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[ ol 2 =5

e vHARE HAY AL o)
b Ao sieulel A Easte] e
14E4 el Ayglez wslsign. o=
dste] Ak A Rpzke] A o] Al st
WA 7|99 AEm 598 BAESE A
Tl FANE
ARl tist 292 (competitive advantage)
AR s B AAHo] gom,
% sEA ATl 1990d ) o

]
B FE2 wolew gk A%y
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& 7ol AREeod Mnag Aakste] 4
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dAAES FEE Al dE ARE I
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o —{ol' H

T ATh olH g AFA I AYPoR =
3178 % 8k (customer orientation), 73 A AFA|

F/J (competitor orientation), Z1¥|3L 7]%

Z A (inter—functional coordination) ©] Zﬂ
15715 &} (Narver and Slater 1990), %

%) Eﬁﬂr
A 10
tfsk ®hH-3-(responsiveness to intelligence)
o] #AAFH7|% dh(Kohli, Jaworski, and
Kumar 1993). ol gk A28 A=7t
Ao AAn 2o Ais AT
(Jaworski and Kohli 1993; Narver and
Slater 1990), <F<}7|wre] AdaHErt ofyz}
AAA7e] Ao gk FAATE HAoR
vebdt H =, AR RS é_‘ sl=d]
e Age] HQs

B o

>

1 &= (intelligence generation),

(intelligence dissemination), L8] 1

o1& FAARoEM A9 Aq wal
=g Bk olde PEATn @

4 vk (Kirca, Jayachandran, and Bearden

glal 229 A" 99l
(Jaworski and kohli 1993). &7 A<
ARG ek e 22 e AR g

B FEel FAH 9Re 7l (Day

A= FA7F 448497
ofFo| A =], F-AZF AZA
T ARGl o5 A
(Kennedy, Goolshy, and Arnoul
A7b Ao Aol a9t it
& WagomA AR Ji’\]ﬂ
= Aow dvA dh(Jaworski
=

d
;Gg/] }\]}\Eﬂ O?_‘:% %L)\]

o,
[\]
[
[
w
=

3|Abe] R8I At tﬂﬂoﬂ W{E
ARl Whg-5 e FoEMN AR S
7 2=A1 7)1 (Jaworski and Kohli 1993), 713
T3 AR At 488 YFgo R
ANGA LS FAaATe Aor deA 3
H(Matsuno, Mentzer, and Ozsomer 2002).
gk AP7IeE BAAA AR A AR F
HLe A]XP;(]&/\LO— SEAIAl F| AV Al AR B
AolA a4 AdE dses TN
o AV AFshE dEE dtiar I A
A Ruekert 1992).
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ol ABXIE 80l Satofl DIXl=E B

o oi

AW gy A Adez Wi
Jtt(Jaworski and Kohli 1996). 3 ¢]
di= o]9, A=t ISR Ll
A QA Fo= o]FoA] 3 (Kirca, Jayachandran,
and Bearden 2005), 117} AWy AlF
ojif Mnjxef Azt FA,
AR 507 o] o X(Jaworski and Kohli
1993, 1996). AMAAEFHE o 3 17
7}72]% Fxstal gASES meoms <l
S 4A17)1 (Brady and Cronin
191 719 J—7”4 *Q—?L‘—E‘

[ BN S

W&, A,

AEAE 3

mO
in)
2
%o
E
92
g
LA’
%
Z
g
é
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—
o
&&
S

el 3414 (Hult and Ketchen EOOI)JJr
AEel AF}(Im and Workman
ZoFslt}(Kirca, Jayachandran, and
Bearden 2005). =38 AR 32 179
45 TEAT7] 5 ASH o ATt
= AT § B AR ARSS xS
wsel] A A AAE AAE LAY
= Aoz d¥A Arh(Atuahene-Gima 1996;

Han, Kim, and Srivastava 1998). 3k 2
LAy ‘_z’: %Uiloﬂ/ﬂ B pq] A]X]—X]H]:}\‘].Q_ xl
Y459 F4E9(organizational commitment),

HAY P E(team spirit), 22744 &3 (customer
orientation), &5 %r=(job satisfaction)<
A7, 2hEe] AT role performance)
W) sls e a5 (role conflict)S a4
171= Ao defA| IrHKirca, Jayachandran,
and Bearden 2005). T3k AJx|gEAo] =
29

il

>

A #}(organizational performance) =

7712 8

nolx ST MESHAE
e gaBe] 2AaHRE JRE o=
gz 9o (Kirca, Jayvachandran, and

Bearden 2000). 783 ##s 54om=
Ap7wkat e riwke) A4 3 (Harris 20015
Jaworski and Kohli 1996), ##A= =43}
FH4 =H(Harris 2001), ©43=3} o3t
= =X (Henard and Szymanski 2001), #
ZAd3 A¥]~Y(Anderson, Fornell, and
Rust 1997), Z28]x 34 1173 (Grewal,
and Tansuhaj 2001; Harris 2001)¢] 9L
w4 #AEe e4hmT AY/EA
A, Vled E9A, 1Yo B A
7} deh(Harris 2001; Slater and Narver
1994a).

HZol mAE okl M=
(market orientation)¥} A ZHperformance)
o #AE wiMstE WMTES AHste A
o] FQd IAALR FEH W Jui(m
and Workman 2004; Kirca, Jayachandran,
and Bearden 2005). A X}X] ol A TJroﬂ
A FeE FAE Aowr E AF4E0] %

A 1He.g., Han, Kim, and Srivastava 1998;
Noble, Sinha, and Kumar 2002), Kirca,
Jayachandran, and Bearden (2005)% A&
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(1998)9] ¢15+¢} Hurley and Hult (1998)<]
AE wEo®R st AR ¥R
L3 H HEEsS WHTRE AFSSE 2
P& AAEAT 25 sk, A
4 A7 3 F A&

L Mu e FAe 3
7120t
o Al 5o

A A

T

o 001'

7
Bane 27

Rl

>

2
FAES} AE
w, Yoy} z21e] s

9, g2 A (innovativeness)-&

r rSL‘



82 fredT A3 Als

AE EFZANP creativity) & vpAE ==
a3 S5 MP creativity)2 AHESH| =
b, %A (creativity) S 214 (novelty)
# F9 1) A4 (meaningfulness) & 2 o] Fo] 2l
Y (Im and Workman 2004). Im and
Workman (2004) 98}, 4345 Eol=4d
Ro1A Fomde] AT o Fasttt
3 ghek gk, AR 3R (market orientation)
o] A3Hperformance)ol] d@AoR AAT
o] Ath(Jaworski and Kohli 1993; Slater
and Narver 1994b)&= Igo] Aol
A 2Y AFRES ol g A
o] Bl e A 2dE Hust
%= HAvheg, Agarwal, Erramilli, and
Dev 2003; Bhuian 1997, Sandvik and
Sandvik 2003).
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84 FEAT A3 AlE

H2: vl o] Ao =255 3 & sl = Aola, e A ArEst
njl o] A RkEo] &8 Aot} Al =, vholrl A A AlFsteE A H] 2~
H3: Ao A Fgo] =&5% ¥ o] A Fopa Zol7] wEo|th. wEEgH
jl e £AES]lo] =& Aot} AFEE mhgol P ke o f-E Tt
AA Aot =g, 224 st &9 st
o] AFFL o] zpAle] A 228 e B2 =8-S 7]Eol A
wj&-zo) sty JHAE wEY FEE 9 H51, AfE Aste] 228 W 7] s
njgheh, w22 EQe A4l diste] a2 Sk vt FrtstAl A #BE
o] 7FAE= o] E(involvement), +=% Z3l7] e eE a1 AS ot BEE A
(effort), ze]al SA 4 (loyalty) &= 7213} @Fetar FEya f3AoeR JHAA Hal
719 Abelddl EAlskE A7E dAfeR a4 gtel diste] WAE T)EolA H
99 4 vk (Siguaw, Brown, and Widing th o]¥ o=, wujde] 2 FwEo] =&
1994). whebA], sujgde] zpsle] 2 F-o o TE A Azt A9 Hol =
gk whEo] ZEm ap4lo] &5k w2 ob o 2H mAo] QIAE= AR~ FA
of thste] zlo] AASHA =i, o B = gk Eobd Aolvh rela, dvjd e 3
S 7lEolH, ALle] 22l gk F44 9o =&rs A A AFshs AR
= 7H Aolvh. o|&t w2 ALY AN o] Ao Zofgomm o] A|EHE A
of diste] EwbEel AL Aile] st Hj2~e] F4 ek mobd Aolrh, whahA,
z2lol Zo| sty E 7T Aolw, @ ofgfe} o] A& AAstax) gt
< =8-S 7golEa s E &8 Flolar,
FAAES Ag Zojr) dnkxon #AA H5: o] 2 Frito] E&4= 17
nl-A " (relationship marketing) | = %= o] oAl AMA|AaEAS] =8 A
L EQle e m welEoav, uh ot}
A, ol o} o] rhds Azt gl H6: #ujgle] xxEQlo] &S, 17
o] A= AMujaFHo] =& A
H4: dvjfle] 2 FriEo] E&4= du| ot}
Hol =4ES])o] =5 Aot
aZYo] QA|EH= M| =F A (service quality)
ol o] 2Rt 22 =)ol St o] FolAH 174 e] M| kA (service value),
WoFujde] mA A AFSE An]2g] W (satisfaction), 28]l F4 Z(oyalty) =
+4do] v &+ dvH(Hartline s7FshH, Sk A2k i 24
and Ferrell 1996). #ivkstd, snfjdo] =44 55 VM7 St wES FAEE
o] 2o mbEstal ApLlo] &gl 771 o= 4wl Sivk(Cronin, Brady,
22 ZF93HA HA EAL e 7HA and Hult 2000). AMH]27}x]= a17o] =7
3 e OiE o et BERA e = FHA oA o] djdor
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249 A dALeR Fod

) tH(Cronin, Brady, and Hult 2000). ©]#
E I B R I S = e
A E AA sty A Ew, 3170]
AR &)= M|~ EAo] ES4E M|~
7EA e AdedlA g She] AR|2rEA|
b R I e e e oﬂ‘%“‘%%ol T/HEe=EN 3
Aol QA= MRlA TR = Fobd Ao
U}. Egh AH|aFdo] EoldAss o
shel g o mRE e A n]2o
ﬂ%s}ﬂ SAAQ =4s VA & Aeln
o= & wEo] Zr1E on|ett} wak A
H|2=7kA] 9] Sk o stog Aol
A ~2HE AL FEn Aujag 47
S A B 1 &3] BAGAN FAHQ
Br7te WE + A s Ey uEs T
7INZ 9 Aolvk Ean, iAol <l
Kol

o

Aek= A= 7}7?17P =eTE A
ZJ?J 7

1 =4
A AN, FE AN AR AF

-1 = =
JHAA oz aAFAAEE SHE A
ol Adaprow mAwtEo] Frylebd v

H7: 370 A5} AH]|~ZEAo] =&
FE o] QA Eh= A 27k 7}
Ea Aotk

H8: 3170] QIAsl= AH|=FAo] &g
T AAREE] F5 Zlolu

HO: 317o] Ak MU 27kA 7 =&
FE aAPEo] =L Ao

H10: 32740] AA = Au]| 277 =
SR AN FAEI} =8 Aol

H11: 22RbSo] wg4s A4S}
E=a Aot

IS FASAY s7e] oldE wE
& AR =Al AR Stelw ole A

A
AA7= Fa3sk 291e]tH(Cronin, Brady,

_{

ol

SolA FiE FHsP|E S, ATE
e A4S BoF7E 8ta, o B8 =
& A&Est, o B FHE spE stk
=, aAe) SAEE afoR e AT
£ (complaint)
I HAA e 4 (negative word of mouth)
= FaAF7] Wi 222 AdadsE St
A7) Aolth(Szymanski and Henard 2001).
woh w1 FAEE O 28 14 9 =
< AAAEFE, 2P g 9 H8s B
ste] szl o] A#E F7HAZItH(Fornell
1992; Slater and Narver 1994b). ule}A,
ot e} o] A& AAstax) g,

N ESD



86 FEAT A13E AlE

<TJ2l 2> oD

ot ol B ATAN ANT F 12
Aol ARES AFH) AP AP
ago gAY ofe] <y 2>94 2,

A 7}* T8 Ao St v
% = M3kile HAst

oM e 7
71 # Aol e
%Oﬂ ‘ﬂiﬂﬁ M dlE s 2 )
Al AR,
% 8, AAAE Wgs, el

Fuf] A 3] Wé}‘ﬂ zh el et
shop manager)34-&
Olgoe s 6}04 év‘f’?}_ = st W3t
A R 2 R i b«
(BAD) S rﬂgom s wejstar, a7
& B Rt opel Aol thetke]

(e}

74 & ok gl A e SR Hkey informeant)
B vk 2 e

?4_1 =] uﬂg.x% 04741 aj

(random sampling)
.ol 23 st

& 7“3 vt om0
Aol A Fhdsts WAdsE SAX 7199
HEAZE MR EAEhE wfdd skt ¢
gFEHon F 160ME HAAsAt 719
o] APl Hrw EAste o w 94
gk ol 7R AR S Hrtst
5’4’5]1’\1 BEAE EAEA] gFa HHA SR
Jote= wA (el 5 Aol o9
vuﬂ}g})g A&stz] $afAolvt. 160702 i
A58 J9FZEH (random sampling)ol] ¢
g & AEEANE Y Ee-& wol A
wERARe 9gk 111 Wt WEHEA s
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A&stal F 15295 FHEEA ol AHESHA

B AT ASE WrEY S43EE
o J1Ed AgE B ATES wgon
ste] dulZel A AT Sz A}

43519}, FAA o2 A AR AL Narver
and Slater (1990)¢] 153+, LA 34

Saxe and Weitz(1982)9] 635, ZF &
Smith, Kendall, and Hulin(1969)¢] 73 %

[e]
2 EYL

Boulian(1974) 2]
Cronin, Brady and Hult(2000)¢] 33%& &
)~ 7}2= Cronin, Brady and Hult(2000)
9] 38%&, WL Cronin, Brady and
Hult(2000)¢] 33, 34Fd =+ Cronin,
Brady and Hult(2000)9] 335, Zg]a =
Aol A= Im and Workman(2004)¢] 9
G- Aol wA A A A s
A3

=

Porter, Steers, Mowday, and

535, AMzERL

FEe 54 oiste] AdEy, WA &
G217) AEx e AR 2R 717Poﬂ &t
ek At b mekon

(59.2%), 1'd o) F~2d mwH20.4%), 6744
ol ~1d w|H(13.2%), 1g]a 6701Y wwk

L R g
= of THE AHER, 77t 7t
T B3L(30.9%), ‘jr ou HE/Z5(22.4%),
5}0?(11.26), A4AF(11.2%), /53
(7.2%), AAA2](5.3%), A&-E&H(3.9%), 7
w4(3.3%), AF719(26%), 7HH2.0%)9
T’:o]/\/\‘:]'.
gEoer §HAE T A
drs AV EY, 38@27%)0] 7MY Bi%e
W, gZom 4“3(1910/)?4 5% (15.1%)¢]
ol AR R V1 AAl= 18 5H
745 308744 A%t
o= Zp vigke] digst viEd] o

sto] A e, 199 mekG2.0%)°] 71
wokow, thgom 1999 ol ~594d
gHE8.8%)°] L HE oldvh ¥, ¥4
o WE 598l oo viAe] 147H(9.2%)
oSleld wEkg e fj¥e A ¢ A8
o

Ao R, 7} vabe AR BT 7
o 5 A¥EH, 1004 " rHE8.4%)°]
& Bkl 1007 o3 ~500% mRH18.4%)
o] I ‘147——5 olglort, 100078 o= 83
(6.3%)°H = A

184

==

e

(o]

2. A2l(eisbiiy 2t Elztd(validity)

B ATl AR e ASEH]
il gL

P WA 7 WrEe SAREEY @
AT HFAEAS AAdAn. WA,



88 FEATF A13A Az
<E 1> M[dEA At
Hr HzgEr | AATSEST | HAFIFE5ST | Cronbach's a

317y 6 - 6 816

A48 7 A=t 4 - 4 720

75k x2A A 5 - 5 866

PRE LA R 6 - 6 869

WS 2GRk 7 1 6 837

A& 5 - 5 827

Au) =52 3 - 3 809

mEE R A 8] 271X 3 - 3 897

WHWrs AR 3 - 3 893

ANFHE 3 - 3 862

Z A A 1k 6 - 6 872
AR L It or 7 g AHEEH o] AEXAE flall AHgE WeEsd BT
= e WA dwES AESHE Cronbach's 71 Ao A AR W, AT
agbs 7ot HESAH o5 A B of stAl FAst AMES FEEE AES
AZZ2Y SPSS16.0S AHgsan o 7] flete] AExAbE FaAsk] o 2w
k4 © 2 Cronbach’'s agko] 078 Y} =ow A& A 523 GA 59 Fal 83
g Wgs AFAge] e AR B o 9 FARL QA AR S-SR G
HNunnally 1978). oF#ie] <E 1>3 3o WEs Atz AEsta deAY AFE
oAt A AREE £ W4E Cronbach's A Egked EAlAC] fle Aow e
agke] 07HY =oma AgAe IR ogd YEEIEdS FEQYL B F
B g Y AEAEAE AN AN o vz FgsEdAd wdudAd S
o] 7R S 185 6W )] ¥ AES 7] $ste] LISREL 84X =2131s:
53 AA 7 G#AAS(item  to  total AREste] ZlA Q1M (confirmatory factor
correlation) 7} Yrobr] A ASFA T whebA, analysis) & A1t HFEFFAAL &<l
o] grEor® tFon B 2 @1EA e Aat vhepd 2z 3R] 29l
HES T35t AN tahe B A9 5 Jded o
dubzlomn Wao) SA43E g B HEA O = tgho] 20]4told FAIACR 9
FRAAEE TAMNEEEA S SEA o F sithar Hrbdd, <E 2>9] ZAyel 7o)
oAl =, o5 st u-&EA (content 2 T Algd WaegEe HAYEES
validity), F%EF34d (convergent validity), BT tgke] 20149 Aoz yEh HdFE
g5t A eld A (discriminant  validity) € FAdo] e Aeow AT, dHelgA
Al 7HAE AESEIEE 2005). AT & HES] fste] AA ARE" 11



71200] NBXIBFOl B OXI= BY : TR HASL D2

W21y T # 2= gk (Min) # o gk (Max)
S A 54 a2
517
t#k 677 971
4
AR 24 ARG o ol
t#k 498 1045
4
ISR TEET 1 82
t#k 955 1181
4
. 20143k 62 82
t#k 815 11.98
SBER FEEEE 57 &
2R
WS Gk 723 1155
enmg 20143k 62 80
t#k 799 1118
g o)A
] 2 LA A gk 75 79
t#k 10.16 11.05
Q o] A
[ 4z 8 86
SEES t#k 1095 12,69
WS 201 A3k 8 89
32
t#k 1248 1355
4
IR EET 8 £S
t#k 10.89 12.33
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The Market Orientation’s Effect on the Performance
: The Mediating Role of the Salespeople—Related

Variables and the Customer—Related Variables

Kang, Bo Hyeon*
Oh, Se Jo*

Abstract

This research has the goal of model presentation which explains the mediating role of
the salespeople-related variables(customer orientation, job satisfaction, and organizational
commitment) and the customer-related variables(service quality, service value, customer
satisfaction, and customer loyalty) on the market orientation’s effect on the performance.
We collected survey data from 152 shop managers working in the department-store. In
the result of final analysis, all 12 hypotheses are supported with statistically significance.
The market orientation of firm increases the salespeople—related variables(customer
orientation, job satisfaction, and organizational commitment), and the salespeople-related
variables increase the customer-related variables(service quality, service value, customer
satisfaction, and customer loyalty). Finally, customer loyalty increases the performance.
This research has the contribution of explanation which shows the mediating role of the
salespeople-related variables(customer orientation, job satisfaction, and organizational
commitment) and the customer-related variables(service quality, service value, customer
satisfaction, and customer loyalty) on the market orientation’s effect on the performance.
According to the result of this research, firms have to focus on the market orientation
and understand the role of salespeople-related variables and customer-related variables

on the process between the market orientation and the performance.

Keywords: market orientation, customer orientation, job satisfaction, organizational commitment,

service quality, service value, customer satisfaction, customer loyalty, performance
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