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Abstract Relationship learning is very important to grow and develop interorganization. Greatly to ours regret,
relationship learning study have left unexplored with regard to interfirm's relationship. The purpose of this study is
to analyze the effects of relationship benefits on relationship learning and cooperation of buyer-seller in food material
industries. We collected statistically usable data from 228 questionnaire respondents who deal with food firms and
analyzed them with SPSS 20.0 and Amos to achieve research's goals. Analysis results revealed that, first, relational
benefits of economical benefits and psychological benefit had impacts on relationship learning between buyer and
seller in food material channel market. Second, the survey found that relationship learning has impact on collaboration.
Third, on the other hand, relationship benefits of social benefits had no effect relationship learning. Summary and

strategy implication will be mention in conclusion.
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[Table 1] Results on factor analysis and reliability analysis

Variable Number of items | Items after factor analysis | Items of reliability analysis | Cronbach’s alpha
. . Social benefits 5 5 5 127
Relanonsfnps Economic benefits 5 5 5 821
Benefit - — —
psychological benefit 5 5 5 87
Relationship learning 7 5 5 834
Cooperation 4 4 4 812
[Table 2] Results on factor analysis
Component matrix Communa
1 2 3 4 5 lities
Relationship of our’s buyer is socially of much help 112 090 285 163 631 527
Our’s buyer can speed delivery about special order 146 083 201 045 627 465
Social benefits | Good relationship between my company & buyer =001 196 026 398 615 576
My can enter into business relation with same firms 172 008 330 142 58 500
Buyer have a thorough knowledge of my company 329 177 143 018 552 465
I can trust buyer's commercial spirits & service 094 091 NG 177 172 680
Eeonomical I can believe buyer’s organizational employee 206 111 162 068 322 743
benefit I feel like feeling our’s partner on transaction 123 339 545 193 .201 505
Buyer are well known our’s needs & preferences 320 244 Ml 160 247 Al
I can believe buyer more than another one 264 165 538 368 186 550
‘We received faster service & benefits than another 020 819 064 127 047 693
we received special service & discounts than competitor 001 1% 193 -056 -.011 673
Psychological Buyer's well known our's propensity& transaction 67 602 B 145 %5 550
benefit  |-oethod
Whenever the time permit We can meeting with buyer 168 584 101 167 131 A24
Buyer can service our’s inclination and transaction 38 50 0 219 203 617
method
Exchange between market structure & changes in 7 o 145 25 129 60
mutual
Relationship Inff)rmation exchange between unpredict?ble problergs 711 041 140 322 139 650
learning Gain a knowledge from product explanation & operation 692 102 089 008 274 573
Mutual information exchange between customer’s needs 6832 178 243 279 .09 644
Mutual coordination on product delivery logistics 620 o005 167 193 001 571
problem
Relationship maintenance in order to mutual collaboration 136 146 298 711 286 716
Cooperation Perfectly mutual cooperation on delivery contract 221 090 097 703 268 633
‘We can co jointly search for mutual benefit 381 179 103 699 073 682
Mutual resolve with buyer’s confronting problems 290 083 256 632 -.005 558
Eigen value 8576 1.871 1.550 1.154 1.049
% of variance 35,734 7.7% 6.460 4.810 4.370
Cumulative % 36734 | 43530 | 49.990 54799 59.169
Kaiser-Meyer_Olkin measure of sampling adequacy: .896
Bartlett's test of sphericity Approx. Chi-square: 2402.644, df: 276, Sig.: .0000
[Table 3] Confirmatory factor analysis on construct
construct ﬁfgﬁ? dg;;;”; RMR GFI NFI X dt P
. . Social benefits 3(2) saturated model
felationshib ™ Beonomical benefits 4(1) 061 956 919 14665 2 01
Psychological benefit 4(1) 028 982 974 6.378 2 041
Relationship learning 4(1) 078 951 946 17916 2 .000
Cooperation 4((0) 047 925 919 25.599 2 .000
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[Table 4] Results on unidimensionality of factor analysis & reliability

Construct Factors Path Estimate SE CR=t p Standardlz‘ed SMC | Cronbach’'s a| CR | AVE
factor loading
Social RB3<Social 1 0.643 0.454
beﬁzlﬁts RB2Social | 0927 | 0177 5248 - 0548 0.301 650 ® | 5
RBI<Social | 1.039 0.203 5104 ok 0.674 0414
RB8Econ 1 0.737 0617
N Economical | RB7<Econo | 0.796 0.0% 8401 ok 0638 0.454
Reé‘;:ggim’ benefits | RB9%FEcon | 0909 | 0103 8817 i 0674 0407 A0z Gl
’ RB10<Econ | 1071 0.11 9697 ok 0.786 0.544
RBE15«Psy 1 0.798 0.24
Pg),vcholg?gical RBE14«Psy 1.04 0.11 9%_191 sk 0.8} 0.311 6 P =
benefits RBE13«Psy 0.819 0.108 7599 sk 0.558 0.657
RBEI12«Psy 0.645 0.0% 6.691 sk 0.49 0.636
RL7<Rlg 1 0.747 0522
N . RL6<RIg 0.929 0.1 9.269 ok 0.684 0613
Relationship Learning RL2—Rlg 106 0103 10301 o 0 0468 823 30 50
RL1<Rlg 0.903 0.093 9.732 ok 0.723 0.559
Cood<Coo 1 0.669 0.491
. . Coo3<Coo 1.146 0.127 8993 ok 0.76 057
Cooperation Coo2Coo | LI24 | 012 | 8963 | w= 075 0578 L2 8| s
Cool<Coo 1.017 0.119 8543 ok 0.701 0.443
[Table 5] Results on correlation analysis
Mean Std Social Economical | psychological | Relationship | Cooperation
a deviation | benefits( § ) | benefits( §,) benefit( § 3) learning(n1) (n2)
Social benefits( § ) 37211 49960 1
Economical benefits ( %2) 3.6947 57293 628 1
Psychological benefit( § ;) 3.3316 60122 433 06 1
Relationship learning (nl) 3.6386 56934 S04 55Qsek A9 1
Cooperation (n2) 3.9057 56406 D26 569 Al 618 1
wp < 0l
[Table 6] Fit of research model
GFI AGFI RMSEA NFI X2 df p
0.912 0.879 0.070 0.909 300.616 142 0.000
Fit level : GFI, AGFI, NFI : 0.9 above, RMSEA : 0.1 under, Sig. Probability of X2>0405
[Table 7] Path summary of research model
Hypothesis Path(Hypothesis direction) Path 5tand§r¢zed SE t value | Results
name coefficient
1-1 Social benefits( él)ﬂRelationship learning(n1) yll1 0.10 0.197 0.500 x
1-2 Economical benefits( Ez)ﬁRelationship learning(n1) y12 0.38 0.15 2528 ¢}
1-3 Psychological benefits( éB)HRelationship learning(n1) ¥13 0.22 0.082 2644 e}
2 Relationship learning(nl) —Cooperation(n2) B21 050 0.183 1.182" ¢}
3-1 Social benefits( gl)*)()x}peration(n,?) y11 0.22 0.142 0.849 X
32 Economical benefits( EZ)Mmration(QZ) y12 0.12 0.077 0.8% x
3-3 Psychological benefits( % ;) —Cooperation(n2) ¥13 025 0.198 4623™ e]
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