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ABSTRACT

This study takes theme restaurants as an example to discuss the relationship model of internal customer
orientation, market orientation and organizational performance. The results suggest that internal customer orientation
has significant positive impact on market orientation, which has no significant direct impact on organizational
performance, which will be significantly impacted positively by internal customer orientation. Research results can
provide theme restaurants with references of promoting internal customer orientation and market orientation for the
purpose of facilitating the organization to acquire market orientation, hence to increase organizational performance
and establish competitive advantage.
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INTRODUCTION

With the cultural opening in Taiwan and the chaonfi€onsumer structure, theme restaurants have leeam
emerging and hot form of catering industry in récggars. Theme restaurants with diversified flavcaa be seen in
consumer market. Either on tangible appearancdading decoration, tableware and facilities or twe intangible
atmosphere of the restaurant, all of them credterences due to the themes they focus on, proyidomsumers eating
at their places with pleasant and comfortable djimnvironment.

Because the production and consumption of caténithgstry happen simultaneously, there involvesngtiility,
perishability, heterogeneity, inseparability andharacteristic of high contact between employee @arsfomer. If an
enterprise wants to stay in an invincible positibmust be able to understand and grasp custowtgts establishing a
customer-oriented culture. However, former literatwelated to customer orientation tended to theeudision of
external customers (Mohr-Jackson, 1991; Lukas &gviain, 1996) and paid little attention to the rofeirternal
customers (Mohr-Jackson, 1991). Though internaiocnsrs might limitedly contact directly or indirgctvith external
customers, to an organization, the developmennt&rimal customer orientation is especially impdrt@@onduit &
Mavondo, 2001).

Gronroos (1982) points out that the internal maf@anhed by employees of an enterprise can impatipaomote
customer consciousness, market orientation and galame effectively by methods and activities &mio marketing.
Kohli and Jaworski (1990) consider that market4uieel organizations should find customers’ real deinia-depth,
collect relevant information, make it reach a cosses through internal marketing or interdepartniesgeead, combine
the power of the entire organization, pertain tmdeds of different target markets and provide diffitiated marketing
mix.

It can be discovered from past researches, thouglditect causal relationship between market aatemt and
organizational performance was supported (Narvesl&er, 1990; Deshpande & Farley, 1998), some relsea also
discovered that there was no significant corretatiletween these two (Han, Kim & Srivastava, 1998B)their
relationship could only be established through oMediator such as environment moderating variabteianovation
etc (Shien, 2001; Fang, 2003). In light of thebe importance of market orientation is mainly basedthe better
satisfaction of customers’ current or future densatichn competitors so as to acquire the competiix@antage of an
enterprise.
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From all the above, this study will construct theationship model of internal customer orientatiomrket
orientation and organizational performance; takimgme restaurants as an empirical example to véhéyelationship
hypothesis of the model and then to clarify thatiehship among internal customer orientation, raadkientation and
organizational performance.

LITERATURE REVIEW

Internal Customer Orientation

From an internal customer point of view, every esgpk inside an organization is a customer and miidena
supplier to other employees (Grénroos, 1981; Fore&doney, 1995). Internal customer orientation wddbe a part
of organizational culture and guide the attitudd Behavior of organization members when deliveqnoglity to other
employees (Lukas & Maignhan, 1996). Through intermuadtomer orientated organizational culture, they eatrants
will learn consistent standard and objective (GeprtP90). Greene, Walls and Schrest (1994) thimkhe service
industry with high customer contact, sales showdperformed to internal customer employees befetkng to
external customers. Only when the product and seraie recognized by employees, can there beasztisy external
customers.

In addition, there are scholars who extend the izapbn of internal marketing to activities of humeesource
management (Berry, 1981), emphasizing that intemmedketing is to attract, develop, encourage atairreexcellent
employees who meet the corporation’s demand thralegieloping work products that meet employee’s demahis
is a kind of management philosophy that regardsl@yep as customer and meanwhile a strategic apiplicaf
satisfying employees by developing work producet tomply with corporation demand. Internal custosmprovide
commodities and services for end customers. Indesfrinternal customer, employees must acquirartbst rational
product quality from the upper stream in the prdiguncchain so as to provide high quality productsie lower stream
(Lukas & Maignan, 1996).

Berry (1981) points out, when dealing with extersaktomers, the importance of employees is recegniz
unanimously, confirming that employees’ satisfattamnd support on overall marketing strategy isspensable to the
satisfaction of external customers. The connecbetween satisfactions of both internal customerd external
customers has been widely supported (Flipo, 198&rge, 1990), but verifiable supporting evidences\eery few.
The review of former literature related to intersaktomer orientation arrives at conceptual disonssiostly. Except
Conduit and Mavondo (2001), who have developedriiafecustomer orientation scale systematicallyrehare no
scholars who develop tools of measuring internabtamer orientation. Hence this study will quote the
unidimensionality Inventory developed by Conduidaiavondo (2001) as the measuring tool of intematomer
orientation.

Market Orientation

Market-oriented organizations have the capacityroperly dealing with current and potential custogemands
as well as grasping customer information, from whéney develop the resolution on market, sharing an
communicating the experience of resolution withrg\aepartment, then forming a kind of consensustagiigf, which
will be responded and conducted by the organizagiccordingly(Kohli, Jaworski & Kumar,1993). Many pimcal
studies indicate that there exist positive corietabetween market orientation and organizatiomsfqggmance (Slater
& Narver, 2000).

The measurement of degree and focus of markettatien can be divided into two from theoretical id#ion:
from behavior perspective, it can be interpretedhascollection, delivery and response of inforimatifrom culture
perspective(Kohli & Jaworski,1990; Kohli, JaworgkiKumar, 1993; Matsuno & Menter, 2000), it can béesrpreted
as customer orientation, competitor orientation amdrdepartmental coordination(Narver & Slater9a9Moorman,
1995; Slater & Narver, 1995; Hurley & Hult, 199&dditionally, Chen (2001) has proposed a new irr&tgiion and
review on the implication of market orientation lpmbining Kohli, Jaworski and Kumar's (1993) beluavi
perspective of market orientation and Narver arade®l(1990) culture perspective.
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This study suggests that the organizational culpgespective is the most significant in market mia¢ion.
Because organizational culture is the value andisSpations that organization members share, whiah facilitate
employees inside an organization to achieve theabbps and behaviors expected by the organizaticerket
orientation must be blended with organizationakurel to perform its due functions. Therefore, thisdy adopts
Narver and Slater (1990) organizational culturenpof view as the basis of research structure.

Organizational Perfor mance

Miller(1980) expresses that performance measuremm@ntbe evaluated from six aspects including Return
Investment (ROI), cash flow of the investment, nearghare, stability of the share, original pricgpdirity, productivity
of employees. Woo and Willard (1983) reduce thecdvhmonly-used performance measurement indicatdosfour:
profit rate, relative market position, change oflcdlow, sales volume and change of market shame. performance
measurement method of Venkatraman and Ramanuja®®)1i&clude financial performance and businessoperince
and they include organizational effectiveness m@asurement factors, as will enable the organizatimt only to be
aware of the performance of external performaneartt but to acknowledge the working effectivengssde the
organization. But Chakravarthy (1986) considers fremformance measurement indicators should be womgplete,
therefore, the performance should include shorrteconomic achievement, satisfaction to stakehottEmand,
corporation ability to deal with future etc.

According to the above, the indicators and metlaigserformance measurement have significant diffees due
to industries and research subjects. This studyusé the method that Venkatraman and RamanujaB6jl#pplied to
measure performance as the measurement tool dfieeg@nal performance.

THE RELATIONSHIP BETWEEN INTERNAL CUSTOMER ORIENTATION, MARKET ORIENTATION
AND ORGANIZATIONAL PERFORMANCE

The Relationship Between Internal Customer Orientation and Market Orientation

In enterprises implementing internal customer daton, every employee can consider problems froenangle
of internal customer demand (Varey, 1995), everplegee can provide superior value for employeethe lower
stream of value chain, thus they can certainly ji@the highest quality products and services kter@al customers
(Lukas & Maigan, 1996). Therefore, by implementingernal customer orientation, external customens eceive
products and services with superior value and tistotner satisfaction will be increased accordin@erry, 1981;
Mohr-Jackson, 1991). From all the above, this stugheby propose and will verify the following hypeses:
H1: Internal customer orientation has positive Bigant impact on market orientation

The Relationship Between Market Orientation and Organizational Perfor mance

Narver and Slater (1990) took the 113 strategidriess units of an American corporation as sampte use
MKTOR table to measure market orientation. Reseagshlts proved that market orientation had pasiterrelation
with return on assets (ROA). Jawoski and Kohli @)©8pplied MARKOR scale to measure market orieotgtand the
results also showed that there existed positiveetation between market orientation and overallfqrerance.
Deshpande et al.(1998), Deng and Dart(1994), Pellmd Wilson(1996), Balakrishnan (1996)and Gary et
al.(1998)took enterprises in the U.S, Japan anca@ams subjects respectively and reproved theiymsiorrelation
between market orientation and organizational perémce(Fred , 2003).

It can be concluded from the above analysis, maskented companies use market orientation as the
fundamental concept for business operation andloeveew products that meet customer demands acaptdi the
acquired market information and hence increasetbanizational performance. From all the aboves ¢hidy hereby
proposes and will verify the following hypotheses:

H2: Market orientation has positive significant iagb on organizational performance
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Therelationship between internal customer orientation and organizational performance

Varey (1995) points out, implementing internal ousér orientation will facilitate all employees af anterprise
to build up customer and service consciousnessemake employees realize the importance of inteznsiomer in
deed and conduct proper behavioral ways in thetipedcwork. Meanwhile, in enterprises implementiimgernal
customer orientation, the employees will have austoconsciousness no matter when contacting directindirectly
with external customers and they can serve cus®wmigh all their efforts (Yang, 2005).

Literature of internal marketing points out thateimal attention will improve the internal perspees of
organizational performance (employee retention,ivabbn and moral of employee, employee satisfactand
organization commitment).The improvement of intépexformance of an organization will finally impm its external
performance (e.g. service quality, customer satigfa and financial performance etc). From all #imve, this study
hereby proposes and will verify the following hypeses:

H3: Internal customer orientation has positive gigant impact on organizational performance.

RESEARCH METHOD
Resear ch Framewor k

By combining the above discussion on research mttm and literature review, this study construitie
relationship model of customer orientation, makétntation and organizational performance as disgl in Figurel.

Intermnal
Custonaer
Crrientation

“
H1
H2 O oanizational
ez
Cxvrientation

Figure 1. Theresearch framework

Data Collection and Questionnaire Design

This study chose 52 theme restaurants that had gemdations on the Internet and magazine as saame
collected information through interviews with maeegjor managing persons of theme restaurants. Udmtignnaire of
this study consists of 4 parts, including internastomer orientation scale, market orientationescatganizational
performance scale and background information adrpnises and subjects. The following is detail&gitations:

Internal customer orientation scale. This study applies the definition of internal mmer orientation proposed by
Conduit and Mavono (2001), i.e. internal customgerdation is a kind of organizational culture thetcourages
employees to create and provide superior valuénfernal customers and then promote the qualitinad products as
well as increase external customer satisfactiore @uhe reason of reliability and validity, Conidaind Mavono (2001)
delete the first question from the scale, so tlaeconly 6 questions in the final scale. Considgthmat “Regular and
systematic measurement of employee satisfactiontilghbe an important indicator of measuring empdoggentation,
this study still keeps it in the scale and choidk e made according to the reliability and vatydof empirical tests
later.

Market orientation scale. This study uses Gary et al. (1998) scale when miggsmarket orientation, including:
(1)customer orientation, collecting informationaeistomer demands and preference changes; (2)coonpeientation,
paying attention to the movement of competitorjin8rdepartmental coordination, sharing markebrimfation among
departments within organization; (4) intelligenspense, responding rapidly to changes of custoreeradds and
movements of competitors; (5) concerns on profacking customer sources of profit-making produdise scale
consists of 20 questions. This study adopts 5-fdkert scale to measure 5 perspectives of markenhtation.

Organizational performance scale. Whereas market orientation has impacts on finhnp@éformance and
non-financial performance of an organization, tetsdy measures the two perspectives including @isnand
non-financial performances of the organization asels 5-point Likert scale.
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EMPIRICAL ANALYSIS

FactorsAnalysis
This study employs the Kaiser-Meyer-Olkin (KMQO) aBdrtlett sphere test measure of sampling adeqt@mcy

examine the proceedings on factors analysis of eaxistruct. If Kaiser-Meyer-Olkin measurement reecl®.70,
Bartlett's sphere test reveals that the approxithgevalue is 0, indicating that the sampling is edbent for factor
analysis. On research outcomes, the KMO value tnrial customer orientation, market orientation arghnizational
performance is: 0.899, 0.929, and 0.827 respewtivelhile Bartlett sphericity test indicates thdltaf the constructs
reach remarkably standard. This indicates thatfélngale community’s correlation matrix has a comngxistence
factor to favor conducting factor analysis.

Reliability Analysis

There are altogether 7 questions under the intecnatomer orientation aspect. We conduct Cronbagh’s
reliability analysis and discover that the valu@.812, greater than 0.7, to indicate good religbiThere are altogether
18 questions under the market orientation aspedt,vee extract four factor aspects as a result @bfaanalysis. The
characteristic value of various factor aspects a@ragreater than 1, and their total accumulatediampd variance
amount reaches 72.252%. We also conduct Cronbadatgability analysis on these four factor aspeatsl discover
that their values are all greater than 0.7, todati good reliability. Factor analysis aspects rsamed: customer
orientation, interdepartmental coordination, conseon profit, competition orientation respectiveljhere are
altogether 6 questions under the organizationadbpeance aspect, and we extract two factor aspesta result of
factor analysis. The characteristic value of vesidactor aspects are all greater than 1, and tb&t accumulated
explained variance amount reaches 70.707%. We alsduct Cronbach’s reliability analysis on these four factor
aspects and discover that their values are alltgréhan 0.7, to indicate good reliability. Factoralysis aspects are
named: financial performance, marketing performaeseectively.

Validity Analysis

The questionnaire, designed in accordance witlisgwees explored in this study, is based on theprigsosed by
scholars, but modified to suit the characteristitthe research objects. On construct validitys tieisearch is inspected
the item to total between the score in each cayegod the total score. As long as the coefficiaali® reaches greater
than 0.5, the combination reliability (0.9~0.95p%, and the extract variance amount (0.74~0.823,>fese can then
be considered high validity. Hence, according tddaanalysis, every inquiry matter generally psses high construct
validity.

Internal Customer Orientation Standard of Theme Restaurants

There are 7 measurement indicators of internaboost orientation of theme restaurants, as illustrét Table 1.
The ensemble average is 3.59. It suggests: thesteurants are insufficient in performances of elygdosatisfaction
(3.55), interdepartmental service (3.58), interd#pantal cooperation (3.50) and acknowledgement of
interdepartmental demand (3.49) and so on, whighire improvement.

Market Orientation Standard of Theme Restaurants

Market orientation reflects the degree of marké¢rdation of theme restaurants through the measameot 4
perspectives including customer orientation, coitipat orientation, interdepartmental coordinatiamdaconcerns on
profit, which are indicated in Table 2. This studyplies market orientation scale with 18 measurénraticators
illustrated in the following:

Overall description. The ensemble average of market orientation is, 3éflecting the overall score of market
orientation is relatively low. At the same time, amg scores of all perspectives, the average scbraistomer
orientation is 3.87, competition orientation is@.&terdepartmental coordination is 3.54 and comcen profit is 3.64.
The scores of customer orientation and competitidentation are above the average, as indicatidively speaking,
theme restaurants pay more attention to customentation and competition orientation. This alssoasates with
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characteristics of service industry. Due to higmtaot with customers, customer demand and safisfachust be
emphasized and movements/behaviors of competitoss be paid full attention.

Table 1: T test on internal customer orientation

T test of Single Sample Test Coefficient =4 Tesefficient =3

Items 1 2 3 4 2 3 4
F1: Regular and systematic evaluation of employee

o . X 355 -3.61 0.00 -0.45 439 0.00 0.55
i  satisfaction
™ F2: Consistent commitment of every department to
provide better service or product to other 358 -3.78 0.00 -0.42 512 0.00 0.58
departments

F3: Taking other departments of the corporation as

every department’s customer in the interdepartnhent8.50 -4.48 0.00 -0.50 4.40 0.00 0.50
cooperation

F4: Acknowledgement of work demand of relevant
department through cooperation

F5: Capacity of providing product and service with
positive values for relevant departments

F6: Systematic evaluation by every department on
product or service quality that relevant department 3.64 -453 0.00 -0.51 4.30 0.00 0.49
provide

F7: Emphasis on the critical importance of regagdin 3
other departments as customers '

349 -350 0.00 -0.36 6.14 0.00 0.64

369 -305 000 -0.31 6.81 0.00 0.69

Internal Customer Orientation

72 -245 0.00 -0.28 6.20 0.00 0.72

Note: 1: Mean; 2: T-value; 3: Significant testMean Difference

Indicator description. In customer orientation perspective, all indicatare significantly higher than 3, only the
score of customer satisfaction is significantly émvthan 4. This suggests: most enterprises of aeiividustry have
relatively strong sense of responsibility to custosn(4.11); they care about customers’ complaB&3) and after-sale
service (3.81); they provide more value (3.82) arvadke customer satisfied (3.79).

In competition orientation perspective, all indmat are significantly higher than 3. This refleatsost theme
restaurants are very concerned about competitaasketing activities (4.21). Relatively speakinggyttperform worse
in collecting information (3.83) and attention tm@oyees (3.52).

In the aspect of interdepartmental coordinatioa,ghrformance of all indicators is apparently highan 3 while
less than 4. This indicates: theme restaurantdagisgpparent lacking in aspects like sharing mamgeinformation
(3.57), integrating department activity (3.50), enumicating among departments (3.62) and resporidiegmpetitors’
price (3.56). There is still a big room for improwvent.

In the aspect of concerns on profit, the performaicall indicators is apparently higher than 3le/léss than 4.
This tells: the performance of theme restaurantgilshimprove in rapidly determining the profit imfoation of each
service (3.73), of each agent or retailer (3.48kach customer (3.62) and of each sales terrfRi4).

Verification of Structure M odel
This study uses the following three types of inthca to evaluate the global fitness of structuedationship
model (SRM) of market orientation, internal customeentation and organizational performance.

1. Absolute fit measures: the degree to determine th@amodel can predict covariance matrix and relewaatrix. It
mainly includes 4 indicators: Chi-Square?(XGoodness of Fit Index (GFl), Standardized Roaakl Square
ResidualSRMR) and Root Mean Square Error of Approximati@MSEA).

2. Parsimony fit measures: the degree of parsimony dse evaluating a model. It mainly includes 2 irds:
Parsimony Normed Fit Index (PNFI) and Parsimony @wss of Fit Index (PGFI).

3. Incremental fit measures: the comparative resulvden theoretical model and null model. It maimgludes two
indexes, i.e. Normed Fit Index (NFI) and Goodnéddsitoindex (GFl).

The evaluation standard and the model fit resuthefabove three indicators are illustrated in &abllt can be
concluded from comparison that the model fit méledsabove three types of indicators.
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Table 2: Market orientation level of theme restaur ant

T test of Single Sample Test Coefficient =4 Tesefiicient =3

items 1 2 3 4 2 3 4

B1: _Encourage customers to complain to makes_83 136 018 019 589 000 081
the job better

B4: After-sale service is the operating strategy3 81
of a corporation '
B5: Always make efforts to provide customers
with more value and interests

B10: Regular measurement of customer 579 334 000 -045 3.84 000 0.55
satisfaction

B20: Strong sense of responsibility to customers11 -0.10 0.92 -0.01 7.81 0.00 0.99

-1.16  0.25 -0.15 6.56 0.00 0.85

3.8

3.82 -147 0.15 -0.20 5.88 0.00 0.80

Customer Orientation
7

BZ._ Q!ose attention to competitors’ marketing 421 132 0.19 015 10.08 000 1.15
activities

B6: Frequent collection of competitors’
information for the purpose of making 3.83 -231 0.02 -0.30 5.38 0.00 0.70
marketing plans

B15: Require all employees of corporation to
concern about and report competitors’ activities”

Competition
Orientation 3.86

-4.35 0.00 -0.63 2361 0.00 0.38

B7: Departments can share marketing 3
information for the purpose of making decisions”
B9: Work well in integrating every 350 -446 000 -0.54 384 000 0.46
department’s activities

B12: Marketing personnel communicate with
employees of other departments regularly
B13: Respond rapidly to competitors’ price
changes

B17: Marketing personnel discuss with employees of

other departments regarding customer demand 3.69 -4.27 0.00 -0.46 3.32 0.00 0.44
regularly

B19: All departments participate in enterprise
operating plans

57 -4.46 0.00 -0.54 3.84 0.00 0.46

3.62 -571 0.00 -0.75 190 0.00 0.25

3.56 -3.08 0.00 -0.44 396 0.00 0.56

3.33 -6.84 0.00 -094 046 0.00 0.06

B3: Determine the profit information of each
service rapidly

B11: Determine the profit information of agent
or retailer rapidly

B16: Determine customer profit information
rapidly

B18: Determine the profit information of sales
territory rapidly

3.73 -291 0.00 -0.38 4.85 0.00 0.63

3.49 -485 0.00 -0.71 196 0.00 0.29

3.62 -3.93 0.00 -0.56 3.05 0.00 0.44

Profit Concern 3.64| Interdedartmental Coordination 3.p4

3.74 -357 0.00 -0.50 3,57 0.00 0.50

Note: 1: Mean; 2: T-value; 3: Significant testMean Difference

Table 3: Constructs Model Fit

Absolute Fit Parsimony Fit Incremental Fit
X 2
Indicator d_f GFI SMSEA RSMSEA  PNFI PGFI NFI CFI
Evaluation Standard <3 >0.9 <0.08 <0.06 >0.5 >0.5 >0.9 >0.9
Research Outcome 1.69 0.95 0.07 0.06 0.81 0.84 0.949.93

Hypothesis Testing

The structural model constructed for testing H, and Hare shown in Figure 2 along with the test restite
test results of research hypothesis are indicateithble 4, among which two hypotheseg é8Ad H) receive supports
while H, is denied. Detailed explanation of test resultssigollows:
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1. Relationship between internal customer orientattord market orientation: This study assumes thadrniat
customer orientation has positive significant intpan market orientation (Bl The path coefficient between
internal customer orientation and market orientatf0.80, which reaches significant standard (8&D. and H is
verified. This represents, in service industriég higher the internal customer orientation of atesorise is, the
higher its degree of market orientation will be.isThesearch result echoes with the analysis refubome
inter-industrial researches (Conduit & Mavondo, Z0%ang, 2005).

2. Relationship between market orientation and orgdiumal performance: This study assumes that market
orientation has positive significant impact on arigational performance @i The path coefficient between market
orientation and organizational performance is 0uhich is insignificant (P=0.58 > 0.05) and i false. This
indicates: if the market orientation standard dheme restaurant is higher, its organizationalgrerance is not
certainly better.

3. Relationship between internal customer orientadiod organizational performance: The study assuhasriternal
customer orientation has significant positive impan organizational performance 4H The path coefficient
between internal customer orientation and orgaioizat performance is 0.49, which reaches significetandard
(P<0.05) and Klis supported. This illustrates: the higher therinél market orientation of a theme restaurarnhs,
better its organizational performance is. This aesie result is different from inter-industrial raseh result (Yang,
2005). It implies that the internal customer oradioin of theme restaurants is more important aterprises should
pay more attention to the promotion of internal ke&iorientation.

Table 4: Validation on Hypotheses

Hypotheses path coefficient P value Validation
H.: Internal customer orientation has positive sigatfit impact on 0.80 0.000 Accept
market orientation
H,: Market orientation has positive significant impaan 0.11 0.580 Reject
organizational performance
Hs: Internal customer orientation has positive sigatft impact on 0.49 0.041 Accept

organizational performance.
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Figure2: Structure Model and Validation Results
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CONCLUSIONSAND RECOMMENDATIONS

The Results and Discussion
1. The standards of market orientation and inteznatomer orientation are both low

Research results display that the standards ofeharientation and internal market orientation ao¢h low, as
exists a big room for improvement. The result ofalgring perspectives of market orientation indisatéhe
performances of customer orientation and compatitiientation are relatively higher while the penfiance of
interdepartmental coordination and concerns onitpaicd relatively lower.

2. Internal customer orientation has significargifiee impact on market orientation

The test result of hypothesis 1 shows that intecnatomer orientation has positive significant igtpan market
orientation. This research result echoes with thalyasis results of some inter-industrial researc{@snduit &
Mavonodo, 2001; Yang, 2005). It reflects the impode of developing internal customer orientationtheme
restaurants.

3. Market orientation has no significant direct anpon organizational performance

This study finds that market orientation has nmidicant direct impact on organizational performance. the
enterprise performance is not necessarily bettamwhe market orientation standard of a theme uesth is higher.
This research result is against the analysis esfilinost inter-industrial researches (Narver &e1al990; Jaworski &
Kohli, 1993; Deshpande et al., 1998; Deng & Da#94; Pelham & Wilson, 1996; Balakrishnan, 1996;\Geitr al.,
1998; Yang, 2005). It means, to theme restauraapplying market orientation cannot have direct iotpan
organizational performance. This reflects the digaint characteristic of service industry that ifedent from other
industries, indicating that the market orientatiminservice industry must use other ways to impaganizational
performance.

4. Internal customer orientation has significargifiee impact on organizational performance.

Through the test of hypothesis 3, this study fitida internal customer orientation has signifiqgamsitive impact
on organizational performance. This illustrates tiigher the internal market orientation of a ssrwnterprise is, the
better its organizational performance is. This aese result does not match with the inter-induktégearch results
(Yang, 2005), reflecting that internal customereotation of theme restaurants is more importaniniproving
organizational performance, comparing to markedrdggtion. It is an important finding of this study.

Managerial | mplications
The major objective of this study is to explore teéationship among customer orientation, marketntation

and organizational performance. The results shewrtiportance of internal customer orientation ® dievelopment of
market orientation. From management point of viaw,organization should develop, maintain and preniaternal
customer orientation and market orientation sinmgtausly. If satisfaction to employee demand is elphasized,
higher value is not provided in every phase of gaibain, end customers cannot acquire most idedupt or service.
Internal customer orientation not only has dir@spact on market orientation, it is also the mediatdation between
various antecedents and market orientation.
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