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Abstract: The difference between a business with competitimha business without competition is the
difference between growth and decay. A successfupetition business simply means providing total
satisfaction to customer. The present business geaahould keep in mind that the customer satistac

is more important and valuable than product and/ax.

To provide a sustainable competitive advantage afket versatility is the most important issue in
marketing activities. The businesses and enterpriséh competitive advantage are able to achieve
consistently superior performance than those ngblived in competition in a specified period of time
While these activities are helping the businessesgtee the every sence of situations of the mathey
are also preventing from being copied from othesibesses. By providing the concentration of busines
activities related to the customer's requiremetiis,businesses can contribute to deliver value.

The purpose of our study is to investigate, if ltlospitals have the market versatility structure etiter
there is a positive effect of customer satisfachased on hospital occupancy rates, which is amcatdr

of performance, by identifying the effect of valisaton the varying business performance in health
institutions in general and hospitals in particular

1. INTRODUCTION

The opinion of modern marketing, which focuses lem ¢ustomer’s wishes and needs, positions
the customer on the center of business and magkettivities. The idea, which comes to the
forefront in the approach of the modern marketiisgto make a profit in the long run by
providing the customer satisfaction and loyaltycéwling to this understanding, the performance
increasement of businesses, which provides moteroes satisfaction than increase competitors,
will provide more revenue and profit.

2. THE PERSPECTIVES OF MARKET VERSATILITY

The concept of market versatility emerges as aeunof the result of the adoption of modern
marketing by businesses. The market versatilitychwvbonceptualized for the first time Kohli and
Jaworski (1990), described as a business philosopliye form of business activities with the
concept of modern marketing.

A broad sense of the concept of market versati#ty actually emerged as a result of discussion
over the concept in very different aspects. Aceaaydo Shapiro (1980), the market versatility is
an organizational deciding process, including thehieving, processing and sharing the
knowledge. But Narver ve Slater (1990) defines tharket versatility as an organizational
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culture, which creates a superior value for custsmand besides that, which generates the
effective and efficient business behaviors for enguthe continuity of higher business
performance. Barney (1989) describes the marketatiity as a very important culture for
providing competitive advantage. According to Kodutid Jaworski (1990), market versatility is
collecting the market knowledge for the current duoture customer needs and desires,
dissemination of this knowledge within the busindspartments and producing a response in the
general organization for the specific needs

3. THE ANALYSIS OF MARKET VERSATILITY IN BUSINESSES

It is seen that the approaches, which cont#igsexaminations of Kohli ve Jaworski (1990)'s
definitions, and which are also known as an apprazcgathering market knowledge, contain
inner main components. These are, “(a) Gathering Market Knowledge”, “(b)Sharing the
Gathered Knowledge Within the Business”, (c¢) GetiegaResponses to Market. At the same
time, Kohli ve Jaworski (1990) emphasizes the ntavkesatility as a combination of effort and
projects, which will bring the organization to higarformance (Tek ve Ozer, 1999:59).

Gathering The Market Knowledge

Sharing the Gathered Knowledge Within the Business

@ Steering The Marketing Activities, According to %’

The Gathered Knowledge

Fig.1.The Approach of Market Knowledge By “Kohli vdaworski (1990)” Reference: Kara
Mustafa ve Dg., 2010:70

3.1 Gathering the Market Knowledge

Kohli ve Jaworski (1990), stated that the monitgriof the competitors’ activities and their
impact on customer preferences can be assesshd tohcept of market versatility, as well as
analyzing the external factors such as the exteemafironment variables, technology and
regulations. An important point, which highlightbg managers as a result of their negotiations
is, that the market knowledge should not only feclisn current customer needs and desires, but
also should report clues about the future needsvemats. It is especially stressed, that the
forward looking informations has an important rae product development and innovation
activities of enterprises. Kohli and Jaworski atésgressed, that the collection work of market
knowledge should not only assign to responsibdityhe marketing department but also it should
create of cooperation and suppertaiyemployees and all departments within the gmnises.
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3.2 Market Knowledge in Management

Kohli ve Jaworski (1990), suggested that the makkeiwledge, which is a second state about
market versatility, needs to be shared betweenrttepats within the enterprise. In this process,

it has been stated that it is very important far tepartments especially in business to being
involved in the process and co-operation, at thiatpaf spreading the market knowledge and

afterwards producing answers, which suits to mamketls and desires. Kohli ve Jaworski (1990),
indicates that this knowledge, which spreads withsenterprise, is required for developing new
products.

Dissemination of knowledge within the business psschave some features of its own. There are
some factors, which have effects on creating oktimvledge within the business, disseminating

it and using the knowledge in the business. MattKwohli(1996) expresses in their study, that the

people who form the market knowledge and the réspgainst to this people and at the same

time perceived quality for the knowledge, which relgawithin the enterprise, affects the use of

market information.

3.3 Generation of Answers to Market, Based on the Knedge

The third dimension of market versatility is to atiag goods and services suited to customer's
demands and needs, based on the knowledge shatted thie enterprise. Kohli ve Jaworski
(1990), states that a business is not a fully mavikeesatility business by having the market
knowledge and sharing it within the business. Adiay to them, a business will be eventually
attained to market versatility process, by respogpdhe market with producing of goods and
services in accordance with the knowledge of matkehli and Jaworski (1990) states that, it is
especially needed to use the market knowledgedgetanarket selection, the development of new
products and services, and guessing of currenfiance customer needs and requests.

4. THE EFFECT OF BUSINESSPERFORMANCE ON M ARKET VERSATILITY IN

HEALTHCARE ORGANIZATIONS
By analyzing the literature, it is understood ttieg market versatility concept is taken together
and analyzed with diverse variables. The most widesearched and studied variable, which has
a relationship with market versatility, is the mess performance. In the studies of developing a
structure for market versatility, Kohli and Jawargk990) expressed that one of the most
important results of market versatility for busises is making an impact on the performance
enhance. It is possible to say that the relatigndletween market versatility and business
performance is to become the focus of intense @steby scholars from market versatility
literature and they are accomplishing numerousiesud this field. At the same time, it should be
noted that there is a positive and strong relaligms the most of the studies about it (Narver ve
Slater, 1990; Ruekert, 1992; Jaworski ve Kohli, 3;98reenley, 1995; Han vegli 1998; Slater
ve Narver, 2000; Shoham ve Rose, 2001; Shohamgve2@i05).

Although the first studies about market versatidiyrried out in developed countries, later on with
the research about this field in many other coasfrihe universality on the relationship between
market versatility and business performance aed tend tested(Greenley, 1995; Athuahene-
Gima, 1995; Caruana vegli 1995; Appiah- Adu, 1997; Bhuian, 1997; ShohanRese, 2001,

Harrison-Walker, 2001). In these researches, it been identified that there is a generally a
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strong and positive relationship between markesatdity and performance. In this context,
Desphande and Farley (1998) suggest that the oeshlip between business performance and
market versatility carries a universal qualificatid®y considering universal qualification, it is
clear that working in way of market versatility stitutions in healthcare institutions, have a
positive impact on the performance of the orgaiomat

When we generally look at the results of studieghmnrelationship between market versatility
and business performance, it is understood thasttidies about the relationship between market
versatility and business performance was carri¢@owsamples from different countries. Another
remarkable important issue from most of the stuiiethe discovery of a positive relationship
between market versatility and business performaroeever, by analyzing of the results of the
studies with more detail, it is understood that lgneels of market versatility from businesses is
different by different studies in different couesi For example, in Jaworski and Kohli (1993) 's
studies, which are carried out on two differeningkes, it has been identified that there is a
positive and strong relationship between all aspexft the market versatility and business
performance.
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Fig.2.The Determinants of Market Versatility Reference: Aworski ve Kohli, 1993: 55
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It is possible to say that the explanatory powemafket versatility on business performance is
high. However, it is not able to say the same ttbggthe studies of Harrison-Walker (2001).

Harrison-Walker (2001) has found just a significeetitionship between customer versatility and
business performance about market versatility dsioes, in the studies of Narver ve Slater
(1990), where they searched about market vergaditiproach.

Narver ve Slater (1990) refers in their studies thare is a parallelism between market versatility
of businesses and their levels of profitability.rida ve Slater (1990) expresses that the market
versatility of businesses would increase their ifabflity. The study of Shoham ve Rose (2001)
also supports the study of Narver ve Slater (19B@)ye, in our theoretical based study, it
has been identified that the market versatility Ipasitive effects on the profitability and
development of sales. In another study, accordinghoham et al. (2005), it has been concluded
that the market versatility has a positive contiidou on businesses in order to increase their
market share.

5. THE RESULT

In the world, which has become almost a large grashanarket position in the age of information
and communication, "Change" appears to be an uwadeiag of the key elements of
development (Erdem ve Seymen, 2008:59). With thagajinst the quick changes, businesses
have to adapt to happening changes, and constgmiligte their existing knowledge, in order to
maintain competitive advantage and lifes. Espaciallthe past few decades, the globalization
process has led to aggravation of competition mdthecare institutions. In this context, it is said
that maintaining the existing life of healthcarstitutions under conditions of severe competition,
depends on to adapt to changing environmental tondias well as an effective and efficient
manner to meet the needs and desires of custoBiarsg dg., 2005:163).

Health care institutions in the case of servicgpéoson by person, the success of a health care
institution depends on the quality of service adteéto customers. From this perspective, it is well
understood that it is necessary for health ingihgt to choose the target market carefully at the
planning state. For health care institutions; ina possible to produce products and services
suitable for all markets. However, a suitable mamdegoosing and an appropriate design and
service to targeted market, depending on locatisitl, provide long-term profitability. In
addition, the concept, which is to be constitutedhéalthcare institution, and the benefits, which
comesfrom external sources, needs to be plantteis. clear, that the main factor for this is to
gathering the market knowledge with an effectivgy wad spreading it within the enterprise.

6. CONCLUSION

The intensive competition in service demand andhiigl sensitivity of external factors take a
market versatility structure to very important ation for the sustainability of health care
institutions. A health care institution, which resnarket versatility structure, will focus more on
customer needs and desires, becomes more suseetibhanging market and environmental
conditions. Besides all this, health care instiosi, which have a market versatility structure| wil
demonstrate a more sensitive structure to new legallations, technology and environmental
changes. And this situation will create positivdeets on performance, which is the main
achievements of the market versatility for healtinecinstitutions. The health care institutions,
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which can increase their performance by meetinghtreds and desires timely and prematurely,
will have a positive effect on the net profit arabshital occupancy rates.
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