Journal of Channel and Retailing
Volume 25, Number 4(October), pp. 149-172, 2020.

Korea Distribution Association(http.//www.kodia.or.kr)
ISSN: 1226-9263, http://dx.doi.org/10.17657/jcr.2020.10.31.6

BRI

71949 upA g Al A A G o] 7HA
o] TPl A oFA7IA & AR AR 0] ol AR S

o
o qarg AF st okl A Gl &

A QTS 13 2
Aol o F0% JFL PIAEAE B30 9k

AHM 7Y
o 2 A7 B2B Aol A AEA G 7 QAT ke 1)

: ofe] ATES Bl YZH o] gk B3] AFAFHLS 719
2H(B2B) 720l 4] 712 gkl 714 P (long-term relationship) & -6} s v-$

At AF Ao ta) i 7
£ sk 972 7190] AU 9 tard
TATIF, AT G I, oA A 2L Y

rlr B
=)

ol -io J
n ®
0
o

12
ol F
2 g

re &

ofx

AR A el AT 3227 471 AR AN Hhgro 2 HES AEW AT A FHE 7140 Ao
o, AT G A, nhAE o] B (+0] G 1A A0R Lhehgtom A 7] elek 3 nbA g el Bk 2
A HA 202 eheth, 71919] o 5 nbol g e gho] Wahul o] H(+)0] FeE Ml A0 ehton]
A §-2 719 0] A Ak AAEA T, DAY 5o FAAQ G 1A= A0 tepget
RO BAYIY, ABKIGY, 74T, Helg, 7|4t

R A BoIsREE Qo AEED, W1, 7H 59
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B2C) Aok 28] A% W Azt e] 4o A
A5 AL 9, A 23, ATz A ~7t
2 EAL 7HA T Qik. 719 ZF A et npA o of
@ Q7= 18909 T 714] A& Labd 4= A,
A2 o] B2B whAIF 2 3099] 717t 5
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hatt B <= W A4 ZH(hotaekyi@kmu.ac.kr)

847 TR0 45%F A=A
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A= AF Ee AH[20
(perceived quality)= 714 2] A=
TR AP 8o AL Fa Y
+ AH|A FE LY T84S AASHITh A=
B2BUtA G ol A S5 AAE B7Fsk=tl glol 71
=83 3 4= F4(quality) 2 7F4 (cost) 1] A
7](delivery)=tal & 4= 2121 th(Urbaniak 2009).
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o], g4 2011).

1980 A -5 2] Aol A AR/ o] 7]
FA ol e 7HH 2= =2E Al7IskA e H
(Kotler 1984; Lusch and Laczniak 1987; Webster
1988), AIFAFHL Z45P] 9 e SHE
T7F N E A F37] whZofl ofof et AFA
+ O FofAA] . o] % 1990 A H ol AR
49 SR L7 AT EHAA AFARF T 7194
dpof| oiet A7 2hits] = ATt

AFgt 1515 2 (Bhattarai, Kwong and Tasavori 2019;
Charles, Joel and Samwel 2012; Gligor, Gligor and
Maloni 2019; Jaworski and Kohli 1993; Lee, Kim,
Seo and Hight 2015; Najafi-Tavani, Sharifi and
Najafi-Tavani 2016), A2 & 71dAd72]
AL wAsHAY Qdsk= Haesol ditt A=
E ook, 2441, A1A <], 73717t 2014).
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“J(customer orientation), 74 " A} 2| 4 (competitor
orientation), 4] 7+ 2| & (inter-functional orientation)
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A]7]™(Deshpandé et al. 1993), AH]|A £4-S 735}
AlZledl 2ol 38AQ0 AdS FK(Gronroos
1982).

73 2} 2] A (competitor orientation)= 74 A 2}2]
A3} ok A M2k 52 o]5fi5h= A XS 9)n|
SHh(Narver and Slater 1990). kA=< w2t A
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I FARE d o2 B7|E Sh=t|(Lafferty and
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(information processing activities) .2 T}
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FHAoz B |dgFe nAe Y2 55
K717 918) 7)ol Bgata gl Seolaty &
S Qe o] ARATES HioR B o
MAE APt ATATAY, PHLIIF,
AR e 2 TR AT, ol ZH 2018;

Jayachandran 2008).
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A2 222 68.9 JHet 28 8.7
o1z M2 +RSY 84 26.1 R 161 50.0
=° [EY 1 03 o3| el 9 2.8
7|} 15 4.7 Tﬂ ke 55 17.1
HRHE 31 9.6 = TS 39 2.1
7|EF7| A L | 33 10.2 =2 5 1.6
s s 2t /E UL 26 8.1 7|Ef 15 4.7
= | oA=2 2 /o%E 23 7.1 314 0|0 41 127
o° 257138 22 6.8 5@ ojet 27 8.4
At /HRE S 21 6.5 ) 10 A 0|9t 64 19.9
7|E} 166 51.7 SE 20 A Ojgt 66 20.5
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10 QI 0|2t 73 227

Z99] 30 @l ojet 72 22.4 .

~ 2} 240 74.5
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300 Q1 OJgt 59 18.3 oAt 82 255

300 QI O A 1 0.3
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o

<H 2> 5012 20124 A3}
item construct st. estimate S.E. C.R. AVE CR Cronbach's a
2 17#}'%:@ A28 0834 - - 0.665 0.885 0.944
order | ZH22|5H 0.797 0.075 13.223
nELPE| 0.841 - -
nELPI 1) 0.861 0.042 24.426
242|583 DR A 0.906 0.053 21.456 0.767 0.957 0.943
D54 0.913 0.053 21.754
NHASs5 0.855 0.057 18.287
ZH2R| g 0.868 - -
ZH2tR|Ek2 0.881 0.049 21.964
A2} 2|53 AR R|EFA 0.877 0.046 21.769 0.774 0.957 0.944
SRR 0.888 0.047 22.338
BYALR| &S5 0.884 0.051 22.132
RND 2k] 0.757 - -
RND 2k 0.860 0.067 15.846
Ao 0.646 0.894 0.876
RNDY 23 0.834 0.068 15.342
RNDS 24 0.758 0.068 13.794
AL AZH 0.865 - -
AR Agrrolar 0.916 0.047 23.425 0791 0552 0938
AAARS 0.899 0.047 22.547
WA 2R 0.877 0.045 21.504
OFA| &l A 2k 0.871 - -
oA g A2 T 0.883 0.046 22.057 0732 0936 0920
OFA & &3 0.852 0.048 20.480
OFA| & A 24 0.814 0.049 18.823
ety 0.864
Hetye? 0.831 0.042 23.097
etztes Hetdy 0.937 0.049 23.89 0.771 0.953 0.949
Hete4 0.904 0.05 22.462
Hetyds 0.851 0.053 19.960
A3t 1 0.895
AHEE 2 A2t 0.955 0.038 28.731 0.862 0.953 0.949
APt 3 0.934 0.039 27.326
724/4 34 0.768
nELYS %) D ZHA ) 0.853 0.080 15.106 0.661 0.911 0.851
DM D3 0.815 0.078 14.555
AAEd2h 0.907
AAFH a2 AAELT 0.932 0.048 20.556 0.804 0,960 0941
AR Ed23 0.863 0.053 17.478
AA S04 0.883 0.043 23.928

N

Model Fit: x*=939.983, df=590, x*/df=1.593, RMSEA=0.043, GFI=0.870, NFI=0.924, IFI=0.970, TLI=0.966, CFI=0.970
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(AR, o] 2 2018; Yi et al. 2018). 2003). BFAEf O = AA|E A= AAES] HFA
Aghe]g-2 Frjr|ge] Fa71dE "N R Ak EREE] v, A&, ARAEHE )
A Ak BAIA, e vlgoletal Ao shel =, A& 5= S5
S ™(Dick and Basu 1994), 72 JA|E HFHE7| 74|
o] AatA Q1 =, AHNAAE vH-t=dl 7H] B 2 2#E 8 Xtge¥
Al B§, A GA Heho] S ol 2] 7] 71A]
T AL HE, A7 g A o] 7))ol A A A77H A AT RS HESH] f16] o
e o W FEE TEAL 5 SR A T AEA G XS FAZAEFAAS W
T, A7 A A AFE Aot Ee O & F 40071 2] A& vl 2Esto], 332709 A&
s 570 2¢er Z745FtH(Yanamandram and A5 346k3lal, o] F Attt gRleR 754
White 2006) 32279 ARAE FHFTAH o2 A of ARSIt
7198 3= thAb AR g2 2 Ao A= 7] Aol SERt 7199 T Eoks <E 1> Er
J o AFA At o] oo & LA Tkef A A Ed 7
= 7 ZHSAHA LA 9 2011). T2 A 3. Mzl S EfEE B
£ 7199 ARt HAE G Y02 Holotn
(Yao, Palmer and Dresner 2007), "&, G o] &, 2 AFoM = SAH O AT S &
AF-EHE 502 =459 2 (Hooley, Greenly, 235}7] 913l Cronbach’s alpha testE 53l 41242
Cadogan and Fahy 2005), 2 Z/d 7= Lo 7] A o] A5 ot SR ddAdd E A
o 3a7lde s At 4 Qe Aol vt FTEHEA IEEAE EA 5] Holl F2EA
B Aok &6l 71E Fa g A& Al B4 of| AFR 5= AMOS 18.0 T2 T8-S o] 85}
AMHE|AE A EH 02 A ufistal FH A S of g1A QRIFAZ Algstnt. S5l of
St = H=' 2 Agofstar(daddd 9 2014), A& St A 9 g BAd e <#2>9] Y8
et 384 B7t, A7 b, ARAS 7HsA 2t
59 7o 2 =45l tH(Anderson and Srinivasan gholz Qo184 A} model fitS x?=939.983,
<H 3> AR M A3}
A ey =H2E | (D) () (3) 4) (5) (6) (7 (3)
A 2218 (1) 3.503 7113 1 660 | 597 | 879" | 2137 | 4807 | 508" | 500"
R&D 22(2) 3.389 .8034 1 673" | 654" | 095 | 3807 | 4317 | 5257
AL A A 2K(3) 3.407 .8055 1 5927 | 129" | 403" | 508" 523"
O El S 2¥4) 3.394 7742 1 1717 | 449™ | 483 | 4617
HEH|8(5) 3.525 8357 1 1657 | 108 142°
22 1k(6) 3.246 9212 1 5307 | 5317
D ZHMTHT) 3.597 .6685 1 583"
KA Z A k() 3.229 7587 1

" p<0.01; "p<0.05
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df=5902 2 x%/df=1.59391 Z1 22 Lelytom =
A 2|41 RMSEA=0.043, GFI=0.870, CFI=0.970,
IF1=0.970, TLI=0.966 © & W2 © & k5 5jrt=

215 & 4= 9Ioh(Kline 1998). T3t BB AL 271

(AVE)o] L= ¥Z=of| 4] 0.50 oA T3, EESt @
o1 X5} @ AFRARO] Zho 2 AAby] = gHA Al ]
T(CR)E-E0.70 oA © 2 el Qlo] ASEt
Ao] BtH ]| 71 91-5-& & 4= QU th(Fornell and Larcker
1981). AFEFEA o] ASH ol tisf At
A& Alsgoto] 2 etgd 7t ThHErEAS 3
7vst.om A TAREA Aibes <3 3> Ao}
At AT} Aol A AZget 7Hd of vkt A
A G=2] ®eFo] dx|oh= Ao R YEeh WA e
4 Flstglon, s Aol AVE AlF
o] A FET F Ao R YERY o] 24 7 ot
Hepd g JA] SHENSS 2RI5H th(Fornell

and Larker 1981).
4.72 4%
A S BAA B RO RE T2

AALS ARSI B4 AT} ¢ %=1170.720, dE=6042
xY/df=1.9382) 2k 7FAH, o] Aot = RMSEA=0.054,

GFI=0.846, NFI=0.906, IFI=0.952, TLI=0.947, CFI=0.952
o2, BYo] AL 2= Ayt oz = HA
et feFol et WE th(Bagozzi and Yi 1988).

<H 4> A Hi= vpe} Zo] 714 3a¢t 7Hd3bE

Aol B 7ol A A = A M 12 719 e A
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7+ Path st. estimate S.E. C.R. NG P Result
7t 1a AR &N — Hpofer 2F 0.797" 0.08 | 11.556 ik 2| 2|l
7td1b Al — WS 0.687" 0.073 | 11418 | 23.627 | *x 2| 2| &
7H41c AZ2|SA — Ot el aF 0.978" 0.075 | 15.835 ok 2| 2|l
7td3a AL A — SHH|E -0.192 0.114 | -1.772 - 0.076 2| 2| E|2| ote
7+d3b MAAZE - 25| 0.072 0.082 | 0.884 - 0.377 2| 2| 5| R| ot
PAPSER O A2 — S| & 0.318" 0.122 | 2.623 - 0.009 2| 2=l
7t d4a S| — 220t 0.184" 0.065 | 3.148 - 0.002 2|2
71 24b HEH|E — LA E-2t 0.155™ 0.055 | 2.642 - 0.008 22|
7Hd4c st — D2t 0.146™ 0.045 | 2.349 - 0.019 2| 2|l

“p<0.01, “p<0.05
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A Study on the Effect of Market-orientation on SMEs’
Corporate Performances in B2B Relationship:

Focus on Role of Corporate Capabilities and Switching Cost

Jin-Hyuck Yim*, Ho-Taek Yi**

ABSTRACT

There has been a surge of interests in relationship between market-orientation and corporate performances in
B2B marketing channel research during 20~30 years. The most important factors in B2B marketing are price and
delivery. These two factors are very important considerations in a company's purchasing decisions, especially in
business-to-business transactions, where the delivery is a very sensitive factor, making the decision factor greater
than the price. Perceived quality of products or services is also a major determinant of a purchasing company's
choice of products, and suppliers need constant efforts to improve their product or service quality to satisfy the
purchasing company.

As such, in the B2B market, marketing strategies to meet basic purchasing factors such as price, quality, and
delivery are important, but previous studies that show that market-orientation and market-oriented entities
perform better on the basis of that focus their resources and capabilities on market-oriented factors, thus
expanding their thinking to enhance corporate performance.

Since the 1980s, many studies have suggested that market-orientation leads to improvements in corporate
performance, but empirical studies have begun since the 1990s because no valid measurement tools have been
developed to measure market-orientation. By the 1990s, market-oriented measurement tools were developed, and
research on market-orientation and corporate performance was actively carried out.

However, most of the studies on market orientation are those that investigated the direct impact of
market-orientation on corporate performances (Charles, Joel and Samwel 2012; Jaworski and Kohli 1993; Lee,
Kim, Seo and Hight 2015), which mediated or linked the relationship between market-orientation and business
performance. Therefore, putting together existing studies, the process of identifying what factors market
orientation affects and ultimately leads to market performance in the enterprise was insufficient.

This study seeks to establish the relationship between how market orientation affects corporate capabilities in

* Master’s Student, Department of Business Administration, Keimyung Graduate School, 1st Author
** Associate Professor of Marketing, Department of Business Administration, Keimyung University, Corresponding Author
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B2B transactions and how it results in market performance. It also wants to understand how switching costs that
prevent a customer from leaving between enterprise capability and market performance affect the performance of
the entity. In detail, the purpose of this study is to:

First, in the B2B market, the vendor's corporate capabilities are divided into R&D capabilities, production and
operation capabilities and marketing capabilities to identify how market orientation affects corporate capabilities,
and which of each detailed corporate capacity is more affected. Second, measure the impact of improved
enterprise capabilities on switching costs that prevent customer churn. Finally, by identifying the impact of
conversion costs on various market performance (corporate performance, customer performance, and new
product performance) of suppliers, we want to understand the meaning of market-orientation for companies that

supply products in the B2B market.

Firm
Performance

Hla{(ﬂ"v

HIb(+)

) Marketing
Capability

<Figure 1> Conceptual Framework

New Product
Performance

Market Switching i
Orientation Cost

Customer
Performance

— Strong Effect
————— »  Weak Effect

The research model of this study is shown in Figure 1. Hypothesis 1 is a hypothesis on the causal relationship
between market-orientation and corporate capabilities, and it hypothesized that market-orientation would have a
positive effect on R&D capabilities (hypothesis 1a), production and operation capabilities (hypothesis 1b), and
marketing capabilities (hypothesis 1c). It also hypothesized that market-orientation have the greatest impact on
marketing capability among the three corporate capabilities (hypothesis 2). Hypothesis 3 consists of 3 detail
hypotheses that R&D capabilities (hypothesis 3a), production and operation capabilities (hypothesis 3b), and
marketing capabilities (hypothesis 3c) have a positive effect on switching costs. Finally, Hypothesis 4
hypothesized that switching costs affect overall business performance (hypothesis 4a), customer performance
(hypothesis 4b), and new product performance (hypothesis 4c).

To test the proposed research model and hypotheses, data were collected from 322 small and medium-sized
enterprises located in city of Daegu and Gyeongbuk Province. All the measurement scales in this study come
from existing literature with adaptation to fit the purpose of this study. We investigate the reliability, content
validity, convergent validity, and discriminant validity of the proposed instrument by analyzing data. Overall, the
results indicated good psychometric properties, and the measurement model revealed and acceptable fit of the

model( x 2=939.983, df=590, x 2/df=1.593, RMSEA=0.043, GFI=0.870, CFI=0.970, IFI=0.970, TLI=0.966).
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Composite reliability, or AVE among the set of indicators that measured and underlying construct, are greater
than the recommended threshold value of 0.7 for CR and 0.5 for AVE. Thus, the model provides a good fit to the

data as <Table 1>.

Using structural equation model, the author checked the proposed model fit and hypotheses. All of model fit
index are acceptable( x >=1170.720, df=604, 2 x */df=1.938, RMSEA=0.054, GFI=0.846, NFI=0.906, IFI=0.952,

TLI=0.947, CF1=0.952).

<Table 1> Results of Confirmatory Factor Analysis

item construct st. estimate S.E. C.R. AVE CR Cronbach's a
nd customer-orientation 0.834 - -
2 Market 0.665 0.885 0.944
order competitor-orientation Orientation 0.797 0.075 13.223
Col 0.841 - -
co2 0.861 0.042 24.426
CO3 Customer 0.906 0.053 21.456 0.767 0.957 0.943
Orientation
CO4 0913 0.053 21.754
CO5 0.855 0.057 18.287
COMPETI 0.868 - -
COMPET2 0.881 0.049 21.964
COMPET3 Competitor 0.877 0.046 21.769 0.774 0.957 0.944
Orientation
COMPET4 0.888 0.047 22.338
COMPETS5 0.884 0.051 22.132
RNDI 0.757 ; -
RND2 0.86 0.067 15.846
R&D 0.646 0.894 0.876
RND3 Capability 0.834 0.068 15.342
RND4 0.758 0.068 13.794
PRODUCTI 0.865 ; -
PRODUCT2 Production 0916 0.047 23.425
& Operation 0.791 0.952 0.938
PRODUCT3 Capability 0.899 0.047 22.547
PRODUCT4 0.877 0.045 21.504
MARKETING1 0.871 - -
MARKETING2 ~ 0.883 0.046 22.057
Marketing 0.732 0.936 0.920
MARKETING3 Capability 0.852 0.048 20.48
MARKETING4 0.814 0.049 18.823
SWITCHING1 0.864 ; -
SWITCHING2 0.831 0.042 23.097
SWITCHING3 Swgi‘tmg 0.937 0.049 23.89 0.771 0.953 0.949
SWITCHING4 0.904 0.05 22.462
SWITCHINGS 0.851 0.053 19.96
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item construct st. estimate S.E. C.R. AVE CR Cronbach's a
PERF _financel 0.895 - -
PERF_finance2 Finance 0.955 0.038 28.731 0.862 0.953 0.949
= Performance
PERF _finance3 0.934 0.039 27.326
PERF customerl 0.768 - -
PERF _customer2 Customer 0.853 0.08 15.106 0.661 0.911 0.851
= Performance
PERF_customer3 0.815 0.078 14.555
PERF_newproductl 0.907 - -
PERF newproduct2 0.932 0.048 20.556
S New Product 0.804 0.960 0.941
PERF_newproduct3 Performance 0.863 0.053 17.478
PERF newproduct4 0.883 0.043 23.928

Model Fit: x*=939.983, df=590, x*/df=1.593, RMSEA=0.04, GFI=0.87, NFI=0.92, IFI=0.97, TLI=0.97, CFI=0.97

As shown in Table 2, all hypotheses except hypotheses 3a and 3b were supported. In Hypothesis 1, all detailed
hypotheses are supported that the market-orientation has a positive effect on the corporate capabilities (e.g., R&D
capabilities, production & operations capabilities and marketing capabilities). Hypothesis 2 is that market-orientation
has the greatest impact on marketing capabilities, and the path coefficient difference analysis also shows that each
standard estimated coefficient value has a statistically significant difference (hypothesis 2 supported). Hypothesis
3 is a hypothesis that corporate capabilities (e.g., R&D capabilities, production & operation capabilities and
marketing capabilities) have a positive effect on switching costs, and marketing capabilities have a positive
impact on switching costs, but production and R&D capabilities have not been supported (hypothesis 3a,
hypothesis 3b not supported). The reason why these two hypotheses were not supported can be considered in
recent changes in the B2B industry, compared to the past, is that the B2B industry is experiencing a weakening of
the cohesion between suppliers and buyers due to product standardization, weakening and subordination of
suppliers' influence due to product modularization by purchasing entities, suggesting that suppliers' production
and research and development capabilities will no longer be able to generate conversion costs. Finally,
Hypothesis 4 also supported all hypotheses (hypothesis 4a, 4b, 4c supported) under the assumption that switching
costs have a positive effect on the corporate overall financial performance, customer performance, and new

product performance.

<Table 2> Results of Hypothesis Test

H Path st. estimate | S.E. CR. AX @) P Result
Hla Market-orientation — R&D Capabilities 0.797" 0.08 | 11.556 ok Supported
Hlb Market-orientation — P&O Capabilities 0.687" 0.073 | 11.418 | 23.627 HAK Supported
Hlc | Market-orientation — Marketing Capabilities 0.978"™ 0.075 | 15.835 oAk Supported
H3a R&D Capabilities — Switching Cost -0.192 0.114 | -1.772 - 0.076 | Not Supported
H3b P&O Capabilities — Switching Cost 0.072 0.082 0.884 - 0.377 | Not Supported
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H Path st. estimate | S.E. CR. AX @) P Result
H3c Marketing Capabilities — Switching Cost 0.318" 0.122 | 2.623 - 0.009 Supported
H4a |  Switching Cost — Financial Performance 0.184™ | 0.065 | 3.148 - 0.002 Supported
H4b Switching Cost — NP Performance 0.155™ 0.055 | 2.642 - 0.008 Supported
H4c Switching Cost — Customer Performance 0.146" 0.045 | 2.349 - 0.019 Supported

Model Fit: x*=1170.720, df=604, x*/df=1.938, RMSEA=0.054, GFI=0.846, NFI=0.906, IFI=0.952, TLI=0.947, CFI=0.952
“p<0.01, "p<0.05

Keywords: SMEs, market-orientation, corporate capabilities, switching cost, corporate performance



