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The purpose of this study is to present the Market Orientation affects to Enterprise Management Performance. In order to

carry out this research, we obtained 212 survey sheets and inspected ten assumptions based on the reliability, validity of the

questionnaires. The results of regression analysis are summarized as follows; First, the factor of Market Orientation, intelligence

generation, doesn’t influence on the Enterprise Management Performance significantly. Second, the element of Market Orientation,

information dissemination, doesn’t have an important effect on the Enterprise Management Performance. Finally, the requisite

of Market Orientation, information response, affects to Enterprise Management Performance significantly. Based on the results,

the parts with intelligence generation and information dissemination will be improved in the manufacturer of the small businesses.
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<Table 1> Questionnaire Configuration

<Table 2> Demographic Characteristics

. . The number of
Composition Details :
posit t questions

Market ' 1ntelllg§nce genergtlop 6

. . information dissemination 5
Orientation . .

information response 8

Enterprise technology performance 7

Management financial performance 5

Performance job satisfaction performance 9

Total 40

FEolm, otk A5t BT
@249 AEsk =e Aoz Puskith BAH 3

= AT AR TR AREE HEA
s, AEAS 7|EGAHE EYstaat e =
AP 718 B o] $Aa71Y A2EAE e
22 A S B A 9eAE R F 250
Fo AZzARE AAstglon, of TolM AR &
sol BAY FskA ek AEAE A7 21249 A
55 A8l ARgeiith

w wwl ATEASTH 54 v 2u 1A
d 54& AR, 514 o] o] 478 (22.2%) 22 THE
E2 &S B0 304 olsk 167(7.5%) 0.2 7MW
S HER etk A 22X 548 29EH, dAe
160%3(75.7%) -2 UERSOw A= 5279(24.5%) &2
ko] wgo] 3u] A% 2 o ERth A2 GA
THUZY B¥ SAES Ao, 7 Alxslel 9270
(43.4%)7Vd =2 vl&s YeErlla, A7) - dxadE 94
7} 5370(25.0%) 2 L thS o2 nlgo] ESkth FAUE
& 8ofstd U <Table 2> 2T,

3.4 A2IY - Y 2

7A7ke] @vel e wREe] NS
stof AEukeke] o & ARSI o= FAH R A1F
e ERAE] A% SR A 7MY Ee] AR
o, gAakel WA dads vehls ghe 3 A
ol Aol Mes ko) gt aAlel] st HARE
g0l AAA ang A Y=AS Lozt
shsdl AR 3 Atk B, 2 ATAM 7 aa AR

Division Persons | (%)
Less than 30 16 7.5
31~35 18 8.5
36~40 43 20.3
Age
41~45 45 21.2
46~50 43 20.3
51 or more 47 222
Sex Male 160 75.5
Female 52 24.5
Less than | year 11 5.2
1~3(years) 7 33
The period 3~5(years) 9 42
establ?sfhment 5~10(years) 41 19.3
10~20(years) 43 20.3
More than 20 years 101 47.6
Less than 9 24 11.3
10~49 49 23.1
gfhzn?;‘lrgly’:; 50~99 38 179
100~299 35 16.5
More than 300 66 31.1
electric or electronic 53 25.0
base metal or fabricated metal 22 10.4
building materials 5 24
rubber or plastic 9 42
machine or equipment 11 5.2
Central fiber product 1 0.5
business plating or painting 4 1.9
information and communications 5 24
fashion accessories | 0.5
pars and materials 8 3.8
food or drinks 1 0.5
else 92 434
Survey : Manufacturer in the small businesses, N = 212.
Sol U@ eAe AF] sl aelBag AN
Stk 29124 Aol FEAC] 04 ols Fe B
& ASSY T, FEAO] 0.5 o9 FHUS o] §3ho]
984S QNG AAR HE BB Svng,
Auukg 0ol A A FE FAPA g A
of Mgk 243 AASAL 71ed 249 A A
F=Ql B A FES AU
SRAFEUoR FAREAE o] 8stslon, 82l
S| A Wl s A S ARSIt AIEA R 5
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<Table 3> Factor Analysis on the Market Orientation

<Table 4> Factor Analysis on the Enterprise Management

Method : Principal Component Analysis, Berry Max Kaiser norma-

lization.
#et Q1A o] A¥E= <Table 3> 2aL, A&2u}s}9)
a S Bl AR T A 7HA] 8 BFoA AlF
ol oS FAstATt 71974 G el gt 8
2 <Table 4>} 731, 201819 o #S T 71449
AIpol Al 7FA] R4 Bl A Alg] Aol gl F9lst
At

Performance
Questionnaire ltems Commonness
Information Generation Questionnaire Items Commonness
1. Customer contact to know the product and 0.520 Technology Performance
service that customers need . 1. The increasing of product quality 0.724
2. Performing of various market research 0.645 2. The improvement of ability of the technical 0757
3. The degree of fastness of product preference 0.567 development '
4. The market research of customer to evaluate 0617 3. The improvement of product efficiency 0.757
the quality of products and service . 4. The occurance of ripple effect 0.563
5. The- collection anq gvaluation of the 0.618 5. The technical accumulation in the enterprise 0.682
environmental variation ' —
- - 6. The enhancement of ability of the research 0.566
6. The observation of the effectiveness to 0.644 development :
customer .
7. The reduction of the cost delete
cronbach a 0.867 - - -
8. The reduction of fraction defective 0.599
Information Dissemination
T o th r N cronbach a 0914
. The meeting of the group to discuss market
tendency ¢ SOt 0.580 Financial Performance
2. The discussion with other departments 0.723 L. "31"he growth of the average sales for the last 0.775
years.
3. The awareness of market information related 0.674 - -
to major customer . 2. The increasing of assets for the last 3 years 0.708
4. The sharing of the data related customer 0666 3. The growth of net income for the last 3 years 0.779
satisfaction ' 4. The increasing of business profits for the last 0.748
5. The transfering of important information 0.678 3 years
connected to competitive company ‘ 5. The growth of the productivity 0.755
cronbach a 0.871 cronbach a 0.918
Information Response Job Satisfaction Performance
1. The determination of the confrontational delete 1. The thinking of own work positively 0.565
strategy for competitor 2. The satisfaction of own work 0.649
2. The focusing on customer need 0.574 3. The satisfaction of the working environment 0.689
3. The review of product development process 0.576 4. The gratification of own payment 0.575
4. The meeting among departments 0.668 5. The satisfaction of the relation with co-workers 0.672
3. The immediate reaction when the rival 0.626 6. The offering of the opportunity of new things 0.637
company concentrates our customer
7. Th li f th i t and tool 0.646
6. The adjustment of various department’s action 0.581 ¢ SUPPTIACe of The Cquipment and 100's
. ) 8. Th li f the informati ded 0.677
7. The acception of the customer complaint 0.534 ¢ suppliaice of The iformation feede
. . 9. The pl f k 0.785
8. The plan of marketing and performing 0.590 ¢ pleasute of owh wor
bach 0.934
9. The concerted effort to satisfy with the need cronbach @
of customer when needed to improve service 0.632 Method : Principal Component Analysis, Berry Max Kaiser norma-
and product lization.
cronbach a 0.903

B ATAAE A ASE flske] BAH 2L A
ABie AR (AR E, AR JReg) e 5
B oha, 19PN, AT AT
ST FHAF sho] BASYT S A
<Table 5> 2} HI 9 EA4A7 A4AFHE 7197
Qo hstel 549l JFS HAE Ao eyt
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(8= 071, p<.001). AFA ] Al 74 827 714
7393 ke] Zt7tel @ 4o o]9A IS A=A Lo}

B7] A8 MEAQ BAS g Ade v 2o

<Table 6>, <Table 7>, <Table 8>°l|A 7} H2-1~7}4
H2-3 S AT AR s Save 798
Ao thsle] $23t S uxx L= Ao 7 el

| ¥E
Thp < .05). °]& BHZ=] *é%?‘%}%‘ﬂ az o] A et
vele] &7 9 Aol 4
o] o3} F27]9) AZGA
thjr ARt Qe &
a E ohq_ AH;HXJ Oi 7] A3 =4 .
2 7]eA 9 Aieks ta weo] v & ¢ Sl

<Table 5> Regression Analysis for Enterprise Management

Performance
Non-standardized | Standardized
Division coefficients coefficients i p-
g | standard s Value
error
(Constant) | 1.988 352 5.642 | .000""
Market 1 ¢}, 074 071 10.944 | 000"
Orientation
R% = 423, F = 119.774, P-Value = .000

<Table 6> Regression Analysis on the Technology Performance

Non-standardized | Standardized
Division coefficients coefficients t pP-
B standard s Value
error
(Constant) | .975 166 5.886 | .000""
intelligence |- 15 | g 136 1749 | 082
generation
dl.“f"m?a“‘?“ 2104|072 -123 1457 | 147
1ssemination
information |~ Co5 | g9 73 8550 | 000"
response
R%g =532, F = 28.958, P-Value = .000

<Table 7> Regression Analysis for Financial Performance

Non-standardized | Standardized
Division coefficients coefficients i pP-
g | standard s Value
error
(Constant) | 1.295 253 5.121 | .000
intelligence | 70 | 105 o7 710 | 479
generation
information |- 9 109 111 1.001 | 318
dissemination
information | - 59 121 286 2562 | 011"
response
R2, =183, F = 16.701, P-Value = .000

<Table 6>, <Table 7>, <Table 8>l A 7} H3-1~7}4
H3-3 BA A7 AT ARAT Qi 7|49
datel] tite] frolst Jaks MR A & Ao ® e
THp < .05). AR ATe] AEal 4 uste dist 7|5

FARIF AEE GEhiETte ol 719 AlE
QRN 7124 sk AT Toke] GeFE F7lol = vjek
) ulek. ol FAe) AR i A dolelE B8

= —,—xﬂ7]—% EUI 071’4— Ah;Hx—loE;dUu A 1}
oA p = 08104 F3 Aoz Hol A7 AW wF
7b Aol g gk RS Eol= s vt & ¢ )

<Table 6>, <Table 7>, <Table 8>°l 4] H4-1~H4-3 A
Ay} A3 0] ARuke @ Al sA A g Ad T i}
of frofeh 43k o2 Yepgth AR

REEREE

S
o] AE-gEol AA S st A&3 )& =S e
e Arel o3t B A3 Lo doldr] 9]
a9 AZAA ) 54 9B B8 e AHA L
Z AdEE Fio] %ol 9tk

2 AT A4 AGAFE] Al 7 el A
W%, ARAY, Jrugo] 7|44 Gl = o
&S aoFshd <Table 9>9F 2o} 3, A A& 1
AE, ARAY axe V)& AF, A5EE 4G ol
ook ¥es HAFAN, AGAZY] AR Hkg
LaE 7%, AR, AFUES AgA BRA fog
S HAFATHH, p < .09).

<Table 8> Regression Analysis on the Job Satisfaction

Performance
Non-standardized| Standardized
Division coefficients coefficients i pP-
g | standard s Value
error
(Constant) | 1.671 230 7254 | 000"
intelligence |54 1 o5 034 341 | 733
generation
information | |, 100 187 1751 | .081
dissemination
information |- 3 | g 371 3452 | 001"
response
R%q = 245, F = 23,848, P-Value = .000
N =212, "p<.05 “p< .01, " p< .00l

<Table 9> Hypothesis Testing Results

- technology financial job satisfaction
Classification performance | performance | performance

intelligence Non Non Non

generation Significant Significant Significant
information Non Non Non

dissemination Significant Significant Significant

information Significant Significant Significant

response
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