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Abstract In order to confirm whether innovation can be realized through the direction that companies
pursue, this study empirically analyzed the relationship between strategic directionality and innovation
capacity. Specifically, strategic directionality is divided into customer orientation and technology
orientation, and innovation capacity is classified into strategic planning capacity, R&D capacity, and
technology commercialization capacity based on previous studies. And the effect of customer and
technology orientation on each innovation capacity was analyzed. Data collection was carried out by
368 questionnaires from the workers of manufacturing industry in Gyeongbuk area and the proposed
hypotheses were tested by using structural equation. As a result, it was confirmed that technology
orientation had significant effects on all three innovation capacities. However, the effect of customer
orientation on strategic planning capacity and technical commercialization capacity was accepted, but
the relationship with R&D capacity was rejected. These results can provide implications for how to
draw innovation from the organizational strategic direction and culture perspectives by explaining the
impact of organizational orientation on innovation capacity.
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Ratio(%)
74.2
6.8
44.3
31.5
13.0
4.3
20.1
274
46.7

273
163
116
48
16
74
101
172

Male

Female
Under 25
Under 35
Under 45
Under 55
Over 55

A high school graduate

College Graduate
A university Graduate

Category

Structure of the samples

Sex
Age
Academic
Ability
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Graduate school 21 5.7 SPSS 21, IBM Amos 21& AH&3ISith
Staff 116 31.5
Section manager 104 28.3 342 _é_xé L:_:|l-°/] }I\JE] /xé 31]_ E]_\ﬂo-/xé T,lil_}ﬂ‘
Position Senior manager 77 20.9 u O:]:’Loﬂ/ﬂ‘:. - E_g] 05(]— szl j,]_O]—é 7] %6]—04
General manager 60 16.3 o= = ST AT T B
S T 30 27} B e AE. 224E Cronbach—a
12 42 114 ATE A8kl SIS Table 20014 ®E nfel 2+
3,4 56 15.2 o] Cronbach—a |57} 25 .8 o] o= A Hoh}
Tenure 5.6 s | =0 we} o Aol QAT B4 6 ool i
r.8 L L 3 Aol Susgkn B
Over 9 170 46.2
34 X]—_,EJ_P/] -E—/}ﬂ ‘;Q ‘Eﬂéﬂ Table 2. Reliability Analysis
Variables Questions | Cronbach’s a
3.4.1 Z]—"E‘L‘O/] %}ﬂ' Hc}]ﬂ Customer 4 854
# A7 WA Cronbach—a 155 AHg-ate] 417 Strategic Orientation -
T HAS s SolH QolRMS Ea Bl L directionality Technology 4 885
R ! RS B S S THy B =O) o’o= Orientation
:1?13]'93\{:]'. o f?; Z}EE] E,‘Aé% j,].g!—ﬁ]__ﬂ 7]%%7%% % Strategic Planning 6 895
a ARl 54 skt on] W 7o) WAE Bl 4 Copacly ‘
ST AR BAL ANSAT L AFE G| Gy [ =
T B ALl olgeh 3o IBM Commercialization | 4 53
Capacity
Table 3. Confirmatory factor analysis
Factors Loading SE T
Customer Orientation 1 1
Customer Orientation 2 1.141 071 16.036
Customer Orientation 3 1.058 .068 15.586
Strategic Customer Orientation 4 1.109 .073 15.261
Directionality Technology Orientation 1 1
Technology Orientation 2 0.988 .061 16.138
Technology Orientation 3 1.071 .060 17.948
Technology Orientation 4 1.039 .061 17.08
Strategic planning capacity 1 1
Strategic planning capacity 2 1.018 .070 14.629
Strategic planning capacity 3 1.033 .063 16.299
Strategic planning capacity 4 0.974 .064 15.128
Strategic planning capacity 5 1.019 .069 14.834
Strategic planning capacity 6 1.137 .074 15.458
Organizational R&D Capacity 1 !
Innovation R&D Capacity 2 0.984 .068 14.55
Capacity R&D Capacity 3 0.856 064 13.332
R&D Capacity 5 0.757 .063 12.105
R&D Capacity 6 0.819 .066 12.455
Technology Commercialization Capacity 1 0.951 .065 14.672
Technology Commercialization Capacity 2 0.972 .067 14.497
Technology Commercialization Capacity 3 1.100 .067 16.52
Technology Commercialization Capacity 4 1
72=417.285#=xx RMR=.031, AGFI=.884, IFI=.964, NNFI=.958, CFI=.963, RMSEA=.050
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Table 4. Construct Reliability and AVE
Factors Standard error AVE CR
Customer Orientation 1 793 .215
Customer Orientation 2 .786 .294
Customer Orientation 3 .768 .284 002 898
Strategic Customer Orientation 4 .755 .339
Directionality Technology Orientation 1 778 .347
Technology Orientation 2 .788 .316
Technology Orientation 3 .859 216 o0 850
Technology Orientation 4 825 .268
Strategic planning capacity 1 .756 .355
Strategic planning capacity 2 742 373
Strategic planning capacity 3 815 .398
Strategic planning capacity 4 764 428 90 B9
Strategic planning capacity 5 751 .466
Strategic planning capacity 6 778 .355
R&D Capacity 1 772 .355
. R&D Capacity 2 759 373
R&D Capacity 3 701 .398 .501 .833
R&D Capacity 5 642 428
R&D Capacity 6 .656 .466
Technology Commercialization Capacity 1 742 .365
Technology Commercialization Capacity 2 737 .393
Technology Commercialization Capacity 3 825 1281 1 892
Technology Commercialization Capacity 4 .768 344
Table 5. Coefficient of Correlation and AVE
Factors Mean S.D 1 2 3 4 5
Customer Orientation 3.766 703 602 551 551 365 514
Technology Orientation 3.630 794 742 661 615 449 570
Strategic planning capacity 3.663 721 749 784 590 516 582
R&D Capacity 3.529 .700 604 670 718 501 498
Technology Commercialization Capacity 3.675 770 717 755 763 706 591
under the diagonal is coefficient of correlation, diagonal is the AVE, over the diagonal is coefficient of correlation’s square
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