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Abstract

In the field of international business, examination of the link between a market orientation
(MO) and an export performance (EP) is quite popular. However, mechanisms through which
MO affects EP have not been sufficiently investigated. The aim of this paper was to examine
direct and indirect impact of MO on EP, as well as drivers of MO. In this paper, MO is
defined as organisational culture. Based on the structure-conduct-performance paradigm and
Resource-Based View, a model was formulated and tested on a sample of 121 large and
medium-sized exporters operating in the Republic of Serbia. The method applied was partial
least squares structural equation modelling (PLS-SEM). Obtained results indicate that there
is a direct and positive effect of relational resources and competitive intensity on MO. It was
also found that MO affects EP directly, and that differentiation strategy partially mediates the
relationship between MO and EP.

Keywords: market orientation, organisational culture, differentiation, resources, competitive
intensity, export performance
JEL Codes: M31, F23

1. Introduction

With the increased liberalisation of the world trade, export became a popular
way to exploit opportunities in foreign markets (Singh 2009; Krammer/Strange/
Lashitew 2018). In addition to this, export is a significant driver of a firm’s
survival and growth (Acar 2016). Therefore, the understanding of how a firm
can improve its export performance (EP) is crucial.

Since 2000, market orientation (MO) has become increasingly interesting as a
determinant of EP (Sousa/Martinez-Lopez/Coelho 2008). In most scientific arti-
cles to date, the focus is on establishing a direct link between MO and different
EP indicators (Cadogan/Boso/Story/Adeola 2016). Recently, the authors have
begun to recognise the importance of examining processes through which MO
affects EP, and they started to include various mediating factors in their research
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frameworks. Nevertheless, it is stated that the way in which MO influences
EP has not been sufficiently examined (Zehir/Kole/Yildiz 2015; Olabode/Adeo-
la/Assadinia 2018). Moreover, studies examining the intervening role of compet-
itive strategy in the relationship between MO and EP are especially rare.

There are some other gaps in the literature related to MO in the export context.
A few authors examine factors that affect the implementation of MO, i.e.,
drivers of MO (ipek/Bigakcioglu-Peynirci 2020). Furthermore, studies that use
the cultural approach of Narver and Slater (1990) in EP research are scarce
(Julian/Mohamad/Ahmed/Sefnedi 2014; Olabode et al. 2018). Despite numerous
calls in the literature (Sousa et al. 2008, Chan/Sousa/He 2016), there is still less
empirical evidence in the field of EP from developing countries than from the
developed ones. Based on literature reviews presented by Sousa et al. (2008) and
Chan et al. (2016) it can be seen that the vast majority of studies in the field
of EP were conducted in North American countries and developed European
countries (the UK, Spain, Portugal, Germany, Norway, Finland, and France). In
the last 15 years, China came into the focus as it is one of the largest economies
and the biggest exporter in the world (Chan et al. 2016). Less developed Asian
countries, certain parts of Africa and Latin America, as well as developing
European countries, have received little or no interest from researchers so far
(Chan et al. 2016).

This paper aims to offer a broader framework of the impact of MO on EP.
Drawing on the structure-conduct-performance paradigm (SCP) and Resource-
Based View (RBV), a model was developed that was tested on a sample of
large and medium-sized exporters from the Republic of Serbia. In this paper,
MO is defined as organisational culture, and is perceived as an ability of a firm
to connect resources enabling it to make the best use of them. Based on RBYV,
relational resources are recognised as drivers of MO. Relying on postulates of
the SCP, it is assumed that competitive intensity has a direct impact on the level
of MO and that differentiation strategy mediates the relationship between MO
and EP.

This paper adds up to the existing literature in numerous ways. For international
business and strategic marketing theorists, this study is relevant since it brings
together two approaches that are typically considered opposite (Morgan/Kale-
ka/Katsikeas 2004). For researchers in the field of EP, it provides insights into
drivers of MO, and direct and indirect impact of MO on EP in the context
in which these relationships have not been tested before. In the Republic of
Serbia, there have been no studies on this subject so far. From a practical
point of view, the results of the conducted research could help managers of
exporting firms understand importance of implementation of MO and improve
formulation of strategy on a scientific basis, all of which can result in better
export performance.
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The paper is organised as follows. Following the introduction, a conceptual
framework is developed. The third part of the paper explains the applied
methodology. The fourth part summarises the research results. The fifth part
discusses the implications of the conducted research both theoretically and prac-
tically, followed by the conclusion, limitations, and recommendations for further
research work.

2. Conceptual framework
2.1 Theoretical background

This paper adopts the concept proposed by Narver and Slater (1990), defin-
ing MO as organisational culture. Researchers examining the relationship be-
tween MO and strategy in a domestic context have used this concept to link
organisational culture with the firm's strategy (Dobni/Luffman 2000; Hansen/
Dibrell/Down 2006). This approach has been selected due to the fact that estab-
lishing a link between MO and strategy is one of the main tasks of this paper.
Additional reason for this decision is the desire to fill in the gap in export
business related literature. In previous studies pertaining to the relationship
between MO and EP, this very approach was neglected (Julian et al. 2014;
Olabode et al. 2018). The authors usually use a behavioural approach, even
though both perspectives are equally important and recognised in the literature
(Deshpandé/Farley 1998; Shoham/Rose/Kropp 2005). Following Narver and
Slater (1990), in this paper, MO is defined as a set of norms and values among
employees in an organisation. Narver and Slater (1990) particularly highlight
the importance of the link between MO and sustainable competitive advantage.
They state that knowing and understanding customers’ needs, as well as the
strategic moves of competitors enables the organisation to create superior value
for its customers. In this way, the firm maintains a competitive advantage in
the market, which is considered to be the main precondition for achieving
an above-average performance (Naeini/Mosayebi/Mohajerani 2019). This view
underlines the significance of MO in the area of strategic management and lays
foundation for investigation of the link between MO and competitive strategy
(Hunt/Morgan 1995).

Export performance (EP) represents an overall result of a firm’s export activities
(Chen et al. 2016). Most frequently studied dimensions of EP are strategic and
economic (financial) ones (Papadopoulos/Martin 2010). Export success can be
assessed both subjectively and objectively (Sousa 2004). Subjective indicators,
although considered less accurate, can be beneficial when objective data are
not available (Sousa 2004). Researchers’ experience has shown that respondents
are usually unwilling to reveal confidential financial information regarding sales
and profit which is why they prefer to make subjective performance assessments
(Lages/Lages/Lages 2004). Based on the aim of the paper, and according to
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the recommendations given by Oliveira, Cadogan, and Souchon (2012), this
paper adopts a firm-level view of EP. EP is formulated as a composite measure
comprising financial and strategic dimensions, while subjective indicators are
used to measure EP.

Leading theoretical approaches this study of EP is based upon as predominantly
found in the literature are Resource-Based View (RBV) and structure-conduct-
performance (SCP) paradigm (Sousa et al. 2008; Styles/Patterson/Ahmed 2008).
It is stated that SCP and RBYV, when used separately, cannot provide a compre-
hensive picture of the factors that influence EP (Morgan et al. 2004; Chen et al.
2016). Following Morgan et al. (2004), this paper combines two approaches in
order to offer a broader picture of the MO’s impact on EP.

The link between MO and EP is usually established relying on RBV (Rose/
Shoham 2002). MO is often perceived as capability of a firm (Fahy/Smithee
1999; Chen et al. 2016). Capabilities relate to the ability of firms to deploy and
combine resources using organisational processes. They are based on the trans-
mission and exchange of information through human capital (Amit/Schoemaker
1993). According to Fahy and Smithee (1999), organisational culture represents
a capability, i.e., skills of individuals or groups in an organisation, as well as
procedures and interactions all resources are managed by. Day (1994) states
that capabilities are that “glue” connecting resources and enabling a firm to
make the best use of them. DeSarbo, Benedetto, and Song (2007) reiterate that
ability of a firm to employ resources through organisational capabilities may be
more important for achieving the desired performance than solely owning those
resources. Following the explanations given in the literature, this paper views
MO as the capability used to deploy its resources. It is assumed that relational
resources have a direct and positive effect on the level of implementation of
MO.

According to SCP paradigm, a firm's behaviour and its performance are directly
affected by characteristics of the industry the firm operates in (Porter 1981;
Hill/Deeds 1996). Following SCP approach, Porter states that strategy evolves
as a deliberate response to market’s requirements. (Porter 1985). He goes on
explaining that firms need to choose a strategy that will enable them create a
defensive position against rivals. Referring to SCP, Cavusgil and Zou (1994)
indicate that aligning a strategy with the environment has a significant positive
impact on the firm’s performance.

Based on the presented standpoints, it can be assumed that intensity of com-
petition in export markets will trigger specific behaviour of the firm, that is,
pressure imposed by competitors will force it to be more market-oriented. Mar-
ket-oriented firms will have a higher level of implementation of a differentiation
strategy, which helps them compete in foreign markets and consequently have
better export results. Strategic mediating factors represent an important topic
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for research (Rose/Shoham 2002). There is a somewhat faint understanding of
how MO affects strategy and, consequently, a firm’s performance (Foley/Fahy
2009). Some authors emphasise that market orientation has to be incorporated
into strategic management research in order to be able to understand and predict
business results (Hult/Ketchen 2001; Ketchen et al. 2007). This paper underlines
that the competitive advantage of an exporting firm is determined not only
by resources but also by the external environment and market forces it faces.
Success of the firm depends on the processes it combines its resources through.
Resources are not a sole key to success. Market-oriented culture is essential in
order to deploy, connect and exploit resources in the best possible manner. If
a firm has a market-oriented culture, it will skilfully manage information from
export markets, and know how to utilise it for the formulation or adaptation of
competitive strategy.

Having in mind all presented standpoints and in order to gain better insight into
the relationship between MO and EP, the aim of this paper is to address the
following research questions:

RQI1: How do relational resources and competitive intensity influence MO?

RQ2: What is the role of differentiation strategy in the relationship between
MO and EP?

In order to provide the answer to RQ2, additional research questions need to be
considered:

RQ2.1: How does MO influence the implementation of differentiation strategy?
RQ2.2: How does the implementation of differentiation strategy influence EP?
RQ2.3: Does MO influence EP directly?

2.2 Hypotheses development
2.2.1 Relational resources and market orientation

Relational resources are defined as relationships a firm builds with external enti-
ties such as customers, stakeholders (suppliers, distributors, partners), and other
organisations (government institutions, agencies, and unions) (Morgan/Vorhies/
Schlegelmilch 2006; Davis/Mentzer 2008). Various advantages of owning rela-
tional resources have been reported in the literature. Firms that nourish strong
relationships with partners have information advantages in foreign markets since
reliable and dedicated partners are always willing to deliver and exchange
information. This way, a firm can gain knowledge about customers’ needs
and increase awareness of opportunities in foreign markets (Yayla/Yeniyurt/Us-
lay/Cavusgil 2018). Some authors indicate that benefits of possessing relational
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resources are greater when the firm operates in an unstable and highly compet-
itive environment and when formal market-supporting institutions are weak
or inefficient (Batjargal/Hitt/Tsui/Arregle/Webb/Miller 2013; Li/Chen/Liu/Peng
2014; Yi/Li/Hitt/ Liu/Wei, 2016). It is also said that relational resources improve
capabilities and enable the development of new ones in order to support imple-
mentation of major strategies (Yi et al. 2016). If the firm has good relationships
with customers, it will be able to respond and adapt more quickly to changes
in its environment and anticipate changes in consumers’ desires (Li/Liu/Zhao,
2006). Some studies show that firms with developed relational resources have
a strong customer orientation making them therefore more efficient in meeting
consumers’ needs (Li et al. 2006).

Evidence of how relational resources influence MO is hard to find in the litera-
ture. Some authors have examined the impact of other types of resources on MO
(Navarro-Garcia/Acedo/Robson/Ruzo/Losada, 2010). In this paper, it is assumed
that a firm needs to possess relational resources in order to be able to obtain
necessary information about customers and competitors. A firm can successfully
utilise this information through the implementation of MO. Based on the above,
the first hypothesis is derived:

HI: Relational resources have a positive effect on MO.

2.2.2 Competitive intensity and market orientation

Competitive intensity refers to the extent to which firms, within a specific indus-
try, exert pressure on one another (Porter 1985). Overseas business operations
are more complicated, as they can substantially differ from business operations
in the domestic market (Murray/Gao/Kotabe 2011; Boso/Oghazi/Cadogan/Story
2016). SCP approach suggests that a firm modifies its behaviour in order to
respond to pressures from the external environment (Ghemawat 2002; Matyjas
2014).

Studies showing that forces of the external environment directly affect MO are
rare. Davis, Morris, and Allen (1991) and Cervera, Molla, and Sanchez (2001)
demonstrate that environmental turbulence increases the level of implementation
of MO while Lengler, Sousa, Perin, Sampaio, and Martinez-Lopez (2016) con-
firm that competitive intensity has a positive effect on customer orientation.

This paper hypothesises that firms will assess the level of competition based on
signals from the export market. If they perceive that the competition is strong,
this will lead them to increase the level of implementation of MO in order to
meet customers’ needs faster and better than competitors. Based on the above, a
second hypothesis is suggested:

H2: Competitive intensity positively affects MO.
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2.2.3 Market orientation and differentiation strateqy

Firms pursuing a differentiation strategy seek to gain a competitive advantage
by creating products that consumers perceive as unique (Porter 1985). Although
there are theoretical grounds for establishing a link between MO and competi-
tive strategy, few authors only have tested this link empirically. Ruekert (1992)
emphasises that development and implementation of a competitive strategy is
the main organisational focus of MO. Elliott (1990) believes that designing a
strategy aiming at meeting customers’ needs should be part of the MO concept.
Canning (1988) explains that MO requires development of marketing skills, and
the author places particular emphasis on the design and implementation of the
strategy. It is stated that market-oriented firms will implement a differentiation
strategy rather than a cost leadership strategy. Implementation of a differentia-
tion strategy requires an external focus of the firm, while a cost leadership
strategy is internally focused in order to increase efficiency of organisational
processes (Dobni/Luffman 2000; Hansen et al. 2006).

Several studies test the link between MO and competitive strategies formulated
for the domestic market. Dobni and Luffman (2000) empirically confirm that
MO positively relates to differentiation strategy, while lower levels of MO
are associated with cost leadership strategy. Ge and Ding (2005), Hansen et
al. (2006), and lIyer, Davari, Zolfagharian, and Paswan (2019) find a positive
relationship between MO and the adoption of a differentiation strategy.

Based on the above, it can be assumed that same relationships are bound to exist
when strategies are designed and implemented in export markets. Accordingly,
the third hypothesis is derived as follows

H3: MO has a positive effect on the level of implementation of the differentia-
tion strategy.

2.2.4 Differentiation strateqy and export performance

Based on theoretical postulates suggested by Porter (Porter 1980; 1985), re-
searchers generally assume there is a positive relationship between differentia-
tion strategy and EP. In recent studies, authors have used different EP indicators
and have therefore obtained different results. Baldauf, Cravens, and Wagner
(2000) report on a negative relationship between differentiation strategy and
export intensity and export sales volume. They have also found a positive rela-
tionship between differentiation and export effectiveness. Salavou and Halikias
(2009) demonstrate that there is a positive effect of a differentiation strategy on
export profitability. Boehe and Cruz (2010) report on a statistically insignificant
relationship between product quality differentiation and EP while confirming a
positive effect of innovation-based differentiation on EP. Okpara (2012) reveals
that there is a strong positive link between differentiation and overall EP, export
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sales growth, and export profitability. The results of a study conducted by Kum-
lu (2014) showed that differentiation strategy had a significant positive effect on
the composite measure of EP.

There is little research on competitive strategy in developing countries (Nje-
gi¢/Ravi¢, 2019). Additionally, studies that include a strategic dimension when
testing the link between competitive strategy and EP are rare (Chung/Kuo,
2018). To the authors’ knowledge, no studies have so far examined this rela-
tionship on a sample consisting solely of large and medium-sized firms. The
aforementioned gaps in the literature, as well as conflicting results reported by
the researchers, impose the need for further testing of this relationship. Based on
the above, it is hypothesised that:

H4: The implementation of the differentiation strategy has a positive effect on
the EP.

2.2.5 Market orientation and export performance

In most studies that have tested the direct relationship between MO and
EP, the authors report on positive and statistically significant results (Cado-
gan/Sundqvist/Puumalainen/Salminen 2012; Julian et al. 2014; Lin/Huang/Peng
2014; Navarro-Garcia/Arenas-Gaitan/Rondan-Catalufia 2014; Zehir et al. 2015;
Zhang/Zhu 2016; Alotaibi/Zhang 2017; He/Brouthers/Filatotchev 2018; Ola-
bode et al. 2018). However, there are also studies in which the assumed direct
positive relationship between these variables was not confirmed (Cadogan/Kuiv-
alainen/Sundqvist 2009; Frishammar/Andersson 2009; Cadogan et al. 2016;
Kayabasi/Mtetwa, 2016; Acosta/Crespo/Agudo 2018).

Different results can be attributed to different contexts the research was con-
ducted in, as well as to different ways of measuring EP. Besides, most of
these studies apply behavioural approach. Only a few studies (Julian et al.
2014; Navarro-Garcia et al. 2014; Olabode et al. 2018) use Narver and Slater’s
approach. Therefore, there is a need for further examination of this relationship.
Based on all of the above, it is assumed that:

H5: MO has a positive effect on the EP.

2.2.6 Indirect effect of market orientation on export performance

The relationship between MO and EP is more complicated than it seems (Cado-
gan et al. 2009). In recent years, authors have begun to recognise that MO can
affect EP indirectly. They incorporated different intervening variables in their re-
search frameworks (Racela/Chaikittisilpa/Thoumrungroje 2007; Armario/Ruiz/
Armario 2008; Cadogan et al. 2009; Murray et al. 2011; Kayabasi/Mtetwa 2016;
Alotaibi/Zhang 2017; Olabode et al. 2018). However, studies examining the
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mediating effect of competitive strategy on the relationship between MO and EP
are rare.

The study conducted by Murray et al. (2011) is one of the few highlighting
the importance of examination of strategic actions as an intermediate factor in
the relationship between MO and EP. The authors of this study emphasise that
MO, as a resource, has only just a potential value. Consequently, if a firm wants
to gain a competitive advantage and achieve better performance, it has to take
appropriate strategic actions to take advantage of MO. Murray et al. (2011)
empirically prove that competitive advantage stemming from differentiation
mediates the relationship between MO and EP. Authors generally conclude that
observing only a direct effect of MO on EP cannot consistently and comprehen-
sively capture the main postulates of RBV referring to the link between strategic
resources and strategic actions. Similar research has been conducted recently by
Kayabasi and Mtetwa (2016), indicating the growing importance of this topic for
export business theory and practice.

Based on all of the above, it is hypothesised that:
H6:  Differentiation strategy mediates the relationship between MO and EP.

The proposed conceptual framework is presented in Figure 1.

Figure 1. Conceptual model and hypotheses

Differentiation
strategy

Relational
resources

Market orientation
-customer orientation
-competitor orientation
-interfunctional
coordination

Export
performance
-financial EP
-strategic EP

Competitive
intensity

3. Methodology
3.1 Sample and data collection

For the research that was conducted, only large and medium-sized exporting
firms were selected. It was assumed that large and medium-sized firms were
able to choose which competitive strategy to implement. Therefore, small firms
were excluded from the sample. The reason why small firms exporting from a
developing country failed to choose a differentiation strategy may lie in a lack
of resources (Murray et al. 2011). Thus, their choice of strategy would rather
represent an inability to differentiate themselves from other firms in highly
competitive export markets than their own strategic decisions.
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The sample included only firms exporting consumer goods since firms exporting
final products tend to have more options for differentiation than ones exporting
industrial goods. This way, the level of implementation of the differentiation
strategy would depend solely on the management’s decision and not on con-
straints stemming out of the type and characteristics of the product itself.

In order to classify firms according to size, number of employees was used as
a criterion. This study covers only firms employing more than 50 people, since
medium-sized firms in Serbia are those employing between 51 and 250 people,
while large firms are those with 250 employees plus.

In order to collect the required data, a structured questionnaire was prepared.
The survey was conducted online in the Republic of Serbia at the beginning of
2020, focusing on the business year 2019. Exporting firms’ contacts were pro-
vided upon the request from the Serbian Chamber of Commerce. The obtained
database contained basic data including 1,016 firms, listing points of contact
responsible for exports. These included mainly middle or upper-level managers.

Respondents’ main characteristics are presented in Appendix 1. When small
firms and firms exporting industrial products were eliminated, 414 firms re-
mained. It is known that the response rate in business surveys is quite low
(Manzo/ Burke 2012). Given that the available population is small and in order
to increase the response rate, the questionnaire was sent to all 414 firms. The
firms were first contacted by telephone. After this, 28 firms were eliminated,
some of which failed to meet the criteria for entering the sample (7) and some
that rejected to participate in the survey (21). Following the telephone call and
their consent to take part in the survey, the respondents were sent an e-mail with
a link to the online questionnaire. The questionnaire was sent to 386 addresses
and 121 completed questionnaires were returned (31.35 %). Main characteristics
of the firms in the sample and in the available population are presented in Table
1.

Table 1. Characteristics of the firms surveyed

Criteria Sample (N=121) Available population (N=414)
Frequency Per Frequency Per cent
cent
Size
= Medium 75 61.98 298 71.98
m large 46 38.02 116 28.02
Industry type
= Food, beverage and agriculture 47 38.84 206 4976
= Electronics 22 18.18 101 24.40
= Wood industry 17 14.05 42 10.15
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Criteria Sample (N=121) Available population (N=414)
Frequency Per Frequency Per cent
cent
m Textile industry 16 13.22 21 5.07
m  Clothing and footwear 9 744 14 3.38
= Chemistry and plastics 6 4.96 9 217
= Leatherindustry 4 3.31 12 2.90
m  Other / / 9 2.17
Years in exporting
= lessthan5years 20 16.53 / /
= 515 67 55.37 / /
m 15+ 34 2810 / /
Years in operation
= lessthan5years 8 6.61
s 515 64 | 52.89 /
m 15+ 49 40.50 / /
Number of export markets
s 1-5 69 57.03 /
= 6-10 42 3471 /
= 10+ 10 8.26 / /
Main export destination
= Balkan region 48 39.67 / /
= Europe 43 35.54 / /
m US, Canada, Latin America 21 17.35 / /
= Other (Australia, Asia, etc.) 9 7.44 / /

In order to test for the non-response bias, the extrapolation method was used
(Armstrong/Overton 1977). Early respondents were defined as the first 60 %
of respondents, and late respondents were defined as the last 40 % of respon-
dents. Two-tailed t-test with 95 % confidence interval showed no significant
differences in all of the observed variables.

3.2 Measurement scales

According to the recommendations in the literature EP as well as other variables
in the research were measured at the firm level (Oliveira et al. 2012). Measure-
ment scales used for constructs measurement were developed on the basis of the
scales used in previous research. All items were measured on a five-point Likert
scale. The measurement items are listed in Appendix 2.
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Relational resources are defined as the first-order reflective construct consisting
of three reflective indicators (R1, R2, R3). The items were adopted and modified
based on the studies of Morgan et al. (2006) and Leonidou, Palihawadana, and
Theodosiou (2011). The scale captures intensity of relationships that a firm
has established with its overseas customers, partners, and other organisations in
foreign markets.

Competitive intensity (Complnt) is defined as the first-order reflective construct,
and it was measured according to Pelham (1999). The respondents were asked
to assess the intensity of competition (CI1), frequency of price wars (CI2), and
frequency of competitive moves (CI3) in their related export markets.

Market orientation (MO) was measured according to Narver and Slater (1990),
and following Olabode et al. (2018) this scale was modified in order to capture
the level of implementation of MO in export markets. Since MO consists of
three separate dimensions, this construct was defined as the second-order con-
struct. Customer orientation (CustOr), competitor orientation (CompOr), and
inter-functional coordination (IFC) were defined as reflective constructs, while
MO, on the second level, was examined as a formative construct. The formula-
tion of MO as a reflective-formative construct corresponds to the theoretical
concept proposed by Narver and Slater (1990) due to the fact that three dimen-
sions explain the whole MO phenomenon.

Differentiation strategy was measured according to Aulakh, Kotabe, and Teegen
(2000), and it was formulated as the first-order construct consisting of three
reflective indicators (Diffl, Diff2, Diff3). This scale captures the uniqueness,
quality, and level of differentiation of the firm’s products in comparison with its
competitors in export markets.

Export performance (EP) was formulated and measured according to Njegic,
Damnjanovi¢, and Komneni¢ (2020). EP construct was defined as the second-or-
der construct composed of two reflective first-order constructs — financial EP
and strategic EP (see Appendix 2).

3.3 Data analysis

In order to test the hypotheses, PLS-SEM analysis was conducted in SmartPLS
3.7.8. This method was selected for several reasons. The model is complex
relative to the number of observations available. Furthermore, the research is
exploratory in its nature, and the model contains higher-order constructs as well
as one formative construct. Under these circumstances, use of PLS-SEM is rec-
ommended (Hair/Risher/Sarstedt/Ringle 2019). Moreover, bootstrapping proce-
dure PLS-SEM applies is suitable for testing mediating effects (Falahat/Knight/
Alon 2018). In addition, this method has been increasingly used in the field of
international business (Richter/Sinkovics/Ringle/Schlagel 2015).
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4. Results

The analysis was conducted in two steps as suggested by Hair et al. (2019).
Firstly, the measurement model was assessed, including examination of the
reliability and validity of measurement scales. Secondly, the structural model
was evaluated by examining the quality of the structural model as well as the
statistical significance of the links between latent variables in the model. A
disjoint two-stage approach was used in order to handle the measurement issues
arising from the presence of higher-order constructs in the model (Becker/Klein/
Wetzels 2012; Sarstedt/Hair/Cheah/Becker/Ringle 2019). The disjoint two-stage
approach requires an analysis of the lower-order constructs first, followed by
examination of the reliability and validity of higher-order constructs and assess-
ment of the structural model. The obtained results are summarised and presented
below.

4.1 Measurement model assessment

Factor analysis was used (PLS Algorithm function) for the reliability and validi-
ty assessment of the measurement scales. The obtained results are presented in
Table 2.

1P 216.73.216.36, am 16.01.2026, 14:21:45. Inhalt.
i Inhalts ir it, fiir oder ir

Erlaubnis ist



https://doi.org/10.5771/0949-6181-2023-1-9

Katarina Njegi¢, Vesna Milanovi¢, Biljana Stankov

22

€080 SLO'L 19€ ziodwod

LL80 6Ll 6€€ Lodwod

a:,oumm*%w_\uﬁw 058'C 6LY'T 6£9°0 9/8°0 €18°0 L0L0 L19°E mwh _LMMHNN_M Mwmu_
6080 el 6€°€ S103sND

7680 STl 443 #103¥SND

198°0 €0C'L LE€ €1035ND

2080 67CL Lp€ ToIsnd

€910 960'L A43 LIOISND

:@@.QQM%MW 1807 | vt 890 5160 £88°0 5500 vore |, mwﬁyﬂw wmwww
v/N v/N V/N 1800 g | xmwﬁﬁﬁwwﬁ ﬁ

LE8'0 €L0'L 6t'¢ €

7980 L1 33 14}

L060 aull L£€ [

V/N V/N V/N 8¥L0 6680 7€8°0 8700 6€°€ AHHMMM _w> __LNN_M_MN

[T8°0 6£6°0 43 €D

7580 €880 9z’e 14p)

1080 1080 14 LD

. ) . ) . (3ona3suod

V/N V/N V/N L89°0 8980 Lo 6900 9743 aAPAYaI) JuIdWod

eyd|y sSuipeo siojesipul

sySiam d13sijels | 4IA anv :b) ‘o lopeq A3Q3IS ueay 1134} pue s}pNIsuU0)

|9pow JuUaWaINseaw Y} JO JUIWISSISSY 7 d|qeL

‘am 16.01.2026, 14:21:45.

Inhalts.

Erlaubnis ist j


https://doi.org/10.5771/0949-6181-2023-1-9

23

The Drivers of Market Orientation and its Impact on Export Performance

[14:{0) 60 v'E yleoniens

6.80 970'L €'¢ €|eoniess

¥28°0 900'L 9T’€ Z|e0D3RIS

8780 ¥v6°0 67°€ Lleon3ens

(3ona3s

v/N V/N V/N €0L0 Y060 1980 756°0 0500 €lee -U0D 9A1}ID|24 Jop
-10-3s113) 43 213938435

v/N v/N v/N 1E80 060 9080 1¥00 sTe |, m\mﬁmﬁmw mw\h,%“ﬁ\%u
S€8°0 €60'L A3 €41a

9€8°0 LEL'L 6T 4a

8080 S60'L € LA

VN /N YN €890 | 9980 8910 5700 WE | oo MNHMHM_MHM
9610 90l re SD4l

T80 8€0'L re ¥4l

¥98°0 sl L€ €24

L08°0 sor't 6L€ 7oAl

7780 1660 18€ 1Al

awm.om@mﬂw vosz | esee 6890 | 6680 0580 £900 SLE | yen muhwﬂ%uwuw_y_
¥6L0 €660 83°¢ #10dwo)

880 90’1 €8¢ glodwo)d

eyd|y sSuipeo siojesipul

syS19M ansiess L 4IA anv B Yo Jopey ARQ1S ueaw 113y} pue s}nIIsuo)

‘am 16.01.2026, 14:21:45.

Inhalts.

Erlaubnis ist j


https://doi.org/10.5771/0949-6181-2023-1-9

Katarina Njegi¢, Vesna Milanovi¢, Biljana Stankov

24

|eAI93ul

22UIPIUOD -|D) 353] (S66) 1 Pa|le}-om} e uo paseq (50'0>d) Juediyiudis aie sydiom, sanjea 1onJ3suod 1apio-12y31y J04 pasn e sdijey| 930N

8780 €560 e 7d3uld

80 S00°L Sle €d3juld

0980 9L6'0 [4%3 ¢d3jul4

6180 LEO'L 9C’e Ld3juld

(3na3s

V/N V/N V/N 6890 8680 05880 6980 9¢00 88l¢t -U0d 3A1333|421 19p
-10-3511J) d7 |epueuly

eyd|y sSuipeo siojesipul

sjySiam nsiess | 4IA anv D D lopey A3QIS uesyy 119y} pue s3nipsuo)

IP 216.73.216.36, am 16.01.2026, 14:21:45.

fiir oder ir

Inhalts.

Erlaubnis ist j


https://doi.org/10.5771/0949-6181-2023-1-9

The Drivers of Market Orientation and its Impact on Export Performance 25

Some of the items from the Strategic EP construct were eliminated since they
had low factor loadings (see Appendix 2). For all other reflective constructs in
the model, factor loadings were above 0.708, as recommended by Carmines and
Zeller (1979) providing evidence for the reliability of the items used. Internal
consistency reliability was evaluated based on Chronbach’s alpha coefficient
and composite reliability (CR). Chronbach’s alpha was above the recommend-
ed threshold of 0.7 (Churchill 1979) and composite reliability (CR) for all
constructs was between 0.7 and 0.95, as recommended in the literature (Diaman-
topoulos/Sarstedt/Fuchs/Wilczynski/Kaiser 2012). Convergent validity was eval-
uated according to the suggestions of Fornell and Larker (1981). The obtained
results indicate that all constructs meet this requirement (CR > 0.7; AVE > 0.5
and CR > AVE).

Discriminant validity was assessed using the Heterotrait-Monotrait ratio
(HTMT). According to Henseler, Ringle, and Sarstedt (2015), the value of
this ratio has to be lower than 0.9 if the constructs are very similar, and if
they conceptually differ even lower threshold of 0.85 is suggested. MKTOR
scale demonstrated some discriminant validity issues, which was also the case
in previous research (Ward/Girardi/Lewandowska 2006; Olabode et al. 2018;
Njegic/Djokic/Milanovic 2020). The components of MO (CustOr, ComOr, and
IFC) overlapped leading to HTMT values above 0.9. In order to establish dis-
criminant validity, some of the items were deleted (see Appendix 2). The final
results obtained after the refinement of MKTOR scale are presented in Table 3.

Table 3. HTMT ratio

Compint CompOr | Cus- | Differ EP EconEP | IFC Re-
tor sources
CompOr 0.488
CustOr 0.477 0.848
Differ 0.412 0.650 0.579
EP 0.318 n.a. n.a. 0.539 n.a.
EconEP 0.222 0.341 0.301 0.357 | na.
IFC 0.493 0.847 0.802 | 0.555 |/ 0.275
Resources 0.447 0.548 0.592 0.425 | 0.542 | 0.447 0.621
StratEP 0334 0.543 0.423 | 0.587 | n.a. 0.795 0.417 | 0.491

Note: Italics are used for the HTMT ratio obtained in the second stage of the disjoint
two-stage approach.

For formative second-order construct (MO), the collinearity analysis was con-
ducted first. For all three dimensions of MO VIF values were lower than 3
(CustOr=2.477; CompOr=2.479; IFC=2.333) indicating that MO’s measurement
model is not negatively affected by collinearity. Secondly, using the Bootstrap
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procedure (percentile method; 5.000 subsamples; two-tailed t(995) test) con-
firmed that all three components have a significant effect on MO (T statistics
and weights are given in Table 2.).

4.2 Structural model assessment

Before the evaluation of the structural model, collinearity was tested and no
critical levels of collinearity between each set of predictor variables were found.
For both Complnt and Resources, VIF values were 1.149, and for the predictors
of EP, i.e. Differ and MO, VIF values were 1.423. VIF values that are lower than
3 indicate that the collinearity is not going to lead to biased results (Hair/Hult/
Ringle/Sarstedt 2016).

The quality of the structural model was assessed by applying different metrics.
The coefficient of determination (R2) was used to evaluate the model’s explana-
tory power (Shmueli/Koppius 2011). For all endogenous constructs in the mod-
el, R? was above the required value of 0.25 as recommended by Henseler,
Ringle, and Sinkovics (2009). For Differ it was 0.292, for EP 0.255, and for
MO 0.381. In the export performance literature, the obtained values of R? are
considered satisfactory, and some authors report on values of R2 even lower than
0.25 (Navarro-Garcia/Peris-Oritz/Barrera-Barrera 2016; Navarro-Garcia/Arenas-
Gaitan, Rondan-Catalufia/Rey-Moreno 2016). Thus, it can be concluded that the
independent variables sufficiently explain changes in the dependent variables in
the model.

In order to assess the model’s predictive relevance, the Blindfolding procedure
was conducted (omission distance=7) producing satisfactory levels of Q2. For
all endogenous constructs Q2 values were higher than zero (QZp;g=0.185;
Q2p=0.185; Q2;0=0.279) as suggested in the literature (Hair et al. 2019).

Significance and relevance of path coefficients were obtained by using the
Bootstrap procedure with 5,000 subsamples (BCa method). The results were
obtained on the basis of a two-tailed t-test with a 5 % significance level. They
are presented in Table 4. Hypotheses were evaluated based on the sign and
significance of the t-value.

Table 4. Hypotheses evaluation

Hypothesis B t-value p-value | Supported
H1: Resources -> MO 0.462 6.231 0.000 | yes
H2: Complnt -> MO 0.272 3732 0.000 | yes
H3: MO -> Differ 0.542 7.861 0.000 | yes
H4: Differ -> EP 0.295 2.900 0.004 | yes
H5: MO -> EP 0.281 3137 0.002 | yes
H6: MO -> Differ -> EP 0.160 2.661 0.008 | yes
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The results indicate that relational resources and competitive intensity have a
statistically significant and positive effect on MO ($=0.462, p<0.001; $=0.272,
p<0.001) supporting hypotheses H1 and H2. It is confirmed that MO has a
significant positive effect on the level of implementation of differentiation strat-
egy (p=0.542; p<0.001). It was also shown that the differentiation strategy
positively affects EP (=0.295, p<0.05). These results suggest that H3 and H4
are supported as well. The results reveal that the relationship between MO and
EP is twofold. MO has a direct and positive effect on EP (=0.281, p<0.05). It
also affects EP indirectly through the implementation of differentiation strategy
(B=0.160, p<0.05). These results confirm HS and H6. Since both the direct and
the indirect effects are shown to be significant, it is concluded that differentia-
tion partially mediates the relationship between MO and EP.

5. Discussion and conclusions

Many empirical studies have examined the relationship between MO and EP
with the general conclusion that MO has a positive effect on the EP. However,
researchers are still discussing the specific role of MO in achieving superior
EP and processes within firms through which MO affects EP. Regardless of the
theoretical and practical significance, few papers only examine the relationship
between MO, strategy, and EP. In order to expand the existing knowledge in
the field, MO was placed in a broader context of the influence of external and
internal factors, with the desire to gain a clearer insight into what influenced the
implementation of the MO as well as how MO, directly and indirectly, affected
firm’s EP. An empirical study conducted on a sample of large and medium-sized
Serbian exporters contributed to the understanding of these relationships.

5.1 Theoretical implications

The results of the conducted research indicate a positive influence of relational
resources on the level of implementation of MO (H1). The stronger relationships
firm develops with its partners, customers, and other organisations in foreign
markets, the more successfully it will implement MO. This is due to the fact
that the firm will have reliable information pertaining to customers’ needs and
moves of competitors in overseas markets. Information from foreign markets
will flow faster and easier. Thus, firms will be able to respond quickly to
changes in export markets. The information obtained can be essential for a
timely response and adaptation of a competitive strategy.

These findings also show that there is a direct positive effect of competitive in-
tensity on the level of implementation of MO (H2). Similar studies are rare, but
the obtained results can be compared to those of Davis et al. (1991) and Cervera
et al. (2001). Some authors demonstrated a moderating effect of competitive
intensity in the relationship between MO and performance (Grewal/Tansujah
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2001; Harris 2001). The results of the presented research give new insights into
the impact that the external environment has on a firm’s behaviour. Thus, if a
firm faces severe competition in the export market, it will make an effort to
establish a market-oriented culture. It will monitor moves of competitors more
closely, and it will be more attentive to customers’ needs.

The third hypothesis suggests that firms with a strong MO culture will be
inclined to implement a differentiation strategy (H3). This hypothesis has been
confirmed, which is consistent with the results of previous studies (Hansen et
al. 2006; lyer et al. 2019). The establishment of the link between MO and differ-
entiation is relevant for the confirmation of the theoretical views on the nature
of MO expressed by Canning (1988), Elliott (1990), Ruekert (1992), and other
authors who called for an investigation of the impact of MO on competitive
strategy (Ipek/Bigakcioglu-Peynirci 2020).

The results obtained indicate a positive impact of a differentiation strategy
on EP (H4). These findings are in line with the findings of previous studies,
especially those that examine the impact of differentiation strategy on the
composite measure of EP (Aulakh et al. 2000; Boehe/Cruz 2010). They also
add to the debate on the impact of competitive strategy on the EP, given the
opposing views and different results reported by authors (Baldauf et al. 2000;
Martin/Javalgi/Cavusgil 2017; Rua/Franca/Ortiz 2018). Although there is a no-
tion that firms exporting from developing countries will be more likely to imple-
ment a cost leadership strategy due to low labour costs and low prices of raw
materials (Murray et al. 2011), this study showed that large and medium-sized
firms exporting from Serbia that implement differentiation strategy perform
better than those that do not adopt this strategy.

The hypothesis of a direct impact of MO on EP (HS5) has been confirmed, as
in other research in developing countries (Racela et al. 2007; Julian et al. 2014;
Lin et al. 2014; Olabode et al. 2018). This finding provides further evidence
of the importance of MO. It has been shown that firms that put customers’
needs first and monitor competitors’ moves achieve superior EP. Competition
in export markets is more severe than in domestic markets, while customers
are more demanding and sophisticated. Therefore, for a firm to survive in the
international market, it constantly needs to collect, process, and use information
from export markets.

The results confirmed that MO indirectly affects EP through a differentiation
strategy (H6), which is consistent with the findings of Murray et al. (2011).
Given that more and more attention is being given to the indirect impact of MO
on EP, since some authors particularly emphasise the importance of strategic
actions as mediating factors (Murray et al. 2011; Kayabasi/Mtetwa, 2016), the
findings are significant from the theoretical aspect. According to SCP paradigm,
strategy represents a link between a firm’s internal and external environment
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(Porter 1985). Thus, the results of this research can add to SCP paradigm by
proving that aligning a strategy with the environment has a positive impact
on firm’s EP. When a firm aligns its internal capabilities (i.e. MO) with the
environment (i.e. competitive intensity) through the implementation of a differ-
entiation strategy this results in superior EP. This research has also enriched
RBV by showing that possession of valuable resources is not sufficient. In
order to achieve superior performance, resources should be transformed into
capabilities (i.e. MO). A firm’s ability to utilise and employ resources through
MO differentiates successful from unsuccessful firms. It is not the mere posses-
sion of information and knowledge that enhances performance, but how they
are managed, combined, and integrated within the firm (DeSarbo et al. 2007;
Murray et al. 2011).

5.2 Managerial implications
Based on the obtained results, several practical implications can be drawn.

The first implication relates to the finding that MO has a positive impact on EP.
This result suggests that it is necessary for firms to focus on building and culti-
vating a market-oriented culture. Export managers of medium-and large-sized
firms from small developing countries such as Serbia are encouraged to invest
in the development of MO since it will deliver stronger performance outcomes
in export markets. Therefore, the results of this study can assist export managers
in better allocation of resources to those activities that strengthen MO. In order
to develop a strong MO culture, managers should devote special attention to fre-
quent measuring of the level of customers’ satisfaction and constant monitoring
of competitors’ actions in export markets. The information gathered from export
markets should be systematically analysed and distributed throughout the firm.
Managers are strongly advised to share collected information with all functional
units. That way, the whole firm can engage in responding to customers’ needs.

This paper also contributes to the practice by showing that higher level of
competitive intensity in export markets corresponds to the higher level of MO.
This study showed that medium- and large-sized exporters from Serbia that
exported to highly competitive markets developed a stronger market-oriented
culture. That is why managers are advised to modify their behaviour in order to
respond to external challenges a firm is facing. Managers should be proactive,
and once they assess that the level of competition is high, they should focus
on the market and develop a market-oriented culture. Increasing the level of
implementation of MO in order to meet customers’ needs faster and better than
competitors would represent a good response to competitive pressures.

This paper draws special managerial attention to the fact that MO indirectly
affects EP through the implementation of a differentiation strategy. Firms that
want to meet hidden and unsatisfied customers’ needs through the development
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of a market-oriented culture will further profit from a positioning strategy dif-
ferencing them from competitors. The development of MO is just one step in
achieving a superior EP. This is why managers of exporting firms should be
aware of not only implementation of MO but also of the process contributing
to the increase of EP. In order to enjoy full benefits from MO, acquire a
competitive advantage, and achieve better EP, managers should monitor the
internal process through which the information gathered from export markets
is used and combined for the formulation of strategy. Based on the gathered
information and depending on the available resources, managers need to find a
way to differentiate their products from the competitors’ ones in foreign markets
since this leads to a sustainable competitive advantage and ensures good export
results.

As the findings of this study suggest, MO has a positive effect on the level of
implementation of the differentiation strategy. It was shown that managers who
were able to create a culture that was based on the pursuing of customers’ needs
and monitoring the moves of competitors were more successful in the imple-
mentation of the selected differentiation strategy. Thus, the ability of managers
to develop a market-orientated culture cultivates behaviour that complements
the chosen differentiation strategy.

Firms exporting from developing countries usually implement a cost leadership
strategy due to low labour costs and low prices of raw materials (Murray et
al. 2011). However, the results of the conducted research show that differentia-
tion has a positive impact on EP. This finding is important from the practical
viewpoint since it shows that for firms from a small developing country such
as Serbia, differentiation has proven to be a good strategic option. Firms can
differentiate themselves in different ways. This is why managers are encouraged
to develop differentiation strategies that are not necessarily based on expensive
innovations, since for firms from developing countries that do not always have
sufficient funds and technology this may not be feasible. In order to implement
a differentiation strategy, managers are advised to focus on development of
a unique image, the implementation of strict quality control for their export
products, as well as on obtaining highly qualified, trained, and experienced
personnel.

This paper also points at the importance of relational resources for the develop-
ment of a market-oriented culture. It is shown that relational resources have a
positive impact on the level of implementation of MO. This finding indicates
that it is difficult to maintain a high level of MO without close relationships
with foreign partners and organisations. Thus, in order to develop a culture
based on information from the market, managers should focus their efforts on
building a network of contacts and reliable partners that will provide relevant
information in time. Situation in foreign markets is constantly changing, so
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without relational resources, information can arrive late, after competitors have
already taken action. In order to gain an advantage over competitors in export
markets, it is necessary for managers to acquire information that is unique and
not easily accessible, which is possible only with strong relational resources.
In order to create superior value for the customers and, in this way, gain a
competitive advantage, resources have to be transformed into capabilities (i.e.,
MO). That is why managers should realise that it is not enough to possess
valuable and rare resources only. They should better utilise relational resources
through the implementation of MO.

Beyond the aforementioned direct implications for managers, based on the re-
sults of this paper, one important contribution for policy-makers can be drawn.
The significant impact of relational resources on processes within the firm, i.e.
on development of MO, indicates that a state can effectively support exporters
through different export promotion programmes. The government can provide
contacts with foreign partners and thus facilitate firms’ entry into the interna-
tional market. Firms from developing countries have fewer resources to invest
in product differentiation and are less technologically equipped compared with
firms from developed and emerging countries (Murray et al. 2011). The role of
the state in this situation can be hugely important (Yakop/Bergeik 2009; Martin-
cus 2010). Serbian products are relatively unknown to consumers abroad since
Serbia is still recovering from the transition process and it has not yet taken a
noticeable place in the global market. Therefore, the state could contribute to
differentiating the products of national firms by investing in creating a national
brand.

5.3 Limitations and directions for future research

Although this study provides some interesting insights into the drivers of export
success, it is necessary to note limitations in interpretation of the results. As the
survey was conducted in one country, one should be careful with generalising
the results. The conclusions drawn in this paper may eventually be extended
to countries with a similar level of development and characteristics of the
economy. Service firms, as well as firms exporting industrial products, were
not included in the sample, which may represent an additional constraint for the
generalisation of the results. The sample covers only large and medium-sized
firms. Thus, the results do not apply to small firms. Although the sample is
relevant, the number of firms surveyed is modest.

Future research could be based on the examination of a larger number of firms
from different industries, including firms exporting industrial goods. The paper
does not examine how the cost leadership strategy affects EP and whether that
strategy relates to the implementation of MO. Therefore, it would be interesting
to compare which of two competitive strategies contributes more to EP. In
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future research, it would be useful to examine MO as organisational culture,
as the studies in the field of EP using this approach are still rare. In addition,
it would be valuable to discover the drivers of the implementation of MO,
both external and internal. Longitudinal studies would be particularly useful, as
would comparative studies that include multiple countries.

Acknowledgements

This work is supported by the Ministry of Education, Science and Technological
Development of the Republic of Serbia, project iii 45003: “Nano-scale Opto-
electronic Systems — Towards its application”, Institute of Physics Belgrade,
Serbia (2011-).

References

Acar, F.P. (2016): The Effects of Top Management Team Composition on SME Export
Performance: An Upper Echelons Perspective, in: Central European Journal of Operations
Research, 24, 4, 833-852.

Acosta, A.S./Crespo, A.H./Agudo, J.C. (2018): Effect of Market Orientation, Network Capa-
bility and Entrepreneurial Orientation on International Performance of Small and Medium
Enterprises (SMEs), in: International Business Review, 27, 6, 1128-1140.

Alotaibi, M.B.G./Zhang, Y. (2017): The Relationship between Export Market Orientation and
Export Performance: An Empirical Study, in: Applied Economics, 49, 23, 2253-2258.

Amit, R./Schoemaker, P.J. (1993): Strategic Assets and Organizational Rent, in: Strategic
Management Journal, 14, 1, 33—46.

Armario, J.M./Ruiz, D.M./Armario, E.M. (2008): Market Orientation and Internationalization
in Small and Medium-Sized Enterprises, in: Journal of Small Business Management, 46, 4,
485-511.

Armstrong, J.S./Overton, T.S. (1977): Estimating non-response bias in mail surveys, in: Jour-
nal of Marketing Research, 14, 3, 396-402.

Aulakh, P.S./Kotabe, M./Teegen, H. (2000): Export Strategies and Performance of Firms
from Emerging Economies: Evidence from Brazil, Chile, and Mexico, in: Academy of
Management Journal, 43, 3, 342-361.

Baldauf, A./Cravens, D.W./Wagner, U. (2000): Examining Determinants of Export Perfor-
mance in Small Open Economies, in: Journal of World Business, 35, 1, 61-79.

Batjargal, B./Hitt, M.A./Tsui, A.S./Arregle, J.L./Webb, J.W./Miller, T.L. (2013): Institutional
Polycentrism, Entrepreneurs' Social Networks, and New Venture Growth, in: Academy of
Management Journal, 56, 4, 1024—-1049.

Becker, J.M./Klein, K./Wetzels, M. (2012): Hierarchical Latent Variable Models in PLS-SEM:
Guidelines for Using Reflective-Formative Type Models, in: Long Range Planning, 45,
5-6, 359-394.

Boehe, D.M./Cruz, L.B. (2010): Corporate Social Responsibility, Product Differentiation
Strategy and Export Performance, in: Journal of Business Ethics, 91, 2, 325-346.

IP 216.73.216.36, am 16.01.2026, 14:21:45. Inhalt.
Inhatts ir it, fiir oder ir

Erlaubnis ist


https://doi.org/10.5771/0949-6181-2023-1-9

The Drivers of Market Orientation and its Impact on Export Performance 33

Boso, N./Oghazi, P./Cadogan, J.W./Story, V.M. (2016): Entrepreneurial and Market-Orient-
ed Activities, Financial Capital, Environment Turbulence, and Export Performance in an
Emerging Economy, in: Journal of Small Business Strategy, 26, 1, 1-24.

Cadogan, J.W./Kuivalainen, O./Sundqvist, S. (2009): Export Market-Oriented Behavior and
Export Performance: Quadratic and Moderating Effects under Differing Degrees of Market
Dynamism and Internationalization, in: Journal of International Marketing, 17, 4, 71-89.

Cadogan, J.W./Sundqvist, S./Puumalainen, K./Salminen, R.T. (2012): Strategic Flexibilities
and Export Performance: The Moderating Roles of Export Market-Oriented Behavior and
the Export environment, in: European Journal of Marketing, 46, 10, 1418-1452.

Cadogan, J.W./Boso, N./Story, V.M./Adeola, O. (2016): Export Strategic Orientation—Perfor-
mance Relationship: Examination of its Enabling and Disenabling Boundary Conditions,
in: Journal of Business Research, 69, 11, 5046-5052.

Canning Jr., G. (1988): Is Your Company Marketing Oriented?, in: Journal of Business
Strategy, 9, 3, 34-36.

Carmines, E.G./Zeller, R.A. (1979): Reliability and Validity assessment. Thousand Oaks, CA:
SAGE.

Cavusgil, S.T./Zou, S. (1994): Marketing Strategy-Performance Relationship: An Investiga-
tion of the Empirical Link in Export Market Ventures, in: Journal of Marketing, 58, 1, 1-21.

Cervera, A./Molla, A./Sanchez, M. (2001): Antecedents and Consequences of Carket Orienta-
tion in Public Organisations, in: European Journal of Marketing, 35, 11-12, 1259-1288.

Chen, J./Sousa, C.M./He, X. (2016): The Determinants of Export Performance: a Review of
the Literature 20062014, in: International Marketing Review, 33, 5, 626-670.

Chung, H.F./Kuo, T. (2018): When and how Managerial Ties Matter in International Compet-
itive Strategy, Export Financial and Strategic Performance Framework: A Standardized or
Customized Approach?, in: European Journal of Marketing, 52, 1-2, 260-278.

Churchill Jr., G.A. (1979): A Paradigm for Developing Better Measures of Marketing Con-
structs, in: Journal of Marketing Research, 16, 1, 64-73.

Davis, D./Morris, M./Allen, J. (1991): Perceived Environmental Turbulence and its Effect
on Selected Entrepreneurship and Organisational Characteristics in Industrial Firms, in:
Journal of the Academy of Marketing Science, 19, 1, 43-51.

Davis, D./Mentzer, J. (2008): Relational Resources in Interorganizational Exchange: The
Effects of Trade Equity and Brand Equity, in: Journal of Retailing, 84, 4, 435-448.

Day, G.S. (1994): The Capabilities of Market-Driven Organizations, in: Journal of Marketing,
58, 4, 37-52.

DeSarbo, W.S./Di Benedetto, C.A./Song, M. (2007): A Heterogeneous Resource Based View
for Exploring Relationships between Firm Performance and Capabilities, in: Journal of
Modelling in Management, 2, 2, 103—130.

Deshpandé, R./Farley, J.U. (1998): Measuring Market Orientation: Generalization and Syn-
thesis, in: Journal of Market-Focused Management, 2, 3, 213-232.

Diamantopoulos, A./Sarstedt, M./Fuchs, C./Wilczynski, P./Kaiser, S. (2012): Guidelines for
Choosing between Multi-Item and Single-Item Scales for Construct Measurement: A Pre-
dictive Validity Perspective, in: Journal of the Academy of Marketing Science, 40, 3, 434—
449.

IP 216.73.216.36, am 16.01.2026, 14:21:45. Inhalt.
Inhatts ir it, fiir oder ir

Erlaubnis ist


https://doi.org/10.5771/0949-6181-2023-1-9

34 Katarina Njegi¢, Vesna Milanovi¢, Biljana Stankov

Dobni, C.B./Luffman, G. (2000): Implementing Marketing Strategy Through a Market Orien-
tation, in: Journal of Marketing Management, 16, 8, 895-916.

Elliott, G.R. (1990): The Marketing Concept-Necessary, but Sufficient? An Environmental
View, in: European Journal of Marketing, 24, 8, 23-30.

Fahy, J./Smithee, A. (1999): Strategic Marketing and the Resource Based View of the Firm,
in: Academy of Marketing Science Review, 10, 1, 1-21.

Falahat, M./Knight, G./Alon, 1. (2018): Orientations and Capabilities of Born Global Firms
from Emerging Markets, in: International Marketing Review, 35, 6, 936-957.

Foley, A./Fahy, J. (2009): Seeing Market Orientation through a Capabilities Lens, in: Euro-
pean Journal of Marketing, 43, 1-2, 13-20.

Fornell, C./Larcker, D.F. (1981): Structural Equation Models with Unobservable Variables
and Measurement Error: Algebra and Statistics, in: Journal of Marketing Research, 18, 3,
382-388.

Frishammar, J./Andersson, S. (2009): The Overestimated Role of Strategic Orientations
for International Performance in Smaller Firms, in: Journal of International Entrepreneur-
ship, 7, 1, 57-77.

Ge, G.L./Ding, D.Z. (2005): Market Orientation, Competitive Strategy and Firm Performance:
An Empirical Study of Chinese Firms, in: Journal of Global Marketing, 18, 3—4, 115-142.
Ghemawat, P. (2002): Competition and Business Strategy in Historical Perspective, in: Busi-

ness History Review, 76, 1, 37-74.

Grewal, R./Tansuhaj, P. (2001): Building Organizational Capabilities for Managing Economic
Crisis: The Role of Market Orientation and Strategic Flexibility, in: Journal of Marketing,
65,2, 67-80.

Hair Jr., J.F./ Hult, G.T.M./Ringle, C.M./Sarstedt, M. (2016): A Primer on Partial Least
Squares Structural Equation Modeling (PLS-SEM). Thousand Oaks, CA: SAGE.

Hair Jr., J.F./Risher, J.J./Sarstedt, M./Ringle, C.M. (2019): When to Use and How to Report
the Results of PLS-SEM, in: European Business Review, 31, 1, 2-24.

Hansen, E./Dibrell, C./Down, J. (2006). Market Orientation, Strategy, and Performance in the
Primary Forest Industry, in: Forest Science, 52, 3, 209-220.

Harris, L.C. (2001): Market Orientation and Performance: Objective and Subjective Empirical
Evidence from UK Companies, in: Journal of Management Studies, 38, 1, 17-43.

He, X./Brouthers, K.D./Filatotchev, 1. (2018): Market Orientation and Export Performance:
The Moderation of Channel and Institutional Distance, in: International Marketing Review,
35,2,258-279.

Henseler, J./Ringle, C.M./Sinkovics, R.R. (2009): The Use of Partial Least Squares Path
Modeling in International Marketing, in: Sinkovics, R./Ghauri, P. (eds): Advances in Inter-
national Marketing, 20. Bingley: Emerald Group Publishing Limited, 277-319.

Henseler, J./Ringle, C.M./Sarstedt, M. (2015): A New Criterion for Assessing Discriminant
Validity in Variance-Based Structural Equation Modeling, in: Journal of the Academy of
Marketing Science, 43, 1, 115-135.

Hill, C.W./Deeds, D.L. (1996): The Importance of Industry Structure for the Determination of
Firm Profitability: A Neo-Austrian Perspective, in: Journal of Management Studies, 33, 4,
429-451.

IP 216.73.216.36, am 16.01.2026, 14:21:45. Inhalt.
Inhatts ir it, fiir oder ir

Erlaubnis ist



https://doi.org/10.5771/0949-6181-2023-1-9

The Drivers of Market Orientation and its Impact on Export Performance 35

Hult, G.T.M./Ketchen Jr., D.J. (2001): Does Market Orientation Matter?: A Test of the
Relationship Between Positional Advantage and Performance, in: Strategic Management
Journal, 22, 9, 899-906.

Hunt, S.D./Morgan, R.M. (1995): The Comparative Advantage Theory of Competition, in:
The Journal of Marketing, 59, 2, 1-15.

ipek, I./Bigakcioglu-Peynirci, N. (2020): Export market orientation: An integrative review
and directions for future research, in: International Business Review, 29, 4, 101659.

Iyer, P./Davari, A./Zolfagharian, M./Paswan, A. (2019): Market Orientation, Positioning Strat-
egy and Brand Performance, in: Industrial Marketing Management, 81, August, 16-29.

Julian, C.C./Mohamad, O./Ahmed, Z.U./Sefnedi, S. (2014): The Market Orientation—Perfor-
mance Relationship: The Empirical Link in Export Ventures, in: Thunderbird International
Business Review, 56, 1, 97-110.

Kayabasi, A./Mtetwa, T. (2016): Impact of Marketing Effectiveness and Capabilities, and
Export Market Orientation on Export Performance: Evidence from Turkey, in: European
Business Review, 28, 5, 532-559.

Ketchen Jr., D. J./Hult, G. T. M./Slater, S. F. (2007): Toward Greater Understanding of Market
Orientation and the Resource-Based View, in: Strategic Management Journal, 28, 9, 961—
964.

Krammer, S.M./Strange, R./Lashitew, A. (2018): The Export Performance of Emerging Econ-
omy Firms: The Influence of Firm Capabilities and Institutional Environments, in: Interna-
tional Business Review, 27, 1, 218-230.

Kumlu, O. (2014): The Effect of Intangible Resources and Competitive Strategies on the
Export Performance of Small and Medium-Sized Enterprises, in: Procedia — Social and
Behavioral Sciences (10th International Strategic Management Conference), 150, 24-34.

Lages, L.F./Lages, C./Lages, C.R. (2004): European Perspectives on Export Performance De-
terminants: An Exploratory Study, FEUNL, Working Paper Series, wp. 444, Universidade
Nova de Lisboa, Faculdade de Economia, https://papers.ssrn.com/sol3/papers.cfm?abstract
1d=882424 (Accessed on 10 Feb 2020).

Lengler, J.F./Sousa, C.M./Perin, M.G./Sampaio, C.H./Martinez-Lopez, F.J. (2016): The An-
tecedents of Export Performance of Brazilian Small and Medium-Sized Enterprises
(SMEs): The Non-Linear Effects of Customer Orientation, in: International Small Business
Journal, 34, 5, 701-727.

Leonidou, L.C./Palihawadana, D./Theodosiou, M. (2011): National Export-Promotion Pro-
grams as Drivers of Organizational Resources and Capabilities: Effects on Strategy, Com-
petitive Advantage, and Performance, in: Journal of International Marketing, 19, 2, 1-29.

Li, Y./Liu, Y./Zhao, Y. (2006): The Role of Market and Entrepreneurship Orientation and In-
ternal Control in the New Product Development Activities of Chinese Firms, in: Industrial
Marketing Management, 35, 3, 336-347.

Li, Y./Chen, H./Liu, Y./Peng, M.W. (2014): Managerial Ties, Organizational Learning, and
Opportunity Capture: A Social Capital Perspective, in: Asia Pacific Journal of Manage-
ment, 31, 1, 271-291.

Lin, K.H./Huang, K.F./Peng, J.P. (2014): Impact of Export Market Orientation on Export
Performance: A Relational Perspective, in: Baltic Journal of Management, 9, 4, 403—425.
Manzo, A. N./Burke, J. M. (2012): Increasing response rate in web-based/internet surveys, in:
Handbook of survey methodology for the social sciences, Springer, New York, 327-343.

IP 216.73.216.36, am 16.01.2026, 14:21:45. Inhalt.
Inhatts ir it, fiir oder ir

Erlaubnis ist



https://papers.ssrn.com/sol3/papers.cfm?abstract_id=882424 
https://papers.ssrn.com/sol3/papers.cfm?abstract_id=882424 
https://doi.org/10.5771/0949-6181-2023-1-9

36 Katarina Njegi¢, Vesna Milanovi¢, Biljana Stankov

Martin, S.L./Javalgi, R.G./Cavusgil, E. (2017): Marketing Capabilities, Positional Advantage,
and Performance of Born Global Firms: Contingent Effect of Ambidextrous Innovation, in:
International Business Review, 26, 3, 527-543.

Martincus, C.V. (2010): *Odyssey in International Markets: An Assessment of the Effective-
ness of Export Promotion in Latin America and the Caribbean’. Inter-American Develop-
ment Bank, Washington DC (Special Report on Integration and Trade). http://publications.i
adb.org/handle/11319/259 (Accessed on 21 Jan 2020).

Matyjas, Z. (2014): The Role of the Structure-Conduct-Performance Paradigm for the Devel-
opment of Industrial Organization Economics and Strategic Management, in: Journal of
Positive Management, 5, 2, 53—63.

Morgan, N.A./Kaleka, A./Katsikeas, C.S. (2004): Antecedents of Export Venture Perfor-
mance: A Theoretical Model and Empirical Assessment, in: Journal of Marketing, 68, 1,
90-108.

Morgan, N.A./Vorhies, D.W./Schlegelmilch, B.B. (2006): Resource—Performance Relation-
ships in Industrial Export Ventures: The Role of Resource Inimitability and Substitutability,
in: Industrial Marketing Management, 35, 5, 621-633.

Murray, J.Y./Gao, G.Y./Kotabe, M. (2011): Market orientation and performance of export ven-
tures: the process through marketing capabilities and competitive advantages, in: Journal of
the Academy of Marketing Science, 39, 2, 252-269.

Naeini, A. B./Mosayebi, A./Mohajerani N. (2019): A Hybrid Model of Competitive Advan-
tage Based on Bourdieu Capital Theory and Competitive Intelligence Using Fuzzy Delphi
and ISM-Gray Dematel (Study of Iranian Food Industry), in: International Review, 1-2,
21-38.

Narver, J.C./Slater, S.F. (1990): The Effect of a Market Orientation on Business Profitability,
in: The Journal of Marketing, 54, 4, 20-35.

Navarro-Garcia, A./Acedo, F.J./Robson, M.J./Ruzo, E./Losada, F. (2010): Antecedents and
Consequences of Firms’ Export Commitment: An Empirical Study, in: Journal of Interna-
tional Marketing, 18, 3, 41-61.

Navarro-Garcia, A./Arenas-Gaitan, J./Rondan-Catalufia, F.J. (2014): External Environment
and the Moderating Role of Export Market Orientation, in: Journal of Business Research,
67,5, 740-745.

Navarro-Garcia, A./Arenas-Gaitan, J./Rondan-Catalufia, F. J./Rey-Moreno, M. (2016): Global
Model of Export Performance: Moderator Role of Export Department, in: Journal of Busi-
ness Research, 69, 5, 1880—1886.

Navarro-Garcia, A./Peris-Oritz, M./Barrera-Barrera, R. (2016): Market Intelligence Effect on
Perceived Psychic Distance, Strategic Behaviours and Export Performance in Industrial
SME:s, in: Journal of Business & Industrial Marketing, 31, 3, 365-380.

Njegi¢, K./Ravié, N. (2019): An Investigation of the Impact of Competitive Strategy on Ex-
port Performance: A Literature Review in the Period 1998 — 2018, in: School of Business,
1/2019, 107-129, DOI 10.5937/skolbiz1-24041, http://www.vps.ns.ac.rs/o-nama/naucno-st
rucna-delatnost/skola_biznisa/broj-1/ (Accessed on 2 March 2020).

Njegi¢, K./Damnjanovi¢, J./Komnenié¢, B. (2020): Mediated effect of export assistance on

export performance of Serbian manufacturing SMEs, in: Baltic Journal of Management, 15,
S, 649-667.

IP 216.73.216.36, am 16.01.2026, 14:21:45. Inhalt.
Inhatts ir it, fiir oder ir

Erlaubnis ist


http://publications.iadb.org/handle/11319/259
http://publications.iadb.org/handle/11319/259
http://www.vps.ns.ac.rs/o-nama/naucno-strucna-delatnost/skola_biznisa/broj-1/
http://www.vps.ns.ac.rs/o-nama/naucno-strucna-delatnost/skola_biznisa/broj-1/
https://doi.org/10.5771/0949-6181-2023-1-9
http://publications.iadb.org/handle/11319/259
http://publications.iadb.org/handle/11319/259
http://www.vps.ns.ac.rs/o-nama/naucno-strucna-delatnost/skola_biznisa/broj-1/
http://www.vps.ns.ac.rs/o-nama/naucno-strucna-delatnost/skola_biznisa/broj-1/

The Drivers of Market Orientation and its Impact on Export Performance 37

Njegic, K./Djokic, I./Milanovic, V. (2020): Testing MKTOR Scale Properties in Serbian
Exporters’ Context, in: Management: Journal of Sustainable Business and Management
Solutions in Emerging Economies, 25, 1, 37-46. doi:10.7595/management.fon.2019.0011

Okpara, J.O. (2012): An Exploratory Study of International Strategic Choices for Exporting
Firms in Nigeria, in: Thunderbird International Business Review, 54, 4, 479—491.

Olabode, O.E./Adeola, O./Assadinia, S. (2018): The Effect of Export Market-Oriented Cul-
ture on Export Performance: Evidence from a Sub-Saharan African Economy, in: Interna-
tional Marketing Review, 35, 4, 637-660.

Oliveira, J.S./Cadogan, J.W./Souchon, A. (2012): Level of Analysis in Export Performance
Research, in: International Marketing Review, 29, 1, 114-127.

Papadopoulos, N./Martin, O.M. (2010): Toward a Model of the Relationship between Interna-
tionalization and Export Performance, in: International Business Review, 19, 4, 388—406.
Pelham, A.M. (1999): Influence of Environment, Strategy, and Market Orientation on Perfor-

mance in Small Manufacturing Firms, in: Journal of Business Research, 45, 1, 33—46.

Porter, M.E. (1980): Industry Structure and Competitive Strategy: Keys to Profitability, in:
Financial Analysts Journal, 36, 4, 30-41.

Porter, M.E. (1981): The Contributions of Industrial Organization to Strategic Management,
in: Academy of Management Review, 6, 4, 609-620.

Porter, M.E. (1985): Competitive Advantage: Creating and Sustaining Superior Performance.
NY: Free Press.

Racela, O.C./Chaikittisilpa, C./Thoumrungroje, A. (2007): Market Orientation, International
Business Relationships and Perceived Export Performance, in: International Marketing
Review, 24, 2, 144-163.

Richter, N.F./Sinkovics, R.R./Ringle, C.M./Schlédgel, C.M. (2015): A critical look at the use
of SEM in international business research, in: International Marketing Review, 33, 3, 376—
404.

Rose, G.M./Shoham, A. (2002): Export Performance and Market Orientation: Establishing an
Empirical Link, in: Journal of Business Research, 55, 3, 217-225.

Rua, O./Franga, A./Ortiz, R.F. (2018): Key Drivers of SMEs Export Performance: the Mediat-
ing Effect of Competitive Advantage, in: Journal of Knowledge Management, 22, 2, 257—
279.

Ruekert, R.W. (1992): Developing a Market Orientation: An Organizational Strategy Perspec-
tive, in: International Journal of Research in Marketing, 9, 3, 225-245.

Salavou, H.E./Halikias, J. (2009): Strategy Types of Exporting Firms: A View on the Basis of
Competitive Advantage, in: European Business Review, 21, 2, 144—158.

Sarstedt, M./Hair Jr., J.F./Cheah, J.H./Becker, J.M./Ringle, C.M. (2019): How to Specify,
Estimate, and Validate Higher-Order Constructs in PLS-SEM, in: Australasian Marketing
Journal, 27, 3, 197-211.

Shmueli, G./Koppius, O.R. (2011): Predictive Analytics in Information Systems Research, in:
MIS Quarterly, 35, 3, 553-572.

Shoham, A./Rose, G.M./Kropp, F. (2005): Market Orientation and Performance: A Meta-Ana-
lysis, in: Marketing Intelligence & Planning, 23, 5, 435-454.

Singh, D.A. (2009): Export Performance of Emerging Market Firms, in: International Busi-
ness Review, 18, 4, 321-330.

IP 216.73.216.36, am 16.01.2026, 14:21:45. Inhalt.
Inhatts ir it, fiir oder ir

Erlaubnis ist



https://doi.org/10.5771/0949-6181-2023-1-9

38 Katarina Njegi¢, Vesna Milanovi¢, Biljana Stankov

Sousa, C.M. (2004): Export Performance Measurement: An Evaluation of the Empirical
Research in the Literature, in: Academy of Marketing Science Review, 4, 9, 1-22. http://
citeseerx.ist.psu.edu/viewdoc/download?doi=10.1.1.537.7907 &rep=rep 1 &type=pdf
(Accessed on 23 Dec 2019).

Sousa, C.M./Martinez-Lopez, F.J./Coelho, F. (2008): The Determinants of Export Perfor-
mance: A Review of the Research in the Literature between 1998 and 2005, in: Internation-
al Journal of Management Reviews, 10, 4, 343-374.

Styles, C./Patterson, P.G./Ahmed, F. (2008): A Relational Model of Export Performance, in:
Journal of International Business Studies, 39, 5, 880-900.

Ward, S./Girardi, A./Lewandowska, A. (2006): A Cross-National Validation of the Narver
and Slater Market Orientation Scale, in: Journal of Marketing Theory and Practice, 14, 2,
155-167.

Yakop, M./van Bergeijk, P.A.G. (2009): The Weight of Economic and Commercial Diplo-
macy. ISS Working Papers 478 — General Series 18715, International Institute of Social
Studies. The Hague: Erasmus University Rotterdam. https://papers.ssrn.com/sol3/papers.cf
m?abstract id=1469137 (Accessed on 14 Nov 2019).

Yayla, S./Yeniyurt, S./Uslay, C./Cavusgil, E. (2018): The Role of Market Orientation, Rela-
tional Capital, and Internationalization Speed in Foreign Market Exit and Re-Entry Deci-
sions under Turbulent Conditions, in: International Business Review, 27, 6, 1105-1115.

Yi, Y./Li, Y./Hitt, M.A./Liu, Y./Wei, Z. (2016): The Influence of Resource Bundling on the
Speed of Strategic Change: Moderating Effects of Relational Capital, in: Asia Pacific
Journal of Management, 33, 2, 435-467.

Zehir, C./Kéle, M./Y1ldiz, H. (2015): The Mediating Role of Innovation Capability on Market
Orientation and Export Performance: An Implementation on SMEs in Turkey, in: Procedia
— Social and Behavioral Sciences, 207, 700-708.

Zhang, J./Zhu, M. (2016): Market Orientation, Product Innovation and Export Performance:
Evidence from Chinese Manufacturers, in: Journal of Strategic Marketing, 24, 5, 377-397.

Appendix 1. Characteristics of the respondents

Criteria Frequency Percent
(N=121)

Age

25-35 9 0.07

36—45 58 0.48

more than 45 54 0.45

Gender

Male 74 0.61

Female 47 0.39

Qualifications (Education)

High school 2 0.02

Bachelor degree 97 0.8

Master degree 22 018
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Criteria Frequency Percent
(N=121)

PhD degree /

Work experience in present firm

between 2 and 5 years 18 0.15

between 6 and 10 years 53 0.44

between 11and 15 46 0.38

more than 15 years 4 0.03

Overall experience in export operations

between 2 and 5 years 21 0.17

between 6 and 10 years 47 0.39

between 11and 15 51 0.42

more than 15 years 2 0.02

Function

General manager 15 0.13

Export manager 23 019

Sales manager 62 0.51

Marketing manager 21 017

English language knowledge

None /

Basic 4 0.03

Intermediate 78 0.65

Advanced 39 0.32

Knowledge of any other language

None 67 0.55

Basic 26 0.22

Intermediate 27 0.22

Advanced 1 0.01

Appendix 2. Measurement items

Competitive intensity (adopted from Pelham 1999)

(1- not existing at all; 5-very high existence)

CI: Intensity of competition in export markets

CI2: Frequency of price wars in export markets

CI3: Frequency of new competitive moves in export markets
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Relational resources (based on Morgan et al. 2006 and Leonidou et al. 2011)

(1- not existing at all; 5-very high existence)

R1: We understand well our overseas customer requirements
R2: We have reliable representatives (partners, distributors) in our foreign markets

R3: We have strong business ties with other organisations in foreign markets (trade organi-
sations, government agencies, chambers of commerce, etc.)

Market orientation (adopted from Narver/Slater 1990)

(1- not existing at all; 5-very high existence)

Customer orientation

CustOrl: We measure the satisfaction of our customers abroad systematically and fre-
quently

CusrOr2: In export markets, we constantly monitor our level of commitment and orienta-
tion to serving customers’ needs

*We give close attention to after-sales service in export markets

CustOr3: Our business objectives are driven primarily by customers’ satisfaction

CusOr4: Our strategy for competitive advantage in export markets is based on our under-
standing of customers’ needs

CustOr5: Our business strategies are driven by our beliefs about how we can create greater
value for customers

Competitor orientation

CompOrl: Top management regularly discusses the strengths and strategies of our com-
petitors in export markets

CompOr2: We rapidly respond to competitive actions that threaten us in export markets

CompOr3: In export markets, we target customers where we have an opportunity for
competitive advantage

CompOr4: Our salespeople regularly share information within our organisation concerning
strategies of our competitors in export markets

IP 216.73.216.36, am 16.01.2026, 14:21:45. Inhalt.
Inhatts ir it, fiir oder ir

Erlaubnis ist



https://doi.org/10.5771/0949-6181-2023-1-9

The Drivers of Market Orientation and its Impact on Export Performance 41

Inter-functional coordination

IFC1:
IFC2:

IFC3:

IFC4:

IFC5:

All the departments in our firm are responsive to each other’s needs and requests

All of our business functions (e.g., marketing/sales, manufacturing, etc.) are integrat-
ed in serving the needs of our target markets

Our top managers from across the firm regularly visit our current and prospective
customers in export markets

We freely communicate information about our successful and unsuccessful customer
experiences across our firm

Our managers understand how everyone in our business can contribute to creating
customer value

*Eliminated item

Differentiation strateqy (adopted from Aulakh et al. 2000)

(1-not existing at all; 5-very high existence)

Diff1:

We maintain higher quality standards for our products in export markets

Diff2: We maintain a unique image for our products in export markets

Diff3: We differentiate products and services from competitors in our export markets

Export performance (adopted from Njegic et al. 2020)
Strategic EP — the level of strategic goals achievement (Cavusgil/Zou 1994)

(1-not accomplished at all; 5- accomplished to a great extent)

StratGoall: We gained a foothold in the export market

StratGoal2: We increased the awareness of our product/firm

*We responded to competitive pressure

StratGoal3: We improved our firm’s market share position

StratGoal4: We expanded strategically into foreign markets

*We increased profitability of the firm

*We responded to enquiries from abroad

*Eliminated items

IP 216.73.216.36, am 16.01.2026, 14:21:45. Inhalt.
Inhatts ir it, fiir oder ir

Erlaubnis ist



https://doi.org/10.5771/0949-6181-2023-1-9

42 Katarina Njegi¢, Vesna Milanovi¢, Biljana Stankov

Financial EP (adopted from Armario et al. 2008)

(1-we did not achieve at all; 5-we achieved a very high level)

FinEP1: Export sales

FinEP2: Export profit

FinEP3: Export sales growth
FinEP4: Export profit growth
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