Journal of the Korea Industrial Information Systems Research Vol. 22 No.2, Apr. 2017 :91-106
http://dx.doi.org./10.9723/jksiis.2017.22.2.091 ISSN:1229-3741
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Abstract In This Study, we Analyze how the Market Orientation and Learning Orientation that
can be Regarded as the Two core Factors of Small Business, Necessary for Companies to Grow
Continuously Influence on Corporate Performance. This is an Empirical Study on the Influence of them.
Small Companies have a Greater Impact on the Survival and Growth of Organization Commitment I
Experienced that. In this Study, we Focused on the Mediating Effect of Organization Commitment when
the Company’s Market Orientation and Learning Orientation Influenced on the Corporate Performance
as a Differentiated Element of Research. Research results have Revealed that Surprisingly, Small
Companies Market Orientation and Influence on Corporate Performance. This is an Empirical Study
on the Influence of them. Small Companies have a Greater Impact on the Survival and Growth of
Organization Commitment I Experienced that. In this Study, we Focused on the Mediating effect
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An Influence of Small Business Market Orientation and Learning Orientation impact on Corporate Performance-Focusing

on mediating effect of Organization Commitment

of Organization Commitment when the Company’s Market Orientation and Learning Orientation

Influenced on the Corporate Performance as a Differentiated Element of Research. Research results
have Revealed that Surprisingly, Small Companies Market Orientation and Learning Orientation had

a Significant Influence on Corporate Performance. It was also Verified that Organization Commitment
had Partially Mediated Effects. In Conclusion, as a Prerequisite for Small Enterprises to grow, we have
to Create Market Oriented and Learning Oriented Organization and at the same time we should Strive
to Ensure that all Organization Members have Attachment Relationships with their Organization. It
is Understood that it must be. The Results of these Studies will be Helpful for not only Individuals

who Prepare for Founding and Founded but also Start-up Related Officials.
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Table 1 Variable Operational Definition
Research
Variables Reference N
Market Sinkula and Baker(1999), Levitt
arke (1980), Day and Wensley(1988) | 4
orlentation
Narver and Slater(1990)
L . Sinkula and Baker(1999),
Or‘fg;‘;;rtlin Calantone(2002), 4
Moorman and Miner(1998)
Organization Meyer and Allen(1990), 5
commitment Kohli and Jaworski(1993)
Pearce, J.A., D.K. Robbins, and
C . R.B. Robinson (1987)
orporate Narver and Slater(1990) 5
performance
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Table 2 Characteristics of Sample (N=278)
Classification Frequency (%)
Male 170 61.2
Gender Female 108 38.8
total 200 100.0
20's 18 6.5
30’s 48 17.3
40's 130 46.8
Age 50’s 64 23.0
more than
60's 18 6.5
total 278 100.0
High School 12 4.3
] University 38 13.7
Educational | Graduate 140 50.4
background Graduate 38 317
school )
total 278 100.0
less 5 people 176 63.3
less 51*10 51 183
Number of D?:s?se
Employees 10*3101)601)16 35 126
ess
30-50people 16 58
total 278 100.0
CEO 203 73.0
Position Manager 75 27.0
total 278 100.0
lesls than 46 165
year
1-3 year 92 33.1
Company 3-5 year 38 13.7
Age 5-7 year 34 12.2
m(;‘e than 63 245
year
total 278 100.0
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Table 3 KMO and Bartlett test of customer
management utilizaion and marketing
management

KMO and Bartlett’s Test

Kaiser-Meyer-Olkin Sample fit. .856
Chi-square 9826.962
Bartlett’s approximation
Identity matrix df 153
verification
Level of 0.000
significance

AL oh Wl o8 & A 2
W gholth o] Fo]l Howm QdEAMS 93
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Table 4 Factor Analysis Summary Results

Elements Factor Loadings
1 2 3 4
CpP 1 877 .093 146 195
CP 2 .852 132 295 .094
CP 3 792 116 .240 .050
Cp 4 .688 -.022 032 .324
CP 5 .668 317 167 136
oC 1 -.036 770 170 141
oC 2 145 755 114 102
oC 3 146 748 -.013 .098
oC 4 .083 .687 .003 225
oC 5 176 .b87 232 232
LO 1 076 044 841 140
LO 2 .236 069 .807 189
LO 3 192 .166 789 152
LO 4 .263 159 735 .163
MO 1 232 062 171 .839
MO 2 .220 221 134 761
MO 3 118 302 264 752
MO 4 117 335 .163 712
Eigenvalues 3.421 2.996 2954 | 2776
Cumulative % 19.007 | 35.654 | 52.064 | 67.488
KMO=.856, X?=2826.962, df=153, p=.000,
Factor extraction method: Principal component
Rotation Method: Varimax
* CP: Corporate Performance
* OC: Organization Commitment
* LO: Learning Orientation
* MO: Market Orientation
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Table 5 Reliability test results of the measured

variable

standard Cronbach’
Elements average ..

deviation S a
CP 1 3.374 .8688
CP 2 3.662 9504
CP 3 3.101 1.1482 0.876
CP 4 3.496 9337
CP 5 3.417 9902
OoC 1 3.795 7773
oC 2 4.094 9064
oC 3 3.748 .8070 0799
OoC 4 3.899 .8855
OC 5 3.799 711
MO 1 3.561 .9394
MO 2 3.647 9374 0.864
MO 3 3.877 8786
MO 4 3.676 .9089
LO 1 3.669 9182
LO 2 3.626 8934
LO 3 3.755 8224 0864
LO 4 3.773 .8681

Aal7] Y3te] Cronbach’'s a 3t
A &A1 84 9] Cronbach’s a 3t

864, st5 A g4 9] Cronbach’s agt< 864, =
21 =919l Cronbach’s a@t2 799, 71473 39
Cronbach’s agte 876 ¥4 =it} ‘“Table 5 ¢
2ol 4712 W4 3t Cronbach's agte EF
0.6°14S Holar ¢lar, T Fkol 9009 7+ AY
71 o]olng FAHLEe AFETF v Erhal

& 4 vk E=3, o] AAlEl 4 Cronba

-ch's a@gt®= 7z W4w¥W=E Cronbach’s a #S
S7bete kol tiFE flom g A FA 7t
He 54 ¥ee gl & 5 9k

423 3#BA 4
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2 A3 BEAZZ 3 SPSS 21.0 AolA A
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floenz SEugs tgsdiAde EAE fit
o3 5 Qv AR BAAY 747 ®g
52 TYFE 001 FoFT el Fos A
S 2 Yeh AAaATE e Ao® YEyT

Table 6 Analysis of correlation between variables

Variables| LO MO CPp oC
LO 1
MO AB] s 1
Cp 466 A5 1
oC 3283 D015 RZSE 1

#* p<.05 #x p<l0l #*.<.001

4.2.4 WA 3 AL
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Alske 39 w7l 3] 9 E4] (three-step mediate
-d regression analysis)¥HS A&, 2 a9l
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Table 7 The result of regression analysis about

market orientation and organization
commitment
o Standard
Independent standard factor D
3 coefficients t
variable value
B s.e Beta
(Constant) | 476 | .031 15.111 | .000s:
market 1 a0 | 033 | 501 | 9615 | 000%
orientation

R2=.251 Adjusted R?=.248 df=1 F=92.451 p=.000
dependent variable: organization commitment
* p<.05 #=x p<.0l
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Table 8 The result of regression analysis about

learning  orientation and  organization
commitment
tNole— J Standard
Independent | standar factor t p
variable coefficients value
B s.e Beta
(Constant) | 568 | .036 15.751 | .000#:
1 0
learning | 500 | 033 | 328 | 5778 | 000+
orientation

R2=.109 Adjusted R?*=.105 df=1 F=33.381 p=.000
dependent variable: organization commitment

* p<l.05 #x p<.0l
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Table 9 The result of regression analysis about
organization commitment and corporate

performance
Non-—
Mediation standard Rl p
. .. factor t
variable coefficients value
B s.e Beta
(Constant) | .338 | .057 5.899 | .000xx*
1 —
organization | 4o 73 | 343 | 6,070 | .000%+
commitment

R?=.118 Adjusted R?=.115 df=1 F=36.843 p=.000
dependent variable: Corporate Performance

* p<.05 #=x p<.01
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Table 10 mediation effect of organization
commitment on the relationship between
market orientation and learning orientation

Standar P
el d. Beta t value
stepl 0.501 8.276 | 0.000%x
Market step2 0.457 8547 | 0.000%x*
Orientation/ | step3
Organization| (Indep. 0.381 6.222 | 0.000%x*
Commitment| Variable)
/Corporate stepd
Performance| (Medi. 0.152 2484 | 0.014
Variable)
stepl 0.328 | 5778 | 0.000%x*
. step2 0.466 | 8.748 | 0.000%x*
Learning
Orientation/ | step3
Organization| (Indep. 0.396 | 7.197 | 0.000%x*
Commitment Variable)
/Corporate
step4
Performance .
(Medi. 0.213 | 3.874 | 0.000%x*
Variable)
* p<.05 #=x p<.0l
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A3t wisAEA S AAIS ‘Table 107 v
ME A +A Aot 2 dys dug A4
HE AdRY SEFAFYE 71 el m A=
GpANA £ABe VTS BHF 2
Y= O 2k 194 3| A E 3280® A
o e A Qa, 2RANAE 466, 3
ANE BYwsst 306, ARG 2139 @E
deln gtk fel5Ee be @ 4 dE @
3} pghe 12397 BF fel@ AuE HolFa

stk Ed 2udelMe) SRwse EnE 3u
Al Ao SYuse Evbue 27 veta g
oh. wekd ZpAsE A sk Ay ek
= R® & 197194 108%°]
3, 29AeI A 2179%9) A1
911, 3RA A 258%¢] AW e

Ao 5/ A%RE wgor @ ¥
Aol A4 AF Avs vgat 2k

1% OB

Table 11 Path analysis and Hypothesis test of Model

Division Hypothesis of Research Result

Market orientation will have a
H1 .. L. Adopt
positive effect on the organization

Learning orientation will have a
H2 positive effect on the organization
commitment

Adopt

organization commitment will have a
H3 positive effect on the corporate
performance

Adopt

Market orientation affects corporate
H4 performance using mediation effect
of organization commitment

Adopt

Learning orientation affects corporate
H5 performance using mediation effect
of organization commitment

Adopt

5.8 2

B oATE NgRgons A&7 9
AAFYE SHEA G drht ]Gl
GG MA=A, o] Y] EHBYASE o
| Gge nAE Ad e A e 9E
2 FHow AL ARHow BT A
= a%E 2 5+ Y

o F AT A el AL gl A
$9% A1 7199 £4ge Folr] s W
gete AF o WesnA s dde w

2 Day[6]; Deshpande et al.[8]; Jaworski and
Kohli[14]; Narver and Slater[28]21 )&= g4

-

(market orientation)& A=A wlAE R}
Ao uASAALGY 34 4 245 &
dlof 1ol ¥ & Utk AL AT Ao

ol

fo
N ob n oo
? o orr 2

e 7IdzAelA sFAEgde] s

= AAMET 71ge] AEHAo R ARG

stz f13k AAFES A E FoEY

AX 2] A2 Aol Basta, 1e7] 9
Z 2ol &5 84X (learning orientation)®] 713
of AAHEE Folil yolrt 7o Aol A

Z o4& Sinkula et al.[39]; Calantone et al.[2]S
U= ol AAR FHIAAJY. o|RAL V&Y

- 102 -



Journal of the Korea Industrial Information Systems Research Vol. 22 No.2, Apr. 2017 :91-106

0(:)‘:4”
e
-

B2

RTINS

2

f

ofl Hi
e

o

(e}

il

2

s

I

o
R

l

i
=
Lt
2 o

N
2
2,

= b =
N
2
_E‘
N
N
lo
N O
o
Ly flo i

2>
(o3

o
i x
Ho
o oy
jaleA
tlo [N

=
J

L=
» o
~

o2

4
N
A 1
3@

b
Lo
)
N

o o, fo

o I
Jh e,
o
8
N
i om
-
12
flo o
gy 1o ]
¥o,
N

fz T o>
2]
N

o)
—
X
N
N,
4
P}
2,
N
7
)
z
=2

H

X
ol
L

e H
e
=)

ro K

o
S
>
>,

ol & gy

Jo ot

o 2 g

e

X
(DN
fy
dr =
_0|L
Boox

e o 41 2 @ nl o (2 orx
1
ol
2

ZAolt} Voss[46].

(ol o
1

Q,

-
1o
2

"

Z’l.,

ko
N2
‘0,

o I
»

il
jins
o
=2
=

o
tlo
=
sl ol

N,
a2
o
frt
=2
=

ox,
td
<
N
ol qf
O_>L hin
=
=2,
% 4L o
>
o
R
od
ox rr
=
forr o o &

N o

I
k%

f oot
>

3L

o

ry
£
off
oX
f1*

ooy o X o
ol
=
il
lo
B ;
o -
S ofr
e
s
r
HOEN
2
i
0
2 me BN

N
=

-0,
)
N
A
P
BN
2

1y 2 Mo
=
o

o & o
Ko
e

e
>,
o >
o

=
T o

Ml o

s = A
. Singh[42]; dW =3 AAF[11]e] A

T oo 2 oW oy

o o}
=

A=

o
9

&
&Ly
0;: 32 )
ok

e o
hinss

[o

fll

-

e

Eui!
K
PE
(o M
B
Bl

Jo
b1 e
N

L
lo

T oy

ko

p‘L
Loox > > 8 ot

TS
_O|L
X

[
-
°
2

2
>,
ol
ol
= g
i
o =
2L
tlo
N
X
N
Gl SN

o/

00_>L
:;1
=2
=
D)
NS £ oo pet rff do do @

o
o
_0|L
)
(TI=T.
i‘{t H

o

2
=
fu o
o
2
()

S
4 =
32
H
S
ue) o
e

O
-

oz,
L2,
o
2o
o

e o
o

oz
b
N
incs

Ir o
o
tt
o

N ﬁgi ox NE

o
o %

e e e
N o B
lo 2 oy

4 2o

2 to ok
N oo Y o k1 2 Mg &

2ot
E‘r

lo
(o

ox ol

=2
4 H=

Au)

k>

r\l

O:x>;‘, .

% e

=)
)
o
fr
rlr

ﬂ,
-
o "

o
r10 —'\—E‘ - 001' D:Q Ml

ﬁ, _101.

AP
N
olr
oX
o
N
-~
2
N

¥ e
H
N
in's

2 _E

N
d o
ol
rE I A

E

|
ko
Q‘L
)
=
f
o,
o =
S
fﬂ,

o
o N N rlo
g MR o re

i
fo
ol

-1

My

o,

2 -
puj
=)

N L Py o)

Ry
N
ro
2

[o fu

o

> N

¥ 12 & oo

fru

az

fon 4
it

re

+H 2 fo
o> ox
o2

=
ot oX &

Lol 2o ox o N 3o
e ox |0

[ b
D)
25 o o of rlo
o

~N
M 22

uﬁﬁ

SE o
—_
ro
N

SR
2 of
2
(o3
o
N
=

gl N o2 Hdow @ J19H AT
awlofof shrkm R}

M

References

[1] Baron, R.M. D.A., “The
Moderator-mediator Variable Distinction in

and Kenny,

Social Psychological Research: Conceptual,

and Statistical
Journal of Personality and Social Psycho -
logy, 51, 1173-1182, 1986.

[2] Calantone, R.I., Cavusgil. S.T. and Zaho,Y.,
“Learning

Strategic, Considerations,”

Orientation, Firm Innovation

Capability, and Firm Performance,”
Industrial Marketiong Management, 31(6),
ppb15-524, 2002.

[3] Chung, D.Y. and Park, K.H., “An Influence
of Transformational Leadership in Small &
Medium Enterprise on Corporate Perform
-ance,” Korea association of business
education. 62. 245-270 (26 pages), 2010.

[4] Chung, KH. and Kim, D.U.,, “A Study on
the Relationshop between Organizational

Market
Organi - zational Learning” Journal of
Global Scholars of Marketing Science. 10.
139-164, 2002.

[5] Cohen, D.A. and Levinthal.D.A., “Absorp -

tive Capacity:

Commitment, Orientation  and

A New Perspective on
Learning and Innovation,” Administrative
Science Quarterly, 35:128-152., 1990.

[6] Day, G.S., “The Capabilities of Market
Driven Organizations,” Journal of Market
-ing, Vol 58, pp.37-52,12, 1994.

[7] Day, G.S. and Robin Wensley., “Assessing
Advantage : A Framework for Diagnosing
Competitive Superiority,” Journal of Market
-ing, 52(April), pp. 1-20, 1988.

[8] Deshpande, Rohit, John U. Farley,
Frederick E. Webster., “Corporate Culture,

and

Customer Orientation, and Innovativeness

1
gy
o
w

1



An Influence of Small Business Market Orientation and Learning Orientation impact on Corporate Performance-Focusing

on mediating effect of Organization Commitment

in Japanese Firms: A Quadrad Analysis,”
Journal of Marketing 57 (January): 23-37.
1993.

[9] Farrell Mark A. “Antecedents and Conse
-quences of A Learning Orientation,”
Marketing Bulletin,10, 38-51, 1999.

[10] Farrell Mark A. and Oczkowski, E., “Are
Market Orientation and Learning Orientation
Necessary for Superior Organizational

Performance?,” Journal of Market Focused

Management, Vol 5, pp.197-217, 2002.

Heo, M.S. and Cheon, M.]., “An Empirical

Study on the Relationship of Antecedents

[11]

of Flow, Organizational Commitment,
Knowledge Sharing and Job Satisfaction,”
The Journal of Information Systems, Vol

16, No.4, pp.1-31(24 pages), 2007.

[12] Huselid, M.A and Day, N.E., “Organizational
Commitment, Job Involvement, and
Turnover: A Substantive and

Methodological ~ Analysis,”  Journal  of
Applied Psychology, Vol 76, No.3, 380-391,
1991.
[13] Iverson, Roderick.D, McLeod, Colin.S,
Erwin, Peter. J., “The Role of Employee
Commitment and  Trust in  Service
Relationships”  Marketing Intelligence &
Planning; Bradfordl 4.3 @ 36-44. 1996.
[14] Jaworski B.J. and Kohli, A.K. “Market

Orientation The Construct, Research Proposi

- tions, and Management Implications,”
Journal of Marketing, Vol 54, No.2,
pp.1-18, 1990.

[15] Jaworski B.J. and Kohli. AK. “Market
Orientation: Antecedents and
Consequences,” Journal of Marketing,

57(1), 53-70. 1993.

[16] Jaworski B.J., Kohli AK. & Sahay. A,
“Market-Driven Versus Driving Markets,”
Journal of the Academy of Marketing
Science. Vol 28, No.l, pages 45-54. 2000.

[17] Kennedy, K.N. and Lassk, F.G., “Customer

[18]

[19]

[20]

[21]

[22]

[23]

[24]

[25]

- 104 -

Mind-set of Employees Throughout the
Organization,” Journal of the Academy of
Marketing Science. 2002.

Kirca. AH. S and Jayachandran, W.O.
Bearden, “Market Orientation: A Meta
Ana -lytic Review and Assessment of its
Antecedents and Impact on Performance,”
Journal of Marketing, Vol 69, 24-41, 2005.
Kotler, P.and Ar,strpmg, G., Principles of
Marketing, 7th ed. Prentice Hall, Englewood
Cliffs, NJ. 1996.

Lee, Y.T. and Joo, G.H., “The Effect of
Social Enterprise Workers’ Organizational
Commitment on Organizational Performance
- The Mediating Role of Organizational
Citizenship Behavior,” Journal of Human

Resource Management Research, 21(3),
pp.341-356, 2014.
Lee, Y. S., “A Study on Improved

Approaches to Evaluation for Performance
Management in the Korean Government”,
MNnternational Journal of Policy Evaluation
& Management,, 17(3), pp.1-30, 2007.

Liou. K. T. and Nyhan. R.C., “Dimensions
the
Public Sector: An Empirical Assessment”
Public Administration Quarterly, 1994.

JP Allen. N.J.,, “The
Measurement Antecedents of
Affective,
Commitment to the Organization,” Journal
63, 1-18.

of Organizational Commitment in

Meyer and
and
Continuance and Normative
of Occupational Psychology,
1990a.
Meyer J.P and Allen. N.J., “Affective and
Continuance Commitment to the Organi -
zation: Evaluation of Measures and
Analysis of Concurrent and Time-Lagged
Relations,” Journal of Applied Psychology,
Vol 75, No. 6, 710-720, 1990b.
Meyer JP. and Allen. N.J., “A Three
Component Conceptualization of Organizatio
Human Resource

-nal Commitment,”



Journal of the Korea Industrial Information Systems Research Vol. 22 No.2, Apr. 2017 :91-106

Management Review. 1(1).pp.61-89, 1991.
[26] Mowday R.T., Porter, L.W. and Steers,
R.M., “Employee-Organization Linkages,”
NY: Academic Press, 1982.
[27] Moorman, C. and Miner, A.S. “Organiza
-tional Improvision and Organizational
Memo -ry,” Academy of Management
Review, 23(4), pp. 698-723, 1998.
Narver John C. and Stanley F. Slater.,
"The Effect of a Market Orientation on
Business Profitability,” Journal of Market
-1ing, Vol 54, pp.20-35, 1990.

Narver John C. and Stanley

(28]

[29] F. Slater.,
“Does Competitive Environment Moderate

the Market Orientation Performance Relation

- ship?,” Journal of Marketing, Vol 58
(January), pp. 46-55, 1994.

[30] Narver John C. and Stanley F. Slater.,
“Market Orientation and the Learning

Organization,” Journal of Marketing, Vol
59, pp.63-74, 1995.

Nonaka, I. and Takeuchi, H.,, “The Know
Ledge-creating Company: How Japanese
the
Innovation,” NY: Oxford University Press,
1995.

O'Reilly, C. and Chatman, J., “Organizatio
and Psychological

[31]

Companies Create Dynamics  of

[32]
-nal Commitment
Attach
Identifi Internalization on
Prosocial Behavior.” Journal of Applied
Psychology, 71(3), 492-499, 1986.
Pearce, J.A., Robbins, D.K. and Robinson,
R.B., “The Impact of Grand Strategy and

Planning Formality on Financial Perform

- ment: the Effects of Compliance,

—cation and

[33]

- ance,” Strategic Management Joumai, 8
(March-April), 125-34, 1987.

Piercy, N.F., Harris, L.C. and Lane, N,
“Market Orientation and Retail Operatives’

[34]

Expectations” Journal of Business Research.
2(3). pp.351-363, 2002.
[35] Poister, T.H. “Measuring Performance in

[36]

[37]

[38]

[39]

[40]

[41]

[42]

[43]

- 105 -

Public and Nonprofit Organization,” San
Francisco: Jossey Bass, 2003.

Porter, L.W,, R.M. Mowday.
R.T.“Organizational Commitment, Job Satis

Steers,

- faction, and Urnover Among Psychiatric
Technicians.” Journal of applied. 1974.
Senge, P. M., “The Fifth Discipline: The
Art  and the
Organization.” Currency Doubleday. New
York: Crown Business, 1990.

Shon. T.W. and Jeon. S.G., “An Empirical
Study on Senge’s Learning Organization
Model:
Business Review, KBR. 30(1).
2001.

Sinkula, James.M., Baker, W.E. and Noord
- ewier., “A Framework for Market based

Practice  of Learning

A Taxonomic Approach,” Korea
135-158,

Organizational Learning: Liking Values,
Knowledge and Behavior,” Journal of the
Academy of Marketing Science, Vol 25,
No. 4, pp. 305-318, 1997.

Sinkula, James.M. and Baker, W.E., “The
Synergistic Effect of Market Orientation
Learning Orientation

and on

Organizational Perfor - Mance,” Journal of

the Academy of Marketing Science.
pp4l11-427, 1999.
Sinkula, J.M. and Baker, W.E. “The

Complementary Effects of Market Orient
- ation and Entrepreneurial Orientation on
Profitability in Small Business,” Journal of
Small Busines Management, Vol 47, No.4,
pp.443-464, 2009.

Singh, J.,
Quality of Frontline Employees in Service

“Performance Productivity and

Organizations,” Journal of Marketing, Vol
64, 15-34, 2000.

Shin, JK. Kim, JK. and Park, M.S.
“Study on the Effects of Environment
Uncertainty and Market Orientation on the
The Journal
Commerce Research, Vol 8,

Performance,* of Internet

Electronic



An Influence of Small Business Market Orientation and Learning Orientation impact on Corporate Performance-Focusing
on mediating effect of Organization Commitment

No.1, 59-84(78 pages), 2008.

[44] Wrenn, B., “The Market Orientation Const
- ruct: Measurement and Scaling Issues,”
Journal of Marketing Theory & Practice,
5(3), 31-54, 1997.

[45] Valentine, S., Godkin, L. and Lucero, M.,
“Ethical Context, Organizational
Commitment, and Person-Organization Fit”
Journal of Business Ethics, 2002

[46] Voss, C., “Developing an E-service Strate
- gy,” Business Strategy Review, Vol. 11,
No.1, pp.21-33, 2000.

g 7 A

LA ARG
‘ ol ¢ ’ - 439
- - Aot BolHFala} s}
' cEAEE 22E gl
2( Fedeta AAL

(Yoon Min-]Jin)

e Aty WAt AR FGsty =1
s Aol L AV AY, 2719 A9, &
71 714 d+

ﬁ A 2 2 (Jeon In-Oh)
e =Y

« 2016 3€~A: A

(N Fldstel 9%
i 4 - 2015 102 ~&AA: sA sk
WA 9%

<2015 102 ~&A: sA YT FANSY
« 20154 102 ~3A: IAYEH AU E 3}
HESAE AE

fol
£
El

A

qALE &
« AAEF  MICEMSY, 471984, £2ZE9)

o33}, 1%

- 106 -



