Journal of the Korea Industrial Information Systems Research Vol.27 No.3, Jun. 2022 :109-126
http://dx.doi.org/10.9723/jksiis.2022.27.3.109  ISSN:1229-3741

Muks W wvj/uld oA I vA B S ko)
71 QAT v X = 8k 2AFL 7] 9
H]ﬂ}qﬂ;/\qu]_{\_/\}.g.xg% ZA o7

(Effect of open and closed leadership and marketing
capabilities on corporate performance: Focusing on the
usability of non—face—to—face services of small businesses)

o

ol of 1) Z o 2
(YoungSu Lim and YoungKyun Kim)

HAFA N FAAHA, 271, AR A, AR 2R, 71914 9

Abstract Due to the nature of small businesses, different corporate performance was found
according to the leadership and marketing capabilities of managers. In particular, the presence or
absence of corporate performance was confirmed through the manager’s perception of the
usability of non-face-to-face services. As a result of conducting a survey of executives of small
businesses, it was found that the open leadership and marketing capabilities of small business
managers had an effect on corporate performance and also had an effect on the convenience of
non—face-to—face service use.
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Table 1 Results of descriptive statistics analysis of individual measurement variables

N Average S.D Skewness Kurtosis
S S S S SE S SE
Opening Leader Behaviorl 191 3.64 935 =742 176 372 350
Opening Leader Behavior2 191 3.28 1.072 -.314 176 -497 350
Opening Leader Behavior3 191 3.64 995 -.455 176 -.316 .350
Opening Leader Behavior4 191 3.70 918 -610 176 324 350
Opening Leader Behaviorb 191 3.42 980 -.564 176 -.066 .350
Opening Leader Behavior6 191 3.37 1.087 -411 176 -.604 350
Closing Leader Behaviorl 191 3.87 867 -.584 176 293 350
Closing Leader Behavior2 191 3.50 934 -.301 176 -.340 .350
Closing Leader Behavior3 191 3.61 956 -.567 176 232 .350
Closing Leader Behavior4 191 3.52 922 -.603 176 126 350
Closing Leader Behaviorb 191 2.95 1.014 075 176 -.257 350
Closing Leader Behavior6 191 3.43 943 -.346 176 -.182 350
Secialized Marketing Capabilities1 191 3.57 897 -.237 176 -.483 350
Secialized Marketing Capabilities2 191 3.81 814 -.459 176 177 .350
Secialized Marketing Capabilities3 191 3.58 942 -.447 176 -.084 .350
Secialized Marketing Capabilities4 191 3.53 988 =377 176 -.422 .350
Secialized Marketing Capabilitiesb 191 3.29 915 .020 176 -.206 .350
Secialized Marketing Capabilities6 191 3.54 863 -.495 176 627 350
Secialized Marketing Capabilities7 191 3.79 793 -.693 176 647 350
Secialized Marketing Capabilities8 191 3.46 887 -.345 176 .056 350
Secialized Marketing Capabilities9 191 341 969 -.174 176 -312 .350
Secialized Marketing Capabilities10 191 3.26 987 -.214 176 -.332 350
Architectural Marketing Capabilitiesl 191 3.61 .869 -.262 176 -.337 350
Architectural Marketing Capabilities2 191 3.54 .869 -.219 176 -.391 .350
Architectural Marketing Capabilities3 191 3.26 915 -.210 176 -.490 .350
Architectural Marketing Capabilities4 191 3.27 972 -.350 176 -.344 .350
Architectural Marketing Capabilitiesb 191 3.35 993 -.315 176 -.243 350
Architectural Marketing Capabilities6 191 3.53 961 -.550 176 193 350
Conveniencel 191 3.57 992 -525 176 -.083 .350
Convenience2 191 3.62 915 -.749 176 659 .350
Convenience3 191 3.62 965 -.674 176 -.052 .350
Convenience4 191 3.60 951 =761 176 .504 .350
Convenienceb 191 3.62 879 -.733 176 768 .350
Playfulness1 191 3.24 872 -.045 176 -.080 .350
Playfulness2 191 3.28 871 -.138 176 -.314 .350
Playfulness3 191 3.16 923 -.126 176 -197 .350
Financial Performancel 191 3.33 969 =317 176 -.554 .350
Financial Performance2 191 3.31 .960 -.126 176 -.703 .350
Financial Performance3 191 3.29 .904 -.084 176 -.622 .350
Financial Performance4 191 3.27 .898 -.290 176 -.259 .350
Financial Performanceb 191 3.28 907 -.408 176 -.213 .350
Non-financial Performancel 191 3.47 819 -.429 176 592 .350
Non-financial Performance2 191 3.46 773 -.179 176 326 .350
Non-financial Performance3 191 3.46 832 -.357 176 469 .350
Non-financial Performance4 191 3.38 892 -517 176 -.026 .350
Non-financial Performanceb 191 3.49 7194 -421 176 544 .350

Valid N (by list) 191
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Table 2 Measurement model evaluation

Non- .
Latent Observation Variable Standardized | Sonrdzed Jogp 1 cRo| AVE | @R
Variable Factor Loads
Factor Loads
Opening Leader Behaviorl 1.000 .865
Oiveiitiis Open%ng Leader Behav%orZ 978 738 .081 12.018
Leader Opening Leader Behavior3 1.017 827 071 14.397 610 903
- Opening Leader Behaviord 910 .802 .066 13.706
[Biclerrion Opening Leader Behaviorb .889 733 .075 11.904
Opening Leader Behaviort 974 725 .083 11.694
Closing Closing Leader Behavior?2 1.000 726
Leader Closing Leader Behavior3 1.172 .832 112 10.437 687 867
Behavior Closing Leader Behavior4 1.180 .868 112 10.565
Secialized Marketing Capabilities]l 1.000 758
Secialized Marketing Capabilities2 935 781 .083 11.208
Secialized Secialized Marketing Capabilities3 1.101 794 .096 11.434
Marketing Secialized Marketing Capabilities4 1.174 .807 101 11.642 623 920
Capabilities Secialized Marketing Capabilitiesb 1.021 758 .094 10.823
Secialized Marketing Capabilities6 910 17 .090 10.158
Secialized Marketing Capabilities9 1.004 704 101 9.963
Architectural Marketing Capabilities2 1.000 738
Architectural Architectural Marketing Capabilities3 1.174 823 102 11.519
Marketing Architectural Marketing Capabilities4 1.341 .884 .108 12.455 715 .926
Capabilities Architectural Marketing Capabilities5 1.353 873 110 12.291
Architectural Marketing Capabilities6 1.218 812 107 11.357
Conveniencel 1.000 811
Convenience2 .865 .760 .074 11.769
Convenience Convenience3 1.032 .860 .074 13.994 724 .929
Convenienced 1.055 .893 .072 14.751
Convenienceb .923 .844 .068 13.621
Playfulness] 1.000 958
Playfulness Playfulness2 954 914 .041 23.125 .863 950
Playfulness3 .957 .866 .049 19.733
Financial Performancel 1.000 913
Financial Financial Performance2 1.044 .962 .043 24.203 824 949
Performance Financial Performance3 914 .894 .046 19.854 ' ’
Financial Performance4 .810 797 .053 15.247
Non-financial Performancel 1.000 7197
. . Non-financial Performance2 1.036 .875 .074 14.012
Nonsigiell Non-financial Performance3 1.115 .875 .080 14.008 784 948
Performance - -
Non-financial Performance4 1.112 814 .088 12.679
Non-financial Performanceb 1.041 .856 077 13.585
x 2=1484.931, df=637, p=.000, CMIN/DF=2.331
M;fiel RMR=049, GFI=.714, AGFI=.667,
t RMSEA=.084(LO 90=.078, HI 90=.089),
Index
NFI=.789, TLI=.852, CFI=.866

nl ko] 287 ( 14.7%), 1551 o]AFo] 1197 (62.3%) (21.5%), Aol 969 (50.3%) o= HERSE

o2 yebwgoh 10d o)Ake]l wwAlzE 1479 z4 EA vixiA Az HY5rt 19 9]
(718%)%2 HAjdow we =z et i ol A 59 wRke 319 (16.2%), 59 o] el A
o2 dglo] 547(283%), F-AFFH o] 417 107 wwke 417(21.5%), 107 o] elA 207
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wwke 349 (17.8%), 209 o|Ael A 309 w]wk o 3 A3FA (normality)S A9 o,
2 229 (11.5%), 309 o]/l Al 50 Wk 23 AB}= v Table 13 2o 217149 7%
H(12%), 50 o)A 407 (20.9%)o. 2 TSt A B2 Ao sk AA 7] wl=2d %
Al EEEo] ATt =2k 3ol8}, = duigt 3olsk, M= Adiak
3olstz A ZAWFES AFREE P
42 7125 AHEN Ao (A AA, 2013).
2 AFgAME=E Ve BA AL B AW
Table 3 Discriminant Feasibility Analysis Results
1. 2. 3. 4. 5. 6. 7. 8.
1.0Opening L
per%mg eader 781
Behavior
2.Closing Leader 181 899
Behavior (.046) '
3.Secialized Marketing 723%x | 358%x 790
Capabilities (.059) | (.042) :
4.Architectural 568%% | 393%% | 855%x 846
Marketing Capabilities | (:051) | (041) | (055 | -
. . 3283 059 A01#% | 377**
o.Convenience (065) | (044) | C0d9) | Coae) | -8
356k | —.007 | 417+ | 404%* | 682%*
6.Playfulness (056) | (045) | (050) | ‘Co46) | (066) |
. . 383k .063 A05%x | 339#%x | 258%* 129
7-Financial Performance | ‘Togg) | (048) | (052) | (048) | (057) | (056) | 98
8.Non-financial 7095 149 664xx | 609%k | 428%* | 381** | 599k 386
Performance (.055) | (.036) | 047) | (.043) | 047) | (046) | (.055) :
#p<.05 ##p<01 #xxp<001. (Standard error value of covariance)

The diagonal value represents the square root value of AVE and the non-diagonal value

represents the correlation coefficient value.

S|

o

M

o A

—

A gl
ol

L

H
[Lm

0

i

=]
[Le

43 Bfol® @
431 &olx QoM

SA18](2000) ATolA AT A5 gHetste]
BoAqte] FEAFAF CFI=.866, TLI=.852
2 UERY 0.85 o] 71ES A3stla, A
91 RMSEA A3k 084% 0.1 o] 5}
71202 AR %3 (Reasonable Fit)dF Z

A 5

Lo

Fre= gelERen o5y RMSEA® Al=+
ZF LO 90=.078, HI 90=.089 o= ZFZ(0.011)°]
aux] A gol RMSEA A F3ks A8 &
AT HoAm ZAHRYY RAXGE= A
HNog g 7153 fFolgtn HAE £ 9l
o SARd Hrtd #d A3 gok2 99

Table 29} 2t}
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432 BYEEY 24 A& gregiva ddsiglen viAl" die
EoAFoAE A WA EedAd 2 g vAY FAFY] AN 7He] A aA
¢l AVE > @2 W& A&ste Hdeds A I o] 856E E AAHS Ho o] T Ay
4S sk wEEdAd A4 A ol Holl diated= 7 WA Yoz wdEetdA %
Table 33 #t}, e 2o AAASF gol Z 4a Ay Axpgko]l 745 T 9652 1S ¥
TAMd el AVE AF R vol shdety A eFol wEEtGAe] e AoE AAHUG

Table 4 Measurement model evaluation

H Path Standardization NS. CR. p Result
H1 OLB — FP 190 208 1.651 099 | Rejected
H2 OLB — NFP 450 356 4683 x| Adoption
H3 CLB — FP 124 ~ 164 ~1510 131 | Rejected
H4 CLB — NFP ~ 099 ~ 0% 1513 130 | Rejected
H5 SMC — FP 355 360 2,683 007 | Adoption
H6 SMC — NFP 165 158 364 388 | Rejected
H7 AMC — FP 307 449 2,045 041 | Adoption
HS AMC — NFP 206 209 1.408 159 | Rejected
H9 OLB — C ~012 012 - 099 921 | Rejected
H10 OLB — P 006 006 047 963 | Rejected
H11 CLB — C ~ 144 173 173 083 | Rejected
H12 CLB — P 228 P ~2.803 005 | Adoption
HI13 SMC — C 506 605 2.063 039 | Adoption
H14 SMC — P 426 516 1815 069 | Rejected
HI15 AMC — C 339 412 2117 034 | Adoption
HI16 AMC — P 311 399 2,023 043 | Adoption
H17 C — FpP 185 204 2.339 019 | Adoption
H18 C — NFP 155 124 2443 015 | Adoption
H19 P — Fp ~212 ~231 2671 008 | Adoption
H20 P — NFP ~ 028 ~ 022 ~ 448 654 | Rejected

CMIN=1478.16, df=637, p=.000, CMIN/DF=2.321,

Vodel Fit RMR-=.070, GFI=.725, AGFI= 680,

RMSEA =.083(LO90=078, HI90=.089),

NFI=.790, TLI=.853, CFI=.367
w5 ¢ 001

1. Opening Leader Behavior (OLB) 2. Closing Leader Behavior(CLB)
3. Secialized Marketing Capabilities(SMC) 4. Architectural Marketing Capabilities(AMC)
5. Convenience 6. Playfulness 7. Financial Performance(FP) 8. Non-financial Performance(NFP)
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5.1 7hd AH 5o Avee Auuy wddaE, ¥
Wt A, ARATE, v e TR ol
ATHES AAHI A BA Al e et AWHe 216%R=216)0]

24.6%(R?=.246), A4
3 % (RP=.262), W] A 57412 7}
ZA3I}i= Table 49 2t} 2 Aol YARAWH o] AH#HL 60.2% (R?*=.602)% UEFSET]
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5.2 oi7 B3 A o MAE GFEOMoY)IE HgESED o
W, ARETR REA) F& BN
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(Phantom Variable)E AF&&t3itt. AWM= H2b 73 viAFAda 3bs Aol v
el WA RdAgE Bl R 9 A AES & Aol
= 7A =0 E, 2014). H3b Was2t A5da k& F374d00 il
Aol A AR 7E WA A e qes o Aotk
A MAE SFX-Y)E AHaA Ea s, H4b 7Wg3-s3t mAFd3 & F34de] v
JAZAAF7E i FE AA HAAF AR A Adgs & Aol

-121 -



Effect of open and closed leadership and marketing capabilities on corporate performance.: Focusing on the

usability of non-face-to—face services of small businesses

ul-A

e

o

—_—

o

o

2ol v
3 7pa>a Aol

3

| 9gS <miy
H6b W] 7Y & 2}

H

H5b H] 74
7

1 4]

H] o

X

el
00
go

1l

H] A -7 2ol

el

X

el
o0
o

5

bl ol

AR EA7E e o)

a7he)

A 2221 g4 o)

H7b H]7H

=
LOL

5
=

el
o
T

ki3

%

o}

ki3

d S7Ide A9

T U7

d

pol

H8b w735 3}

Nfo

o

ol

Aol du g vhAE g o

o

o]
M

™ ok W
T
ey
= W
RG]
-— iof »AMI
Zow
OE =y
,ZI Eo —_
~ o
N o
oge el 1Orr
— BT
<z w =
m— o oR
Boxr
™ 2o Ak
R
B do
0 W X
a L=
NER
o
T B
TR
B oy
0
oy F
N o
5 N
=
%o ™
o W
= - B
S
0
ECSEY
2ot
nh oo aR
o &
W Jrowe
R = ™
—_— N =
= ﬂ.HH m
o) o
S 9
— —~o —
T X° ™

il

o

el

1

o] wj7H

ol mizf &S & Aol

S R ET L]

o
B
i

</

,mmo

s

AN ET v

o

7ke] A7 whel WA FA Hol w4

7}

ol

5

i

o] i

No

ol
e

MW.O

e

Nl

o A4 vAY

N

So] uhAY T

bol e 4t v

3]

53l

a7 7Iks

5.3 AlAL

R EEE = LRI B

2,

Al

wA e MAYFE A A sk

gl

5.3.1 AlAHE

i

)

M e

Aol

wlepy]

=
=

o] 7IRkE vA]7]

71978 7] MAUFS mAste] Ao At
2}

of o

(o3|
)=
Table 5 Mediation Effect Analysis Results

=
o

EASE

pzel

B

=0

A

T

A %A

3]
s

el
NS
BN

—
file)

BK

—_—

X

ojp
o0
Bo

T
jze]

~

A

o))
e

fuy

-
= 22
192} i1
O |z B
~ pm
glal 818
S 8 | ]
D]
-
(&}
LRI <« | —~
Sl = <
nN_ Bx! N
S 2 |8
Qe S o
et > >
)
-
(&}
LIl = &
SR ]|~
Sz : I
o~ o~
[} ()
= 2|3
[N
o [ap]
;| B | B
o 2 "
J [aN} [aN}
O o | o
w [{e) [{e)
vl @ | @
Z.
Lo Lo
Lo Lo
O | @ | @
w
ol ol
T
5144
A T T
2 |2
)] 9D

Standardized Path Coefficients(S.C) Non-standardization coefficient(N-S.C)

- 122 -



Journal of the Korea Industrial Information Systems Research Vol.27 No.3, Jun. 2022 :109-126

Yoo A4de FEHI AT ARHA A~
95 g Ad@r 24Eel 49 7)ol
Fopet Aol MU UA DS Bolste] thore
Bl AFe AT G F Q=S AR A9 3
G2 W% Azwa @) ek vhast gy
(2489 B @ AL, Jlena Fo R
) A W ARASR W%, 39 AEY A9
5)e FEHL AT 5 AEF A¥HI A

ind
&

2 (o
P
o,
~N
>
19
A
e
4z
2
ofN
N
rE

o
i)

Ho
to
1=
o
[0
e (e
of{
N
2
1o,
2 o
-
1o
i)
P orr oo o £ook 2 [0 gt oox px

&)
>,

m

o

v

o

)

12
="y
1o ox 2 po N

o\

o

oo fLom o o

N
)

BN of,

o

T4 e
fo 3@ > o

U adsrife] deedes o

Ho
o2

o
e
i
ol
kd
re
-
ol
a2
Q
12
o
B
o
2 o
1o

_\'-Jd
=
)
X
2
=
re
-
N
¥
e
ko
ol
ol
kY
.
N

20
w

fu)
éiﬂ

192 vFEd 7
CEE R

Ol}
>,

P2
&
rO
=y
N
=
nj
4
g
ko
o

of

o
v
)
=
to
a2
o
il
] :
rE
ol
Ir
o
o2
N, e
o
>,

-

Auehel abg Aol oy

f
E Y
ooy M

A - )

e, o
o e o

€ 32

r2 of

References

Ambler, Tim, Flora Kokkinaki & Stefano

Puntoni (2004). “Assessing Marketing
Performance: Reasons for Metrics
Selection,” Journal of Marketing
Management, 20(3-4), 475-498.

Bae, B. L. (2014). Amos21 Structural Equation
Modeling: Principle and practice. Seoul:

Cheongram.

Chae G. S. (2014). The Effect of Entreprene—
urship and Social Capital on
Marketing Performance of Small
Business Owners, Ph. D. thesis,
Graduate School of Cheongju
University

Choi S. M. (2001). Effect of Customer
Interaction on Customer Value
Creation: Focusing on  Self-Service

Technology (Doctorate, Graduate
School of Seoul National University).

Choi, S. S. (2011). A Study on the Effect of

Market Orientation and Marketing
Capabilities of Small and Medium
Enterprises on Competitive Advantage

an Corporate  Performance, Ph. D.

thesis, Soongsil University  Graduate
School.

Dabholkar, P. A. (1994). Incorporating Choice
into An Attitudinal Framework:
Analyzing Models of Mental
Comparison Processes. Journal of
Consumer  Research, 21(1), 100-118

Dabholkar, P. A. (1996). Consumer evaluations
of new technology-based self-service

options: an investigation of alternative

models of service quality. International

Journal of research in  Marketing,
13(1), 29-51.

Dabholkar, P. A., & Bagozzi, R. P. (2002). An
attitudinal

model of technology—based

Self-service: moderating effects of
consumer traits and situational factors.
Journal of the academy of marketing
science, 30(3), 184-201.

Davis, F. D. (1989). Perceived Usefulness,
Perceived FEase of Use and User

Acceptance of Information Technology.

MIS  Quarterly, 13(3), 319-340

- 123 -



Effect of open and closed leadership and marketing capabilities on corporate performance.: Focusing on the
usability of non-face-to—face services of small businesses

Day, George S. (1994). “The Capabilities of
Market-driven  Organizations,”
of Marketing, 58(4), 37-52.

R. B. (1976). The

organization: Designing dual

Journal
Duncan, ambidextrous
structures
for innovation. In R. H. Kilmann, L. R.

Pondy, & D. P. Slevin (Eds.). The
management of organization: Strategy
and implementation, 1: 167-183. New

York: North—-Holland.
Gibson, C. B., & Birkinshaw, J. (2004). The
antecedents,

congsequences, an media—

ting role of organizational
ambidexterity Academy of Management
Journal, 47(2): 209-226.

Hair, J. F., Black, W. C,, Babin, B. J., Anderson, R.
E., & Tatham, R. L. (2006).

Multivariate data analysis (6th ed.).

Upper Saddle River, NJ: Pearson
Prentice hall.

Hogan, S. J, & Coote, L. V. (2014).
MOrganizational culture, innovation, and
performance @ A test of Schein's
model ;| . T Journal of Business

Researchy . 67(0). 1609-1621.

Hong, S. H. (2000). Criteria for selecting the
goodness—-of-fit index of the structural
equation model and its basis. Korean
Journal of Clinical Psychology, 19(1),
161-177.

Hubbard, G. (2009). "Measuring organizational
performance: Beyond the triple bottom
line, . TBusiness Strategy and the
Environment; . 18(3). 177-191.

Hunter, S. T., Cushenbery, L. Thorough good,
C., Johnson, J. E, & Ligon, G. S.
(2011). First and ten leadership: A
historiometricinvestigation of the CIP
leadership model. The
Quarterly, 22(1),70-91.

Ko, Y. J. (2018). The Nature of the Fourth

Industrial Revolution

Leadership

A  Technological

Innovation Perspective. Korean Society

for  Technological Innovation  Spring
Conference Papers : 381-417.
Kim, D. H, & Shin, K. C. (2013). The

marketing environment of small and
medium-sized enterprises, A study on
the factors of marketing competency,
strategy, and manpower on marketing
performance. Customer Satisfaction
Management Study, 15(1), 53-84.
Kim, S. H. (2018). A study on the effect of
network bonding of small business
owners on management performance, a
thesis focusing on the
effect of the

government agencies, and the Graduate

doctoral

moderating network of
School of Soongsil University.

Kim, Y. H.(2017). The impact of the industrial
environment

and marketing capabilities

of agricultural-related companies on

competitive strategies and management

performance, Ph. D. thesis, Hoseo
University Graduate School of Venture.
Liu, S. F., Huang, L. S., & Chiou, Y. H.

(2012). An integrated attitude model of

self-service technologies: evidence
from online stock trading systems
brokers. The Service Industries

Journal, 32(11), 1823-1835.

MacKenzie, Scott B., Philip M. Podsakoff, &
Michael Ahearne (1998). “Som Possible
Antecedents and Consequences of

In-role and Extra-role  Salesperson
Performance,” J our nal of Marketing,
62(3), 87-98.

Makadok, R. (2001). Toward a Synthesis of

the Resource-Based and  Dynamic-
Capability Views of Rent Creation.
Strategic Management Journal, 22(5),
387-401.

March, J. G.(1991).Exploration and exploitation

in organizational learning. Organization

- 124 -



Journal of the Korea Industrial Information Systems Research Vol.27 No.3, Jun. 2022 :109-126

Science, 2(1): 71 - 86.
Mardiana, Muhammad, M. A. (2017). IKis Self
Kiosk for

International

Service Library  Service.

Prosiding Conference on

Information Technology and Business,
137-142
Meuter, M. L., Ostrom, A. L., Round tree, R.

I, & Bitner, M.J. (2000). Self Service

Technologies: Understanding  Customer
Satisfaction with echnology-Based
Service Encounters. Journal of

Marketing, 64(3), 50-64

Mom, T. J, Van den Bosch, F. A, &
Volberda, H. W.(2009).
variation in

Understanding
managers’ ambidexterity:

Investigating  direct and interaction

effects of formal structural and personal

coordination mechanisms. rganization
Science, 20(4): 812—828.

Mumford, M. D. (2006). Pathways to
outstanding leadership: Acomparative

analysis of charismatic, ideological, and

pragmaticleaders. Lawrence Erlbaum
Associates Publishers

Nielsen, J.(2000), Usability metrics: tracking
interface improvement, IEEE Sofware,
13(6): 12-13.

Ok, Y. W.,, & Kim, J. M. (2018). Analysis of
content information attributes and user
attitudes according to the sharing type
of  brand
Instagram. Korean Society for
Policy, 16(10), 399-407.

Prahalad, C. K. & Hamel, G (1990). "The

Core Competence of the Corporationy ,

information on
Digital

cosmetics

Harvard Business
Boston, MA.
Raisch, S., & Birkinshaw, J. (2008).
Organizational ambidexterity: Antecedents,

Review, May-June,

outcomes, and moderators. Journal of
Management, 34(3): 375-4009.

Rosing, K., Frese, M. & Bausch, A. (2011).

Explaining the heterogeneity of the

leadership — innovation relationship

Ambidextrous leadership. The Leadership
Quarterly, 22(5): 956—974.

Ryu, H. K. (2004). A Study on the
Technology—-Based Self-Service Attitude
:Using the  Modulating Effect  of
Personal Characteristics. Master'’s
degree thesis at Chungnam National

University, 1-14.

Samjeong KPMG (2018). The future of the
enterprise  that will change with
Digital Tech. Samjeong Insight, 59.

Sin, G. G. (2013). Follow Amos 20 Statistical
Analysis. Publishing a book Cheingram.
Smith, W. K. & Tushman, M. L. (2005).
contrajdictions: A

Managing strategic

top management model for managing

innovation streams.Organization science,
16(5): 522-536.

The Chosun Ilbo (2020). 'Digital Kiosk Dema,
Hannet  +18.32%, Cheongho
+14.29%", 2020.01.17.

Tseng, S. M. & Lee, P. S. (2014). "The
effect of

capability

Comnet

knowledge management

and dynamic capability on
organizational performance. [Journal of
Enterprise Information Management.
Vorhies, D. W. (1998). An Investigation of the
Factors Leading to the Development of
Marketing Capabilities and
Organisational Effectiveness. Journal of

Strategic Marketing, 6(1), 3-23.

- 125 -



Effect of open and closed leadership and marketing capabilities on corporate performance
usability of non-face-to—face services of small businesses

94 9 4 (YoongSu Lim)

,4
_=

'

oX,
i)
AN
o
o
= b
ne)

A 9 # (YoungKyun Kim)

.EﬂA@ﬂQ]
- 1989 AT fF ) A d 5t
=]

=2 d
- 1991 delelt F o) At
2 AHMBA)

2002 <13testal Ph. D.
2006 ~ @A
STHJHN T H P W
o <HAFoF>21] 2
A2 739, 4942, BSC

- 126 -

.- Focusing on the



