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Abstract

Supplier orientation can be expressed as the management of supplier relations in order for
organizations to continue their activities. It is very important to manage the supplier orientation
correctly, especially for businesses that have supplier dependence on products/services. Market
turbulence, on the other hand, considering today's industry conditions, market turbulence is
quite high in many sectors. As a result of this situation, businesses that direct customer
preferences or adapt can survive. Along with supplier orientation and market turbulence, the
importance of strategic orientation emerges. Strategic orientation can be defined as the
principles and orientations that lie behind and guide the strategic moves that companies make
or will make in order to survive, achieve sustainable competitive advantage and superior
success. In this case, businesses need to act by giving importance to these three variables in
market conditions where competition is intense. In this context, in the research, companies
operating in the retail sector; It is aimed to determine the effects of the market turbulence
mediating variable effect of supplier orientation and strategic orientation, and the relationships
between financial performance and market performance. The reason for choosing the retail
sector is that it is necessary to carry out continuous supply activities, customer demands are
constantly changing, market fluctuations are frequently experienced and intense competition
activities take place in this sector. Within the scope of the purpose of the research, a
questionnaire research was conducted with 473 employees. The data obtained using the IBM
SPSS 23 Program were analyzed. Considering the results of the analysis, it is supported by
hypotheses that supplier orientation, strategic orientation and market turbulence have positive
effects on finance and market performance. However, it has been determined that while
strategic orientation has an effect on financial performance as a mediating variable, it has no
effect on market performance.
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TEDARIKCI YONELIMi VE STRATEJIK YONELIMIN ETKiSINDE
PERAKENDECILIK SEKTORUNDE FAALIYETTE BULUNAN SIRKETLERDE
PAZAR TURBULANSI ACISINDAN FiNANS VE PAZAR PERFORMANSLARININ
ANALIZ EDILMESI

Ozet

Tedarikg¢i yonelimi orgiitlerin faaliyetlerini devam ettirebilmesi agisindan tedarikgi iliskilerinin
yonetilmesi olarak ifade edilebilmektedir. Ozelliklede iiriin/hizmetler konusunda tedarikgi
bagimlilig1 bulunan igletmeler i¢in tedarik¢i yoneliminin dogru yonetilmesi oldukc¢a 6nemlidir.
Pazar tiirbiilansi ise gliniimiiz sektor kosullar1 diisiiniildiiglinde birgok sektorde pazar tiirbiilans1
oldukga yiiksektir. Bu durum neticesinde miisteri tercihlerini yonlendiren ya da uyum saglayan
isletmeler hayatta kalabilmektedir. Tedarik¢i yonelimi ve pazar tiirbiilans ile birlikte stratejik
yonelimin 6nemi ortaya ¢ikmaktadir. Stratejik yonelim rakipler karsisinda rekabet iistiinliigii
elde edilebilmesi acisindan stratejik hamleler yaparak basari kazanilmasinda ilkeler ve
yonelimler biitiinii olarak tanimlanabilir. Bu durumda isletmelerin rekabetin yogun oldugu
pazar kosullarinda bu ii¢ degiskene 6nem vererek hareket etmeleri gerekmektedir. Bu kapsamda
aragtirmada, perakendecilik sektoriinde faaliyette bulunan sirketlerde; tedarik¢i yonelimi ve
stratejik yonelimin pazar tiirbiilans1 araci degisken etkisi ile finans performans: ve pazar
performansi arasindaki iligkilerin etkilerinin belirlenmesi amaglanmistir. Perakendecilik
sektoriiniin  secilmesinin nedeni siirekli tedarik faaliyetlerinin gercgeklestirilmesi zorunlu
oldugundan ve miisteri isteklerinin siirekli degiserek pazar dalgalanmalarinin siklikla yasandigi
ve yogun rekabet faaliyetlerinin bu sektor iginde gerceklesmesidir. Arastirmanin amaci
kapsaminda 473 ¢alisan ile anket ¢alismasi yiiriitiilmiistiir. IBM SPSS 23 Programi kullanilarak
elde edilen veriler analiz edilmistir. Analiz sonuglarina bakildiginda tedarik¢i yonelimi,
stratejik yonelim ve pazar tiirbiilansi’nin finans ve pazar performansi lizerinde olumlu yonde
etkilerinin oldugu hipotezlerle desteklenmistir. Ancak stratejik yonelimin araci degisken olarak
finans performansi tizerinde etkisi varken pazarlama performansi iizerinde bir etkisi olmadig1
tespit edilmistir.

Anahtar Kelimeler: Tedarik¢i Yonelimi, Stratejik Yonelim, Pazar Tirbiilansi, Finansal
Performans, Pazar Performansi

INTRODUCTION

In sectors where market turbulence is intense, businesses re-evaluate their goods and services
in order to stay ahead or adapt to the changing preferences of customers (Jaworski & Kohli,
1993). This re-evaluation process includes revising existing goods and/or services or
introducing new goods and/or services. However, considering today's industry conditions,
market turbulence in many sectors is quite high. As a result of this situation, businesses that
direct customer preferences or adapt can survive. In the research, market turbulence is examined
as an independent variable in the research model, since the relevant sector enterprises are
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located in the retail sector and it is emphasized that there is turbulence in almost every sector
in today's conditions. Market turbulence includes change in customers and their preferences
(Kohli & Jaworski, 1990). In addition to this view, Greenley (1995) suggests that market
turbulence includes changes in marketing activities and Hult et al. (2004) also emphasizes that
market turbulence reflects new product proposals and businesses entering and exiting the
market. Since customer requests and demands are very important among companies in the retail
sector and customer preferences are constantly changing, changes in the market should be taken
into account. At the same time, in addition to market turbulence, communication and
cooperation with suppliers is important for the retail sector. Gaining a competitive advantage
by meeting customer expectations along with supplier orientation will also positively affect the
performance of the company. Therefore, it is important to be able to successfully manage
supplier orientation. Strategic orientation, on the other hand, is at the center of the decision-
making process due to the pioneering role of companies in the process of strategy formation in
tough competitive conditions, as well as directing the internal dynamics of companies in
confronting unforeseen and unexpected negative environmental developments. When strategic
orientation as a research area is considered in the historical process, business policy and strategy
studies (Miles et al., 1978), marketing studies (Wind & Robertson, 1983), organizational theory
and design studies, microeconomics and industrial organization studies (Porter, 1985) with the
contribution of various disciplines. In other words, the field of strategic orientation research has
a diverse, broad and inclusive structure. This brings a diversity of interpretations and
perspectives to the field of strategic orientation, thus enriching it. Strategic orientation is similar
to corporate culture, which is defined as the core values and attitudes that affect the way things
are done, in that it focuses on the perspective behind the decision-making processes or the way
companies act. Within the scope of the research, surveys were collected from 473 employees
in companies in the retail sector and analyzes were made. As a result of the analyzes, it is
supported by hypotheses that supplier orientation, strategic orientation and market turbulence
have positive effects on financial and market performance. However, the effect of strategic
orientation on market performance in terms of mediating variable effect has been rejected by
hypotheses. Since the sample group of the research consists of companies in the retail sector, it
is recommended that future studies take this limited situation into consideration.

LITERATURE REVIEW
Supplier Orientation

Mentzer et al (2001) stated in their research that supplier orientation means that the organization
acts as a whole in an operational sense, using its strategic capabilities both within itself and
with collaborations. Supplier orientation is accepted as an important element that contributes to
strategic planning and provides integration in order to achieve strategic goals (Hollos et al.,
2012). According to Shin et al. (2000) defined supplier orientation in their research as
management efforts in a working environment where there is interaction in order to ensure
coordination between the buyer and the supplier. At the same time, the expertise and market
dominance of the suppliers are very important in terms of buyer-supplier relations. Because, in
order to positively affect both organizational performance and innovative activities, it is
necessary to attach importance to the expertise and market dominance of the suppliers (Pulles
et al., 2014). Suppliers have an important role in the successful realization of product designs
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with an innovative activity (Rugraff, 2010). For this reason, the success to be achieved by
supplier orientation will mean that the organizational performance will be positively affected.
Bonte and Dienes (2013) state in their research that the innovation performance of companies
that cooperate with their suppliers is positively affected. In this context, it is necessary to
establish long-term relationships with suppliers in focusing on quality and product development
together with supplier orientation. Miocevic and CrnjakKaranovic (2012) stated in their
research that reliability, commitment, norms, compliance and senior management support are
important for supplier orientation in the procurement process. In addition, supplier orientation
should be given importance in long-term planning and adaptation of business plans. In this
context, the effects of supplier orientation on strategic orientation, financial performance and
market performance are examined in the research. Hypotheses:

H1: In companies operating in the retail sector, supplier orientation has a positive effect
on strategic orientation.

H2: In companies operating in the retail sector, supplier orientation has a positive effect
on financial performance.

H3: In companies operating in the retail sector, supplier orientation has a positive effect
on market performance.

Market Turbulence

Market turbulence refers to sudden changes and turbulent environments in the demand of
existing customers in the market (Wang, 2015). In cases where there is variable demand in the
market, firms need to understand the market information accurately in the current environment
(Zhou et al., 2019). Therefore, companies need to understand rapidly changing customer
demands and preferences in an environment of high market turbulence and renew their existing
products/services accordingly or develop new products/services (Haarhaus & Liening, 2020).
Correct planning and process management in these environments will pave the way for
companies to gain competitive advantage in variable environments (Zhang et al., 2022). In
markets where sudden changes are high, companies will have to act contrary to traditional
business process methods with their reactions (Parker et al., 2017). Environmental uncertainty
is a turbulent process that affects the decision-making processes of companies. This
environment improves the strategic behaviors of the companies and enables the company to
improve its decision-making and marketing capabilities in the current uncertainty environment,
and to get effective profits focused on innovation in this process, and to turn to customer needs
(Sun et al., 2023). Researchers state that activating the innovative features of the company in
this environment will be beneficial for the company in an uncertain environment (Conz &
Magnani, 2020). Considering that the businesses that make up the scope of the research are
located in the retail sector, it is analyzed whether high market turbulence will have positive or
negative effects on businesses. In this context, the effects of market turbulence on strategic
orientation, financial performance and market performance are examined in this research.
Hypotheses:

H4: Market turbulence has a positive effect on strategic orientation in companies
operating in the retail sector.
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H5: Market turbulence has a positive effect on financial performance in companies
operating in the retail sector.

H6: Market turbulence has a positive effect on market performance in companies
operating in the retail sector.

Strategic Orientation

Ashal et al. (2021) defined strategic orientations as the organizational patterns, values and
practices behind the strategic decision processes, including the processes, practices and
decision-making activities that enable companies to be successful. Morgan and Strong (1998)
identified strategic orientations (Manu & Sriam, 1996), which means the way firms use strategy
to adapt to or change their environment, with competitive strategies (Porter, 1980), which
means the actions firms will take to strengthen their position in the market. accepted as
according to Nassani and Aldakhil (2023), strategic orientations, which include perceptions,
motivations and desires that guide companies before strategy formation and implementation
processes, reflect the direction of the company by creating an infrastructure for potential
activities to provide competitive advantage. Narver and Slater (1990) defined strategic
orientations as corporate culture that enables firms to exhibit the behaviors necessary to create
superior value. According to Sahi et al. (2020), the strategic thinking structure of the institution
and the strategies it determines are shaped in accordance with the basic cultural patterns.
According to this view, strategic orientations have a relatively stable structure. Although the
strategies and modes of action created within the institution are formed in accordance with the
changes in the market, they are formed by passing through the filter of a rigid and stable cultural
structure. Gatignon and Xuereb (1997) define strategic orientations as strategic directions that
will enable the firm to exhibit appropriate behaviors for the continuity of its superior
performance. In order to continuously exhibit superior performance, companies should create
their strategies in line with different or multiple strategic orientations according to various
internal and external conditions they encounter (Adams et al., 2019). From this point of view,
it can be said that strategic orientations have a dynamic structure and that they cover all the
strategic perspectives and moves that the company adopts according to the requirements in
order to ensure a continuous performance advantage. In this context, both the independent and
mediating variable effects of strategic orientation are examined in the research. Hypotheses:

H7: Strategic orientation has a positive effect on financial performance in companies
operating in the retail sector.

H8: Strategic orientation has a positive effect on market performance in companies
operating in the retail sector.

H9: Strategic orientation has a mediation effect on the relationship between supplier
orientation and financial performance in companies operating in the retail sector.

H10: Strategic orientation has a mediation effect on the relationship between supplier
orientation and market performance in companies operating in the retail sector.

H11: Strategic orientation has a mediation effect on the relationship between market
turbulence and financial performance in companies operating in the retail sector.
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H12: Strategic orientation has a mediation effect on the relationship between market
turbulence and market performance in companies operating in the retail sector.

Performance

It is very important for companies to strongly reflect their performance in the market they are
in. Institutional performance is an important parameter for companies. According to Neely
(2002), the measurement of performance is determined as the measurement of the values that
companies provide to their customers. In another definition, performance measurement is
expressed as the evaluation of good management capabilities of organizations and the
measurement of their contributions to stakeholders (Taticchi, 2010). Company performance is
the most important building block of strategic management and the factor that shapes its
objectives. In the research, since the evaluation criteria of finance and marketing are different,
finance and market performances are examined separately.

Financial Performance

Financial performance is an important factor in reaching a general opinion about the company
for the market and shareholders. What should be understood in corporate performance analysis
is that financial performance measurement criteria are at the level desired by companies
(Fullerton & Wempe, 2009). When look at the purpose of companies in general, it is known
that their only purpose is not to generate income. Considering the objectives of companies other
than generating income, companies that both meet demand and try to respond to change by
focusing on growth, especially in an intense competitive environment, want to stay strong
against their competitors. Therefore, companies need to analyze their financial situations
without making any financial mistakes (Fatihudin, 2018). Financial performance is explained
as the evaluation of whether the companies are successful by looking at whether their
expectations are realized as a result of the analyzes they have made, as well as whether they
fully fulfill the duties they need to do in financial terms in order to generate income (Curtis &
Roupas, 2009). In other words, the analysis of whether the financial gains obtained as a result
of the decisions of the company management are realized in a positive way for the company is
called financial performance. If the financial performances of the companies meet the
expectations for competitive conditions, they can have the chance to gain an advantage over
their competitors by displaying a positive outlook in market conditions. For this reason, it will
be evaluated positively in terms of performance if companies make the company strong
financially with the right decisions for the coming years, taking into account the past years. In
this context, basic criteria are taken into account in the evaluation of financial performance. As
a result of these basic criteria, financial performance is realized as positive or negative. In this
context, the effects of supplier orientation, market turbulence and strategic orientation on
financial performance are examined in the research.

Market Performance

Market performance is expressed as a criterion that indicates the degree of effort and activities
that the company has shown to sell the products it has produced in the market. It should not be
forgotten that market performance and marketing performance are two important different
concepts. Market performance can be briefly defined as the company's performance in the
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market; marketing performance is expressed as an indicator of the success of the company's
marketing activities on sales. These two statements are very important for companies that aim
to grow in the future, both micro and macro terms (Homburg et al., 2012). In their study,
O'sullivan and Abela (2007) tried to explain market performance with factors such as the ability
to quickly respond to customer expectations, customer satisfaction, the value created by the
company in the customer's mind, the increase in the market share of the company and the
proximity to the targeted service quality level. Especially in sectors where there is uncertainty
and high competition, companies should attach importance to firm performance and focus on
efforts to increase performance by taking current developments into account, by making
continuous measurements, and aiming for high performance besides their innovative roles,
considering the necessity of managing the effective role of performance (O'Sullivan et al.,
2009). In many studies, while measuring performance, factors such as increase in sales, market
share and profitability were looked at (Baker & Sinkula, 1999). Firms measure performance by
focusing on the main factor they focus on when measuring performance. In this context, the
effects of supplier orientation, market turbulence and strategic orientation on market
performance are examined in this research.

METHODOLOGY

The reason for choosing the retail sector in the research is that it is necessary to carry out
continuous supply activities, customer demands are constantly changing, market fluctuations
are frequently experienced and intense competition activities take place in this sector. The
reason why white-collar employees were chosen as the sample group is that they constitute our
sample population because they play a role both in decisions about market fluctuations and in
terms of supply and strategy. To test the propositions, a field survey was conducted using a
questionnaire.

Within the scope of the purpose of the research, a questionnaire research was conducted with
473 employees. Data obtained by using IBM SPSS 23 Program were evaluated and
“descriptive” analysis was used in demographic information.

Supplier Orientation scale; After being subjected to factor and reliability analysis using 5-
point Likert scale questions used in the study by Avolio et al. (1999), they were included in the
analysis. The scale developed by Bass and Avolio (2000) was used to measure Strategic
Orientation in the sample population. The scale prepared by Market Turbulence, Nakata
(2011) was used; Tiwana (2004) scale was used to measure Finance Performance. In our scale
in which Market Performance is evaluated, it was stated that the performance criteria of the
last three years should be taken into account and it was requested to be evaluated between "Very
Good-Very Bad" on a 5-point Likert scale (Homburg & Pflesser, 2000).

248 men and 225 women responded to the survey with white collars. While 170 (35.9%) of the
participants are in the 25-34 age group; 230 of them (48.6%) are in the 35-44 age group. The
number of employees over the age of 45 is 73 (15.4%). While 350 (73.9%) of the employees
who answered the questionnaire were university graduates; 110 (23.2%) have master's degrees
and 13 (0.02%) have doctorate degrees. At the same time, employees were asked about the level
of reaching the goals they set individually in the survey. Distribution of employees according
to their answers to this question; 47 participants stated the level of reaching their goals as "Very
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Low", 68 participants stated the level of reaching their goals as "Low", 152 participants' level
of reaching their goals as "Medium", 146 participants' level of reaching their goals as "High"
and 60 participants as "Very High".

Supplier Financial
Orientation Performance

Strategic

Orientation

Market
Turbulance

Figure 1. Conceptual Research Model
ANALYZES

In the first stage of the analysis, the results of confirmatory factor analysis of the data obtained
from the scale were given. In this way, it was checked whether the data were suitable for
analysis.

Table 1. KMO-Bartlett's test result

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. 0,892
Bartlett's Test of Sphericity Approx. Chi-Square 8780,656
df 253
Sig. 0,000

The KMO test result provides information on whether the data is suitable for factor analysis.
The KMO value obtained was 0.892, indicating that the data was suitable for factor analysis.
At the same time, the Bartlett test gives whether the correlation matrix obtained from the data
is the unit matrix. Sig. If its value is less than 0.05, it means that the matrix is not a unit matrix.
According to these two results, the data are suitable for factor analysis. In the next stage of the
analysis, the factor loading values of the expressions returned by the VVarimax method are given.
Factor loads are presented in descending order.

Table 2. Factor loads, AVE, CR, ASV, MSV values

Factor

Items Loadin é\V CR
g
STO4. We use the outputs of management information systems. 0,815
Strategic STO2. When we are faced with an important decision, we make a decision
- ) : - 0,758 | 0,50 | 0,86
Orientation | by applying analytical methods.
STO3. We use more than one planning technique. 0,734
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STO1. We often use strategic product/service management techniques 0725
(planning, control, analysis). '
STO5. We often emphasize our product/service quality using quality 0626
frameworks. '
STO6. Our information system facilitates decision making. 0,577
SO3. As part of the value chain, our company regularly exchanges 0833
information with suppliers at all levels. '
SO4. Our company pays attention to maintain communication and ties with
S . 0,815
suppliers in order to be prepared for developments in the market.
SO2. Our company systematically and frequently evaluates suppliers as part 0688
Supplier of the value chain. ' 052 | 0.87
Orientation SO6. Our company makes predictions about the feasibility of future ' '
; . S . 0,671
investments by consulting the opinions of the suppliers.
SO5. Our company tries to discover new suppliers in the supply chain against 067
any setback. '
SO1. Our company constantly monitors the commitment of suppliers as part 0.644
of its value chain activities. '
K PP1. The satisfaction levels of our customers with our company. 0,833
I\/lljaerrf.et PP2. Loyalty levels of our customers to our company. 0,828 | 0,65 | 0,85
PP3. The level of product (service) quality in our company. 0,756
FP5. Our company's turnover. 0,851
Financial FP1. Our company's market share rate. 0,810
Perf. FP2. The profitability level of our company. 0,686 | 0,54 | 0,82
FP4. Our company's return on investment rate. 0,544
MT2. Customers who have never purchased our products before are making 0918
demands for our products. '
Market MT1. New customers tend to have product-related needs over existing 0,876 | 0,69 | 0.90
Turbulance customers.
MT3. Our competitors frequently change their product specifications. 0,781
MT4. Our competitors frequently renew their sales strategies. 0,728

In Table 2, the load values obtained by factor analysis and some reliability and validity values
are given. Factor loads above 0.70 are preferred. However, values below 0.70 were not excluded
from the analysis as they did not have a negative effect on the reliability and validity of the
scale. AVE values above 0.50 and CR values above 0.70 indicate that the scale provides
discriminant validity (Malhotra & Dash, 2011). These values are calculated over factor loads.
For this reason, it is very affected by factor loads.

Table 3. Descriptive Statistics
Number | Cronbach Alfa

VARIABLES of Items (a) Values Mean Std. Deviation
Supplier Orientation 6 0.907 3,5143 0,75971
Strategic Orientation 6 0.883 3,5015 0,73851

Market Turbulance 4 0.815 3,2850 0,75994
Financial Performance 4 0.845 3,4223 0,77555
Market Performance 3 0.870 3,4660 0,58175

In Table 3, the number of expressions on the scale, the reliability value obtained from these
expressions and the mean and standard deviation values of the variable created by calculating
the averages of the expressions are given. Cronbach Alpha coefficients were also calculated to
question its reliability. Alpha coefficients between 0.60-0.80 indicate that the scale is quite
reliable, and alpha coefficients between 0.81-1.00 indicate that the scale is highly reliable
(Ozdamar, 2004). Accordingly, the scale has sufficient reliability values.
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Table 4. Correlation Coefficient

Strategic Market Financial Market MSV | ASV
Orientatio Supplier Performanc | Performanc | Turbulanc
n Orientation e e e

Strategic 0,37 0,23
Orientation 0,71
Supplier 612" 0,72 0,37 0,29
Orientation
Market ,448"™ ,550™ 0,81 0,31 0,21
Performance
Financial 4217 578" ,559™ 0,73 0,33 0,23
Performance
Market Turbulance ,430™ ,388™ ,164™ ,319™ 0,83 0,18 | 0,12

**_Correlation is significant at the 0.01 level (2-tailed).

Table 4 shows the correlation coefficients between the variables. All of the coefficients were
found to be positively significant at the significance level. The underlined and bolded values in
the table are the square root of the AVE values, and the row and column containing these values
must be the largest values. This condition is met and discriminant validity is provided. Another
feature that determines discriminant validity is that it is MSV<AVE. MSV (maximum shared
variance) is the square of the highest correlation coefficient between latent constructs. ASV is
the mean of the squares of the correlation coefficients between the latent structures. It must be
ASV<AVE. AVE values are greater than all MSV and ASV values. This condition is also met.

Table 5. Regression Analysis Results of Impact of Independent Variables on Dependent

H Independent Variables Dependent Variables Standard Sig. Adjusted F Value Decission
B R Square
H1 Supplier Orientation Strategic Orientation ,388*** ,000 ,149 100,949 | Support
H2 Supplier Orientation Financial Performance 578*** ,000 ,333 286,120 Support
H3 Supplier Orientation Market Performance ,550*** ,000 ,301 247,594 Support
H4 Market Turbulance Strategic Orientation A430%** ,000 ,184 129,845 | Support
H5 Market Turbulance Financial Performance A21*** ,000 ,176 123,217 | Support
H6 Market Turbulance Market Performance JAAB*** ,000 ,199 143,105 Support
H7 Strategic Orientation Financial Performance ,319*** ,000 ,100 64,859 Support
H8 Strategic Orientation Market Performance ,164*** ,000 ,025 15,719 Support
***:p<0.001

The results of the direct effect hypotheses are given in Table 5. All hypotheses between H1 and
H8 were accepted. All direct effects are significant.

Table 6. The Effect of the Mediating Variable According to Regression Analysis Results

Independent Dependent . Adjusted R
Variables Variables Standard f SIg- Square F Value
Supplier Orientation Financial ,534*** ,000 ,333 286,120
H9 el Performance 112 002 342 149,805
Supplier Orientation \573*** ,000 ,301 247,594
H10 Strategic Pe::‘ﬂo?ﬂ](z;ce
Orienta%ion -,058 ,125 ,303 125,575
Market Turbulance Financial ,348*** ,000 176 123,217
H11 Strategic Performance
Orientation ,169%** ,000 ,198 71,642
H12 Market Turbulance JAB3*** ,000 ,199 143,105
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Market -036 391 199
Performance

*: p<0.05 **:p<0.01 ***:p<0.000
The results of the multiple linear regression analysis are given in Table 6. Accordingly, the
strategic orientation variable for the H10 and H12 hypotheses did not have a significant effect
on the market performance variable. In order to determine the result exactly, the Sobel test was
performed and the results were presented.

Strategic

Orientation 71,888

Table 7. Sobel test result of the mediation effect of strategic orientation on the relationship
between supplier orientation and finance performance.

Input: Test statistic: Std. Error: p-value:
a 0.297 Sobel test: 2.92459989 0.01523285 0.00344899
b 0.150 Aroian test: 2.91107641 0.01530362 0.00360186
Sa 0.030 Goodman test: 2.9383136 0.01516176 0.00330003
Sh 0.049

If the p value is less than <0.05, it can be said that there is a mediation variable effect between
the variables. The p values seen in Table 7 are less than 0.05.

Table 8. Sobel test result of the mediation effect of strategic orientation on the
relationship between supplier orientation and market performance.

Input: Test statistic: Std. Error: p-value:
a 0.297 Sobel test: -1.53232883 0.01473052 0.12544131
b -0.076 Aroian test: -1.52475542 0.01480369 0.12732011
Sa 0.030 Goodman test: -1.54001623 0.01465699 0.1235564
Sh 0.049

P values were obtained as greater than 0.05. Therefore, according to the results in Table 8, there
is no mediation effect.

Table 9. Sobel test result of the mediation effect of strategic orientation on the
relationship between market turbulence and financial performance.

Input: Test statistic: Std. Error: p-value:
a 0.339 Sobel test: 3.86169661 0.01983947 0.0001126
b 0.226 Aroian test: 3.84841012 0.01990796 0.00011889
Sa 0.030 Goodman test: 3.87512167 0.01977073 0.00010657
Sh 0.055

Since the p values calculated according to Table 9 are less than 0.05, there is a mediation
variable effect.

Table 10. Sobel test result of the mediation effect of strategic orientation on the
relationship between market turbulence and market performance.

Input: Test statistic: Std. Error: p-value:
a 0.339 Sobel test: -0.86779998 0.01836022 0.38550384
b -0.047 Aroian test: -0.86444155 0.01843155 0.38734538
Sa 0.030 Goodman test: -0.87119787 0.01828861 0.38364612
Sh 0.054

According to the results given in Table 10, the p values calculated with the Sobel test were also
obtained as greater than 0.05. For this reason, the mediation effect cannot be mentioned.

PROCEEDING BOOK Academy Global Publishing House || 242




\_:_DMFE-i‘s,,,
S &y
5 L4

KARADENIZ 13TH INTERNATIONAL CONFERENCE ON SOCIAL SCIENCES - July 21 - 24,2023 - ST. PETERSBURG

Hypotheses H9 and H11 were accepted, hypotheses H10 and H12 were rejected. Simple linear
relationships between the variables have been proven, but the mediation effect of strategic
orientation could not be determined for the two hypotheses.

CONCLUSION AND EVALUATION

Strategic orientation is defined as a firm's decision to compete, making the necessary leaps for
success, and increasing company performance with the gains made within the organization in
order to provide competitive advantage. Administrative activities, which are the result of
strategic decisions, focus on the characteristics of the operator and employee performance
(Morgan & Strong, 2003). Strategic orientation is very important in keeping up with rapidly
changing market dynamics and developing capabilities. Strategic orientation in developing
economies gives importance to the issue of strategic orientation in order to create and adapt a
market strategy as a driving force. Strategic orientation focuses on the way companies do
business, their technological developments, and how they will position themselves against
external factors (Zhou & li, 2010). Considering the results of the analysis in the research, while
the independent variable effect of strategic orientation is positive, it is supported by hypotheses
that it has no effect only on market performance in the mediating variable effect. However, it
is supported by hypotheses that strategic orientation has an effect on financial performance with
its mediating variable effect. Considering this situation in future research, it is recommended to
conduct comparative analyzes with different sectors within the framework of competition
conditions. Today, there is a constant change between companies due to the intensity of
competition. In order to keep up with this change, it is necessary to have innovative strategies
and an innovative structure. In markets where products need to be constantly renewed, the level
of creativity is increasing day by day in order to understand customer requests and desires. It is
more challenging for multi-established companies to destroy some values and keep up with
innovations than companies that create new formations. In this context, it is important to
consider both supplier orientation and market turbulence. In order to be successful against
competitors, supplier orientation must be managed very well. At the same time, in sectors where
market turbulence and customer demands and expectations are constantly changing,
strategically correct decisions can be made with correct management analysis and foresight.
For this reason, it is recommended that managerial and leadership roles should be taken into
account in order to contribute to the literature in future research.
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