
outcome differs substantially from study to study, depending on the cultural values of the context in
which the relational benefit-relational outcome association was investigated. Thus, based on 261
correlations from 54 independent samples, we conducted a structural meta-analysis to study which type
of relational benefit on average has more or less influence in promoting relational outcome and which
relational benefit is more productive in different cultural contexts. The findings reveal that confidence
benefit has a consistent and the strongest positive impact on relational outcomes regardless of cultural
value. Although special treatment benefit helps facilitate relational outcome on average, it is much more
effective in high power distance, low individualism, and low masculinity cultures. At the aggregate
level, social benefit has the least impact on relational outcome. More importantly, providing social
benefits to customers actually deteriorates relational outcome in high power distance and low
individualism cultures. This meta-analysis makes theoretical contributions by synthesizing existing
research on the effectiveness of relational benefits and provides managerial implications about which

relational benefit should be emphasized in a specific cultural context.
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marketing) 2 143} £ FAS XA 7]Ho] =
me} ol AT FAl e Sdishks H&
= =Y 7 e vy EF/E%te R AR gtk
(Crosby, Evans, and Cowles 1990: Morgan and
Hunt 1994). o|& vFe2 A 30o1dzt A A
Boll tigh A= FdA oz F7ketitH(Palmatier,
Dant, Grewal, and Evans 2006). ©|& #AwHAIE
o B3 A= IA F s5oE AHHEAEH, sh=
A WA 710] WAMHAR S 918 =52 st
< o] AAl 719 A= el Egol HeAlel #
gt Zlo|H (Palmatier, Dant, Grewal, and Evans
2006), T2 552 1 AN AR S Bl
o] o\ A &=

o|Z QI8 IAFAHEE XS WA T (relational

outcome) & A|aLgt = Al FH3 Aot Gwinner,

(relational benefits)= ¥l

Gremler, and Bitner 1998: Reynolds and Beatty
1999a). 719 #HelA e AT 552 dAVHA" S &
dake miAle e]l v, 71 Adakelel
HAS B30l oeHEA (meta—analysis) 02 A3
Palmatier, Dant, Grewal, and Evans(2006)°] €]
a o= H = A AFAHE gk F4H 2ol o]
HA 2ev e AT 5890 4 AeliM el &
Al slgel] B3k AFEL obF] FHAQ! o] 753
A7 elth(Gremler and Gwinner 2015).
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Gremler, and Bitner 1998. Hennig-Thurau,

Gwinner, and Gremler 2002). 71993} 0] %7
k] WAE B3l M2E & G HozH, o] A
AN Zte FEge] Solea o2 dojd U

gt 21215 24| El= 414 8 (confidence benefit)

—

(Gwinner, Gremler, and Bitner 1998: Hennig-
Thurau, Gwinner, and Gremler 2002), A4 &
AE dol 243} 7|19 T4l +¥S B Mes &
olk(recognition) T ARA &€ (social benefit)
(Gwinner, Gremler, and Bitner 1998: Hennig-
Thurau, Gwinner, and Gremler 2002: Reynolds
and Beatty 1999a), ¥18714Q1 243} 2] 7143}
7141 WAIE Hole AR S o 5
A7 wle], AR|aE Algsle ST &9 (special
treatment benefit or preferential treatment)(De
Wulf, Odekerken-Schréder, and lacobucci 2001:
Gwinner, Gremler, and Bitner 1998. Hennig-
Thurau, Gwinner, and Gremler 2002: Lacey,
Suh, and Morgan 2007), 719 (&3] 2al=)3} 1174
3re] A71AR1 B FAR 1 -7 FLAI
&9l (identity-related benefit) (Hennig-Thurau,
Gwinner, and Gremler 2000: Hennig-Thurau,
Gwinner, Gremler, and Paul 2005), Z18]1 2173~
7199 TF BANA ] AHS All5==(saving face)
A7 & (respect benefit) (Chang and Chen
2007) &, ¥A d=e ksl Al]t, Aol sttt

# Gremler and Gwinner(2015)-2 theket A
aeel] #el 7]E AFES TAATE Bl THtA
gt ol2 F3l e TR B dde 23 eloF &
7Fe7dol SIAIRE, BA dlgS SilA e, AlElA &
g, a8l S8 dHe] Al 7R FEskE Zlo]
7P ARbAQl B sEle] FHEolw, o] Al ZkA] Al

= L
ae 3 847 FElo] nASYES) 2e B Azl
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1A el £ (Colgate, Buchanan-Oliver, and
Elmsly 2005; Hennig-Thurau, Gwinner, Gremler,
and Paul 2005: Patterson and Smith 2001).
A5 B0, A, 2 T EF = tiE o
AEe v WsEd 22 mid viE A9 aAES
Adsie] VIP 12 -8 FxF AH] 2, Zajolul o[WlE
Z2%, H2d &3 Au|2s T It aAefA AlFEA
e 5US- ddS ol A AlFske ol B
Mg ARESkaL Ut} Gremler and Gwinner(2015)
AT Aol W2H A AHE A=

alr)gk Gl e SHUT dl"dd 7o B A4
= AHgeka e AU 7I9ES AEe vHIE AR
sk 2015 F= HHEo}k
(Cumbria) 7]“1—13«] g wimdE 292 plo] ot

AR} 1
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F=) TH( Gwinner, Gremler, and Bitner 1998).
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and Beatty(1999a), 18] Paul et al.(2009)2&
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SRtlM ®F3E et s T s, BLE
&g el MR Aol e dEE(e.g., privilege
vs. comfort) & 7 1Eskgto M ojulgt ¥ &
= ZARIEe] A AlFshe Zlo] Hrh EA QIR
Hilo]l B AvAsdAl FAA] AARES F71
FAZY J= F AT wEA] & HEr Al 71E
AT-5o] 7S Eel A&l shom, A om 74
o= #A dY s 73 Gwinner, Gremler, and
Bitner(1998)¢] ¥ &9 F7F FE= vz &
Zlojtt,

Gwinner, Gremler, and Bitner(1998)& A4
T(qualitative research)®} &I T(quantitative
research) 23& Fdstd 17c] 719 TALH &
71431 WAE PEeomN A He Fa3t Y &
217 &9 (confidence benefits), A18]4 &9 (social
benefits), S-th-$- &8 (special treatment benefits)
o Al 72 ettt g4alA &9 (confidence
benefits) 7193 wAe] &l 7|3t g
o2H S| O Ve rRE s & =3t
(anxiety) 7 $1@o] Eol&E =712 7ol IelA o

w3k dEo] Pd A5 L vka == A3t u-d

et (Gwinner, Gremler, and Bitner 1998:
Hennig-Thurau, Gwinner, and Gremler 2002).
Hhd A18) A #E (social benefits)& 247 719 £
o] o&ll 7|3t L3 Aol wt, 71 TPl 1A
S el o m Loyl F= A(personal recognition
by employees), 10| 719 -2 7|9 THHLAA =
7)1 e 87 (familiarity), 78 (friendship) % 22 7+
A1 fol AN 2= Y-S <Jn|@H Gwinner,
Gremler, and Bitner 1998:; Hennig-Thurau,
Gwinner, and Gremler 2002). vpA|Rre 2 S-S5

3|9 (special treatment or preferential treatment
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benefits)2 dukxlol NS} e 7|3} Ar)Ael 7

H|574 9] dlelS ofnlslH, preferential treatment
& gol2x Fd@¥ o] gth(De Wulf, Odekerken-
Schroder, and lacobucci 2001: Gwinner, Gremler,
and Bitner 1998; Hennig-Thurau, Gwinner, and
Gremler 2002: Lacey, Suh, and Morgan 2007).
Gwinner, Gremler, and Bitner(1998)2] Al 7}
A &E TS AT A (context) ol whe} TR
HAY BT ® AR H27A % 7P de] AR
™, ket detellM ARE o] & #A dEle] Bzl
Toltke.g., 1AL, 2% 2011 Chang and Lu
2019: Chou and Chen 2018: Koritos, Koronios,
and Stathakopoulos 2014: Yang, Song, Chen,
and Xia 2017).
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outcomes) = El=, 142 7|l thet A%, 74
ojme}t e It A FEEo] F= AREUTHHennig-
Thurau, Gwinner, and Gremler 2002).
TSk WA EEle] gk dgk AFES WA
= We Ao] :Ae] 7ol gk A= (trust), =Y
(commitment), T(satisfaction) ¥} 22 #Ae] &
(relationship quality)< &2l = &
= 5=
Gremler 2002; Lacey, Suh, and Morgan 2007).
A9l H(relationship quality)olst 7|9-272] 1+ &
Ale] AnkARl

4] $ith(Hennig-Thurau, Gwinner, and

AEE Bdshe X224 de=s, Rk
Aom aAe 7Y 52 7Y F
=3 7190 gk AlE|of =i
"t AR gh(Baker, Simpson, and Siguaw
1999; Crosby, Evans, and Cowles 1990).
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g (O Do d7EES 724 ek o® FAst
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4% (39 Dol FxuF] 4 2
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/ Relational Benefits
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Relationship Quality \

= Trust

Confidence Benefits

Y

Social Benefits
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= Satisfaction

Relational|Outcomes
A 4

= WOM

Benefits

= Customer Loyalty
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713te] A Al
T3, 1 71]d0] AEH e
2 Q4T F de de AP Aoge Bes I
gk 412 (trust) & =ola
(e.g., Chou and Chen 2018; Dagger and OBrien

2010), 2 719l % 5 (commitment) sl TH=

H(e.g., Hennig-Thurau, Gwinner, and Gremler
2002: Kim, Ok, and Gwinner 2010), 317c] 1 7]
Gl Aefell tigh MvkAQl viEg AAIE 5 ot
3 AEH R YEgrie.g., Kim and Lee 2013:
Lee, Choi, Kim, and Hyun 2014). %5t oz}, kAl
2 e o] AN o= A%, Ade = F
7] o] e ko mE T Vg A|EH R AYE
stele IS AHEE =o|H(e.g., Hennig-Thurau,
Gwinner, and Gremler 2002; Kim and Ok 2009:
Lacey 2007), BAlel 1 7193e] 2 A 2E=

2 o5 AU 2 V9E e w2 T
HorE HlZ T3t e.g., Hennig-Thurau,
Gwinner, and Gremler 2002). gt #A|9] Ho] 11
AF et 70 ol A ddFe nIRivke A 7]
& A" =RelA de] wolsd S AT W
(e.g., Palmatier, Dant, Grewal, and Evans 2006:
Rauyruen and Miller 2007), & g} AFex=
A4 go] Aol At A 3ol AFA 0 F
AR BIE A o ohet, dAle A vl &
Al dFtel] Ao RE FAAQ FEF wE ZeR
o ettt gk 71E EdATE B3l Gremler and
Gwinner(2015)7} 53t ulel 2o 17 &g A
7R BA Y 5 durdog ) et 2 539E
A&H R Hol glomg 7|E AFES T & v
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Bl Ao E ghlA] e A A3t ol A=st
3 A U= BHE VA A= oAttt
Al 7FA BA] &g -2 AR Gwinner, Gremler,
and Bitner(1998)3 Hennig-Thurau, Gwinner,
and Gremler(2002)-& Ak3]4 gefo] Al 712] 27 &
g = g1 Fd thaom T el 3R] JgF
A& dlgolet FHTt. Aks]A SlEol] gt 71%
AT A7ES TE B, A ow AR g
Al TAE glo] & 7G| tigt 41F](e.g., Evanschitzky
t al. 2012; Fatima, Di Mascio, and Johns 2018),
E9(e.g., Evanschitzky et al. 2012: Hennig-
Thurau, Gwinner, and Gremler 2002), ¥} 2
& AAe] AL =ola(e.g., Dagger and OBrien
2010: Lee, Choi, Kim, and Hyun 2014), 11749]
1 7193 A& At e 4% (e.g., Kim and Ok
2009: Lacey 2007)¢ 382Q 74 JEE &ole
AoZ HltHe.g., Hennig-Thurau, Gwinner, and
Gremler 2002). Z12iu} ARSA &g ghql%] et
2] oju g oAyt Fagk o R Q14x7] Hrt
© A3 71y 3] w2 o] BeAeI uAsE
sh A2t a3t Aol (e.g., PIEAH]S) Ho
e 9 Hole ¥ dg o g ATETHGremler
and Gwinner 2015: Kinard and Capella 2006).
A7 3 FsARge] ERE o}, ARlA &
o] FeAe A, JIRIFe], FA kel =
w1 gkl ek ZloR o) 2R
2 YA og AEA Ee dA A el =zl
2 ZoR o FE, 1 d3Ee elA FYEn A
Aolw, &34 2kl we} 1 Feido] debd Zlow
o FEth.
ko 2 7]1E wA| gdlel] et A7Es w3 A
2|3t Gremler and Gwinner(2015)% 204 54
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PINNE HE AL RS g ANE zta

slon], mepd Sul$ dEe S dE, AlEd
dE} vl mele] wAFHES} VEE Boled @ F2

sttt 22 WtH(Gremler and Gwinner 2015). 1

gy o]t AES Wolso|= e & 7Y 2
27kt §- e 71E Y £¥E2 Gremler

and Gwinner(2015)¢] A&7} 2], aArkse] Azt
2 AT Eol= WAIE BodFa sloH(e.g.,
Anderson and Sullivan 1993; Szymanski and
Henard 2001), t& aAof|Al= FoA1A] &= 54
& = AEE aAelAR Algsle A (5, SEU
5 3lg) o] IAFHE ol T8 JTS T Ko
3L AtH(Henderson, Beck, and Palmatier 2011:
Lacey, Suh, and Morgan 2007).

o|¢} o] 7]& nHAR 313} tha )= Gremler

and Gwinner(2015)2] A&2 150] AF3 vl 2
o], 159 A8S olnsy X3k S AEe] tF

o 45 AF 23N o]FX ABcloM T
S X3k vkt Eslollx ] ST slge] o
A AR g gk A3 5 o dE Sol
Ao I gellA AHE A7]a fAlsks Aol v%
F 88 A= Fobrlob 8k (Banik, Gao, and
Rabbanee 2019) 22 @E3 t& 53 vzl /#]¢]
£ = o] U F8sMl AAXE AgA 2

(high power distance) &3} o4 1 4olA tf= A
W a3 g B3 94, BgRA ble, &

Algetes 2e Boh $a3 935 & 3o Adnt
(Kim and Zhang 2014: Torelli, Lalwani, Wang,

fr

and Wang 2012). &2 Gwinner, Gremler, and

Bitner(1998)7} Hx= S8u¢ a9 & a4 &

A AFRHE 03 o8 5] AR slE] S

AA S dEle] A F97d0] dsds ks
A= EART TR EskolA Mg B H A
T AL v o]2j3l 7lsA S gl 5= gl
= SHUS- "2 9] 7ol tig AlF, &, 1
& Pl 71998 o2 Bl el SHA] 749

9ith(e.g., Fatima, Di Mascio, and Johns 2018;
Lacey, Suh, and Morgan 2007; Lee, Choi, Kim,
and Hyun 2014: Wei, McIntyre, and Soparnot
2015: Yang, Song, Chen, and Xia 2017; Yen
and Gwinner 2003).

O%kéh, T2 AFEsHdM 4 =
vro 2 A& Wl 71E EdATIA Al 7] B4 8

g (2lA, Al S &9) &, A A

H AB8E e

N
‘o
o,
T
©
_{
S
Wi
py
lo
>
N
o
i
&
-1>

e ddE 5 ik & HE A 9ok 2ol &
dojzl 71E £3lo] Aese] dntskd
T A AT, Hest E8A Akdel we 54

F940] o7 GeE AE 2o

m\l

4. 25 X0} 2H| sele] XjHA =

0?.

Hofstede(2001) 2] E3kx}o]&(cultural dimensions

SOPK KIQIOf [E 2| SlEHl xRN FoK: etz (7



theory)< FHZ Aot A Algle] &2 g2 &3}
A3 o] Z7EX| 9t Eell oAFAl FEFE wIAl= A
= A5 9% = Ul 7] &3 Akl dE e
(power distance), 7H<15=2] (individualism), #4843
(masculinity), &2 3]9](uncertainty avoidance)
= Alteidnt. of2igt vl 7] &3 A 54 w38t
o &g 7HRIES] 7IR¢}F Eell daF= mIA7] W
AT 719] te] AN FolAE ofw gt FFo] B
o 7EX] Al AAR = Aol F3E nE SR dltd
HGremler and Gwinner 2015; Hennig-Thurau,
Gwinner, Gremler, and Paul 2005). & &3} 2}

F WAl AT, 54 £3} AL S8 A 4
g S F) Ee dasid 9% F 5 Uk

HAH A (power distance) = Al3]el 43l 7]Q1E0]

S| Wtk ARl | BlEE FHshe Al wet
Aoz HHAL o zke FAjQdo] HHo] B =5

HAeS At Aolsols Frr Fojdtt
(Hofstede 2001). =2 #¥3 Azl(high power distance)
© 3l &3 FAUE] B, Al (hierarchy) 7}
A ikt QAlskaL Wolsols Zog F,
deolAlol, Tela Zgkae AR e FY A
2 E HolFm itk v o 5 v|a 52 i
A w2 A= A2l (low power distance
slet AAZIYE A Ae ARA &4 Sdg¢
glele] FoAdol 3k nE o= ditdnt =& A
Ae] EselMe E3lol &3 749 e A =
o] EAERE A= 1H] A (similarity) o] 2ot
It Z8lel] &ek Y k] ARl s A
TEUR] fabde] s IHHoR IAERR
(Duck 1994), =& d= 7g] &E£3jollA A3]A e
A qie 2085 A= 43 = th(Hennig-

M
FH

i & fgoo
%\_/
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Thurau, Gwinner, Gremler, and Paul 2005). %
gk =2 A 7] E3felAe A9l (status), oHE 74
A ShollA] S Al Blo] B} FAE]7] o] 7]
Yol tr& Lvt A4Sl Hlgf ARrlARE S8 3
2, BgAA O, v, ARjaE Algske 39| 7
£ Fo| " 7ol EAHKim and Zhang
2014 Torelli, Lalwani, Wang, and Wang 2012).
aBR ve {1y Az w8 vE) E2 9 A
el B lEle] Fe/do] A A oR o)
H15F=9] (individualism) &8 A& AlS] <l
7re] 2352l (interdependence) & A8t A=
E om|@th(Hofstede 2001). "=, &F 59 &
7§15 (high individualism) &3}l &ahs 4
S AR ] AsolEdo] won 2| AklE S5
<l FFske v, T, vk g 5o 9 A
F9](low individualism = high collectivism) &3}
o &3t FHLES Y e dmeEdol w1, A
Aol &gk i (in—group) Tdel thgh W52l
%=, Al e out-group) T3l thek wiet
A e Hole 5AES Adth o|& A ag 4
gl B, 3} 719do] W (in—group) &= <14
2] eke Zlo] URkAQl AdgellA w2 RIS, &
=& A2 (high collectivism) 3} & TALES
147} 7190] W TH(in-group)©] o7 wizel 714
o] 1Ae] W k(in-group)dl o7k A2 79 &
7Fssb, Q3l8] 71dol uA ARSlA ol @A
st e Ale(S, 29l 71sde] a2 Wigdetel] 017t
He A=) wiebd s 2k 4 AUtH(Hofstede
2001; Smith and Bond 1998; Triandis 2018). =L
2 NN (S HETe]) E3lelA AlElA &)
< 238 ¥ 7K e dgeR AAAH 4 Sl

MQIF0) /A ehre] H3) A EHT)$- dgo] 1A

A

|
12}
=



oAl At F8sH AARE A= d3dF= nA
Ao HRlth dwkdom =2 JiRIFe] E3fr=

£ AR 79 B} aRile] Elole Zlo] & Wols
o2 H, WhA wre 7iQ1F0) (5 o) Als]x =
W (in-group) tellA Apilo] S delS Wi =
el A AIsks 54d°] itk (Hennig-Thurau,
Gwinner, Gremler, and Paul 2005; Steenkamp,
Hofstede, and Wedel 1999). 121} thE shAo=
© o] 7oy 58 S we A W
“Hin—group) T4LE AleldA 2MlE EXolA
e Zo] oy, 2Rkl A #AL fle X
(out-group) T3Sl ¥k IAERRE IS X
oA sk Feolmr, 238 R out-group)#e] =}
olE ZEdhs = JHFY(HE THRIFE]) E3lelA

SU$- d9e AT Zo] ur} Peld wAE 3

i)

2

oy
Al
i
e
offl
o
i
rlo
2_%
ox

masculinity) £33}
Zra e Al A, A AAFH 22 7ol At
3RS e WbH ) wre I (low masculinity =

high femininity) #3R= T2 o]S<) tigh wlie], 4k

4 Fo| Hr} 8% /ME ANE Be Y9N F

3} Y ELS A3t A7) T4 (ego-oriented) A3
Holmz T oleke] AN o=
we fo] BINE 7¥al Brk(Hofstede 2001).
b ol @ B3 Sola 9sle] nAdA ne) &
A, A4 9he) g 2 T
o] 7KE Hth 83 oA A Aoz odHnt
(Hennig-Thurau, Gwinner, Gremler, and Paul
i PO R o B o |

-

W] Bl

5417 gl

2005). WhH, =& FAA

d

(interpersonal relationships)ell 7IxX& ZA|
Aol glomz AlgA Fele] =oAe FAA
7F e ARElollA AT Aoz o dEth(Hofstede

3

o
.

ALE]ellA] S T-¢- g Eo] ?ﬂrﬁ] A A= T B
o F3Mdo] == ot AAZITHMelnyk and van
Osselaer 2012). 18y E‘r—f— o Re AES T
& ol53 3/ 2 Adle AS F6rAAE BA
o & oo B, BRle] AlS o9A Bk
Aol Bt} vizkslne we A 238 & 52 oA
4 w8} SHox B¢ FEle W Zlo] ARile] Al|
= AT o Qo] 2 g og QAE ks
= Al HEgh = ol ol M Al
= Aofal]l a1 A7 AA steAu| =S Algske 5
o5 dES 1o 71x] Al 48 7= EAg)
npr|Ete 2 E3haA 39 (uncertainty avoidance)
3h Al AR ddEo] BebAg Ao dis) ¢
Ae W ol B slue] A 2AES

Tte= Y5 ofvlghh(Hofstede 2001). lﬂi, El3

N

rS
~

40 _i%
J

f
r
oL
ox
¢
2.
>

r

&, 29l o e BAYY 93] £oh 54 Ho|
W, 23, deloldole e Ba4 &3] £o 54

< Btk =2 39 £k Aol & &
of el YF= = A= e, =2 22

4 23 23} ol B Zole Aol vl$ 7

ot KfQIof M2 20A| sl xpEN Fak: oierzy 79



oz Al adel e 2aa 89 9] &

< EsellA AE ZeR o ddt

el S AAE] 918 20199 99714] Business
Source Complete, Science Direct, 18]l Google
Scholarg ©]-83l4 "relational benefit(s)™& 74|
2 JEslo] oz 27l A el Hel EHE =
C B B At vl FaL e
A sEe] Al 7EA] F-2°] Gwinner, Gremler, and
Bitner(1998)¢} Hennig-Thurau, Gwinner, and
Gremler(2002)°l 71¥F}22 Google ScholarZ ©|
&3l F =g 18 =EES 2ol Ay moEM,
e el 23 5 e AT =EEE T
o TS =] B ATl 23 ¢ Al o
3 22 71EEe el 2F= ek AR, aAE |
A Z193e] A71AR1 BA Aol Algshke #A Y
(FR1A, AR, SO 93 wAle] A (RlF, =
qd, ) 2 WA AHREASAEE, FHYE) Al
of EaA7](effect size)7t & 7Hebe EAlehe A%
= IIAFTE =4, B e Al 23E =1
< W " A A 2 WA dateke] B3]
£ 73# 3 (zero-order correlation) -2 3|
Hom Wekd = Qe FAA AHE ATt =EE
2 S5, 9 2006: Borenstein,
Hedges, Higgins, and Rothstein 2009). 12]2=

o =]
=2 A

Marzo-Navarro, Pedraja-Iglesias, and Rivera-

Torres(2004) ¢} Zo] A ez} A d 52 &
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Al dTtete] AL L ot T HEE 7o) Y
dA YEo] AFEA fdar FEEA ATH Te

Bislel B WSS 7] RS A AN

B oue Aol 23 HeES (B Dol gk 24
AFE9 Aols wet Ittt 7SS A
2 08 AeHES ARsle] s JidS S8k
T EAeH, MEe FYg wggelet X2k o
27 FeftAY b H=E ARl Sk At E
ZA3}(Cooper, Hedges, and Valentine 2019).
uhEbA] 2 wEF Aol M= IREARl veREA o] =Y
Wil wheh, Wgro] FA Aol #AIglo] (1)l
Zeld B AFEe] oot Ao ZF =iolA F
¥ A7t F8ste A& A7 ddsie] F3y
= 45T sk vl E3sFS T Cooper,

Hedges, and Valentine 2019). o|#3+ 39 #pg&

HFHoz 2 uE Aol F 487 E=Eol &
547N RS uleto 2 gk 26170] A sz} #A <
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Variables Definition Exemplary Items Included Example Studies
AN | D277 MERAIM ofE o] * | believe there is less risk that » Dagger and O'Brien
of|EH ofg X| ofMdE 4= Qlcks M 2= something will go wrong. (2010)

70| =yl Hetgtnt EolE
=00 F= sllEie] = (Gwinner,

Gremler, and Bitner 1998)

| have more confidence the transaction
will be performed correctly.

| have less anxiety when | buy the
product/service.

» Koritos, Koronios, and
Stathakopoulos (2014)

* Yang, Song, Chen, and
Xia (2017)

AlEE | 07|47 AR SR0| + | am recognized by certain employees. | * Lacey (2007)
of|EH Xalg 7ielxoz ot =L MZ | - | have developed a friendship with the | ¢ Lee, Choi, Kim, and Hyun
Yz 52 s il oM firm employee. (2014)
grdlsk= 7LJH7‘*C’| SiEie| Mz | enjoy certain social aspects of the * Wei, McIntyre, and
(Hennig-Thurau, Gwinner, and relationship. Soparnot (2015)
Gremler 2002)
SHI? | 07|47 ASEH0M CHE Lt * The firm does things for me that it + Lacey, Suh, and Morgan
Si[EH JIZofAl= FOIX|X| 2 A, doesn't do for most customers. (2007)
HIgX% Sgist EH—|—7} ZFOo{X|= HIA | ¢ | get discounts or special deals that « Evanschitzky et al.
Lrl= sEfe] M= (Hennig-Thurau, most customers don't get. (2012)
Gwinner, and Gremler 2002; * The firm usually places me higher on * Xu, Goedegebuure, and
Lacey, Suh, and Morgan 2007) the priority list when dealing with other van der Heijden (2007)
customers.
e 70| 7|de el AiRiEM B * This firm can be trusted completely. * Chou and Chen (2018)
M= (Morgan and Hunt 1994) * This firm has high integrity. » Evanschitzky et al. (2012)
=2 £ 7|dztel EHAlof| chst nZ4o| * My relationship with the firm is » Dagger and O'Brien
7(l-'-’“°| =elo| Mz something that | am very committed to. (2010)
(Hennig-Thurau, Gwinner, and * My relationship with the firm is * Hennig-Thurau, Gwinner,
Gremler 2002) something | really care about. and Gremler (2002)
=S EX 7|dntol ASntAol chgt 124e] | « Overall, | am satisfied with this firm. » Ruiz-Molina, Gil-Saura,
Hebdol okge| HE + My choice to use this firm was a wise and Moliner-Velazouez
(Hennig-Thurau, Gwinner, and one. (2015)
Gremler 2002) * Kim and Lee (2013)
THoE | EF 7|ol =kl 1Z4o| Z|7A0| » | often recommend this firm to * Gwinner, Gremler, and
SEEQI tisl/FHE stz others. Bitner (1998)
M (Hennig-Thurau, Gwinner, * | am willing to encourage friends and » Koritos, Koronios, and
and Gremler 2002; Lacey, Suh, relatives to do business with this firm. Stathakopoulos (2014)
and Morgan 2007)
s DZo| 1 7|inte] TAIE X&Stad= | | am likely to maintain the relationship | « Sanchez-Casado,
EMT | MZ(Hennig-Thurau, Gwinner, with the firm. Confente,
and Gremler 2002) » | intend to keep purchasing products Tomaseti-Solano, and
from the firm. Brunetti (2018)
* Yen and Gwinner (2003)
2. 235} X[ Z[E! didd 3} 21 AEE o E sigkon, B wel ATtolA
= 73 #FH4lel 4dlo]E3t Hofstede, Hofstede, and
Z E,Lg],;(]._QJ ;G/\E 3213.

= ATl BaETE
€& Hofstede, Hofstede, and Minkov(2010)7} 2+
vatrich 1004 o R Foigh
384, EEAA 39 A4S o8ttt Hofstede
(2001) = o
°1%, =7Pd

.l‘

A7),

J8k Aoz Aoke

=38} 2k Minkov(2010)¢l] ¥

sSith. olE Eo] # A+l ¥H Kim, Lee, and

71, Yo00(2006)¢] 735, #&E =] 2 daEge] 17
= e R FHsIeER, Hofstede, Hofstede,

Crdkls and Minkov(2010)7} $-2luetol] Hojt 45 niet

K Uersel webad W 4E
2alol Wsh FsS wstat by

o=

AAe] Ade

604, AQ1Fel 184, 34

2ok AtQlol| M2 A SEsel xbx Foo: oierey 81



< 394, B4 39 A 854S HosIith +
AAQ M4+ Hofstede, Hofstede, and Minkov
(2010)4 Hofstede Insights YA E(www.hofstede-

insights.com/product/compare—countries/) S L
sl7] vieich 2 vlEl EA4 el g
B3 BES oju Iyl 3
e N = A%k
AHg 2709 = AlLE F

T, S, o, WA,

)2, RIEvAo}, o] eo]Alof, gfFopde},

S

:6_2.%4]

=

51709 HEL w2

x5,

A (western)

olFE,

#HQl, ek, Bi=e] 167=0lA FH=AeH, nl=o]
S50 2 5 12402 7P B2 Hlg<S AAleka 3l
v ot w35 Akl wrbeS FEA ek )
o|ZA 54 =7tellA e FEwt ] 7EA] £3F A}
el gk sta 7} &3 AR Sk
(median split)< 7|$2& 58S T, 5%
3t Aol Bl Ea/ e T OEe RS §
nieo 2 23} 2kl 24 g3 HASSInh (R 2)
SR R oW =7hEo], B /I E
oFst 3folth (G 2)F B3l w3 A

2~=2 3
e 7

o,

i

shal AEAIE &

(E 2) =3} A1l = 22 74
Cultural Level Included countries Number of | Number of Included example studies
dimension samples observations
A=Az High |#32iHAlL &3, olEE, 32 12,855 + Fatima, Di Mascio, and Johns
(Power =2A Jg|A elzulAlof, (2018)
distance) o[zt sk=, 2zjo|Ajo}, cHzh + Xu, Goedegebuure, and van der
El= Heijden (2007)
* Wei, McIntyre, and Soparnot
(France & China) (2015)
Low |&EF =2 z|Sofo} 19 13,293 + Dagger and OBrien (2010)
249l o|= + Kim, Jeon, and Hyun (2011)
* Wei, McIntyre, and Soparnot
(US) (2015)
7HelzEe High |=F, Zaka = J2|A, 25 15,714 + Dimitriadis and Koritos (2014)
(Individualism) 0|2t Z|5ofo}, Zeo|AloF, * Kim and Ok (2009)
Am|el, o|= * Ruiz-Molina, Gil-Saura, and
Moliner-Velazouez (2015)
Low |32, S=, OIFE, 26 10,434 + Lee, Ahn, and Kim (2008)
ol Ao}, &=, chet Ef= * Yang, Song, Chen, and Xia
(2017)
+ Yen and Gwinner (2003)
HMd High |&F, wZeiHiA, 54, 5, 27 17,696 » Gwinner, Gremler, and Bitner
(Masculinity) Ja|, o= (1998)
» Koritos, Koronios, and
Stathakopoulos (2014)
+ Lacey, Suh, and Morgan (2007)
Low |OIEE, =&kA olzUAlof, 24 8,452 * Berenguer-Contri, Ruiz-Molina,
olzt s=, 2|SFokot, and Gil-Saura (2009)
2ejo[Alof, Am|Ql, CHIE Ef= + Chou and Chen (2018)
* Lee, Choi, Kim, and Hyun
(2014)
=AY 31 High | &22lEAl, O[FE, Z3fA, 26 11,332 * Bogati and Vongurai (2018)
(Uncertainty =2, Og|A, =, + Dimitriadis and Koritos (2014)
avoidance) 2|SFof{of, Amol chat Ef= + Kim, Lee, and Yoo (2006)
Low |=%, &=, elzHAloL ol 25 14,816 + Dagger and O'Brien (2010)
2zfo|Alof, o= + Han and Kim (2009)
* Hennig-Thurau, Gwinner, and
Gremler (2002)
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A2 Ot F7lelA & FEEC] ddUAl E3E ]
o] &3 Aol mE A EI HS EAVF fle=

gn s037| AFES I8 HIEREA 2y
A A 7R A EElel] gk ASATES TR
= uf, TAC] Ay} BA T} o] A
A, 7l B or o= o] g nAe
A5 Lotz Pt a7 E UﬂE}“r*’ﬂ] B3l k=
siAnt. o5 fls) ¥ alga dA A 2w A
Fof| A3t Z47te] FHAAIES FM | 22 (Fisher's
z—coefficients) & ¥t 5, 1 gk
of the variance) 22 7}XE FUtH Borenstein,
Hedges, Higgins, and Rothstein 2009). o]& ¥}
e & REIVE viEge R doj JHBAF AL

FEA71E viEes dojil ARG Pzt e A

t
N
ol
Fh‘.‘

ke A (inverse

g 4= Q7] wlEe BE IV uE VA E Fols)
= g oltH(Borenstein, Hedges, Higgins, and

Rothstein 2009). L &, 7I5XE HoI3t Zh(weighted
coefficients) 9] &< 71259 o= Vvw, 1 3k
< TR A8 gte= wgisto gy Ht g3ta7|
£ 2319t Borenstein, Hedges, Higgins, and
Rothstein 2009). o2&t 2 AA Lozl A 3
g3 dAle] A 2 A Aete] e A ke

(G 3yl g.oF=o] 3t

N
do
rot
=
G
1
o
%
2
s
[
o
—
N
9
>
o
iy
F

o

A HEA S B $AIT. o glal, (29 1)

o)

1), (GE 4)9] 7 vlels] A3l 23 227

dx), 3 5l
5o 391t Fh(harmonic mean)< F¥ A7|(N =
23,182) & o} 24 el (structural equation

&

modeling) S ¥413t}H Chang and Taylor 2016;
Chang et al. 2014: Rubera and Kirca 2012). ©]
uf, =% 2] (measurement error)E A<t5H7] 213l
7t AFES 913 dEFES 194 7t WiEe] it
AlF = (reliability) & W ko2 A|F3H Chang et
al. 2014) (A= 2204 9 855, AkElA] 3
gl 878, SHUf- dlY 878, #Ae A 889, ¥
43 857). (FF 4ol Barel 7} S 3] wieREy
2 JAA e} 23t A %k BEAVI(N =
23,182) 18l AHIES dldshe 2 WS 1-3%
T AFgPes 13e & LISREL 8.51< ©]83s
AT 1 Ads (F 5)ell HaEo] ot

npjEto 2 7o} Aple] mE 2HFAE 5] 9
3l 22| 3t 2k #he Sk VIR Ul &

A3 3} Akdo] B FEEEN (F 4)9F 22 vE
B Aol Z8hE i (harmonic mean) 3%

w3k ARlo] & BEER 749

|

e A %1174]39} FRI7] 9N 27t 13 F
LISRELS &8l I wEA (multi group analysis)
= AT & AFele ol 7 B3 e =
ovw 3o &3 Ad T
= 7iE el viery %1?&74137} B (F &), o
% ] A

H| a2 o] /\E]}*]E]S\)i]:}. T A (F 6y 8oy

SObM AfQlo| M2 WA SIEHOl AREN FoA: etz 83



(E 3) 2| o=, 2HAle] & 24| Aot Ato]e] Him AlmkebA|
Number | Number Number Mean 95%
Relationships of of of correlation® confidence | Q-value | 1% (%)
studies effects | observations interval
CB - Relationship Quality 28 51 25,778 .606™* 668, .641 | 1014.04**| 95.07
CB - Trust 6 9 6,398 .626™* .b50, .692 143.655"* | 94.43
CB - Commitment 12 15 8,338 B71* .518, .620 143.71**| 90.26
CB - Satisfaction 23 27 11,042 619" .bb3, .677 709.31"*| 96.33
SB - Relationship Quality 29 bb 47,768 495%* 453, 636 | 1839.51""| 97.06
SB - Trust 9 12 12,401 427 .307, .634 545.86** | 97.99
SB - Commitment 12 15 18,841 bb1** 482, 612 487.42**| 97.13
SB - Satisfaction 24 28 16,526 4927 424, bb4 745.36"* | 96.38
STB - Relationship Quality 33 60 47,077 493** 443, 540 |2739.09""| 97.85
STB - Trust 8 11 12,063 .366™* 242, 478 459.43** | 97.82
STB - Commitment 16 19 17,765 .b29** 461, .590 574.19"*| 96.87
STB - Satisfaction 26 30 17,249 b12** 422, 593 | 1668.48"*| 98.14
CB - Relational Outcome 22 26 13,723 .b62** 493, .624 778.60"* | 96.79
CB - Customer Loyalty 14 15 8,288 .b87** 516, .650 284.80"* | 95.08
CB - Positive WOM 11 11 5,435 525" 374, .649 493.80**| 97.98
SB - Relational Outcome 24 29 19,479 .360** .269, .445 |1314.22**| 97.87
SB - Customer Loyalty 16 17 13,568 .365"* 262, .460 609.06"*| 97.37
SB - Positive WOM 12 12 5,911 403 243, 541 522.56"" | 97.90
STB - Relational Outcome 32 40 30,230 .384** .325, .440 [1311.40"*| 97.03
STB - Customer Loyalty 22 23 19,571 .349** .286, .408 468.43** | 95.30
STB - Positive WOM 17 17 10,659 429%F 314, 531 741.88"* | 97.84
2! ® Random model point estimates
CB: Confidence Benefit, SB: Social Benefit, STB: Special Treatment Benefit
** p<.001
V. o171 20} mean correlatione WEREAS Fal Aozl zt B
of thet Bt AeyAlolH, o Al tigk 95%

1.

i

Al siEde]

TR SN

A2 77 H confidence interval) = 37| Al 33t} 3k

(& 32 Al 7K F7el B &
o= Fgd wAel 2, gl deolmeb 31
=R TE WA Aatele] et 537 vEE
BEE AF. siMel M (& 3)¢]

£
8
1
2

o
I

7, =9, =

ol

&

=2

oﬁ
iy
o~
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(£ 3)9] F WAl €21 number of studies Zt ]
o tigt EHAV|E I =] FE wih e
o] B9 B2 AFE £
=oAL g dAl] gk 5] a0 =EE
T Jenw vEREA] 23+ g3t AE 9



1|3k= number of effects= ME=2 Huslict W] H
A dell B31%E number of observations< 7} #A|
A Z3HE & BESFE onigitt. (& 3)ol] Had
QL HEREAol] 3 AFEe] g7 duhvt
22 o)A (heterogeneity)o] Ak A& HolF
= AZEo|tH Borenstein, Hedges, Higgins, and
Rothstein 2009). Q#kel SAIHCZ frelsid, &
Agt AFE (te] PAIE Aete =2t Alelol &3
719] frofulgk Afol7t EAFS Cnlshy, ol 54
HATS e AE dske Hee] Wt A1 7t
54S AARRITE mRREke 2 12 ke 0~100%2] #kol
), HEREA o 23Hd =5 1] zle] F o= A=
7} 1A MEIAE HolFE= A EZ(Borenstein,
Hedges, Higgins, and Rothstein 2009), Higgins,
Thompson, Deeks, and Altman(2003)9l] W=
I% gko] 75% o]’dold wlEREAoA e ATs 7t
o] zto]7} 519f (spurious) 7} ofe}t A2 E=AgE
o] g},

(& 3)°] Bt ZAIAIE A, Al 7] B &)
BE ZFe A 4, agla A Y WeE
o &
HEREA Aol 2%, Gwinner, Gremler, and

o

W

o~
i
jlgo
rot
o
o,
oX
i
8}
x
i
f
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00D)ell 7Hd A8 dakes BoFqlnh 12y
Gwinner, Gremler, and Bitner(1998)%} Gremler
and Gwinner(2015)¢] 4+ 22 58U g2
A A3 WA e Sl riRlg Gk nlA
o] ofe}, Ak eIt Aol fAk FEOR
frefmlgh dEks mizTh A4 FEa SHY- &
& 24 BAIe] A 495 (p €.001), .493 (p<.001)
o] FAHAE B om, ¥4 dael= 2 360 (p<
.001)# .384 (p<.001)9] JHAAAE HAFAT
s, B BHATE AT ekl w2
A, A e Bl 3t BA A el 7
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Bitner(1998)¢} Gremler and Gwinner(2015)<]
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QA5 HIEREA] Sk oHERA

1 2 3 4
1. Confidence Benefit
2. Social Benefit 489*F
(34, 16,430)
3. Special Treatment Benefit 4427 .b83**
(3b, 16,434) (3b, 21,347)
4. Relationship Quality .606™* 495%* 493**
(51, 25,778) (bb, 47,768) (60, 47,077)
5. Customer Loyalty .b62** .360** .384** 651"
(26, 13,723) (29, 19,479) (40, 30,230) (38, 40,728)

T 2t Mol k= 4 DlEREAo] Sfsf THE 2 WS k0l HF Amebilolol, BE oke| A BN o T wii) RALS 2 BFE MBS T3t

= O & 7le| 20t 27|19t #2457t ZREUSAIE EoiF.
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2. 2 si=fe| mabdol #et =X HE

=4 At
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WL SRS e 0 2] Slal 2
EEEMBPERE S e s
23k o] (E 4y 9 At AnApE 757] 918

AbedE e EIVSS Z39 T (harmonic mean)

9t T2 AMESIA D}(Chang and Taylor 2016:

Chang et al. 2014: Rubera and Kirca 2012).
T2 veREA ] ArR= (i 5)ol Baslo] ik ¢
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T ARE PSS SEUS e -
A - B A 2 Gk e 52 @ 4 9
(Fzsk: 123, p( 01). FEalok & Ze A8

i)

gle] gaRld], AlElA e dAle] A e T
WA g3 Fdell 71els1= stAl (kP axk 078,
p(.01), ¥ el ARHc e FAAJ] a39=
o= =dRth(ETIT: -.099, p(.01).
uebd] FA o AREA Ego] wA Al mAl=

Fa 9 (total effect) = <Fl7= AT Fg291 Ao

)

o)

HX&= Aoz

(Z by 7=H olet2A 2ot

Relationships Standardized Standardized Standardized

estimate indirect effect total effect
Confidence Benefit — Relationship Quality .525** - .525**
Social Benefit — Relationship Quality .134** - .134**
Special Treatment Benefit — Relationship Quality 2171 - 211
Confidence Benefit — Relational Outcome .300** .307** .606™*
Social Benefit — Relational Outcome -.099** .078** -.021*
Special Treatment Benefit — Relational Outcome .037** .123** 160"
Relationship Quality — Relational Outcome .584** - .584**

* p(.05, ** p(.01

x? =324.49 (p =0.0) d.f. = 3, CFl = 0.993, NFI = 0.993, RMSEA = 0.065

86 omilEl 912 February 2020



s AtHEEY: -.021, p<.05). °o]=

28} 24l

o] AkEA e Eate] mIAE PGS A2

< dHAE A, =2 Y

ol A, e

=
arn
I
1/1—/\(4)/\3 h=i

3} ARl ALE1A lEle] ZEA7E dojd S glom,

2819 ol@ AFlelE wA1Y 2] 2

52 ol 714

748 7P=Ao] %—xﬂé]—@], 714e] AkE1A

o) w2lol] ARt wjed 2

CEEEERRE)

o S ual siME

QoksPa | Al 712 A dEe 2k B9

P Elsh B el Ui AR wkE 2
a1 dele] FRThe 606 (p(.01), Surhs 49
o] Fa¥= 160 (p<.01), AEA 9] FRa=

-.021 (p<.05)°I

o Al 7R A E

5

SEREPD

A, WA AN W 1@ T e A, 3
217 delo] BA Aol 71 A3 7191 sl Ao

T 2 sklEg)
A dde B 3HAY wNE 2

A Y Age FolE 718

oml, 37 @7 Aslsh el A
e glor] me
SERIDEN 2

3. == R0 = ZHA sEie] S

2y

(& 6)2 Ul 7K &3} 2kl whel Al 7] B8] &9

o] 2b) Aol
@ Ans wojEr), %

w2 Ane gunw,
e A Az}

o & Aol A Bk

fr

A (3 6)9]

(o3 =}
T S

HA)E o] oA Yepl A A
EEETE
2214 dlo] B Yto] v
£3lol wte} Joha

. SRAIRE FEE Rk

e A dEle] Fast A Azt

S 23t

074 (p<.0D)CIAAE, A5 A7t =

< 3}l

HE -.060 (p{.01)e2 BgAo|Yth= Hol}. =
B3] Ao =0]3t nle}l o] P Ay} 2o B3}

ol A= 7]
o} oAAR|= Ao

(Z 6) =8 AHelol| g 7= ey 2ot

9 F99-2

]

)

a8 7ke] AV (similarity

Nz 2e] A0k} $4

E
\1)&

Power distance Individualism Masculinity Uncertainty avoidance
low | Hagh low | Hah low | High low |  Hih
Relationships Total effect / Indirect effect via relationship quality
Confidence Benefit — 6447/ 268" | 515*/.316™ | b63*/.293** | .607*/.313** | .444**/.318™ | .665**/.266™ | .664™/.256™ | .449**/.319**
Relational Outcome
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