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The main goal of this paper is to find out an in-
dex of market orientation, and explore the rela-
tionship between four components of market
orientation in high-tech firms and their business
performance. Business performance was stud-
ied as a one-dimensional construct. Market ori-
entation in this study is defined as a process of
intelligence generation about customers and
competitors, intelligence dissemination and
integration within the company across teams,
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noloski sektor, visestruka regresijska analiza, Ceska
Republika, Njemacka

Glavni je cilj rada saznati indeks trzisne orijenta-
cije i opisati odnos izmedu Cetiriju komponenti
trzisne orijentacije visokotehnoloskih (high-tech)
poduzeca i poslovne uspjesnosti. Poslovna je
uspjesnost istrazivana kao jednodimenzionalni
konstrukt. TrZiSna orijentacija u ovom je istraZiva-
nju definirana kao proces generiranja informaci-
ja o potrosacima i konkurentima, diseminacija i
integracija informacija po timovima unutar po-
duzeca te reakcija na trzisne informacije u obliku
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and responsiveness to market intelligence in
the form of coordinated action. The statistical
sample was represented by 164 Czech and 187
German high-tech firms in the manufacturing in-
dustry. Respondents (sales and marketing man-
agers) completed a questionnaire and marked
their rate of approval with individual statements
on a Likert scale ranging from 1 to 7. Market ori-
entation and business performance level was
determined as the arithmetic mean (x) of the
measured values. Depending on the size of
the total market orientation index (MOI), Czech
(x=5.2) and German (x=5.14) high-tech firms are
medium market-oriented. The business perfor-
mance index (BPI) reached a slightly higher value
in Germany (x=5.22) as compared to the Czech
Republic (%=5.13). The main method to reach the
target was correlation and regression analysis.
This study confirmed a hypothesis about the
existence of a correlation between components
of market orientation and business performance.
Three of the four relationships in the multiple
regression model were significant. On the oth-
er hand, the study found no positive significant
correlation between competitor intelligence
generation and business performance.

koordiniranih akcija. Uzorak se sastojao od 164
Ceska i 187 njemackih visokotehnoloskih podu-
zeca. Ispitanici (prodajni i marketinski menadzeri)
ispunili su anketni upitnik i oznacili razinu koliko
su suglasni s pojedinacnim izjavama na Likerto-
voj ljestvici od 1 do 7. TrziSna orijentacija i razina
poslovne uspjesnosti odredene su kao aritmetic-
ka sredina (x) izmjerenih vrijednosti. S obzirom
na veli¢cinu indeksa ukupne trzisne orijentacije
(MQI), ¢eSka (x=5.2) i njemacka (x=5.14) visokoteh-
noloska su poduzeca srednje trzisno orijentirana.
Indeks poslovne uspjesnosti (BPI) u Njemackoj
(%=5.22) dosegao je nesto visu vrijednost u od-
nosu na Cesku Republiku (x=5.13). Glavne koriste-
ne metode bile su korelacija i regresijska analiza.
Istrazivanje je potvrdilo hipotezu o postojanju
odnosa izmedu komponenti trziSne orijentacije
i poslovne uspjesnosti. Tri od cetiriju veza u mo-
delu viSestruke regresije bile su znacajne. Nasu-
prot tome, nije potvrdena pozitivha i znacajna
povezanost izmedu prikupljanja informacija o
konkurenciji i poslovne uspjesnosti.
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1. INTRODUCTION

In the last two decades, prominent world re-
searchers interested in the problem of market
orientation across many spheres in advanced
and developing countries have come to similar,
but also considerably different results. This may
depend a lot on the point of view because of the
differing constructs and definitions of market
orientation and company performance that are
frequently used in analyses, which may to a cer-
tain extent be considered an obstacle in the pro-
cess of comparing results. The research methods
used in this comparative study were mostly the
same. The research presented in this paper fol-
lows the author's previous studies in the area of
market orientation of Czech and German high-
tech firms in the manufacturing industry. After
thorough analysis and research of the literature,
as well as the successful creation of a modified
model and measuring scale of market orienta-
tion in the Czech Repubilic, replication of that re-
search on German data was performed and also
confirmed the high quality of the market orien-
tation model. These two countries were chosen
randomly, but quantitative research studies of
the market orientation of high-tech firms using
the modified model will gradually follow in other
chosen EU countries, as well.

The author defines market orientation as the
process of generating intelligence about cus-
tomers and competitors, disseminating and in-
tegrating intelligence, and responding to market
intelligence. The main difference in this defini-
tion compared to others is that it emphasizes not
only the dissemination of market information,
but also its integration across all departments
and working teams, which is usually neglected
by traditional scales. Owning market informa-
tion in order to gain a competitive advantage is
not enough today. Market information is often
easily available thanks to information technolo-
gies. The success consists in its transformation
to knowledge and proper use during coordi-
nated action within the strategic management

of company marketing. It depends a lot on the
skillfulness and speed of decision-making by
top managers. There are also practical reasons
for the creation of this new instrument. Firm
practice resulted in a requirement to create new
and shorter although highly reliable and valid
measuring scales. The “Modified Market Orien-
tation Scale” (MMQOS; 12 items) was adopted par-
tially from the methodology of Kohli, Jaworski
and Kumar (1993), Narver and Slater (1990), and
Mohr, Sengupta and Slater (2014). It consists of
questions on four fields that compose the mar-
ket orientation of a company: intelligence gen-
eration, dissemination, integration, and respon-
siveness to market intelligence. Business perfor-
mance was conceptualized as a one-dimension-
al construct and was measured by three items
(growth of sales, profitability/ROA, and market
share). This study follows the standard proce-
dure of a research article. Secondary data were
obtained from numerous sources (such as data-
bases, conferences, and the academic literature),
and the documentation was analyzed using a
deductive process. Primary data were collected
by means of a quantitative questionnaire. It was
carried out from September 2014 to December
2014 in the two countries separately, and each
of the datasets was analyzed individually. The
summarized results of both analyses were com-
pared and are illustrated in the tables at the end
of the paper.

This article will contribute to the better under-
standing of the phenomenon of market orien-
tation, and measurement of market orientation
and business performance on the Czech and
German markets. The lack of sufficient research
in this area, especially in empirical work concern-
ing the market orientation of companies in the
high-tech sector was also a motivation to pursue
this particular field of interest. The high-tech sec-
tor has a significant position in today’s economy,
particularly in connection with innovations and
business performance. This sector was chosen,
based upon consultation with professionals, be-
cause of its suitability for analysis of market ori-
entation and business performance.
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2. MARKET ORIENTATION
AND BUSINESS
PERFORMANCE

The first studies of the theoretical construct and
measurement of market orientation were con-
ducted in the United States, starting to appear
in the 1990s. Results of the first measurements
of market orientation were published in 1990,
prompting authors from all continents to replicate
it. Gradually, replications of this measurement from
Canada, Australia, and Western Europe began to
appear in the international professional literature.
In general, fewer studies were conducted in trans-
forming economies, such as those of Central and
Eastern Europe or Asia and Africa. Over the past
25 years, several measuring scales differing only in
the number of dimensions and items have grad-
ually been created. The most popular are MKTOR
(Narver & Slater, 1990), MARKOR (Kohli & Jawor-
ski, 1990), MOS (Lado, Maydeu-Olivares & Rivera,
1998), MORTN (Deshpande & Farley, 1998), MOPRO
(Narver, Slater & NaclLachlam, 2004) and MOCCM
(Carr& Lopez, 2007). There is in fact a range of very
similar scales, so this enumeration is not complete
at all. MORTN consists of 10 items and measures
so-called reactive market orientation. All of the
above-mentioned authors recommend the use
of either a five- or a seven-point Likert scale for
the subjective measurement of market orienta-
tion in firms. The last-mentioned scale (MOCCM)
interconnects MARKOR and MKTOR. Although it is
a prospective area of marketing research, very few
authors have dealt with this problem so far in the
professional Czech literature, and many managers
and academics are not familiar with the principles
of market orientation at all. There is in effect only
one method of measurement used in our coun-
try — the Tomaskova Method (Tomaskova, 2005).
There is no information available to review the
construct validity of this scale.

According to Tomaskovéa (2005, 2009), in the
1990s Kohli and Jaworski (1990) dealt with this
topic in large engineering companies, Deng and
Dart (1999) conducted similar research in smaller

organizations, and Langerak (1997) did a compa-
rable study of product manufacturers. Hooley, a
British marketing professor, and co-authors stud-
ied the service sector in the transition economies
of Central Europe (Hooley et al, 2003). The field
of non-profit organizations was elaborated by
authors Balabanis, Stables and Phillips (1997). The
field of developed markets was studied by Liu
(1995), and transforming economies by Akimo-
va (2000) in Ukraine. Harris and Ogbonna (2001)
dealt with the implementation of and obstacles
to market orientation. Bhuian (1997), Flohr et al.
(2003), Jangl and Mikulastik (2013) all focused on
the banking sector. Factors of market orientation
in the private insurance industry in Belgium and
Spain were compared by Lado and Rivera (1996).
Liechtenhal and Wilson (1992) inserted aspects of
social structure into the implementation of mar-
ket orientation. In the mid-1990s, American No-
bel laureate Milton Friedman spoke many times
about the suitability of strategy, innovations, and
utilization of sources influencing company perfor-
mance. German author Fritz (1992) is also worth
mentionin;inthe 1990s, he emphasized the impor-
tance of a company’s orientation towards its own
employees, production, and costs. Chang, Chen
and Caruna (2003) had a similar approach as the
above-mentioned authors. In the Czech Repub-
lic, research was carried out by Tomaskova (2005,
2009) and Chalupsky, Simberové, Toméaskova and
Kanovska (2009) in power companies and high-
tech firms; NoZicka and Grosova (2012) in small
and medium innovation companies; and Frejkova
(2014) in aviation companies.

The closeness of the relationship between mar-
ket orientation and performance was mostly
judged according to Spearman’s or Pearson’s
correlation coefficient. Medium correlation re-
sults correspond to a positive relationship, and
strong correlation results correspond to a high-
ly positive relationship. The influence of the in-
dividual components of market orientation on
a dependent variable was mostly analyzed by
means of multiple regression or structural equa-
tion modeling. Narver and Slater (1990) were
the first to claim that there is a relation between
market orientation and profitability. Subsequent
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studies mostly confirmed the original results.
Oudan (2012) discovered a positive influence of
market orientation on company performance in
developing countries of South America and the
West Indies. Ramayah, Samat and Lo (2011) also
proved the influence of the market orientation
on business performance. Others who found
that there is a significant positive correspondence
between market orientation and company per-
formance were Kanovskd and Tomaskova (2012)
in the Czech Republic, Panigyrakis and Theodor-
idis (2007) in Greece, and Dauda and Akingbade
(2010) in Nigeria. However, mixed results were
confirmed in Sri Lanka: only some components
of market orientation and performance showed
a mutual relationship. Partial correlation between
market orientation and the business performance
was confirmed by the research of Malaysian au-
thors Mokhtar, Yusoff and Arshad (2009). Sukato
(2014) claimed that there is no direct influence of
market orientation on the business performance
of small and medium firms in Thailand.

It is apparent from the above-mentioned sur-
vey that previous studies of market orientation
examined particularly dyadic relations between
the market orientation of firms and strategy or
between market orientation and success, with
emphasis on the performance of the firms. A
great number of publications dealing with the
development of measuring instruments and
concepts of market orientation are based upon
the works of authors such as Narver and Slater
(1990) or Kohli and Jaworski (1990). It would be
proper to point out that the majority of studies
performed proved a direct positive relationship
between a company’s market orientation and its
performance. Studies proving weak or even no
such dependence appear to be mere exceptions
to the rule. The questions to be addressed here
are the following: (1) How can market orientation
be measured in our cultural conditions?; and (2)
What is the causal relationship between market
orientation and performance in the Czech Re-
public and Germany?

Table 1: Selected results of the measurement of market orientation of firms and their performance

Author Year Result

Narver and Slater 1990 positive relationship

Pitt, Caruana and Berthon 1996 positive relationship
Chang and Chen 1998 positive relationship

Raju, Lonial, Gupta and Ziegler 2000 positive relationship

Slater and Narver 2000 positive relationship

van Wood, Bhuian and Kiecker 2000 strong positive relationship
Harris and Ogbonna 2001 positive relationship
Ramaseshan, Caruana and Pang 2002 strong positive relationship
Pulendran, Speed and Widing 2003 positive relationship

Qu and Ennew 2003 positive relationship
Caruana, Pitt and Ewing 2003 weak positive relationship
Santos-Vijande et al. 2005 positive relationship
Tomaskova 2005 positive relationship
Martin-Consuegra and Esteban 2007 positive relationship
Panigyrakis and Theodoridis 2007 positive relationship
Haugland, Myrtveit and Nygaard 2007 strong positive relationship
Farrell, Oczkowski and Kharabsheh 2008 positive relationship
Megicks and Warnaby 2008 strong positive relationship
Nwokah 2008 weak positive relationship
Singh 2009 positive relationship

Source: Own elaboration based on Wong & Tong (2012)
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3. HIGH-TECH SECTOR

According to information from Eurostat, the
high-tech sector is normally defined as a combi-
nation of economic activities that utilize modern
technologies during production and provision
of services to a large extent. Development in
this sector is pulled forward due to innovations,
which may be somehow related to the market
orientation of firms.

The most frequently mentioned characteristic

features of high-tech firms are the following:

o high rate of innovations

o industrial environment for quick growth

o considerable share of qualified employees
with university degrees

0 cooperation with science and research

o short lifetime of products.

The Czech Statistical Office divides the activities
of the high-tech sector into two main catego-
ries — manufacturing and services. For purpos-
es of this study, only the firms from the high-
tech manufacturing sector will be addressed.
According to the classification of CZ-NACE
(the Czech version of NACE, i.e. Nomenclature
générale des Activités économiques dans les Com-
munautés Européennes), high-tech economic
operators are divided into the following sec-
tions and groups by their prevailing economic
activity:
o production of pharmaceutical products and
services (section 21);
o production of computers and electronic
components (groups 26.1, 26.2);
o production of consumer electronics and opti-
cal instruments (groups 26.3, 26.4, 26.7, 26.8);
o production of measuring, testing, navigation
and medical instruments (groups 26.5, 26.6);
o production of planes and their engines,
spaceships and associated equipment (group
30.3).

In order to maintain a long-term competitive
advantage in the market, high-tech firms must

be dynamic and innovative. At the same time,
there is a close affinity to market research and
the examination of hidden needs of customers.
According to Mohr, Sengupta and Slater (2014, p.
106), high-tech firms must excel at three activi-
ties: opportunity identification, product and pro-
cess innovation, and product commercialization.
Because one of marketing's tasks is to listen to
the customer and define a broad set of opportu-
nities, a strong marketing capability implies that
marketing is able to identify a wide range of mar-
kets and customers’ applications for innovative
technology. The voice that marketing brings to
the innovation process must be joined with the
knowledge that R&D brings in order to develop
an offering that effectively addresses customer
needs.

High-tech companies should show a high rate of
market orientation; therefore, this sector seems
to be suitable for market orientation analysis.
This statement has been confirmed by earlier
studies, such as Kanovska and Tomaskova (2014).
Other studies likewise show that a market orien-
tation leads to greater creativity and improved
new product performance in high-tech firms (Im
& Workman, 2004) and that the relationship be-
tween market orientation and firm performance
is stronger in highly dynamic markets, which are
characteristic of technology-oriented industries
(Homburg & Pflesser, 2000). Firms in high-tech
markets need to excel not only at generating in-
novations, but also at commercializing those in-
novations. Superior technology and innovation
capabilities must be combined with an effective
market orientation to achieve the highest levels
of success in high-tech markets. Therefore, the
positive relationship between a firm’s market ori-
entation and performance outcomes is especial-
ly important for high-tech firms (Mohr, Sengupta
& Slater, 2014, p. 107).

Manufacturing firms in the high-tech sector are
strongly represented in the Czech Republic and
Germany. Together, they account for around 26%
of the high-tech sector in the EU-28. Table 2 sum-
marizes selected data in both countries.
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Table 2: Comparison between Germany and the Czech Republic

Percentage of manufactured exports (2013) 16.1 % 14.8 %
Percentage of total employment in high-tech manufacturing 1.7 % 1.8%
Percentage of women in high-tech manufacturing 34.7 % 50.6 %
Number of enterprises in high-tech manufacturing (2012) 8247 3441
Turnover in high-tech manufacturing (million EUR) 113476 13218
Share of innovative enterprises (from 2010 to 2012) 66.9 % 43.9 %
Growth in high-tech manufacturing (from 2008 to 2013) 1.8 % 33%
R&D expenditure — business enterprise sector (2011), (million EUR) 49342 1735
R&D intensity 2.84 1.84

Source: Author’s own elaboration based on Eurostat (2013) and Czech Statistical Office (2011) data

4. METHODOLOGY

4.1. Description of data set
and statistical methods
used

The analyzed data consisted of 164 answers
from managers of Czech high-tech firms and 187
answers from managers of German high-tech
firms. The necessary data were collected using
Albertina and Hoppenstedt databases. The mea-
surement was subjective, in which respondents

Figure 1: Conceptual framework

were expressed the extent of their approval with
statements on a Likert scale from 1 to 7 (see ap-
pendix, MMOS and business performance mea-
surement). The index of market orientation and
business performance were calculated as arith-
metic means of the individual answers. Reliability
of the measuring instruments was checked us-
ing the Cronbach alpha coefficient. Causal rela-
tionship between the market orientation of firms
and their performance was studied by the least
squares method (multiple regression analysis).
Data were processed by means of the IBM SPSS
Statistics version 21 and IBM SPSS AMOS version
22 (graphic outputs) software packages.

Customers Intelligence Generation

(

H1 o

Competitors Intelligence Generation

1

%‘
Business

Intelligence Dissemination & Integration

/‘l-ﬁ"/' Performance

H

.

Responsiveness to Market Intelligence

Source: Own elaboration

|
<
=
)
N
Z,
o
»
)
=]
—
wn
a=
)
—
n
)
‘
—
3
IS



m Patrik ]angl

4.2. Hypothesis

A partly positive relation between market orien-
tation and innovations in high-tech sector was
confirmed by various independent studies, in-
cluding Jangl (2015), NoZi¢ka and Grosova (2012),
and others. It may be assumed that similar de-
pendence will also exist between market orien-
tation and business performance.

The following hypotheses were tested in this re-

search study:

H: Customer intelligence generation has a positive
significant influence on business performance.

H,,: Customer intelligence generation has nega-
tive or no significant influence on business

performance.

H . Competitor intelligence generation has a
positive significant influence on business
performance.

H_: Competitor intelligence generation has a

negative or no significant influence on busi-

ness performance.

H.: Intelligence dissemination & integration be-
tween departments and staff has a positive
significant influence on business perfor-
mance.

H,,: Intelligence dissemination & integration be-

tween departments and staff has a negative

or no significant influence on business per-

formance.

H,: Responsiveness to market intelligence has
a positive significant influence on business
performance.

H,,: Responsiveness to market intelligence has a

negative or no significant influence on busi-

ness performance.

5. STATISTICAL ANALYSIS

Reliability

Reliability of the MMOS measuring scale was
checked by Cronbach’s alpha index. According
to the professional literature, the resulting val-
ue should range between 0=0.60 and 0.=0.90
(Hair et al. 2006; DeVellis, 2003). Internal consis-
tency of items in the MMOS scale used is 0=0.83
(Czech Republic) and a=0.80 (Germany), which
is a very good value. Reliability for the business
performance scale reached satisfactory values of
0=0.71 (Czech Republic) and a=0.72 (Germany).
Market orientation consists formed of four fac-
tors (12 items), and company performance of fac-
tors (3 items), (see appendix).

Multiple regression analysis

Atfirst, basic statistical assumptions were checked
before using the regression analysis. The as-
sumptions of the linear regression analysis were
checked for both data sets. Dependent variable
performance is an interval variable. All indepen-
dent variables are also measured at interval level.
Independent variables are not highly correlated,
the result of which is that multicollinearity is not
present. All correlations are statistically signifi-
cant. The items are not highly correlated, which
means that the precondition of multicollinearity
absence is satisfied. VIF (variable inflation factor)
is below 5, tolerance is not lower than 0.2. Mul-
tivariate normality was checked by a histogram
of the standardized residuals and a p-p plot of
the standardized residuals. The histogram of the
standardized residuals is described very well by a
Gaussian curve. The standardized residuals lie on
the normal distribution line. Linearity of the re-
lations between variables and homoscedasticity
was checked by point plot of the standardized
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residuals and the standardized predicted values.
The plot of the standardized residuals, depend-
ing on the standardized predicted values, does
not show any relationship between the residu-
als and the standardized predicted values. The
independent variables in the model represent
the individual dimensions of market orientation,
while the dependent variable is business per-
formance. The model has the following form:

N
PERF =+ B,CUIG + B,COIG + BIDI + B,RMI

5.1. Czech high-tech firms

As Table 3 shows, the “customers intelligence
generation” factor (%=5.88) received the highest
evaluation, while the “responsiveness to market
intelligence” (%=4.67) has the lowest average
evaluation. The two remaining factors of the
market orientation (COIG, IDI) and also the busi-

ness performance (PERF) were evaluated similar-
ly by respondents. Their arithmetic means and
standard deviations are very similar. The total
index of market orientation (x=5.2) was calcu-
lated as the arithmetic mean of four dimensions
(12 items) and the business performance index
(x=5.2) of three items.

Multiple regression analysis (model
properties) — Czech high tech firms

Table 4: Significance of the model

0.538 0.289 0.271 16.16%**

Note: ***(p<0.001); Source: Own elaboration

It results from Table 4 that the model is statisti-
cally significant (F=16.16**) at the level of signifi-
cance of 0.001, which explains the 27.1% variance
of the dependent variable.

Table 3: Arithmetic mean (X), Standard deviation (SD), Correlations

Customers intelligence '

generation (CUIG) >88 | 088 high ]

Competitors intelligence . x

generation (COIG) 513 | 121 | medium | 043 1

Intelligence dissemination . x vx

& integration (D) 512 | 111 | medium | 0.29 0.21 1

Responsiveness tomarket |, o |1 13| 1o | o35% | 0ae® | 041% | 1
intelligence (RMI)+++

Market orientation (MO) 520 | 0.78 | medium | 068** | 0.75** | 0.67** | 0.78** 1
Business performance (PERF) | 5.13 | 1.09 | medium | 038** | 031** | 040** | 043** |052%| 1

Note: < 5.0 (low rate); <5; 5.5> (medium rate); > 5.5 (high rate)
** Pearson correlation is significant at a 0.01 level; Source: Own elaboration
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Table 5: Coefficients

Constant 1.123% 0.546 - 2.058 -
gg;te(’rg;g; '(”CtS'I"G@;ence 0252 | 0.095 0.20%* 2643 | poioctH.
ggg:;giric'gﬁg;'gence 0.058 0.072 0.06 0812 | pcceptH.

Note: PERF (dependent variable); ***(p<0.001); **(p<0.01); *(p<0.05)

Source: Own elaboration

It is clearly visible that three coefficients in the
model are positive and statistically significant
(see Table 5). There is a positive relationship
among the factors of “customers intelligence
generation’, “dissemination & integration of
market information’, “response to market infor-
mation” and the company performance; there-
fore, the null hypotheses H, Hos and H,, were
rejected. The opposite situation occurred with
the “competitors intelligence generation” factor,

Figure 2: Graphic representation of the model

which is not statistically significant, so the null
hypothesis H,, was not rejected. On the basis of
the standardized beta coefficient, we may state
that dissemination & integration of information
inside the firm (B,=0.24***) and responsiveness
to market intelligence (8,=0.23**) have the high-
est influence on business performance. The
model has the following form: PERF = 1123 +
0.252CUIG 4 0.058COIG + 0.233IDI 4 0.222RM|.
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5.2. German high-tech firms

Table 6: Arithmetic mean (x), Standard deviation (SD), Correlations

Customers intelligence .

generation (CUIG) 5741099 high ]

Competitors intelligence . vx

generation (COIG) 516 | 1.07 | medium | 043 1

Intelligence dissemination . x vx

& integration (IDI) 503 | 1.17 | medium | 038 0.27 1
Responsivenesstomarkel |y o) |45 | o | 038" | 050% | 051% | 1

intelligence (RMI)

Market orientation (MO) 514 | 081 | medium | 0.71** | 0.73** | 0.74** | 0.80** 1
Business performance (PERF) | 522 | 1.05 | medium | 041** | 0.31%* | 041** | 040** | 0.51** 1

Note: < 5.0 (low rate); <5; 5.5> (medium rate); > 5.5 (high rate)
** Pearson correlation is significant at a 0.01 level; Source: Own elaboration

On the sample of German firms, the factor of
‘customers intelligence generation” (X=5.74)
also got the highest value. On the contrary, the
factor “responsiveness to market intelligence”
had the worst result (x=4.64). The three remain-
ing factors were evaluated almost identically
by respondents. Their arithmetic means and
standard deviations are very similar. The total
index of the market orientation has the value
of x=5.14, with the value for company perfor-
mance at x=5.22.

Multiple regression analysis (model prop-
erties) - German high-tech firms

Table 7: Significance of the model

0.524 0.274 0.258 17.1971%%%

Note: *** (p<0.001); Source: Own elaboration

It results from Table 7 that the model is statisti-
cally significant (F=17191***) at the level of sig-
nificance of 0.001, which explains the 25.8% vari-
ance of the dependent variable.
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Table 8: Coefficients

Constant 1.77171%% 0.446 - 3.837 -

gg;t;g;g; i(rgﬁlllgence 0248* | 0078 0.23* 3187 | RejectH,,
gggj&gﬂrzgﬁgygeme 0.070 0.074 0.07 0942 | AcceptH,,
l;‘ itre]ltlégergfisndifg%mmaﬁon 01917 | 0067 0.21% 2839 | RejectH,,
ﬁiﬁ’l?gn;v;n(m y market | et | 0079 0.17* 2079 | RejectH,,

Note: PERF (dependent variable); ***(p<0.001); **(p<0.01); *(p<0.05)

Source: Own elaboration

The null hypotheses H_, H , and H,, were re-
jected but the null hypothesis H , was not. On
the basis of the standardized beta coefficients,
we may say that “dissemination & integration of
information” (8,=0.21**) and “customers intelli-
gence generation” (8,=0.23**) have the highest
influence on business performance in Germa-

Figure 3: Graphic representation of the model

ny. No significant correlation of the ‘competi-
tors intelligence generation” factor to company
performance was found, even on the sample
of the German highﬁh firms. The model has
the following form: PERF = 1.711 + 0.248CUIG +
0.070COIG + 0.191IDI + 0.164RMI.

Customers Intelligence Generation

N e

Competitors Intelligence Generation

\‘
Business

Performance

21
Intelligence Dissemination & Integration /

AT

Responsiveness to Market Intelligence

Source: Own elaboration
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Table 9: Summary of results (descriptive statistics)

CUIG 5.74 (high) 5.88 (high) 0.99 0.88
COIG 5.16 (medium) 5.13 (medium) 1.07 1.21
DI 5.03 (medium) 5.12 (medium) 1.17 1.11
RMI 4.64 (low) 467 (low) 1.08 1.13
MO 5.14 (medium) 5.20 (medium) 0.81 0.78
PERF 5.22 (medium) 5.13 (medium) 1.05 1.09

Note: Market Orientation Index (MOI); Standard Deviation (SD); Source: Own elaboration

Table 10: Summary of results (regression analysis)

CUIG PERF H, 0.23** 0.20**

COIG PERF H 0.07 0.06
DI PERF H, 0.21** 0.24***
RMI PERF H, 0.17* 0.23**

Note: ***(p<0.001); **(p<0.01); *(p<0.05); Source: Own elaboration

6. DISCUSSION

The model of market orientation was formed
from four dimensions, and business perfor-
mance was measured as a one-dimensional
construct. For each dimension the arithmetic
mean (x) was calculated. The modified market
orientation scale (MMOS) that was used, includ-
ing the business performance measurement, is
part of the supplement. Universal classification
of the firms according to the calculated average
value on a Likert scale from 1 to 7 was carried
out by Frejkovéd and Chalupsky (2013). These au-
thors divided the firms into three categories: (a)
total index of the market orientation (%) higher
than 5.5 (strongly market orientated), (b) index
lying in the interval from 5 to 5.5 (medium mar-
ket orientated) and index below the value 5.0
(weakly market orientated). According to this
classification, both Czech firms (x=5.20) and Ger-
man high-tech firms (%=5.14) seem to be medi-
um market orientated. The results may be con-

sidered as almost identical. Generally, the firms
may be advised to pay attention to dimension
four, “responsiveness to the market information”
as the worst ranked in both countries. It is a par-
ticular coordinated strategic action, which may
practically include improvement in areas such
as: revealing new market segments, expansion
abroad, higher flexibility in solving customer
dissatisfaction with final products, faster devel-
opment of new products, reacting to compet-
itive advertising campaigns, etc. Improvement
would automatically lead to an increase in total
index of the market orientation. Authors NoZi¢ka
and Grosova (2012) calculated the index of mar-
ket orientation in the Czech Republic at x=5.88;
Frejkové (2014) came to the value of ¥=5.19; and
Tomaskova (2005) calculated the value for the
Czech power industry firms at %=5.74. Although
all the above-mentioned scholars used a sev-
en-point Likert scale, their questionnaires and
samples of firms were different; that is why their
results are only partially comparable. The com-
pany performance turned out a bit better for
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the German high-tech firms (x=5.22) than for the
Czech ones (x=5.13).

Research of the causal relationship between
the market orientation of firms and company
performance was carried out in two phases.
In the first part, the data from the Czech high-
tech firms in the processing industry, and in the
second part, data from the managers of the
German firms were analyzed. In the first case,
a statistically significant relation between three
dimensions of market orientation and perfor-
mance was proven. Performance in the Czech
Repubilic is most clearly influenced by the fol-
lowing dimensions: dissemination of informa-
tion & integration of knowledge inside the firm
(63:024; p<0.001), and responsiveness to mar-
ket intelligence in the form of strategic action
(8,=0.23; p<0.01). Customers intelligence gener-
ation (8,=0.20; p<0.01) was a bit weaker, but also
had a statistically significant influence on com-
pany performance. The three hypotheses H, H,
and H, were thereby proven on the Czech data.
Further, the coefficient beta for the dimension
of gathering market information about the
competition (8,=0.06; p>0.05) was the only one
statistically not significant. Hypothesis H, was
thus not proved on the basis of the results of
the regression analysis.

Finally, the regression analysis was carried out on
data from the German high-tech firms. It is obvi-
ous that no significant relation (BZ:O.OZ' p>0.05)
to business performance was prove for the factor
‘competitor intelligence generation” Hypoth-
esis H, was not proven, for the same reason as
in the Czech Republic. Other relations between
components of market orientation and business
performance may be considered as statistically
significant for the German high-tech firms: cus-
tomer intelligence generation (,81:0.23; p<0.01),
dissemination & integration of information in-
side the firm (63:0.21; p<0.01), and responsive-
ness to market intelligence in the form of strate-
gic action (8,=0.17; p<0.05). As a result, the three
remaining hypotheses, H, H, and H,, were also
proven in Germany.

7. CONCLUSION

The objective of this study was to find out
the index of market orientation and business
performance and also to test four hypotheses
about the relationship between the main com-
ponents of market orientation and business
performance in the Czech Republic and Germa-
ny. On the basis of this analysis, the firms in the
both countries are medium market orientated.
Company performance can be assessed similar-
ly. Further, in both countries there is a slightly
positive and significant relationship between
the variables customer intelligence generation,
dissemination & integration of information in-
side the company, and responsiveness to mar-
ket intelligence and business performance. On
the other hand, no statistically significant cor-
relation was proven between the variables of
competitor intelligence generation and busi-
ness performance either within the Czech Re-
public or on the studied sample in Germany.
Unfortunately, there is no comparable quanti-
tative research in the Czech Republic which is
solved by multiple regression analysis; there-
fore, replication of the research is recommend-
ed. When using similar methods in Germany,
they repeatedly succeeded to prove similar re-
sults in production sector and services.

The calculated indices of market orientation and
company performance are also part of the results;
they indicated that the firms pay most attention
to getting market information about customers,
and that largely underestimate their response
to often hard-acquired market information. On
account of this, it could be recommended that
the management place more emphasis on co-
ordinated action, because its influence on com-
pany results is the same as on other processes. In
other respects, the differences in the high-tech
sector between the two countries are not great
according to the ascertained indices, which is
proof of similar company management. The re-
sults of empirical research may serve as feedback
for managers and help in the self-evaluation of
strong and weak points in the firm, while also en-
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abling them/researchers to confirm results with | surement of market orientation of a firm and
the help of the innovated model. development of a new model with a focus on

contemporary trends in management and mar-
keting) for providing the financial support to car-

Acknowledgements ry out this research.

The Author is grateful to the Internal Grant Agen-
cy of FaME TBU No. IGA/FaME/2013/029 (Mea-

REFERENCES

12.
13.
14.

16.

17.

. Akimova, I. (2000). Development of Market Orientation and Competitiveness of Ukrainian Firms.

European Journal of Marketing, 34(9/10), 1128-1148.

. Balabanis, G, Stables, R., & Phillips, H. (1997). Market orientation in the top 200 British charity organ-

isations and its impact on their performance. European Journal of Marketing, 31(8), 583-603.

. Bhuian, S. (1997). Exploring market orientation in banks: an empirical examination in Saudi Arabia.

The Journal of service marketing, 11(5), 317-328.

. Carr, J, & Lopez, T. (2007). Examining market orientation as both culture and conduct: Modeling

the relationships between market orientation and employees responses. Journal of Marketing The-
ory & Practice, 15(2), 113-124.

. Caruana, A, Pitt, L, & Ewing, M. (2003). The market orientation performance link: the role of service

reliability. The service industries Journal, 23(4), 25-41.

. Chalupsky, V., Simberovd, |, Tomaskova, E,, & Kariovska, L. (2009). Wzkum implementace trzni orien-

tace u hi-tech firem. Brno: FP VUT v Brné.
Chang, T, & Chen, S. (1998). Market orientation, service quality and business profitability: a concep-
tual model and empirical evidence. Journal of Services Marketing, 12(4), 246-264.

. Czech Statistical Office (2011)
. Dauda, Y. A, & Akingbade, W. A. (2010). Employee’s Market Orientation and Business Performance

in Nigeria: Analysis of Small Business Enterprises in Lagos State. International Journal of Marketing
Studies, 2(2), 134-143.

. Deng, S, & Dart, J. (1999). The Market orientation of Chinese enterprises during a time of transa-

tion. European Journal of Marketing, 33(5/6), 631-654.

. Deshpandé, R, & Farley, J. U. (1998). Measuring market orientation: Generalization and synthesis,

Journal of Market-Focused Management, 2(3), 213-232.

DeVellis, R. F. (2003). Scale Development: Theory and Applications. Newbury Park, CA: Sage.

Eurostat data (2013).

Farrell, M. A., Oczkowski, E., & Kharabsheh, R. (2008). Market orientation, learning orientation and
organisational performance in international joint ventures. Asia Pacific Journal of Marketing and
Logistics, 20(3), 2 89-308.

Flohr Nielsen, J,, Host, V, Jaensson, J-E., Kock, S., & Selnes, F. (2003). Market orientation in Nordic
banks: does nationality matter?. Furopean Journal of Marketing, 37(11/12), 1818-1841.

Frejkova, D. (2014). Market orientation and customer relationship management. Brno: FP VUT v Brné.
Frejkovd, D., & Chalupsky, V. (2013). Souvislost mezi fizenim vztahU k zakaznikm (CRM) a trznf ori-
entaci (MO) a vliv velikosti podniku a typu trhu na CRMa MO. Trendy ekonomiky a managementu,
7(17), 52-60.

167



m Patrik ]angl

18.

19.

20.

21.

22.

23.

24.

25.

26.

27.

28.

29.

30.

31

32.

33.

34

35.

36.

37.

38.

39.

Fritz, W. (1992). Marktorientierte Unternehmensfiihrung und Unternehmenserfolg. Stuttgart: Schéffer-
Poeschel.

Hair, J., Black, W., Babin, B, Anderson, R., & Tatham, R. (2006). Multivariate Data Analysis (6™ Ed.). New
Jersey, NJ: Pearson Educational International.

Harris, L. C, & Ogbonna, E. (2001). Leadership style and market orientation: an empirical study.
European Journal of Marketing, 35(5/6), 744-764.

Haugland, S. A, Myrtveit, |, & Nygaard, A. (2007). Market orientation and performance in the ser-
vice industry: A data envelopment analysis. Journal of Business Research, 60(11), 1191-1197.
Homburg, C, & Pflesser, Ch. (2000). A Multiple-Layer Model Model of Market-Oriented Organiza-
tional Culture: Measurement Issues and Performance Outcomes. Journal of Marketing Research, 37,
449-462.

Hooley, G, Fahy, J,, Greenley, G., Beracs, J., & Snoj, B. (2003). Market orientation in the service sector
of the transition economies of Central Europe. European Journal of Marketing, 37(1/2), 86-106.

Im, S., & Workman Jr, J. P. (2004). Market Orientation, Creativity, and New Product Performance in
High-Technology Firms. Journal of Marketing, 68(2), 114-132.

Jangl, P. (2015). The effect of market orientation on innovation of Czech and German high-tech
firms. Journal of Applied Economic Sciences, 10(2), 182-194.

Jangl, P, & Mikulastik, M. (2013). The Impact of Market Orientation on the Competitiveness of a
Bank. International Journal of Economics and Statistics, 1(4), 271-276.

Kanovska, L., & Tomaskova, E. (2012). Competitor Orientation at Hi-tech Companies. Trendy ekono-
miky a managementu, 7(10), 45-52.

Kanovska, L., & Tomaskova, E. (2014). Market orientation and strategic behaviour at high-tech com-
panies. £+M: Ekonomie a Management, 17(4), 86-100.

Kohli, A. K, & Jaworski, B. J. (1990). Market orientation: the construct, research propositions and
managerial implications. Journal of Marketing, 54(2), 1-18.

Kohli, A. K., Jaworski, B. J,, & Kumar, A. (1993). MARKOR: A Measure of Market Orientation. Journal of
Marketing Research, 30, 467-77.

Lado, N. R, Maydeu-Olivares, A, & Rivera, J. (1998). Measuring market orientation in several popu-
lations: a structural equations approach. Furopean Journal of Marketing, 32(1/2), 23-39.

Lado, N, & Rivera, J. (1996). Measuring market orientation in several population. European Journal
of Marketing, 32(1/2), 23-29.

Langerak, F. (1997). The relationship between customer and supplier perceptions of the manufac-
turer's market and its business performance. International Journal of Market Research, 43, 43-62.
Liechtenthal, J. D, & Wilson, D. T. (1992). Becoming Market Oriented. Journal of Business Research,
24(3), 191-207.

Liu, H. (1995). Market Orientation and firm size: an empirical examination in UK firms. European
Journal of Marketing, 29(1), 57-71.

Martin-Consuegra, D, & Esteban, A. (2007). Market orientation and business performance: An em-
pirical investigation in the airline industry. Journal of Air Transport Management, 13, 383-386.
Megicks, P, & Warnaby, G. (2008). Market orientation and performance in small independent re-
tailers in the UK. The International Review of Retail, Distribution, and Consumer Research, 18(1), 105-
119.

Mohr, J. J, Sengupta, S, & Slater, F, S. (2014). Marketing of High Technology products and Innovations.
England: Pearson Education Limited.

Mokhtar, S. S. M., Yusoff, R. Z., & Arshad, R. (2009). Market Orientation Critical Success factors of Ma-
laysian Manufacturers and Its Impact on Financial Performance. International Journal of Marketing
Studies, 1(1), 77-84.



RELATIONSHIP BETWEEN MARKET ORIENTATION AND BUSINESS PERFORMANCE
IN CZECH AND GERMAN HIGH-TECH FIRMS UDK: 658.114:004>(437.3+430)

40. Narver, J. C, &Slater, S. F. (1990). The Effect of a Market Orientation on Business Profitability. Journal
of Marketing, 54, 20-35.

41. Narver, J. C, Slater, S. F, & NacLachlam, D. L. (2004). Responsive and Proactive Market Orientation
and New-Product Success. Journal of Product Innovation Management, 21, 334-347.

42. Nozicka, J, & Grosova, S. (2012). Méfeni trzni orientace ve vzorku malych a stfednich inovacnich
podnik{. Acta Universitatis Bohemiae Meridionales, 15(1), 31-42.

43. Nwokah, N. G. (2008). Strategic market orientation and business performance: The study of food
and beverages organisations in Nigeria. European Journal of Marketing, 42(3/4), 279-286.

44. Oudan, R. (2012). Market Orientation. VDM Verlag Dr. Mueller e K.

45. Panigyrakis, G., & Theodoridis, P. (2007). Market Orientation and Performance: An Empirical Inves-
tigation in the Retail Industry in Greece. Journal of Retailing and Consumer Services, 14(2), 137-149.

46. Pitt, L, Caruana, A, & Berthon, P. R. (1996). Market orientation and business performance: some
European evidence. International Marketing Review, 13(1), 5-18.

47. Pulendran, S, Speed, R., & Widing, R. E. (2003). Marketing planning, market orientation and busi-
ness performance. Furopean Journal of Marketing, 37(3/4), 476-497.

48. Raju, P. S, Lonial, S. C, Gupta, Y. P, & Ziegler, C. (2000). The Relationship between Market Orienta-
tion and Performance in the Hospital Industry. Health Care Management Science, 3, 237-247.

49. Ramaseshan, B, Caruana, A, & Pang, L. S. (2002). The effect of market orientation on new product
performance: a study among Singaporean firms. Journal of Product & Brand Management, 11(6),
399-400.

50. Ramayah, T, Samat, N., & Lo, M. (2011). Market orientation, service quality and organizational per-
formance in service organizations in Malaysia. Asia-Pacific Journal of Business Administration, 3(1),
8-23.

51. Santos-Vijande, M. L, Sanzo-Pérez, M. J,, Alvarez-Gonzélez, L. |, & Vazquez-Casielles, R. (2005). Or-
ganizational learning and market orientation: interface and effects on performance. Industrial
Marketing Management, 34(3), 187-203.

52. Singh, R. (2009). Mind the gap: Unlocking the relationship between market orientation and ser-
vice performance. Library Review, 58(1), 28-43.

53. Sukato, N. (2014). The Implementation of Market Orientation and Innovation in SMEs. International
Journal of Academic Research in Business and Social Sciences, 4(5), 614-625.

54. Tomaskova, E. (2005). Méfeni trzni orientace a jeji vliv na podnikovy vykon. Brno: Vutium.

55. Tomaskova, E. (2009). Trzni orientace jako ndstroj pro zvySovdni konkurenceschopnosti. Brno: Masaryk
University.

56. van Wood, R, Bhuian, S., & Kiecker, P. (2000). Market orientation and organizational performance in
non-for-profit hospitals. Journal of Business Research, 48, 213-226.

57 Wong, S. K. S, & Tong, C. (2012). The influence of market orientation on new product success.
European Journal of Innovation Management, 15(1), 99-121.



Patrik Jangl

APPENDIX

The Modified Market Orientation Scale (MMOS)

Customers Intelligence We systematically collect and evaluate data about satisfaction or

Generation non-satisfaction of customers.

2. We have regular meetings with customers in order to learn their
future expectations in time.

3. We permanently strive for a deeper understanding of the hidden
needs and requirements of customers.

Competitors Intelligence  |4. We perform evaluations of the strong and weak points of major

Generation competitors.

5. We try to predict the future behaviour of competitors.

6. We monitor mutually competing firms in our branch.

Intelligence Dissemination | 7. We inform each other about successful and unsuccessful

& Integration experiences with customers across all company departments.

8. In our company we hold a lot of formal and informal talks
in which we discuss present business successes, market
opportunities or risks.

9. Market information is integrated in this workplace before
decisions are made.

Responsiveness to Market | 10. Our reaction to a competitor's price campaign is very short.

Intelligence 11. Principles of market segmentation control the development of
new products in our firm.

12. We react immediately if the competition launches an intensive
advertising campaign aimed at our customers.

—

Business Performance Measurement

Business Performance 13. Our firm achieved a growth in sales over the last year.
14. Profitability (ROA) is increased year-on-year.
15. Our firm increased its market share over the last year.
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