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The Structure relationship between ski resort employee’s ethical
management, organizational identification and customer orientation
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Abstract  The purpose of this study was empirically to reveal the structure relationship between -ethical

management of ski resort employee, organizational identification and customer orientation. For the research,
survey of 200 people working in domestic ski resorts was conducted. The survey was composed of three
variables(ethical management, organizational identification and customer orientation). The following results were
obtained by confirmatory analysis, reliability analysis, correlation analysis and structural equation model analysis.
First, ski resort employee’s ethical management had a positive correlation with organizational identification.
Second, ski resort employee’s ecthical management had a positive correlation with customer orientation. Third,
ski resort employee’s organizational identification had a positive correlation with customer orientation. This
study suggested that the ethical management of ski resorts had positive effects on the attitudes and behaviors
of the employees who regarded the organization as a common fate and provided high quality service
considering the customer's position.
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<Table 1>3 2.

<Table 1> General feature of subject of study

Section N %
Male 121 60.5
Gender 1 e 79 395
Below 20 years 127 635
Ages Above 30 years 2! 270
Above 40 years 19 9.5
Worki Management-Desk work 45 225
t‘;rpe:g Instructor-Patrol 90 450
) Supplementary Facilities 65 325
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& A7e) BARETE Aol A EA el -8t
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<Table 2> Confirmatory factor analysis and reliability

Constructs Measuring items B S.E C.R AVE Cronbach’s a
Social public activity 4 57 126
Soa@ pubhc Soc%a] publ?c act?v‘lty 3 784 ,153 950 87 64
activity Social public activity 2 798 112
Social public activity 1 79 125
Communication activity 5 763 154
Ethics o Communication activity 4 802 113
management C"m;;:;fj“"” Communication activity 3 853 035 962 863 801
: Communication activity 2 871 079
Communication activity 1+
. Human rights activity 3 842 059
H‘“:;‘i‘vﬁhts Human rights activity 2 883 056 969 913 877
Human rights activity 1 804 089
Organizational identification Organizational identification 1 ~6 - - - - 870
Customer orientation Customer orientation 1~5 - - - - 829

X°=119707, df=41, p=.000, GFI=911, CFI=950, TLI=933, NFI=929

* removed item
NS B2 ARSI Bo v geEE
Zajol ALESST), T ARFESE 8 194 9§

oF 1ol Hl$ 2 58714 EAEA 5
.]

b = - =1 EH?J: OE
Agpoluf afs s AER s v o
Tl AR 678 54 mekstarial AR, 3
A e o) Gl AZea PEaths ol
MAE ol FA W ABRY AT P A 9] AT

2.3 FARJNHQQNEA 5 AF =T

B AbEE AR5 APATEA ol
BAE RN S B 2919 27 AFHAY &2
B2 AEEH s, AFUACA BE, JHA &
5o N s agler FREoH, A FUAe} 1L
AAGE A7 GApd o S4E olo] B A
T e AEE] 7 gk FHElGdE Bt
a17] slA FIA TS AAETE HEEe &
A5 2 1T} 830 AAAE <Table 2>} o]
AESI sy o] AANG 7]EA 50 oS FFATI
A Fg 17] 8-S AASATHIG] HEgF Hair 5o AAl

st = NEAFHZ(CR) 70 o),
(AVE) 50 |4, Cronbach’s a .700]%+¢] 7]
8= CR=950~.969, AVE=827~913 Cronbach’s
=829~.%919] A7} e} =59 ARl o

THEFFA Aol SR1E ATHIL

L T
)

OS2 AAFHI = .

, AVE7} =29

orETha Skl E

t| <Table

e Aoz AFF 4 AeHIT). =a FuAG)

A Qe Fdew B & .
<Table 3> Correlation analysis
Constructs 1 2 3 4 5
Social public activity 1
Communication activity 747 1
Human rights activity 684" | 653" 1
Organizational identification| .620™ | 645™ | .568" 1
Customer orientation 600 | 639™ | 653" | 639" 1

“p<.01 (both sides)
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