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Abstract

The importance and the vaue of a market oriented business culture has been highly affirmed by
managers and scholars dike. Mot of the scholars think market orientation is the core of modern
marketing management and drategy. However, for a business to improve its performance, cregting a
market orientation is only a gtart. A market oriented culture can achieve maximum performance only if it
is complemented by organization learning for organizationa operating. This study examined the mediating
efforts of organization learning on the rdationship between maket orientation and organizationd
performance. The mode is estimated with a sample of large nonprofit hospitas in Tawan. The results
of the sudy reved that the congtruct of market orientation and organization learning are multiple dimengions,
and the scde of market orientation, organization learning, and organizationa performance are highly rdiable.
Among the rdationship of the three congtructs and by adopting the nested model's comparisons, this sudy
compares the complete mediating mode with other moddls. The comparison of the good-of-fit indicators
shows that the full mediating modd fits better. In other words, the hypothesis is supported by the finding
that organizationa learning mediates the relaionship between market orientation and organizationa

performance.
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