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Henan 1s alarge agricultural area and one of the most populated provinces in
China. Its cultivated area covers nearly 7 million hectares and makes up about 7% of
the nation and it’s agricultural population accountsfor 85% of 91.72 million peoplein
Henan. Such a huge amount of rura labour (almost 78 million people), consequently
results in the problem of an excess of labour resource in rural areas.

Rural Enterprise (RE) isdefined here to refer to small
town and village industries that are owned by townships,
villages, private groups, or individualsin rural areas. As
one of main sectors of agricultural industriaization, RE
functions as the engine of rural economy, playing a very
important role in the development of both rural economy
and the whole provincial economy in Henan.
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Market orientation is aterm for an implementation of the marketing conceptina
business organization, its purpose is to improve the delivered value to customers
and hence the competitiveness of business through the organizational conduct of

individual firms.

« Help resolve the problem of excess labor resource

« Function asalink between agricultural products and market
* Better income equity

« Improvethe quality of rural labor

|ENGINE: Rural Enterprises
Supported by

LUBRICANT:
China Policies
(since 1980s)

FUEL:
1.Agri-products
2.excess rural labor,

CAR: Rural Economy

Objectives of MO Analysis

1. Toidentify major preconditions affecting the implementation of market oriented
anagement in rurd enterprises of Henan province.

2. Toevauate the effects of market orientation on business performance, and to
exam the influences of the moderating factors based on empirical analysis.
(By the space limitation of the poster, thefirst objectiveisnot described here,
only the second objective is placed importance and given detailed explanation).

Framework of Market Orientation Analysis

Research Method

Data collection
1) Secondary data: refer published documents
2) Primary data
--- informal interview
--- questionnaire survey
3) Samplecriteria
--- Agri-based RE
--- Small or middle size
Data Analysis
Thegreater the market orientation of an organization, the
higher its business performance
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Z Subjective Business performance (sum value of 6 items' score)

Independent variables Proposed
(7 factors) sign

Y 1 Overall market orientation , (sum value of 32- +
item score)

X, Competitive intensity (sum value of 6 items' +
score)

X2 Substitute (sum value of 5 items' score) =
X3 Product quality (sum value of 5items' score) +
X4 Supplier power (sum value of 4 items' score) -
X Buyer power (sum value of 5items' score) -
X Entry barrier (sum value of 7 items' score) ?

+ Positive - Negative ? Unknown
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2 Dependent Variable: OBJPERFS

CONCLUSION ||

& Market orientation management plays an important role

while the market competition is intensive.

& Inthe current stage, product quality isthe crucial factor
effecting RES' business performance.
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