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Abstract

This research bases on the view of
market driven to explain the organizational
learning, explore and verify the
relationship among antecedents, mediators
and consequences. Additionally, The
authors subsume organizational memory
seldom mentioned by other academics into
the conceptual framework and probe the
importance of organizational memory in
the market driven organizational learning.
This research demonstrates the complete
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framework of market oriented
organizational learning. The authors select
the manufacturing and service industries
which sales over 60 million dollars and
overall bank industry as research objects.
There are 278 valid questionnaires. The
result of empirical analysis by means of
LISREL shows that (1) Learning
orientation which a second order construct
is the antecedent of market oriented
organizational learning. Learning
orientation displays on three first order
constructs including commitment to
learning, open mindedness, and shared
vision. (2) The generation of market
intelligence was mainly influenced by
organizational memory. The generation of
market intelligence affects the
dissemination of market intelligence. And
the responsiveness of market intelligence
is the foundation of organizational
memory. (3) The business performance,
organizational commitment, and job
satisfaction were affected by the
responsiveness of market intelligence.
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p=0.34 RMSEA=0.019 GFI=0.98
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