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u] Eal} ojujel wek ofje} 2 AP LAzt

A 1A Srks 2 BRIE 5, 71 ekl
Aol GA2t 2] fo] Hhh Bl FEaHA B

tHGosh et al,, 2001),

AT FOAE B AU Sl 134
Sheoh Ashie SEFolthe dEkigel £
S Apglolch, A8t 717t % tho} PRE] RIS
MO Hifolah 11 AnR Tiat PRO| wlco],
= ARUAolEols% stk a4 At 717t
& Hulof A 917] Afse] IS woll= &
o] thet $5A; S 517|% sh, of&d &
ol cfshle] FAA o] w7)e i), ® 2a
off A7 = ekt Alho] 7HsRt v F
YoJtHCutlip et al., 2006).
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A7) o] =0 5}e] T} mhxuho Tyl
Wgolwol oiet A7g FE olck

1) CHStO| BHY AH|XtZO|

4 ok}, ol 1970 o] 714 HETstel
Zelg| Ay tishe Aystar 1 ko] iy ®
Aok HaS w9 ShuA BaRoR we),
Y 1980t 7HA = o™ AeFo]l =
ShAtECH} 1992\ HEFCE(Higher Education
Funding Council for England)”} =-2] tj&t
THEY T2 dYd ol 43| sl
(Cuthbert, 2010). ¥ 7jUpche} wjso A
1990t o] &% 719A =LA (Excellence)
olgo] stulo]l Q7] ARFSHHA et 24l
71 AA ™ FsfoF Tk Q14]o] Shike]7] AR}
HrHReadings, 1996),

Iy g ae I Ve A =R Y
s} o3} Wolel 1968 o] 2= ot} 119

3t S5 A 52 68AFE = HT Q)
ot esAtels BRI Sk
o7l shyse djstel sl 7195t A

3 Ato] sl Sele] ol AT F
gom 1zold SIS E3h gjato]

b ol5akA ozt 7|3l Aol

=

0

gF2 E o] Al7]of thete] FElE st
o] "ol AR 48l EUIsHe A7IRIEE
3l oJf(Pre—Med), Hh(Pre—Law)Q} Zr& ¢

A& HE2] dH|(Pre—Professional) A3
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o

il
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o] 97|17} 245 olA A Tfste] uAE of
Y 7} e WkES 93t An|r}EEolo] £
o] % 758} Hrkal Hil Qlrt
SHA AERISe] ml=2 1970 <}
Y TEE SR 558 W AN &
A =] o] 7y oA A1 Ao}
Gl g ghdo] obzich. T1eAl o
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s Agw ﬂ% iH ?E‘iﬁii EPOIE 5 F
Q35 BZsl7) = chEliot & Healy, 2001),

W APA o R HE AEE 8 248
S 5] =, Zlo], dpA9] o, A =2
Z}(Hﬂl 1995; Athiaman, 1997) 5°] tj3£Z]0|

i, IE 2= 9 7EAJo] ¥ _:_;G/H EE 243 7|3
Fol, A Q) MW7k St e L

=2} Ay 7t
o A= 8 847 HF3} Fitk(Bedggood,
Donovan, 2012)



SRM(Student Relationship Management)-2
CRMO]| 7|9k =31 @It} CRM:- 21749] Aol &=
7](Life Cycle)o] w2 11.209] 2§24 (Financial)
AAx1e] wske Tefs) S elska ol A
wpajeld], o4y

O]-»— AL BEXOR 0]~—-0](Na1r Chan, Fang,
2007), e sge] Aol 771, 2 st 5
£o] B upie] et ARG Fo R vl
o ke Ao, ol 9 ke Afael
g5t IS A71E0 R ARSI ofsl AR
B SpASut che] ofulglst A7l (Before
Beginning University Studies), rﬂ?‘suﬂi}— Al7]
(During University Studies), &% A]7]
(After Finishing University Studies) =o=
A FESE & AR Ao 72 HA(Recruitment)
N S(Alumni) A 7|74 12GHA = U7 ut
(Sprenger et al,, 2010), T8+ Z&kS: Hil= W
+© ES Hdh= A HSuspect), =42
® e mor o G Y fe4
(Prospect), 32 AASE X YA Applicant),
olsto] 5|71% ojv] AlAY(Admitted), 18]3t
S5 Y (Enrollee) 502 FEsH= Al T49
FEE 2 Nair et al, 2007), HHH MY
3} (Student Acquisition), 3HY¥ %] (Student
Retention), F-& S-X|(Alumni Retention)2} Z¢
o) sk, et 7121, B4 5 1Kol 2 )
A2ES AAo= A== tH(Lechtchinskaia

Cst-St B Sp syselzole] 21 ey

et al,, 2012),

e} ofdl dlxiole] Hmlet s Al
220]) tfgt A= 22 =oje Mol Ettal o
oo} ARl gt vl thefsiAl A7 1R
¢}, AlY 5(Cheney, McMillan, Schwartzman,
1997)2 tfglo| A Q] Anjxje] S-S E 717
el wlEshck, % 7 SEe AL o
g S5 EAR Aol S 180 3}
A (Process) &2 5 -E ﬁ\_ﬂ/\]ﬁt}% Zlolt},
a} o}l/]a} ST} _4

ok g REER FaEH o BAolN Be
AR0) 4 % A4 dhae] A B B4 9
Ak FAch

2) SHH AH|X}ZQ|Q| CHOLA} CHOI-GHAH

A

Awolo) ok PR, E3] PAe) uiee
Ae] e} GEele), o wEEe Anjaol
o] tfjero g2 w80 F=AAXHCo—Producer) &
M SRy, g, SR EEQLO] A (Relationship)
AE 4k 012 A=) 7Nk Far

U= BRAFER] FH|E 55| fgt Aoew
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o TENE FR AR DS RE A sk ok
o W Y B Zoloh mp ool T i Fje) chsipRe) gt 41T A <)
tetat e opleluE el A oleks  Bsie] 0dthriA sl B AR
dletes TASAT, e EuHSchwartoman, = A1 $Ajo] 9L wsk, el A2
1999)2 ] ASiole] TAZA TR BA ot 2 A Alsh, SRAT 14, A% SO
—3}5(Service—Learning)& AARIT, o] F4+¢] T2 2L st 2 WskE A oA
Al Aok 7122 WA|(Familial Relationship) &t PRO] Weka} HelE HAGH Qi & 4
Jtﬂ o= A 34, et W 1 A, 3ol ATk, ol wetol| A vk} kYol BA|of High
Jorte] S Sl S ofEe] Bada 4 PRZ|QI HZ, 53] tishy} shle giide =z o
f{} ok, Z1EiA gef tfsto] ofefelt 7k54] ZA-F% WA At vlad X2 Ul
WA FAol Ao 39 ek A1 35419 T2 2A4-35 WY A=E gt ol A5
&Rl ofzAtelE tiE WA FHrkal A4 g dtEoltt
et ofgfel £A-3F WA A= v =
o A o] Wk ot f He2- Q1A a4t o ¢A5toll o8 Awd}t =l Huang(1997)%
= fHo] gtk olE Sof o] edE kR AV, AlE, T, AT A 5= AIRe
= o= AlS A (Commitment) U A&H=2} ], w3A A A (Exchange Relationship)d}
Z-S(Fit & Adjustment), o] = (Involvement) Ars F=EA BAA(Communal Relationship)
o} 7o Agdo)a WA A0l 947 Qa3 < HE9Ql 1543} E(Grunig & Hon, 1999)%
(Tinto, 1982), o] @45 F4sh= 212 st o 3t} o]% 1743} HGrunig & Huang,
o] QIRHA 1iFo7] WiZolek AE 50l g+ 2000)-= A=V, A5 SA, WEE, SAUA 5
A B, HER A 5 e 1o 24, 3 = A3 AR Y 4= ANk
g A AdT aFa S FEEso] s & Hon¥} Brunner(2001) 9] &1} 24Hd ¥} Hon,
Alof lojA] Fadt Jas sk A wiRQl Brunner(2004) 9] A= 242} digtol| 49 ¥
ZoltK(Tinto, 1981, 1988). A A= 913 Ao Ay} Bge 5
ol tife}t Al Ay HAFAE S 71H e U = Bl2Es|aL Qi dxpe] Ahs 24 wA &
T3] Fojel B2 S ORI FE v 25 v A T 7P AdYo] w2 WA
Zc}, WdElAle](McAlexander, Koenig, 2001) 2k 0 gt Zlo] Ql= A tiske] AR o
o T tiete] WA= ek ASHAlE ujok GAeke] QB RS F8f sk dtolt. &
(Cultivated)sljof ghrbal FAshHA ShuAye A WA a0 7t oo 44 sk
(Student Life)& A|ola== stul 3P4 F=9] w30 BhgAS HIAE o o} 7t 1)
A 9eE, oMIE, 29 Ts A 5 4714 o] 7iE TAY fof gt Are= Eelsta
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h;].' l¢)
S of7]o] HeHReputation) & o3 35
Vit Bate] BAS B 9lom(2008) A
3} ARG A of7lel % A B
g F7ie) we AT AN, Bate]
A, 223 ol AE ARUAIA oJmet W%
ofzete] Aol dhal A7ska awzoosa

& S oA PR 7 %
%5 A she} s 7he] T o) e
AFHAD, ZAHY, 2009) Fo] om}

A, Zapide] Aol et 24
ot WAL FAF T FHS TS
et SO skl thate] At %%ol
olro] e} &J% CF +L z4e) ‘w gl

Ow—r'

4-8(Sung—Un Yang), Sue, Dennis9]

HO X ¥

o

Jlm 2 Lok
<
Dol

aroﬁi
Loﬁlﬂ

ro,

(2011 9] A+
Ay A gl hahdl eelshn gt 1
WA She] Egjee] B ool 724}
a9t}

ool S5k theE WA A=E ARRIA]
TF B2 o) US| e ekl WA A
off 2 74 AR S S0t Ik, B2 (Bruning,
Ralston, 2001)-2 tsh-sHl TAE FAIolA
wool ghe s, ol el et
A& (Personal) 0|1l AEA(Professional) A
X W oI el SIS e sk
ek A=A 1 olg dfate] 2, 5
o] thet 2745t NS dstake] BA 3
43} 751 o1 A(Bngage) 7] oIl %
Ash 9ick, oFgre] 197 el mAe 3
Aol SRS SIo) AL oA, A3k, 24
S opgglel Aol e FAsta Atk

s f’%HH & *J%WW EH?’—?—Q‘

[¢)

H
o=
(o]
¥
T
)
o
=
Y
J
r?
ot
BN
2
=2,
>
1

=
st o g slojd e tE(Representative)
T4 G B AEe WA YT 5 9
< ookt 713E Akt Zrxsiar Qlot

(Bruning, 2002).

3) W5 =

oS o 3 BFE At R
AnFl =] Tl QAR TA)
Yo BEelE] Bk At B glo
del-st TANY ol HE F oju st
WEIE Ao 7lofslen, E 11 A FAo
7ol S sk 5 AY 2k % ofn B
27} WEIE Aol 7]elsh=rol that A

Of

o

#Jo] 3521 Sl v A% owg WA
317] Sl shlmtel BAY % ofE 94g
ZasP Azslof s, 19 v w4
o YA 919 At F AP 2k F ofd A

-

QaE sk AAsloR sHe] Bt e of
24, AR g0l oG 5= glowje} g

(1) %5 o= olz

FEo= o] oflofAl(Ajzen) i} T4
(Fishbein) 2] :=2]& Wtho 2 x|<Lo] Alg] ¢1%]
ol 2ol A3 HE o 25 F /4 A
=9Ea Q= o]Eo R HPAE irh(Ajzen,
Fishbein, 2005).
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FEol= o] &2 39| o] &(Theory of
Reasoned Action : TRA) .25 ¥ &4t} o]
O] &L ZHY| ARRlH Bl Q] e Ql
Al AA2EE Y2r)al ErhAjzen, Fishbein,
2005), o] Alg AlAR= 7HQ1AQ1 A, ARR1A] &
2L, ol 22 sl o i aclol Qe

oy

W), o] Aldolt WEA A, A A,

4
A2 A ol ek, olAEL 44 5ol

S HE, e o, B SA

0]% TPA(Theory of Planed Action)©]ZofA]
A AALE s Atololl ¢l 9JE(Intention)
20 Wez BREA A 9E 2L o
=3 4= Qe 7FEst WaE AokitH(Ajzen,
Fishbein, 1991, 2005), 1 o]+ 9|%=7} 345
E Aol that ¢1&)(Perceived Behavioral Control)
olghe Mot golA] Q7] fhEo|al(Ajzen,
Fishbein, 1991), 3% 9Hko] 7PeA & 225
4 U= 7P AHAo|HA 7R A3

f 4o
7] wjEo|thAjzen 2005), LejA] oEl EX
Nl
7o

[ m{m

Aghol A] Q17ke] EX Eo] HhyY 71
3t o2 717 sheu, ol oo o)

o[-ﬂ oZ:

735t AA(Link) g o2 2l8) 2J=(Intention)=
W sixySo] AT pest AT A 1A ol
3= Welo|th(Ajzen, 2005).

(2) chopyel s ol

dshe] Ol QT o WS A2
i) o) Wil A gk F2 e
FE(Bentencourt, 1997)2] 1172 ZPHFA 3 9]of
deh AEE FH0R she) A AE ol
A7) sl

e

i
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Som e s AR E P ol
U AT S, 5, ALSA
S7loll A, FRER, chetelebh A,

A, FEE WA, 71D o} 5L
FAme] 74 R0 1 AT(HEE), AL
2008)% 9Jch

Zelol Al chape] BEe)o] et AT
Suje) WS 2A thed) g AEE ol
L -d(Word of Mouth), 215 Z[Ql=o] thgh
4}t U (Tsong, 2011), T3] 2241 15 =
2O ARG o F(Shu, 2008), 2241 152

A&oluy 3, FA4%Q1 F-4(Saying Positive)
5= 78 Psolr= HAAJcHHeadar et al.,
2013). 13|0]~(Grace, 2008)= FA L= H
£ o] £ (Word of Mouth)o|L} 75 o=
(Donation Intentions)& ¥ %l.oH of7]of A
ZH(Identification)S F713ic}

ool S BEOEO] o2 =olE Ej
9] o] TEACE TRAIE A FolA
Afst % WEO)ER S W s 2H ol £
A BFOAEE 7|5 G ool 58 B
4 ojrg PEolE RS 3 Aoz A1g

At
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SETEEREEEE
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A2} 2 whorgt 4 9] ifZolekA13Y 9,
2004; Flick, 2002). J187] o] A A 12
O]Eﬂ-jr A7 o) 8y EﬂOIEi% “FHolrt 1

Foll Wok= ZAAIE™ 9., 2004)"0]aL
5] f0] g aauam T % ek

Flick, 2002).

E A= 20144 6 9YURE 8¢9 9Y 714,
b oe] dshos A

=9 ¥ 77 (Krueger, 2002)9} 27t
(Morgan, 1988)¢] 7po]=2ilof whet o4l o
o2 ARl om 2t o] Eojof o|2& 7]
& g el AASE 15 o) AlAof whet
Ui IFo= HFch

HoBEE & 177) dis), 207} Bt} 407
o ZoAFt. g, ohd, H39] thfd= A
3 HojH oz AP o3 A, ArRlHEHA,
A= A, d= AL, AeE/mh AL Sl
A e FER AdEE ofey 239, 't
}\u 17ttlo]o49_cp] 6‘1—1,.% 6_1 jbﬁ:—] 4-5L1,:]7]};<]
2A Pt 2y sl 2] AdAoId A
WA TS A ok, g2 7 15hd oshile
2 T,

Ol R TR EZL2 ot
1999)9] Z2-F% A 315 A5 gE =
P2 uigo R A7 BAY FAL IF oI
Froll SHAl A= o] AT o] T IA A

o,

Y (Hon&Grunig,
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¥ (Debus, 1988)2} 77| (Krueger, 2002)2]
A 3ol whste.

E AIRZS] dE LEQ| rpelu} 9E R
Aol s, 1 9] ZAX IF QEHO| 71EF
o] Bro uf Z(Mack et al.,2005)2] 7to|=gt

ro
o
2
K
b
o

ol PO R WE QIE = FoAEolA |
QRke AlFskal ool Aejd A At BEE
o] 7hgt Alu|ubalat 2 Aol A ZI8gE]l o
H, QIE R AR QB ZEES glAES}L A
AYE A7F HAEES 913 98 JAEFE Al
95kt 902l A 100+ Bt ZF =Gt 2=
A, BEE W& WA 55 =+ 4

AP AABEAL =53k okd 407o] H
Zho] YO Z ?lEf 0|52 AR

1;

sl Abgo] ool SFobd AL Al9ig ol St
2 A A IS T el
F 7499 ot

2) 84 24y

AZA(Krueger, 2002)2} HJH](Rebiee, 2004)
= T@o{(Words), MZHContext), W& LA
(Internal Consistency), Hlx %= HEA
(Frequency or Extensiveness), 5% WEQS] 7}
Z(Intensity of Comments), W29 Eol|A
(Specificity of Responses), & ofo]t]o]Q] ¥4
(Fi SELTR]
sz AN At Hek B SHES
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Student-university Relationship Influence
on Student Behavior Intention: Based
on Searching for Students Experience
Contribution to Relationship

eYoung Hoon Choi*
Ph.D. Candidate, Department of Ad & PR Chung—Ang University

K higher education institution are confrontation with rapid environmental
Orean change, which school age population decline and require restructuring
from government. Especially, regional university are face same issue but more hardly.
Regional university have so many transfer students, student leave of absence and difficult
donations fundraising. For this reason, regional university more need to build relationship
with enrolled students. Enrolled Students, because, are financial and human resource and
latent alumni who is support alma mater.

This study is searching for experience of student as public. And searching for what
experience contribute to build university-student relation ship. Furthermore, What
relationship contribute to making behavior intent like donation, participation alumni,
recommendation alma mater. Focus Group Interviews were conducted with six groups of
students who were enrolled in the universities located in the busan area. The finding of
the study shows that professor is more important student experience factor about
building relationship with alma mater, so student behavior intent coverage was limited.

Keywords: University-Student Relationship, Student Experience, Student Behavior Intentions,
Focus Group Interview
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