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ABSTRACT 
 
Purpose – The role of marketing as a business function is rapidly changing in China. 
Consequently, their views on marketing orientation – whether it is accepted, rejected, modified 
or reframed – have been seriously impacted.  This paper reports on the results of a survey among 
Chinese small and medium-sized enterprise managers and their perceptions of the market 
orientation philosophy.  In particular, emphasis was placed on 3 dimensions of market 
orientation: intelligence generation, intelligence dissemination, and responsiveness.  The effect 
of market orientation on business performance was also examined.   
 
Design/methodology/approach – The authors collected data from 214 managers from small and 
medium-sized enterprises (SME). These businesses were located in the cities of Beijing, 
Shanghai and Shenzhen. The commonly used MARKOR measure was used to test the 
hypotheses.  
 
Findings – Consistent with the extant literature, our findings provided empirical support for the 
3 dimensions of market orientation among Chinese SME.  We also found that a positive 
relationship existed between Chinese SME market orientation and firm performance.    
 
Research limitations/implications – This study provides major insights into the market 
orientation measurement and practices of SME in China.  From a measurement perspective, the 
empirical support for MARKOR across a non-Western context is noteworthy.  From a 
practitioner perspective, the implications relating to understanding Chinese SME and how these 
companies can best market their products and services to their respective markets are critical. 
Some of the limitations of our study relates to the sample size, convenience sampling and 
geographic concentration of the respondents. 
 
Originality/value – Our study addresses the gaps in the literature by exploring market 
orientation in non-large scale businesses as well as the adaptation of the concept in a non-
Western cultural setting.  Our findings extend the conceptualization and application of market 
orientation to Chinese SME.  
 

Key words –Market orientation, Chinese SME, performance,   
 
Paper type – Research paper 
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Exploring Market Orientation among Chinese Small and 

Medium-Sized Enterprises 
 

INTRODUCTION 
 

Market orientation is a common idea marketers use to gauge the extent to which an 

organization implements or executes the marketing concept (Jaworski & Kohli, 1993).  Market 

orientation (hereafter MO) requires implementing concrete actions that respond to consumer 

needs and/or wants based on information gathered from market intelligence (Salyova et al., 

2015; Qu, 2007). In general, a MO strategy provides the consumer with greater satisfaction from 

products as well as provides the firm with greater opportunities to achieve performance goals 

(Boso, Cadogan & Story, 2012; Agarwal et al., 2003; Jaworski & Kohli, 1993).  

While there has been a plethora of studies linking MO and firm performance, a majority 

of these studies have centered on the operations of large-sized businesses in developed countries 

(Vazquez, Santos &Alvarez, 2001; Olimpia, Chawit & Amorant, 2007; Amirkhani & Fard, 

2009). In fact, according to Grinstein (2008) and Song, Wang and Cavusgil (2015), there is an 

apparent bias with more than 80% of the samples in MO studies coming from developed 

countries.  By and large, very few studies have been conducted among small and/or medium-

sized firms in developing countries (Li & Zhou, 2010; Dwairi, Bhuain & Turkus, 2007; Hinson 

et al., 2008).   

As a result, there is a two-fold gap in the extant literature that requires the following 

research actions:  First, we need to better understand the degree of MO in different business sizes 

and/or scales. Second, we need to also explore MO in various contexts such as in emerging 

and/or developing markets (Ozturan, Ozsomer & Pieter, 2014).  Our study addresses these 

aforementioned gaps. 
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Market Orientation in China 

China’s accession to the World Trade Organization in 2001 led to the inevitable exposure 

of [Chinese] firms to Western management techniques (Agarwal & Wu, 2004).  In general, most 

of the concepts incorporated into Chinese business operations were more technical and 

quantitative in nature.  The softer approaches, such as emphasis on marketing and consumer 

behavior, have been less ambitiously adopted primarily because of ideological barriers (i.e., 

Communism) that controlled the Chinese society as well as how its members behaved and 

conducted business (Kshetri, 2009; Agarwal & Wu, 2004).  In fact, marketing ideas have often 

clashed with the societal values that the political and corporate power brokers have established 

(Lynn et al., 2002).   

While Chinese firms have made major strides toward the acceptance of the MO 

philosophy of the West, the levels of capabilities and operational efficiencies are still evolving 

when compared to Western counterparts (Li & Zhou, 2010).  Due to the uneven economic 

development across China as well as enterprise reform (Tang & Ke, 2013), it could be argued 

that Chinese businesses are still less market-oriented. For example, many state-owned enterprises 

(SOEs) are not considered as market oriented as the newly reformed ones (Li–Qun & Chung-

Ming, 2005). As a result, a better understanding of how the MO concept is adapted among 

Chinese businesses would be valuable (Kshetri, 2009). 

Purpose of the Study 

To this end, our research contributes to the literature by extending scale (i.e., small and 

medium-sized enterprises) and scope (i.e., emerging economy like China) in the study of market 

orientation.  In particular, the primary aim of this study is to investigate the relationship between 

MO and firm performance among Chinese small and medium-sized enterprises (hereafter SME).  
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Our findings can help Chinese SME alter their strategic focus as well as benefit from the 

opportunities generated by adopting a market orientation approach.  Moreover, our findings give 

Westerners a glimpse of the marketing practices among Chinese SME.  Most importantly, our 

approach in examining MO   is valuable in terms of extending the generalizability, and to some 

extent, the validity of the concept in non-large scale businesses across a non-Western context.   

The remainder of this paper is organized into four sections.  The next section provides a 

review of extant literature, a description of the conceptual framework used and the hypotheses 

tested in the study. The research methodology is presented in another section.  Finally, the last 

two sections provide in-depth analysis, discussion, study limitations, and conclusion based on the 

findings. 

LITERATURE REVIEW AND HYPOTHESES GENERATION 

The topical area of market orientation continues to generate much interest in business 

research (see Zhang, 2016; Salyova et al., 2016; Song & Cavusgil, 2015; Ozturan, Ozsomer & 

Pieter, 2014; Spillan et al., 2013; Kumar et al., 2011; Hult, 2011; Murray, Gao & Kotabe, 2011; 

Harmancioglu, Grinstein & Goldman, 2010; Ketchen, Hult & Slater, 2007; Kirca, Jayachandran 

& Bearden, 2005). This is because academicians and practitioners alike have recognized MO as 

an important philosophical approach for a successful business strategy.   

Market Orientation: Dimensions, Scale and Context 

MO represents the implementation of the marketing concept where three main 

components are brought together - customers, inter-functional coordination, and profitability 

(Felton, 1959; Konopa & Calabro, 1971; McNamara, 1972; Houston, 1986; McCarthy & 

Perreault, 1993; and Kotler, 1994). Market orientation assumes the marketing responsibility of 

all functional units in the business.  Stated differently, market orientation is viewed as putting 
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into practice the marketing concept. It is essentially regarded as a business philosophy (Dursun 

and Kilic, 2017).  The market orientation literature has regularly indicated its value added role as 

it relates to business performance because it provides a competitive edge by understanding 

consumer’s needs, competitions’ actions and new developments in technical innovations (Prifti 

and Alimehmeti, 2017).  Shapiro (1988) suggests that three characteristics make a company 

market-driven: (1) Information on all-important buying influences permeates every corporate 

function; (2) Strategic and tactical decisions are made inter-functionally and inter-divisionally; 

and (3) Divisions and functions make well-coordinated decisions and execute them with a sense 

of commitment (Narver & Slater, 1990). 

Dimensions.  In the seminal works of Kohli and Jaworski (1990) defined MO as the 

organization-wide generation and dissemination of market intelligence as well as the 

responsiveness to the intelligence.  The generation of market intelligence relates to monitoring 

customers’ needs and preferences as well as the analysis of how they might be affected by 

factors such as government regulation, technology, competitors, and other environmental forces. 

Environmental scanning activities are subsumed under market intelligence generation.  

Intelligence dissemination refers to  the communication and transfer of intelligence information 

to all departments and individuals within an organization through both formal and informal 

channels.  Responsiveness is the action that is taken in response to the intelligence that is 

generated and disseminated.  Unless an organization responds to information, nothing is 

accomplished (Kohli & Jaworski, 1990). 

Scale.  As noted earlier, the extant literature on market orientation has mostly focused on 

large enterprises.  This is counterintuitive given the fact that firm size is known to be an 

important factor when it comes to organizational competitive advantage and performance (Li & 
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Zhou, 2015; Tang & Ke, 2013). The resource constraints faced by small- and medium-sized 

firms are most likely to impact their strategic orientation (Guo & Wang, 2014).  In general, large 

firms enjoy some advantages over the smaller ones in terms of bargaining power, name 

recognition, economies of scale and pricing power (Fiegenbaum & Karnani, 1991).  Smaller 

firms, on the other hand, face serious challenges in terms of financial and human resources (Guo 

& Wang, 2014).  And yet, despite the vast differences between large and small enterprises, some 

authors have suggested that smaller firms can improve their performance often by being highly 

market oriented and flexible (Raju, Lonial & Crum, 2011). Raju, Lonial and Crum (2011) 

reported that in thirteen of the sixteen studies they completed, they found a direct and positive 

relationship between the components of MO and performance of the SME. Pelham and Wilson 

(1996) contend that for small businesses, MO can be an especially effective strategy primarily 

due to their limited resources. Because a small business cannot afford to pursue other sources of 

business profitability, such as research and development, MO becomes an important strategic 

alternative. 

Context.   Another area in the MO-business performance link that needs further 

investigation relates to studies that focus on non-Western contexts (Zhang & Zhu, 2016).  In 

particular, studies investigating the role of MO in unknown political and economic environments 

of emerging or developing markets are needed (Zhang & Zhu, 2016; Agarwal & Wu, 2004).  In 

market-driven societies such as the United States, the concept and adaptation of MO are 

foregone conclusions.  However, in controlled and emerging economies, the concept may be less 

compelling.   

Herein lies our interest in China where, in the last 25 years, a major modernization 

process has been taking place at an exponential pace (Li & Zhou, 2010; Agarwal & Wu, 2004). 
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China has been changing their business practices by incorporating Western ideas into their 

business organizations’ structures and operations.   

Market Orientation and SME in China 

Many Chinese firms have recognized the essence of the marketing concept and as such, 

have begun to focus on customer orientation practices (Qu, 2007).  These efforts were 

particularly evident after the 2008 Summer Olympics where marketing became a major element 

of business operations (Kshetri, 2009).  As Chinese businesses enthusiastically accepted 

marketing, they have also begun to recognize the important benefits of MO. To cite some 

benefit-related examples, Zhou et al. (2005) found that MO had a positive impact on employee 

attitudes, satisfaction, and organizational commitment.  Qu (2007) found a positive relationship 

between MO and corporate social responsibility.  Cao and Hansen (2006) reported that MO 

provided competitive advantage while Li and Zhou (2010) found that managerial ties and MO 

can lead to a firm’s success. 

In recent years, the development and growing presence of SME in China has become 

increasingly important to the country’s economic development, innovation and job creation 

(Tang & Ke, 2013).  There are more than 40 million SME now operating in China (Cunningham, 

2011). This number indicates a major presence of this type of business structure and 

demonstrates that it is having a major contribution to the Chinese society.  And, since their 

existence is essential to China’s sustained economic growth and stability, it is fitting that more 

research examine the marketing activities of these firms. 

Research Hypotheses 

 In this study, four key relationships are investigated.  Figure 1 provides a graphic 

representation of the proposed interrelationships.  The current authors adopt Kohli and 
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Jaworski’s (1990) conceptualization of MO of market intelligence, dissemination and 

responsiveness as well as Kara, Spillan and DeShields’ (2005) research on small- sized service 

retailers.   

___________________________ 

Insert Figure 1 About Here 

___________________________ 

 Intelligence Generation. Market intelligence generation is the collection and assessment 

of customer needs/preferences and forces that influence the development of those needs (Kara, 

Spillan & DeShields, 2005).  MO emphasizes delivering superior value to its customers (Slater & 

Narver, 1994). An enterprise that gathers market information and employs other MO capabilities 

can more skillfully predict future consumer needs and adapt more rapidly to the variations taking 

place in the marketplace (Najafi-Tavani, Sharifi & Najafi-Tavani, 2016). The inability to 

understand and forecast current as well as future customer needs or desires can result in making 

and presenting products and services that do not satisfy customers. Wang and Chung (2013) 

posited that market intelligence and information in Chinese organizations are usually acquired 

from business connections.  This may be a function of the Chinese culture being more 

collectivist in nature and whereby relationships are crucial for the success of small and medium-

sized businesses (Chew, Yan & Cheah, 2008).  Therefore, it can be expected that:  

H1:  Intelligence generation is a positive indicator of Chinese SME market orientation. 
 

 Intelligence Dissemination. The process and extent of market information exchange 

within a given organization is known as intelligence dissemination (Kara, Spillan & DeShields, 

2005). The intelligence collected during this stage is typically shared among SME decision 

makers to give them the chance to ask questions and acquire new insights (Quinn, 1992).  
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Information dissemination includes sharing the information with people who have to make 

decisions about products and services that will satisfy customers’ needs (Han, Kin & Srivastava, 

1998).  Similar to intelligence generation, dissemination is also informally conducted by Chinese 

SME (Guo & Wang, 2014).  In fact, it is quite common for SME to not have established or 

formalized systems to effectively disseminate the information about customers and competitors 

(Wang & Chung, 2013).  Despite the absence of any formal means for disseminating 

information, this dimension is still essential to the success of MO, and so we posit that:  

H2:  Intelligence dissemination is a positive indicator of Chinese SME market 
orientation. 
 

 Responsiveness. This refers to the actions taken in response to intelligence that this 

generated and disseminated (Kara, Spillan & DeShields, 2005). After SME have collected, 

processed and shared market intelligence with the appropriate people, they have to take the 

necessary course of action to accommodate consumer needs by creating marketing strategies 

(Gonzales, Vijande, & Casielles, 2002). As such, SME execution of a MO strategy is contingent 

on the businesses’ level of organization-wide concern and responsiveness to customer needs and 

competitive action (Najafi-Tavani, Sharifi & Najafi-Tavani, 2016). Thus, we propose the 

following hypothesis:  

H3:  Responsiveness is a positive indicator of Chinese SME market orientation. 
 
Performance.  Market orientation is considered a primary instrument for competitive 

advantage because it directs organization’s attention to understand and take advantage of 

exogenous factors surrounding a firm (Kumar et al., 2011). Accordingly, firm is able to identify 

and respond to customers’ needs by offering products to satisfy those needs in return for profits. 

There is ample empirical evidence supporting the relationship between MO and organizational or 

business performance (Salyova et al., 2016; Diamantopoulos & Hart, 1993). In fact, Pitt et al. 

D
ow

nl
oa

de
d 

by
 N

an
ya

ng
 T

ec
hn

ol
og

ic
al

 U
ni

ve
rs

ity
 A

t 1
8:

43
 2

4 
Se

pt
em

be
r 

20
17

 (
PT

)



11 

 

(1996) concluded that this relationship is stable.  Likewise, Jaworski and Kohli (1993) found the 

linkage between MO and performance to be robust. Other authors have also reported the notable 

influence of MO on customer orientation (Siguaw et al., 1994) and organizational commitment 

(Jaworski & Kohli, 1993). Additionally, the positive relationship has been established between 

MO and financially based performance measures such as relative return on assets (Narver & 

Slater, 1990), long-run financial performance (Ruekert, 1992) and sales growth (Chew, Yan & 

Cheah, 2008).  Salyova et al. (2016) found support for the positive correlation between MO and 

sales, profit, return on investment, return on sales and return on asset. 

 In the context of SME, it has been suggested that MO is likely to be a vital factor for 

success since these firms usually lack the financial means to pursue other sources of business 

profitability such as innovative R&D, developing competitive advantages, hiring competent 

leadership or skilled staff to develop effective planning strategies (Guo & Wang, 2014; Pelham 

&Wilson, 1996).  Evidence of this sentiment can also be inferred from the findings of Narver and 

Slater (1990).  In keeping with previous research, we hypothesize the following:  

H4:  Market orientation positively influences Chinese SME performance. 

METHODOLOGY 

Sample 

For categorization purposes, we adapted the International Chamber of Commerce (ICC) 

definition of a small or medium-sized enterprise.  According to the ICC, an SME is an 

organization that has 100 and 2000 employees (Businessdictionary.com, 2016).  Subjects who 

participated in the sample were SME managers operating in 3 key Chinese cities: Beijing, 

Shanghai and Shenzhen. In these cities, markets are relatively open and the economics are 

relatively developed (Li & Zhou, 2010).  As a result, there is some expectation of market 
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orientation adaptation.  In fact, more than two thirds (2/3rds) of the respondents considered their 

organization to be market oriented and almost all exhibited high levels of market performance 

growth.  Refer to Table 1 for demographic characteristics of the participating SME managers. 

The Chinese participants in this study were recruited based on convenience sampling.  

While we would have preferred a wider range of sample [SME in urban and rural areas], the 

methodology utilized here is comparable to several other studies that explore strategy and 

business performance in China (e.g., Chew, Yan & Cheah, 2008).  We tapped into a sample of 

managers who presumably have working knowledge and experience into their respective 

organizations’ MO.  Therefore, they are able to provide relevant data regarding MO as well as 

answer the performance-related questions.  Because the sample belongs to small and medium-

sized organizations, they are also more likely to be familiar with their business model across 

most functional areas.  Additionally, most of the respondents had at least 4 years of experience in 

the organization and held a college degree or higher, giving them ample exposure to their 

organizations’ operations.  

______________________ 

Insert Table 1 About Here 

_____________________ 

Data Collection 

The data collection method utilized in this study was consistent with previous firm level 

studies (Stover & Stone, 1978; Imperia, O'Guinn & MacAdams, 1985).  The survey was 

conducted through personal interviews.  The questions used were translated into Mandarin and 

then back-translated to English.   

The survey completion process consisted of two or more visits with the sample.  Data 

D
ow

nl
oa

de
d 

by
 N

an
ya

ng
 T

ec
hn

ol
og

ic
al

 U
ni

ve
rs

ity
 A

t 1
8:

43
 2

4 
Se

pt
em

be
r 

20
17

 (
PT

)



13 

 

were collected once permission had been granted after the initial contact. In almost all cases, the 

first visit consisted of dropping off the survey with the owner or manager.  During the second 

visit, questions were answered and the completed surveys were collected.  This usually took 

place during normal business operations. When necessary, the survey was also conducted after 

business hours if this was deemed more convenient by the business owner or manager. 

Given the nature of the survey and the obvious limitations associated with our sample, we 

made sure that potential issues were addressed or anticipated at the onset of the research design.  

Indeed, there are also a number of scholars (e.g., Boachie-Mensah & Issau, 2015; Chin et al., 

2013; Harzing & Sorge, 2003) who have used similar sampling procedures in the marketing 

literature.  The data collection process utilized here allows researchers to gather useful data and 

information that would not have been possible to collect using probability sampling techniques 

particularly in international markets.  Moreover, all sampling methods [including large samples 

sizes] may be just as problematic as a small sample size considering the potential systematic and 

unsystematic errors in the data collection process (Davis, Douglas & Silk, 1981).  Therefore, we 

contend that the sheer size of a sample does not necessarily guarantee a sample’s ability to 

accurately represent a target population.  

We also paid close attention to the sample source, which is just as important as the 

sample size. We controlled the nonresponse bias by using a previously tested survey design, 

offered incentives and used the appropriate contact method. All quality controls were in place 

during the data collection process to ensure that the selected subjects are reached.  Finally, in this 

research, we assumed that the subjects’ target population was homogeneous with no significant 

difference in the results from a random sample [which is not possible to obtain due to the 

nonexistent list of the finite population].  
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Operationalization of Variables 

The scale items used in our study have been previously used in the extant literature to 

measure market orientation as well as considered to have sufficient content validity and adequate 

levels of reliability. 

Measurement.  Market orientation scale (MARKOR) items used in this study were 

mainly adopted from Kohli, Jaworski and Kumar (1993). Kohli, Jaworski and Kumar’s (1993) 

original MARKOR scale was comprised of 32 questions.  Intelligence generation was a 10-item 

Likert-type scale; intelligence dissemination variable was an 8-item Likert-type scale; and, 

responsiveness variable was a 14-item Likert-type scale.  MARKOR used “strongly disagree” 

and “strong agree” as anchors. Performance was measured based on the sample’s self-reported 

response of their respective company’s average revenue growth, market share and ROI in the 

past 3 years. 

Equivalence.  The measures used in this study were initially developed in the United 

States.  Consequently, applying these measures to different cultural groups could be potentially 

problematic.  In particular, the use of the translated Mandarin version presents a reliability 

challenge – attenuating the precision of estimators and reducing the power of statistical tests 

(Davis, Douglas & Silk, 1981).    

As shown in Table 2, three underlying dimensions (intelligence generation, intelligence 

dissemination, and responsiveness) were used to operationalize MO. Bartlett’s test of sphericity 

and Kaiser–Meyer–Oklin statistics indicated that the data was suitable to identify factor 

dimensions. Keeping in mind the above considerations, we trimmed the items for MARKOR 

following Anderson and Gerbing’s (1988) recommendation.  Using measure purification, the 

number of scale items was retained (Joreskog & Sorbom, 1988) – 3 items retained for 
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intelligence generation, 4 for dissemination and 3 items for responsiveness.  In general, the 

reliability of the trimmed scales was good. We checked each construct’s reliability using 

Cronbach’s alpha. The calculated Cronbach’s alphas for the intelligence generation, 

dissemination and responsiveness were .77, .75 and .83, respectively.  All reliability scores were 

above the minimum standard for reliability of .70 suggested in the literature (Nunnally, 1967). 

Therefore, we can make a case that these scores are satisfactory for testing and validating the 

structural relationships identified in our model.  In Table 2, we provide the trimmed 

measurement items.   

__________________________ 

Insert Table 2 About Here 

__________________________ 

Construct Validity.  We used confirmatory factor analysis (CFA) to develop an 

acceptable measurement model.  The test of a measurement model allows us to assess whether 

observed variables are really measuring their underlying theoretical constructs and whether the 

measurement model provides evidence of an acceptable fit to the sample data. All constructs 

were evaluated for unidimensionality, reliability, and discriminant validity (Anderson & Gerbing, 

1988).  The measurement model was estimated based on a covariance matrix using the maximum 

likelihood estimation method (Chou & Bentler, 1995), a commonly used approach in structural 

equation modeling (SEM). The multidimensionality and fit of the measurement model for each 

construct were also tested using confirmatory factor analysis (CFA).  CFA results indicated 

satisfactory results for the dimensionality of the scale as indicated by GFI = 0.929, comparative 

fit index (CFI) =0.943 and root mean square error of approximation (RMSEA) = 0.085. All of 

these indices fall within the accepted boundaries used in the literature, thus indicating that the 
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measurement model for MO was been confirmed.  Figure 2 shows the measurement model for 

the MO scale. 

_________________________ 

Insert Figure 2 About Here 

__________________________ 

Discriminant Validity.  Discriminant validity is the extent to which a construct is truly 

distinct from other constructs. Table 3 shows the overall model construct means (x̅), standard 

deviations (SD), and average variance extracted (AVE) and construct intercorrelations.  The 

AVE for each of the four constructs in the model ranged from 0.45 to .76 and with one exception, 

they were greater than the minimum acceptable AVE criteria of .50 (Bagozzi & Yi, 1988). 

Furthermore, similar to the Richard and Purnell’s (2017) presentation of model information, 

Table 3 also shows that the tested model had acceptable levels of discriminant validity with the 

construct intercorrelations being less than the corresponding square root of the AVEs for each 

construct (Fornell & Larcker, 1981) with one exception, intelligence dissemination. All 

intercorrelations constructs were significant at p<0.001 level. 

_________________________ 

Insert Table 3 About Here 

__________________________ 

Although one could argue that these results demonstrate weak discriminant validity, it is 

important to note that these results need to be evaluated based on the entire information rather 

than using a single indicator.  In keeping with other researchers (e.g., Bagozzi & Yi, 1988), we 

contend that AVEs indicate acceptable levels of discriminant validity.  All but one AVE were of 

equal or higher than the suggested SIC level in the literature.  This suggests sufficient convergent 
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validity.  Additionally, we contend that researchers should not solely focus on specific cut-off 

scores to assess validity but rather to use the original scale as conceptualized.  In this study, we 

tested the original measurement scale in a culturally different environment and in a different 

context. Although we would have preferred to see all AVEs to be larger than their respective 

SICs (or all interconstuct correlation being less than the corresponding square root of the AVEs 

for each construct), considering the measurement model in its entirety, we can claim that these 

results are acceptable and sufficient to test the hypothesized structure.  We also believe that the 

three-construct CFA model used in this study demonstrates sufficient properties to proceed with 

the analysis.  Finally, the standardized weights (i.e., all above .50) and overall composite 

relatability (i.e., .76-.88) are consistent with Fornell and Larcker’s (1981) minimum acceptable 

criteria of .70 for adequate convergence or internal consistency.  Therefore, when taken together, 

the results provide initial support for the convergent validity of the four constructs used in the 

structural model.  Although some statistics may appear to be below estimates suggested in the 

literature, they do not appear to significantly harm model fit or internal consistency. In addition, 

the model fit was relatively good as measured by various goodness-of-fit measures.   

RESULTS  
 

The structural equation model (SEM) was used to test the hypothesized relationships. The 

results of the SEM and path coefficients are shown in Figure 3.  Figure 3 depicts MO as a second 

order latent construct composed of three first order latent constructs of MARKOR model. 

__________________________ 

Insert Figure 3 About Here 

___________________________ 

H1-H4 
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H1 suggests that intelligence generation among Chinese SME is a positive indicator of 

MO. As reported in Figure 3, the lambda coefficient for the relationship is positive and 

significant (λx11 = 0.60, t = 7.230, p < 0.001) as predicted. Therefore, we found support for H1. 

H2 proposed that intelligence dissemination among Chinese SME is a positive indicator 

of MO.  The lambda coefficient for the relationship is positive and significant (λx12= 1.04, t = 

9.156, p < 0.001), supporting H2. 

H3 predicts that responsiveness among Chinese SME is a positive indicator of MO.  The 

lambda coefficient for the relationship is positive and significant (λx13 = 0.74, t = 8.739, p < 

0.001).  Support was found for H3. 

H4 stated that market orientation positively influences Chinese SME performance. We 

calculated a significant and positive lambda ((γ11= 0.25, t = 3.247, p < 0.001), supporting H4.  

 

The model fit values for entire the structural model were within the suggested guidelines 

(χ2=159.60, p=.000, GFI=0.90, CFI=0.93 and RMSEA=0.087).  Although the relationship is 

statistically significant, the path coefficient is relatively small and the explained variance of the 

model (R-squared=0.10) is very small.  While this indicates that MO is a statistically significant 

factor contributing to Chinese SME performance, it appears that other factors that were not 

included in the model is explaining the majority of the variation and therefore warrants further 

investigation. 

DISCUSSION AND LIMITATIONS OF THE STUDY 

The structural equation modeling used in this analysis confirms the current authors’ 

arguments that, in fact, MO does have a positive impact on Chinese SME performance. All 

measurements contained in the model were satisfied and met the criterion that determines the 
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efficacy of the model’s fit.   

Research Implications 

Our study contributes to the MO literature in two different ways. First, we addressed the 

gap in the literature by examining MO in a non-Western context.  And second, while most MO 

studies about Chinese businesses have used large state-owned companies, our study investigates 

privately owned small to medium-sized Chinese companies. 

Based on our empirical findings, we offer several insights about the market-oriented 

activities of Chinese SME. First, Chinese SME studied here are in fact using a MO strategy and 

they are expanding their market share and increasing their return on investment. Second, the 

Western marketing ideas, such as MO, are providing Chinese firms with a roadmap of stable and 

effective tools to sustain their businesses and continue to build a competitive advantage for a 

variety of SME across the key cities in China. Finally, the results of this study indicate that the 

MO construct has value in different business environments - different scale (i.e., SME) and 

context (i.e., non-Western).   

Although a reduced number of scale items were used to operationalize the MARKOR 

dimensions to improve the model fit, this study provides empirical evidence to the robustness of 

the MO construct.  MARKOR’s ability to measure MO across cultures and business types is 

evident in this study. Therefore, while MARKOR may be construed as an older construct, it is 

still valuable and applicable worldwide. 

Managerial Implications 

This study provides some important insights into the MO practices observed by small and 

medium-size enterprises in China.  Given the transitional and emerging nature of the Chinese 

economy, our findings provide clues to how managers can best market products to their 
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respective industries.  While the insights in this study may not be pervasive across China and in 

all industries, they do provide the marketer with new areas to focus and a glimpse of what MO 

might be in a non-Western business environment.   

The implication for practicing managers is clear.  Since the implementation of a market 

orientation leads to improved financial and marketing performance, Chinese SME managers’ 

awareness of changes in the marketplace is critical.  In developing economies such as China, a 

MO approach may still be a novel concept. As such, there is a limited understanding of whether 

MO alone is enough or does it need to be accompanied by other internal resources (Guo & 

Wang, 2014; Menguc & Auh, 2006). At the core of implementing MO into practice is for 

managers to set customers into the center of company’s attention and ensure their satisfaction 

(Šályová et al., 2015).  

Since an organization’s strategy and performance are affected by its MO, the company’s 

marketing practices have to be managed properly for success to be achieved. By this we mean 

that management must establish a culture that makes sure that the elements of MO are 

implemented effectively. It may require structural and human resource changes based on the 

information (i.e., market intelligence) gathered about the marketing environment in which the 

organization is competing (Li & Zhou, 2010).  Additionally, managers need to be acutely aware 

of the inter-functional coordination that needs to be operational. This requires the management of 

people’s behaviors and their activities (Dobni & Luffman, 2003). It requires having the 

appropriate resources available at the right time with the right attitude about the implementation 

of the marketing activity. It may also require organizational structure and procedures that 

enhance connectedness (Johnson et al., 2009). 
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Although all three dimensions of MARKOR have contributed to the MO construct, our 

structural model shows that the intelligence dissemination (ID) had the highest contribution to 

the MO for Chinese SME.  This information may offer additional insight into the importance of 

ID for Chinese SME.  ID could be accomplished through informal meetings and discussions 

within the organization.   In addition to informal meetings to share the customer and market 

related information, managers are encouraged to use the prevailing cultural dynamics of Chinese 

business relationships (Guo & Wang, 2014; Li & Zhou, 2010).   

The market intelligence (MI) component of the MO strategy provides managers with a 

better means to understand customer needs and desires.  For example, understanding customers’ 

purchasing habits and what motivate them to purchase products and services can assist in market 

segmentation efforts (Keh et al., 2007).  It also provides a mechanism to identify opportunities 

but more importantly, the MI gathering function of the MO strategy can provide the information 

that can minimize the risk that exists during the decision making process. It can lessen the 

unnecessary uncertainty that exists in the marketing environment (Keh et al., 2007). This is 

because MI provides marketers with information used to develop different combinations of 

marketing mix tools to satisfy consumer needs and meet competitive activity.  

Finally, the SME marketers need to relate MO strategies to the existence of state-owned 

enterprises (SOE) in China. The SOEs have totally different business models, practices and 

organizational structures. The interface of SOEs and MO can create different decision making 

approaches that may or may not be congruent with the MO strategy. Marketers may have to use 

different approaches to adapt the MO strategy to a SOE business environment. Within this 

context, managers need to understand that many reforms are and have been occurring in China 

that can have a major impact on a SMEs ability to implement the elements of the MO strategy 
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(Oniku, 2009). This study demonstrates that there is a call for Chinese firms to be more market 

oriented and respond proactively.  They can do this by becoming more customer oriented or 

competitor oriented in order that they can respond quickly to the changes in the environment so 

they can take advantage of the business and market opportunities that emerge. The Chinese firms 

need to practice market orientation as a strategy for the purpose of advancing and developing it 

in future business ventures.  

Limitations of the Study 

Similar to other research that use Western-based measures across non-Western sample 

groups, an important consideration here is the validity of this study.  To the best of our 

knowledge, MARKOR has not been translated into Mandarin.  Most studies typically mention 

the translation of questionnaires to Chinese but not specifically to Manadrin (i.e., Li & Zhou, 

2010). Consequently, we advocate that future studies/researchers adapt the translated instrument 

utilized here for further validity. 

Another limitation is the sample size and convenience sample used in this study. While 

the sample size may be considered small, it does provide the ability to explore the ideas 

associated with MO. Since the data collected is limited to key Chinese cities), we cannot make 

any generalizations to China at large and across other industries. We can, however, see areas that 

can provide rich sources for future examination of MO and provide more insights into the 

practice of MO in China.  Therefore, there needs to be more studies conducted to replicate the 

findings of this study across the country in different locations and industries.  

Finally, although all hypothesized relationships were statistically significant and the 

model fit indices met the minimum standards suggested in the extant literature, the explained 

variance in our model was relatively small. This indicates the existence of other variables that 
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influences Chinese SME performance. Hence, future studies should include other constructs 

along with the MO to better understand the factors that lead to a Chinese firm’s improved 

performance.  Moreover, the performance measures used in the study were self-reported by the 

participants.  Future studies should incorporate other performance measures such as external 

measures of customer satisfaction or statistical market share information from external sources to 

validate the reported performance by the participants. 

CONCLUSION 

Despite of the aforementioned barriers, many Chinese businesses have started to focus on 

some marketing concepts and practices. The changes in culture and business thinking means that 

Chinese business people are now open to and/or have acquired new perspectives and skills in 

marketing competencies.  As such, the concepts of marketing and market orientation have taken 

on different compositions among traditional Chinese firms (Kshetri, 2009). 

The relationship between market orientation and business performance has been one of 

the most frequently discussed topics in the marketing literature.  To add to the existing 

discussion, our research contributes to the literature by investigating marketing orientation in a 

non-Western and small and medium-sized business contexts.  Based on the results presented in 

our study, we conclude that MO is indeed a critical factor that influences Chinese SME 

performance.  We also found that market orientation among Chinese SME is, in part, driven by 

market intelligence, dissemination and responsiveness.  

 

ACKNOWLEDGEMENT: 
 
The authors would like to acknowledge the support provided by the Fundamental Research 
Funds for Central Universities and Key Laboratory of Carrying Capacity Assessment for 
Resource and Environment, Ministry of Land and Resources. 
 

D
ow

nl
oa

de
d 

by
 N

an
ya

ng
 T

ec
hn

ol
og

ic
al

 U
ni

ve
rs

ity
 A

t 1
8:

43
 2

4 
Se

pt
em

be
r 

20
17

 (
PT

)



24 

 

REFERENCES 
 
Agarwal, J and Wu, T. (2004). “China’s entry to WTO: Global marketing issues, impact and 
implications for China.” International Marketing Review, Vol. 21, pp. 279-399. 
 
Agarwal, S., Erramilli, M. and Dev, C. (2003). “Market orientation and performance in service 
firms: Role of innovation,” Journal of Services Marketing, Vol. 17 (1), pp. 68-82. 
 
Amirkhani, A. and Fard, R. (2009). “The effect of market orientation on business performance of 
companies designing and manufacturing clean rooms,” American Journal of Applied Sciences, 
Vol. 6 (7), pp. 1373-1379. 
 
Appiah-Adu, K. (1997). “Market Orientation and performance: Do the findings established in 
large firms hold in small business sector?”Journal of Euro Marketing, Vol.6 (3), pp. 1-26. 
 
Armario, J., Ruiz, D., Armario. E. (2008). “Market orientation and internationalization in small 
and medium-sized enterprises”, Journal of Small Business Management, Vol.46 (4), pp. 485–
511. 
 
Boachie-Mensah, F. and Issau, K. (2015). “Market orientation and performance of small and 
medium-sized manufacturing enterprises in the accra metropolis,” International Journal of 
Marketing Studies, Vol 7 (3), pp. 39-52. 
 
Bagozzi, R. P. and Yi, Y. (1988). “On the evaluation of structural equation models,” Journal of 
the Academy of Marketing Science, Vol. 16 (1), pp. 74-94. 
 
Boso, N., Cadogan, J. and Story, V., (2012). “Entrepreneurial orientation and market orientation 
as drivers of product innovation success: A study of exporters from developing economy,” 
International Small Business Journal, Vol. 3 (1), pp. 57-81. 
 
Brooke, D., and Luffman, G. (2003).”Determining the scope and impact of market orientation 
profiles on strategy implementation and performance”, Strategic Management Journal, Vol. 24 
(6), pp. 577–585. 

 
Business Dictionary, (2016). (http://www.businessdictionary.com/definition/small-and-medium-
enterprise-SME.htmls). Accessed on 7/15/16. 
 
Chew, D., Yan, S. and Cheah, C. (2008). “Core capability and competitive strategy for 
construction SMEs in China,” China Management Studies, Vol. 2 (3), pp. 203-214. 
 
Chin, C., Lo, M. and Ramayah, T. (2013). “Market orientation and organizational performance: 
The moderating role of service quality,” SAGE Open, pp.1-14. 
 
Cao, X. and Hansen, E.N. (2006). “Innovation in China’s furniture industry, “Forest Products 
Journal, Vol. 56 (11-12), pp. 33-42. 
 

D
ow

nl
oa

de
d 

by
 N

an
ya

ng
 T

ec
hn

ol
og

ic
al

 U
ni

ve
rs

ity
 A

t 1
8:

43
 2

4 
Se

pt
em

be
r 

20
17

 (
PT

)

http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FCMS-08-2016-0158&system=10.1108%2F02651330410539620&isi=000222764300004&citationId=p_1
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FCMS-08-2016-0158&crossref=10.1111%2Fj.1540-627X.2008.00253.x&isi=000259347500001&citationId=p_5
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FCMS-08-2016-0158&crossref=10.1002%2Fsmj.322&isi=000182577800005&citationId=p_9
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FCMS-08-2016-0158&system=10.1108%2F08876040310461282&citationId=p_2
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FCMS-08-2016-0158&crossref=10.5539%2Fijms.v7n3p39&citationId=p_6
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FCMS-08-2016-0158&crossref=10.5539%2Fijms.v7n3p39&citationId=p_6
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FCMS-08-2016-0158&isi=000243137800003&citationId=p_13
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FCMS-08-2016-0158&isi=000243137800003&citationId=p_13
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FCMS-08-2016-0158&crossref=10.3844%2Fajassp.2009.1373.1379&citationId=p_3
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FCMS-08-2016-0158&crossref=10.1007%2FBF02723327&citationId=p_7
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FCMS-08-2016-0158&crossref=10.1007%2FBF02723327&citationId=p_7
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FCMS-08-2016-0158&crossref=10.1300%2FJ037v06n03_01&citationId=p_4
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FCMS-08-2016-0158&system=10.1108%2F17506140810895898&isi=000280938800004&citationId=p_11


25 

 

Cunningham, L. (2011). “SMEs as motor of growth: A review of China’s SMES development in 
thirty years (1978-2008),” Human Systems Management, Vol. 30, pp. 39-54. 
 
Davis, H., Douglas, S. and Silk, A. (1981). “Measure unreliability:  A threat to cross-cultural  
marketing research,” Journal of Marketing, Vol. 45, pp. 98-109. 
 
Diamantopoulos, A., and Hart, S. (1993). “Linking market orientation and company 
performance: Preliminary evidence on Kohli and Jaworski’s framework,” Journal of Strategic 
Marketing, Vol. 1, pp. 93-121. 
 
Dursun, Turkan and Cehan Kilic (2017). “Conceptualization and measurement of market 
orientation: A review with a roadmap for future research,” International Journal of Business and 
Management, Vol. 12(3), pp.1-18. 
 
Dwairi, M., Bhuian, S. and Turkus, A. (2007). “Revisiting the pioneering market orientation 
model in an emerging economy,” European Journal of Marketing, Vol. 41, (7/8), pp. 713-721.  
 
Fornell, C. and Larcker, D.F. (1981). “Evaluating structural equation models with unobservable 
variables and measurement error,” Journal of Marketing Research, Vol. 18 (1), pp. 39-50. 
 
Gonzales, L. I. A., Vijande, M. L. S., and Casielles, R. V. (2002). “The market orientation 
concept in the private non-profit organization domain,” International Journal of Nonprofit and 
Voluntary Sector Marketing, Vol. 7(1), pp. 55–67. 

Greenley, G. (1995).” Market Orientation and company Performance: empirical Evidence form 
UK companies,” British Journal of Management, Vol. 6, pp. 1-13. 
 
Grinstein, A. (2008). “The effect of market orientation and its components on innovation 
consequences: A meta-analysis,” Journal of the Academy of Marketing Science, Vol. 36 (2), pp. 
166–173. 
 
Guo, B. and Wang, Y (2014). “Environmental turbulence, absorptive capacity and external 
knowledge search among Chinese SMEs,” Chinese Management Studies, Vol. 8 (2), pp. 253-
272. 
 
Harzing, A. and Sorge, A. (2003).”The relative impact of country of origin and universal 
contingencies on internationalization strategies and corporate control in multinational 
enterprises: Worldwide and European perspectives,” Organizational Studies Vol. 24 (2), pp.187-
214. 
 
Hinson, R., Kastner, A. Ofori, D. and Mahmoud, A. (2008). “Market orientation and export 
performance; A Ghanaian study,” African Journal of Business and Economic Research, Vol. 3 
(2/3), pp. 62-91. 
 
Horng, S. (1998). “Market orientation of small and medium-sized firms in Taiwan,” Journal of 
Small Business Management, Vol. 36 (3), pp. 79-85. 
 

D
ow

nl
oa

de
d 

by
 N

an
ya

ng
 T

ec
hn

ol
og

ic
al

 U
ni

ve
rs

ity
 A

t 1
8:

43
 2

4 
Se

pt
em

be
r 

20
17

 (
PT

)

http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FCMS-08-2016-0158&crossref=10.2307%2F1251669&isi=A1981LS41100010&citationId=p_15
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FCMS-08-2016-0158&crossref=10.2307%2F3151312&isi=A1981LC54900004&citationId=p_19
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FCMS-08-2016-0158&system=10.1108%2FCMS-03-2014-0051&isi=000341703300008&citationId=p_23
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FCMS-08-2016-0158&crossref=10.1080%2F09652549300000007&citationId=p_16
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FCMS-08-2016-0158&crossref=10.1080%2F09652549300000007&citationId=p_16
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FCMS-08-2016-0158&crossref=10.1002%2Fnvsm.167&citationId=p_20
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FCMS-08-2016-0158&crossref=10.1002%2Fnvsm.167&citationId=p_20
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FCMS-08-2016-0158&crossref=10.1177%2F0170840603024002343&isi=000181135300001&citationId=p_24
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FCMS-08-2016-0158&crossref=10.5539%2Fijbm.v12n3p1&citationId=p_17
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FCMS-08-2016-0158&crossref=10.5539%2Fijbm.v12n3p1&citationId=p_17
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FCMS-08-2016-0158&crossref=10.1111%2Fj.1467-8551.1995.tb00082.x&citationId=p_21
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FCMS-08-2016-0158&system=10.1108%2F03090560710752357&isi=000248980400001&citationId=p_18
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FCMS-08-2016-0158&crossref=10.1007%2Fs11747-007-0053-1&isi=000255876700002&citationId=p_22
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FCMS-08-2016-0158&isi=000075192200008&citationId=p_26
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FCMS-08-2016-0158&isi=000075192200008&citationId=p_26


26 

 

Hurley, R., and Hult, G. (1998). “Innovation, market orientation and organizational learning: An 
integration and empirical examination,” Journal of Marketing, Vol.62 (3), pp. 42-54.  
 
Imperia, G., O'Guinn, T. and MacAdams, E. (1985). “Family decision making role perceptions 
among Mexican-American and Anglo wives: A cross-cultural comparison,” Advances in 
Consumer Research, Vol. 12, pp. 71-74. 
 
Jaworski, B. and Kohli, A. (1993). “Market orientation: Antecedents and consequences,” Journal 
of Marketing, Vol. 57 (July), pp. 53-70. 
 
Johnson, A., Dibrell, C., and Hansen, E. (2009). “Market orientation, innovativeness, and 
performance of food companies,” Journal of Agribusiness, Vol.27 (1/2). pp.85 106. 

Kaldor, A.G. (1971), “Imperative marketing,” Journal of Marketing, Vol. 35 (Spring), pp. 19-25. 
 
Keskin, H. (2006). “Market orientation, learning orientation, and innovation capabilities in 
SMEs: An extended model,” European Journal of Innovation Management, Vol. 9 (4), pp. 396-
417. 
 
Kara, A., Spillan, J. and DeShields, O. (2005). “The effect of a market orientation on business 
performance: A study of small-sized service retailers using MARKOR scale,” Journal of Small 
Business Management, Vol. 43 (2), pp. 105-118. 
 

Keh, H., Tat, T., Nguyen, M., and Ng, P. (2007). “The effects of entrepreneurial orientation and 
marketing information on the performance of SMEs,” Journal of Business Venturing, Vol. 22, 
pp. 592-611. 
 
Kohli, A. and Jaworski, B. (1990). “Market orientation: The construct, research propositions, and 
managerial implications,” Journal of Marketing, Vol. 54 (April), pp. 1-18. 
 
Kohli, A., Jaworski, B. and Kumar, A. (1993). “MARKOR: A measure of market orientation,” 
Journal of Marketing Research, Vol. 30 (November), pp. 467-77. 
 
Konopa, L.J. and Calabro, P.J. (1971). “Adoption of the marketing concept by large northeastern 
Ohio manufacturers, “Akron Business and Economic Review, Vol. 2 (Spring), pp. 9-13. 
 
Kotler, P. (1994). Marketing Management, eighth edition, Englewood Cliffs, N.J. Prentice-Hall, 
Inc. 
 
Kotler, P. and Anderson, A. (1987), Strategic Marketing in Nonprofit Organizations, Englewood 
Cliffs, NJ: Prentice Hall Inc. 
 
Kshetri, N. (2009). “The development of market orientation: A consideration of institutional 
influence in China,” Asia Pacific Journal of Marketing and Logistics, Vol. 21, (1), pp. 19-40. 
 

D
ow

nl
oa

de
d 

by
 N

an
ya

ng
 T

ec
hn

ol
og

ic
al

 U
ni

ve
rs

ity
 A

t 1
8:

43
 2

4 
Se

pt
em

be
r 

20
17

 (
PT

)

http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FCMS-08-2016-0158&crossref=10.1016%2Fj.jbusvent.2006.05.003&isi=000245774300007&citationId=p_34
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FCMS-08-2016-0158&crossref=10.2307%2F1251742&isi=000074597100003&citationId=p_27
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FCMS-08-2016-0158&crossref=10.2307%2F1249912&isi=A1971J066500003&citationId=p_31
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FCMS-08-2016-0158&crossref=10.2307%2F1251866&isi=A1990CZ14400001&citationId=p_35
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FCMS-08-2016-0158&system=10.1108%2F14601060610707849&citationId=p_32
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FCMS-08-2016-0158&crossref=10.2307%2F3172691&isi=A1993MG96600007&citationId=p_36
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FCMS-08-2016-0158&system=10.1108%2F13555850910926227&citationId=p_40
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FCMS-08-2016-0158&crossref=10.2307%2F1251854&isi=A1993LN85600004&citationId=p_29
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FCMS-08-2016-0158&crossref=10.2307%2F1251854&isi=A1993LN85600004&citationId=p_29
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FCMS-08-2016-0158&crossref=10.1111%2Fj.1540-627x.2005.00128.x&isi=000227880200001&citationId=p_33
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FCMS-08-2016-0158&crossref=10.1111%2Fj.1540-627x.2005.00128.x&isi=000227880200001&citationId=p_33


27 

 

Kumar, V., Jones, E., Venkatesan, R., and Leone, R.P. (2011), “Is market orientation a source of 
sustainable competitive advantage or simply the cost of competing?” Journal of Marketing, Vol. 
75 (1), pp. 16–30. 
 
Levitt, T. (1960), “Marketing myopia,” Harvard Business Review, Vol. 38, pp.45-56. 
 
Li, J. and Zhou, K. (2010). “How foreign firms achieve competitive advantage in the Chinese 
emerging economy: Managerial ties and market orientation,” Journal of Business Research, Vol. 
63, pp. 856-862. 
 
Li– Qun, W. and Chung-Ming, A., (2005). “Market orientations, HRM importance and 
competence: Determinants of strategic HRM in Chinese firms,” International Journal of Human 
Resource Management, Vol. 16 (10), pp. 1901-1908. 
 
Low, D., Chapman, L. and Sloan, T., (2008).”Innovation and market orientation in Australian 
manufacturing SMEs,”Monash Business Review, Vol. 4 (1). pp. 28-29. 
 
Lynn, L., Matjaz, M. and Jurse, K. (2002). “Democracy without empowerment: The grand vision 
and demise of Yugoslav sell-management,” Management Decision, Vol. 40 (7-8), pp. 797-807. 
 
McCarthy, E.J. and Perreault, W.D. Jr. (1993). Basic Marketing, 11th edition, Homewood, Ill., 
Richard D. Irwin, Inc. 
 
Menguc, B. and Auh, S. (2006). “Creating firm level dynamic capability through capitalizing on 
market orientation and innovativeness”. Journal of Marketing Science, Vol.34 (1), pp. 63-73.  

Meziou, F. (1991). “Areas of strength and weakness in the adoption of the marketing concept by 
small manufacturing firms,” Journal of small Business Management, October, pp. 72-78. 
 
Najafi-Tavani, S, Sharifi, H. and Najafi, Tavani, Z. (2016). “Market orientation, market 
capability, and new product performance: The moderating role of absorptive capacity,” Journal 
of Business Research, Vol. 69, pp. 5059-5064. 
 
Narver, J. and Slater, S. (1990). “The effect of a market orientation on business profitability,” 
Journal of Marketing Vol. 5 (October), pp. 20-35. 
 
Nunnally, J. C. (1967). Psychometric Theory, McGraw Hill, New York. 
 
Olimpia, C., Chawit, C. and Amonrat, T. (2007). “Market orientation, international business 
relationships and perceived export performance, “International Marketing Review, Vol. 24 (2), 
pp. 144-163.  
 
Oniku, C. (2009). “Market Orientation: SMEs performance under government economic/market 
reforms in Nigeria, Conference of the International Journal of Arts and Sciences, Vol. 1 (20), pp. 
186-205. 
 

D
ow

nl
oa

de
d 

by
 N

an
ya

ng
 T

ec
hn

ol
og

ic
al

 U
ni

ve
rs

ity
 A

t 1
8:

43
 2

4 
Se

pt
em

be
r 

20
17

 (
PT

)

http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FCMS-08-2016-0158&crossref=10.2104%2Fmbr08007&citationId=p_45
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FCMS-08-2016-0158&system=10.1108%2F02651330710741794&isi=000247698800004&citationId=p_53
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FCMS-08-2016-0158&isi=A1960CFX0300008&citationId=p_42
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FCMS-08-2016-0158&system=10.1108%2F00251740210437752&citationId=p_46
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FCMS-08-2016-0158&crossref=10.1016%2Fj.jbusres.2016.04.080&isi=000383936800056&citationId=p_50
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FCMS-08-2016-0158&crossref=10.1016%2Fj.jbusres.2016.04.080&isi=000383936800056&citationId=p_50
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FCMS-08-2016-0158&crossref=10.1016%2Fj.jbusres.2009.06.011&isi=000280622200010&citationId=p_43
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FCMS-08-2016-0158&crossref=10.2307%2F1251757&isi=A1990ED50600002&citationId=p_51
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FCMS-08-2016-0158&crossref=10.1080%2F09585190500298586&isi=000233742500007&citationId=p_44
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FCMS-08-2016-0158&crossref=10.1080%2F09585190500298586&isi=000233742500007&citationId=p_44
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FCMS-08-2016-0158&crossref=10.1177%2F0092070305281090&isi=000237112000007&citationId=p_48
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FCMS-08-2016-0158&crossref=10.1509%2Fjmkg.75.1.16&isi=000286364500002&citationId=p_41


28 

 

Ozturan, P., Ozsomer, A. & Pieter, R. (2014). “The role of marketing orientation in 
advertising spending during economic collapse: The case of Turkey in 2001,” Journal of 
Marketing Research, Vol. LI, pp.139-152. 
 
Pelham, A. (2000). “Market orientation and other potential influences on performance in small 
and medium-sized manufacturing firms,” Journal of Small Business Management, January, pp. 
48-67. 
 
Pelham, A. and Wilson, D. (1996). “A longitudinal study of the impact of market structure, firm 
structure, strategy, and market orientation culture on dimensions of small-firm performance,” 
Journal of the Academy of Marketing Science, Vol. 24 (1), pp. 7-43. 
 
Perreault, W. and McCarthy, J. (2002). Basic Marketing: A Global Approach, 14th Edition, 
Homewood, IL: McGraw Hill-Irwin. 
 
Peterson, R. (1989). “Small business adoption of market orientation on business 
profitability,”Journal of Marketing, October, pp. 20-35. 
 
Pitt, L., Caruana, A., and Berthon, P. (1996).  “Market orientation and business performance: 
some European evidence,” International Marketing Review, Vol. 13, pp. 5-18. 
 
Prifti, Rezart and Genc Alimehmeti (2017). “Market orientation, innovation, and firm 
performance – and analysis of Albanian firms’, Journal of Innovation and Entrepreneurship, A 
Systems View Across Time and Space, Vol 6(8), pp. 1-19. 
 
Qu, R. (2007). “Corporate Social Responsibility in China: Impact of regulations, market 
orientation and ownership structure,” China Management Studies, Vol. 1, pp. 198-207. 
 
Reid, M., Luxton, S. and Mavondo, F. (2005). “The relationship between integrated marketing 
communication, market orientation and brand orientation,” Journal of Advertising, Vol. 34(4), 
pp. 11-24. 
 
Richard, J. E. and Purnell, F. (2017). “Rethinking catalogue and online B2B buyer channel 
preferences in the education supplies market,” Journal of Interactive Marketing, Vol. 37, pp. 1-
15. 
 
Ruekert, R. (1992). “Developing a market orientation: An organizational strategy perspective,” 
International Journal of Research in Marketing, Vol. 9, pp. 225-245. 
 
Šályová, S., Táborecká-Petrovičová, J., Nedelová, G. and Ďaďo, J. (2015). “Effect of marketing 
orientation on business performance: A study from Slovak foodstuff industry,” Procedia 
Economics and Finance, Vol.34, pp. 622-629. 
  
Sani, S., Moktar, R., Yusuf, Z. and Ahmad, A. (2014). “Key elements of market orientation on 
Malaysian SMEs performance, “International Journal of Business and Society, Vol. 15 (1), pp. 
49-64.  

D
ow

nl
oa

de
d 

by
 N

an
ya

ng
 T

ec
hn

ol
og

ic
al

 U
ni

ve
rs

ity
 A

t 1
8:

43
 2

4 
Se

pt
em

be
r 

20
17

 (
PT

)

http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FCMS-08-2016-0158&isi=000084777100003&citationId=p_56
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FCMS-08-2016-0158&system=10.1108%2F02651339610111317&citationId=p_60
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FCMS-08-2016-0158&crossref=10.1016%2Fj.intmar.2016.06.003&isi=000394408000001&citationId=p_64
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FCMS-08-2016-0158&crossref=10.1007%2FBF02893935&citationId=p_57
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FCMS-08-2016-0158&crossref=10.1016%2F0167-8116%2892%2990019-H&citationId=p_65
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FCMS-08-2016-0158&system=10.1108%2F17506140710779302&isi=000207742600005&citationId=p_62
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FCMS-08-2016-0158&crossref=10.1016%2FS2212-5671%2815%2901677-9&citationId=p_66
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FCMS-08-2016-0158&crossref=10.1016%2FS2212-5671%2815%2901677-9&citationId=p_66
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FCMS-08-2016-0158&crossref=10.1509%2Fjmr.11.0528&citationId=p_55
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FCMS-08-2016-0158&crossref=10.1509%2Fjmr.11.0528&citationId=p_55
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FCMS-08-2016-0158&isi=A1990ED50600002&citationId=p_59
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FCMS-08-2016-0158&crossref=10.1080%2F00913367.2005.10639210&isi=000234626600005&citationId=p_63


29 

 

 
Serviere-Monoz, L., Handan V. Saranand, A. (2013). “Two peas in pod? Exploring the market 
orientation, innovation and dynamism of Mexico and Turkey’s entrepreneurial culture,” 
International Journal of Entrepreneurship, Vol. 17, p. 77. 
 
Shapiro, B. (1988), “What the hell is market-oriented?” Harvard Business Review (Nov.-Dec.), 
pp. 119-125.  
 
Siguaw, J., Brown, G. and Widing, R. (1994). “The influence of market orientation of the firm 
on sales force behavior and attribute,” Journal of Marketing Research, Vol. 31 (February), pp. 
106-116. 
 
Siscia, S., Naldi, L. and Hunter, E. (2006). “Market orientation as determinant of 
entrepreneurship: An empirical investigation on SMEs,” Entrepreneurship Management, Vol. 2, 
pp. 21–38. 
 
Slater, S.F. and Olson, E.M. (2002). “A fresh look at industry and market analysis,” Business 
Horizons, Vol. 45 (1), pp. 15-22. 
 
Slater, S. and Narver, J. (1994). “Does competitive environment moderate the market orientation 
- performance relationship? Journal of Marketing, Vol. 58 (January), pp. 46-55. 
 
Song, J., Wang, R. and Cavusgil, S. T. (2015). “State ownership and market orientation in 
China's public firms: An agency theory perspective,” International Business Review, Vol.24 (4), 
pp. 690-699. 
 
Stover, R. and Stone, W. (1978).  "Hand delivery of self-administered questionnaires,” Public 
Opinion Quarterly, Vol. 42, pp. 284-287. 
 
Tajeddini K., Trueman M., Larsen, G. (2006). “Examining the effect of market orientation on 
innovativeness,” Journal of Marketing Management, Vol. 22, pp. 529-51. 
 
Tang, F. and Ke, X. (2013).  “Dual order system and SMEs’ growth: Three longitudinal cases 
from China,” China Management Studies Journal, Vol.7, pp. 74-93. 
 
Vazquez, R., Santos, M. and Alvarez, L. (2001). “Market orientation, innovation and competitive 
strategies in industrial firms,” Journal of Strategic Marketing, Vol. 6, pp. 69-90. 
 
Verhees F. and Meulenberg M. (2004). “Market orientation, innovativeness, product innovation, 
and performance in small firms,” Journal of Small Business Management, Vol. 42, pp. 134-54; 
online paid access, http:/ /www.questia.com, 20 printed pages. 9 October, 2009. 
 
Wang, C. and Chung, H. (2013).  “The moderating role of managerial ties in market orientation 
and innovation: An Asian perspective,” Journal of Business Research, Vol. 66 (12), pp. 2431-
2437. 
 

D
ow

nl
oa

de
d 

by
 N

an
ya

ng
 T

ec
hn

ol
og

ic
al

 U
ni

ve
rs

ity
 A

t 1
8:

43
 2

4 
Se

pt
em

be
r 

20
17

 (
PT

)

http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FCMS-08-2016-0158&crossref=10.1007%2Fs11365-006-7087-6&citationId=p_71
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FCMS-08-2016-0158&crossref=10.1111%2Fj.1540-627X.2004.00102.x&isi=000220345000002&citationId=p_79
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FCMS-08-2016-0158&crossref=10.1016%2FS0007-6813%2802%2980005-2&citationId=p_72
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FCMS-08-2016-0158&crossref=10.1016%2FS0007-6813%2802%2980005-2&citationId=p_72
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FCMS-08-2016-0158&crossref=10.1362%2F026725706777978640&citationId=p_76
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FCMS-08-2016-0158&crossref=10.1016%2Fj.jbusres.2013.05.031&isi=000326214300010&citationId=p_80
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FCMS-08-2016-0158&isi=A1988Q797200011&citationId=p_69
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FCMS-08-2016-0158&crossref=10.2307%2F1252250&isi=A1994MZ52900004&citationId=p_73
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FCMS-08-2016-0158&system=10.1108%2F17506141311307604&isi=000333220400006&citationId=p_77
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FCMS-08-2016-0158&crossref=10.2307%2F3151950&isi=A1994NJ05200009&citationId=p_70
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FCMS-08-2016-0158&crossref=10.1016%2Fj.ibusrev.2014.12.003&isi=000356209100013&citationId=p_74
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FCMS-08-2016-0158&crossref=10.1080%2F09652540123013&citationId=p_78


30 

 

Webster, F. (1988). “The rediscovery of the marketing concept,” Business Horizons, Vol. 31, pp. 
29-39. 
 
Zhang, J. and Zhu, M. (2016). “Market orientation, product innovation and export performance: 
Evidence from Chinese manufacturers,” Journal of Strategic Marketing, Vol. 24 (5), pp. 377-
397. 
 
Zhou, K., Gao, G., Yang, Z. and Zhou, N. (2005). “Developing strategic orientation in China: 
Antecedents and consequences of market and innovation orientations,” Journal of Business 
Research, Vol. 58, pp. 1049-58. 
 
Zhou, K., Yim, C. and Tse, D. (2005). “The effects of strategic orientations on technology and 
market-based breakthrough innovations,” Journal of Marketing, Vol. 69 (2), pp. 42-60. 
 
 
 
Biographies 
 
Dr. Long Zhang is an Associate Professor in the School of Humanities and Economic 
Management in China University of Geosciences, Beijing, China. He graduated from China 
University of Geosciences(Beijing) with a Ph.D. in Resource and Environmental Management. 
His primary research interests are in crisis management and business management. 
 
Ali Kara is Professor of Marketing in the College of Business Administration, the Penn State 
University, York Campus. He holds a doctorate from Florida International University. His 
current research focuses on statistical modeling, model comparisons, and identifying segments 
using data.  
 
John E. Spillan is Professor of Management at the University of North Carolina At Pembroke, 
School of Business. He received his Ph.D. from the Warsaw School of Economics, in Warsaw, 
Poland. His research centers on Crisis Management, International Marketing, Entrepreneurship 
and International Business with a specific interest in Latin American and Eastern Europe. 
 
Alma Mintu-Wimsatt is a Professor of Marketing at TX A & M University- Commerce.  She 
received her Ph.D. from the University of Kentucky.  Her areas of research interest are cross-
cultural negotiations, buyer-seller interaction and teaching pedagogy focusing on technology 
mediated learning.  
 

 

D
ow

nl
oa

de
d 

by
 N

an
ya

ng
 T

ec
hn

ol
og

ic
al

 U
ni

ve
rs

ity
 A

t 1
8:

43
 2

4 
Se

pt
em

be
r 

20
17

 (
PT

)

http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FCMS-08-2016-0158&crossref=10.1016%2Fj.jbusres.2004.02.003&isi=000230861200005&citationId=p_83
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FCMS-08-2016-0158&crossref=10.1016%2Fj.jbusres.2004.02.003&isi=000230861200005&citationId=p_83
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FCMS-08-2016-0158&crossref=10.1509%2Fjmkg.69.2.42.60756&isi=000228151500004&citationId=p_84
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FCMS-08-2016-0158&crossref=10.1016%2F0007-6813%2888%2990006-7&isi=A1988N579800006&citationId=p_81
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2FCMS-08-2016-0158&crossref=10.1080%2F0965254X.2015.1052538&isi=000386930400004&citationId=p_82


31 

 

 

Figure 1: Proposed Model of Marketing Orientation 
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Figure 2: Results of Confirmatory Factor Analysis 
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Figure 3: Structural Equation Model of Market Orientation and SME Performance 
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Table 1: Participant and Company Profiles of Chinese SME included in the Sample 
(n=214) 

 
Respondent Profile %/ x̅ Company Profile %/ x̅ 
Current job title/rank 

• Chief Executive 
• Marketing Manager 
• Marketing Analyst 
• Sales Representative 
• General Business Manager 
• Other 

 
0.5 
11 
3 

36 
13 
37 

Total no of employees 
• Under 10 
• 10 to 49 
• 50 to 99 
• 100 to 499 
• 500 to 999 
• 1000+ 

 
6 

16 
11 
22 
18 
27 

Industries of companies 
• IT 
• Electronics 
• Logistics 
• Environmental protection 
• Other 

 
66 
12 
9 
5 
8 

In-house marketing training program 
• Yes 
• No 

 
55 
45 

Average no. of years employed by the current 
company 

4+ 
 

Total compensation 
• less than $20,000 
• $20,001-40,000 
• $40,001-50,000 
• $50,001-60,000 
• $60,001-70,000 
• $70,001-80,000 
• $80,001-90,000 
• $90,001-100,000 
• More than $100,000 

 
52 
31 
6 
3 
6 
4 
- 
- 
.5 
 

Average no. of years of business experience 8+ Average Revenue growth past 3 years 
• Less than 1% 
• 1-3% 
• 4-6% 
• 7-9% 
• 10-12% 
• More than 12% 

 
4 

12 
28 
16 
12 
29 

Age  
• Less than 25 
• 26—35 
• 36—45 
• 46—55 
• 55+ 

 
22 
64 
13 
2 

0.5 

Average Market share past 3 years 
• Less than 1% 
• 1-3% 
• 4-6% 
• 7-9% 
• 10-12% 
• More than 12% 

 
17 
17 
17 
13 
8 

29 

Gender 
• Male 
• Female 

 
65 
35 

Average ROI past 3 years 
• Less than 1% 
• 1-3% 
• 4-6% 
• 7-9% 
• 10-12% 
• More than 12% 

 
5 

16 
24 
21 
11 
23 

Education 
• High school or less 
• Some college 
• College degree 
• Graduate 
• Other 

 
7 

23 
51 
19 
.5 
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Table 2:  Measurement Scale, Retained Items, Mean & Cronbach’s Alpha 

 
Dimensions/items* Mean Alpha 
Intelligence Generation (IG)  .77 
   
IG1. In our business unit, we meet with customers at least once a 
year to find out what products or services they will need in the 
future. 

4.35  

IG2. Individuals from our service department interact directly with 
customers to learn how to serve their needs better. 

4.26  

IG5. We survey end users at least once a year to assess the quality 
of our product and service offerings. 
 

3.95  

Intelligence Dissemination (ID)  .75 
 
ID1. A lot of informal talks in this business unit among employees 
concerns our competitors' tactics or strategies. 

 
3.88 

 

ID3. Marketing personnel in our business unit spend time 
discussing customers' future needs with other functional 
departments. 

3.79  

ID5. When something important happens to a major customer 
market, the whole business unit knows about it within a short 
period of time. 

3.82  

ID6. Data on customer satisfaction and/or dissatisfaction are 
disseminated at all levels in this business unit on a regular basis. 

3.48  

 
Responsiveness (RES) 

  
.83 

 
R12. We are quick to respond to significant changes in our 
competitors' pricing structures. 

 
3.46 

 

R13. When we find out that customers are unhappy with the quality 
of the service they get, we take corrective action immediately. 

3.63  

R14. When we discover that customers would like us to modify a 
product or service, the departments involved make concerted efforts 
to do so. 
 

3.62  

*A 5-point scale was used where 1=strongly disagree and 5=strongly agree. 
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Table 3:  Overall Model Construct Means (x̅), Standard Deviations (SD), Average Variance 
Extracted (AVE) and Construct Intercorrelations 

 
 

 x̅ SD IG ID Responsiveness Performance 
Overall Model 

AVE 

  0.55 0.45 0.64 0.76 

IG 4.19 0.949 0.74    
ID 3.74 0.926 0.643 0.67   
Responsiveness 3.57 1.017 0.361 0.768 0.80  
Performance 3.47 0.994 0.188 0.202 0.394 0.87 

 

Note: The square roots of AVEs are shown in diagonals (bold). Correlations for each construct in 
the mode are in the lower half of the table. All correlation coefficients are significant at the .05 
level except IG��P. All construct intercorrelations (except ID) are less than the corresponding 
square root of the AVEs. 
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