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<Abstract>

A Study on the Relational Repurchase Intention

Gap Kim
Hye-Jin Min

Consumers differ in their exchange orientations. Transactional exchange is discrete buyer-seller
exchange of a commodity or performance for money with minimal personal relationship and no
anticipation or obligation of future exchange, whereas relational exchange is characterized by
cooperative actions and mutual adjustment of both parties, a sharing of the benefits and burdens
of the exchange, and planning for future exchanges. Marketers need to adjust promotional
strategies in their approaches to individual customers with the knowledge of the exchange
orientation of each customer.

In this paper consumer’s repurchase model in the context of relational exchange is proposed. It
is generally recognized that trust and commitment are the basic ingredients in building any human
relationship. In the proposed model brand recognition generates trust and commitment as
evaluative response to a cue(brand) and in turn trust and commitment evoke repurchase intention
in the relationship exchange.

Investigation for the model has been conducted. The results showed that the fit statistics
between the data and the model were within the acceptable level and the measurement models for
the latent variables were generally good. The t-statistics for the parameters were significant.

The results confirmed the proposed model and imply that in the relational context trust and

commitment rather than satisfaction play key roles in generating repurchase intention.
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