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The Relationship among Professional Competence, Interactive Intensity,
Consumer Trust and Customer Loyalty—the “N” Insurance Company as an
Example
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ABSTRACT

After the Financial-holding Company Act passed in year 2001, allowing
financial-holding companies to run insurance business, it has provided a more
advantageous environment for financial-holding companies to run different
business, and a chance for re-organization. The insurance industry in Taiwan is
growing fast, and the service/ products provided are becoming more diversified,
which results in a more intensified competition. Due to severe competition in
insurance industry, most insurance companies are desperate to keep original
customers, and build long-term relationship with them, enhancing customer value,
and then generate customer loyalty. Hence, this study attempts to build the
professional competence and interactive intensity as antecedent variables and
explore their influences on customer loyalty, and using customer trust as the
mediating variable.

The research studies N Insurance Company's customers, who are receiving
services from N insurance company for risk aversion and financial planning. The
questionnaire was used to conduct empirical research, and total 280 effective
questionnaires collected. The results show that the professional competence and
the interactive intensity have significant positive impact on customer loyalty. In
addition, customer trust has the mediating effect on the relationship between
professional competence and customer loyalty, as well as the relationship between
interactive intensity and customer loyalty.

The result of this research will provide suggests to financial-holding
companies and top managers to develop effective marketing strategies, which will
enhance customer trust and gain customer loyalty. According to the analysis, the
suggestions are as follow:



1) to provide solid on-job training, and chances for after-work training to improve
financial consultants' professional skills.

2) to ask the financial consultants to interact more closely with customers, to listen
to customers' needs, so customer trust can be built and elevated.

3) to enhance the trust of customers which resulting in to increase customer
loyalty.

4) to improve financial consultants' integrated ability, help them develop fine
attitude to gain trust from customers, and elevate customer satisfaction
accordingly.

5) to build customer relationship management system, integrate marketing and
service strategy, provide instant information, and get over customers' updates.

6) to establish flawless reward system to encourage financial consultants to build
close connection with customers, and endeavor to pursue customer loyalty.

7) to maintain the relationship with original customers, and establish the
connection between new customers

Key Words : Professional Competence ~ Interactive Intensity ~ Consumer Trust ~

Customer Loyalty



ii#ﬁém%’ﬁ—#ﬁﬁipii

%iw%éipf%ﬁo

[
Pt
[tr
w3
PN}
¢?o
f&.
b
KN
o
J
Q{‘m
5
o
N
f;‘.

R FoRBE T
PRSP E R PR P EM R T AT R £ F *«ﬁﬁ“%%o
BRI P U T 5 2001 £ d 3 EdrE il iE 0 B3 AR
EEFE L RAAFERBESY 2 2R E 30
(7430 B cn® Az 02003 £ £ K B34 f S i 0 Bk g s £ T
LT gmin P ez i TRERG ) £irdik
o AR e M R il B R Aoyl e E AR 2R R o

TRV ¥ AT f@ﬁ%ﬁﬁa@&ﬁﬁﬂ,ﬁég¢yrgﬁ
ASREFERG R EE TARAH . MG  Roh o BHE S AT g R
ToRGERPH L 2L EEBREGERR P BED TRMET
?@wu@{ﬂ%@,agﬁgiﬁg@%pwmmﬁwbwuﬁg

TERERAHERAI A HP? ARFFRRERT G 0 RigE eS¢
100 # 17310 7 53t AEFEGUREHREGEES 5504% - 3% 2§

RPFFHETOARI0E DT 210 2 EEREF e 5 L697415F § o
GATE G R ? 0 kP ARG S P ERR P AL L 41.57% 0 B
FEARTH O ARRFLAFRGIRELEL 3G LR T LI

Beige Flpt o BGEH Lo HEBER S AR PR RLAEST > PR

p
BAFE S A REATE B A o R A RS BB RS LR EE D



aﬂMﬁa,u;%wz@%@?z@,giaL%ﬁ’@%@%%E*’@
2_P aux—?—’ﬁi’&ﬁkﬂfﬁg' GRRAL ©
@&%%%ﬁﬁiﬂﬁﬁﬂ’%

#EAFENTFTOLE

a4
&l
=\
P
=3
;
e}
ok
i
i
O
S
oL
p-.3
[and
—-l N
%

8
R F R RE B MG S AET 2L ARA R



AL EE > >
Y- & Fpe

EBEHBQUINFE T B EFR o RIE S 2 LA LATE & 2 M7
Foonw
FRFERAARET - HERET N A - PR LR - BT
F o Ao p 2 ARG S Eoirit ) DEEEARE T B e
7RG ERRGEY RREEFI TR NE LR RN AL AT HEG E
KEARZBER AR ECELRF L LA 2B o

Kl

EFARALE R EARR D F R0 A KA HPEL e 7]

FH AR AL E Fnifh B Earas s X HNZ PRI R o AW N

Hivsd BAREERE L2 MG ES R S

o

G L AR R S %

£ W EORT O F%R 0T A SR ROEE
FEFETUF AR AHI RO E EE LA SOFRTEE > LA d N F &
Feh- R REARZE 2PN DAZ G ST WAL LR Aol
’&_W;mﬁéa.%c‘ » #-P ‘E/E*'\;{;J‘ﬁﬁr‘%@ﬁw! i %;}Ff , ﬁﬁ“@%ﬁ@p’g@

BRI EBLAEEL  ¢RA7 'Iﬁj PeeniG B 24 37 ¥ ¢F A~ 3+ =g £ (Lieber and

g@gﬁﬁig,Aﬁiiﬁ:@ﬁﬁﬂ’aawﬁzﬁiiﬂﬁiﬁﬁaﬁ
% ** &8 kg Z (Reichheld and Sasser,1990) o - kR E ey dci & kg &7
MR REE A B T g% RAEERLPATOT R L

R g
FER-P I AEE 0 TR PFE HaE 2 £ A g £ B % o Reichheld and Sasser
(

EF LG T AT B2 AEE LB R o B gyl A i R B 0 YR DR



BRAARARBUIFE DR ITESPRF I L OEET o e FARL T EE
PoimAF AT R R 2 e ;fﬁﬁpiﬁ‘#mﬁ_ﬂﬁtﬁ’ Flm 3l AT 2 #

o

REZM GehaF st e R sy Ay £ 9 g & P IR L AFR A
5 = i 2 (Bearden and Teel, 1983; Reichheld and Sasser, 1990; Anderson and

'z

)

Sullivan, 1993; & & #7,2008; £ 722, 2008; 4+ 2, 2008) @ 4oim 3% = Af

R

BARCAPTR LA L EF Y ?4é¢m—m€£ﬁ#’mm L b e %

7

R REARDLFER S UIFF L EoR L

ﬁgﬁwaﬁéaAiﬁg’ﬂw 2P RFLNILS §

NP R EHE R S
& e B o

b
i

W

e
Rt

o

iy

=
Rt \
¢

ke
P2

“

-2 o+



AR

AR = ~ » 2
Sz & PR
KPR R AR A RS T RBR
ECELPREERET NG T RDTIZEY P D
R AT

- B ER R
SEHIBERSE G EEMELBRDNEN B P

3
=3
p
g
=hg
=
W™}
;
E
W



¥ & T AR

AT o ARACR] 1-4-1 47 > FARTF Y S e 0 R RFF LRSS
Bﬁﬂﬁk%ffﬁfﬁéé),?%’i@f?giiﬂ’:‘&%‘r (RS A A T T
IX%EHW ’E’J“ '%' ‘R&ﬂa g’??\lﬂ:a Js ’ FFB Jé‘?""i{]g? f Y {FFB 35 ) _?I_ é—l—é’:}-)’é’

BT EEREFLA S FD P ik 2% o

Py o
v

G

e I G A ¥
2. & ¥4

égkﬁ%ﬁﬁﬁ 3. IdRmR

4, REE 7 1x
5. MEERPR

-

o ’5’% ’*c.%i’ i ’]/I

AR N IPr e
e BE Tk

B 1-4-1 *F 3 A2



AFPTELATIR 5 -F i Hh BPFELIHB TP EFT R
B YRR S A AP LA wARR N (AR RE 2 ek bE
A I ERRECMELER L BRZAAM L NI EAFT L e o
FZRAALE O HRIEIE AT XA AR T T

A AR L R )

-\“\w
i

B R ERFERP TR E o5

1 O
FPEADOFR IR E RN R - 5 1 SwpEk o &4

N ) a ® i
FiaogrkFrERs g ik SHhtgfrmgLse o

10



4

SNV

PEARAZFGE ERE S € xbo a http/www.lia-roc.org.tw 0 #F p #p 1 2011
E120 o

22O e EM G ETH K2 v RmEFTT TEFEPR AT EH BN
War A ARFA LG o

3 REQ006) “BENS IFBA -MASTEEEIMNGET
PELSFEBRILH PR L AERELES

- 7(2009) 0 “PRAFEE S E
Rzl E~FEEFRE L ADRALH? -

L @E

¢P{’%ﬂ%ﬁi%¢°

_uﬁ‘é]%}%‘rm TR B

S
'

beits

=

™

<

k-
o
(w

%

FAEE(2003) 0 KM G EHRIFHFFELFY R ELD FERBE @R GRS S
BHE BT AF S ;?WP”%%*%WJ%°°

ILRFQ2001) 0 W EHRBERT IR R L ERA P B RG22 H
AR R AN R LG o

2 F &Q2011)> A Lt S e R 2 B R E LY AR

it 2%
g KT A ??ﬂpfﬁﬁiﬂﬁiﬁéo
5 2(2008) ) “FWAEE AL
oAbl A F BB RE T AR LG -
T Rz(2007)0 “CARGEREIG CRBET CERRELLBARM AT
B NBRRA AR s b7 B2 S A F R AL AR SIA DR L
5 FF 3.(2004) > MBS FEM BREE LT RS
T HE e 002) “FHELT S ’tijﬁ‘%/"a o
EE(2010) “MHEM? CHEMGETHNZFEFL < FREREE
18> 201-229 -
3~ 7(1983) 0 i 4 ARFABRERT” FFET 0 19) 0 pp.56-58 -
$iﬁ‘?”fﬂﬂm&’%?%ﬂu FABRE S AARR o
FEFQOI) “E@EME R Amsld R ENS SHARTEEEEY A
RMGZEAL” » PHBRARAFEEFR L RNERLAG -
2 E ~ HRFR(Q2005) 0 EREL EHIMBA KRG LN LB LABET
T

A g FLEH I 1(2) > pp.55-64.
11

LER2ZEATT 0 A2



‘?"}

SRR G EHLBRLEH- MG R 6T T 4 B

% Pu(2006) 0 bR
AL ABBITA DR LH o

¥ERE LA

¥ hH (1991) “BrEarB 2 M G EH S MR R BB REHT B st
g8 kIR L% o

FRAA(1999) 0 “REEM GEEF 2 F T L FEH-NAFRBELN AFAFFE
oA IR L &Y -

R E(1996) » “B | FRKEFEEN 4 2017 B2 SBFFE S FEHRRTH
TR R Lk o

HIFGE(2001) ) “RAGFEH FABF2 T LA FF P EE KA IRE LG -

HRE4#(2001) 0 “FP S XNEERPARFEARKTEEN S 2T T-UF2E %507
CARE o L SR SO i S SR N R R

e ~ R RiE2008) 0 PRIFET MBS TEEELAM R FY g AT R
#F > Vol.2 » pp.286-308 -

HBORER(1997) 0 Ui R EAETE 770 ELDH 15 51

%W@Qmm’“g?ﬁiﬁ%%ﬁﬁﬁipim;@l%ﬁgygﬁim%ﬁi%¢o

the 29(2008) 0 “BERIFERRBET - BERLALBELBAM GZETY &
@+§@%§gp;%%m%ﬁi%éo

EEHQOI) e FHESBASIHMETNF ALY, i F 6 k%
SHML ABE SR IR LS

B RE$(2009) 0 RHGELBITERGEMELBFR LM A1 R
B)75 2009 £ S E FRAEEFAFEE

%ﬁ%@%ﬂv“E%ﬁ*‘E@ﬁﬁ‘%ﬁ%?ﬁ@%%ﬁ%ﬁ%ﬁi?ﬁpf—u
BREF R ARAZEC BH L EREL L AR S PR TA
DL #m = o

RE T (2010), “BEE Y o s MART - LBRLER LAY GLATT B2 s
SELUCEELE S R

MUt £ (2003) 0 CHEBE TR HBEL  FEHG I KFECRBAFEREIF LA LE
Z MR MABHELR ST HT A FEEFRTAIRFLAY -

REZ(2001) 0 “BBL AZAPLEFEEFEERAH A L RFHPEL 0 E
CFERED R ARG

R $(2001) 0 “MFRZFFH PRI BHE AT RSP AEN B LR B
12



At Fa ?ﬂﬁiﬂ%ﬁﬂ%éo

P59 #9(2006) > “E % 3
Lk

PR 5 (2008) 0 “f7 4 & B OPRAL v AR
RiF kg FH R 07 LS < F

FRATE SRR B B £(2008) B A4 T E B G TEoni 2 BEBET 2008
BlFT S LB AT g% $ 02008 & 067 13 p -

Foudh (1997) “R¥ 2@ @R RpFE£ad 2277 FAE SR E 509
T AR IR L o

Fo¥(2002) 0 REE B A AR AR ILAC S 2R FEHATA ROl L

T MOEBTAGMALIN P R B A EF AL A IR LG -

13



¥ &4 3 5(005) 0 “IEa R M GETHAELHGE
BAEM R ARAZ R BH L L2 L LB 2005 S EHHE -

+ L #(2010) > “PRAFSH ~ 4R Kok~ o
CEAFC RN SR R B IR A S b)Y BT

o
=k
R
¥
ol
N
1%
=
Ty
3
fm\
85
i
~
o

< o

AL o & FQOID > “£E) % RIS MERLRLMELPRM BT -
MCHE2DF 5672011 %= BERAAE FHE R E R 32kt f#£#
<~ & 5 pp.379-394 -

BEAT008) > “Fz A pEdEA g B e Es R R E R AR A
LEBR. HEIBAFAREFE - 1A AR L0 AR AETEEYE
AAVRFEL A o

ﬁ%mmmy‘ﬁg@ﬁ%g CEE R TR LA R EIRIEA £ D 6
PHBEEAFLETL LA IRALA -
i/?$]§ﬁ/€ﬂ"nlfmﬂﬂ7jlﬂﬂiﬁ}{% 97_’&;;%@»{;%

A ERBFVIRIEMARLIFIEOT E P WL -k

WA EQ010)» “BEi 4 ~MASFEREEMGEEomi 2 MBBFE T — 2L i
EEBAEEL 507 B LT 125 147-177

Bl @ 2011) > = PR RS 2 2 B R AR S R T e
275 m & 27(1) 0 67-86 ¢

=

PR £(2010) 0 “) T AEIBRALH BB LMMELITT N F R 3
av,@isﬁ@wﬁﬁ%ﬁ@%%ﬂﬁﬁi@%%ﬁ%ﬂ%ﬁi%éo
BE4(2010) T EEF M B TH A BRMBIEL Y R £ EREEG
P B FRRY PHAELEIRET A NRF LG o
Bz 22PP Q007 “BEFRLEDEFARLFLT R FEEA . 5(1)
83-95.
B (2006) 0 “AREFGFARFREREGLFAL-NERR 2 RERGELR S 7 ¢
EAEEFWAR IR LG
Ed 2 (2007) “RMOGH EEMGETL 0 FlE 2 B0y — B GAER LB
B ABRGY ML ARBITA IR LG o
A 2(1995) “LERAKTYRABAIEEN S 277 ML B RT FTHEAE
PR R R LR



HHEAT(Q2004) 0 AR FEREFLZBEETY BRI RESIAE 0 3(2) 0 103-124 -

ME2(1999) “GEEMGETHEN2FT7 CEAFTEEYF T T2 mmL

gé\n < o

- N B IAL

Anderson, E.-W., & Sullivan, M.W. (1993) , “The antecedents and consequences of customer
satisfaction for firms.” , Marketing Science , 12, 125-143.

Babin, L., Babin, B., & Boles, J. (1999) , “The effects of consumer perceptions of the
salesperson, product and dealer on purchase intentions” , Journal of Retailing and
Consumer Services , 6(2), 91-97.

Barber, B. (1983) , “The logic and limits of trust” , New Brunswick, NJ: Rutgers. University
Press.

Bearden, W.O. & Teel, J. (1983) , “Selected determinants of consumer satisfaction and
complaint reports” , Journal of Retailing , 56(3) , 3-20.

Bei, L.T., & Chiao, Y.C. (2001) , “An integrated model for the effects of perceived product,
perceived service quality, and perceived price fairness on consumer satisfaction and
loyalty.” , Journal of Consumer Satisfaction, Dissatisfaction and Complaining
Behavior , 14, 125-140.

Bendapudi, N., & Leonard ,L.B (1997) , “Customers’ motivations for maintaining
relationships with service providers” , Journal of Retailing , 73(1), 15-37.

Bhote, K.R. (1996) , “Beyond customer satisfaction to customer loyalty — the key to creater

profitability.” , New York: American Management Association.

15



Busch, P., & Wilson, D.T. (1976) , “An experimental analysis of a salesman's expert and
referent bases of social power in the buyer-seller dyad” , Journal of Marketing
Research, 13, 3-11.

Butler, J.K., & Cantrell ,R.S. (1984) , “A behavioral decision theory approach to modeling
dyadic trust in superiors and subordinates” , Psychological Reports , 55, 19-28.

Chang, T., Lee, J., & Chen, R.,(2008) , “The effects of customer value on loyalty and profits
in a dynamic competitive market” , Computational Economics, 32(3), 317-339.

Chowdhury, S. (2005) , “The role of affect- and cognition-based trust in complex knowledge
sharing” , Journal of Managerial Issues, 17, 310-326.

Crosby, L.A., Evans, K.R., & Cowles, D. (1990) , “Relationship quality in service selling: An
interpersonal influence perspective” , Journal of Marketing, 54(3), 68-80.

Cuneo, A. Z. (1995) , “Internet world show spurs online commerce debate.” , Advertising
Age, 4(17) ,10-83.

Dirks, K.T. (2000) , “Trust in leadership and team performance: Evidence from NCAA
basketball.” , Journal of Applied Psychology , 85(6) , 1004-1012.

Donny, PM., & Cannon, J.P. (1997) , “Examination of the natural of trust in buyer-seller
relationship” , Journal of Marketing , 61 , 35-51.

Dyer, J.H., & Chu, W. (2000) , “The determinants of trust in supplier-automaker relationship

in the U.S., Japan and Korea” , Journal of International Business Studies , 31 ,

259-285.

Floh, A., & Treiblmaier, H. (2006) , “What keeps the e-banking customer loyal? A
multigroup analysis of the moderating role of consumer characteristics on e-loyalty in
the financial service industry.” , Journal of Electronic Commerce Research , 7(2) ,
97-110.

Ganesan, S., & Hess, R. (1997) , “Dimensions and levels of trust: implications for

commitment to a relationship.” , Marketing Letters , 8 (4), 439-448.

16



Garbarino, E., & Johnson, SM. (1999) , ¢ The different roles of satisfaction,trust, and
commitment in customer relationships” Journal of Marketing , 63 , 70-87.

Garbarino, E., & Mark, S.J. (1999) , “The different role of satisfaction, trust, and
commitment in customer relationship” , Journal of Marketing , 63(2),70-87.

Griftin, J. (1996) , “Customer loyalty: how to earn it > how to keep it.” , New York: Lexington

Books.

Gronholdt, L., & Kristensen, A.M.( 2000) , “ The relationship between customer satisfaction
and loyalty: cross-industry differences.”, Total Quality Management, 11(5), 509-516

Gruner, K.E., & Homburg, C. (2000) , “Does customer interaction enhance new product
success?” , Journal of Business Research , 49 , 1-14.

Hepworth, M., & Mateus, P. (1994) , “Connecting customer loyalty to the bottom line” ,
Canadian Business Review , 21(4) , 40-43.

Ingrid, F. (2004) , “An index method for measurement of customer satisfaction” , The TQM
Magazine , 16(1), 57-66.

Jarvis, P. (1983) , “Professional education” , London: Macmillan.

Jones, T.O., & Sasser, W.E. (1995) , “Why satisfied customer defect.” , Harvard Business
Review , 3(6), 88-99

Kandampully, J. (1998) , “Service quality to service loyalty: a relationship which goes
beyond customer services” , Total Quality Management , 9 (6), 431- 443.

Kotler, P. (1999) , “Marketing management” , 7th Ed., Prentice Hall.

Kotler, P., & Keller, K.L. (2006) , “Marketing management” , 12th Ed., Prentice Hall

Lagace, R., Dahlstrom, R., & Gassenhheimer, J.B. (1991) , *“ The relevance of ethical
salesperson behavior on relationship quality: the pharmaceutical industry” , Journal of
Personal Selling and Sales Management , 11(4), 39- 47.

Lewis, B.R., & Magdalini, S. (2006) , “The antecedents of consumer loyalty in retail
banking” , Journal of Consumer Behaviour , 5(1), 15-31.

Luhmann, N. (1979) , “Trust and Power” , New York : Wiley.

Macintosh, G. (2007) , “Customer orientation, relationship quality, and relational benefits to
the firm” , The Journal of Services Marketing ,.21(3) , 50-159.

Mayer, R.C., Davis, J.H., & Schoorman, F.D. (1995) , “An integrative model of organization
trust.” , Academy of Management Review , 20(3) , 709-734.

McAllister, D.J. (1995) , “Affect and cognition-based trust as foundations for interpessonal
cooperation in organizations.” , Academy of Management Journal , 38(1), 24-59

Mcknight, D.H. , Cummings, L.L., & Chervany, N.L. (1998) , “Initial trust formation in new

17



organizational relationships.” , Academy of Management Revie. , 23(3) , 473-490.

Mohr, J., & Nevin, J.R. (1990) , “Communication strategies in marketing channels: A
theoretical perspective” , Journal of Marketing , 54(4), 36-51.

Moorman, C., Deshpande, R., & Zaleman, G. (1993) , “Factors affecting trust in market
relationships” , Journal of Marketing , 57, 81-101.

Neuber, S.L., & Fiske, S. T. (1987) , “Motivational influences on impression formation :
outcome dependency, accuracy-driven attention, and individuating processes” |,
Journal of Personality and Social Psychology , 53 , 431-444.

Oliver, R.L. (1999) , “Whence consumer loyalty?” , Journal of Marketing , 63 , 33-44.

Oliver, R.L., Rust, R.T., &Varki, S. (1997) , “Customer delight: foundations, findings, and
managerial insight.” , Journal of Retailing , 73(3) , 311-336.

Ranaweera, C., & Prabhu, J. (2003) , “On the relative importance of customer satisfaction
and trust as determinants of customer retention and positive word of mouth” , Journal
of Targeting , 12(1) , 82-90.

Reichheld, F.F., & Sasser, W.E. (1990) , “Zero defection: quality comes to services” ,
Harvard Business Review , 68 , 105-111.

Reichheld, F.F., & Schefter, P. (2000) , “E-loyalty: your secret weapon on the web” , Harvard
Business Review , 78(4), 105-113.

18



Robert, M.M., & Shelby, D.H. (1994) , “The commitment-trust theory of relationship
marketing” , Journal of Marketing , 58 , 20-38.

Selnes, F. (1993) , “An examination of the effect of product performance on. brand reputation
satisfaction and loyalty.” , European Journal of. Marketing , 27 , 19-35.

Shani, D., & Chalasani, S. (1992) , “Exploiting niches using relationship marketing” , The
Journal of Services Marketing , 6 (4), 43-52.

Sharma, N.(1999). “The impact of communication effectiveness and services quality on
relationship commitment in consumer, professional services” , The Journal of
Services Marketing , 13(2), 151-70.

Singh, J., & Sirdeshmukh, D. (2000) , “Agency and trust mechanisms in consumer
satisfaction and loyalty judgment” , Journal of Academy of Marketing Science ,
28(1), 50-167.

Sirdeshmukh, D., Singh, J., & Sabol, B. (2002) , “Consumer trust, value, and loyalty in
relational exchanges” , Journal of Marketing , 66(1) , 15-37.

Swan, J.E., Trawick, L.F., & Silva, D.W. (1985) , “How industrial sale people gain customer
trust” , Industrial Marketing Management , 14 (3), 203-211.

Taylor, J.L., & Woodside, A.G. (1981) , Exchange behavior among salesman and customers
in natural settings” , in buyer-seller interactions: empirical research and normative
issues, P.H. Reingen and A.G. Woodside, eds. Chicago: American Marketing
Association, Proceedings Series.

Whitener, E.M., Brodt, S.E., Korsgaard, M.A., & Werner, J.M. (1998) , “Managers as
initiators of trust: an exchange relationship framework for understanding managerial
trustworthy behavior” , Academy of Management Review , 23(3), 513-530.

Williamson, O.E. (1983) , “Credible commitments: using hostages to support exchange” ,
American Economic Review , 83, 519-540.

Woodside, A.G., & Davenport, W.J. (1974) , “The effect of salesmen similarity and expertise

in consumer purchasing behavior.” , Journal of Marketing Research , 11, 198-202.

19



