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Resour ce-Based Theory and
Market-Driven M anagement

Mauro Sciardli’

1. Market-Driven M anagement: Basic Theoretical Elements

The question of the links between marketing studied strategy studies is
certainly not new, but we believe there is stilasp for greater analysis and
definition. In this perspective, we intend to preposome topics for meditation
and subsequent analysis of the points of contantdes one view, Resource-
based Theory, which is attracting much attentiodayoin the field of both
strategic and organisational studies, and the iboion of Market-Driven
Management which, although, originating in thedief marketing studies, clearly
affects the issue of strategies whose goal is tieemsement of competitive
advantage.

The connections between the various fields of amalyf business management
are now so deeply rooted, that even the positioningcientific contributions in
one disciplinary area rather than another, is carafgd and often not very useful
to develop knowledge. The vision that once limitieel development of marketing
studies to a specific operational and functionsdaanow seems completely
outdated. Even the distinction between strategicgerational marketing seems
inadequate, compared to the complexity of the aafecontexts in which
businesses operate and to more advanced managetialganisational models.

Market-Driven Management (MDM), which emerged ie thte 1980s with the
publication of important papers (Shapiro, 1988; Web1988, 1992; Deshpandé
and Webster, 1989; Kohli and Jaworsky, 1990), pakesquestion, central to
strategy studies, of the relationship between niar&ked behaviour whose goal is
competitive advantage. The market-driven businesse that ‘reveals a superior
ability to understand, attract and maintain custemeith a high economic
profile’ (Day, 1999). In other words, it is able doganise and exploit resources
and capabilities (Hult and Ketchen, 2001) so asr¢éate, and maintain in time, a
supply of products/services that offer more valuetiie customer (Lambin, 2007)
than its competitors (Jaworski and Kohli, 1993; DE§94, 1999).
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It is a view whose roots are deep in marketing issidSlater and Narver,
1995), and from the original interpretation of tmarketing concept (Drucker,
1954, 1973) it borrows the company’s function ofatieg with the market to
meet the consumer’s needs, and to develop andrsust@vation, as a process
that leads to the satisfaction of human needs, heneexplicit, latent or
unconscious. In line with Drucker’s vision (1978)arketing action runs through
the entire organisation, and is not confined solgthin a specific organisational
function (the marketing function) even if this isepeminent (Felton, 1959;
Barksdale and Darden 1971; McNamara, 187%yom this perspective, the
concept of market orientation (M®)gains ground, outstripping the more
restrictive marketing orientatidn

One interpretative model that defines the companehtmarket orientation is
based on Day’s work (1994), although it aims tolude additional analytical
elements that underline the strong interaction, afteh the overlapping of the
boundaries, between the components.

Figure 1: An interpretation of the concept of Market Orientation
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Source: Author’s elaboration based on Day (1994)

The distinctive characters of market-driven bussess as illustrated in Figure
1, are:

- the business culture;

- distinctive resources and skills;

- the organisational configuration and the climate.

The business culture seen as the system of valods canvictions that
characterise an organisation and facilitate itgajens (Deshpandé and Webster,
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1989) is very market-oriented. The behaviour oftladl components of a business
is focused on meeting the customer’s needs (Shap@®8; Narver and Slater,
1990; Deshpandé, Farley and Webster, 1993, 200@lysing the market forces
that influence these needs (Vorhies, Harker, 200@) the opportunities that
emerge, the firm must try to grasp them beforecthrapetition (Brondoni, 2007),
using its resources, capabilities and skills, (0294, 1999; Hoolewt al., 2005).

The capacity to search for, or create, new opparsnthat allow it to exploit
its resources fully, prompts the firm to considee tonsumer’s latent needs, to
explore and analyse them in perspective (SlaterNarder, 1999). This form of
innovation-driven enterprise is a strong comporarihe organisational culture
and is fundamental for the creation of a sustasmabimpetitive advantage (Van
de Ven and Polley, 1992). The striving for innowatiis expressed in the
corporate culture through its innovativendsturley and Hult, 1998), which
depends on other structural elements of the orgaorsal culture, such as power
sharing, a collaborative management style and esmplua learning (Baker and
Sinkula, 1999).

In the MDM approach, the emphasis is on the creaifaan integrated, flexible
organisational culture (Deshpandé, Farley and Véebsi993), which can
facilitate the flow of information between the \@s parties, even through
informal channels (Shapiro, 1988).

The second level of MO analysis regards capalslitiwhich Day sees as
closely inter-related combinations of abilitieschirologies and accumulated
learning. The business culture lays the foundatimmstheir creation; in fact,
according to some authors (Hooley, et al., 2009felMier, Gabrijan and Snoj,
2008) a market-oriented business culture can pbesmnsidered a resource and
a distinctive skKill.

Day (1994) classifies the distinctive capabilitsthe management of ‘market
driven’ organisations, distinguishing between:

- Outside-In capabilities;

- Inside-Out capabilities;

- Spanning capabilities.

Outside-In capabilities are concentrated primardytside the company.
Market-sensing capabilities have the goal of ligkine processes so as to enable
the business to anticipate events within the maekat the reactions of the
competition; other capabilities are relational haacter and regard links with the
customers and channel bonding.

Inside-Out capabilities, which include transforroati processes, financial
management, logistics, technological developmentl dmuman resources
management, make it possible to respond to exteopglortunities. These
capabilities express what a firm is capable of (Grd991), but only acquire
value when they are seen in relation to an exteopglortunity and/or threat
(Barney, 1991).

And finally, Spanning Capabilities, which must alladhe integration between
inside-out and outside-in capabilities, and regdwe development of strategies
and of new products and services, pricing, ordaragament and deliveries.
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MDM leads businesses to excel primarily in thetfgioup of capabilities, so as
to understand emerging opportunities, to anticipla¢ernoves of the competition,
to base decisions on facts, to attract and ret@h profile customers, to offer
greater value to customers, and to boost custamgalty (Day, 1999).

These are marketing resources and capabilitieschwban be divided into
Market-Based Resources (Customer Linking capaislitiReputational Assets;
Market innovation capabilities; Human resource @&3sand Marketing Support
Resources (Marketing Culture of the Organisatioth ianagerial capabilities to
manage, lead, coordinate activities) (Hooley, gt24105).

The system of capabilities and the business cuitw#t be implemented within
a defined context, the so-called ‘configurationhigh does not only coincide
with the organisational structure, but also inckidéat is defined as the ‘climate’
(‘the ways an organisation operationalises itsucaltthe structures and processes
that facilitate the achievement of the desired bighas’ — Slater and Narver,
1995), which combines the managerial and operdtmogesses and mechanisms
typical of organisations that focus on continuaagting.

Market-driven businesses have collaborative ledgerstyles, decentralised
organisational forms with strong interaction andladmration between the
components, information flows that can sustainetfiective spread of knowledge,
and strategic planning mechanisms based on taskted teams.

The process of acquiring information from outside,we said above, must not
be limited to the study of current customers, busiifocus on learning that can
derive from interaction with other parties opergton the market. What is more,
the process of contact with the outside world npasts through different parties
inside the company with no specific organisatiamaits filtering the passage of
information (Shapiro, 1988; Day, 1994).

The firm must balance the processes of knowledgé#ation and knowledge
exploration (March, 1991) to achieve a sustainabbenpetitive advantage
(Barney, 1991; Hult and Ketchen, 2001; Weerawardmma O'Cass, 2004). It
uses the process of knowledge exploitation to eefis understanding of the
current market in order to sustain its competitpasition, while it uses the
process of knowledge exploration to innovate itsvidledge base to sustain its
competitive advantage, in very dynamic, turbulemmtexts (Slater and Narver,
1995). The capacity for innovative learning undespboth the company’s range
of knowledge, and the link between this knowledgd &e target of the new
cognitive process, according to the principle o$aptive capacity (Cohen and
Levinthal, 1990). It is therefore advisable for tamts with the market and with
specific clients to be developed by numerous sibjdtat interact with the
external environment according to their specifitlskShapiro, 1988; Day, 1994;
Slater and Narver, 1995).

Knowledge must be able to spread freely throughotiganisation in order to
improve the efficiency of the absorptive capacitging the lever of generativity
(Donald, 1993), favouring direct access to infoiogtwithout this being subject
to interpretative filters. The wealth of unfilterédowledge, which is therefore
still able to express its full potential (Shapit®88), requires specific information
systems for its management.
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This model of knowledge management differs from thedel based on a
rereading of the marketing concéptlton, 1959; McNamara, 1972). This stated
that the marketing function should play a prominssle in the collection of
information, which would result in the results dfetrelated analyses being
disseminated subsequently; the MDM model is charessgtd by a more intense
interaction between the components of the orgdarsaand high profile
customers, even if this solution is more expensive.

The process of the generation and disseminationkrafwledge about
customers’ needs, must then translated into readiiod response processes
extended to the entire organisation, in terms efftmmulation of action plans and
their implementation (Jaworsky and Kohli, 1993).

What is more, correct management of these processies it possible to
exploit in full the firm’'s capacity for innovatiofHurley, Hult, 1998), which can
be expressed in two ways: on one hand, innovatimgarding product
characteristics, and on the other, innovationsrokgg the ways that the product
reaches the customer (Kumar, Scheer and Kotle)200

The organisational culture affects resources apauities because it fosters
learning and the integration of the specialist kizalge of different operators, and
it allows the company to develop new capabilitied aew knowledge faster and
more effectively (Moran and Ghoshal, 1999). It alags the foundations to
achieve a sustainable competitive advantage whemesulting learning derives
from tacit knowledge (Polanyi, 1967) which raises barriers to imitation related
to causal ambiguity (Reed and De Filippi, 1990).

In time, the resources and capabilities of marketedst businesses influence the
organisational culture oriented to satisfying tlmsumer’s explicit or implicit
needs (Day, 1999). We must however point out thatd capabilities must
interact freely with the other capabilities, resms and skills at the company’s
disposal, if it wishes to achieve a sustainablepetitive advantage (Day, 1994).
Otherwise they risk being transformed into coraditges (Leonar-Barton and
Dorothy, 1992) because of the competency (tavinthal and March, 1993), i.e.
the individual's tendency to exploit what he alrgddhows rather than acquire
new knowledge. This would lead to an imbalanceraividledge exploitation over
knowledge exploration, or the use of the same messuto relate to the outside
world, limiting the potential for learning and invedive change (Donald, 1993;
Slater and Narver, 1995).

As we have seen, the climate, or rather the preseand actions that derive
from it, let the company develop new skills andlekghem to improve its skills
and resources (Dierick and Cool, 1989); they alswide the foundation for an
analysis of the competitive gap (Day, 1994; Cond®99) between the current
composition of its portfolio of resources, capdla and skills and that necessary
to meet future competitive challenges.

The climate is strictly linked to the organisatibealture that represents the
values it rests on (Schneider and Rentsch, 198ksén and Ekvall, 2007), and
therefore influences its operating processes asgdorese mechanisms. At the
same time, the processes of the generation, disaéom and exploration of
knowledge can lower the resistance to change orpdneof the organisational
culture (Trice and Beyer, 1993).
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The combination of all these elements - cultur@atbdities, configuration and
climate - favours the process of organisationalnieg in a market-driven firm
(Slater and Narver, 1995), which guides the cowoisu development of
capabilities and skills in time and must influena# corporate behaviour
(Shapiro, 1988; Jaworsky and Kohli, 1993). Learnsugtains the process of
identification and satisfaction of possible ‘demanbbles’ (Baker and Sinkula,
1999; Corniani, 2002), temporary aggregations at@mers characterised by a
close interest, even if temporary, in the compaspscific products. In situations
of over-supply and complexity, the limits of the nket segmentation techniques
emerge, and an active approach to the creatiorhedet clusters of demand
through the specific products offered by the comparevails. This capacity to
create ever new demand bubbles, not only qualifiesdirect relationship with
‘economically significant’ customers — typical of DN — but also potentially
transforms a temporary competitive advantage (étgpion of a single demand
bubble) into a sustainable one (continuous creatfamrew demand bubbles). The
main characteristic of a demand bubble is its tamamyonature, which excludes
the use of traditional market-intelligence toolsnéGchi and Corniani, 2003).
What is more, focussing on demand bubbles alsevalbpfirm to limit the threat
of time-based competition (Brondoni, 2001, 2007).

2. Resour ce-Based Theory and M ar ket-Driven M anagement

The approach known as Resource-Based Theory (R®Mich is said to
originate from Penrose’s idea (1959) of the firmaasoordinated ‘bundle’ of
resources, tackles the question of a firm’'s goats strategic behaviour (Barney,
Della Corte, Sciarelli, 2008; Della Corte, Sciarell999). If the strategy is ‘a
firm’'s theory about how to compete successfullyaigey, 2002), the source of
the sustainable competitive advantage is the chpaai exploit a bundle of
resources that the business has at its disposalsoaccess to, which are valuable,
rare and inimitable (Wernerfelt, 1984; Barney, 199lhe organisation, in the
widest sense of the term, must favour the coorinaind complete exploitation
of the potential of these resources.

Mechanisms that block or limit imitative procesgearriers to imitation) play a
decisive role. Unique, unrepeatable historical domas or the availability of
systems to protect innovation (patents), combinéh vaonditions of ‘causal
ambiguity’ and ‘social complexity’. In some casetgcit understanding,
complexity and specificity of resources can male ¢husal connection between
resources and competitive advantages indecipherabléusiness culture, a
reputation, and interpersonal relations betweenagears may be the result of
socially complex phenomena and therefore diffitulteplicate.

The focus of the sources of competitive advantageoncentrated inside the
company, far from the structuralist vision of Inttied Organisation studies
(Porter). However, from the RBT viewpoint, the exalon of resources cannot
overlook an analysis of the external environmentekiérfelt, 1984; Barney,
1991; Peteraf, 1993) or of the effects that thiy hmave on the competitiveness of
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the company’s portfolio of resources, as a resubiadth sector dynamics and the
process of technical and economic obsolescenceaiidlysis modelslaborated

by RBT scholars for the external environment (Weeie 1984; Amit and
Schoemaker, 1993; Barney, 2007) explicitly refeséator analysis models like
Porter's models (1980, 1985), but these are alsoteepreted so that they do not
address the role/positioning of products/activities those of resources and the
related effects.

The dynamism of the environment and the need te tako account the
obsolescence it generates, force a business tdactlysupdate its portfolio of
resources. This takes place in three main waysuisitign of resources
externally; internal generation of resources; sitarof resources with other
companies.

In the first case, the company acquires the resoditectly from outside,
addressing ideal Strategic Factor Markets (Bart6$6), i.e. markets on which
the specific resource requested by the companyaded. The efficiency with
which the market expresses the value of a resdbiroegh the price obtained by
free negotiation between demand and supply, catehia company from taking
advantage of the resources acquired in this waleddrthere are imperfections in
the market mechanisms, the price will allow thdeselo keep the higher value
that the resource has for the company, limiting ¢batribution it makes to a
superior performance for the company (Porter, 198@)Jess the purchasing
company’s information about the possible valuehef tesource is better than the
seller’s (Barney, 1986)

Dierickx and Cool (1989) point out that there mayrbsources for which it is
not possible to create a market because they cdrenassigned a value, due to
their specific nature. In these cases the firm roaly procure the necessary
resource by producing it internally with a proce$saccumulation that must be
managed carefully in time.

The growing instability of the markets limits thegsibility of developing
resources internally; in this case the company establish a relationship, not
necessarily commercial (alliance), with one or mérms with the necessary
resource, creating a strategic alliance (Irelanit &hd Vaidyanath, 2002), to
undertake, or at least facilitate, learning proesssnd boost internal resources
(Nonaka and Takeuchi, 1994). On the other hand, mmakes it difficult for
company management to monitor the evolution ofdtnategy while it requires
the company to develop dedicated resources andbitiipa to manage the
cooperation and potential for conflict that coexistany agreement (Das and
Teng, 2000).

In the context of RBT studies, the very conceptesiources was the object of
different classifications and definitions by expotse of this field of research.
Some authors would prefer a more general visiomgutghe term ‘resource’
generically to indicate the tangible and intangitaletors that determine and limit
strategic corporate decisions (Barney, 2007). Gtheyuld distinguish between
resources and capabilities: the term resource ghbal used to indicate the
manufacturing factors at the company’s disposatnei¥ not its property, while
capabilities would refer to the company’s capatityexploit the resources, and

Edited by: ISTEI - Universita degli Studi di MilandBicocca



© SYMPHONYA Emerging Issues in Management, n. &0
www.unimib.it/symphonya

their combinations, through organisational procedseachieve a set goal (Amit
and Schoemaker, 1993).

It is easy to understand, even from this very baredlysis, that RBT and MDM
have several points of contact; not only do theyresla possible application in the
field of strategic management (Wernerfelt, 1984a[8ito, 1988) but, albeit with a
different original matrix (Drucker for MDM and Pearse for RBT), they reach a
compatible vision of business. And the very congdphat underpin RBT, the
heterogeneity of the portfolio of resources and presence of barriers to
imitation, are also present, explicitly and imgligi in MDM literature (Day,
1994; Slater, 1997; Hult and Ketchen, 2001; Hoaddeyal., 2005; Milfelner,
Gabrijan, and Snoj, 2008).

MDM puts the role of the resources, or rather of dapabilities, in the
forefront in the process of creating sustainablenmetitive advantage, even
though they are primarily marketing capabilitiesented at the outside world.
According to Day (1994), the organisation’s roléasmediate and to encourage
the distinctive resources and capabilities in theatton of supply. The author
gathers various RBT studies into a consistent maasburces are stocks of
capabilities that must be renewed (Diericks and|Cb®89) usingcapabilities,
flow variables, (Amit and Schoemaker, 1993), anthicimed with specificskills
(Hamel and Prahalad, 1990), which allow the bundfgsroducts/services of the
market-oriented business to be differentiated, ritep to achieve and sustain a
competitive advantage.

Satisfying the customer’s needs has a pre-emirsdatin the achievement of
competitive advantage, even in RBT (Peteraf anch@®gr2003); however, in the
MDM view, attention is focused on a specific classustomer, the economically
significant, posing the problem of establishing aiymc relations with market
aggregations that develop as an effect of the §itimm the supply of the
market-driven company.

The reference is to the dynamics of ‘demand bubBrendoni, 2001, 2007;
Corniani, 2002; Gnecchi and Corniani, 2003) whick more volatile than the
traditional concept of sector, strategic groupimgmarket segment, and make it
necessary for business to identify precisely, andll wn advance, the
characteristics that its products must have t@tgethe clientele (Shapiro, 1988).

This difference is reflected in a different appiodo organisational learning.
Because it expects firms to incorporate a striimginnovation in their culture
and to pursue it actively by learning generatech wiite outside world, MDM
tends to shift the balance in favour of exploratibat originates primarily from
knowledge of the needs and forces that play afgignt role in determining and
adapting these needs. The market-driven compamptisonly oriented to the
market, but also tends to orient the market. Itdftee has a consistent capacity
to influence and a consequent market power, oaicdytaspires to attain them.

One point of contact with RBT is however evidentredbarrier to imitation
identified by Barney (1996) is a firm’s ability tonstantly innovate its products,
continually increasing the value perceived by thesta@mer. This barrier to
imitation is particularly effective in modern hypesmpetitive sectors that tend to
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converge with adjacent sectors, because it alldwes dompany to adopt a
proactive approach to the generation of sustainainepetitive advantage.

On the other hand, although it recognises the entigt and effectiveness of the
various types of barrier to imitation, MDM strivesvards continuous innovation
processes that can enable the company to escapgotimtial pressure of the
competition, by identifying new customer needséttssy.

The concepts of social complexity and causal anityigu protection from the
competition do not emerge explicitly in the MDM apach. However, the
principle underlined in the organisational confafion, or in the climate (Narver
and Slater, 1990), of the free and unfiltered dissation of knowledge and, in
particular, an orientation allowing relations todstablished with the customer by
several parties inside the company, beyond thetimad confines of marketing,
would appear to be an implicit answer to the pnobé# not knowing the source
of knowledge. In fact, imposing a system of muéipélations (not of the one-to-
one type) by encouraging free, unfiltered flowsirdbrmation to and from the
customer, may help to minimise the problem of chasabiguity and social
complexity. But at this point, the organisationglu®e’, the culture and climate of
internal relations, is essential. In fact the peoblof the risk of opportunistic
behaviour within the company and in relations wsthlstomers is never raised,
because a distinctive feature of market-driven wisgdions is a high degree of
loyalty, fed by the system of values and by theesmtead business culture.

Both theories start from the concept that the attarestics of the organisation
are not easily modified (Barney, 1986; Shapiro, 8)98nd that the correct
orientation of the organisation is essential ifiSstto succeed in achieving a
sustainable competitive advantage.

In RBT, the organisational structure in its brodadgesse (including processes
and procedures, managerial mechanisms and opeaationls) becomes an
activator of the competitive advantage, similar to the presons of MDM,
which demand that the structure be organised tawatlomplete exploitation of
the communications flows that underpin learningaiygits, and be sufficiently
flexible to adapt to new demand bubbles.

3. Conclusions

To conclude this brief article, it could be usefal suggest a few topics for
further analysis, in the hope that a debate maglbled on these issues.

One aspect to check regarding comparison regaedsrdadth and detail of the
scope of the two views analysed. If it is now alyanvidespread opinion that the
resource-based view provides a theoretical readirthe rudiments on which a
company is founded (business theories) and oftitgegjic behaviour (strategic
management), one doubt remains regarding the Ménkeeén approach: does it
also aim to provide a generalised key to interptempetitive corporate
behaviour, or is the MD business a particular tgpesuccessful enterprise, in
particularly dynamic and complex contexts?

There appears to be evidence that MDM tends to laawearginally more
limited field of application than RBT, but that @i same time, by defining the
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content of the market orientation and, with it, §pecific resources and skills that
the company must develop and/or acquire in ordeptopete successfully on the
market, it has a level of detail that is not alwpyssent in RBT. Systems are also
proposed to measure the value of market orientatsomg different indices, such
as the MKTOR of Narver and Slater (1990), the MARKOf Kohli, Jaworsli
and Kumar (1993), or the Culture — Customer origona- Innovativeness model
of Deshpandé, Farley and Webster (1993). This waplagear to respond better
than certain RBT arguments to the classic critiaidrthe adaptability of the basic
contents of the theory in management terms.

A comparison of the two theories also reveals ameaghich the link between
RBT and MDM should be developed further: the rofeatiances and co-
opetitive forms, and the applicability of the mot®SMESs.

As highlighted by Connor (1999), MDM demands tte tesources to satisfy
the current market, and the resources necessacprpete in possible future
scenarios that it outlines be managed simultangotlikis theory does not appear
to ask how this extra endowment of resources canduie available to SMEs that
find it particularly difficult on their own to acdane the necessary capabilities to
analyse and control the market. What is more, dm¢leis case the main problem
is the lack of excess resources, it is naturahitaktthat this element may also be
an obstacle to the development of MDM with speaiiterence to the start-up of
new businesses. If the MD business is characteligestrong market power and
the ability to forge relations with the customerdatl® promote new demand
clusters, can a small-medium enterprise respoiaah ievolutionary manner to this
challenge for change without changing its size%tlable to create demand
bubbles on its own?

What is more, the very concept of the demand bubbfdies that the market
cannot be segmented, because of the continuousbildyi of customer
aggregations; this characteristic increases theardgdge of the first-mover,
enabling him to act at the most profitable stage tloé life cycle. The
consequences of reiterating this behaviour in tisnthat the business does not
have a competitive advantage that is ‘sustainetime, but an advantage that has
to be constantly recreated. This questions the wagycept of sustainable
competitive advantage.

Finally, this first attempt to compare schools ledught that are different but
often only apparently distant, strengthens our iopirregarding the need to
continue to study the points of contact and divecgethat emerge between
conceptual and theoretical elements, but also leFtwdifferent management
models.
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Notes

! This vision of the marketing concept is illustchtey Drucker when he writes: ‘marketing is so
basic that it cannot be considered a separate ifunte., a separate skill or work) within the
business, on a par with others such as manufagtoripersonnel. Marketing requires separate work,
and a distinct group of activities. But it is, fira central dimension of the entire businesss the
whole business seen from the point of view of iit&lf result, that is, from the customer's point of
view. Concern and responsibility for marketing mubkerefore, permeate all areas of the enterprise’
(Drucker, 1974, 63).

2 Kohli, Jaworsky and Kumar (1993) identify diffetemeanings attributed to the term ‘market
orientation’ in literature, “including involving nnlgeting executives in strategic decisions (Felton
1959; McNamara 1972), placing greater emphasis ustomers as compared to production/cost
concerns (Kanopa and Calabro 1971), integratiniyiaes within the marketing function (Felton
1959; McNamara 1972), according a leadership mlmarketing (Viebranz 1967), and so on (see
Lavidge 1966 and McKitterick 1957 for additionalrgmectives),” and underline that they have
depicted a more limited view than the one used &kdt-Driven Management.

3 Webb, Webster and Krepapa (2000, 103) present thestivations for preferring the term
‘market orientation’ to ‘marketing orientation’: itiSt, the term implies that the construct is not
exclusively a concern of the marketing function;endas, ‘marketing orientation’ is restrictive and
misleading in this respect (Shapiro, 1988). Secdohed,term ‘market orientation’ is less politically
charged because it does not overemphasize the tammger of the marketing function in the
organization. And third, the label focuses on merkehich include customers and the forces
affecting them.”

4 We should point out that Barney also refers totla@rocondition, in which a business can take
advantage of the acquisition of resources extarntéde one in which an unexpected change in the
external environment increases the value of theureg after its acquisition, which the author puts
down to luck. “Also, firms that currently enjoy alnormal returns may do so because of unique
insights and abilities they controlled when thatsgies generating high current returns were chosen
On the other hand, these firms might also have hesty.’ (Barney, 1986): 1240).
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