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Abstract

This study is to investigate the relationship among three dimensions of marketing innovation strategy
(learning orientation, firm entrepreneurship and research and development innovation strategy) on marketing
performance through mediating influences of new product development, customer responsiveness, marketing
effectiveness and marketing advantage. Moreover, this study examines the moderating effects of market
culture. Also, long term vision, marketing resources and technology growth are examines as antecedents of
marketing innovation strategy in the context furniture exporter businesses in Thailand. Regression analysis is
employed to analyze the relationship between these variables. Eighty-two furniture exporter businesses in
Thailand are used samples that are the collected data form mail survey questionnaires. The result indicates that
all dimensions of marketing innovation strategy has an effect on consequence in different ways, include that
learning orientation, firm entrepreneurship, and R&D innovation strategy has a positive effect on New
product development, customer responsiveness, marketing effectiveness, and marketing performance, whereas,
long term wvision has full positive influence on three dimension of marketing innovation strategy. And on
moderating effect of marketing innovation strategy has positive only influence on the relationship between long
tern vision and market culture on learning orientation.

1. Introduction

Presently, an intense competitive business and rapidly changing business environment
(Meira. 2010) and entails inability to forecast future demand (Stalk and Hout, 1990). Numerous
organizations should rapidly change their incredible methodology for executing their business and
strategy to pick advantage form emerging opportunities (Eisenhardt, 1989; Hannan and Freeman,
1984). Hence, firms prepare to deal with uncertainty and changing environment with appropriate
strategy entails to competitive advantage and achieve superior performance (Eisenhardt and Martin,
2000).The firm are challenged, their employ innovation to develop marketing strategy (Goedhuys
and Veugelers.,2011;Maine et. al., 2014; Love et. al., 2014). Because there approaches establish
different strategies provide sustainable superior competition as new ideas, new process for beneficial
of the firm in solving problems or development of implementation (Amabile, 1996; Franken, 2007;
Kylaheiko et. al, 2011).

Furthermore, the rapidly changing on marketing environment become more complex in
home decorate market, the firm in manufacturing of home decorate has especially in innovation,
when open economy as ASEAN Economic Community: AEC make to the markets in ASEAN region
becoming a single market, globally diffuse sources of invention, market dynamism (Eisenhardt and
Martin, 2000) manufacturing capability and innovation (Teece, 2007) as firms depending on their
resources to drive through sustainable competitive advantages. The firms within these undulation
will need to establish, manipulate, integrate and reconfigure inner and outer skills to change these
shaky situations, termed as ‘dynamic capabilities” (Teece et. al., 1998; Eisenhardt & Martin, 2000),
which are based on firm resources the most important because they enhance knowledge by making
decisions in each situation, (Parthasarathy, Huang, and Ariss, 2012).Thus, the knowledge of this
important like of marketing innovation strategy, entrepreneurship and performance remain limited.
In this respect, a number of studies continue to focus on questions that are of concern as how firm
marketing innovation strategies consists of three dimension are entrepreneurship, learning
orientation, and R&D novation strategy impact marketing performance (Chih-Wen Wu, 2013). This
addresses these questions by come back to the key construct of firm entrepreneurship, learning
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orientation, and R&D innovation strategy and marketing performance in furniture exporter
businesses context.

This first aim of study also examines the concept and construct of firm entrepreneurship,
learning orientation, and R&D innovation strategy and performance in the literature that reflect
resource based theory (Barney, 1991; Wernerfelt, 1984, 1995). The second aim is to examine the
relationship between the antecedent and consequences of marketing innovation strategy. The third
aim to examine the antecedent factors which drive marketing innovation strategy in order to achieve
marketing performance. The fourth aim is to examine the influence of marketing innovation strategy
through the consequential factors in order to achieve marketing performance. The final aim is to
examine the influence of the moderating effect, namely, market culture. The main research questions
of this study are how the dimension of marketing innovation strategy competes through marketing
performance and how the antecedent and consequence factors influence marketing innovation
strategy in order to achieve marketing performance. Then, we review the relevant literature.

2. Literature Review and Hypothesis

The examination model of this study is demonstrated in figure 1 and shows the reason of the
consequences for three dimensions of marketing innovation strategy. The consequences are new
product development, customer responsiveness, marketing effectiveness, marketing advantage, and
marketing performance. The antecedents are long-term vision, marketing resources, technology
growth, and. Moreover, this study examines market culture as the moderator in the context of
furniture exporter businesses in Thailand. Linkages of these constructs are indicated in figurel.
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Figure 1: Relationship Model of Marketing Innovations Strategy and Marketing Performance

2.1 Marketing Innovation Strategy

Marketing innovation strategy is defined that significant changes in innovation/knowledge
is a stem from the revelation of something new. Incremental innovations, on the other hand, are
major advances to an established technology/knowledge (Garcia & Calantone, 2002). The logic of
marketing innovation emphasizes sales growth by shifting consumer demand from elastic to more
inelastic market segments through the delivery of better value (actual or perceived) to the consumers
(Bennett&Cooper, 1979, 1981;Hurley&Hult,1998), Thus, such as marketing innovation strategy is
learning orientation that refers to learning something new and has changed over time, both within
and outside the organization by systematic pattern, such as knowledge sharing between
departments and the application of modern technology, under providing the supporting with the
implementation of firm. It led to established knowledge newness. While, Moreira and Silva, 2012
defined marketing innovation is as an advancement is as a capacity of firm to inventive for creating
new product and administrations picking up to the business sector, for example, upgrade bundling,
new media for product advancement, new strategies for deals channels, and new routines for
valuing pricing goods or services, which are important for many organizations leading to marketing
sustainability. And Naidoo, 2010 revealed that marketing innovation is defined as the upgrades in
product design, estimating, situation, advancement, and the chance of survival. With an essential
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target of advancement being the improvement of new or adjusted products/processes aimed at
improving organizational performance and with superior performance inherently dependent on
understanding and satisfying customer needs better than one's competitors, market orientation and
innovation are intrinsically linked constructs(Augusto & Coelho, 2009; Hauser, Tellis, & Griffin,
2006).

2.1.1 Learning orientation.

The first dimension of strategic marketing innovation developed from learning orientation
that focuses on constructs. Learning orientation focuses on four crucial components: innovation
skills, innovation metrics, information technology innovation, and management process (Hamel,
2000). Argyris (1994) distinguishes that good communication could have either a positive or a
negative effect on learning. Organizational culture and the amount of resources also regulate the
quality of learning (Shimizu & Hit, 2004). A learning organization definition is a firm that intends to
build structures and strategies to improve performance and enhance organizational learning
(Dodgson, 1993). The learning orientation includes new knowledge created (Slater & Narver, 1995)
and new knowledge used (Sinkula, Baker, & Noordewier, 1997). Accordingly, these four principal
dimensions for learning orientation include commitment to learning (Santos-Vijande, Sanzo-Perez,
Alarez-Gonzalez, & Vazquez-Casielles, 2005; Sinkula et al.,, 1997), open mindedness (Calantone,
Cavusgil, & Zhao, 2002; Santos-Vijande et al., 2005; Sinkula et al., 1997), shared vision (Barker &
Sinkula, 2005) and intra organizational knowledge sharing (Calantone et al., 2002; Lukas, Hult, &
Ferrell, 1996).As a result, this study implies that learning orientation focus will have a positive effect
on new product development, customer responsiveness fulfillment, marketing effectiveness,
marketing advantage, and marketing performance. Thus, we hypothesize the relationship as
follows:

Hypothesis 1: Learning orientation has a positive influence on (a) new product development (b)
customer responsiveness (c) marketing effectiveness (d) marketing advantage, and (e) marketing
performance.

2.1.2 Firm entrepreneurship.

The second dimension of strategic marketing innovation developed from entrepreneurship
focus construct. Entrepreneurship focus is top executive stress to education in the field on the
growth of entrepreneurship that gained increasing attention on a new view as the essential activities
of the entrepreneurship (Peterson & Berger, 1972; Shane & Venkataraman, 2000; Soriano & Peris-
Ortiz, 2011), consists that three primary complements encourage to key of entrepreneurship with in a
firm consisting risk taking, innovativeness and proactiveness (Barringer & Bluedorn, 1999; Tajeddini
& Mueller, 2012; Wiklund & Shepherd, 2003).Thus, the definition of entrepreneurship includes
entrepreneurial practices inside of associations (Stevenson & Jarillo, 1990; Stopford & Baden-Fuller,
1994), franchising (Shane & Hoy, 1996), acquisition practices (Gartner, 1990) and opportunity
recognition (Renko, Shrader, & Simon, 2012). And the area of firm entrepreneurial orientation has
followed three primary streams, including the factors of predicting the presence of high levels of
firm entrepreneurship (Lumpkin & Dess, 1996; Zahra, 1991), scholars mentioned innovation as the
process leading to a competitive advantage (Branzei and Vertinsky, 2006). Particularly, marketing
innovation will enhance developing products and services differently (Naidoo, 2010). Moreover,
prior research indicates the result which product innovation is the strong indicator of finance
performance under the modern production and value creation (Goedhuys and Veugelers, 2011).
Entrepreneurship focus will have a positive effect on new product development, customer
responsiveness fulfillment, and marketing performance. As a result, this study implies that firm
effectiveness, marketing advantage and Marketing performance. Thus, we hypothesize the
relationship as follows:

Hypothesis 2: Firm entrepreneurship has a positive influence on (a) new product development (b)
customer responsiveness (c) marketing effectiveness (d) marketing advantage, and (e) marketing
performance.

2.1.3 R&D innovation strategy.

The third dimension of strategic marketing innovation developed from R&D innovation
focus construct. R&D innovation strategy emphasized on program and process including innovation
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creation ((Nohria & Gulati, 1996; Utterback, 1975), innovation adoption (Dodgson,1993) and
innovation diffusion ((Huarng, 2010; Huarng, 2011; Rogers,1995)and emphasis on price, quality and
customer satisfaction, and requiring an increased recognition of innovation(Barkema, Baum, &
Mannix, 2002; Chaston & Scott, 2012; Pettigrew,Woodman, & Cameron, 2001, Woodside, Ko, &
Huan, 2012). Innovation strategy in organizations has been of central interest in recent years because
it is vital for organizational adaptation and renewal as well as for competitive advantage (Kim &
Huarng, 2011; Lewis, Welsh, Dehler, & Green, 2002; Parellada, Soriano, & Huarng, 2011). R&D
innovation strategy definition is alternative marketing strategy for enabling solution to problems,
fulfilling customer expectations, and application involves commercializing a product or service
(Chaston & Scott, 2012; Zairi, 1994) and led to better performance from higher market returns
(Chaston & Scott, 2012; Zairi, 1994).As a result, this study implies that R&D innovation strategy
focus will have a positive effect on new product development, customer responsiveness fulfillment,
marketing effectiveness, marketing advantage, and marketing performance. Thus, we hypothesize
the relationship as follows:

Hypothesis 3: R&D innovation strategy has a positive influence on (a) new product development (b)
customer responsiveness (c) marketing effectiveness (d) marketing advantage, and (e) marketing
performance.

2.2 New Product Development

New-product development refers to the firm’s capability of building or improving products
and firm launching the fresh products into a marketplace at a high of quality, low cost and at the
appropriate time launching a new product. Similarly, scholars mention that customers perceive
quality products and good prices for the best choices (Racela and Thoumrungroje, 2010: Hult et al.,
2004). Moreover, scholars reveal the new product development that is a main driver of firm
performance and organizational survival (Brown and Eisenhardt, 1995). This implies that a new
product can increase marketing advantage. Thus, we hypothesize the relationship as follows:
Hypothesis 4: New product development has a positive influence on marketing advantage.

2.3 Customer Responsiveness

Customer Responsiveness refers to firm’s competency in response to customer
demand/need and delivers superior value to customer. It involves a focus on customers by
identifying, analyzing, understanding, and answering their needs (Johnson and other, 2003). Besides,
it involves firm willingness to respond to customer needs, customer satisfaction and to provide
product and support service. Likewise, customer orientation refers to the focus on the sufficient
understanding of the target customers so as to deliver superior values for them (Naver and Slater,
1990). Prior research shows that firms with customer responsiveness that allows an organization to
differentiate its product and service from competitors, sustains customer loyalty and extends the
value they provide to customers (Magretta, 1998). Customer responsiveness is defined as firm ability
to quickly respond and helpfulness of the services to customers (Lee and Lin, 2005). Thus, a firm has
an ability to sense and respond to the market needed by collecting and disseminating market
information throughout the organization increasing customer satisfaction (Deighton, 1997).As a
result, this study implies that customer responsiveness focus will have a positive effect on marketing
advantage. Thus, we hypothesize the relationship as follows:
Hypothesis 5: Customer responsiveness has a positive influence on marketing advantage.

2.4 Marketing effectiveness.

Marketing effectiveness defines as the operation to optimize marketing spending to obtain
greater results of objectives both short and long-term (Nwokah and Ahiauzu, 2008). Marketing
effectiveness has four basic facets, including corporate, competitive, customer, and exogenous factors
(Nwokah, 2006). Similarly, Kotler (1977) defines marketing effectiveness as a firm’s ability to learn
about the market, identifies opportunities, and selects target markets to offer better value to target
customers. Nwokah (2006) argues that there are five factors driving marketing effectiveness,
consisting of marketing strategy, creative marketing, marketing execution, marketing infrastructure,
and exogenous factors. In addition, Ussahawanitchakit (2012) presents that marketing effectiveness
has a strong effect on customer satisfaction, market orientation, long-term growth, profitability, and
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firm performance. We expect that marketing effectiveness also affects marketing advantage. Thus,
we hypothesize the relationship as follows:
Hypothesis 6: Marketing effectiveness has a positive influence on marketing advantage.

2.5 Marketing Advantage.

Marketing advantage is defined as the firm’s action or firm’s capability to design, create and
develop a distinctive image of product offerings that overcome the competitors’ position (Kotler and
Keller, 2009; Phokha, Ussahawanitchakitm, 2011). The source of firm advantage depends on the
firm’s resources and activities which are able to provide superior performance (Barney, 1991).
Marketing advantage with new products includes high quality and reasonable price, outstanding
quality including modern innovation, and unique and good reputation over its competitors (Thipsri
and Ussahawanitchakit, 2008). Certainly, the customer perceives value in receiving benefits and
features of new product development that is related to be able to respond to the customer in terms of
customer satisfaction and ultimately achieving superior performance (Ussahawanitchakit, 2005). In
this research, marketing advantage refers to the capability of the organization for the development of
new products with unique and superior features which are better than those of its competitors and
give advantage in the market such as high quality, uniqueness, and reasonable price are such
characteristics. In addition, Kaleka (2002) points out that there are two distinct types of competitive
advantage: cost and differentiation advantage. According to Zhou, Brown, and Dev (2008),
competitive advantage of an organization includes price/cost, quality, delivery reliability, product
innovation, and time for market effects on organizational success. Also, the work of Stewart (1997)
indicates that higher performance in an export venture may be expected if the exporting firm
achieves a "fit" between its export marketing strategy and its internal and external environments. As
a result, this study implies that marketing advantage focus will have a positive effect on marketing
performance. Thus, we hypothesize the relationship as follows:

Hypothesis 7: Marketing advantage has a positive influence on marketing performance.

2.6 Marketing Performance.

In previous research, Arthurs and Busenitz (2006) and Gao (2010) proposed that marketing
performance is a firm’s emphasis on success which comprises the marketing capability in response
to the market demands and the adaptation capabilities in environmental change. Similarly, Barczak
et al. (2008) explained that marketing performance is the degree of the new product that meets
customer expectations with regard to sales, a market share greater than its competitors, profitability,
and the ability of the firm to respond to market and create customer satisfaction. Likewise, Murray
and Chao (2005) used new product development speed, development cost efficiency, and product
quality in order to reflect the marketing performance. Moreover, marketing performance is reflected
on profitability, sales growth, and market share. The marketing performance measure should
capture firm performance at both current and future levels. More explicitly, a broad and well-
balanced performance conceptualization, including financial and non-financial measure, will help
marketers to fully understand the performance consequences of their strategies (Varadarajan and
Jayachandran, 1999). Financial performance literally refers to financial measures, such as profit
margin, return on investment, and revenue growth, whereas marketing performance implies
measures such as the volume of new customers, sales volume, and market share (Jaakkola et al.,
2010; Kaynak and Kara, 2004). Every firm should, in principle, seek profitable growth over
maximum sales alone. The study of new product success finds that a strong positive link exists
between market share and return on investment (ROI) measures (Baker and Sinkula, 1999; Morgan et
al., 2003).Hooley et al. (2005) argued that superior marketing performance likely results in superior
financial performance. Moreover, Morgan (2012) argued that marketing performance is the
capability of firm to increase sales volume and firm activities which are the ultimate organizational
goals in terms of financial performance. Marketing performance can be measured in terms of
accounting indicators such as cash flows and profitability. In addition, O’Sullivan and Abela (2007)
suggested that marketing performance is measured by returning on assets (ROA), and returning on
investment (ROI). However, the marketing performance can be measured by sales volume, sales
growth, and market share, whereas financial performance can be measured by profitability, a
percentage of sales, return on investment (ROI), profit margin, and profit growth (Hultman et al.,
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2011). Thus, marketing performance is the perceptions regarding any outcomes that indicate firms’
success including customer satisfaction, customer acceptance, sales growth, market share, and
overall performance (Barczak et al., 2008; Hultman et al., 2011; Jampaphang and Ussahawanitchakit,
2013).

2.7 Long Term Vision.

Vision is a future image of the business. Vision is a basic factor which reveals clear
conception of the present situation and the future objectives, and exhibits the objective of a business.
The most essential use of vision for organizations is that it leads to methods for attaining goals and
objectives (Ozmen and Sumer, 2011). Moreover, long-term vision can be implicit as the anticipated or
planned future state of an organization in terms of its important objectives and/or strategic
direction. The vision of long-term vision describes how the organization would like the world to be
in which it operates. In other words, it is the business vision which is the general purpose of the
organization, preferably replicating the potentials and value of the major stakeholders of the
business organization (Jackson and Schuler, 1995). There has been some research on the importance
of vision as well as its construction to effective organizational outcomes. Thus, vision focuses on
what is actually important for organizations (Conger, 1998) including future foresight with a core
purpose. Moreover, vision can provide effort for organizational change (Belasco and Stayer, 1994). In
addition, the vision announcement involving organizational future, innovation, motivation or
purpose is essentially applied (List et al., 2012). Thus, long term vision is defined as a viewed
guideline or an idealized goal to clarify of the firm’s operations, illustrating long-term planning for
future achievement based on the literature reviewed above, long-term vision enhancement has the
potential capability to enhance new management method experimentation, proactive organizational
development implementation, modern human resource management establishment, integrative
performance evaluation presentation, and value-added working system enhancement (Jackson and
Schuler, 1995; Ozmen and Sumer, 2011; List et al., 2012 ). As a result, this study implies that long
term vision focus will have a positive effect on marketing innovation strategy. Thus, we hypothesize
the relationship as follows:

Hypothesis 8a-c: Long term vision has a positive influence on marketing innovation strategy (a)
learning orientation, (b) firm entrepreneurship, and (c) R&D innovation strategy.

2.8 Marketing Resource.

Marketing resource is defined as marketing outcome (Wernerfelt, 1984) describes the firm’s
resources as a huge can of worms. Subsequently, attempts to enumerate this resource base are
available. For example, an early contribution by Hofer and Schendel (1978) classified a firm'’s
resources as finance, physical, human, organization or technology. In one of the most cited pieces,
Barney (1991, p. 101) described the firm’s resources as comprising all assets, capabilities,
organizational processes, firm attributes, information, knowledge, etc. and there have been many
other classifications. Gilbert et al. (2005) demonstrate how IBM marketed their human and technical
competencies to transform themselves from a product company to a solution provider. But to imply
that this was a unique or unusual initiative would be highly questionable identified four categories
of market-based resources—customer linking capabilities, market innovation capabilities, human
resource assets, and reputational assets (Hooley et al., 2005). Thus, Marketing resources define as
resource, knowledge, capability, of firm. As a result, this study implies that marketing resource focus
will have a positive effect on marketing innovation strategy. Thus, we hypothesize the relationship
as follows:

Hypothesis 9a-c: Marketing resource has a positive influence on marketing innovation strategy (a)
learning orientation, (b) firm entrepreneurship, and (c) R&D innovation strategy.

2.9 Technology Growth

Technology growth refers to the skip advance and speed of forward change of technology
associated with new technology products with an impact on firm operation procedures (Glazer and
Weiss, 1993). Technology advances have revolutionized business processes and practices. For
example, the emergence of the information technology has revolutionized the way we provide
information, communication and transactions. The speed of technological development is getting
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higher permanently; it is getting more intensive and virtually all technologies develop in an amazing
situation. Growth of technology also supports an organization when it decides to choose the best
coordination mechanisms and implements into organization systems. To deal with this rapid
growth, firms need to continuously modify their processing systems and develop workforce to
support new work procedure. Technological changes continuously generate new challenges and
chances for investment in employee development, these chances need to occupy and change into
value through effective and dynamic technology management (Rudez and Mihalic, 2007).
Nowadays, firms need to acquire new idea to choose new technology from learning partnership and
customers’ ideas and suggestions that impact on business process and cultural development.
Therefore, firms must have technology changes in the growth of technology enterprise from external
organizations continuously (Allred and Swan, 2004). Firms can focus production advantages
through both the integration of new technology and the development of employee expertise.
Similarly, the organizational technology process is a learning process through which a stream of new
technological knowledge is originated. Shorter product life and the consequent need for workers to
be able to absorb new skills quickly impact on education and training needs. The company offers on
and off-site classroom education and training, laboratory training, and structured training in the
workplace for employees at all levels of the organization. Therefore, firms must be a set of
technological resource, both hardware and software utilizations, which support different application
characteristics of learning activities such as technologies for distributing knowledge, knowledge
discovery, knowledge creation and storage (Jitnom and Ussahawanitchakit, 2010). Then, firms
should invest on human resource development as well as on technology investment. Likewise, the
study of Jitnom and Ussahawanitchakit (2010) show that the higher the continuous technology
growth is, the more likely that the firms will have strategic learning capability that leads to firm
performance. As a result, this study implies that technology growth focus will have a positive effect
on marketing innovation strategy. Thus, we hypothesize the relationship as follows:

Hypothesis 10a-c: Technology growth has a positive influence on marketing innovation strategy (a)
learning orientation, (b) firm entrepreneurship, and (c) R&D innovation strategy.

2.10 Moderating Effects of Market Culture

Market Culture is defined as organizational culture which is the pattern of shared values and
beliefs, that help employees understand and believe that the marketing function creates value for the
existing customers and achieves excellence in business and firm performance (Narver and
Slater,1990) and firm generates a pattern of an organization-specific system based on marketing
orientation about responsiveness customer needs, in which the corporate memberships hold to
corporate norms (Carr and Lopez, 2007).Therefore, this study imposes market culture, it patterns of
shared values and beliefs, that help employees understand and believe that the marketing function
creates value for the existing customers and achieves excellence. These factors enhance firm to
establish innovation within the firm (Weerawardena, 2003). Therefore, the research relation is
hypothesized as follows:

Hypothesis 11a-c: Market culture will positively moderate relationship between long term vision and (a)
learning orientation (b) customer relationship (c) R&D innovation strategy.
Hypothesis 12a-c: Market culture will positively moderate relationship between marketing resource and (a)
learning orientation (b) customer relationship (c) R&D innovation strategy.
Hypothesis 13a-c: Market culture will positively moderate relationship between technology growth and (a)
learning orientation (b) customer relationship (c) R&D innovation strategy.

3. Research Methodology
3.1 Sample Selection and Data Collection Procedure

The samples in this study are furniture and home decorated businesses in Thailand. The
source for the sample was taken from the Department of International Trade Promotion; Ministry of
Commerce Thailand which provided 738 firms (http://application.ditp.go.th/ February 2015).A
mail survey is collected through the questionnaire. The questionnaire was sent to 738 firms, and
marketing manager or marketing director is set as the key respondents. The respondents were 87
received with only 82 were usable. Furthermore, a non-response bias was tested by comparing early
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to late respondents. The results derived from a T-test comparison revealed that there was no
significant difference between early and late respondents. The returned questionnaires were counted
as a non-response bias (Armstrong and Overton, 1977).

3.2 Variables

In this research, marketing performance is the dependent variable of the research, and it is the
operational outcomes by linking it to both inside and outside that enhance marketing creativity. A
five-item scale was developed to measure how firms explicitly achieve an operational outcome by
focusing on sales growth, revenue, market share, ability to acquire new customers, increase sales to
existing customers, and low cost (Hooley, Geenly, Cadogan, and Fahy , 2005 : Slater, Hult and Olson,
2010)

3.3 Independent Variable
3.3.1 Marketing innovation strategy.

The focus construct of this research. It comprises three dimensions: namely, learning
orientation, firm entrepreneurship, and R&D innovation strategy. Firstly, Learning Orientation (LO)
is measured by seven- item scale. This ability of learning includes new knowledge created (Slater
and Naver, 1995), innovation skills, innovation metrics, information technology innovation, and
management process (Hamel, 2000).It defines as activity that focused on promoting and supporting
opportunities for learning. There are numerous skills contributing to creativity. The firm supports of
learning orientation generate to value creation (Wu, 2013) leading to implement the organizational
practices. Secondly, Firm entrepreneurship (FE) is assessed by five-item scale and it refers
entrepreneurship includes entrepreneurial practices within organizations (Stevenson &Jarillo, 1990;
Stopford & Baden-Fuller, 1994), franchising (Shane & Hoy, 1996), acquisition practices (Gartner,
1990) and opportunity recognition (Renko, Shrader, & Simon, 2012). Thus, the firm entrepreneurship
influences firm performance including knowledge-based resources (Wiklund & Shepherd, 2003),
culture (Kreiser, Marino, & Weaver, 2002), dynamism (Lumpkin & Dess, 2001) and hostility (Becher
& Maurer, 1999; Zahra & Garvis, 2000). The firm entrepreneurship and innovation relationship have
served as the foundation for strategy research. Finally, R&D innovation strategy (RDI) assessed by
ten-item scale and refers on program and process including innovation creation ((Nohria & Gulati,
1996; Utterback, 1975), innovation adoption (Dodgson,1993) and innovation diffusion ((Huarng,
2010; Huarng, 2011; Rogers,1995)and emphasis on price, quality and customer satisfaction, and
requiring an increased recognition of innovation(Barkema, Baum, & Mannix, 2002; Chaston & Scott,
2012; Pettigrew, Woodman, & Cameron, 2001; Woodside, Ko, & Huan, 2012). Likewise, scholars
describe about good teamwork that is created by nature of integration including flexibility and
coordination among a unit within the firm, consisting of level of interested, trust and awareness of
staff. These are shown in inter-functional climate (Moenaert et al., 1994).

3.3.2 New Product Development (NDP)

The evaluated by five-item scale, and defined as the firm’s capability of building or
improving products and firm launching the fresh products into a marketplace at a high of quality,
low cost and at the appropriate time launching a new product. Similarly, scholars mentioned that
customers perceive quality products and good prices for the best choices (Racela and
Thoumrungroje, 2010: Hult et al., 2004) and pertaining to the process of originating, establishing,
and introducing a new product/service to the market for achieving the goals of the firm
(Charpavang and Ussahawanitchakit, 2011, Nonaka and Sivakumar, 1996).Customer Responsiveness
(CR) is assessed by six-item scale and refers to the firm ability to quickly respond and helpfulness of
the services to customers (Lee and Lin, 2005). Thus, a firm has an ability to sense and respond to the
market needed by collecting and disseminating market information throughout the organization
increasing customer satisfaction (Deighton, 1997). Marketing Effectiveness (ME) is assessed by four-
item scale and refers to as the operation to optimize marketing spending to obtain greater results of
objectives both short and long-term (Nwokah and Ahiauzu, 2008). Marketing effectiveness has four
basic facets, including corporate, competitive, customer, and exogenous factors (Nwokah, 2006).
Marketing Advantage (MA) is assessed by five-item scale and refers to the firm’s action or firm’s
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capability to design, create and develop a distinctive image of product offerings that overcome the
competitors’ position (Kotler and Keller, 2009; Phokha, Ussahawanitchakitm, 2011).
3.3.3 Long Term Vision (LTV)

The assessed by four-item scale and refers to as a viewed guideline or an idealized goal to
clarify of the firm’s operations, illustrating long-term planning for future achievement based on the
literature reviewed above, long-term vision enhancement has the potential capability to enhance
new management method experimentation, proactive organizational development implementation,
modern human resource management establishment, integrative performance evaluation
presentation, and value-added working system enhancement (Jackson and Schuler, 1995; Ozmen
and Sumer, 2011; List et al., 2012 ). Marketing Resource (MR) is assessed by five-item scale and refer to
four categories of market-based resources—customer linking capabilities, market innovation
capabilities, human resource assets and reputational assets (Hooley et al., 2005). Thus, marketing
resources define as resource, knowledge, capability, of firm. Technology Growth (TG) is assessed by
three-item scale and refers to the skip advance and speed of forward change of technology
associated with new technology products with an impact on firm operation procedures (Glazer and
Weiss, 1993). Technology advances have revolutionized business processes and practices. For
example, the emergence of the information technology has revolutionized the way we provide
information, communication and transactions. The speed of technological development is getting
higher permanently; it is getting more intensive and virtually all technologies develop in an amazing
situation. Growth of technology also supports an organization when it decides to choose the best
coordination mechanisms and implement into organization systems.

3.4 Moderating Variables
3.4.1 Market Culture (MC)

The assessed by six-item scale and refers to organizational culture which is the pattern of
shared values and beliefs, that help employees understand and believe that the marketing function
creates value for the existing customer and achieves excellence in business and firm performance
(Narver and Slater,1990) and firm generates a pattern of an organization-specific system based on
marketing orientation about responsiveness customer needs, in which the corporate memberships
hold to corporate norms (Carr and Lopez, 2007). This implies that it can lever marketing innovation
which supports marketing performance.

3.5 Control Variables

3.5.1 Firm size

Is measured by the number of full- time employees presently in the firm (Yan et al., 2010; Kotabe et
al., 2011). In this study, firm size is represented by a dummy variable, including 0 (less than 50) and 1
for others.

3.5.2 Firm age is measured by the number of years that a firm has operated (Lahiri et al., 2009; Yan et
al.,, 2010). In this study, firm age is represented by a dummy variable, including 0 (less than 10 years)
and 1 for others.

3.6 Reliability and Validity

Factor analysis was firstly used to assess the underlying relationships of a large number of
items and to determine whether they can be reduced to a smaller set of factors. The factor analysis
was conducted separately on each set of the items representing a particular scale due to limited
observations. With respect to confirmatory factory analysis, this analysis has a high potential to
inflate the component loadings. Thus, a higher rule-of-thumb, a cut-off value of 0.40 was adopted
(Nunnally and Bernstein, 1994). All factor loadings are greater than the 0.40 cut-off and are
statistically significant. The reliability of the measurements was evaluated by Cronbach alpha
coefficients. In the scale’s reliability, Cronbach alpha coefficients of marketing resource (MR) is least
0.599.And all shared variances extracted for each construct are acceptable as they exceed the
recommended 0.5 value (Bagozzi & Yi, 1988; Fornell & Larcker, 1981).Thus, these measures are
deemed appropriately for further analysis because they express an accepted validity and reliability
in this study. Table 1 presents the results for both factor loadings and Cronbach alpha coefficients for
multiple-item scales used in this study.
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Ttem Factor Loading Cronbach’s Alpha
Learning orientation (L) 504-.851 B05
Firm entreprencurship (FE) A96-759 706
R&D innovation strategy (EDI) A93-742 Fa3
New product development (NFPD) BoB-5826 729
Customer responsiveness (CR) A54- 854 FIT
Marketng effectiveness (ME) 601-875 Ba0
Marketing advantage [MA) B11-702 b4z
Lone term visiom (LTV) FRT-902 863
Marketing resource (ME}) A84-765 500
Technology erowth (TG) B82-960 09
Market culture (MC) A54-707 B25
Marketing percformance (MEP) 661-9086 Bh4

Table 1: Result of Measure Validation

3.7Statistical Techniques

The ordinary least squares (OLS) regression analysis is used to test and examine all
hypotheses following the conceptual model. Then, the aforementioned variables play significant
roles in explaining the research relationships. Because the dependent variables, independent
variables, moderating variable, and the control variables in this study were neither nominal data nor
categorical data, OLS is an appropriate method for examining the hypothesized relationships (Hair,
et. al., 2010). With the interest of understanding the relationships in this study, the research model of
these relationships is depicted as follows:
Equation1: ~ NPD = P01+ 31 LO + 2FE + B3RDI + BsFAGE + BsFSIZ + &
Equation2:  CR = P02+ BLO + B7FE + BsRDI + BoFAGE + B10FSIZ + &
Equation 3: ME = P03+ P11 LO + B12FE + P13RDI + B1aFAGE + P15FSIZ + &3
Equation4:  MA = p0s+ P16 LO + B17FE + B1s RDI + B19 FAGE + B20FSIZ + &4
Equation 5: MP = [3054' [321 LO + [322 FE + [323 RDI + ﬁ24 FAGE + [325 FSIZ + 5

Equation 6: MA = [%06 + ﬁ31 NPD + ﬁ32CR + ﬁ33ME + ﬁ34 FAGE + [535 FSIZ + &
Equation 7: MP = [307 + ﬁ36 MAT ﬁ37FAGE + ﬁ38 FSIZ + &7

Equation 8: LO = 508 + ﬁ38 LTV + [539 MR + ﬁ40 TG + ﬁ41 FAGE + ﬁ42FSIZ + &g
Equation 9: FE = ﬁO9 + ﬁ43LTV + ﬁ44MR + ﬁ45TG + ﬁ46 FAGE + [547 FSIZ + g
Equation 10: RDI = [3010 + [348 LTV + ﬁ49 MR + ﬁ5oTG + ﬁ51FAGE + ﬁstSIZ + €10
Equation 11: LO = 5011 + [553 LTV + ﬁ54MR + ﬁ55TG +ﬁ56 MC + ﬁ57(LTC*MC) +
ﬁ58 (MR*MC) + ﬁsg(TG*MC) + [360FAGE + ﬁmFSIZ + &1

Equation 12: FE = [3012 + [362 LTV + ﬁ@MR + [364TG + [365 MC + [366(LTC*MC) + [367
(MR*MC) + 568 (TG*MC) + ﬁwFAGE + ﬁ7oFSIZ + &12

Equation 13: RDI = [3013 + [371 LTV + ﬁ72 MR + [373 TG + [374 MC + ﬁ75 (LTC*MC) +

ﬁ76(MR*MC) +ﬁ77(TG*MC) + ﬁ7gFAGE + ﬁ79 FSIZ + e13

4. Result and Discussion

Table 2 as shown below represents the descriptive statistics and correlation matrix for all
variables. With respect to potential problems involving multicolinearity amongst independent
variables, variance inflation factors (VIF) were used to prove this problem. The range of VIFs is from
1.046 to 1.7, which was below the cut-off value of 10 recommended by Neter et al. (1985). It means
that the independent variables are not correlated with each other. Therefore, it can be summarized
that there are no critical multicollinearity problems encountered in this study.

6 International Trade and Academic Research Conference (ITARC), 9-10 November 2015, UK



The Business and Management Review, Volume 7 Number 1

November 2015

Variables LO FE RD NPD CR ME MA MP LTV MR IG MC FAGE FSIZE
Mean 4.295 4439 4338 4168 4219 4914 3.914 3.726 4405 4365 3.5 4617 N/A N/A
sD. (.39 0.34 0.358 0.409 0,397  0.522 0.522 0.553 0.557 0392 0326 0833 N/A N/A
LO 1
FE .12 1
RD 539~ 485" 1
NPD Adge 400 594 1
CR 284 079 169 A2 1
ME e 2840 A4 529 314 1
MA 451 A8 4T 365" 196 352 1
MP 597 28T 28T 260 249 373 A4 1
LTV A1 A&7 452 A48 421 315 386 059 1
MR 195 L YA 206 113 309+ 315 153 271 1
1G 265 el 22 275 159 249 27y 41 A1 326+ 1
MC 308" 385 359 I E S 1] 4137 A3 303 409 G4h 0 4150 1
FAGE 151 293 107 2877 250 165 -037 302 335 27 3ld 256" 1
FSIZE 164 3920 154 225 043 067 180 213 196 035  .208 .056 256" 1
™, Correlation is significant at the (.01 level (2-tailed).
", Correlation is significant at the 0.03 level (2-tailed).
Table: 2 Descriptive Statistics and Correlation Matrix
Dependent Variables
Independent Model 1 Model 2 Model 3 Model 4 Model 5 Model 6 Model 7
Variables NPD CR ME MA MP MA MP
LO (Hla-g) 063 202%* S 266%* BATEER
(.111) (133) (121) (121) (111)
FE (HZa-e) L2 -172 -021 145 -123
(115} 143 (126) (126) [11s
RDI (H3a-e) Bl Fad 071 3B4mE 234 -.039
(.109) (132) (119) (.119) (109
NPD (H4) 236*
[132)
CR (H5) 063
(113)
ME (H6) 229
(120
MA [HT) 330G
(.102)
FAGE B2 515 340 -36L R R
(.313 (.378) [.340) [.340) (.313) [.345)
FSIZE 106 -.026 -126 183 238 1507*
(.199) (.240] (.218) (.216 [.1958) [.217)
Adjusted R2 A74 142 308 305 413 191
*p 1, 7p= 03 *p= 01

Table 3: Result of Regression for the Effect of Strategic Marketing Innovation
Dimensions on Its Consequences

Table 3 shows the results of OLS regression analysis of the relationships amongst each
dimension of marketing innovation strategy and the consequences among new product
development, customer responsiveness, marketing effectiveness, marketing advantage, and
marketing performance which are hypothesis H1 posits that learning orientation has a positive
influence on (a) new product development, (b) customer responsiveness, (c) marketing effectiveness,
(d) marketing advantage, and (e) marketing performance. From table 3, learning orientation is
found to significantly affect customer responsiveness (b =.292, p<. 0.05), marketing effectiveness (b =

242, p <2 0.05), marketing advantage (b = .266, p < 0.05), and marketing performance (b = .627, p <
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0.01). Thus, Hypotheses 1b, 1c, 1d, 1e are supported, but Hypothesis 1a is not. Learning orientation is
a strategy that a firm provides for better to generate customer responsiveness, marketing
effectiveness, and leads the firm to have a positioning marketing advantage that can lead to superior
marketing performance. Hypothesis 2, firm entrepreneurship is not supported. Hypothesis 3 posits
that R&D innovation strategy positively affects new product development (b = .507, p < 0.01), and
marketing effectiveness (b = .384, p < 0.01). Thus, Hypothesis 3a and 3c are strongly supported, but
Hypotheses 1b, 1d, and 1e are not. For the third strategy of marketing innovation strategy is R&D
innovation strategy can establish new product development and lead the new product development
to marketing effectiveness. For Hypothesis 4, new product development is posited to have positive
effect on marketing advantage (b = .236, p < 0.1), the results show that, Hypothesis 4 is supported.
Hypothesis 5 customer responsiveness is posited to have positive effect on marketing advantage is
not supported, but Hypothesis 6 marketing effectiveness is posited to have positive effect on marketing
advantage (b = 229, p < 0.01). Thus, Hypothesis 6 is supported; it shows that marketing
effectiveness influences to marketing advantage. Finally of Hypothesis on the consequences
dependent variable is Hypothesis 7 marketing advantage is posited to have positive effect on
marketing performance (b =.339, p <0.01), the result is strongly supported.

Dependent Variables

Independent MNodel S MNModel & Model 10 MModel 11 Model 12 Model 13

Wariables Lo FE RDI LO FE RDI
LTV AQe o7 AT B3 090 B320%
(118 (115} (113} (125) (122} (123)
MR 075 A50 e il -01& 048 283
(106) (104 (103 (113 (111 (111

TG -024 1o -101 D38 A58 -.095
(119 (116} (115} (131 [(128) [(128)

AT do0s 22e 164
(113 (110 111

LTV * MWIC =290 -028 -159
(115 (113} (113}

MR T MNC nzo -135 Jooo
(107 (105) (10&)

TG * MNMC 142 A37 0e0
119y (116} T

FAGE -043 247 -413 - 046 234 -443
[118) [.355) [351) [.356) (350 [351)

FS5IFE Aa0 B4T 344* Ns3 B3I 314
(213} [208) [(205) (214 (210 (211

Adjusted R= ZZ22 259 279 Zbd 292 256

fpo= 1, 7p = 05, Tp= 01

Table 4: Result of Regression Analysis for the Antecedent of Marketing,
Innowvation Strategyv on Its Dimension

With respect to antecedents, the results in table 4 suggest that long term vision has positive
effect on all dimensions of marketing innovation strategy including learning orientation (b = .492, p
<0.01), firm entrepreneurship (b = .197, p < 0.1), and R&D innovation strategy (b = .416, p <0.01).
Therefore, Hypotheses 8a-c are supported. Nearby, marketing effectiveness focus has a positive
effect on R&D innovation strategy (b = .352, p <= 0.01). Thus, Hypothesis 9c is supported, but
Hypotheses 9a and 9b are not. Moreover, Hypothesis 10 technology growth is not supported. Also,
the significant effects of moderated term market culture on the relationship between long term
vision and three dimensions of marketing innovation strategy found that it is negative significant on
learning orientation (b = -.290, p < 0.05). Thus, Hypothesis 11 not supported on direct negative, and
Hypothesis 12 posited marketing effectiveness and Hypothesis 13 technology growth has positive
effects that are not significant.
6. Contributions and Direction for Future research
6.1 Theoretical Contribution

This study is intended to provide a clearer understanding of the relationships between
marketing innovation strategy and marketing performance via new product development, customer
responsiveness, marketing effectiveness, and marketing advantage. Marketing innovation strategy
has three dimensions, including learning orientation, firm entrepreneurship, and R&D innovation
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strategy. It provides a unique theoretical contribution, expanding on previous knowledge and
literature of marketing innovation strategy. According to the results of the moderating effect market
culture, the need for further research should be conducted.

6.2 Managerial Contribution

This study also provides important results to executives and marketing managers who are
responsible for strategic planning. It helps them justify key support of three dimensions of marketing
innovation strategy that may be more critical on new product development, customer
responsiveness, marketing effectiveness, marketing advantage and marketing performance.
Accordingly, marketing innovation strategy is important of marketing performance. Managers
should thoroughly understand, manage, and utilized marketing innovation strategy leading to
business growth, has superior performance and firm sustainability.

Researchers in this study should be used to determine the real empirical sample set. Also,
this study investigates the effect of three antecedents comprising long term vision, marketing
resource, technology growth on three dimensions of marketing innovation strategy. In addition, the
moderating effect of market culture is also examined on the relationship between long term visions,
marketing resource, technology growth on three marketing innovation strategies. There are 82 firms
of furniture and home decorates employed as the sample of the study. The data is analyzed by
regression analysis. The results show that each dimension of marketing innovation strategy has an
effect on consequence in different ways. Learning orientation has a positive effect on customer
responsiveness and marketing effectiveness, and R&D innovation strategy. However, new product
development and marketing resource influence on marketing advantage and leading firm to
marketing performance. In addition, four antecedents including long term vision, marketing
resource and technology growth have a positive impact on marketing innovation strategy in
different dimensions. Moreover, the results also indicate that marketing innovation strategy in
different dimensions. Moreover, the results also indicate that marketing knowledge diversity cannot
moderate all relationships between four antecedents and four dimensions of strategic marketing
flexibility. The evidence accordingly will offer guidance for beverage businesses in Thailand to
successfully enhance marketing performance.

Reference

Arthurs and Busenitz .2006. “Dynamic capacities and new venture performance: The moderating of
venture capitalists”. Journal of venturing. Vol. 21, No. 2, p. 195-215.

Amabile, T. M., Conti, R., Coon, H., Lazenby, J. and Herron, M., 1996. Assessing the work

Augusto, C., & Coelho, F. 2009. Market orientation and new-to-the-world products: Exploring the
moderating effects of innovativeness, competitive strength, and environmental forces.
Industrial Marketing Management, 38(1), 94-108

environment for creativity. Academy of Management Journal, 39:1154-1184.

Bagozzi, R. P., & Yi, Y. (1988). On the evaluation of structural equation models. Journalof the Academy
of Marketing Science, 16, 74-94.

Baker, W.E. and Sinkula, .M. (1999). The synergistic effect of market orientation and learning
orientation on organizational performance. Journal of the Academy of Marketing Science, 27(4),
411-427.

Barczak, G., Hultink, E.J., Sultan, F., 2008. Antecedents and consequences of information technology
usage in NPD: a comparison of Dutch and U.S. companies. Journal of Product Innovation
Management, 25 (6), 620-631

Barker, W. E., & Sinkula, T. 2005. Environment marketing strategy and firm performance.journal of
the Academy of Marketing Science, 33(4), 461-475.

Barkema, H. G., Baum, J. A. C.,, & Mannix, E. A. (2002). Management challenges in a newtime.
Academy of Management Journal, 45(5), 916-930.

Barney, J. 1991. Firm resources and sustained competitive advantage. Journal of Management,17, 99-
120.

Barringer, B. R., & Bluedorn, A. C. 1999. The relationship between corporate entrepreneurship and
strategic management. Strategic Management Journal, 20, 421-444.

6 International Trade and Academic Research Conference (ITARC), 9-10 November 2015, UK



The Business and Management Review, Volume 7 Number 1 November 2015

Bennett, R. C., & Cooper, R. G. (1979). Beyond the marketing concept. Business Horizons, 22(3),
76-83.

Bennett, R. C., & Cooper, R. G. (1981). The misuse of marketing: An American tragedy.Business
Horizons, 24(6), 51-61.

Branzei and Ilan V., 2006.5trategic pathways to product innovation capabilities in SEMs. Jounal of
Business Venturing, 21: 75-105.

Brown, S. L. and Eisenhardt, K. M. 1997. The Art of Continuous Change: linking Complexity Theory
and Time-Paced Evolution in Relentlessly Shifting Oganizations. Administrative Science
Quarterly, 42(1): 1-34.

Calantone, R. J., Cavusgil, S. T., & Zhao, Y. (2002). Learning orientation, firm innovation capability,
and firm performance. Industrial Marketing Management, 31(6), 515-524.

Chaston, I., & Scott, G. J. (2012). Entrepreneurship and open innovation in an emergingeconomy.
Management Decision, 50(7), 1161-1177.

Chih-Wen Wu, 2013. Global-innovation strategy modeling of biotechnology industry, Journal of
Business Research, 66, 1994-1999.

Deighton, John (1997), “Commentary on ‘Exploring the Implications of Marketing on the Internet,’
Journal of the Academy of Marketing Science, 25 (Fall).

Dodgson, M. 1993. Organizational learning. Organization Studies, 14, 375-394.

Eisenhardt, K.M. 1989. Making Fast Strategic Decisions in High Velocity Environment. Academy of
Management Journal, 32(3): 543-76.

and Martin, J. A. 2000. Dynamic Capabilities: What are They?. Strategic Management Journal .
21(10-11): 1105-21.

Fornell, C., & Larcker, D. F. (1981). Evaluating structural equation models with unobservable
variables and measurement error. Journal of Marketing Research, 18, 39-50.

Franken, R. E., 2007.Human Motivation (6th ed.).Thomson/Wadsworth, Belmont, CA,

Geertz, C. “The interpretation of cultures”, New York: Basic Book.,1973

Garcia R. and Calantone R. 2002. “A critical look at technological innovation typology and
innovativeness terminology: A literature review”, The  Journal of Product Innovation
Management.

Gartner, W. B. 1990. What are we talking about when we talk about entrepreneurship?journal of
Business Venturing, 5(1), 15-28.

Gilbert, A. L., Regier, T., Kay. P. & Ivry R. B. (2005). Whorf hypothesis is supported in the right
visual field but not the left. Proceedings of the National Academy of Sciences 103, 489-494.

Goedhuys and Veugelers. 2011. Innovation strategies, process and product innovations and growth:
Firm-level evidence from Brazil.Structural Change and Economic Dynamics, 23:516-529.

Hamel, G. (2000). Leading the revolution. Boston: Harvard Business School Press.

Hannan, M.T. and Freeman, ].1984. Structural inertia and organizational change. American
Sociological Review, 49 (2): 149-64.

Hauser, Tellis, and Griffin, 2006. “Research on Innovation: A Review and Agenda for Marketing
Science” Marketing Science. 25(6), p. 687-717.

Hooley, G., Greenly, G., Cadogan, J., & Fahy, J. (2005). The performance impact of marketing
resources. Journal of Business Research, 58(1), 18—27.

Huarng, K. H. 2010. Essential research in technology management. Journal of BusinessResearch, 63(5),
451-453.

Huarng, K. H. 2011. A comparative study to classify ICT developments by economies.

Journal of Business Research, 64(11), 1174-1177.

Hunt, S. D. and Arnett, D. B. 2004. Marketing Segmentation Strategy, Competitive Advantage, and
Public Policy: Grounding Segmentation Strategy in Resource-Advantage Theory. Australasian
Marketing Journal, 12(1): 7-25.

Hurley, R. and Hult, T. 1998, “‘Innovation, market orientation and organizational learning: an
integration and empirical examination”, Journal of Marketing, 62 :2-54.

6 International Trade and Academic Research Conference (ITARC), 9-10 November 2015, UK



The Business and Management Review, Volume 7 Number 1 November 2015

Jadesadalug, Viroj and Ussahawanitchakit, Prapruke. 2009. Building Innovative Creation Efficiency
of Furniture Business in Thailand: An Empirical Research of Its Antecedents and
Consequences. International Journal of Strategic Management, 9(3): 36-58.

Jaakkola,H., Henno,P. 2010. Knowledge Oriented Software Engineering Processes in Multi-Cultural
Contex” Software Quality Journal, 18(2),298-319.

Johnson, Julie T.; Barksdale Jr., Hiram C.; Boles, James S. 2003. Factors associated with customer
willingness to refer leads to salespeople. Journal of Business Research. 56 (4), p.257.

Kaleka, A. (2002). Resources and capabilities driving competitive advantage in export market:
guidelines for industrial exporters. Industrial Marketing Management , 31, 273-283.

Kaynak, E. and Kara, A. (2004). Market orientation and organizational performance: A comparison
of industrial versus consumer companies in mainland China using market orientation scale
(MARKOR). Industrial Marketing Management, 33(8), 743-753.

Kim, S. H., & Huarng, K. H. (2011). Winning strategies for innovation and high-technology

products management. Journal of Business Research, 64(11), 1147-1150.

Kotler and Keller, 2009. Marketing Management. 13th Edition. New jersey: Prentice Hall.

Kotler, P. (1977), “From sale obsession to marketing eff ectiveness”, Harvard Business Review, 55 :67-
75.

Kylaheiko., Jantunen. Puumalainen and Saarenketo.,, Tuppura. 2011. Innovation and
internationalization as growth strategies: The role of technological capabilities and
appropriability. International Business Review, 20 :508-520.

Lee, G. & Lin, H. (2005).Customer perceptions of e-service quality in online Shopping. International
Journal of Retail & Distribution Management, 33(2), 161-176

Lewis, M. W., Welsh, M. A,, Dehler, G. E., & Green, S. G. (2002). Product development

tensions: Exploring contrasting styles of project management. Academy of Management Journal, 45(3),
546-564.

Love, H.J., Roper,S. and Vahter. 2014. Dynamic complementarities in innovation strategies. Research
Policy 43:1774-1784.

Lukas, B. A., Hult, G. T. M., & Ferrell, O. C. (1996). A theoretical perspective of the antecedents and
consequences of organizational learning in marketing channels. Journal of Business Research,
36(3), 233-244.

Lumpkin, G. T., & Dess, G. G. (1996). Clarifying the entrepreneurial orientation constructand linking
it to performance. Academy of Management Review, 21(1), 135-172.

Maine., Thomas and Utterback. 2014. Radical innovation from the confluence of technologies:
Innovation management strategies for the emerging nanobiotechnology industry.Journal of
Engineering and Technology Management,32: 1-25.

Meira, J., Kartalis, N.D., Tsamenyi, M., Cullen, J. 2010. Management controls and inter-firm
relationships: A review. Journal of Accounting and Organizational Change, 6: 149-169

Moreira, Silva, Simoes, and Sousa, 2012. “ Marketing Innovation: Study of Determinants of
Innovation in the Design and Packaging of Goods and Services— Application to Portuguese
Firms” Contemporary Management Research 8(2): 117-130.

Morgan, N.A. (2003). Product-market positioning and prospector strategy an analysis of strategic
patterns from the resource-based perspective. European Journal of Marketing, 37(10), 1409-1439.

Naidoo. 2010. Firm survival through a crisis: The influence of market orientation, marking
innovation and business strategy. Industrial Marketing Management. 39:1311-1320.

Naver and Slater, 1990. “ The Effect of a Marketing Orientation on Business Profitability” Journal of
Marketing, 20-35.

Nohria, N., & Gulati, R. (1996). Is slack good or bad for innovation? Academy of Management Journal,
39(5), 1245-1264.

Nwokah, N. G., Ahiauzu, A. 1.2008. “Managerial competencies and marketing effectiveness in
corporate organizations in Nigeria”, Journal of Management Development, 27(8): 858-878.

Nwokah, N.G., & Maclayton, D.W. 2006. Customer focus and business performance: the study of
food and beverages organizations in Nigeria: Measuring Business Excellence. The Journal of
Organizational Performance Management, 10( 4)65-75.

6 International Trade and Academic Research Conference (ITARC), 9-10 November 2015, UK



The Business and Management Review, Volume 7 Number 1 November 2015

O’Gullivan, D. and Abela, A.V. (2007). Marketing performance measurement ability and firm
performance. Journal of Marketing, 71(2), 79-93.

Parellada, F. S., Soriano, D. R., & Huarng, K. H. (2011). An overview of the service industryfutures.
Service Industries Journal, 31(1), 1-6.

Parthasarathy, Huang, and Ariss, 2012.Impact of Dynamic Capability on Innovation, ValueCreation
and Industry Leadership, The IUP Journal of Knowledge Management, 1. IX(3) : 59-73

Peterson, R., & Berger, D. 1972. Entrepreneurship in organizations. Administrative Science

Phokha, Ampasri and Ussahawanitchakit, Phapruke. 2011. Marketing Leadership Strategy,
Marketing Outcomes and Firm Sustainability: Evidence from Food Product Business in
Thailand. International Journal of Strategic Management, 11(3): 1-25.

Quarterly, 16, 97-106

Pettigrew, A. M., Woodman, R. W., & Cameron, K. S. (2001). Studying organizationalchange and
development: Challenges for future research. Academy of Management

Journal, 44(4), 697-713.

Racela, Olimpia and Thoumrungroje, Amonrat. 2010. A comparative study of new product
development success of Thai and U.S. firms. International Journal of Business Strategy, 10:192-
205.

Renko, M., Shrader, R. C., & Simon, M. (2012). Perception of entrepreneurial opportunity:A general
framework. Management Decision, 50(7), 1233-1251.

Rogers, E. M. (1995). Diffusion of innovations. New York: The Free Press

Santos-Vijande, M. L., Sanzo-Perez, M. ]., Alarez-Gonzalez, L. 1., & Vazquez-Casielles, R.2005.
Organizational learning and market orientation: Interface and effects on performance.
Industrial Marketing Management, 34(3), 187-202.

Shane, S. A., & Hoy, F. (1996). Franchising: A gateway to cooperative entrepreneurship.Journal of
Business Venturing, 11(5), 325-327.

Shane, S. A, & Venkataraman, S. 2000. The promise of entrepreneurship as a field ofresearch.
Academy of Management Review, 26(1), 217-226.

Shimizu, K. & Hit, M. A. 2004. Strategic flexibility: Organizational preparedness to
reverseineffective strategic decisions. The Academy of Management Executive, 18(4),44-59.

Sinkula, J. M., Baker, W. E., & Noordewier, T. G. (1997). A framework for market
basedorganizational learning: Linking values, knowledge and behavior. Journal of the

Academy of Marketing Science, 25(4), 305-318.

Slater, S. F., & Narver, ]J. C. (1995). Market orientation and the learning organization.Journal of
Marketing, 59(2), 63-74.

Soriano, D. R., & Peris-Ortiz, M. 2011. Subsidizing technology: How to succeed. Journalof Business
Research, 64, 1224-1228.

Stalk, G. and Hout, T.M. 1990. Competing Against Time: How Time-based Competition is Reshaping Global
Markets. The Free Press, NewYork, NY

Stevenson, H. H., & Jarillo, J. C. (1990). A paradigm of entrepreneurship:
Entrepreneurialmanagement. Strategic Management Journal, 11(4), 17-27.

Stewart, T. (1997) Intellectual Capital: The New Wealth Of Organizations,. Nicholas Brealey
Publishing, Business Digest, New York

Stopford, J. M. & Baden-Fuller, C. F. (1994). Creating corporate entrepreneurship.
StrategicManagement Journal, 15(7), 521-536.

Tajeddini, K., & Mueller, S. L. 2012. Corporate entrepreneurship in Switzerland: Evidencefrom a case
study of Swiss watch manufacturers. The International Entrepreneurshipand Management Journal,
8(3), 355-372.

Teece, D.J. (1998). Capturing value from knowledge assets: The new economy, markets for know-
how, and intangible assets. California Management Review, 40(3), 55-79.

(2007). Explicating dynamic capabilities. Strategic Management Journal, 28, 1319-1350.

Thipsri and Ussahawanitchakit, 2008.”Effects of Technological on New Product Development and
Export Performance: An Empirical Research of exporting Cosmetics Business in Thailand”.
International of strategic Management. 8(2),p. 1-11.

6 International Trade and Academic Research Conference (ITARC), 9-10 November 2015, UK



The Business and Management Review, Volume 7 Number 1 November 2015

Ussahawanitchakit, P. 2005. Effects of E-Commerce on Export Marketing Strategy and Performance:
An Empirical Study of Thai Firms. Review of Business Research, 5(3):  46-54.

Ussahawanitchakit, P. (2012). “Information Richness, Marketing Effectiveness, It Competency, and
Competitive advantage: evidence form Thai E-Commerce Businesses” International Journal of
Business Strategy,12 (1) :10.

Utterback, J. M. 1975. Successful industrial innovations: A multivariate analysis. DecisionSciences, 6,
65-77.

Varadarajan and Jayachandran, 1999. “Marketing Strategy: An Assessment of the State of the Field
and Outlook”. Academy of Marketing Science .Journal. 27(2): 120-143.

Wei, Yinghong and Wang, Qiong. 2011. Making Sense of a Market Information System for Superior
Performance: The Roles of Organizational Responsiveness and Innovation Strategy. Industrial
Marketing Management, 40: 267-277.

Wernerfelt, B. (1984). A resource-based view of the firm. Strategic Management Journal,5(2), 171-180.

(1995). A resource-based view of the firm: Ten years after. StrategicManagement Journal, 16(3),
171-174.

Wiklund, J., & Shepherd, D. 2003. Knowledge-based resources, entrepreneurial orientation,and the
performance of small and medium-sized businesses. Strategic Managementjournal, 24, 1307-
1314.

Woodside, A., Ko, E., & Huan, T. C. 2012. The new logic in building isomorphic theoryof
management decision realities. Management Decision, 50(5), 765-777.

Zahra, S. A, & Covin, J.G. (1995). Contextual influences on the corporate entrepreneurship-
performance relationship: A longitudinal analysis. Journal of Business Venturing, 10,43-58.

Zairi, M. 1994. Innovation or innovativeness? Results of a benchmarking study. TotalQuality
Management, 5(3), 27-45.

Zhou, K., Brown, ]. and C. Dev (2009), Market orientation, competitive advantage, and

performance:A demand-based perspective, Journal of Business Research, 62(11), ~ 1063-1070.

6 International Trade and Academic Research Conference (ITARC), 9-10 November 2015, UK



