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Abstract

This study conducted to identify the impact of organizational factors on the characteristics of

category management system, market orientation and collaboration orientation,

in domestic retail

industry, and also to identify the relationship between organizational factors and category management

system’s characteristics varies depending on the business type, retailer and supplier. To accomplish

these research purposes, the study performed statistical analyses using a total of 94 samples. The

results of the study can be summarized as follows. First, the organizational factors that affect market

orientation of the category management

system were found to be

information technology

infrastructure and organizational management system, and the organizational factors that affect

collaborative orientation of the category management system were found to be partnerships and

organizational

management sSystems. Second,

the relationship between market orientation and

collaborative orientation of the category management system does not differ by the business type.
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3. Relationship between Organizational
characteristics and CMS characteristics
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Organizational
characteristics
— Partnership

— Competition Level
Qganizationd Menegement System

CMS characteristics
— Market Orientation

— Collaborative Orientation

IT Infra structure

Business type
— Retailer

— Supplier

Fig. 1. Research model

1.2 Research Variables

.Response to customer complaints(mo4)|Joo J.H.&Kim
_Response level to marketing strategies of|J.W.(2012),
competitors(mo5) Yang Y.1.(2013),
_New product launch for consumer needs|Kohli et al.(1993),
satisfaction(mo6) Dupre &
_Providing for consumer satisfaction(mo7)|Gruen(2004)[29]
.Display level for customer shopping
convenience(mo8) Corsten &
_Criteria for product operation to increase | Kumar(2005)
customer value(mo9)

.Maintain good relationship with business
partners(co1)

.Joint promotion(co?2)

.Acceptance level on business partner’s
offer(co3)

.Regular information provision for business
partners(co4)

‘Mutual information sharing level(co5)
.Meeting frequency for information
exchange(co6)

.Joint plan for development of new
product(co7)

_Pre—consultation for joint objectives(co8)
.Efforts for joint management
performance with business partners(co9)

Collaborative
Orientation

B doAE 7Sl tgk AES F3l CMSY| 875
Hor AN FRAAPIE Helala, ol L
MAE 2A5H0R EUA, FARRE, ZARAA, 1T
ARz eE mEsGie) ofdl wkel, ) i FEd Al 45
FETE voloj gt YA FAE R ke HEAE
ustgion, HEAd EHE Fo AU S4YRe
A 7T HER FAAATHGE 1> FR).
Table 1. Definition of research variables

Variables Detail Ref.
Long-term relationship efforts with Kim

business partner (p1) Y.J.(2003)[27],
_Efforts to implement and comply with |{So S.H.(2004),

contract conditions(p2) Im S.H.(2006),
.Level of efforts to increase mutual Moon T.S.& Kang
Partnership |profit(selling, etc.)(p3) S.B.(2008),
.Joint solution effort(p4) Yang Y.1.(2013),
.Coordination efforts to overcome a Kohli &
crisis(p5) Jaworski(1993),
.Cooperative response to prepare for Stank et
emergencies(p6) al.(1999),

.Rapid change in customer demand for|Murray et
products(c1) al.(2011)
.Customer expectations for new product

launch(c2)
Competition |.Competition level with competitors on
Level product prices(c3)
.Rapid increase in the number of
Organ competitors(c4)
izatio .Expanding competitors’ development of
nal new products(c5)
CH .Operation of responsible organizations

and directors(m1)
Organizationa | .Division of work between
| Management|departments(m2)

System .CEO’s interest and support(m3)
.Incentive on operational
performance(m4)

.Advanced information technology
adoption and utilization(it1)

.Data integration level for decision
making(it2)

.Ability to prompt analyze and provide
information(it3)

.Information system responsible
organization and human resources(it4)
.Standard guidelines and procedures for
system operation(it5)

.The latest information technology
application program operation levels(it6)

IT Infra—
structure

Hong S.J.& Kim

.Regular research and analysis on market M.S.(2006)[28].

and consumer(mo1)

CMS Market .Analysis and collection of competitors Im S.H.(2006),
) : o - Jang K.0.(2009)
CH Orientation |strategy and activity information(mo2) i
Share level on market, consumer and Kim S.K.&Ygo
) 1 H.Y.(2010),

competitors information(mo3)

2. Research targets and methods

AT M= g Sl FEA AN CMSe] S} 28]
o] oA Ao ystal glom, olef] wheh S & A
A2l CMSe] 854S AIA T FEAP o=
slslar 9tk B3k o]#f ek CMSe| f7-5A40 22542 HE
YA, BAAE, 2AAYAA, ITAUAZE} Fo] frofdh 4
A SRR} &

& WA TS Sl E, 4EA S
QEFIREDA, FFAADA we} o)l 2AE4T CMS
S470] B0l Ao)7h ek berlE BastuA st

Skarzt
Al AE Sl fred Aot Al A 7w A
243% JHE g E 9Elal gl violoj ok AEAEAE Ui
o7 MFERAE AN AEA wE 2 57|
2018 4915944E 309714 1547t 8=l on, wjry
] HE Alele

Ir

—“& Aol = BAI971A] SPSS Version 18.0% o83k &
o) E-M (factor analysis), 212 % 24 (reliability analysis), T
ﬂﬂl“f@. (multiple regression analysis), B"|3])¥] ¥4 (dummy

regression analysis) 52 thdet AR S AASSIH

IV. Analysis Result

Sample Characteristics
AT AEA e S AES WA
42139 (13.8%) 2.2 T o] AT, BE%J, %%Z} %—01]*1
FEAA Hholo]i= 569(59.6%) 01 FHA A *J%
387(40.4%) 0.2 selEglon, & 71 %
500001 o/l HA7F 7270(76%) = FhetE ek AR
of gk 3t B FFAAY] VAR < 2>9F Zrh
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Table 2. Basic statistics of research variables g AAS ZAEAL F4719 QAFHEVA, AAAE,
Ay na
Factor Variable Survey contests avg. |StDev. -—‘Z—X_]I %azﬂ 7:“ 7( cdi]'—a}‘)»o—i TE‘ITQ %—19—1]1, CMS?/] 8—?
;)I;or?ng(;tirgq )relatlonshlp efforts with business 591 947 %;\é% %_27]19] Q_QJ(A] ;g_;q —53:/\3, -63 Ejl;q —0—]:/\_]) = ‘r“lTQ %.U;]_
i i = B [} = B
_Efforts to |mpl.ement and comply with 597 | 944 BE?J’, ‘Q-cf‘v_‘}ﬁré‘ %OH V_‘%% 8_%_%9/] 7H1;H Z;q—(ﬂ_E‘éoﬂ
contract conditions(p2) N
. = = =
Partnership .Level of efforts to increase mutual 581 | 1.029 7‘51' %‘33‘3—1 ‘r‘Tl:O] 7—]{7] 68 45%9’]' 59 79%i L]'EP/]' ]’é‘
profit(selling, etc.)(p3) . ’ . o) 2
OlEo0] AAE L= I=S © 0 o} 2= 9] 1 S
Joint solution effort(p4) 5.39 | 1.109 L]EO] =1 E‘Ol'7'ﬂ T %qku = =2 T /\A?iuli 715_]'%., =17 6] ]
.Coordinati.on efforts to overcome a crisis(p5)| 5.44 | 1.132 ‘:His_].' g_cd%ﬁ oﬂ }\_1 761 ;(g ;ﬁ Eoﬂ ﬁ’-_%]' _‘:_ k"}_:[]__g]_E Clv/] 761_?_
.Cooperative response to prepare for 557 | 1052 -
emergencie(p®) ST aoldAe] 04860 hEltOL), B AT A o3t &
.Rapid change in customer demand for - ° . = . u .
products(c1) 5.60 | 1.176 23601—%0] ‘ITQ/]}\éO] ?)\E]'J——’ "1"_]'11:_]'0]'04 o]_“Ol‘_Q/] %7:]]1«&131}2301] B
.Customer expectations for new product 534 | 1.083 @'}\]ﬁ 5 _5_]_9;11;]_(<_,_ S 7—‘(31_}_)
launch(c2)
Competition |.Competition level with competitors on 550 | 1.003
Level roduct prices(c3) . . .
product p . Table 3. Result of validity and reliability analysis
.Rapid increase in the number of 506 | 1.234
O.rgeS competitors(c4) : : -
Iz)lznzll _Expanding competitors’ development of new 531 | 1.087 Q F.1 F.2 F.3 F.4 Cra TE F.1 F.2 Cra
CH products(c5) . . p1 .784 | -.078 | .163 | .079 mo1 .765 | .218
.Operation of responsible organizations and 5.84 896 p2 .812 | .030 | .252 | .016 mo2 .825 | 170
Organizational |directors(m1) ’ ’ p3 .752 | .203 | .079 | .282 871 mo3 .823 | .203
Management |.Division of work between departments(m2)| 5.70 | 1.004 p4 .708 | .378 |-.085| .072 | ° mo4 | .618 | .226
System .CEQ’s interest and support(m3) 5.95 | .988 p5 .653 | .409 |-.046| .180 mo5 | .646 | 1199 | .915
Incentive on operational performance(m4)| 5.37 | 1.200 p6 672 | .225 | .185 | .246 mo6 770 | .242
.Advanced information technology adoption cl .300 | .486 | .117 | .374 mo7 .762 | .201
PSS 5.49 | 1.412
and utilization(it1) c2 | 173 | .770 |-.033| .246 mo8 | .792 | 136
.Datg |n.tegrat|on level for decision 531 | 1.368 c3 216 | .555 | .167 | .088 801 mo9 674 | 218
making(it2) _ c4 | .020 | .42 | .226 | .128 col | 148 | .744
_-Afb'“ty tt_o ‘z_’g}ﬂ pt analyze and provide 537 | 1.376 c5 | 102 | .782 | .177 [-.082 co2 | .072 | .681
th '”ftra' 'T frmaf” ' t " - m1 | 299 | .045 | .765 | .292 c03 |-.023] .791
structure
ntormation system TESPONSIDIE organization) g 45 | 4 494 m2 | 144 | 073 | .826 | 226 co4 | .453 | .569
and human resources(it4) .789
- m3 128 | .234 | .600 | .013 cob .362 | .639 | .888
.Standard guidelines and procedures for 495 | 1.339
system operation(its) - m4 —-.087 | .232 | .701 | .354 cob .303 | .690
.The latest information technology application 482 | 1.429 fﬂ 166 | .015 | .152 | .880 co7 -876 | .661
program operation levels(it6) . it2 .210 | .119 | .137 | .896 co8 .222 | .678
.Regular research and analysis on market and it3 .200 | .059 | .106 | .899 953 co9 -400 | .667
consumer(mo1) 5.65 | 1.002 itA | .064 | .136 | 183 | .852 |
Analysis and collection of competitors 555 | 1.094 it 107 | 178 | .190 | .820
strategy and activity information(mo2) . it6 .077 | .106 | .140 | .863
.Share level on market, consumer and 549 | 1.216 Eigenvalue| 7.891 | 2.905 | 1.920 | 1.661 Eigenvalue| 8.946|2.416
competitors information(mo3) ' ' Total(%) | 37.57 | 51.40 | 60.55 | 68.45 Total(%)|47.08|59.79
_Response to customer complaints(mo4) 5.84 | .931
Market .Response level to marketing strategies of _ - _
Orientation  |competitors(mo5) 5.54 11.094 B O&%—Lq]}ﬂ ]—%3]—_1—’_ ?}1\"\_:‘ g%@'&%q] \:H?]Sl— ﬂﬂl’:—% 7é
.New product launch for consumer needs 550 | 1.207

satisfaction(mo6)

_Providing for consumer satisfaction(mo7) | 5.55 | 1.123
.Dlsplay level for customer shopping 570 | 1.035
convenience(mo8)
cMs .Criteria for product operation to increase 556 | 1113
CH customer value(mo9)
.Maintain good relationship with business
5.79 | .914
partners(cot)
JJoint promotion(co2) 5.60 | 1.061
.Acceptance level on business partner’'s 562 | 893
offer(co3)
.Regular information provision for business 527 | 1.018
Collaborati partners(co4)
o.a ore} ve ‘Mutual information sharing level(co5) 5.44 | 1.032
Orientation Meeting f for inf i
‘Meeting frequency for information 499 | 1.178
exchange(co6)
.Joint plan for development of new 544 | 1132
product(co7)

_Pre—consultation for joint objectives(co8) | 5.60 | .976
.Efforts for joint management performance

with business partners(co9) 5.53 | 1.065

2. validity and Reliability Analysis

B AT A o] 83kaL gl ATl 25T CMSEA
o] MdH eldAde FA8] Hstel Lfrskeigen value) 1.0
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3. Hypothesis Verification
2 T A= CMSY] 548 9wlshe A AT JEx
el JaFS n|A= 2FEA 8150 ol JEAel

T At

vetslr] 918 vhe sl A4 (multiple regression analysis

3.1 Relevance between Organizational characteristics
and Market orientation of CMS
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YER = ReYA] 252.2%0
EEzs]. zx]g_o Toﬂ/q zx]

ol2i JFE AT 5 SUSITh

HAAF 2.777, p<0.006)2} IT

Al A eHtgk 5.33, p<0.000)7ke] Fhe| are] A Al 2~F o] A]
BAF Gl AR FofF FEAM Y MAL Y-S

o 5 QUTHE 4> 32, Wb, B Aol 44 A7
415,57 3 A4 59 701 449D 28 ¢
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5 | 3

Table 4. Analysis results of relevance between organizational
characteristics and market orientation of CMS

Organézl—"'anonal Beta | t—value | P-value | R? F P-value
Partnership |{0.130| 1.49 0.140
Competition |4 4351 163 | 0.107

Level
Organizational

.522|26.4 .

Management |0.247|2.77+**| 0.006 5 6.40xx 1 0.000

System

I Infra= 1 301|5.33%x+| 0.000

structure
ref.> *: p<0.10, *=*: p<0.05, *=**: p<0.01

3.2 Relevance between Organizational characteristics
and Collabotative orientation of CMS

ZAEAR BEUAY, AR L, AR A, ITA U122t
88lo] FHearg] B Al =5 ] FH Aol wX= FIA
B3 A3}, 89282 Fak=26.405004 vi$- 52 59
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Table 5. Analysis results of relevance between organizational
characteristics and collaborative orientation of CMS

3.3 Relevance between Organizational characteristics
and Characteristics of CMS by Business type
CMSe] 541 AgA1gRg el mxl= BHEY A,
A AA, ITALIZ2ke] 2454 291E0]
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Table 6. Analysis of relevance between organizational
characteristics and market orientation of CMS by business type

Organézsnonal Beta | t—value | P-value | R? F P-value
Partnership |0.133| 1.514 0.134
Competition |4 455\ 4 436 | 0.154
Level
Organizational
Management [0.233| 2.547 | 0.013 |0.546|21.176*x*| 0.000
System
T infra= 1 314| 5.377 | 0.000
structure
Dummy var. [0.106| 0.814 0.418
ref.> *: p<0.10, **: p<0.05, ***. p<0.01
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Table 7. Analysis of difference between organizational
characteristics and collaborative orientation of CMS by
business type

Organézl—"'anonal Beta | t-value | P-value | R? F P-value Organézsnonal Beta | t-value | P-value | R? F P-value
Partnership |0.492|6.08***| 0.000 Partnership |0.493| 6.045 0.000
iti ition |-0.04
Competition |, 440/ —0.53 | 0.600 Competition |-0-04) _q 556 | ¢ 594
Level Level 2
Organizational Organizational
Management |0.243|2.94+x+| 0.004 | 206 |26-405%*= ] .0001 Management |0.242| 2.843 | 0.006 |0.506| 18.031 | 0.000
System System
T infra= 14 073| 1.41 | 0.163 T Infra= 1 575| 1.401 | 0.165
structure structure
ref.> . p<0.10, **: p<0.05, ***. p<0.01 Dummy var. [0.015| 0.120 | 0.904
ref.> *: p<0.10, *=*: p<0.05, ***. p<0.01
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V. Conclusions
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