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{Abstract)

This study developed a model to empirically investigate the effects of market orientation
and relationship orientation with suppliers on business performance and examine the
moderating effects of entrepreneur’s characteristics (working tenure) and clinic’s location.

The data was collected from 200 animal clinics which belong to Korean Animal
Hospital Association (KAHA)'s national conference in April, 2007. Descriptive statistic,
factor analysis, reliability analysis, and regression analysis were conducted to analyze the
data using SPSS/PC+ 12.0.

The findings are as follows. First, the market orientation of animal clinics influences
significantly both financial and non-financial performance. When the moderating effect of
entrepreneur’s working tenure is considered, market orientation has significant effect on
animal clinic’s financial and non-financial performance. However, when the moderating
effect of animal clinic's location is considered, market orientation has not significant
effect on animal clinic’s financial and non-financial performance.

Second, animal clinic’'s relationship orientation with suppliers mostly affects the
financial and non-financial performance significantly. When entrepreneur’s working tenure
in the clinic is longer (above 4 years group), relationship orientation with suppliers
significantly affects both financial and non-financial performance. Meanwhile, when the
entrepreneur’s working tenure in the clinic is shorter (less than 3 years group),
relationship orientation with suppliers doesn’t affect clinic’s financial performance but

affect non—financial performance partially. In other words, when entrepreneur’s working
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tenure is shorter (less than 3 years group), market orientation more influences on clinic’'s
financial and non-financial performance while relationship orientation with suppliers does
less. It is thought that their relation with suppliers and relationship orientation activities
with suppliers are less strongly established and maintained yet. So, they primarily focus
on market orientation strategy when entrepreneur’s working tenure is shorter.

Third, when animal clinics are located in non—metropolitan area, relationship orientation
with suppliers significantly affects financial and non-financial performance. However,
when animal clinics are located in metropolitan area, it doesn’t affect financial and
non—financial performance either. It is thought that animal clinics which are located in
non-metropolitan area need stronger relationship with suppliers and need support more
from them as most of suppliers actively work in metropolitan area not in the
non—metropolitan area and animal clinics in metropolitan area can easily get better market
information than animal clinics in non-metropolitan area.

Lastly, while the effect of the market orientation significantly influences animal clinic’s
business performance continuously, the effect of the relationship orientation differently
influences business performance as it is moderated by entrepreneur’s working tenure and
animal clinic’s location. So, relationship orientation with suppliers can be selectively
applied to improve the clinic’s financial and no-financial performance.

In summary, both of animal clinic’'s marketing orientation and amimal clinic’s
relationship orientation with suppliers positively influence their business performance.
However, entrepreneur’'s working tenure and ammal clinic location moderate the
relationship between market orientation and relationship orientation and their business
performance differently.

This study is quite meaningful to empirically investigate the effects of both of market
orientation and relationship orientation with suppliers on business performance and
examine the moderating effects of entrepreneur’s characteristics (working tenure) and
clinic’s location. And, as this kind of study has been very few in the context of animal
clinic industry, it helps practically understand the effects of market orientation and
relationship orientation with suppliers on the financial and non-financial performance in
animal clinic industry.

Furthermore, as the market conditions in animal clinic industry have been in difficulty
for a few years, this study can help improve animal clinic’s financial and non-financial
business performance together with their suppliers as business partners. Lastly, this

study can help find mid-term and long—term cooperation between animal clinics and their
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suppliers.

This study has some limitations. So, care should be taken when generalizing the
results of the study. First, our samples were collected from only the animal clinics
industry. However, a comparison of the results presented here with those form other
marketing contexts (e.g., general hospitals) would be worthwhile. Future comparative
research will enhance the generality of our contingency theory cross industry context.

Second, this study found that market orientation and relationship orientation affect
business performance. However, there may be other antecedents, such as internal market
orientation and relationship orientation with customers. Also, this research did not
consider other moderators, such as overall market conditions, competitive situations, and
power/conflict between suppliers and buyers in the relationship between market and

relationship orientation and business performance.

Key words: Market orientation, relationship orientation, business performance,

working tenure, location
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&S vR Ao YERT (Oczkowski and
Farrell 1998). B3+ A3A 3L 053
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2005).
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CEO's working
( Market \ tenure & location

orientation (H3) Financial
(H1) —— performance

- Customer H3-1 ! || H3-2 - Sales

orientation H1-1 - Cost saving
- Competitor - Market share

orientation - Profit
- Inter-functional H1-2 - New product
\ coordination / \\ v ?Y \ /

( Relationship '\ >< Non-financial

»
>
orientation H2-1 performance
'\A
>

(H2)

e
- Bond / i ‘
- Communication H2-2

- Customer
satisfaction
- Superior value

- Shared value creation
- Empathy - Overall
e performance
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(Figure 1) Research model
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(Table 1) Characteristics of respondents

o o]
Male 188 94.0 Below 4years A 17.0
Gender
Female 12 6.0 Yexr of 4 - Gyears 62 310
Bedow 30 13 6.5 business 7 - 9years 39 195
Age 30 - 39 116 58.0 age 10 - 14years 45 25
40 - 49 60 30.0 Above 14years 20 10.0
Above 49 11 55 Below 5Mil 11 55
Seoul 45 225 | Monthly 5 - 10Mil 61 305
Gyunggi area 53 265 t“(r:/l?l’er 10 - 15Mil 56 280
Ac:ir:?? Gyungsang area 2 110 | won) 15 - 20Mil 30 150
location Dagjeon city 17 85 Above 20Mil 42 21.0
Choongcheong 16 80 Beow 6 23 115
Other locations 47 235 6-7 37 185
Owner 154 770 | trestment 8-9 & 210
Role Vice-owner 2 6.0 Cas? b 10-11 4 17.0
in the - ay
dinic Medica vet 29 145 12 - 13 26 130
Others 5 25 Above 13 38 19.0
Total 200 100 Total 200 100
42 HH0| =X s A4 (2006 5o ATE FE

421 ANEXIgd

B Ao M) Al ]'7(]%‘:"3% Narver and
Salter (1990)7} AATgh 2%
A&, 73t Ao al
AARZ spar AFAFYES
o] &Fo= HYTh AFAEFEL
3l Narver and Salter (1990), Conduit
and Mavondo (2001) ¥ Im and Workman
(2004) 5ol AH&3 FEES o8t 74
FATH<AE 2> F=F).

422 SEgxretel A oA E XY

TAMFARREHY AL Sin et al. (2002),

8%
#, 7o, 384, &4, TRE 7le 715
7

/\]_ﬁ)\h,],_ /\]Z]—X]‘(S]:/\‘]O] ZH ;5] Az 2 B
AFA el mXE GRS A78 Cano et
al. (204), Kirca et al. (2006), 231 Gounaris
(M) _‘j}ﬂﬁ 3’4—7:]]7(]3]:/\‘10] zHJ_:'L?‘ﬂ /\-137,]. =2 H)
A2 el Pixle FEFS A8 Sin et al.
(2002) 2 Palmatier et al. (2006)9] 75 <
AR sl SF=HATE AWFH A A, 7
A, A s, ARl AARE A9, e
HIZ2 Ao A, $97E] s At

| 27} So] EeEATH<E 2

> Zx).
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(Table 2) Results of exploratory factor analysis and reliability analysis

Construct

Factor

Items

Reliability

Market
orientation
(a = .920)

Customer
orientation

My company vision stresses the importance of customer satisfaction.
My company monitors the level of customer orientation

We base our competitive advantage on understanding customer needs.
We frequently and systematically measure customer satisfaction.

We pay close attention to after-sales service.

.868

Competitor
orientation

We share information about our competitors strategies within the
company.

We respond rapidly to competitors actions that threaten us.

We are looking for new opportunities to go forward than competitors.

Management regularly discusses competitors strengths and strategies.

.786

Inter-
functional
coordination

We communicate information about our customer experiences across
al departments.

All of our departments work together to serve the needs of our
customers.

All sections understand how everyone in the company can
contribute to creating superior value for the customer.

All related sections participate in the meeting when there are
conflicts among the sections.

Departments in this company share their resources.

All members know very well what they should do.

.887

Reationship
orientation
(a = .953)

Bond

W rely on each other.

We try very hard to establish a long-term relationship with suppliers.
We work in close cooperation with suppliers.

We keep in touch constantly with suppliers.

.886

Communi-
cation

We communication our opinions to each other frequently

We can show our discontent towards each other
communication.

We can communicate honestly

through

.859

Shared vaue

We share the same world-view.

We share the same opinion about most things.

We share the same fedlings towards things around us.
We share the same values with suppliers.

912

Empathy

We dways see things from each other's view.
We know how each other feds.

We understand each other's values and godls.
We care about each other's fedlings.

.902

Reciprocity

My company regards "never forget a good turn® as our business
motto.

We keep our promises to each other in any Situation.

If our customers give assistance when my company had difficulties,
then our company would be responsible for returning their
kindness.

Trust

Our suppliers are interested in our company's business.
My suppliers are trustworthy on important things.
My company thinks suppliers are trustworthy.

We trust suppliers when we share important issues with them.
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Our customer's satisfaction rate is higher than other animd clinics.
Our customer's overal satisfaction rate is higher than other anima
Customer clinics. 838
satisfaction |Our customer's satisfaction rate with employees is higher than other| -
anima clinics.
“Non- We are satisfied with current business performance.
p;rz)?nnggoe We react very fast to customer's needs.
Superior  |We can develop better solutions to customer's needs. 878
vaue creation|My company is very fast to follow the market trend. ’
My company is very innovative.
Overdl My company's overall performance is higher than other animal clinics
performance | in the same area
Customers increase to buy other products and service.
Sdes Customer's vigits are increased. 844
Purchase of high priced products is increased.
The effects of promotiona activities have been improved.
. There will be no difference of performance if promotiona expense
Cost saving like advertisement and other promotions will decline. 720
Financid Marketing expenses are saved.
performance . . . .
The number of clients in my company is higher than other anima
Market share clinics in the same area
Profit The turnover of my company is larger than other anima clinics in
the same area
New prqduct The turnover of new products and new medica service is growing
& service '
V. Az B2y B A7l 88 43R s £
2517] 8k <3 2>0A9} Zo] AFx #
" Ho] ANt WA, AFAFAe] T
XAl
5.1. ZAEE e GRIANY, AYAAT, 15 3B
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B oape] olg® Epe qum e oo oStk A P TS
. - ke A Fargol NRAPIL SYske
IR LS B, GE el # el | A AREH AT (S1 d N 1994). &
= ater an arver R T
A7} 94.0% (183%), A7} 6% (12%)0]A2 e N
_ A A2 A4 FHNEES agke 0786
W, Ao T Age FEHY 7ol ’

1% (F 1549), F9F 2 7 oAt
23% (% 46W)0|t). EF SEPA] 9x=
A7NE=7F 5370 (265%), A1&o) 4570 (225%),
AT 270 (B 119%) o= ekt

A

-

52, AMel= A EtEd

HI

08372 =2 Wd 4d#ds 7 ez
Efgtt), w3 BARAR AR FANES
22, Fol, A, T, THE 7, A
FUAelA Soz EFsla olE TAMNE
£ A7) g Hgs BAAE X
s Fstet AREEATY. B4 2 74
TANEES agk2 0.833 — oA 0912

zd
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(Table 3) Results of multiple regression analysis (Moderating effects of CEQ’s tenure)
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2211 3494
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orientation (0.772) (37987 1243 (1.821) (38597) 0.794
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o] .000 .000 .000 .000

***p < 0.01, **p < 005, *p < 0.1
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(Table 4) Results of multiple regression analysis (moderating effects of location)
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R .532 .629 .548 .615
2§ 283 3% 300 378
F raio 19.781 30.791 21.423 28.609
P .000 .000 .000 .000
***p < 0.01, **p < 005, *p < 0.1
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