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ABSTRACT 

Organizational innovation has been considered as one of the main drivers of 

value creation, prerequisite for market success, and often for the survival of the 

company, particularly in high technology industries. However, strategic orientation is 

seen as principles that direct to achieve superior innovation. In this regard, although 

Miles and Snow’s strategic orientations has been one of the most important and 

intensively studied typologies throughout the world, evidence on its particular 

propositions is not clear enough. The direct and indirect impact of strategic 

orientation on organizational innovation was influenced by certain environmental 

and organizational contexts, as well as other dynamic capabilities such as customer 

knowledge management and dynamic marketing capabilities. To that end, studies 

carried out on strategic orientation typologies and other dynamic capabilities have 

usually reported mixed results. Therefore, this study attempts to investigate the inter-

relationship among strategic orientations (prospector, defender, analyzer, reactor), 

customer knowledge management, dynamic marketing capabilities and 

organizational innovation. Particularly, this study addresses this gap by investigating 

the mediating effect of customer knowledge management and dynamic marketing 

capabilities on the relationship between strategic orientations and organizational 

innovation in Jordanian pharmaceutical and health care industry firms. Nine 

hypotheses have been developed to test the proposed model and structural equation 

modelling (SEM) was applied to test the research hypotheses. The study used the 

quantitative method via questionnaire survey involving all Jordanian pharmaceutical 

and healthcare firms registered in Amman Chamber of Industry 2019. Using simple 

random sampling technique, 242 survey respondents were analysed via PLS-SEM to 

address the research questions. The chief executive officers (CEOs) and other top 

managers in pharmaceutical and health care industry were respondents for this study. 

They were considered as the most knowledgeable and expert people regarding the 

firms’ strategic orientations and organizational innovation. The results of the study 

found that strategic orientations (prospector, defender, analyzer, reactor) have 

significant direct effect on organizational innovation. Furthermore, the findings 

confirmed the mediating effect of customer knowledge management and dynamic 

marketing capabilities on the relationship between strategic orientations and 

organizational innovation. Academically, the results of the study have implications 

as the study expands the knowledge in the areas of strategic orientations and 

organizational innovation. Practically, top managers could use the findings as a guide 

to achieve organizational innovation (process, product and administrative) then more 

customer knowledge management and dynamic marketing capabilities should be 

devoted to strategic orientations activities, such as learning about customer needs and 

wants as well competitor moves, ensuring that information regarding competitors is 

shared within the organisation. The findings could also serve to satisfy the 

customers’ requirements, and support the leverage of other benefits through customer 

linking and market sensing to guide the process of innovation. 
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ABSTRAK 

Inovasi organisasi telah dianggap sebagai salah satu pemacu utama 

penciptaan nilai, sebagai prasyarat untuk kejayaan pasaran, dan sebagai usaha 

kelangsungan syarikat terutamanya dalam industri berteknologi tinggi. Walau 

bagaimanapun, orientasi strategik dilihat sebagai prinsip yang menjurus kepada 

mencapai inovasi yang unggul. Dalam hal ini, walaupun orientasi strategik oleh 

Miles dan Snow telah menjadi salah satu tipologi yang paling penting dan dikaji 

secara intensif di seluruh dunia, bukti mengenai cadangannya tidak cukup jelas. 

Kesan langsung dan tidak langsung daripada orientasi strategik terhadap inovasi 

organisasi dipengaruhi oleh konteks persekitaran dan organisasi tertentu, serta 

kemampuan dinamik lain seperti pengurusan pengetahuan pelanggan dan 

kemampuan pemasaran dinamik. Kajian yang dilakukan mengenai tipologi orientasi 

strategik dan kemampuan dinamik lain biasanya melaporkan hasil yang berbeza-

beza. Oleh itu, kajian ini cuba menyelidik hubungan antara orientasi strategik 

(prospektor, pembela, penganalisis, petindak balas), pengurusan pengetahuan 

pelanggan, kemampuan pemasaran yang dinamik dan inovasi organisasi. Kajian ini 

juga mengatasi jurang dengan menyelidik kesan perantaraan pengurusan 

pengetahuan pelanggan dan kemampuan pemasaran yang dinamik terhadap 

hubungan antara orientasi strategik dan inovasi organisasi dalam firma industri 

farmaseutikal dan penjagaan kesihatan di Jordan. Sembilan hipotesis telah 

dibangunkan untuk menguji model yang dicadangkan dan pemodelan persamaan 

struktur (SEM) digunakan untuk menguji hipotesis kajian. Kajian ini menggunakan 

kaedah kuantitatif melalui tinjauan soal selidik yang melibatkan semua firma 

farmaseutikal dan kesihatan Jordan yang berdaftar di Amman Chamber of Industry 

2019. Dengan menggunakan teknik persampelan rawak mudah, 242 responden 

kajian, dianalisis melalui PLS-SEM untuk menjawab persoalan kajian. Ketua 

pegawai eksekutif (CEO) dan pengurus atasan merupakan responden kajian ini. 

Mereka dianggap sebagai orang yang paling berpengetahuan dan pakar mengenai 

orientasi strategik syarikat dan inovasi organisasi. Hasil kajian mendapati bahawa 

orientasi strategik mempunyai pengaruh langsung yang signifikan terhadap inovasi 

organisasi. Selanjutnya, dapatan tersebut mengesahkan kesan perantaraan 

pengurusan pengetahuan pelanggan dan keupayaan pemasaran dinamik terhadap 

hubungan antara orientasi strategik dan inovasi organisasi. Dari segi akademik, hasil 

kajian ini mempunyai implikasi dalam memperluaskan pengetahuan dalam bidang 

orientasi strategik dan inovasi organisasi. Secara praktikal, pengurus atasan dapat 

menggunakan dapatan ini sebagai panduan untuk mencapai inovasi dalam 

pengurusan pengetahuan pelanggan dan keupayaan pemasaran dinamik untuk aktiviti 

orientasi strategik, seperti belajar tentang keperluan dan kehendak pelanggan serta 

pesaing bergerak, memastikan bahawa maklumat mengenai pesaing dikongsi dalam 

organisasi. Dapatan ini juga dapat memenuhi permintaan pelanggan, dan menyokong 

memanfaatkan keuntungan lain melalui hubungan pelanggan dan pengesanan 

pasaran untuk membimbing proses inovasi. 
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CHAPTER 1  

 

 

INTRODUCTION 

1.1 Background 

In the current turbulent business environment, featuring intensive global 

competition, shortened life cycle of the products, scholars agree on the importance of 

the activity of firm’s organizational innovation for growth and survival (Jackson and 

Richter, 2017; Fossas-Olalla et al., 2015). However, it refers to introducing new 

processes, services, and products through business to market, by utilizing or 

commercializing them (Arshad et al., 2018; Gamal et al., 2011). Whereas 

organizational innovation provides many opportunities for firms not only to take the 

highest advantage of every new business venture and achieve higher revenues, but 

also to improve their current business performance (Forsman and Temel, 2011). In 

addition, organizational innovation has been recognized as a fundamental factor for 

entrepreneurship and the most essential elements of a successful business (Ameen et 

al., 2020; Arpaci and Gürbüz, 2013; Covin and Miles, 1999; Nonaka and Takeuchi, 

1995). As a result, organizational innovation accelerates business performance. With 

this significant tool, the firm is capable of offering value to their customers and 

continue to remain ahead of its competitors (Yanadori and Cui, 2013). 

The focus of this study is to investigate the organizational innovation in the 

Jordanian pharmaceutical and healthcare industry firms as well as its antecedent 

factors from which it obtains a unique distinction because of distinctive features as a 

high-tech industry and its need for innovation. Nonetheless, not much is known 

about the factors that have impact on innovation (Ritala et al., 2013). 

The pharmaceutical manufacturing sector in recent years has become more 

and more competitive. This competition is taking place in an uncertain, dynamic, and 

changing environment (Altawalbeh et al., 2020; Al-Shaikh et al., 2011). Such 
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context has caused the Jordanian pharmaceutical and health care firms to properly 

adopt efficient and ground-breaking strategies in a way to enhance their performance 

quality and attain a considerable portion of the universal market share (Obeidat et al., 

2017).  

The Jordanian pharmaceutical industry plays a significant role in providing 

the pharmaceutical security for the Jordanian citizen as it supplies the local market 

with more than 60% of its needs (Aliqah and Bataineh, 2017). Moreover, in 2016, 

80% of Jordanian pharmaceutical products were exported to a total of 82 countries 

(Sharabati, 2018). Thus, this sector plays a leading role in the Jordanian economy 

(Nazer and Tuffaha, 2017; Sharabati et al., 2010). There has been steady growth and 

expansion of the Jordanian pharmaceutical industry in the international market. 

Though, pharmaceutical firms can make a choice to maintain the current position and 

keep expanding and growing for expansion and reinforcement of their abilities to 

adapt, transform, innovate and learn (Negash et al., 2021; Harrim, 2010). 

On the other side, the organizations’ willingness for adopting organizational 

innovation and focusing on it seems to depend on the strategic orientation that, in 

turn, affects the top managers, especially in cases where directives are required to be 

determined and effective decisions are required to be made (Chang et al., 2014; 

Atuahene-Gima, 1995). Particularly, when the environments are unstable, strategic 

orientation is actually an effort made by a firm to deal with existing and shortage 

resources and capabilities and to remove the obstacles and solve the problems 

through the implementation of innovation (Cássia and Zilber, 2016; Day, 1997). 

However, in order to achieve innovation, the strategic orientations need to be 

associated with some additional organizational capabilities reflecting the activities 

undertaken by the firm for the purpose of implementing the strategic directions 

selected (Wilden and Gudergan, 2017; Morgan et al., 2009; Hult et al., 2005).  

According to literatures related to the firms’ resource-based view theory 

(Peteraf, 1993; Barney, 1991; Barney 1986), if a firm holds the capability of 

knowledge management, it ultimately uses the existing resources more efficiently, 

hence becoming more innovative and performing with a higher quality (Belkahla and 
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Triki, 2011; Darroch, 2005). It means that firms need to make their resources (e.g. 

customer knowledge) stronger at the management level (Falasca et al., 2017). 

Likewise, Yiu et al. (2020); He (2004) argue that firms need to enhance their 

customers knowledge management since it is an inimitable, unique and valued 

strategic resource. This plays a significant role in achieving competitive advantage. 

Moreover, Yu-Pei et al. (2016) believe that customer knowledge process is a 

significant driver of the firm’s product innovation. 

Scholars maintain that in order to ensure a sustained level of innovation, 

companies needs to develop dynamic capabilities allowing to create, absorb, and 

integrate the knowledge simultaneously and continuously (Vladova, 2018; Verona 

and Ravasi, 2003). Indeed, dynamic capabilities have both long-term and temporary 

competitive advantage; this way, they significantly affect the innovation 

enhancement (Janssen et al., 2016; Breznik and Hisrich, 2014). In the same direction,  

Jiang et al. (2019); Hsu and Sabherwal (2012) found the positive influence of 

dynamic capabilities upon innovation. 

As a result, building of dynamic marketing capabilities (DMCs) is mainly 

aimed to allocate existing resources with a higher efficiency, particularly by 

managing the customer knowledge resources and improving the competency of the 

company in giving effective response to changes occurring in the market in a way to 

make customer value by implementing organizational innovation (Liang, 2011; Fang 

and Zou, 2009; Menguc and Auh, 2006). In addition, Falasca et al. (2017) 

empirically confirmed these relationships and found that (DMCs) fully mediate the 

relationships between customer knowledge management and product innovation.  

Thus, it has been indicated that some studies are required to examine the 

mediating effects of such intervening variables on the relationships between strategic 

orientations and firm’s outcomes. In addition, there is a need for studying the 

mediating effects of marketing capabilities on the relationship between strategic 

orientations and company’s performance (Ciunova-Shuleska et al., 2016; 

Theodosiou et al., 2012). 
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1.2 Statement of the Problem 

Studies shows various types of relationships among several issues such as 

strategic orientations, customer knowledge management, dynamic marketing 

capabilities, and organizational innovation have received great attention from 

researchers in recent years. However, you can hardly find studies analysing all these 

factors simultaneously. 

Some studies argued that the relationship between strategic orientation and 

innovation generates contradictory outcomes (López-Mosquera et al., 2014; Baker 

and Sinkula, 1999). Ferraresi et al. (2012) reported 23 of a total of 36 studies i.e., 

64%, indicated a positive correlation, whereas the remaining explored only a weak or 

non-significant correlation. The company’s dominant strategic orientation determines 

the way it approaches and manages its innovation efforts. However, this orientation 

reflects the wide strategic choices of the company and the directions that are 

executed by the companies for the purpose of creating appropriate behaviours that 

are necessary to have a performance of an incessant superiority (Saebi et al., 2017; 

Murray et al., 2011; Hult et al., 2003; Gatignon and Xuereb, 1997). However, 

limited empirical evidence is available to show the linkage of strategic orientation  

(prospector, defender, analyzer and reactor) with organizational innovation (Shafiq 

and Tasmin, 2016). Moreover, in studies carried out on relationships between 

strategic orientations and organizational innovation, the nature of the outcome of this 

relationship is still under investigation (Grinstein, 2008a; 2008b). Generally, 

strategic orientations enjoy a high multidimensionality; as a result, it is of high 

difficulty to make direct comparisons among the effects of the different strategic 

orientations on innovation. This issue may have contribution to resolve the 

inconsistency of findings across studies (Ho and Plewa, 2020; Spanjol et al., 2012). 

However, many gaps need to be investigated in terms of how a company can make 

use of the innovation advantages in order to renew its strategic orientations and 

address the dynamic environment which is not easy to understand (Cássia and Zilber, 

2016; Atuahene-Gima, 1995). 
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Organizational innovation is a phenomena that is capable of guiding firms 

toward a way through which they can achieve sustainable competitive advantage in 

the market  (Kafchehi et al., 2016). Moreover, studies on how innovative and non-

innovative companies differ in effort has frequently led to inconsistent results (Joshi 

et al., 2015; Damanpour and Wischnevsky, 2006). To that end, studies that examined 

the strategic typologies and organizational innovation have frequently showed mixed 

results (Zhang, 2016). 

Although the Miles and Snow strategic orientation typology has been 

attractive in the literature, several gaps can be determined, which are concluded by 

several incomplete methodology and inconsistent results (Sollosy et al., 2019). The 

literature lacks studies focusing on various strategic problems that may arise from the 

Miles and Snow typology (1978). On the other hand, significant differences have 

been reported between SMEs and large enterprises regarding the way they face their 

strategic processes. This has made us take into consideration these SMEs’ adaptive 

cycle and the extent to which their strategic problems are adjusted (Yanes-Estévez et 

al., 2018).  

Although Fiss (2011) maintained that the overall Miles and Snow typology 

has generally found an extensive usage, there is no clear evidence of its particular 

propositions of this typology. General drawbacks of the typology were raised in the 

context of placing the organisation in mutually exclusive boxes, thus it is possible 

that some companies use hybrid strategies and strategic choice is therefore messy 

and complex (Talpová, 2016; DeSarbo et al., 2005). To this end, scholars believe 

that no research has been carried out on the ways the firms with different types of 

strategy make use of different coordination mechanisms and organizational structures 

(Gross, 2018; Zahra and Pearce, 1990). In this sense, no attention has been paid to 

the significant question of which element of the typology is relevant and which of 

them is irrelevant or peripheral (Fiss, 2011). Thus, Zahra and Pearce (1990) assert 

that some refinement is needed in the level of concept and methodology in a way to 

remove the limitation of past studies conducted on Miles and Snow typology. 
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In addition, scholars maintain that a drawback of the self-typing paragraph 

approach employed by some scholars for the evaluation of the strategic types of 

Miles and Snow (1978) is the fact that it might assess an intended strategy instead of 

a realized strategy (Hatten et al., 2004; Auger, 2003; James and Hatten, 1995; Snow 

and Hrebiniak, 1980). However, it can be thought as a limitation; in cases where the 

scholars ask CEOs and top managers to make the measure complete, the participants 

did not show any underlying motivation or investment in the kind of the strategy 

selected as the one that mostly describes their company (Silva et al., 2010). In 

addition, in the formerly-conducted studies, there was a concern about the reluctance 

of some managers to determine themselves as reactor (Conant et al., 1990). 

Dayan et al. (2017) surveyed 222 knowledge management (KM) experts’ 

opinions about the relationship between KM and strategic management. Their results 

showed that the majority of participants recommended future research about KM and 

business strategies linkage and considered it as highly important. Despite the 

importance of knowledge management strategic alignment, few studies have 

examined drivers of aligning knowledge management strategies with business 

strategies (Pour et al., 2019; Centobelli et al., 2018; Ale et al., 2014; Abou-Zeid, 

2008). 

The studies carried out into KM have typically overlooked the organizational 

strategy. Within the KM antecedents list, few studies have investigated the impacts 

of strategy on knowledge management (Aldulaimi, 2015; Watkins and Marsick, 

1996; Senge, 1990). However, the literature has reported and evaluated only a 

simplistic relationship (Zheng et al., 2010). Therefore, the relationship between these 

two constructs is scarce and in need of more attention (Ferraresi et al., 2012). Thus, 

business strategy and KM have a mutual impact; however, no clear evidence has 

indicated a definite cause-and-effect relationship between them  (Akgül and Tunca, 

2019; Ribbens, 1997). As a result, literature lacks enough evidence supporting the 

suggested relationship between strategic orientation and customer knowledge 

management (Wang and Xu, 2018; Darroch and McNaughton, 2002). 
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Based on a general point of view of scholars, KM-related practices need to be 

properly matched with organizational context to keep a competitive edge for the firm 

(Elhachemi et al., 2020; Sn, 2020). Nevertheless, the studies conducted into the 

probable mediating effects of KM has marked out several significant missing pieces 

(Noor et al., 2017; Zheng et al., 2010). 

KM has been defined from different points of view, which has caused  it to be 

a difficult task to measure KM and explore the ways it can impact the outcomes of a 

company, e.g., innovation and performance (Muthuveloo et al., 2017; Darroch and 

McNaughton, 2002). However, few studies have investigated the effects of 

knowledge-based resources on innovation and competitiveness in firms from 

emerging countries (Davila et al., 2019; Inkinen et al., 2015; Nagano et al., 2014). 

Henceforward, Darroch and McNaughton (2002) have maintained that from the 16 

knowledge management practices, only seven were related to any innovation type, 

though one of them showed a negative effect upon innovation.  

Scholars have maintained that dynamic capabilities lead to high quality of 

performance. However, we see an inconsistency in the empirical evidence supporting 

this issue (Hernández-Linares et al., 2020; Barreto, 2010; Peteraf et al., 2013). 

Accordingly, it is necessary to adopt a systematic approach in order to deal properly 

with the problem of enhancing the firms’ ability in a way to achieve more effective 

connection between customer knowledge and other resources (i.e., dynamic 

marketing capability). It gives an effective response to changes occurring in market, 

and creates customer value by means of innovation (Falasca et al., 2017). The 

literature suffers from a limited understanding of the ways dynamic marketing 

capabilities (DMCs) can be properly created in both foreign and domestic markets 

(Xu et al., 2018). Little was known about the antecedents of dynamic capability 

(Distel, 2016; Lawrence et al., 2016; Volberda et al., 2010). 

Dynamic capabilities are typically interwoven and interdependent (Breznik 

and Lahovnik, 2016). The other capabilities of a firm (i.e. customer knowledge 

management in this study) are able to significantly influence both DMCs and 

innovation (Eltantawy, 2016; Chang et al., 2008). Study results in China showed that 
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DMCs have a mediating effect on the relationships between customer knowledge 

management and innovation (Falasca et al., 2017). Although, to generalize these 

findings to other countries, there is a need for studying such relationship in other 

emergent market. In addition, in a knowledge-based economy, although knowledge 

management (i.e., knowledge sharing) and dynamic capabilities are catalysts to the 

enhancement of innovation amongst cluster enterprises, their relationship has not 

been completely clarified yet (Han, 2019). As a result, the present study attempts to 

deal with the mentioned missing perspectives in literature. 

Henceforward, prior studies have been mainly concentrated on the ways 

strategic orientations exert direct effects on dynamic capabilities (Hung et al., 2010; 

Zhou and Li, 2010). However, only a few studies have been performed examining 

the depending role of strategic orientation in developing the dynamic capabilities, 

leaving a significant research gap (Jiang et al., 2019; Fainshmidt et al., 2016). 

An incomplete picture of such dependency can be observed through 

investigating the direct relationships between dynamic capabilities of a firm and its 

innovations or innovation capabilities (Volberda et al., 2010). As a consequence, 

there is a need for investigating those factors that cause the effects of absorptive 

capacity upon innovation capabilities of firms (Lane et al., 2006). Surprisingly, only 

few analysis have been done to identify the places and roles of strategic orientations 

in models in a way to examine the relationships between dynamic capacity and 

innovation. This has led to a research gap (Stelmaszczyk, 2018). 

In the Jordanian industry context, the pharmaceutical industry plays a leading 

role, which has been significantly developed during the last decades (Altawalbeh et 

al., 2020). The pharmaceutical and health care industry has a key role in the context 

of Jordanian economy. Following the phosphate industry, it ranks as the second 

largest one in regard to exports (Yousef, 2020; Abuoliem et al., 2019; Hijjawi, 

2006). There is a major distinction between the pharmaceutical industry and 

phosphate industry in Jordan: phosphate is sold directly as a raw material, whereas in 

case of the pharmaceutical industry, the country first imports these types of 

materials. Then, after processing, it finally exports the finished products to target 
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countries (Al-Henzab et al., 2018; Sharabati et al., 2010). For instance, in 2016, 80% 

of Jordanian pharmaceutical products were exported to a total of 82 countries 

(Sharabati, 2018). Thus, the pharmaceutical and health care industry is considered as 

one of the most important contributors to the Jordanian economy (Nazer and 

Tuffaha, 2017; Sharabati et al., 2010). Additionally, the Jordanian pharmaceutical 

industry indeed supplies 60% of the total local market requirements. Thus, it can be 

said that it provides pharmaceutical security for the Jordanian people (Aliqah and 

Bataineh, 2017). 

Studies suggest that pharmaceutical and health care industry significantly 

contributes to resolving the country’s problem in regard to unemployment issues. 

Statistics on pharmaceutical industry showed that employment were working in this 

sector jumped from 13200 in 2008 to 26800 in 2018 (Atieh, 2018; Jordan Investment 

Commission, 2017). 

In spite of challenges such as imitation, marketing, and price competition, the 

pharmaceutical industry is known as to be highly-innovative. Thus, several 

companies have attempted to develop their capabilities in all above-noted domains. 

A number of such companies have played a leading role at international level, 

whereas some others have developed and grown only in national market niches 

(Malerba and Orsenigo, 2015). 

In a high-technology industry, innovation causes improvement in terms of 

quality of products and the companies’ operational effectiveness. It highly promotes 

the development of high technology industry (Yu et al., 2020). In the health sector, 

innovation is becoming increasingly important, which is due to the fact that the 

population across the world is aging at a rapid pace. The health agents need to check 

whether all people are growing older with security and dignity (Aldieri et al., 2020). 

Now, one of the challenges for practitioners in the pharmaceutical sector is how to 

keep up with the rapid pace of innovations that patients require and speculators 

anticipate (DiMasi, 2014). Innovation plays a vital role in the development of the 

pharmaceutical industry in Jordan and also the key driver of growth in the global 
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pharmaceutical sector from many aspects, particularly new medicines production and 

packaging (Zghoul and Al-Haddad, 2021).  

In this regard, Jordanian pharmaceutical industry has progressively grown at 

the international level, and to keep expanding and preserve the present position, 

pharmaceutical companies are expected to do the following practices: reinforce and 

develop their capabilities to innovate, learn, adapt, and transform themselves 

(Harrim, 2010). Nowadays, the pharmaceutical industry experiences a highly 

competitive state, and the environment is dynamic, continuously changing and 

uncertain. Such conditions have driven the pharmaceutical and health care firms of 

Jordan to adopt more efficient, unique, and innovative strategies so that they can 

enhance their performance quality and achieve a greater portion of the global market 

(Obeidat et al., 2017). 

The majority of the studies conducted in developed countries explore the 

relationships between strategic orientations and organizational performance while 

few of them have been carried out in emergent market (Tarhini et al., 2016). The 

emergent market particularly in Arab world generally enjoys a socio-political and 

economic volatility and a high economic status; however, little research has been 

carried out examining the strategic orientations of managers in this emergent market. 

In addition, there are other studies recommended to address the concept of strategic 

orientation with other variables in the Jordanian business contexts (Al-Henzab et al., 

2018; Moussetis et al., 2005). 

However, innovation alone is not enough to generate success without 

dynamic capabilities (Teece, 2007). To reach the highest level of innovation, 

organizations must have dynamic capabilities such as technical capabilities, human 

resource capabilities, and research and development (R&D) capabilities (Giniuniene 

and Jurksiene, 2015; Michailova and Zhan, 2015). Many studies have found that 

organizations lacking dynamic capabilities have not received good outputs from 

innovation because they have not been able to deal with changes in the environment 

(Chiu et al., 2016; Kock et al., 2011). To this end, Khattab (2017) conducted an 

empirical survey among Jordanian pharmaceutical manufacturing firms to investigate 
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the impact of dynamic capabilities on organizational innovation. The results 

highlight the importance of the use of dynamic capabilities in building up and 

strengthening the organizational innovations in such a way that value could be well 

added to the services/products and also competitive advantages could be well 

achieved. To accomplish this objective properly, these capabilities should be a part 

of the organization’s processes. In addition, the competitive advantages of 

pharmaceutical company are its capability in inventing new products and its fully 

vertical integration business model, which engaged in every process from research to 

distribution (May and Abdullah, 2020; Yu et al., 2020; Jones, 2000). 

Pharmaceutical is R&D intensive industry compared to any other industry, as 

proven in the relative higher R&D expenditure in developed countries which varies 

between 17 to over 20 as a percentage of revenues (May and Abdullah, 2020; Ezell 

and Cory, 2019). On the other hand, Jordanian pharmaceutical sector faces several 

challenges and many weaknesses like other emergent markets with respect to R&D 

efforts. For instance, R&D expenditures does not exceed 2 % in Jordan (Hailat, 

2021; Abugattas-Majluf, 2012).  

However, competition intensified because of the development of Jordanian 

pharmaceutical firms and the inclusion of multinational companies in this country. 

Consequently, maintaining vital strategies is crucial for the pharmaceutical sector 

survival (Al-Qudah, 2018). Such conditions have encouraged companies to develop 

unique, advanced approaches to make sure of high-quality performance and 

flexibility (Shahabi, et al., 2017; Masoud, 2013). 

According to the Jordanian High Health Council (2020), one of the key 

challenges to this sector is the increased of competition at both local and 

international levels. Moreover, there is an inefficient application of Jordanian health 

economy standards and lack of information and studies for use in decision-making 

related to various technology and medicine alternatives to ensure effectiveness and 

efficiency. In addition, local Jordanian firms require to be well merged for building 

more strategic alliances with global pharmaceutical firms. Furthermore, these 

manufacturer firms have to enhance their capability in terms of R&D and carry out 
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more pharmaceutical experiments and trials and expand their market both vertically 

and horizontally (Council, 2020). Finally, many Jordanian pharmaceutical firms and 

importing foreign pharmaceuticals firms exist in Jordan, which are supported and 

promoted by Jordan’s trade laws. This condition has increased the competition 

between domestic firms and has forced several firms to leave this sector (Al-Shaikh 

et al., 2011). 

According to studies conducted in Jordanian pharmaceutical and healthcare 

sector, Ghannajeh et al. (2015) highlighted several problems and lacks such us; lack 

of previous literature conducted especially about new pharmaceutical products & 

technology in Jordan. Moreover, there is a shortage of researches about the needs of 

this sector to be innovative and efficient at the same time (Al Hasan and Zu’bi, 

2014). Furthermore, there is lack of management strategies for developing business 

expansion in pharmaceutical organizations in Jordan to meet demands of Middle East 

and North Africa markets (Al-Jallad, 2017).  

As a result, pharma industry is of great importance in a limited-resource 

country. Thus, the capabilities in this field need to be developed and clear guidelines 

are required to be well established for different types of pharmaceutical evaluations 

in the Jordanian context (Nazer and Tuffaha, 2017). Also, there is a need to know 

what are the antecedent factors to accomplish organizational innovation in this 

industry to accomplish sustainable competitive advantage and become a market 

leader in their industry. Therefore, this study seeks here to begin to fill that gap.  

1.3 Research Questions 

Regarding the research problem stated above, the following research 

questions were identified and formulated. 

RQ1: Do strategic orientations (prospectors, defenders, analyzers, and 

reactors) influence organizational innovation? 
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RQ2: Do strategic orientations (prospectors, defenders, analyzers, and 

reactors) influence customer knowledge management? 

RQ3: Do strategic orientations (prospectors, defenders, analyzers, and 

reactors) influence dynamic marketing capabilities? 

RQ4: Does customer knowledge management influence organizational 

innovation? 

RQ5: Does customer knowledge management influence dynamic marketing 

capabilities? 

RQ6: Do dynamic marketing capabilities influence organizational 

innovation? 

RQ7: Does customer knowledge management mediate the relationship 

between strategic orientations and organizational innovation? 

RQ8: Do dynamic marketing capabilities mediate the relationship between 

strategic orientations and organizational innovation?  

RQ9: Do dynamic marketing capabilities mediate the relationship between 

customer knowledge management and organizational innovation? 

1.4 Research Objectives 

The present research is mainly aimed to develop a practical framework to 

address the most important shortcomings of existing organizational innovation, 

strategic orientations, customer knowledge management and dynamic marketing 

capabilities in the Jordanian pharmaceutical and health care industries firms. Given 

this context, this research is aimed to: 

1. Investigate the effects of strategic orientations on organizational innovation. 

2. Determine the effects of strategic orientations on customer knowledge 

management. 
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3. Examine the effects of strategic orientations on dynamic marketing 

capabilities. 

4. Evaluate the effects of customer knowledge management on organizational 

innovation. 

5. Examine the effects of customer knowledge management on dynamic 

marketing capabilities. 

6. Investigate the effects of dynamic marketing capabilities on organizational 

innovation. 

7. Investigate the mediating effects of customer knowledge management on the 

relationship between strategic orientations and organizational innovation. 

8. Investigate the mediating effects of dynamic marketing capabilities on the 

relationship between strategic orientation and organizational innovation. 

9. Examine the mediating effects of dynamic marketing capabilities on the 

relationship between customer knowledge management and organizational 

innovation. 

1.5 Research Hypothesis 

The research questions and objectives can be analysed through the following 

research hypothesis: 

H1: Strategic orientations (prospectors, defenders, analyzers, and reactors) 

positively affect organizational innovation. 

H2: Strategic orientations (prospectors, defenders, analyzers, and reactors) 

positively affect customer knowledge management. 

H3: Strategic orientations (prospectors, defenders, analyzers, and reactors) 

positively affect dynamic marketing capabilities. 
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H4: Customer knowledge management positively affects organizational 

innovation. 

H5: Customer knowledge management positively affects dynamic marketing 

capabilities. 

H6: Dynamic marketing capabilities positively affect organizational 

innovation. 

H7: Customer knowledge management mediates the relationship between 

strategic orientations and organizational innovation. 

H8: Dynamic marketing capabilities mediate the relationship between 

strategic orientations and organizational innovation. 

H9: Dynamic marketing capabilities mediate the relationship between 

customer knowledge management and organizational innovation. 

1.6 Significance of the Study  

The present study will have contribution to both theory and practice and 

provide a deeper understanding of the relationships between strategic orientations, 

customer knowledge management, dynamic marketing capabilities and 

organizational innovation at Jordanian pharmaceutical and health care industry firms. 

Therefore, the following subsections are dedicated to illustrating the significance of 

this research:  

1.6.1 Theoretical Significance 

This study will contribute at a theoretical level in different ways explained as 

follows: 

i. Help to find the key factors that enable firms to gain superior organizational 

innovation with the proposed components of the direct effect of strategic 
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orientations on organizational innovation and throught the indirect effect i.e. 

the mediating effect of customer knowledge managment and dynamic 

marketing capabilities on the relationship between strategic oriantations and 

organazatioal innovation. 

ii. Help to integrate the four main constructs; strategic orientations, customer 

knowledge managment, dynamic marketing capabilities and organizational 

innovation, covered in three theories; resource based view therory, 

knowledge based view theory and dynamic capability theory. The findings of 

the current study enhance the understanding about the relationships between 

the four constructs and these theories. 

iii. Contribute to verify which strategic orientation models can be useful tool for 

promoting firms’ organizational innovation in the Jordanian pharmaceutical 

and healthcare industry. 

iv. Help to enrich the literature by presenting the antecedents of organizational 

innovation in the pharmaceutical and healthcare industries. Even though 

organizational innovation has been studied widely in developed economies, 

only a few researches have examined the role of organizational innovation in 

developing economy and emerging country such us Jordan. 

v. Provide important references for academicians to improve customers 

knowledge management in an effective way to helps firms perform better and 

achieve a competitive advantage. 

vi. Increase the understanding toward the importance of dynamic marketing 

capabilities which can be regarded as a source for the companies’ sustainable 

competitive advantage. 

1.6.2 Practical Significance 

This study will contribute at a practical level in different ways explained as 

follows:   
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i. Help to highlight the importance of organizational innovation in 

pharmaceutical and healthcare industry firms due to the pivotal role 

that these industries can play in encouraging the development of high-

technology industry so that they can enhance their performance 

quality and achieve a greater portion of the global market. 

ii. The present study attempts to provide a contribution to the 

organizational innovation in Jordanian pharmaceutical and health care 

industry firms and can make a significant contribution through adding 

several pieces of empirical evidence by developing their ability to 

achieve innovation that will refer to general, commercial, and 

academic purpose.  

iii. Provide understanding for top management in the pharmaceutical and 

health care industry firms about what are the best strategic orientation 

practices that can result in a superior organizational innovation in the 

pharmaceutical and healthcare companies of Jordan. This can play a 

key role in achieving competitive advantage. Various strategic 

orientations affect organizational innovation in different ways; as a 

result, the top managers can fix their attention on the most effective 

strategic orientations upon organizational innovation. 

iv. This study helps management in pharmaceutical and health care 

industry firms to be more focused on customer knowledge 

management since it directly affects the organizational innovation and 

also it has some mediating effects upon the relationships between 

strategic orientation and organizational innovation. 

v. Help to increase the understanding for the management in 

pharmaceutical and health care industries firm by providing 

recommendations to highlight the direct role of dynamic marketing 

capabilities on organizational innovation. Additionally, this study can 

generate extra empirical evidence about the proposed mediating 

effects of dynamic marketing capabilities upon the relationships 

between strategic orientations and organizational innovation. 

vi. Contribute to providing some useful indicators and guidelines for 

pharmaceutical and health care companies to succeed in generating 

innovative products, process and administrative innovation. 
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1.7 Scope of the Study 

The present study is mainly focused upon the relationship between strategic 

orientations and organizational innovation and the mediating effects of customer 

knowledge management and dynamic marketing capabilities at pharmaceutical and 

health care firms in Jordan.  

The location scope is the pharmaceutical and health care industry firms in 

Jordan. The pharmaceutical and health care industries have a unique homogeneity 

and have special characteristics that make it distinctive than other industries. The 

samples of this study include all the pharmaceutical manufacturing firms for both 

human and animal drugs, medical and healthcare products, detergents, cosmetics 

products, pesticides, therapeutic/medical materials, and any other similar industries 

within this sector. 

The total population will include 436 firms, which consider all Jordanian 

pharmaceutical and health care industries firms registered in Amman Chamber of 

Industry in 2019. 

The respondents of this study are the top managers (chief executive officers 

(CEOs), chairmen of board of directors, general managers) as they are considered to 

be the most knowledgeable person about the direction of the firm and these strategic 

orientations adopted for Miles and Snow which include four orientations: prospector, 

defender, analyzer & reactor. 

The study of organizational innovation of pharmaceutical and healthcare 

industry accompanied with antecedent factors attained by this study acquires an 

exceptional distinction due to the unique characteristics as a high technology industry 

of such a sector and the needs for innovation to accomplish sustainable competitive 

advantage. Furthermore, the organizations that work on and improve organizational 

innovation become a market leader in their industry. 
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1.8 Operational Definitions 

The following definitions are applied to the measurement of the key variables 

of this research. 

Strategic Orientation: has been regarded as culture-based, firm-specific and 

complex capabilities that reflect firm’s philosophy of how to conduct business and 

interact with external environment. However, it reflects the values and beliefs that 

have a deep root in the organization and determine the company’s focus on the 

achievement of competitive advantages, and constitute a key factor for creating the 

resources needed to fully accomplish this goal, which include Miles and Snow 

strategic orientations: prospector, defender, analyzer & reactor. 

Prospector Strategic Orientation: Prospector organizations are 

characterized by risk-taking and innovation, and they respond rapidly to changes in 

their market. They are likely to be pioneers and leaders in their industry, launch new 

products, and identify opportunities in their environment. 

Defender Strategic Orientation: Defenders seek to find and maintain 

(defend) a niche in a stable product area, they are not leaders in their particular 

industry. They are usually late adopters of product/service innovations once they 

have been tried and tested by the competition, and they focus on efficiency and 

improvements in order to cut costs. 

Analyzer Strategic Orientation: Analyzer organizations often share the 

traits of prospectors and defenders. Analyzers’ strength lies in their ability to exert 

control over existing operations while at the same time allowing for loose control for 

new undertakings. Analyzers may simultaneously defend their position while 

pursuing new product or market opportunities. 

Reactor Strategic Orientation: Reactor organizations do not have a 

consistent or substantive stance but as the name suggests, simply “react”. Lacking a 

coherent strategy (or even an absence of strategy), reactors are “organizations in 
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which top managers frequently perceive change and uncertainty occurring in their 

organizations but are unable to respond effectively”. 

Customer Knowledge Management (CKM): It refers to organizational 

practices and dynamic skills that are related to the conservation, creation and transfer 

of knowledge concerning the firm’s client, which involves three knowledge flows: 

"knowledge from customer", "knowledge for customer" and "knowledge about 

customer".  

Dynamic Marketing Capabilities (DMCs): It refers to the integrated 

organizational processes of establishing, linking, and configuring the market 

resources for the purpose of identifying, creating, and delivering customer value.  

Organizational Innovation: This study focuses on organizational innovation 

which is defined as the adopting of a new behavior or idea involving all 

organizational activities dimensions, e.g., new service or product, new production 

processes technologies, new structures or administrative systems, and innovative 

plans or programs in the firm. The organizational innovation involves three elements; 

product, process, and administrative innovation. 

1.9 Structure of the Research 

The present study is divided into five chapters. Chapter one presented an 

introduction to the research and presented the statement of the problem, research 

objectives, questions, scope and significance of the research.  

Chapter two comprehensively reviews the existing relevant literature and 

presents an overview of the pharmaceutical and health care industry. The review of 

literature starts with organizational innovation, strategic orientation, customer 

knowledge management and dynamic marketing capabilities. The chapter also 

discusses study’s conceptual framework and presents the research model. Next, it 

develops nine hypotheses on the basis of the theoretical framework. 
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Then, Chapter three addresses the research methodology, involving a number 

of issues, including the research design, sampling strategies, data collection, 

questionnaire development, distribution, pilot study and techniques of data analysis. 

Chapter four discusses the entire procedure of data analysis, which begin with 

preliminary data analysis, common method bias, normality test and the full 

discussion about the measurement and structural models. The chapter will end with a 

brief report and findings of the hypotheses tested. 

Finally, Chapter five discussed the findings and explained them considering 

the relevant research literature. Afterward, the chapter discussed both implications 

and limitations of the study. 



249 

REFERENCES 

Abdille, A. N. (2017). Influnece Of Knowledge Management Strategy On The 

Financial Performance Of Small And Medium Enterprises In Wajir County, 

Kenya. (Doctoral dissertation), Kenyatta University. 

Abernathy, W. J. and Utterback, J. M. (1978). Patterns of industrial innovation. 

Technology review, 80(7), 40-47. 

Abou-Zeid, E.-S. (2008). Alignment of business and Knowledge Management 

strategies Knowledge Management: Concepts, Methodologies, Tools, and 

Applications (pp. 2623-2630): IGI Global. 

Abugattas-Majluf, L. (2012). Jordan: Model reformer without upgrading? Studies in 

Comparative International Development, 47(2), 231-253. 

Abuoliem, N., Nor, S. M., Lola, M. S. and Matar, A. (2019). Dynamic Interactions 

Among The Industrial Sector And Its Determinants In Jordan. 

Adam, S., Mahadi, B., Panatik, S. A. and Rahman, A. (2018). The mediating role of 

knowledge management in e-business in Malaysia. Asia-Pacific Management 

Accounting Journal, 13(2), 1-25. 

Adams, P., Freitas, I. M. B. and Fontana, R. (2019). Strategic orientation, innovation 

performance and the moderating influence of marketing management. Journal 

of Business Research, 97, 129-140. 

Adesi, M., Owusu-Manu, D.-G. and Boateng, F. (2019). Segmentation of quantity 

surveying professional services for focus strategy and diversification. Journal 

of Financial Management of Property and Construction. 

Adewuyi, G. K. (2020). Assessment of Fire Service Station Response to Filling 

Stations Fire Outbreak and Vulnerable Healthcare Centers to Filling Stations in 

Urban Settlement. International Journal of Research and Review, 7(3), 10-30. 

Adler, R., Hiromoto, T. and Suzuki, H. (2019). Amoeba management and 

organizational ambidexterity. International Journal of Productivity and 

Performance Management. 

Adrodegari, F. and Saccani, N. (2020). A maturity model for the servitization of 

product-centric companies. Journal of Manufacturing Technology 

Management. 



250 

Afriyie, S., Du, J. and Appiah, K. (2018). The Role of Marketing Capabilities as a 

Resource-Based View on Organizational Performance. American Scientific 

Research Journal for Engineering, Technology, and Sciences (ASRJETS), 

41(1), 109-123. 

Aguilar, J. L. E., Maciel, A. S., Sánchez, J. L. Z. and Hervert, M. d. J. P. (2020). 

Strategic Orientation of Mexican Family-owned Businesses and Its Influence 

on Corporate Social Responsibility Practices. Organizations and Markets in 

Emerging Economies, 11(1), 107-127. 

Aguirre-Urreta, M. I. and Marakas, G. M. (2014). Research note—Partial least 

squares and models with formatively specified endogenous constructs: A 

cautionary note. Information Systems Research, 25(4), 761-778. 

Aiken, D. (2016). Best Practices for the Implementation of a Knowledge 

Management System in Small and Medium Enterprises. 

Akabane, G. K., de Oliveira, R. M. N. and Costa, I. (2020). A Typological Approach 

for Technological Innovation in Logistics in the Industry 4.0 Scenario. 

International Journal of Advanced Engineering Research and Science, 7(2). 

Akbariyeh, H. and Seddigh, A. (2017). The influence of strategic orientation on new 

product development: mediating role innovation, knowledge management and 

organisational capabilities: an empirical investigation. International Journal of 

Business Innovation and Research, 13(4), 502-518. 

Akgül, Y. and Tunca, M. Z. (2019). The influence of knowledge management 

process supported with organizational strategies on organizational performance 

via organizational innovation and technology: The case of Istanbul stock 

market Human Performance Technology: Concepts, Methodologies, Tools, and 

Applications (pp. 1508-1548): IGI Global. 

Akman, G. and Yilmaz, C. (2008). Innovative capability, innovation strategy and 

market orientation: an empirical analysis in Turkish software industry. 

International Journal of Innovation Management, 12(01), 69-111. 

Akotch, W. F. (2018). Determinants of growth in the banking industry in Kenya. 

DBA Africa Management Review, 8(1). 

Al Hasan, R. and Zu’bi, M. (2014). Evaluating the Relationship Between Lean 

Manufacturing Dimensions and Radical Product Innovation In The Jordanian 

Pharmaceutical Sector. European Scientific Journal, ESJ, 10(28). 



 

251 

Al Hasan, R. and Zu’bi, M. (2014). Evaluating the Relationship Between Lean 

Manufacturing Dimensions and Radical Product Innovation In The Jordanian 

Pharmaceutical Sector. European Scientific Journal, ESJ, 10(28). 

Al Mamun, A., Fazal, S. A., Mohiuddin, M. and Su, Z. (2019). Strategic orientations, 

the mediating effect of absorptive capacity and innovation: A study among 

Malaysian manufacturing SMEs. International Journal of Innovation 

Management, 23(02), 1950016. 

Alam, I. (2006). Service innovation strategy and process: a cross-national 

comparative analysis. International Marketing Review, 23(3), 234-254. 

Albers, S. (2010). PLS and success factor studies in marketing Handbook of partial 

least squares (pp. 409-425): Springer. 

Al-Busaidi, K. A. (2020). Customer Knowledge Acquisition in Omani 

Organizations. International Journal of Knowledge Management (IJKM), 

16(4), 63-80. 

Aldieri, L., Bruno, B., Senatore, L. and Vinci, C. P. (2020). The Future of 

Pharmaceuticals Industry within the Triad: The Role of Knowledge Spillovers 

in Innovation Process: Chosen topic: 6 (R&D and innovation in pharmaceutical 

industry). Futures. 

Aldulaimi, S. (2015). The Impact of Leadership, Organizational Culture, and 

Strategy on Knowledge Management in GCC Countries. Proceedings of the 

2015 Information and Knowledge Management, 17-26. 

Ale, M. A., Toledo, C. M., Chiotti, O. and Galli, M. R. (2014). A conceptual model 

and technological support for organizational knowledge management. Science 

of Computer Programming, 95, 73-92. 

Alegre, J. and Chiva, R. (2008). Assessing the impact of organizational learning 

capability on product innovation performance: An empirical test. 

Technovation, 28(6), 315-326. 

Alegre, J., Sengupta, K. and Lapiedra, R. (2013). Knowledge management and 

innovation performance in a high-tech SMEs industry. International Small 

Business Journal, 31(4), 454-470. 

Al‐Hakim, L. A. Y. and Hassan, S. (2013). Knowledge management strategies, 

innovation, and organisational performance. Journal of Advances in 

Management Research. 



252 

Alhemsi, J. (2017, 10June). Jordanian exports in 2016: a panoramic view, Algahd. 

Retrieved from https://alghad.com/?p=283417 

Al-Henzab, J., Tarhini, A. and Obeidat, B. Y. (2018). The associations among market 

orientation, technology orientation, entrepreneurial orientation and 

organizational performance. Benchmarking: An International Journal. 

Ali, M., Kan, K. A. S. and Sarstedt, M. (2016). Direct and configurational paths of 

absorptive capacity and organizational innovation to successful organizational 

performance. Journal of Business Research, 69(11), 5317-5323. 

Aliqah, K. A. and Bataineh, T. (2017). The Developmental Role of the 

Pharmaceutical Industries in Jordan during the Period (1994-2014). 

Al-Jallad, T. A. (2017). Strategies for Business Capacity Expansion in Jordanian 

Pharmaceutical Companies. 

Al-Mutawah, K., Lee, V. and Cheung, Y. (2009). A new multi-agent system 

framework for tacit knowledge management in manufacturing supply chains. 

Journal of Intelligent Manufacturing, 20(5), 593. 

Alnidawi, A. A. B. and Omran, F. M. (2016). Learning Organization Impact on 

Internal Intellectual Capital Risks: An Empirical Study in the Jordanian 

Pharmaceutical Industry Companies. International Business Research, 9(10), 

176. 

Al-Qudah, S. A. (2018). The influence of strategic agility & tackling competitive 

challenges toward improving performance among Jordanian pharmaceutical 

companies. International Journal of Academic Research in Business and Social 

Sciences, 8(5), 762-774.  

Al-Shaikh, M. S., Torres, I. M., Zuniga, M. A. and Ghunaim, A. (2011). Jordanian 

pharmaceutical companies: are their marketing efforts paying off? Health 

marketing quarterly, 28(2), 174-189. 

Al-Shammari, M. (2009). Customer Knowledge Management: People, Processes, 

and Technology: People, Processes, and Technology: IGI Global. 

Altawalbeh, S. M., Ibrahim, I. A. and Al-Shatnawi, S. F. (2020). Influence of 

pharmaceutical promotion on prescribers in Jordan. International Journal of 

Clinical Pharmacy, 1-12. 

Ambrosini, V. and Bowman, C. (2009). What are dynamic capabilities and are they a 

useful construct in strategic management? International journal of 

management reviews, 11(1), 29-49. 



 

253 

Ameen, A., Rahmah, M., Isaac, O., Balaganesh, D. and Midhunchakkravarthy, D. 

(2020). The Impact of Organizational Innovation on Financial Performance: A 

Perspective of Employees Within Dubai Ports World Intelligent Computing 

and Innovation on Data Science (pp. 475-483): Springer. 

Amin, S. and Aslam, S. (2017). Intellectual capital, innovation and firm performance 

of pharmaceuticals: A study of the London Stock Exchange. Journal of 

Information & Knowledge Management, 16(02), 1750017. 

Ammar, O. and Chereau, P. (2018). Business model innovation from the strategic 

posture perspective. European Business Review. 

Andersen, O. and Kheam, L. S. (1998). Resource-based theory and international 

growth strategies: an exploratory study. International Business Review, 7(2), 

163-184. 

Andrews, R., Boyne, G. A. and Walker, R. M. (2006). Strategy content and 

organizational performance: An empirical analysis. Public Administration 

Review, 66(1), 52-63. 

Aniche, A. (2018). Applicability Of Probability Sampling Techniques In Social 

Science Research, Problems And Practices In Nigeria: A Sociological 

Analysis. Gouni Journal of Management and Social Sciences, 1-10. 

Anjum, R., Khan, H. H., Bano, S., Nazir, S., Gulraiz, H. And Ahmed, W. (2021). A 

Latent Factor (PLS-SEM) Approach: Assessing the Determinants of Effective 

Knowledge Transfer. The Journal of Asian Finance, Economics, and Business, 

8(2), 851-860. 

Ansoff, H. I. (1957). Corporate strategy. New York: McGraw Hill. 

Ansoff, H. I. (1965). Corporate strategy: business policy for growth and expansion: 

McGraw-Hill Book. 

Ansoff, H. I. and Stewart, J. M. (1967). Strategies for a technology-based business. 

Harvard business review, 45(6), 71-83. 

Antonelli, C., Foray, D., Hall, B. H. and Steinmueller, W. E. (2006). New Frontiers 

in the Economics of Innovation and New Technology: essays in honour of Paul 

A. David: Edward Elgar Publishing. 

Antonio, P. and Perin, M. G. (2020). O Marketing Internacional E A Teoria Baseada 

Em Recursos Uma Análise Da Contribuição Da Teoria Para A Área De 

Marketing Internacional. Revista Eletrônica de Estratégia & Negócios, 12(2), 

142-170. 



 

254 

Anwar, J. and Hasnu, S. (2016). Strategy-performance relationship: A scoring 

method framework for typological research. International Journal of 

Information, Business and Management, 8(2), 19. 

Anwar, J. and Hasnu, S. (2017a). Strategic patterns and firm performance: 

comparing consistent, flexible and reactor strategies. Journal of Organizational 

Change Management. 

Anwar, J. and Hasnu, S. (2017b). Strategy-performance relationships. Journal of 

Advances in Management Research. 

Aragón-Correa, J. A. (1998). Strategic proactivity and firm approach to the natural 

environment. Academy of management Journal, 41(5), 556-567. 

Aragón‐Sánchez, A. and Sánchez‐Marín, G. (2005). Strategic orientation, 

management characteristics, and performance: A study of Spanish SMEs. 

Journal of Small Business Management, 43(3), 287-308. 

Ardi, A., Djati, S., Bernarto, I., Sudibjo, N., Yulianeu, A., Nanda, H., et al. (2020). 

The Relationship Between Digital Transformational Leadership Styles and 

Knowledge-Based Empowering Interaction for Increasing Organisational 

Innovativeness. International Journal of Innovation, Creativity and Change, 

11(3), 259-277. 

Arifin, D. N. (2016). Understanding market orientation in Victorian schools.    

Armstrong, C. E. and Shimizu, K. (2007). A review of approaches to empirical 

research on the resource-based view of the firm. Journal of management, 

33(6), 959-986. 

Arpaci, I. and Gürbüz, T. (2013). Innovation in learning: Innovative tools and 

techniques for learning Adoption of virtual technologies for business, 

educational, and governmental advancements (pp. 117-125): IGI Global. 

Arunachalam, S., Ramaswami, S. N., Herrmann, P. and Walker, D. (2018). 

Innovation pathway to profitability: the role of entrepreneurial orientation and 

marketing capabilities. Journal of the Academy of Marketing Science, 46(4), 

744-766. 

Asamoah, R. O., Baiden, B. K., Nani, G. and Kissi, E. (2020). Identifying intangible 

resources to enhance profitability strategies of Small-Medium Scale 

Construction Firms (SMSCFs) in developing countries. International Journal of 

Construction Management, 1-8. 



 

255 

Atieh, N. (2018). Pharma Move Forward. venture 

http://www.venturemagazine.me/2018/07/pharma-move-forward/  

Atkinson, D. (2013). Dynamic capabilities: implications for marketing strategy 

formulation and implementation. International Journal of Business 

Environment, 5(3), 252-267. 

Atuahene-Gima, K. (1995). The influence of new product factors on export 

propensity and performance: An empirical analysis. Journal of International 

Marketing, 11-28. 

Atuahene-Gima, K. and Ko, A. (2001). An empirical investigation of the effect of 

market orientation and entrepreneurship orientation alignment on product 

innovation. Organization science, 12(1), 54-74. 

Auger, P. (2003). An empirical investigation of the Miles and Snow typology for 

small online businesses. International Journal of Internet and Enterprise 

Management, 1(3), 245-264. 

Avci, U., Madanoglu, M. and Okumus, F. (2011). Strategic orientation and 

performance of tourism firms: Evidence from a developing country. Tourism 

Management, 32(1), 147-157. 

Ayesha, B. and Khurshid, F. (2013). The relationship of multiple intelligence and 

effective study skills with academic achievement among university students. 

Global Journal of Human-Social Science Research. 

Azyabi, N. and Fisher, J. (2014). Exploration and Exploitation as Knowledge 

Management Strategic Approaches in Saudi Arabian SMEs. Proceedings of the 

2014,  

Azyabi, N., Fisher, J., Tanner, K. and Gao, S. (2012). The relationship between 

knowledge management strategic orientation and business strategic orientation 

among SMEs. Proceedings of the 23rd Australasian Conference on Information 

Systems 2012, 1-11. 

Babalola, S. S. and Nwanzu, C. L. (2020). Role of Organizational Strategy and 

Entrepreneurial Orientation on Organizational Effectiveness. International 

Journal of Entrepreneurship, 24(1). 

Babbie, E. and Mouton, J. (2001). The practice of social science research. Belmont, 

CA: Wadsworth. 



 

256 

Babelytė-Labanauskė, K. and Nedzinskas, Š. (2017). Dynamic capabilities and their 

impact on research organizations’ R&D and innovation performance. Journal 

of Modelling in Management. 

Baer, M. and Frese, M. (2003). Innovation is not enough: Climates for initiative and 

psychological safety, process innovations, and firm performance. Journal of 

Organizational Behavior: The International Journal of Industrial, Occupational 

and Organizational Psychology and Behavior, 24(1), 45-68. 

Bagnoli, C. and Vedovato, M. (2014). The impact of knowledge management and 

strategy configuration coherence on SME performance. Journal of 

Management & Governance, 18(2), 615-647. 

Bagozzi, R. P. and Yi, Y. (1988). On the evaluation of structural equation models. 

Journal of the academy of marketing science, 16(1), 74-94. 

Bagozzi, R. P. and Yi, Y. (2012). Specification, evaluation, and interpretation of 

structural equation models. Journal of the academy of marketing science, 

40(1), 8-34. 

Bagshaw, K. B. (2019). Two-Edge Strategic Orientation Approach: Defensiveness 

And Competitive Aggressiveness On Stakeholders’value Maximization. 

European Journal of Management and Marketing Studies. 

Bai, L. and Yan, X. (2020). Impact of Firm-Generated Content on Firm Performance 

and Consumer Engagement: Evidence from Social Media in China. Journal of 

Electronic Commerce Research, 21(1), 56-74. 

Baird, K. (2017). The effectiveness of strategic performance measurement systems. 

International journal of productivity and performance management. 

Baird, K., Harrison, G. and Reeve, R. (2007). The culture of Australian organizations 

and its relation with strategy. International Journal of Business Studies: A 

Publication of the Faculty of Business Administration, Edith Cowan 

University, 15(1), 15. 

Baker, W. E. and Sinkula, J. M. (1999). Learning orientation, market orientation, and 

innovation: Integrating and extending models of organizational performance. 

Journal of market-focused management, 4(4), 295-308. 

Baker, W. E. and Sinkula, J. M. (1999). The synergistic effect of market orientation 

and learning orientation on organizational performance. Journal of the 

academy of marketing science, 27(4), 411-427. 



 

257 

Banalieva, E. R. and Dhanaraj, C. (2019). Internalization theory for the digital 

economy. Journal of International Business Studies, 50(8), 1372-1387. 

Banbury, C. M. and Mitchell, W. (1995). The effect of introducing important 

incremental innovations on market share and business survival. Strategic 

management journal, 16(S1), 161-182. 

Barney, J. (1991). Firm resources and sustained competitive advantage. Journal of 

management, 17(1), 99-120. 

Barney, J. B. (1986). Strategic factor markets: Expectations, luck, and business 

strategy. Management science, 32(10), 1231-1241. 

Barney, J. B. (1995). Looking inside for competitive advantage. Academy of 

Management Perspectives, 9(4), 49-61. 

Barney, J. B., Ketchen Jr, D. J. and Wright, M. (2011). The future of resource-based 

theory: revitalization or decline? Journal of management, 37(5), 1299-1315. 

Baron, R. M. and Kenny, D. A. (1986). The moderator–mediator variable distinction 

in social psychological research: Conceptual, strategic, and statistical 

considerations. Journal of personality and social psychology, 51(6), 1173. 

Barrales‐Molina, V., Martínez‐López, F. J. and Gázquez‐Abad, J. C. (2014). 

Dynamic marketing capabilities: Toward an integrative framework. 

International Journal of Management Reviews, 16(4), 397-416. 

Barreto, I. (2010). Dynamic capabilities: A review of past research and an agenda for 

the future. Journal of management, 36(1), 256-280. 

Basavarajaiah, D. and Murthy, B. N. (2020). Statistical Perspective Approach to 

Selection of Sample HIV Transmission (pp. 295-307): Springer. 

Basit, S. A. and Medase, K. (2019). The diversity of knowledge sources and its 

impact on firm-level innovation. European Journal of Innovation Management. 

Bastanchury-López, M. T., De-Pablos-Heredero, C., Montes-Botella, J. L., Martín-

Romo-Romero, S. and García, A. (2020). Impact of Dynamic Capabilities on 

Performance in Dairy Sheep Farms in Spain. Sustainability, 12(8), 3368. 

Basu, S. and Gupta, R. (2013). Explorations of strategic orientation (SO) dimensions 

on small firm growth and the challenge of resources. European Journal of 

Business and Management, 5(20), 242-247. 

Beal, R. M. and Yasai-Ardekani, M. (2000). Performance implications of aligning 

CEO functional experiences with competitive strategies. Journal of 

Management, 26(4), 733-762. 



 

258 

Becker, J.-M., Klein, K. and Wetzels, M. (2012). Hierarchical latent variable models 

in PLS-SEM: guidelines for using reflective-formative type models. Long 

range planning, 45(5-6), 359-394. 

Becker, J.-M., Rai, A. and Rigdon, E. (2013). Predictive validity and formative 

measurement in structural equation modeling: Embracing practical relevance. 

Beekun, R. I. and Ginn, G. (1993). Business strategy and interorganizational linkages 

within the acute care hospital industry: an expansion of the Miles and Snow 

typology. Human Relations, 46(11), 1291-1318. 

Belkahla Hakimi, W., Triki, A. and Mjahed Hammami, S. (2014). Developing a 

customer knowledge-based measure for innovation management. European 

Journal of Innovation Management, 17(3), 349-374. 

Belkahla, W. and Triki, A. (2011). Customer knowledge enabled innovation 

capability: proposing a measurement scale. Journal of knowledge management, 

15(4), 648-674. 

Bém, M. (2016). A Marketing Mix Analysis of DV Buddy in Order to Increase 

Competitiveness. 

Berghman, L., Matthyssens, P. and Vandenbempt, K. (2012). Value innovation, 

deliberate learning mechanisms and information from supply chain partners. 

Industrial Marketing Management, 41(1), 27-39. 

Bernard, H. R., & Bernard, H. R. (2013). Social research methods: Qualitative and 

quantitative approaches: Sage. 

Berndt, A. E. (2020). Sampling methods. Journal of Human Lactation, 36(2), 224-

226. 

Bhagwat, Y. and DeBruine, M. (2011). R&D and advertising efficiencies in the 

pharmaceutical industry. International Journal of Applied Economics, 8(1), 55-

65. 

Bıçakcıoğlu-Peynirci, N. and İpek, İ. (2020). Export market orientation and its 

consequences: a meta-analytic review and assessment of contextual and 

measurement moderators. Journal of Business & Industrial Marketing. 

Bijleveld, A. I., van Gils, J. A., van der Meer, J., Dekinga, A., Kraan, C., van der 

Veer, H. W., et al. (2012). Designing a benthic monitoring programme with 

multiple conflicting objectives. Methods in Ecology and Evolution, 3(3), 526-

536. 



 

259 

Bilińska-Reformat, K. (2016). The Role of Dynamic Marketing Capabilities in 

Creation of Competitive Advantage of Commercial Chains. Handel 

Wewnętrzny, (4 (363)), 16-24. 

Bingham, C. B., Eisenhardt, K. M. and Furr, N. R. (2007). What makes a process a 

capability? Heuristics, strategy, and effective capture of opportunities. 

Strategic Entrepreneurship Journal, 1(1‐2), 27-47. 

Blackmore, K. and Nesbitt, K. (2013). Verifying the Miles and Snow strategy types 

in Australian small-and medium-size enterprises. Australian Journal of 

Management, 38(1), 171-190. 

Blesa, A. and Ripolles, M. (2008). The influence of marketing capabilities on 

economic international performance. International Marketing Review, 25(6), 

651-673. 

Blumentritt, T. and Danis, W. M. (2006). Business strategy types and innovative 

practices. Journal of Managerial Issues, 274-291. 

Boso, N., Cadogan, J. W. and Story, V. M. (2012). Complementary effect of 

entrepreneurial and market orientations on export new product success under 

differing levels of competitive intensity and financial capital. International 

Business Review, 21(4), 667-681. 

Bouhelal, F. and Kerbouche, M. (2016). Why do we consider Miles and Snow s 

model s one of the most important strategic ones? Maghreb Review of 

Economic and Management, 423(3921), 1-12. 

Boyne, G. A. and Walker, R. M. (2010). Strategic management and public service 

performance: The way ahead. Public administration review, 70, s185-s192. 

Boyne, G. A., Meier, K. J., O'Toole Jr, L. J. and Walker, R. M. (2006). Public 

service performance: Perspectives on measurement and management: 

Cambridge University Press. 

Bratnicka, K. and Kulikowska-Pawlak, M. (2016). Towards an Integrated 

Framework for Corporate Entrepreneurship. Problemy Zarzadzania, 14. 

Brege, H. and Kindström, D. (2020). Exploring proactive market strategies. 

Industrial Marketing Management, 84, 75-88. 

Bremser, K., del Mar Alonso-Almeida, M. and Llach, J. (2018). Strategic alternatives 

for tourism companies to overcome times of crisis. Service Business, 12(2), 

229-251. 



 

260 

Brenes, E. R., Ciravegna, L. and Woodside, A. G. (2017). Constructing useful 

models of firms' heterogeneities in implemented strategies and performance 

outcomes. Industrial Marketing Management, 62, 17-35. 

Brenes, E. R., Montoya, D. and Ciravegna, L. (2014). Differentiation strategies in 

emerging markets: The case of Latin American agribusinesses. Journal of 

Business Research, 67(5), 847-855. 

Breznik, L. and Hisrich, R. D. (2014). Dynamic capabilities vs. innovation 

capability: are they related? Journal of small business and enterprise 

development. 

Breznik, L. and Lahovnik, M. (2016). Dynamic capabilities and competitive 

advantage: Findings from case studies. Management: journal of contemporary 

management issues, 21(Special issue), 167-185. 

Brown, X. T. (2020). Effective Marketing Strategies of Profitable Small Businesses. 

Bruni, D. S. and Verona, G. (2009). Dynamic marketing capabilities in 

Science‐based firms: An exploratory investigation of the pharmaceutical 

industry. British Journal of management, 20(s1). 

Buisson, B. and Silberzahn, P. (2010). Blue ocean or fast-second innovation? A four-

breakthrough model to explain successful market domination. International 

Journal of Innovation Management, 14(03), 359-378. 

Byrne, B. M. (2016). Structural equation modeling with AMOS: Basic concepts, 

applications, and programming: Routledge. 

Cabrilo, S. and Dahms, S. (2018). How strategic knowledge management drives 

intellectual capital to superior innovation and market performance. Journal of 

Knowledge Management. 

Cacciolatti, L. and Lee, S. H. (2016). Revisiting the relationship between marketing 

capabilities and firm performance: The moderating role of market orientation, 

marketing strategy and organisational power. Journal of Business Research, 

69(12), 5597-5610. 

Camison, C. and López, A. V. (2010). An examination of the relationship between 

manufacturing flexibility and firm performance. International Journal of 

Operations & Production Management. 

Camisón, C. and Villar-López, A. (2014). Organizational innovation as an enabler of 

technological innovation capabilities and firm performance. Journal of 

business research, 67(1), 2891-2902. 



 

261 

Campbell, A. J. (2003). Creating customer knowledge competence: managing 

customer relationship management programs strategically. Industrial 

marketing management, 32(5), 375-383. 

Campbell‐Hunt, C. (2000). What have we learned about generic competitive 

strategy? A meta‐analysis. Strategic Management Journal, 21(2), 127-154. 

Cantaleano, K. R., Rodrigues, G. P. and Martins, T. S. (2018). The mediating effect 

of proactive market orientation capability in entrepreneurial orientation and 

service innovation. RAM. Revista de Administração Mackenzie, 19(1). 

Carayannis, E. G., Grigoroudis, E., Del Giudice, M., Della Peruta, M. R. and 

Sindakis, S. (2017). An exploration of contemporary organizational artifacts 

and routines in a sustainable excellence context. Journal of Knowledge 

Management. 

Carrillat, F. A., Jaramillo, F. and Locander, W. B. (2004). Market-driving 

organizations: a framework. Academy of Marketing Science Review, 5(1), 1-14. 

Carvalho, C. E., Rossetto, C. R. and Verdinelli, M. A. (2016). Strategic orientation as 

a mediator between environmental dimensions and performance: A study of 

Brazilian Hotels. Journal of Hospitality Marketing & Management, 25(7), 870-

895. 

Cássia, A. d. R. and Zilber, S. N. (2016). Strategic orientation and innovative 

activities: an analysis using the PINTEC data from 1998 to 2011. Gestão & 

Produção, 23(3), 447-458. 

Castagna, F., Centobelli, P., Cerchione, R., Esposito, E., Oropallo, E. and Passaro, R. 

(2020). Customer Knowledge Management in SMEs Facing Digital 

Transformation. Sustainability, 12(9), 3899. 

Cavana, R. Y., Delahaye, B. L. and Sekaran, U. (2001). Applied business research: 

Qualitative and quantitative methods: John Wiley & Sons Australia. 

Cavusgil, E., Seggie, S. H. and Talay, M. B. (2007). Dynamic capabilities view: 

Foundations and research agenda. Journal of marketing theory and practice, 

15(2), 159-166. 

Centobelli, P., Cerchione, R. and Esposito, E. (2018). Aligning enterprise knowledge 

and knowledge management systems to improve efficiency and effectiveness 

performance: A three-dimensional Fuzzy-based decision support system. 

Expert Systems with Applications, 91, 107-126. 



 

262 

Central Bank of Jordan (1998). 35th Annual report, research and studies department. 

Amman, Jordan: Author. 

Cepeda, G. and Vera, D. (2007). Dynamic capabilities and operational capabilities: A 

knowledge management perspective. Journal of business research, 60(5), 426-

437. 

Cepeda-Carrion, I., Martelo-Landroguez, S., Leal-Rodríguez, A. L. and Leal-Millán, 

A. (2017). Critical processes of knowledge management: An approach toward 

the creation of customer value. European Research on Management and 

Business Economics, 23(1), 1-7. 

Cerchione, R. and Esposito, E. (2017). Using knowledge management systems: A 

taxonomy of SME strategies. International Journal of Information 

Management, 37(1), 1551-1562. 

Cerchione, R., Esposito, E. and Spadaro, M. R. (2016). A literature review on 

knowledge management in SMEs. Knowledge Management Research & 

Practice, 14(2), 169-177. 

Chadwick, K., Barnett, T. and Dwyer, S. (2008). An empirical analysis of the 

entrepreneurial orientation scale. Journal of Applied Management and 

Entrepreneurship, 13(4), 64. 

Chahal, H., Gupta, M., Bhan, N. and Cheng, T. (2020). Operations management 

research grounded in the resource-based view: A meta-analysis. International 

Journal of Production Economics, 107805. 

Chaita, M. V. and Sibanda, W. (2021). The Role of Knowledge in Enhancing SME 

Innovation: The Case of Knowsley–Northwest Region of England. 

International Journal of Knowledge Management (IJKM), 17(1), 93-112. 

Chan, Y. E., Huff, S. L. and Copeland, D. G. (1997). Assessing realized information 

systems strategy. The Journal of Strategic Information Systems, 6(4), 273-298. 

Chandrakumara, A., De Zoysa, A. and Manawaduge, A. (2011). Effects of the 

entrepreneurial and managerial orientations of owner-managers on company 

performance: An empirical test in Sri Lanka. International Journal of 

Management, 28(1), 139. 

Chaney, P. K. and Devinney, T. M. (1992). New product innovations and stock price 

performance. Journal of Business Finance & Accounting, 19(5), 677-695. 



 

263 

Chang, H.-L., Chen, C.-H. and Su, C.-H. (2008). Developing supply chain dynamic 

capability to realize the value of inter-organizational systems. PACIS 2008 

Proceedings, 145. 

Chang, T. Z., Mehta, R., Chen, S. J., Polsa, P. and Mazur, J. (1999). The effects of 

market orientation on effectiveness and efficiency: the case of automotive 

distribution channels in Finland and Poland. Journal of Services Marketing. 

Chang, T.-l. (1996). Cultivating global experience curve advantage on technology 

and marketing capabilities. International Marketing Review, 13(6), 22-42. 

Chang, W., Ellinger, A. E., Kim, K. K. and Franke, G. R. (2016). Supply chain 

integration and firm financial performance: A meta-analysis of positional 

advantage mediation and moderating factors. European Management Journal, 

34(3), 282-295. 

Chang, W., Franke, G. R., Butler, T. D., Musgrove, C. F. and Ellinger, A. E. (2014). 

Differential mediating effects of radical and incremental innovation on market 

orientation-performance relationship: A meta-analysis. Journal of Marketing 

Theory and Practice, 22(3), 235-250. 

Chang, W.-J. (2014). Market orientation and business-to-business (B2B): A meta-

analysis perspective. International Journal of Services Technology and 

Management, 20(1-3), 123-148. 

Chatzoglou, P. D., Diamantidis, A. D., Vraimaki, E., Vranakis, S. K. and Kourtidis, 

D. A. (2011). Aligning IT, strategic orientation and organizational structure. 

Business Process Management Journal, 17(4), 663-687. 

Chatzoglou, P., Chatzoudes, D., Sarigiannidis, L. and Theriou, G. (2018). The role of 

firm-specific factors in the strategy-performance relationship. Management 

Research Review. 

Chaudhary, M. P. and Chauhan, M. R. K. (2017). Innovative India: Lessons from 

Emerging Economies. International Journal of Applied Business & Economic 

Research, 15(9), 443-457. 

Che Senik, Z. (2010). Models, processes, and factors influencing 

internationalisation: The case of Malaysian SMEs. Murdoch University.    

Chen, C.-J. and Huang, J.-W. (2009). Strategic human resource practices and 

innovation performance—The mediating role of knowledge management 

capacity. Journal of business research, 62(1), 104-114. 



 

264 

Chen, G.-Z. and Keung, E. C. (2019). The impact of business strategy on insider 

trading profitability. Pacific-Basin Finance Journal, 55, 270-282. 

Chen, H., Anselmi, K., Falasca, M. and Tian, Y. (2017). Measuring returns 

management orientation. The International Journal of Logistics Management. 

Chen, J., Yin, X. and Mei, L. (2018). Holistic innovation: an emerging innovation 

paradigm. International Journal of Innovation Studies, 2(1), 1-13. 

Chen, L. (2012). A mixed methods study investigating intangibles in the banking 

sector. University of Glasgow.    

Chen, Q., Wang, C.-H. and Huang, S.-Z. (2020). Effects of organizational innovation 

and technological innovation capabilities on firm performance: evidence from 

firms in China’s Pearl River Delta. Asia Pacific Business Review, 26(1), 72-96. 

Chen, X., Chen, A. X. and Zhou, K. Z. (2014). Strategic orientation, foreign parent 

control, and differentiation capability building of international joint ventures in 

an emerging market. Journal of International Marketing, 22(3), 30-49. 

Chen, Y., Eshleman, J. D. and Soileau, J. S. (2017). Business strategy and auditor 

reporting. Auditing: A Journal of Practice & Theory, 36(2), 63-86. 

Cheng, C. C., Yang, C. and Sheu, C. (2016). Effects of open innovation and 

knowledge-based dynamic capabilities on radical innovation: An empirical 

study. Journal of Engineering and Technology Management, 41, 79-91. 

Chereau, P. (2015). Strategic management of innovation in manufacturing SMEs: 

Exploring the predictive validity of strategy-innovation relationship. 

International Journal of Innovation Management, 19(01), 1550002. 

Chereau, P. and Meschi, P.-X. (2019). The performance implications of the strategy–

business model fit. Journal of Small Business and Enterprise Development. 

Chien, S.-Y. and Tsai, C.-H. (2012). Dynamic capability, knowledge, learning, and 

firm performance. Journal of Organizational Change Management, 25(3), 434-

444. 

Chin, W. W. (1998). The partial least squares approach to structural equation 

modeling. Modern methods for business research, 295(2), 295-336. 

Chin, W. W. (2010). Bootstrap cross-validation indices for PLS path model 

assessment Handbook of partial least squares (pp. 83-97): Springer. 

Chiu, W.-H., Chi, H.-R., Chang, Y.-C., & Chen, M.-H. (2016). Dynamic capabilities 

and radical innovation performance in established firms: a structural model. 

Technology Analysis & Strategic Management, 28(8), 965-978.  



 

265 

Cho, Y. S. and Linderman, K. (2020). Resource-Based Product and Process 

Innovation Model: Theory Development and Empirical Validation. 

Sustainability, 12(3), 913. 

Choi, H.-J., Ahn, J.-C., Jung, S.-H. and Kim, J.-H. (2020). Communities of practice 

and knowledge management systems: effects on knowledge management 

activities and innovation performance. Knowledge Management Research & 

Practice, 18(1), 53-68. 

Chou, C., Yang, K.-P. and Chiu, Y.-J. (2018). Managing sequential ambidexterity in 

the electronics industry: roles of temporal switching capability and contingent 

factors. Industry and Innovation, 25(8), 752-777. 

Choy, C. S., Yew, W. K. and Lin, B. (2006). Criteria for measuring KM performance 

outcomes in organisations. Industrial Management & Data Systems. 

Choy, S. S. and Mula, J. M. (2008). The impact of strategic orientation dimensions 

on business performance: a case study based on an international organisation. 

Proceedings of the 2008 Proceedings of the 22nd Australian and New Zealand 

Academy of Management Conference (ANZAM 2008),  

Christensen, C. M., Anthony, S. D. and Roth, E. A. (2004). Seeing what's next: 

Using the theories of innovation to predict industry change: Harvard Business 

Press. 

Christensen, I. and Karlsson, C. (2019). Open innovation and the effects of 

crowdsourcing in a pharma ecosystem. Journal of Innovation & Knowledge, 

4(4), 240-247. 

Christensen, J. F. (1995). Asset profiles for technological innovation. Research 

Policy, 24(5), 727-745. 

Chua, A. Y. and Banerjee, S. (2013). Customer knowledge management via social 

media: the case of Starbucks. Journal of Knowledge Management, 17(2), 237-

249. 

Chung-Wen, Y. (2008). The relationships among leadership styles, entrepreneurial 

orientation, and business performance. Managing Global Transitions, 6(3), 

257. 

Cirera, X. and Muzi, S. (2020). Measuring innovation using firm-level surveys: 

Evidence from developing countries✰. Research Policy, 49(3), 103912. 

Ciunova-Shuleska, A., Osakwe, C. N. and Palamidovska-Sterjadovska, N. (2016). 

Complementary impact of capabilities and brand orientation on SMBs 



 

266 

performance. Journal of Business Economics and Management, 17(6), 1270-

1285. 

Clark, B. H. and Montgomery, D. B. (1996). Competitive Reputations, Multimarket 

Competition and Entry Deterrence: Graduate School of Business, Stanford 

University. 

Clark, V. L. P., & Creswell, J. W. (2014). Understanding research: A consumer's 

guide: Pearson Higher Ed. 

Cochran, W. G. (1963). Sampling techniques, 2nd Ed., New York: John Wiley and 

Sons, Inc 

Coenen, L. and Morgan, K. (2020). Evolving geographies of innovation: Existing 

paradigms, critiques and possible alternatives. Norsk Geografisk Tidsskrift-

Norwegian Journal of Geography, 74(1), 13-24. 

Coeurderoy, R. and Durand, R. (2004). Leveraging the advantage of early entry: 

proprietary technologies versus cost leadership. Journal of Business Research, 

57(6), 583-590. 

Coff, R. (2003). Bidding wars over R&D-intensive firms: Knowledge, opportunism, 

and the market for corporate control. Academy of Management Journal, 46(1), 

74-85. 

Cohen, J. (1988). Statistical power analysis for the behavioral sciences, 2nd edn. 

Á/L: Erbaum Press, Hillsdale, NJ, USA. 

Cohen, L., Manion, L. and Morrison, K. (2013). Research methods in education: 

routledge. 

Colino, A., Benito-Osorio, D. and Rueda Armengot, C. (2014). How much does 

innovation matter for economic growth? Management Decision, 52(2), 313-

325. 

Comberg, C. and Velamuri, V. K. (2017). The introduction of a competing business 

model: the case of eBay. International Journal of Technology Management, 

73(1-3), 39-64. 

Conant, J. S., Mokwa, M. P. and Varadarajan, P. R. (1990). Strategic types, 

distinctive marketing competencies and organizational performance: a multiple 

measures‐based study. Strategic management journal, 11(5), 365-383. 

Conduit, J. and Mavondo, F. T. (2001). How critical is internal customer orientation 

to market orientation? 1. Journal of business research, 51(1), 11-24. 

Connelly, L. M. (2008). Pilot studies. Medsurg Nursing, 17(6), 411. 



 

267 

Conner, K. R. and Prahalad, C. K. (1996). A resource-based theory of the firm: 

Knowledge versus opportunism. Organization science, 7(5), 477-501. 

Cooper, D. R., Schindler, P. S. and Sun, J. (2006). Business research methods (Vol. 

9): McGraw-Hill Irwin New York. 

Cooper, R. G. (1994). New products: the factors that drive success. International 

marketing review, 11(1), 60-76. 

Corbett, L. M. (2009). Sustainable operations management: A typological approach. 

Journal of industrial engineering and management, 2(1), 10-30. 

Costa, V. and Monteiro, S. (2016). Key knowledge management processes for 

innovation: a systematic literature review. VINE Journal of Information and 

Knowledge Management Systems. 

Costello, G. J. and Donnellan, B. (2016). IT-enabled R&D for business value in a 

global framework. Journal of the Knowledge Economy, 7(3), 782-796. 

Covin, J. G. and Miles, M. P. (1999). Corporate entrepreneurship and the pursuit of 

competitive advantage. Entrepreneurship theory and practice, 23(3), 47-63. 

Covin, J. G. and Slevin, D. P. (1989). Strategic management of small firms in hostile 

and benign environments. Strategic management journal, 10(1), 75-87. 

Cresswell, J. W. (2005). Educational research: Planning, conducting and evaluating 

qualitative and quantitative research. Upper Saddle River, NJ: Merrill & 

Prentice Hall. 

Creswell, J. W. (2014). Research designs: Qualitative, quantitative, and mixed 

methods approaches: Thousand Oaks, CA: Sage Publications. 

Creswell, J. W. and Creswell, J. D. (2017). Research design: Qualitative, 

quantitative, and mixed methods approaches: Sage publications. 

Creswell, J. W., Hanson, W. E., Clark Plano, V. L. and Morales, A. (2007). 

Qualitative research designs: Selection and implementation. The counseling 

psychologist, 35(2), 236-264. 

Crook, T. R., Ketchen Jr, D. J., Combs, J. G. and Todd, S. Y. (2008). Strategic 

resources and performance: a meta‐analysis. Strategic management journal, 

29(11), 1141-1154. 

Crossan, M. M. and Apaydin, M. (2010). A multi‐dimensional framework of 

organizational innovation: A systematic review of the literature. Journal of 

management studies, 47(6), 1154-1191. 



 

268 

Croteau, A.-M., & Bergeron, F. (2001). An information technology trilogy: business 

strategy, technological deployment and organizational performance. The 

Journal of Strategic Information Systems, 10(2), 77-99. 

Dabic, M. and Kiessling, T. (2019). The performance implications of knowledge 

management and strategic alignment of MNC subsidiaries. Journal of 

Knowledge Management. 

Dacko, S. G., Liu, B. S., Sudharshan, D. and Furrer, O. (2008). Dynamic capabilities 

to match multiple product generations and market rhythm. European journal of 

innovation management, 11(4), 441-471. 

Dahan, G. and Shoham, A. (2014). Strategic orientations: developing an integrative 

model of pioneering, entrepreneurial, and stakeholder orientations. Procedia-

Social and Behavioral Sciences, 109, 758-762. 

Dahlander, L., O'Mahony, S. and Gann, D. M. (2016). One foot in, one foot out: how 

does individuals' external search breadth affect innovation outcomes? Strategic 

Management Journal, 37(2), 280-302. 

Damanpour, F. (1991). Organizational innovation: A meta-analysis of effects of 

determinants and moderators. Academy of management journal, 34(3), 555-

590. 

Damanpour, F. and Evan, W. M. (1984). Organizational innovation and 

performance: the problem of" organizational lag". Administrative science 

quarterly, 392-409. 

Damanpour, F. and Wischnevsky, J. D. (2006). Research on innovation in 

organizations: Distinguishing innovation-generating from innovation-adopting 

organizations. Journal of engineering and technology management, 23(4), 269-

291. 

Damanpour, F., Walker, R. M. and Avellaneda, C. N. (2009). Combinative effects of 

innovation types and organizational performance: A longitudinal study of 

service organizations. Journal of management studies, 46(4), 650-675. 

Danneels, E. (2002). The dynamics of product innovation and firm competences. 

Strategic management journal, 23(12), 1095-1121. 

Danneels, E. (2011). Trying to become a different type of company: Dynamic 

capability at Smith Corona. Strategic Management Journal, 32(1), 1-31. 



 

269 

Danneels, E. and Kleinschmidt, E. J. (2001). Product innovativeness from the firm’s 

perspective: Its dimensions and their relation with project selection and 

performance. Journal of product innovation management, 18(6), 357-373. 

Darroch, J. (2005). Knowledge management, innovation and firm performance. 

Journal of knowledge management, 9(3), 101-115. 

Darroch, J. and McNaughton, R. (2002). Examining the link between knowledge 

management practices and types of innovation. Journal of intellectual capital, 

3(3), 210-222. 

Das, A. (2020). Turnaround in Maternal and Child Healthcare: Institutional 

Innovation and Interactive Learning Inclusive Innovation (pp. 157-181): 

Springer. 

Dasgupta, M., Sahay, A. and Gupta, R. (2009). The role of knowledge management 

in innovation. Journal of Information & Knowledge Management, 8(04), 317-

330. 

Datta, A. (2007). Resource based view of information systems: A critique. 

Datta, Y. (2010). Strategic group theory: A customer-oriented view. Chinese 

Business Review, 9(7), 11. 

Daud, W. N. W., Zainol, F. A. and Mansor, M. (2014). The Effects of Knowledge 

Management on Human Capital towards Organizational Innovation. 

International Journal of Economics and Management Engineering, 8(10), 

3322-3327. 

Daum, J. H. (2005). Intangible assets-based enterprise management–a practical 

approach. Proceedings of the 2005 Proceedings of 2005 PMA IC Symposium, 

Stern School of Business, New York University, Manhattan,  

Davenport, T. H., Harris, J. G. and Kohli, A. K. (2001). How do they know their 

customers so well? MIT Sloan Management Review, 42(2), 63. 

Davidsson, P. (2004). Researching entrepreneurship: (Vol. 5). New York: Springer. 

Davila, G., Varvakis, G. and North, K. (2019). Influence of Strategic Knowledge 

Management on Firm Innovativeness and Performance. BBR. Brazilian 

Business Review, 16(3), 239-254. 

Davis, P. E. and Bendickson, J. S. (2020). Strategic antecedents of innovation: 

Variance between small and large firms. Journal of Small Business 

Management, 1-26. 



 

270 

Day, G. S. (1994). The capabilities of market-driven organizations. the Journal of 

Marketing, 37-52. 

Day, G. S. (1997). Assessing competitive arenas: who are your competitors. GS Day 

& DJ Reibstein. Wharton on dynamic competitive strategy, 23-47. 

Day, G. S. (2011). Closing the marketing capabilities gap. Journal of marketing, 

75(4), 183-195. 

Day, G. S. and Day, G. S. (1990). Market driven strategy: Processes for creating 

value: Free Press New York. 

Dayan, R., Heisig, P. and Matos, F. (2017). Knowledge management as a factor for 

the formulation and implementation of organization strategy. Journal of 

Knowledge Management. 

de Araújo, C. C. S., Pedron, C. D. and Bitencourt, C. (2018). Identifying and 

assessing the scales of dynamic capabilities: a systematic literature review. 

Revista de Gestão. 

Debnath, B., Al-Mawsawi, L. Q. and Neamati, N. (2010). Are we living in the end of 

the blockbuster drug era? Drug news & perspectives, 23(10), 670-684. 

Del Vecchio, P., Mele, G., Passiante, G., Vrontis, D. and Fanuli, C. (2020). Detecting 

customers knowledge from social media big data: toward an integrated 

methodological framework based on netnography and business analytics. 

Journal of Knowledge Management. 

Del Vecchio, P., Secundo, G. and Passiante, G. (2018). Analyzing Big Data through 

the lens of customer knowledge management: Evidence from a set of regional 

tourism experiences. Kybernetes. 

Della Corte, V. and Aria, M. (2016). Coopetition and sustainable competitive 

advantage. The case of tourist destinations. Tourism Management, 54, 524-540. 

Den Hertog, P., Van der Aa, W. and De Jong, M. W. (2010). Capabilities for 

managing service innovation: towards a conceptual framework. Journal of 

service Management, 21(4), 490-514. 

DeSarbo, W. S., Anthony Di Benedetto, C. and Sinha, I. (2005). Revisiting the Miles 

and Snow strategic framework: uncovering interrelationships between strategic 

types, capabilities, environmental uncertainty, and firm performance. Strategic 

Management Journal, 26(1), 47-74. 

DeSarbo, W. S., Di Benedetto, C. A., Jedidi, K. and Song, M. (2006). Identifying 

sources of heterogeneity for empirically deriving strategic types: a constrained 



271 

finite-mixture structural-equation methodology. Management Science, 52(6), 

909-924.

Deshati, E. (2015). Business Strategies Of Sme’s, Innovation Types And Factors 

Influencing Their Innovation: Albanian Case. European Scientific Journal, 

ESJ, 11(34). 

Deshati, E. (2016). Business strategies of SME’s, innovation types and factors 

influencing their innovation: Albanian case. International Journal of 

Economics & Management Sciences, 5(2), 1-6. 

Deshpandé, R. and Farley, J. U. (2004). Organizational culture, market orientation, 

innovativeness, and firm performance: an international research odyssey. 

International Journal of Research in Marketing, 21(1), 3-22. 

Dess, G. G. and Lumpkin, G. T. (2005). The role of entrepreneurial orientation in 

stimulating effective corporate entrepreneurship. Academy of Management 

Perspectives, 19(1), 147-156. 

Deutskens, E., De Ruyter, K., Wetzels, M. and Oosterveld, P. (2004). Response rate 

and response quality of internet-based surveys: An experimental study. 

Marketing letters, 15(1), 21-36. 

DeVol, R., Wong, P., Bedroussian, A., Wallace, L., Ki, J., Murphy, D., et al. (2006). 

Biopharmaceutical Industry Contributions to State and US Economies. Journal 

Of Biolaw And Business, 9(2), 28. 

Dewar, R. D. and Dutton, J. E. (1986). The adoption of radical and incremental 

innovations: An empirical analysis. Management science, 32(11), 1422-1433. 

Dharmasiri, A. S. (2009). Strategic orientation of HR managers in commercial banks 

in South Asia. International Review of Business Research Papers, 5(6), 121. 

Di Benedetto, C. A. and Song, M. (2003). The relationship between strategic type 

and firm capabilities in Chinese firms. International Marketing Review, 20(5), 

514-533.

Di Stefano, G., Peteraf, M. and Verona, G. (2010). Dynamic capabilities 

deconstructed‡: a bibliographic investigation into the origins, development, 

and future directions of the research domain. Industrial and Corporate Change, 

19(4), 1187-1204. 

Diba, A. G. and Omwenga, J. Q. (2019). Influence of strategic orientation on firm 

performance of retail supermarkets in Kenya. International Academic Journal 

of Human Resource and Business Administration, 3(5), 296-315. 



 

272 

Dijkstra, T. K. and Henseler, J. (2015a). Consistent and asymptotically normal PLS 

estimators for linear structural equations. Computational statistics & data 

analysis, 81, 10-23. 

Dijkstra, T. K. and Henseler, J. (2015b). Consistent partial least squares path 

modeling. MIS quarterly, 39(2), 297-316. 

DiMasi, J. A. (2014). Pharmaceutical R&D performance by firm size: Approval 

success rates and economic returns. American journal of therapeutics, 21(1), 

26-34.  

Dimitratos, P., Lioukas, S. and Carter, S. (2004). The relationship between 

entrepreneurship and international performance: the importance of domestic 

environment. International Business Review, 13(1), 19-41. 

Direction, S. (2018). Improving your business posture: success through business 

model innovation from a strategic posture perspective. 

Distel, A. P. (2016). Capabilities for Strategic Adaptation: Micro-Foundations, 

Organizational Conditions, and Performance Implications: Frederiksberg: 

Copenhagen Business School (CBS). 

Djaharuddin, D. (2018). Review On: Company Strategic Competitive Power. 

Dodgson, M., Gann, D. M. and Phillips, N. (2013). The Oxford handbook of 

innovation management: OUP Oxford. 

Donate, M. J. and de Pablo, J. D. S. (2015). The role of knowledge-oriented 

leadership in knowledge management practices and innovation. Journal of 

Business Research, 68(2), 360-370. 

Doorasamy, M. (2017). Product Portfolio Management Best Practices For New 

Product Development: A Review Of Models. Foundations of Management, 

9(1), 139-148. 

Doty, D. H. and Glick, W. H. (1994). Typologies as a unique form of theory 

building: Toward improved understanding and modeling. Academy of 

management review, 19(2), 230-251. 

Doty, D. H., Glick, W. H. and Huber, G. P. (1993). Fit, equifinality, and 

organizational effectiveness: A test of two configurational theories. Academy of 

Management journal, 36(6), 1196-1250. 

Dous, M., Salomann, H., Kolbe, L. and Brenner, W. (2005). Knowledge 

management capabilities in CRM: Making knowledge for, from and about 

customers work. 



 

273 

Downs Jr, G. W. and Mohr, L. B. (1976). Conceptual issues in the study of 

innovation. Administrative science quarterly, 700-714. 

Dragomir, V. D. (2020). Practical Aspects of Environmental Strategy Corporate 

Environmental Strategy (pp. 33-73): Springer. 

Drazin, R. and Schoonhoven, C. B. (1996). Community, population, and 

organization effects on innovation: A multilevel perspective. Academy of 

management journal, 39(5), 1065-1083. 

Drucker, P. (1985). The practice of entrepreneurship. Innovation and 

Entrepreneurship Practice and Principles, 141-188. 

Drucker, P. (1993). Innovation and Entrepreneurship: Practice and Principles: 

Harper Business. 

Du Plessis, M. (2007). The role of knowledge management in innovation. Journal of 

knowledge management, 11(4), 20-29. 

Du Plessis, T. (2019). A knowledge management strategy for a multinational 

telecommunications company. 

Duan, Y., Cao, G. and Edwards, J. S. (2020). Understanding the impact of business 

analytics on innovation. European Journal of Operational Research, 281(3), 

673-686. 

Dunning, J. (1993). Multinational Enterprises and the Global Economy Addison-

Wesley Workingham Google Scholar. 

Durmuş-Özdemir, E. and Abdukhoshimov, K. (2018). Exploring the mediating role 

of innovation in the effect of the knowledge management process on 

performance. Technology Analysis & Strategic Management, 30(5), 596-608. 

Dvir, D., Segev, E. and Shenhar, A. (1993). Technology's varying impact on the 

success of strategic business units within the Miles and Snow typology. 

Strategic Management Journal, 14(2), 155-161. 

Dyer, B. and Song, X. M. (1997). The impact of strategy on conflict: A cross-

national comparative study of US and Japanese firms. Journal of International 

Business Studies, 467-493. 

Dyer, J. H. and Hatch, N. W. (2006). Relation‐specific capabilities and barriers to 

knowledge transfers: creating advantage through network relationships. 

Strategic management journal, 27(8), 701-719. 



 

274 

Easterby‐Smith, M. and Prieto, I. M. (2008). Dynamic capabilities and knowledge 

management: an integrative role for learning? British Journal of Management, 

19(3), 235-249. 

Easterby‐Smith, M., Lyles, M. A. and Peteraf, M. A. (2009). Dynamic capabilities: 

Current debates and future directions. British Journal of Management, 20, S1-

S8. 

Eggers, F., Niemand, T., Filser, M., Kraus, S. and Berchtold, J. (2020). To network 

or not to network–Is that really the question? The impact of networking 

intensity and strategic orientations on innovation success. Technological 

Forecasting and Social Change, 155, 119448. 

Eggers, F., O’Dwyer, M., Kraus, S., Vallaster, C. and Güldenberg, S. (2013). The 

impact of brand authenticity on brand trust and SME growth: A CEO 

perspective. Journal of World Business, 48(3), 340-348. 

Eidizadeh, R., Salehzadeh, R. and Esfahani, A. C. (2017). Analysing the role of 

business intelligence, knowledge sharing and organisational innovation on 

gaining competitive advantage. Journal of Workplace Learning. 

Eisenhardt, K. M. and Martin, J. A. (2000). Dynamic capabilities: what are they? 

Strategic management journal, 1105-1121. 

Elfil, M. and Negida, A. (2017). Sampling methods in clinical research; an 

educational review. Emergency, 5(1). 

Elhachemi, T., Saoula, O., Elkheloufi, A. and Benabid, E. (2020). Towards A Better 

Understanding of the Antecedents of Knowledge Acquisition and Its Outcome: 

A Two-Fold Proposed Framework. Test Eng. Manag, 82, 1957-1971. 

Ellonen, H.-K., Wikström, P. and Jantunen, A. (2009). Linking dynamic-capability 

portfolios and innovation outcomes. Technovation, 29(11), 753-762. 

Eltantawy, R. A. (2016). The role of supply management resilience in attaining 

ambidexterity: a dynamic capabilities approach. Journal of Business & 

Industrial Marketing, 31(1), 123-134. 

Emadzade, M. K., Mashayekhi, B. and Abdar, E. (2012). Knowledge management 

capabilities and organizational performance. interdisciplinary journal of 

contemporary research in business, 3(11), 781-790. 

Eren, M. Ş. (2019). The Relationships Between Customer Orientation, 

Innovativeness, Product Innovation Performance and Firm Performance. 



 

275 

Esho, E. and Verhoef, G. (2020). A holistic model of human capital for value 

creation and superior firm performance: The Strategic factor market model. 

Cogent Business & Management, 7(1), 1728998. 

Esper, T. L., Ellinger, A. E., Stank, T. P., Flint, D. J. and Moon, M. (2010). Demand 

and supply integration: a conceptual framework of value creation through 

knowledge management. Journal of the Academy of marketing Science, 38(1), 

5-18. 

Essa, Y. M., Hemdan, E. E.-D., El-Mahalawy, A., Attiya, G. and El-Sayed, A. 

(2019). IFHDS: Intelligent Framework for Securing Healthcare BigData. 

Journal of medical systems, 43(5), 124. 

Esteban, A., Millan, A., Molina, A. and Martin-Consuegra, D. (2002). Market 

orientation in service: A review and analysis. European Journal of Marketing, 

36(9/10), 1003-1021. 

Estrada, I., Faems, D. and de Faria, P. (2016). Coopetition and product innovation 

performance: The role of internal knowledge sharing mechanisms and formal 

knowledge protection mechanisms. Industrial Marketing Management, 53, 56-

65. 

Ethiraj, S. K., Kale, P., Krishnan, M. S. and Singh, J. V. (2005). Where do 

capabilities come from and how do they matter? A study in the software 

services industry. Strategic management journal, 26(1), 25-45. 

Ettlie, J. E. (1998). R&D and global manufacturing performance. Management 

Science, 44(1), 1-11. 

Ettlie, J. E., Bridges, W. P. and O'keefe, R. D. (1984). Organization strategy and 

structural differences for radical versus incremental innovation. Management 

science, 30(6), 682-695. 

Evgenii, K. (2018). Strategic Behavior of Russian SMEs During Economic Crisis. 

Ezell, S., & Cory, N. (2019). The way forward for intellectual property 

internationally. Retrieved from  

Fainshmidt, S., Pezeshkan, A., Lance Frazier, M., Nair, A. and Markowski, E. 

(2016). Dynamic capabilities and organizational performance: a meta‐analytic 

evaluation and extension. Journal of Management Studies, 53(8), 1348-1380. 

Falasca, M., Zhang, J., Conchar, M. and Li, L. (2017). The impact of customer 

knowledge and marketing dynamic capability on innovation performance: an 



 

276 

empirical analysis. Journal of Business & Industrial Marketing, 32(7), 901-

912. 

Fang, E. E. and Zou, S. (2009). Antecedents and consequences of marketing dynamic 

capabilities in international joint ventures. Journal of International Business 

Studies, 40(5), 742-761. 

Fang, T. M., Wei, L. H. and Muthuveloo, R. (2020). Innovation Capability for SME 

Biomass Industry Performance: Perspectives of HRM, OC, KMC in Industry 

4.0 Challenges and Opportunities for SMEs in Industry 4.0 (pp. 79-103): IGI 

Global. 

Fantazy, K. and Tipu, S. A. A. (2019). Exploring the relationships of the culture of 

competitiveness and knowledge development to sustainable supply chain 

management and organizational performance. Journal of Enterprise 

Information Management. 

Farooq, R. and Vij, S. (2018). Linking entrepreneurial orientation and business 

performance: mediating role of knowledge management orientation. Pacific 

Business Review International, 10(8), 174-183. 

Fawcett, S. E. and Magnan, G. M. (2001). Achieving world-class supply chain 

alignment: benefits, barriers, and bridges: Center for Advanced Purchasing 

Studies Tempe, AZ. 

Fay, D., Shipton, H., West, M. A. and Patterson, M. (2015). Teamwork and 

organizational innovation: The moderating role of the HRM context. Creativity 

and Innovation Management, 24(2), 261-277. 

Feng, H., Morgan, N. A. and Rego, L. L. (2015). Marketing department power and 

firm performance. Journal of Marketing, 79(5), 1-20. 

Feng, H., Morgan, N. A. and Rego, L. L. (2017). Firm capabilities and growth: the 

moderating role of market conditions. Journal of the Academy of Marketing 

Science, 45(1), 76-92. 

Fernandez-Pol, J. E. and Harvie, C. (2020a). Creativity and Intellectual Propery 

Understanding the Creative Economy and the Future of Employment (pp. 49-

73): Springer. 

Fernandez-Pol, J. E. and Harvie, C. (2020b). What a Creative Economy Is and How 

It Works Understanding the Creative Economy and the Future of Employment 

(pp. 27-48): Springer. 



 

277 

Ferraresi, A. A., Quandt, C. O., dos Santos, S. A. and Frega, J. R. (2012). Knowledge 

management and strategic orientation: leveraging innovativeness and 

performance. Journal of knowledge management, 16(5), 688-701. 

Ferreira, J. A. B., Coelho, A. M. and Weersma, L. A. (2019). The mediating effect of 

strategic orientation, innovation capabilities and managerial capabilities among 

exploration and exploitation, competitive advantage and firm’s performance. 

Contaduría y administración, 64(1), 3. 

Fidel, P., Cervera, A. and Schlesinger, W. (2016). Customer’s role in knowledge 

management and in the innovation process: effects on innovation capacity and 

marketing results. Knowledge Management Research & Practice, 14(2), 195-

203. 

Fidel, P., Schlesinger, W. and Cervera, A. (2015). Collaborating to innovate: Effects 

on customer knowledge management and performance. Journal of business 

research, 68(7), 1426-1428. 

Fidel, P., Schlesinger, W. and Emilo, E. (2018). Effects of customer knowledge 

management and customer orientation on innovation capacity and marketing 

results in SMEs: The mediating role of innovation orientation. International 

Journal of Innovation Management, 22(07), 1850055. 

Field, A. (2009). Discovering statistics using SPSS: Sage publications. 

Field, A. (2013). Discovering statistics using IBM SPSS statistics: sage. 

Firman, F. and Thabrani, G. (2018). Total Quality Management, Dynamic 

Capabilities, and Competitive Advantages: Mediating Effect of Innovation. 

Proceedings of the 2018 First Padang International Conference On Economics 

Education, Economics, Business and Management, Accounting and 

Entrepreneurship (PICEEBA 2018),  

Fiss, P. C. (2011). Building better causal theories: A fuzzy set approach to typologies 

in organization research. Academy of Management Journal, 54(2), 393-420. 

Flor, M. L. and Oltra, M. J. (2013). An exploratory analysis of the relationship 

between absorptive capacity and business strategy. Technology Analysis & 

Strategic Management, 25(9), 1103-1117. 

Floyd, F. J. and Widaman, K. F. (1995). Factor analysis in the development and 

refinement of clinical assessment instruments. Psychological assessment, 7(3), 

286. 



 

278 

Forcadell, F. J. and Guadamillas, F. (2002). A case study on the implementation of a 

knowledge management strategy oriented to innovation. Knowledge and 

Process Management, 9(3), 162-171. 

Fornell, C. and Larcker, D. F. (1981). Evaluating structural equation models with 

unobservable variables and measurement error. Journal of marketing research, 

18(1), 39-50. 

Forsman, H. and Temel, S. (2011). Innovation and business performance in small 

enterprises: An enterprise-level analysis. International Journal of Innovation 

Management, 15(03), 641-665. 

Fossas-Olalla, M., Minguela-Rata, B., López-Sánchez, J.-I. and Fernández-

Menéndez, J. (2015). Product innovation: When should suppliers begin to 

collaborate? Journal of Business Research, 68(7), 1404-1406. 

Foumani, S. A. and Chirani, E. (2012). Marketing Knowledge Management in 

Business Organizations. Nigerian Chapter of Arabian Journal of Business and 

Management Review, 62(1084), 1-6. 

Fréchet, M. and Goy, H. (2017). Does strategy formalization foster innovation? 

Evidence from a French sample of small to medium-sized enterprises. M@ n@ 

gement, 20(3), 266-286. 

French Chamber of Commerce & Industry in Jordan (2020). Jordanian 

pharmaceutical products and medical supplies invade the global markets [Press 

release]. Retrieved from https://www.cafraj.com/news/n/news/jordanian-

pharmaceutical-products-and-medical-supplies-invade-the-global-markets.html 

Frezatti, F., Bido, D. d. S., Cruz, A. P. C. d. and Machado, M. J. d. C. (2015). The 

structure of artefacts of management control in the innovation process: does 

exist association with the strategic profile? 

Frinses, K. E., Laba, R. and Reni, A. (2021). Effect of Organizational Culture and 

Organizational Strategy towards Organizational Effectiveness with Knowledge 

Management as an Intervening Variable. Hasanuddin Journal of Business 

Strategy, 3(1), 65-78. 

Fritsch, M. and Meschede, M. (2001). Product innovation, process innovation, and 

size. Review of Industrial organization, 19(3), 335-350. 

Gakere, K. M., Aosa, E., Ogollah, K. and Njihia, J. (2020). Influence Of Strategy 

Typology On Performance Of Freight Forwarding Companies In Kenya. DBA 

Africa Management Review, 10(1). 

https://www.cafraj.com/news/n/news/jordanian-pharmaceutical-products-and-medical-supplies-invade-the-global-markets.html
https://www.cafraj.com/news/n/news/jordanian-pharmaceutical-products-and-medical-supplies-invade-the-global-markets.html


 

279 

Galbreath, J. (2005). Which resources matter the most to firm success? An 

exploratory study of resource-based theory. Technovation, 25(9), 979-987. 

Galbreath, J. (2010). The impact of strategic orientation on corporate social 

responsibility. International Journal of Organizational Analysis, 18(1), 23-40. 

Gall, M. D., Borg, W. R. and P., G. J. . (2006). Educational Research: An 

Introduction (8th ed.). . Boston, MA: Allyn & Bacon. 

Gamage, P. and Weerakoon, W. (2017). Difference in Level of Entrepreneurial 

Knowledge and Strategic Orientation in Terms of Gender. International 

Journal of Engineering and Management Research (IJEMR), 7(5), 246-250. 

Gamal, D., Salah, T. and Elrayyes, E. N. (2011). How to measure organization 

Innovativeness. Technology Innovation and Entrepreneurship Center. 

García-Cruz, J., Real, J. C. and Roldán, J. L. (2018). Managerial perceptions of 

employees’ affective commitment and product innovation. Economics of 

Innovation and New Technology, 27(3), 290-305. 

García-Morales, V. J., Ruiz-Moreno, A. and Llorens-Montes, F. J. (2007). Effects of 

technology absorptive capacity and technology proactivity on organizational 

learning, innovation and performance: An empirical examination. Technology 

Analysis & Strategic Management, 19(4), 527-558. 

García-Murillo, M. and Annabi, H. (2002). Customer knowledge management. 

Journal of the Operational Research society, 875-884. 

Garcia‐Pont, C. and Nohria, N. (2002). Local versus global mimetism: The dynamics 

of alliance formation in the automobile industry. Strategic Management 

Journal, 23(4), 307-321. 

Garver, M. S. and Mentzer, J. T. (1999). Logistics research methods: employing 

structural equation modeling to test for construct validity. Journal of business 

logistics, 20(1), 33. 

Gaskin, J., Godfrey, S. and Vance, A. (2018). Successful system use: It’s not just 

who you are, but what you do. AIS Transactions on Human-Computer 

Interaction, 10(2), 57-81. 

Gatignon, H. and Xuereb, J.-M. (1997). Strategic orientation of the firm and new 

product performance. Journal of marketing research, 77-90. 

Gebert, H., Geib, M., Kolbe, L. and Brenner, W. (2003). Knowledge-enabled 

customer relationship management: integrating customer relationship 



 

280 

management and knowledge management concepts [1]. Journal of knowledge 

management, 7(5), 107-123. 

Geisser, S. (1974). A predictive approach to the random effect model. Biometrika, 

61(1), 101-107. 

Ghannajeh, A. M., AlShurideh, M., Zu'bi, M., Abuhamad, A., Rumman, G. A., 

Suifan, T., et al. (2015). A Qualitative Analysis of Product Innovation in 

Jordan’s Pharmaceutical Sector. European Scientific Journal, ESJ, 11(4). 

Ghoshal, S. (2003). Miles and Snow: Enduring insights for managers. Academy of 

Management Perspectives, 17(4), 109-114. 

Ghoshal, S., Hahn, M. and Moran, P. (1999). Management competence, firm growth 

and economic progress. Contributions to Political Economy, 18(1), 121-150. 

Gibbert, M., Leibold, M. and Probst, G. (2002). Five styles of customer knowledge 

management, and how smart companies use them to create value. European 

management journal, 20(5), 459-469. 

Gil-Gomez, H., Guerola-Navarro, V., Oltra-Badenes, R. and Lozano-Quilis, J. A. 

(2020). Customer relationship management: digital transformation and 

sustainable business model innovation. Economic Research-Ekonomska 

Istraživanja, 1-18. 

Giniuniene, J., & Jurksiene, L. (2015). Dynamic capabilities, innovation and 

organizational learning: Interrelations and impact on firm performance. 

Procedia-Social and Behavioral Sciences, 213, 985-991.  

Glenn D, I. (1992). Determining sample size.  A series of the Program Evaluation 

and Organizational Development. University of Florida, Publication. 

Gold, A. H., Malhotra, A., & Segars, A. H. (2001). Knowledge management: An 

organizational capabilities perspective. Journal of Management Information 

Systems, 18(1), 185-214.  

Golshan, N., Chan, F., Duong, L. and Evans, J. (2019). Executive Compensation and 

Debt-Do Investment Opportunities Matter? Available at SSRN 2711551. 

González-Loureiro, M., Vila Alonso, M. and Schiuma, G. (2015). Knowledge and 

sustained competitive advantage: How do services firms compete? 

Investigaciones europeas de dirección y economía de la empresa, 21(2). 

Goodwin, C. J. (2016). Research in psychology methods and design: John Wiley & 

Sons. 



 

281 

Gopalakrishnan, S. and Damanpour, F. (1997). A review of innovation research in 

economics, sociology and technology management. Omega, 25(1), 15-28. 

Gorry, G. A. and Westbrook, R. A. (2013). Customers, knowledge management, and 

intellectual capital. Knowledge Management Research & Practice, 11(1), 92-

97. 

Gosselin, M. (1997). The effect of strategy and organizational structure on the 

adoption and implementation of activity-based costing. Accounting, 

organizations and society, 22(2), 105-122. 

Gottschalk, P. (2000). Studies of key issues in IS management around the world. 

International journal of information management, 20(3), 169-180. 

Gounaris, S. (2008). Antecedents of internal marketing practice: some preliminary 

empirical evidence. International Journal of Service Industry Management, 

19(3), 400-434. 

Gowen Iii, C., Stock, G. and McFadden, K. (2008). Simultaneous implementation of 

Six Sigma and knowledge management in hospitals. International Journal of 

Production Research, 46(23), 6781-6795. 

Granetter, F. and Forzano, L. (2011). Research methods for the behavioural sciences 

Stamford: Cengage learning. Hare CE, McLeod J (1997). Developing a 

Records Management Programme. 

Grant, R. M. (1991). The resource-based theory of competitive advantage: 

implications for strategy formulation. California management review, 33(3), 

114-135. 

Grant, R. M. (1996a). Prospering in dynamically-competitive environments: 

Organizational capability as knowledge integration. Organization science, 7(4), 

375-387. 

Grant, R. M. (1996b). Toward a knowledge‐based theory of the firm. Strategic 

management journal, 17(S2), 109-122. 

Graves, S. C. and Willems, S. P. (2005). Optimizing the supply chain configuration 

for new products. Management science, 51(8), 1165-1180. 

Grawe, S. J., Chen, H. and Daugherty, P. J. (2009). The relationship between 

strategic orientation, service innovation, and performance. International 

Journal of Physical Distribution & Logistics Management, 39(4), 282-300. 

Greenley, G. E. (1995). Market orientation and company performance: empirical 

evidence from UK companies. British journal of management, 6(1), 1-13. 



 

282 

Greiner, M. E., Böhmann, T. and Krcmar, H. (2007). A strategy for knowledge 

management. Journal of knowledge management. 

Griffith, D. A., Kiessling, T. and Dabic, M. (2012). Aligning strategic orientation 

with local market conditions: Implications for subsidiary knowledge 

management. International Marketing Review, 29(4), 379-402. 

Griffith, D. A., Yalcinkaya, G. and Calantone, R. J. (2010). Do marketing 

capabilities consistently mediate effects of firm intangible capital on 

performance across institutional environments? Journal of World Business, 

45(3), 217-227. 

Grimmer, L., Grimmer, M. and Mortimer, G. (2018). The more things change the 

more they stay the same: A replicated study of small retail firm resources. 

Journal of Retailing and Consumer Services, 44, 54-63. 

Grimmer, L., Miles, M. P., Byrom, J. and Grimmer, M. (2017). The Impact of 

Resources and Strategic Orientation on Small Retail Firm Performance. 

Journal of Small Business Management, 55(S1), 7-26. 

Grinstein, A. (2008a). The effect of market orientation and its components on 

innovation consequences: a meta-analysis. Journal of the Academy of 

Marketing Science, 36(2), 166-173. 

Grinstein, A. (2008b). The relationships between market orientation and alternative 

strategic orientations: A meta-analysis. European journal of marketing, 

42(1/2), 115-134. 

Gross, R. (2018). Exploring the Influence of Slack Resources and Absorptive 

Capacity on Strategic Flexibility Using the Miles and Snow Taxonomy: A 

Review and Future Research Agenda. Journal of Applied Business & 

Economics, 20(5). 

Gu, Q., Jiang, W. and Wang, G. G. (2016). Effects of external and internal sources 

on innovation performance in Chinese high-tech SMEs: A resource-based 

perspective. Journal of Engineering and Technology Management, 40, 76-86. 

Guba, E. G., & Lincoln, Y. S. (1994). Competing paradigms in qualitative research. 

Handbook of qualitative research, 2(163-194), 105.  

Guerrero, M., Urbano, D. and Herrera, F. (2019). Innovation practices in emerging 

economies: Do university partnerships matter? The Journal of Technology 

Transfer, 44(2), 615-646. 



 

283 

Gumusluoglu, L. and Acur, N. (2016). Fit among business strategy, strategy 

formality, and dynamic capability development in new product development. 

European Management Review, 13(2), 107-123. 

Gunasekaran, A. and Ngai, E. (2007). Knowledge management in 21st century 

manufacturing. International Journal of Production Research, 45(11), 2391-

2418. 

Gunasekaran, A., Papadopoulos, T., Dubey, R., Wamba, S. F., Childe, S. J., Hazen, 

B., et al. (2017). Big data and predictive analytics for supply chain and 

organizational performance. Journal of Business Research, 70, 308-317. 

Guo, C., Kulviwat, S., Zhu, J. and Wang, Y. J. (2019). Competing in an emerging 

market: antecedents and consequences of market orientation and the role of 

environmental factors. Journal of Strategic Marketing, 27(3), 248-267. 

Hailat, N. A. (2021). The Development of the Pharmaceutical Sector and the 

Pharmaceutical Industry in the Jordan. Retrieved from 

https://www.yu.edu.jo/index.php/news-events/newscen-m/3510-2021-06-27-

10-23-26 

Hair Jr, J. F., Hult, G. T. M., Ringle, C. and Sarstedt, M. (2016). A primer on partial 

least squares structural equation modeling (PLS-SEM): Sage publications. 

Hair Jr, J. F., Page, M. and Brunsveld, N. (2019). Essentials of business research 

methods: Routledge. 

Hair, J. F., Black, W. C., Babin, B. J. and Anderson, R. E. . (2010). Multivariate Data 

Analysis. 7th Edition. . New Jersey: Prentice Hall. 

Hair, J. F., Black, W. C., Babin, B. J., Anderson, R. E. and Tatham, R. (2006). 

Multivariate data analysis . Uppersaddle River: NJ: Pearson Prentice Hall. 

Hair, J. F., Hult, G. T. M., Ringle, C. M. and Sarstedt, M. (2014). A primer on partial 

least squares structural equation modeling (PLS-SEM). . Thousand Oaks: Sage. 

Hair, J. F., Money, A., Page, M. and and Samouel, P. (2007). Research Methods for 

Business.: John Wiley and Sons Ltd , England. 

Hair, J. F., Ringle, C. M. and Sarstedt, M. (2011). PLS-SEM: Indeed a silver bullet. 

Journal of Marketing theory and Practice, 19(2), 139-152. 

Hair, J. F., Risher, J. J., Sarstedt, M. and Ringle, C. M. (2019). When to use and how 

to report the results of PLS-SEM. European business review. 

Hair, J. F., Sarstedt, M., Pieper, T. M. and Ringle, C. M. (2012a). The use of partial 

least squares structural equation modeling in strategic management research: a 

https://www.yu.edu.jo/index.php/news-events/newscen-m/3510-2021-06-27-10-23-26
https://www.yu.edu.jo/index.php/news-events/newscen-m/3510-2021-06-27-10-23-26


 

284 

review of past practices and recommendations for future applications. Long 

range planning, 45(5-6), 320-340. 

Hair, J. F., Sarstedt, M., Ringle, C. M. and Mena, J. A. (2012b). An assessment of 

the use of partial least squares structural equation modeling in marketing 

research. Journal of the academy of marketing science, 40(3), 414-433. 

Hair, J., Anderson, R., Tatham, R. and Black, W. (1998). Multivariate data analysis . 

Upper Saddle River, New Jersey: Prentice Hall: Inc. 

Hajar, I. (2015). The effect of business strategy on innovation and firm performance 

in small industrial sector. The International Journal of Engineering and 

Science (IJES), 4(2), 1-9. 

Hajar, M. A., Ibrahim, D. N., Darun, M. R. and Al-Sharafi, M. A. (2020). Value 

innovation activities in the wireless telecommunications service sector: A case 

study of the Malaysian market. Journal of Global Business Insights, 5(1), 57-

72. 

Hakala, H. (2011). Strategic orientations in management literature: three approaches 

to understanding the interaction between market, technology, entrepreneurial 

and learning orientations. International Journal of Management Reviews, 

13(2), 199-217. 

Hall, W. K. (1980). Survival strategies in a hostile environment. Harvard Business 

Review, 58(5), 75-85. 

Hambrick, D. C. (1983). Some tests of the effectiveness and functional attributes of 

Miles and Snow's strategic types. Academy of Management journal, 26(1), 5-

26. 

Hambrick, D. C. (2003). On the staying power of defenders, analyzers, and 

prospectors. The Academy of Management Executive, 17(4), 115-118. 

Han, J. K., Kim, N. and Srivastava, R. K. (1998). Market orientation and 

organizational performance: is innovation a missing link? The Journal of 

marketing, 30-45. 

Han, Y. (2019). The Relationship Between Ambidextrous Knowledge Sharing And 

Innovation Within Industrial Clusters: Evidence From China. Interdisciplinary 

Journal of Information, Knowledge and Management, 14, 145-164. 

Han, Y. (2019). The Relationship Between Ambidextrous Knowledge Sharing And 

Innovation Within Industrial Clusters: Evidence From China. Interdisciplinary 

Journal of Information, Knowledge and Management, 14, 145-164. 



 

285 

Han, Y. (2019). The Relationship Between Ambidextrous Knowledge Sharing And 

Innovation Within Industrial Clusters: Evidence From China. Interdisciplinary 

Journal of Information, Knowledge and Management, 14, 145-164. 

Han, Y. and Li, D. (2015). Effects of intellectual capital on innovative performance. 

Management Decision. 

Haneda, S. and Ito, K. (2018). Organizational and human resource management and 

innovation: Which management practices are linked to product and/or process 

innovation? Research Policy, 47(1), 194-208. 

Hao, S. and Song, M. (2016). Technology-driven strategy and firm performance: Are 

strategic capabilities missing links? Journal of Business Research, 69(2), 751-

759. 

Hariandja, E. S. (2016). Service Excellence through Dynamic Marketing Capability. 

In 2016 Global Conference on Business, Management and Entrepreneurship. 

Atlantis Press. 

Harman, H. H. (1967). Modern factor analysis. University of Chicago press. 

Harmancioglu, N., Sääksjärvi, M. and Hultink, E. J. (2020). Cannibalize and 

combine? The impact of ambidextrous innovation on organizational outcomes 

under market competition. Industrial Marketing Management, 85, 44-57. 

Harrim, H. M. (2010). Relationship between learning organization and organizational 

performance: Empirical study of pharmaceutical firms in Jordan. Jordan 

Journal of Business Administration, 6(3), 405-424. 

Harsono, M. and Haryono, T. (2014). The relationship between strategy orientation 

and marketing performance: the role of organizational change capability. 

Harvie, C. and Lee, B.-C. (2005). Sustaining growth and performance in East Asia: 

The role of small and medium sized enterprises (Vol. 3): Edward Elgar 

Publishing. 

Hatten, K. J., James, W. L. and Meyer, D. G. (2004). The longevity of the 

performance effects of the Miles and Snow strategic archetypes: A ten-year 

perspective in US banking. International Journal of Management and Decision 

Making, 5(2-3), 196-215. 

Haucap, J., Rasch, A. and Stiebale, J. (2019). How mergers affect innovation: Theory 

and evidence. International Journal of Industrial Organization, 63, 283-325. 

Hawrysz, L. (2020). Strategic Orientation and Effects of E-Administration: Findings 

from the Miles and Snow Framework. Administrative Sciences, 10(2), 35. 



 

286 

Hawrysz, L. (2020). Strategic Orientation in E-administration. Zeszyty Naukowe. 

Organizacja i Zarządzanie/Politechnika Śląska, (147 Modernity of industry 

and services), 129-139. 

Hayes, A. F. (2013). Introduction to mediation, moderation, and conditional process 

analysis: Methodology in the Social Sciences. Kindle Edition, 193. 

He, J. (2004). Knowledge impacts of user participation: a cognitive perspective. 

Proceedings of the 2004 Proceedings of the 2004 SIGMIS conference on 

Computer personnel research: Careers, culture, and ethics in a networked 

environment, 1-7. 

He, P., Pei, Y., Lin, C. and Ye, D. (2021). Ambidextrous Marketing Capabilities, 

Exploratory and Exploitative Market-Based Innovation, and Innovation 

Performance: An Empirical Study on China’s Manufacturing Sector. 

Sustainability, 13(3), 1146. 

He, W., Zhang, W., Tian, X., Tao, R. and Akula, V. (2019). Identifying customer 

knowledge on social media through data analytics. Journal of Enterprise 

Information Management. 

He, Z.-L. and Wong, P.-K. (2004). Exploration vs. exploitation: An empirical test of 

the ambidexterity hypothesis. Organization science, 15(4), 481-494. 

Healy, M., & Perry, C. (2000). Comprehensive criteria to judge validity and 

reliability of qualitative research within the realism paradigm. Qualitative 

Market Research: An International Journal.  

Heiens, R. A., Quttainah, M. A. and Pleshko, L. P. (2018). The Miles and Snow 

Typology Groups: A Comparison of Services and Manufacturing Samples. 

Arab Journal of Administrative Sciences, 25(1). 

Heij, C. V., Volberda, H. W., Van den Bosch, F. A. and Hollen, R. M. (2020). How 

to leverage the impact of R&D on product innovation? The moderating effect 

of management innovation. R&D Management, 50(2), 277-294. 

Helfat, C. E. (1997). Know‐how and asset complementarity and dynamic capability 

accumulation: the case of R&D. Strategic management journal, 18(5), 339-

360. 

Helfat, C. E. and Raubitschek, R. S. (2000). Product sequencing: co‐evolution of 

knowledge, capabilities and products. Strategic management journal, 

21(10‐11), 961-979. 



 

287 

Helfat, C. E. and Winter, S. G. (2011). Untangling dynamic and operational 

capabilities: Strategy for the (N) ever‐changing world. Strategic management 

journal, 32(11), 1243-1250. 

Hemmati, M. and Hosseini, H. (2016). Effect of IT application on project 

performance focusing on the mediating role of organizational innovation, 

knowledge management and organizational capabilities. Engineering, 

Technology & Applied Science Research, 6(6), 1221-1226. 

Henseler, J. (2012). Why generalized structured component analysis is not 

universally preferable to structural equation modeling. Journal of the Academy 

of Marketing Science, 40(3), 402-413. 

Henseler, J., Dijkstra, T. K., Sarstedt, M., Ringle, C. M., Diamantopoulos, A., 

Straub, D. W., et al. (2014). Common beliefs and reality about PLS: Comments 

on Rönkkö and Evermann (2013). Organizational research methods, 17(2), 

182-209. 

Henseler, J., Ringle, C. M. and Sarstedt, M. (2015). A new criterion for assessing 

discriminant validity in variance-based structural equation modeling. Journal 

of the academy of marketing science, 43(1), 115-135. 

Hermans, R. (2004). International mega-trends and growth prospects of the Finnish 

biotechnology industry: essays on new economic geography, market structure 

of the pharmaceutical industry, sources of financing, intellectual capital and 

industry projections: Helsinki University of Technology. 

Hernández-Linares, R., Kellermanns, F. W. and López-Fernández, M. C. (2020). 

Dynamic capabilities and SME performance: The moderating effect of market 

orientation. Journal of Small Business Management, 1-34. 

Herzig, A. and Karlsson, M. (2017). The Influence of Organisational Culture on 

Dynamic Marketing Capabilities: A case study in the e-tail industry. 

Hidalgo-Peñate, A., Nieves, J. and Padrón-Robaina, V. (2020). The influence of 

employees’ knowledge, organisational commitment, and culture on the 

innovativeness of vocational educational. Knowledge Management Research & 

Practice, 1-12. 

High Health Council (2020). The National Strategy for Health Sector in Jordan 2016- 

2020. High Health Council. 

Higón, D. A. (2012). The impact of ICT on innovation activities: Evidence for UK 

SMEs. International Small Business Journal, 30(6), 684-699. 



 

288 

Hijjawi, A. (2006). Data Bank: The Jordanian Association of Pharmaceutical 

Manufacturers, Amman. 

Hill, C. W. (1988). Differentiation versus low cost or differentiation and low cost: A 

contingency framework. Academy of management Review, 13(3), 401-412. 

Hine, D. and Ryan, N. (1999). Small service firms–creating value through 

innovation. Managing Service Quality: An International Journal, 9(6), 411-

422. 

Hinkin, T. R. (1998). A brief tutorial on the development of measures for use in 

survey questionnaires. Organizational research methods, 1(1), 104-121. 

Ho, C.-Y., Li, X. and Zhou, W. (2017). Foreign direct investment spillovers and 

pharmaceutical innovation: The role of intellectual property rights: ADBI 

Working Paper. 

Ho, J. and Plewa, C. (2020). Recipes for new product success: the interplay between 

orientations and environmental turbulence. Journal of Business & Industrial 

Marketing. 

Ho, J., Plewa, C. and Lu, V. N. (2016). Examining strategic orientation 

complementarity using multiple regression analysis and fuzzy set QCA. 

Journal of Business Research, 69(6), 2199-2205. 

Ho, K. L. P., Nguyen, C. N., Adhikari, R., Miles, M. P. and Bonney, L. (2018). 

Exploring market orientation, innovation, and financial performance in 

agricultural value chains in emerging economies. Journal of Innovation & 

Knowledge, 3(3), 154-163. 

Hock-Doepgen, M., Clauss, T., Kraus, S. and Cheng, C.-F. (2020). Knowledge 

management capabilities and organizational risk-taking for business model 

innovation in SMEs. Journal of Business Research. 

Hodges, N. J. and Link, A. N. (2019). Innovation by design. Small Business 

Economics, 52(2), 395-403. 

Hodgkinson, G. P. and Healey, M. P. (2011). Psychological foundations of dynamic 

capabilities: reflexion and reflection in strategic management. Strategic 

Management Journal, 32(13), 1500-1516. 

Hoe, S. L. (2008). Issues and procedures in adopting structural equation modeling 

technique. Journal of applied quantitative methods, 3(1), 76-83. 

Hoelter, J. W. (1983). The analysis of covariance structures: Goodness-of-fit indices. 

Sociological Methods & Research, 11(3), 325-344. 



 

289 

Hong, P., Dobrzykowski, D., Park, Y. W., HassabElnaby, H. R., Hwang, W. and 

Vonderembse, M. A. (2012). The impact of ERP implementation on 

organizational capabilities and firm performance. Benchmarking: An 

International Journal. 

Höök, K. and Löwgren, J. (2012). Strong concepts: Intermediate-level knowledge in 

interaction design research. ACM Transactions on Computer-Human 

Interaction (TOCHI), 19(3), 1-18. 

Hooley, G. J., Greenley, G. E., Cadogan, J. W. and Fahy, J. (2005). The performance 

impact of marketing resources. Journal of business research, 58(1), 18-27. 

Hooley, G., Piercy, N. F. and Nicoulaud, B. (2008). Marketing strategy and 

competitive positioning (Vol. Fourth Edition ): Prentice Hall/Financial Times. 

Hoppner, J. J., Griffith, D. A. and White, R. C. (2015). Reciprocity in relationship 

marketing: A cross-cultural examination of the effects of equivalence and 

immediacy on relationship quality and satisfaction with performance. Journal 

of International Marketing, 23(4), 64-83. 

Hortinha, P., Lages, C. and Lages, L. F. (2011). The trade-off between customer and 

technology orientations: impact on innovation capabilities and export 

performance. Journal of International Marketing, 19(3), 36-58. 

Howard, C. (2013). Strategic Adoption of Technological Innovations: IGI Global. 

Hsu, C.-C., Tan, K.-C. and Zailani, S. H. M. (2016). Strategic orientations, 

sustainable supply chain initiatives, and reverse logistics. International journal 

of operations & production management. 

Hsu, I. C. and Sabherwal, R. (2012). Relationship between intellectual capital and 

knowledge management: an empirical investigation. Decision Sciences, 43(3), 

489-524. 

Hu, H. and Hafsi, T. (2010). Strategic change in a shifting institutional context. 

Journal of Change Management, 10(3), 293-313. 

Huffman, W. E. (2020). Human Capital and Adoption of Innovations: Policy 

Implications. Applied Economic Perspectives and Policy, 42(1), 92-99. 

Hughes, P. and Morgan, R. E. (2008). Fitting strategic resources with product-market 

strategy: performance implications. Journal of Business Research, 61(4), 323-

331. 



 

290 

Hult, G. T. M., Hurley, R. F. and Knight, G. A. (2004). Innovativeness: Its 

antecedents and impact on business performance. Industrial marketing 

management, 33(5), 429-438. 

Hult, G. T. M., Ketchen Jr, D. J. and Slater, S. F. (2005). Market orientation and 

performance: an integration of disparate approaches. Strategic management 

journal, 26(12), 1173-1181. 

Hult, G. T. M., Ketchen Jr, D. J., Cavusgil, S. T. and Calantone, R. J. (2006). 

Knowledge as a strategic resource in supply chains. Journal of operations 

management, 24(5), 458-475. 

Hult, G. T. M., Snow, C. C. and Kandemir, D. (2003). The role of entrepreneurship 

in building cultural competitiveness in different organizational types. Journal 

of management, 29(3), 401-426. 

Hung, R. Y. Y., Yang, B., Lien, B. Y.-H., McLean, G. N. and Kuo, Y.-M. (2010). 

Dynamic capability: Impact of process alignment and organizational learning 

culture on performance. Journal of World Business, 45(3), 285-294. 

Hunt, S. D. and Morgan, R. M. (1995). The comparative advantage theory of 

competition. The Journal of Marketing, 1-15. 

Hurley, R. F. and Hult, G. T. M. (1998). Innovation, market orientation, and 

organizational learning: an integration and empirical examination. The Journal 

of marketing, 42-54. 

Hussain, I., Qurashi, A., Mujtaba, G., Waseem, M. A. and Iqbal, Z. (2019). 

Knowledge management: a roadmap for innovation in SMEs’ sector of Azad 

Jammu & Kashmir. Journal of Global Entrepreneurship Research, 9(1), 9. 

Hussain, J., Rahman, W. and Shah, F. A. (2016). Market orientation and 

performance: the interaction effect of entrepreneurial orientation. Pakistan 

Journal of Commerce and Social Sciences, 10(2), 388. 

Iacobucci, D., Saldanha, N. and Deng, X. (2007). A meditation on mediation: 

Evidence that structural equations models perform better than regressions. 

Journal of Consumer Psychology, 17(2), 139-153. 

Ibidunni, A. S. and Falola, H. O. (2018). Impact of Strategic Orientation Dimensions 

on New Product Development in Agro-based Nigerian Firms. Economics and 

Management Research Projects: An International Journal, 3(1), 1-8. 



 

291 

Ibidunni, A. S. and Ogundana, O. M. (2014). Antecedents of Business Level 

Strategies in Nigerian Agro-Based Firms. Journal of Competitiveness, 6(3), 63-

76. 

Ibidunni, A. S., Ogunnaike, O. and Abiodun, A. (2017). Extending the knowledge 

strategy concept: Linking organizational knowledge with strategic orientations. 

Academy of strategic management journal, 16(3). 

Idarrou, A. and Douzi, H. (2020). Sampling Technique for Complex Data Sampling 

Techniques for Supervised or Unsupervised Tasks (pp. 185-203): Springer. 

Ingram, T., Kraśnicka, T., Wronka-Pośpiech, M., Głód, G. and Głód, W. (2016). 

Relationships Between Miles and Snow Strategic Types and Organizational 

Performance in Polish Production Companies. Journal of Management and 

Business Administration, 24(1), 17-45. 

Inkinen, H. (2016). Review of empirical research on knowledge management 

practices and firm performance. Journal of knowledge management. 

Inkinen, H., Kianto, A. and Vanhala, M. (2015). Knowledge management practices 

and innovation performance in Finland. 

Inkpen, A. and Choudhury, N. (1995). The seeking of strategy where it is not: 

Towards a theory of strategy absence. Strategic Management Journal, 16(4), 

313-323. 

Inkpen, A. C. a. D., A. (1998). Knowledge management processes and international 

joint ventures Organization Science, Vol. 9 (No. 4), pp. 454-468. 

Ishak, R. and Mansor, M. (2020). The Relationship between Knowledge 

Management and Organizational Learning with Academic Staff Readiness for 

Education 4.0. Eurasian Journal of Educational Research, 85, 169-184. 

Isik, H. B., Nihat, I. and Kilinc, E. C. (2016). The Relationship between 

Entrepreneurship and Innovation: A Dynamic Panel Data Analysis. 

Jaakkola, M., Möller, K., Parvinen, P., Evanschitzky, H. and Mühlbacher, H. (2010). 

Strategic marketing and business performance: A study in three European 

‘engineering countries’. Industrial Marketing Management, 39(8), 1300-1310. 

Jackson, P. and Richter, N. (2017). Situational logic: An analysis of open innovation 

using corporate accelerators. International Journal of Innovation Management, 

21(07), 1750062. 

Jackson, S. L. (2015). Research methods and statistics: A critical thinking approach: 

Cengage Learning. 



 

292 

Jacob, F., Kleipaß, U. and Pohl, A. (2014). Nature and role of customer satisfaction 

in the solution business. European Management Journal, 32(3), 487-498. 

Jacobsen, D. I. and Johnsen, Å. (2020). Alignment of strategy and structure in local 

government. Public Money & Management, 40(4), 276-284. 

James, W. L. and Hatten, K. J. (1995). Further evidence on the validity of the self 

typing paragraph approach: Miles and Snow strategic archetypes in banking. 

Strategic management journal, 16(2), 161-168. 

Jansen, J. J., Van Den Bosch, F. A. and Volberda, H. W. (2006). Exploratory 

innovation, exploitative innovation, and performance: Effects of organizational 

antecedents and environmental moderators. Management science, 52(11), 

1661-1674. 

Janssen, M. J., Castaldi, C. and Alexiev, A. (2016). Dynamic capabilities for service 

innovation: conceptualization and measurement. R&D Management, 46(4), 

797-811. 

Jaskyte, K. (2020). Technological and Organizational Innovations and Financial 

Performance: Evidence from Nonprofit Human Service Organizations. 

VOLUNTAS: International Journal of Voluntary and Nonprofit Organizations, 

1-11. 

Jaworski, B. J. and Kohli, A. K. (1993). Market orientation: antecedents and 

consequences. The Journal of marketing, 53-70. 

Jayachandran, S., Hewett, K. and Kaufman, P. (2004). Customer response capability 

in a sense-and-respond era: the role of customer knowledge process. Journal of 

the Academy of Marketing Science, 32(3), 219-233. 

Jia, X., Chen, J., Mei, L. and Wu, Q. (2018). How leadership matters in 

organizational innovation: a perspective of openness. Management Decision, 

56(1), 6-25. 

Jiang, W., Mavondo, F. and Zhao, W. (2019). The impact of business networks on 

dynamic capabilities and product innovation: The moderating role of strategic 

orientation. Asia Pacific Journal of Management, 1-28. 

Jiménez-Jiménez, D. and Sanz-Valle, R. (2011). Innovation, organizational learning, 

and performance. Journal of business research, 64(4), 408-417. 

Jin, B. and Cho, H. J. (2018). Examining the role of international entrepreneurial 

orientation, domestic market competition, and technological and marketing 



 

293 

capabilities on SME’s export performance. Journal of Business & Industrial 

Marketing. 

Jin, B., Jung, S. and Jeong, S. W. (2018). Dimensional effects of Korean SME’s 

entrepreneurial orientation on internationalization and performance: the 

mediating role of marketing capability. International Entrepreneurship and 

Management Journal, 14(1), 195-215. 

Johannessen, J.-A. (2018). A Historical Introduction to Knowledge Management 

Knowledge Management as a Strategic Asset: Emerald Publishing Limited. 

Johannessen, J.-A., Olsen, B. and Lumpkin, G. T. (2001). Innovation as newness: 

what is new, how new, and new to whom? European Journal of innovation 

management, 4(1), 20-31. 

Johnson, R. B. and Onwuegbuzie, A. J. (2004). Mixed methods research: A research 

paradigm whose time has come. Educational researcher, 33(7), 14-26. 

Johnson, R. B., Onwuegbuzie, A. J. and Turner, L. A. (2007). Toward a definition of 

mixed methods research. Journal of mixed methods research, 1(2), 112-133. 

Jones, O. (2000). Innovation management as a post‐modern phenomenon: the 

outsourcing of pharmaceutical R&D. British Journal of management, 11(4), 

341-356.  

Joranian Kuwaiti Bank (2012) - pharmaceutical industries in Jordan, Annual Report, 

2012. 

Jordan Investment Comission (2018a). Industry Sector in Jordan, from 

https://www.jic.gov.jo/en/industrial/. 

Jordan Investment Commission (2017). The importance of the industry sector.  

Retrieved from https://www.jic.gov.jo/en/industrial/. 

Jordan Investment Commission (2018b). Overview of the Healthcare Sector in 

Jordan Jordan Investment Commission. 

Joshi, M. P., Das, S. R. and Mouri, N. (2015). Antecedents of innovativeness in 

technology‐based services (TBS): peering into the black box of entrepreneurial 

orientation. Decision Sciences, 46(2), 367-402. 

Jun, J., Lee, T. and Park, C. (2020). The mediating role of innovativeness and the 

moderating effects of strategic choice on SME performance. Journal of Small 

Business Management, 1-21. 

https://www.jic.gov.jo/en/industrial/


 

294 

Kabanoff, B. and Brown, S. (2008). Knowledge structures of prospectors, analyzers, 

and defenders: Content, structure, stability, and performance. Strategic 

Management Journal, 29(2), 149-171. 

Kachouie, R., Mavondo, F. and Sands, S. (2018). Dynamic marketing capabilities 

view on creating market change. European Journal of Marketing, 52(5/6), 

1007-1036. 

Kadarusman, S., Troena, E. A. and Ratnawati, K. (2019). The Influence Between 

Entrepreneurial Orientation and Organization Performance Role-Playing 

Organization and Competitive Advantage as a Mediation Variable. Journal Of 

Engineering and Applied Science, 14(14), 4703-4712. 

Kafchehi, P., Hasani, K. and Gholami, A. (2016). The Relationship between 

Innovation orientation and strategic typology in business firms. International 

Journal of Knowledge-Based Organizations (IJKBO), 6(2), 1-20. 

Kairiša, I. and Lapiņa, I. (2019). Analysis Of Factors Influencing Quality Culture 

And Their Impact On Organizational Development. Proceedings of the 2019 

Proceedings of the International Scientific Conference. Volume VI, 247. 

Kaiser, H. F. (1960). The application of electronic computers to factor analysis. 

Educational and psychological measurement, 20(1), 141-151. 

Kaiser, H. F. (1970). A second generation little jiffy. Psychometrika, 35(4), 401-415. 

Kamboj, S. and Rahman, Z. (2015). Marketing capabilities and firm performance: 

literature review and future research agenda. International Journal of 

Productivity and Performance Management, 64(8), 1041-1067. 

Kamboj, S. and Rahman, Z. (2017). Market orientation, marketing capabilities and 

sustainable innovation. Management Research Review. 

Kanter, R. (1985). Supporting innovation and venture development in established 

companies. Journal of business venturing, 1(1), 47-60. 

Karasneh, A. A.-F. (2019). Reinforcing Innovation Through Knowledge 

Management: Mediating Role Of Organizational Learning. Interdisciplinary 

Journal of Information, Knowledge and Management, 14, 235-253. 

Kargaran, S., Pour, M. J. and Moeini, H. (2017). Successful customer knowledge 

management implementation through social media capabilities. VINE Journal 

of Information and Knowledge Management Systems. 

Karimi, A. and Allameh, S. M. (2016). Global Journal on Humanites & Social 

Sciences. 



 

295 

Kasunic, M. (2005). Designing an effective survey: Carnegie-Mellon Univ 

Pittsburgh PA Software Engineering Inst. 

Kaur, J., Chahal, H. and Gupta, M. (2019). Re-investigating Market Orientation and 

Environmental Turbulence in Marketing Capability and Business Performance 

Linkage: A Structural Approach Understanding the Role of Business Analytics 

(pp. 145-168): Springer. 

Kaur, N. and Kaur, P. (2020). What drives innovation in micro, small, and medium 

enterprises? Journal of Public Affairs, e2336. 

Kaya, N. and Patton, J. (2011). The effects of knowledge‐based resources, market 

orientation and learning orientation on innovation performance: An empirical 

study of Turkish firms. Journal of international development, 23(2), 204-219. 

Keiningham, T., Aksoy, L., Bruce, H. L., Cadet, F., Clennell, N., Hodgkinson, I. R., 

et al. (2020). Customer experience driven business model innovation. Journal 

of Business Research, 116, 431-440. 

Kellermanns, F., Walter, J., Crook, T. R., Kemmerer, B. and Narayanan, V. (2016). 

The resource‐based view in entrepreneurship: A content‐analytical comparison 

of researchers' and entrepreneurs' views. Journal of Small Business 

Management, 54(1), 26-48. 

Kenndey, J. (2020). The recipient perspective: a mixed methods Inquiry of 

knowledge seeking factors in tacit knowledge contexts. Dublin City University.    

Keskin, H. (2006). Market orientation, learning orientation, and innovation 

capabilities in SMEs: An extended model. European Journal of innovation 

management, 9(4), 396-417. 

Ketchen Jr, D. J., Hult, G. T. M. and Slater, S. F. (2007). Toward greater 

understanding of market orientation and the resource‐based view. Strategic 

management journal, 28(9), 961-964. 

Ketchen Jr, D. J., Thomas, J. B. and Snow, C. C. (1993). Organizational 

configurations and performance: A comparison of theoretical approaches. 

Academy of management journal, 36(6), 1278-1313. 

Ketelhöhn, N., Brenes, E. and Pérez, F. (2012). Estrategias de diferenciación en 

empresas agrícolas. INCAE Business Review, 2(5). 

Khana, W. A., Arshadb, M. Z., Shahidanc, A. N., Hassan, M. and Arshadd, I. K. 

(2020). The Mediating Effect of Innovation on the Relationship between 



 

296 

Strategic Orientation and Performance of Large Manufacturing Firms in 

Pakistan. 

Khattab, S. A. (2017). The Impact of Dynamic Capability on Innovation (An Applied 

Study on Jordanian Pharmaceutical Organizations). European Journal of 

Business and Management, 9(20), 73-85.  

Khodakarami, F. and Chan, Y. E. (2014). Exploring the role of customer relationship 

management (CRM) systems in customer knowledge creation. Information & 

Management, 51(1), 27-42. 

Kim, H.-S. and Kim, Y.-G. (2009). A CRM performance measurement framework: 

Its development process and application. Industrial marketing management, 

38(4), 477-489. 

Kim, J. and Boo, S. (2010). Dynamic capabilities and performance of meeting 

planners. Journal of Travel & Tourism Marketing, 27(7), 736-747. 

Kim, M., Song, J. and Triche, J. (2015). Toward an integrated framework for 

innovation in service: A resource-based view and dynamic capabilities 

approach. Information Systems Frontiers, 17(3), 533-546. 

Kim, M.-S. (2019). The Effect of Dynamic Capabilities, Operational Capabilities, 

and IT Capabilities on Innovative Performance: Focusing on Exploration and 

Exploitation. Journal of the Korea Academia-Industrial cooperation Society, 

20(1), 41-51. 

Kim, W. C. (2005). Blue ocean strategy: from theory to practice. California 

management review, 47(3), 105-121. 

Kim, W. C. and Mauborgne, R. A. (2005). Blue ocean strategy: Harvard business 

review Press. 

Kirca, A. H., Jayachandran, S. and Bearden, W. O. (2005). Market orientation: A 

meta-analytic review and assessment of its antecedents and impact on 

performance. Journal of marketing, 69(2), 24-41. 

Kline, R. B. (2011). Principles and practice of structural equation modelling (3rd 

ed.). . New York: Guilford Press. 

Klomp, L. and Van Leeuwen, G. (2001). Linking innovation and firm performance: a 

new approach. International Journal of the Economics of Business, 8(3), 343-

364. 



 

297 

Kock, A. and Gemünden, H. G. (2016). How strategic orientation moderates the 

relationship between innovation portfolio management and success. 

Proceedings of the 2016 RD Manag. Conf, 3-6. 

Kock, A., Gemünden, H. G., Salomo, S., & Schultz, C. (2011). The mixed blessings 

of technological innovativeness for the commercial success of new products. 

Journal of Product Innovation Management, 28(s1), 28-43.  

Kogut, B. and Zander, U. (1992). Knowledge of the firm, combinative capabilities, 

and the replication of technology. Organization science, 3(3), 383-397. 

Kohli, A. K. and Jaworski, B. J. (1990). Market orientation: the construct, research 

propositions, and managerial implications. The Journal of Marketing, 1-18. 

Kohli, A. K., Jaworski, B. J. and Kumar, A. (1993). MARKOR: a measure of market 

orientation. Journal of Marketing research, 467-477. 

Kong, D., Yang, X., Liu, C. and Yang, W. (2020). Business strategy and firm efforts 

on environmental protection: Evidence from China. Business Strategy and the 

Environment, 29(2), 445-464. 

Korhonen-Sande, S. and Sande, J. B. (2016). Improving customer knowledge 

transfer in industrial firms: how does previous work experience influence the 

effect of reward systems? Journal of Business & Industrial Marketing. 

Köseoglu, M. A., Topaloglu, C., Parnell, J. A. and Lester, D. L. (2013). Linkages 

among business strategy, uncertainty and performance in the hospitality 

industry: Evidence from an emerging economy. International Journal of 

Hospitality Management, 34, 81-91. 

Kotabe, M., Srinivasan, S. S. and Aulakh, P. S. (2002). Multinationality and firm 

performance: The moderating role of R&D and marketing capabilities. Journal 

of international business studies, 33(1), 79-97. 

Kozlenkova, I. V., Samaha, S. A. and Palmatier, R. W. (2014). Resource-based 

theory in marketing. Journal of the Academy of Marketing Science, 42(1), 1-

21. 

Krasnikov, A. and Jayachandran, S. (2008). The relative impact of marketing, 

research-and-development, and operations capabilities on firm performance. 

Journal of marketing, 72(4), 1-11. 

Kraus, S., Berchtold, J., Palmer, C. and Filser, M. (2018). Entrepreneurial 

orientation: the dark triad of executive personality. Journal of Promotion 

Management, 24(5), 715-735. 



 

298 

Krejcie, R. V. and Morgan, D. W. (1970). Determining sample size for research 

activities. Educational and psychological measurement, 30(3), 607-610. 

Kristensson, P., Gustafsson, A. and Archer, T. (2004). Harnessing the creative 

potential among users. Journal of product innovation management, 21(1), 4-

14. 

Krosnick, J. A. (2018). Questionnaire design The Palgrave Handbook of Survey 

Research (pp. 439-455): Springer. 

Kumar, K., Boesso, G., Favotto, F. and Menini, A. (2012). Strategic orientation, 

innovation patterns and performances of SMEs and large companies. Journal 

of Small Business and Enterprise Development, 19(1), 132-145. 

Kumar, R. and Kumar, A. (2020). Conceptualizing corporate entrepreneurship 

capability and its linkages towards firm performance Sustainable Business: 

Concepts, Methodologies, Tools, and Applications (pp. 1771-1796): IGI 

Global. 

Kumar, T. N. (2018). Knowledge Management Practices-its impact on Job 

Satisfaction (With special reference to banking sector). International Journal 

of Research in Social Sciences, 8(3), 528-545. 

Kumar, V. and Sharma, R. (2017). An empirical investigation of critical success 

factors influencing the successful TQM implementation for firms with different 

strategic orientation. International Journal of Quality & Reliability 

Management. 

Kumar, V., Sharma, R., Verma, P., Lai, K.-K. and Chang, Y.-H. (2018). Mapping the 

TQM implementation. Benchmarking: An International Journal. 

Kurniawati, A., Wiratmadja, I. I., Sunaryo, I. and Samadhi, T. A. (2019). 

Relationship Among Knowledge Management, Innovation, and Performance: 

A Systematic Literature Review. Proceedings of the 2019 2019 IEEE 6th 

International Conference on Industrial Engineering and Applications (ICIEA), 

700-704. 

Ladeira, W. J., de Oliveira Santini, F., da Costa, J. R. A. and Ribeiro, L. E. S. (2018). 

Strategic orientation for failure recovery and performance behavior. Marketing 

Intelligence & Planning. 

Lado, N. and Maydeu-Olivares, A. (2001). Exploring the link between market 

orientation and innovation in the European and US insurance markets. 

International Marketing Review, 18(2), 130-145. 



 

299 

Laforet, S. (2009). Effects of size, market and strategic orientation on innovation in 

non‐high‐tech manufacturing SMEs. European Journal of Marketing. 

Lai, H., Shi, H. and Zhou, Y. (2020). Regional technology gap and innovation 

efficiency trap in Chinese pharmaceutical manufacturing industry. PloS one, 

15(5), e0233093. 

Lai, M.-C. and Yap, S.-F. (2004). Technology development in Malaysia and the 

newly industrializing economies: A comparative analysis. Asia Pacific 

Development Journal, 11(2), 53-80. 

Lakshman, C. and Parente, R. C. (2008). Supplier‐focused knowledge management 

in the automobile industry and its implications for product performance. 

Journal of Management Studies, 45(2), 317-342. 

Lamin, A. and Livanis, G. (2020). Do third-party certifications work in a weak 

institutional environment? Journal of International Management, 100742. 

Lane, P. J., Koka, B. R. and Pathak, S. (2006). The reification of absorptive capacity: 

A critical review and rejuvenation of the construct. Academy of management 

review, 31(4), 833-863. 

Langerak, F., Nijssen, E., Frambach, R. and Gupta, A. (1999). Exploratory results on 

the importance of R&D knowledge domains in businesses with different 

strategies. R&D Management, 29(3), 209-218. 

Latan, H., Noonan, R. and Matthews, L. (2017). Partial least squares path modeling. 

Partial least squares path modeling: basic concepts, methodological issues and 

applications. https://doi. org/10.1007/978-3-319-64069-3 DOI: https://doi. 

org/10.1007/978-3-319-64069-3. 

Laugen, B. T., Boer, H. and Acur, N. (2006). The new product development 

improvement motives and practices of Miles and Snow's prospectors, analysers 

and defenders. Creativity and innovation management, 15(1), 85-95. 

Lauver, K. J., Nahm, A. Y., Opall, B. S. and Keyes, J. P. (2020). The importance of 

aligning lean with organisational strategy. International Journal of Business 

Excellence, 21(1), 17-36. 

Lawrence, K., Chan, P. W. and James, A. (2016). Absorptive Capacity As A Basis 

For Construction Innovation: From A Capabilities To A Routines Perspective. 

Ledesma-Chaves, P., Arenas-Gaitán, J. and Garcia-Cruz, R. (2020). International 

expansion: mediation of dynamic capabilities. Marketing Intelligence & 

Planning. 



 

300 

Lee, A. H., Wang, W.-M. and Lin, T.-Y. (2010). An evaluation framework for 

technology transfer of new equipment in high technology industry. 

Technological Forecasting and Social Change, 77(1), 135-150. 

Lee, C., Lee, K. and Pennings, J. M. (2001). Internal capabilities, external networks, 

and performance: a study on technology‐based ventures. Strategic management 

journal, 22(6‐7), 615-640. 

Lee, S. M., Lee, D. and Schniederjans, M. J. (2011). Supply chain innovation and 

organizational performance in the healthcare industry. International Journal of 

Operations & Production Management, 31(11), 1193-1214. 

Lee, V.-H., Leong, L.-Y., Hew, T.-S. and Ooi, K.-B. (2013). Knowledge 

management: a key determinant in advancing technological innovation? 

Journal of knowledge management. 

Leech, N. L. and Onwuegbuzie, A. J. (2009). A typology of mixed methods research 

designs. Quality & quantity, 43(2), 265-275. 

Leitner, K.-H. (2011). The effect of intellectual capital on product innovativeness in 

SMEs. International Journal of Technology Management, 53(1), 1-18. 

LeMay, S., Helms, M. M., Kimball, B. and McMahon, D. (2017). Supply chain 

management: the elusive concept and definition. The International Journal of 

Logistics Management, 28(4), 1425-1453. 

Leonard‐Barton, D. (1992). Core capabilities and core rigidities: A paradox in 

managing new product development. Strategic management journal, 13(S1), 

111-125. 

Leonardi, E. (2019). Bringing class analysis back in: assessing the transformation of 

the value-nature nexus to strengthen the connection between degrowth and 

environmental justice. Ecological economics, 156, 83-90. 

Leppänen, P. T., McKenny, A. F. and Short, J. C. (2019). Qualitative comparative 

analysis in entrepreneurship: Exploring the approach and noting opportunities 

for the future. Standing on the shoulders of giants: Traditions and innovations 

in research methodology, 155-177. 

Lettice, F., Tschida, M. and Forstenlechner, I. (2014). Managing in an economic 

crisis: The role of market orientation in an international law firm. Journal of 

business Research, 67(1), 2693-2700. 

Lettl, C. (2007). User involvement competence for radical innovation. Journal of 

engineering and technology management, 24(1-2), 53-75. 



 

301 

Lev, B. and Sougiannis, T. (1996). The capitalization, amortization, and value-

relevance of R&D. Journal of accounting and economics, 21(1), 107-138. 

Lewrick, M. (2009). Introduction of an evaluation tool to predict the probability of 

success of companies: the innovativeness, capabilities and potential model 

(ICP). Journal of technology management & innovation, 4(1), 33-47. 

Li, W. (2015). The concept and scale development of the marketing dynamic 

capabilities. Journal of Business Economics,, Vol. 280 (No. 2,), pp. 68-77. 

Li, Y.-H., Huang, J.-W. and Tsai, M.-T. (2009). Entrepreneurial orientation and firm 

performance: The role of knowledge creation process. Industrial marketing 

management, 38(4), 440-449. 

Liang, X. H. L. W. W. (2011). Market Knowledge Management and Formation of 

Marketing Dynamic Capabilities: A Case Study on Tianjin OTIS [J]. Chinese 

Journal of Management, 3, 002. 

Liao, J., Kickul, J. R. and Ma, H. (2009). Organizational dynamic capability and 

innovation: An empirical examination of internet firms. Journal of Small 

Business Management, 47(3), 263-286. 

Liao, J., Welsch, H. and Stoica, M. (2003). Organizational Absorptive Capacity and 

Responsiveness: An Empirical Investigation of Growth–Oriented SMEs. 

Entrepreneurship Theory and practice, 28(1), 63-86. 

Liao, S.-h., Fei, W.-C. and Liu, C.-T. (2008). Relationships between knowledge 

inertia, organizational learning and organization innovation. Technovation, 

28(4), 183-195. 

Liaw, S. S. (2002). Understanding user perceptions of World‐wide web 

environments. Journal of computer assisted learning, 18(2), 137-148. 

Lichtenthaler, U. (2019). An Intelligence-Based View of Firm Performance: 

Profiting from Artificial Intelligence. Journal of Innovation Management, 7(1), 

7-20. 

Liebowitz, J. (2006). Strategic intelligence: business intelligence, competitive 

intelligence, and knowledge management: Auerbach Publications. 

Lin, C., Chiu, Y.-W., Chen, W.-C. and Ting, S.-F. (2020a). Exploring differences in 

competitive performance based on Miles and Snow's strategy typology for the 

semiconductor industry. Industrial Management & Data Systems. 



 

302 

Lin, C., Chow, W. S., Madu, C. N., Kuei, C.-H. and Yu, P. P. (2005). A structural 

equation model of supply chain quality management and organizational 

performance. International journal of production economics, 96(3), 355-365. 

Lin, C.-W., Cheng, L. K. and Wu, L.-Y. (2020a). Roles of strategic orientations in 

radical product innovation. Marketing Intelligence & Planning. 

Lin, R.-J., Che, R.-H. and Ting, C.-Y. (2012). Turning knowledge management into 

innovation in the high-tech industry. Industrial Management & Data Systems, 

112(1), 42-63. 

Lin, W. L., Yip, N., Ho, J. A. and Sambasivan, M. (2020b). The adoption of 

technological innovations in a B2B context and its impact on firm 

performance: An ethical leadership perspective. Industrial Marketing 

Management. 

Lin, Y. and Wu, L.-Y. (2014). Exploring the role of dynamic capabilities in firm 

performance under the resource-based view framework. Journal of business 

research, 67(3), 407-413. 

Lippman, S. A. and Rumelt, R. P. (1982). Uncertain imitability: An analysis of 

interfirm differences in efficiency under competition. The Bell Journal of 

Economics, 418-438. 

Liu, C. and Kong, D. (2020). Business strategy and sustainable development: 

Evidence from China. Business Strategy and the Environment. 

Liu, S. (2010). The Study on the Relationship between Business Strategy Type and 

Service Innovative Performance. Proceedings of the 2010 E-Product E-Service 

and E-Entertainment (ICEEE), 2010 International Conference on, 1-4. 

Liu, X. and Revell, B. J. (2009). Competitiveness changes in China's quality 

vegetable exports post-WTO. Journal of Chinese Economic and Foreign Trade 

Studies, 2(2), 86-99. 

Li-Ying, J., Wang, Y. and Ning, L. (2016). How do dynamic capabilities transform 

external technologies into firms’ renewed technological resources?–A 

mediation model. Asia Pacific Journal of Management, 33(4), 1009-1036. 

Lohmöller, J.-B. (2013). Latent variable path modeling with partial least squares: 

Springer Science & Business Media. 

López-Cózar-Navarro, C., Benito-Hernández, S. and Platero-Jaime, M. (2017). The 

influence of cooperative relations on geographical expansion and 



 

303 

diversification strategies in family firms. International Business Review, 26(4), 

764-773. 

Lopez-Fernandez, M. C., Serrano-Bedia, A. M. and Gómez-López, R. (2016). 

Determinants of innovation decision in small and medium-sized family 

enterprises. Journal of Small Business and Enterprise Development. 

López-Mosquera, N., Álvarez-Coque, J. M. G. and Sánchez, M. (2014). Does Market 

Orientation in Small-Scale farms pay off? A study of Innovation behaviour in 

Spanish agriculture. 

López-Nicolás, C. and Meroño-Cerdán, Á. L. (2011). Strategic knowledge 

management, innovation and performance. International journal of information 

management, 31(6), 502-509. 

Lopez-Nicolas, C. and Molina-Castillo, F. J. (2008). Customer Knowledge 

Management and E-commerce: The role of customer perceived risk. 

International Journal of Information Management, 28(2), 102-113. 

Lorenzini, G. C., Mostaghel, R. and Hellström, D. (2018). Drivers of pharmaceutical 

packaging innovation: A customer-supplier relationship case study. Journal of 

Business Research, 88, 363-370. 

Lowry, P. B. and Gaskin, J. (2014). Partial least squares (PLS) structural equation 

modeling (SEM) for building and testing behavioral causal theory: When to 

choose it and how to use it. IEEE transactions on professional communication, 

57(2), 123-146. 

Lukas, B. A. (1999). Strategic type, market orientation, and the balance between 

adaptability and adaptation. Journal of Business Research, 45(2), 147-156. 

Lumpkin, G. T. and Dess, G. G. (1996). Clarifying the entrepreneurial orientation 

construct and linking it to performance. Academy of management Review, 

21(1), 135-172. 

Luo, Y. (2007). A coopetition perspective of global competition. Journal of world 

business, 42(2), 129-144. 

Luo, Y. and Park, S. H. (2001). Strategic alignment and performance of 

market‐seeking MNCs in China. Strategic Management Journal, 22(2), 141-

155. 

Ma, Z. and Jin, Q. (2019). Success factors for product innovation in China’s 

manufacturing sector: Strategic choice and environment constraints. 

International Studies of Management & Organization, 49(2), 213-231. 



 

304 

Ma, Z., Yu, M., Gao, C., Zhou, J. and Yang, Z. (2015). Institutional constraints of 

product innovation in China: Evidence from international joint ventures. 

Journal of Business Research, 68(5), 949-956. 

Madhani, P. M. (2010). The resource-based view (RBV): issues and perspectives. 

Madhoushi, M., Sadati, A., Delavari, H., Mehdivand, M. and Mihandost, R. (2011). 

Entrepreneurial orientation and innovation performance: The mediating role of 

knowledge management. Asian Journal of Business Management, 3(4), 310-

316. 

Mahmoud, M. A. and Hinson, R. E. (2012). Market orientation, innovation and 

corporate social responsibility practices in Ghana's telecommunication sector. 

Social Responsibility Journal. 

Maier, R. and Remus, U. (2002). Defining process‐oriented knowledge management 

strategies. Knowledge and process management, 9(2), 103-118. 

Maiti, M., Krakovich, V., Shams, S. R. and Vukovic, D. B. (2020). Resource-based 

model for small innovative enterprises. Management Decision. 

Majchrzak, A., Cooper, L. P. and Neece, O. E. (2004). Knowledge reuse for 

innovation. Management science, 50(2), 174-188. 

Makadok, R. (2001). Toward a synthesis of the resource‐based and 

dynamic‐capability views of rent creation. Strategic management journal, 

22(5), 387-401. 

Maklan, S. and Knox, S. (2009). Dynamic capabilities: the missing link in CRM 

investments. European Journal of Marketing, 43(11/12), 1392-1410. 

Malek, A. E., Moradi, M., Mehdizade, M. and DOROSTKAR, A. N. (2013). 

Innovation strategies, performance diversity and development: An empirical 

analysis in Iran construction and housing industry. 

Malerba, F. and Orsenigo, L. (2002). Innovation and market structure in the 

dynamics of the pharmaceutical industry and biotechnology: towards a 

history‐friendly model. Industrial and corporate change, 11(4), 667-703. 

Malerba, F. and Orsenigo, L. (2015). The evolution of the pharmaceutical industry. 

Business History, 57(5), 664-687. 

Malik, A., Froese, F. J. and Sharma, P. (2020). Role of HRM in knowledge 

integration: Towards a conceptual framework. Journal of Business Research, 

109, 524-535. 



 

305 

Mantere, S., Schildt, H. A. and Sillince, J. A. (2012). Reversal of strategic change. 

Academy of Management Journal, 55(1), 172-196. 

Manu, F. A. and Sriram, V. (1996). Innovation, marketing strategy, environment, and 

performance. Journal of business Research, 35(1), 79-91. 

Manual, O. (2005). The measurement of scientific and technological activities. 

Proposed Guidelines for Collecting an Interpreting Technological Innovation 

Data. 

Marcoulides, G. A. and Saunders, C. (2006). Editor's comments: PLS: a silver bullet? 

MIS quarterly, iii-ix. 

Marczewska, M. (2015). the role of competitors and customers in the development of 

environmentally sound technologies. 

Mardani, A., Nikoosokhan, S., Moradi, M. and Doustar, M. (2018). The relationship 

between knowledge management and innovation performance. The Journal of 

High Technology Management Research, 29(1), 12-26. 

Martelo Landroguez, S., Barroso Castro, C. and Cepeda-Carrión, G. (2011). Creating 

dynamic capabilities to increase customer value. Management Decision, 49(7), 

1141-1159. 

Martin, S. L. and Javalgi, R. R. G. (2016). Entrepreneurial orientation, marketing 

capabilities and performance: The moderating role of competitive intensity on 

Latin American international new ventures. Journal of Business Research, 

69(6), 2040-2051. 

Martin, S. L., Javalgi, R. G. and Cavusgil, E. (2017). Marketing capabilities, 

positional advantage, and performance of born global firms: Contingent effect 

of ambidextrous innovation. International business review, 26(3), 527-543. 

Martín‐de Castro, G., López‐Sáez, P., Delgado‐Verde, M., Andreeva, T. and Kianto, 

A. (2011). Knowledge processes, knowledge‐intensity and innovation: a 

moderated mediation analysis. Journal of Knowledge Management. 

Martinez, A. L. and Ferreira, B. A. (2019). Business strategy and tax aggressiveness 

in Brazil. Journal of Strategy and Management. 

Martins, T. C. M. and de Souza Bermejo, P. H. (2018). Determinant factors of 

participation in the co-production of ideas to solve public problems. Revista de 

Administração Pública, 52(3), 417-434. 

Martín-Santana, J. D., Cabrera-Suárez, M. K. and de la Cruz Déniz-Déniz, M. 

(2020). Donor Orientation and Employee Attitudes and Behavior in Spanish 



 

306 

Blood Transfusion Centers and Services. Applied Research in Quality of Life, 

1-25. 

Masoud, E. Y. (2013). The impact of functional competencies on firm performance 

of pharmaceutical industry in Jordan. International Journal of Marketing 

Studies, 5(3), 56.  

Massa, S. and Testa, S. (2004). Innovation or imitation? Benchmarking: a 

knowledge-management process to innovate services. Benchmarking: An 

International Journal, 11(6), 610-620. 

Massaro, M., Handley, K., Bagnoli, C. and Dumay, J. (2016). Knowledge 

management in small and medium enterprises: a structured literature review. 

Journal of Knowledge Management, 20(2), 258-291. 

Mathooko, F. M. and Ogutu, M. (2014). Coping strategies adopted by public 

universities in Kenya in response to environmental changes. 

Matsuno, K. and Mentzer, J. T. (2000). The effects of strategy type on the market 

orientation–performance relationship. Journal of marketing, 64(4), 1-16. 

Matsuno, K., Mentzer, J. T. and Rentz, J. O. (2005). A conceptual and empirical 

comparison of three market orientation scales. Journal of business research, 

58(1), 1-8. 

Maulida, M., Wahyuni, S., Prijadi, R. and Widjaja, A. (2017). The Integrated Model 

Of Post-M&A Resource Orchestration: A Study In The Multinational 

Pharmaceutical Firms. Research Journal of Business and Management–

(RJBM) ISSN, 2148, 6689. 

Mavondo, F. T., Chimhanzi, J. and Stewart, J. (2005). Learning orientation and 

market orientation: Relationship with innovation, human resource practices and 

performance. European journal of marketing, 39(11/12), 1235-1263. 

May, O. S., & Abdullah, N. A. H. N. (2020). Offshoring Drivers and 

Implementation: A Study of Semiconductor, Pharmaceutical and Automotive 

Industry. Sustaining Global Strategic Partnership in the Age of Uncertainties, 

5(6), 220.  

Mazzarol, T. and Reboud, S. (2020). The Process of Growth in the Small Firm Small 

Business Management (pp. 193-228): Springer. 

McAdam, R., Miller, K. and McSorley, C. (2019). Towards a contingency theory 

perspective of quality management in enabling strategic alignment. 

International Journal of Production Economics, 207, 195-209. 



 

307 

McCusker, K. and Gunaydin, S. (2015). Research using qualitative, quantitative or 

mixed methods and choice based on the research. Perfusion, 30(7), 537-542. 

McDaniel, S. W. and Kolari, J. W. (1987). Marketing strategy implications of the 

Miles and Snow strategic typology. The Journal of Marketing, 19-30. 

McDonald, R. P. (1996). Path analysis with composite variables. Multivariate 

Behavioral Research, 31(2), 239-270. 

McFadden, K. L., Stock, G. N., Gowen, C. R. and Cook, P. (2006). Exploring 

strategies for reducing hospital errors. Journal of Healthcare Management, 

51(2), 123. 

McGrath, R. G., MacMillan, I. C. and Venkataraman, S. (1995). Defining and 

developing competence: A strategic process paradigm. Strategic management 

journal, 16(4), 251-275. 

McMillan, J. H. a. S., S. . (1993). Research in Education (Vol. Third edn.): New 

York: HarperCollins. 

Mehdibeigi, N., Dehghani, M. and mohammad Yaghoubi, N. (2016). Customer 

knowledge management and organization's effectiveness: explaining the 

mediator role of organizational agility. Procedia-Social and Behavioral 

Sciences, 230, 94-103. 

Menguc, B. and Auh, S. (2006). Creating a Firm-Level Dynamic Capability through 

Capitalizing on Market Orientation and Innovativeness. Journal of the 

Academy of Marketing Science, 34(1), 63-73. 

Merrilees, B., Rundle-Thiele, S. and Lye, A. (2011). Marketing capabilities: 

Antecedents and implications for B2B SME performance. Industrial Marketing 

Management, 40(3), 368-375. 

Messomo Elle, S. (2017). Understanding microfinance institutions and commercial 

banks’ relationships and innovations in the Cameroon financial environment. 

Strategic Change, 26(6), 585-597. 

Michailova, S., & Zhan, W. (2015). Dynamic capabilities and innovation in MNC 

subsidiaries. Journal of World Business, 50(3), 576-583.  

Miles, J. A. (2012). Management and organization theory: A Jossey-Bass reader 

(Vol. 9): John Wiley & Sons. 

Miles, R. E. and Snow, C. C. (1978). Organizational Strategy, Structure, and Process 

(New York: McGraw-Hill,1978). . 



 

308 

Miles, R. E. S., Charles C Meyer, Alan D and Coleman, H. J. (1978). Organizational 

strategy, structure, and process. Academy of management review, 3(3), 546-

562. 

Miller, A. (1988). A taxonomy of technological settings, with related strategies and 

performance levels. Strategic Management Journal, 9(3), 239-254. 

Miller, D. (2019). The Resource-Based View of the Firm Oxford Research 

Encyclopedia of Business and Management. 

Miller, D. and Shamsie, J. (1996). The resource-based view of the firm in two 

environments: The Hollywood film studios from 1936 to 1965. Academy of 

management journal, 39(3), 519-543. 

Millet, K. (2020). HRM And Workplace Innovation: A Study On Hrm Practices 

Influencing Innovation Workplace Behaviour. Studies in Indian Place Names, 

40(8), 61-75. 

Minh Ngo, V., Pavelkova, D., Phan, T., Phu, Q. and Van Nguyen, N. (2018). 

Customer relationship management (CRM) in small and medium tourism 

enterprises: A dynamic capabilities perspective. Tourism and hospitality 

management, 24(1), 63-86. 

Minta, N. K. and Stephen, O. (2017). Importance-Performance Matrix Analysis 

(IPMA) of Service Quality and Customer Satisfaction in the Ghanaian Banking 

Industry. International Journal of Academic Research in Business and Social 

Sciences, 7(7), 532-550. 

Mintzberg, H. (1973). Strategy-making in three modes. . California Management 

Review, 16((2)), 44-53. 

Mirza, S. S. and Ahsan, T. (2020). Corporates' strategic responses to economic 

policy uncertainty in China. Business Strategy and the Environment, 29(2), 

375-389. 

Mitręga, M. (2019). Dynamic marketing capability–refining the concept and 

applying it to company innovations. Journal of Business & Industrial 

Marketing. 

Mitręga, M., Wieczorek, A., Małecka, A. and Pfajfar, G. (2018). Dynamic marketing 

capabilities implemented into social media. Studia Ekonomiczne, 360, 82-93. 

Moffett, S., McAdam, R. and Parkinson, S. (2002). Developing a model for 

technology and cultural factors in knowledge management: a factor analysis. 

Knowledge and Process Management, 9(4), 237-255. 



 

309 

Mohamad, M. M., Sulaiman, N. L., Sern, L. C. and Salleh, K. M. (2015). Measuring 

the validity and reliability of research instruments. Procedia-Social and 

Behavioral Sciences, 204, 164-171. 

Moi, L., Cabiddu, F. and Frau, M. (2019). Towards the Development of an Agile 

Marketing Capability Organizing for the Digital World (pp. 137-148): 

Springer. 

Moll, J. K. Q. (2019). Personalization and codification at NASA: a case of an 

evolving knowledge management strategy. Stellenbosch: Stellenbosch 

University.    

Monteiro, A. P., Soares, A. M. and Rua, O. L. (2017). Linking intangible resources 

and export performance. Baltic Journal of Management. 

Moore, M. (2005). Towards a confirmatory model of retail strategy types: An 

empirical test of Miles and Snow. Journal of Business Research, 58(5), 696-

704. 

Moraes, M. B. d., Melo, F. C. L., Oliveira, E. A. and Cabral, A. S. (2010). Analysis 

of technological innovation strategy for small and medium companies of the 

aeronautical sector. Journal of Aerospace Technology and Management, 2(2), 

225-236. 

Morgan, D. L. (1998). Practical strategies for combining qualitative and quantitative 

methods: Applications to health research. Qualitative health research, 8(3), 

362-376.  

Morgan, D. L. (2007). Paradigms lost and pragmatism regained: Methodological 

implications of combining qualitative and quantitative methods. Journal of 

mixed methods research, 1(1), 48-76.  

Morgan, N. A. (2012). Marketing and business performance. Journal of the academy 

of marketing science, 40(1), 102-119. 

Morgan, N. A., Feng, H. and Whitler, K. A. (2018). Marketing Capabilities in 

International Marketing. Journal of International Marketing, 26(1), 61-95. 

Morgan, N. A., Katsikeas, C. S. and Vorhies, D. W. (2012). Export marketing 

strategy implementation, export marketing capabilities, and export venture 

performance. Journal of the Academy of Marketing Science, 40(2), 271-289. 

Morgan, N. A., Vorhies, D. W. and Mason, C. H. (2009). Market orientation, 

marketing capabilities, and firm performance. Strategic management journal, 

30(8), 909-920. 



 

310 

Morgan, R. E. and Strong, C. A. (2003). Business performance and dimensions of 

strategic orientation. Journal of Business research, 56(3), 163-176. 

Mortensen, P. S. and Bloch, C. W. (2005). Oslo Manual-Guidelines for Collecting 

and Interpreting Innovation Data: Proposed Guidelines for Collecting and 

Interpreting Innovation Data: Organisation for Economic Cooporation and 

Development, OECD. 

Moussetis, R. C., Rahma, A. A. and Nakos, G. (2005). Strategic behavior and 

national culture: the case of the banking industry in Jordan. Competitiveness 

Review: An International Business Journal. 

Mu, J. and Di Benedetto, A. (2012). Networking capability and new product 

development. IEEE Transactions on Engineering Management, 59(1), 4-19. 

Mu, J. and Di Benedetto, C. A. (2011). Strategic orientations and new product 

commercialization: mediator, moderator, and interplay. R&D Management, 

41(4), 337-359. 

Mu, J., Bao, Y., Sekhon, T., Qi, J. and Love, E. (2018). Outside-in marketing 

capability and firm performance. Industrial Marketing Management, 75, 37-54. 

Mu, J., Thomas, E., Peng, G. and Di Benedetto, A. (2017). Strategic orientation and 

new product development performance: The role of networking capability and 

networking ability. Industrial Marketing Management, 64, 187-201. 

Muafi, M., Diamastuti, E. and Pambudi, A. (2020). Service Innovation Strategic 

Consensus: A Lesson from the Islamic Banking Industry in Indonesia. The 

Journal of Asian Finance, Economics, and Business, 7(11), 401-411. 

Mudalige, D., Ismail, N. A. and Malek, M. A. (2019). Exploring the role of 

individual level and firm level dynamic capabilities in SMEs’ 

internationalization. Journal of International Entrepreneurship, 17(1), 41-74. 

Muñoz, P., Kimmitt, J. and Dimov, D. (2020). Packs, troops and herds: Prosocial 

cooperatives and innovation in the New Normal. Journal of Management 

Studies, 57(3), 470-504. 

Murray, J. Y., Gao, G. Y. and Kotabe, M. (2011). Market orientation and 

performance of export ventures: the process through marketing capabilities and 

competitive advantages. Journal of the Academy of Marketing Science, 39(2), 

252-269. 



 

311 

Muthuveloo, R., Shanmugam, N. and Teoh, A. P. (2017). The impact of tacit 

knowledge management on organizational performance: Evidence from 

Malaysia. Asia Pacific Management Review, 22(4), 192-201. 

Muzanarwo, P., Fah, B. C. Y. and Chen, T.-K. (2020). The Data Driven 

Transformation of Zimbabwean Banks from Product Centric to Customer 

Service. International Journal of Pharmaceutical Research, 12(2). 

Nagano, H. (2020). The growth of knowledge through the resource-based view. 

Management Decision. 

Nagano, M. S., Stefanovitz, J. P. and Vick, T. E. (2014). Innovation management 

processes, their internal organizational elements and contextual factors: An 

investigation in Brazil. Journal of Engineering and Technology Management, 

33, 63-92. 

Najm, N. A. and Zaghari, A. Y. (2020). The Impact of Cultural Intelligence on 

Organisational Performance: Applied Study in Sample of Jordanian 

Pharmaceutical Companies. Journal of Information & Knowledge 

Management, 2050010. 

Najmi, K., Kadir, A. R. and Kadir, M. I. A. (2018). Mediation effect of dynamic 

capability in the relationship between knowledge management and strategic 

leadership on organizational performance accountability. International Journal 

of Law and Management. 

Nakamori, Y. (2020). Innovation Theory Knowledge Construction Methodology (pp. 

1-17): Springer. 

Nakano, M. (2020). The Strategy-Structure-Process-Performance Framework Supply 

Chain Management (pp. 19-35): Springer. 

Naqshbandi, M. M. and Jasimuddin, S. M. (2018). Knowledge-oriented leadership 

and open innovation: Role of knowledge management capability in France-

based multinationals. International Business Review, 27(3), 701-713. 

Narasimhan, O., Rajiv, S. and Dutta, S. (2006). Absorptive capacity in high-

technology markets: The competitive advantage of the haves. Marketing 

Science, 25(5), 510-524. 

Narayanan, V. K. (2001). Managing technology and innovation for competitive 

advantage: Pearson Education India. 

Narver, J. C. and Slater, S. F. (1990). The effect of a market orientation on business 

profitability. The Journal of marketing, 20-35. 



 

312 

Narver, J. C., Slater, S. F. and MacLachlan, D. L. (2004). Responsive and proactive 

market orientation and new‐product success. Journal of product innovation 

management, 21(5), 334-347. 

Nason, R. S. and Wiklund, J. (2018). An assessment of resource-based theorizing on 

firm growth and suggestions for the future. Journal of Management, 44(1), 32-

60. 

Nastaran, T., Reza, E. and Mohammad, D. (2014). Customer knowledge 

management, innovation capability and business performance: a case study of 

the banking industry. Journal of Knowledge Management, 18(3), 591-610. 

Nasution, H. N., Mavondo, F. T., Matanda, M. J. and Ndubisi, N. O. (2011). 

Entrepreneurship: Its relationship with market orientation and learning 

orientation and as antecedents to innovation and customer value. Industrial 

marketing management, 40(3), 336-345. 

Nasution, M. D. T. P., Rafiki, A., Lubis, A. and Rossanty, Y. (2021). Entrepreneurial 

orientation, knowledge management, dynamic capabilities towards e-

commerce adoption of SMEs in Indonesia. Journal of Science and Technology 

Policy Management. 

Nath, P., Nachiappan, S. and Ramanathan, R. (2010). The impact of marketing 

capability, operations capability and diversification strategy on performance: A 

resource-based view. Industrial Marketing Management, 39(2), 317-329. 

Näyhä, A. (2020). Finnish forest-based companies in transition to the circular 

bioeconomy-drivers, organizational resources and innovations. Forest Policy 

and Economics, 110, 101936. 

Nazer, L. H. and Tuffaha, H. (2017). Health care and pharmacy practice in Jordan. 

The Canadian journal of hospital pharmacy, 70(2), 150. 

Negash, Y. T., Sarmiento, L. S. C., Tseng, M.-L., Jantarakolica, K. and Tan, K. 

(2021). Sustainable product-service system hierarchical framework under 

uncertainties: the pharmaceutical industry in Ecuador. Journal of Cleaner 

Production, 126188. 

Newbert, S. L. (2007). Empirical research on the resource‐based view of the firm: an 

assessment and suggestions for future research. Strategic management journal, 

28(2), 121-146. 

Nezam, M. H. K. (2019). How to identify and prioritise factors affecting the 

designing of innovative strategies in insurance industry based on the blue 



 

313 

ocean approach by FDAHP and SEM. International Journal of Business 

Innovation and Research, 20(4), 431-464. 

Ngo, L. V. and O'cass, A. (2013). Innovation and business success: The mediating 

role of customer participation. Journal of Business research, 66(8), 1134-1142. 

Nguyen, B., Melewar, T., Japutra, A., Han, S. H., Chen, C.-H. S. and Yu, X. (2018). 

An investigation of the corporate identity construct in China: Managerial 

evidence from the high technology industry. Journal of Marketing 

Communications, 24(8), 779-800. 

Nickerson, J. A. and Zenger, T. R. (2004). A knowledge-based theory of the firm—

The problem-solving perspective. Organization science, 15(6), 617-632. 

Nieves, J., Quintana, A. and Osorio, J. (2016). Organizational knowledge, dynamic 

capabilities and innovation in the hotel industry. Tourism and Hospitality 

Research, 16(2), 158-171. 

Night, G. (1995). The relationship between entrepreneurial orientation, strategy, and 

performance: an empirical investigation. Enhancing Knowledge Development 

in Marketing, 6, 272-273. 

Nodeh, A. S., Kavousy, E., Shiri, B. A. and Ebrahimpor, A. (2019). Model of 

Learning Organization in Islamic Azad University. International Journal of 

Social Sciences (IJSS), 9(3). 

Nonaka, I. (1991). The knowledge-creating company Harvard business review 

November-December. Google Scholar. 

Nonaka, I. (1994). A dynamic theory of organizational knowledge creation. 

Organization science, 5(1), 14-37. 

Nonaka, I. and Takeuchi, H. (1995). The knowledge-creating company: How 

Japanese companies create the dynamics of innovation: Oxford university 

press. 

Nonaka, I. and Takeuchi, H. (1996). The knowledge-creating company: How 

Japanese companies create the dynamics of innovation. Long range planning, 

4(29), 592. 

Noor, N. H. M., Ah, S. H. A. B. and Idris, M. A. (2017). The effects of customer 

accountability and knowledge sharing on voluntary organizations’(VOs) 

effectiveness. International Journal of Organizational Analysis. 

Noruzy, A., Dalfard, V. M., Azhdari, B., Nazari-Shirkouhi, S. and Rezazadeh, A. 

(2013). Relations between transformational leadership, organizational learning, 



 

314 

knowledge management, organizational innovation, and organizational 

performance: an empirical investigation of manufacturing firms. The 

International Journal of Advanced Manufacturing Technology, 64(5-8), 1073-

1085. 

Novicevic, M. M., Morf, D., Evans, M., Sanders, L., Sun, W. and Cecil, C. (2012). 

Adapting competencies for emerging markets: The case of IKEA's entry into 

China. Journal of Applied Management and Entrepreneurship, 17(2), 4. 

O’Regan, N., Kling, G., Ghobadian, A. and Perren, L. (2012). Strategic positioning 

and grand strategies for high-technology SMEs. Strategic Change, 21(5-6), 

199-215. 

Obeidat, B. Y., Al-Hadidi, A., Tarhini, A. and Masa’deh, R. e. (2017). Factors 

affecting strategy implementation: A case study of pharmaceutical companies 

in the Middle East. Review of International Business and Strategy, 27(3), 386-

408. 

Obeidat, D., Yousef, B., Altheeb, S. and Masa'deh, R. e. (2018). The impact of 

internal corporate social responsibility on job satisfaction in Jordanian 

pharmaceutical companies. Modern Applied Science, 12(11). 

Ogbari, M. E., Ibidunni, O., Ogunnaike, O. O., Olokundun, A. M. and Amaihian, A. 

B. (2018). A Comparative Analysis of Small Business Strategic Orientation: 

Implications for Performance. Academy of Strategic Management Journal, 

17(1), 1-15. 

Ogbari, M. E., Oke, A. O., Ibukunoluwa, A. A., Ajagbe, M. A. and Ologbo, A. C. 

(2016). Entrepreneurship and business ethics: Implications on corporate 

performance. International Journal of Economics and Financial Issues, 6(3S), 

50-58. 

Oke, A. E., Ogunsami, D. R. and Ogunlana, S. (2012). Establishing a common 

ground for the use of structural equation modelling for construction related 

research studies. Construction Economics and Building, 12(3), 89-94. 

Olden, P. C. and McCaughrin, W. C. (2007). Designing healthcare organizations to 

reduce medical errors and enhance patient safety. Hospital topics, 85(4), 4-9. 

Olson, E. M., Slater, S. F. and Hult, G. T. M. (2005). The performance implications 

of fit among business strategy, marketing organization structure, and strategic 

behavior. Journal of marketing, 69(3), 49-65. 



 

315 

Olson, E. M., Slater, S. F., Hult, G. T. M. and Olson, K. M. (2018). The application 

of human resource management policies within the marketing organization: 

The impact on business and marketing strategy implementation. Industrial 

Marketing Management, 69, 62-73. 

Oly Ndubisi, N. and Agarwal, J. (2014). Quality performance of SMEs in a 

developing economy: direct and indirect effects of service innovation and 

entrepreneurial orientation. Journal of Business & Industrial Marketing, 29(6), 

454-468. 

Omachonu, V. K. and Einspruch, N. G. (2010). Innovation in healthcare delivery 

systems: a conceptual framework. The Innovation Journal: The Public Sector 

Innovation Journal, 15(1), 1-20. 

Omair, A. (2014). Sample size estimation and sampling techniques for selecting a 

representative sample. Journal of Health Specialties, 2(4), 142. 

Ombaka, B. E., Awino, Z. B., Machuki, V. N. and Wainaina, G. (2015). Exploring 

Resources and Performance Relationships in Commercial Enterprises: An 

Empirical Perspective. Journal of Management and Strategy, 6(4), 12. 

Onufrey, K. and Bergek, A. (2020). Second wind for exploitation: Pursuing high 

degrees of product and process innovativeness in mature industries. 

Technovation, 89, 102068. 

Oppenheim, A. N. (2000). Questionnaire design, interviewing and attitude 

measurement: Bloomsbury Publishing. 

O'Regan, N. and Ghobadian, A. (2005). Innovation in SMEs: the impact of strategic 

orientation and environmental perceptions. International Journal of 

Productivity and Performance Management, 54(2), 81-97. 

Orlandi, L. B. (2016). Organizational capabilities in the digital era: Reframing 

strategic orientation. Journal of Innovation & Knowledge, 1(3), 156-161. 

Osorio‐Londoño, A. A., Naranjo‐Valencia, J. C. and Calderón‐Hernández, G. (2019). 

Training and its influence on competitive strategy implementation. Human 

Resource Development Quarterly. 

Otache, I. (2019). The mediating effect of teamwork on the relationship between 

strategic orientation and performance of Nigerian banks. European Business 

Review. 



 

316 

Othman, R., Arshad, R., Aris, N. A. and Arif, S. M. M. (2015). Organizational 

resources and sustained competitive advantage of cooperative organizations in 

Malaysia. Procedia-Social and Behavioral Sciences, 170, 120-127. 

Ouma-Mugabe, J., Chan, K.-Y. and Marais, H. C. (2021). A Critical Review of 

Policy Instruments for Promoting Innovation in Manufacturing Small and 

Medium Enterprises (SMEs) in South Africa. Entrepreneurship, Technology 

Commercialisation, and Innovation Policy in Africa, 237-258. 

Ozcan, P. and Eisenhardt, K. M. (2009). Origin of alliance portfolios: Entrepreneurs, 

network strategies, and firm performance. Academy of Management Journal, 

52(2), 246-279. 

Ozdemir, E. D. and Mecikoglu, S. (2016). A Case Study on Performance 

Implications of Hybrid Strategy in Automotive Supplier Industry. International 

Business Research, 9(6), 31-43. 

Padgett, R. C. and Galan, J. I. (2010). The effect of R&D intensity on corporate 

social responsibility. Journal of Business Ethics, 93(3), 407-418. 

Paillé, P. and Halilem, N. (2019). Systematic review on environmental 

innovativeness: A knowledge-based resource view. Journal of cleaner 

production, 211, 1088-1099. 

Pan, X., Zhang, J., Song, M. and Ai, B. (2018). Innovation resources integration 

pattern in high-tech entrepreneurial enterprises. International Entrepreneurship 

and Management Journal, 14(1), 51-66. 

Panesar, S. S. and Markeset, T. (2008). Development of a framework for industrial 

service innovation management and coordination. Journal of Quality in 

Maintenance Engineering. 

Papatya, G., Papatya, N. and Hamsioglu, A. B. (2019). The Relationship Between the 

Strategical Flexibility, Environmental Turbulence, Business Competencies and 

Performance in Business Competition: Research in Four-Five Star Hotels in 

Ankara. Journal Of Business Research-Turk, 11(3), 1663-1673. 

Parashar, M. and Singh, S. K. (2005). Innovation capability. IIMB Management 

Review, 17(4), 115-123. 

Parast, M. M., Sabahi, S. and Kamalahmadi, M. (2019). The Relationship Between 

Firm Resilience to Supply Chain Disruptions and Firm Innovation Revisiting 

Supply Chain Risk (pp. 279-298): Springer. 



 

317 

Park, R. (2016). Autonomy and citizenship behavior: a moderated mediation model. 

Journal of Managerial Psychology. 

Parnell, J. A. (2013). Uncertainty, Generic Strategy, Strategic Clarity, and 

Performance of Retail SMEs in P eru, A rgentina, and the U nited S tates. 

Journal of Small Business Management, 51(2), 215-234. 

Parnell, J. A. and Wright, P. (1993). Generic strategy and performance: an empirical 

test of the Miles and Snow typology. British Journal of Management, 4(1), 29-

36. 

Parnell, J. A., Long, Z. and Lester, D. (2015). Competitive strategy, capabilities and 

uncertainty in small and medium sized enterprises (SMEs) in China and the 

United States. Management Decision. 

Pawlowsky, P. and Schmid, S. (2012). Interrelations between strategic orientation, 

knowledge management, innovation and performance. Empirical findings from 

a national survey in Germany. International Journal of Knowledge 

Management Studies, 5(1-2), 185-209. 

Payne, A. and Frow, P. (2005). A strategic framework for customer relationship 

management. Journal of marketing, 69(4), 167-176. 

Peljhan, D., Sprčić, D. M. and Marc, M. (2018). Strategy and Organizational 

Performance: The Role of Risk Management System Development. 

Performance Measurement and Management Control: The Relevance of 

Performance Measurement and Management Control Research, 65. 

Peltokorpi, V., Nonaka, I. and Kodama, M. (2007). NTT DoCoMo's launch of 

I‐mode in the Japanese mobile phone market: A knowledge creation 

perspective. Journal of Management Studies, 44(1), 50-72. 

Peng, M. W., Tan, J. and Tong, T. W. (2004). Ownership types and strategic groups 

in an emerging economy. Journal of Management Studies, 41(7), 1105-1129. 

Peng, Z. (2020). IT-based Knowledge, Adaptive Behavior and Service Performance 

Improvement. 

Pennings, J. M., Galliers, R. and Beats, W. (1998). Innovations as precursors of 

organizational performance. Information Technology and Organizational 

Transformations. 

Penrose, E. T. (1959). The theory of the growth of the firm (2nd: Oxford: Blackwell. 

Pérez-De-Lema, D. G., Hansen, P. B., Madrid-Gujjarro, A. and Silva-Santos, J. L. 

(2019). Influence of the business environment in the dynamics of innovation 



 

318 

and in the performance of SMEs. International Journal of Innovation 

Management, 23(05), 1950044. 

Pertusa‐Ortega, E. M., Molina‐Azorín, J. F. and Claver‐Cortés, E. (2009). 

Competitive strategies and firm performance: A comparative analysis of pure, 

hybrid and ‘stuck‐in‐the‐middle’strategies in Spanish firms. British Journal of 

Management, 20(4), 508-523. 

Pervan, M., Curak, M. and Pavic Kramaric, T. (2018). The Influence of Industry 

Characteristics and Dynamic Capabilities on Firms’ Profitability. International 

Journal of Financial Studies, 6(1), 4. 

Peteraf, M. A. (1993). The cornerstones of competitive advantage: a resource‐based 

view. Strategic management journal, 14(3), 179-191. 

Peteraf, M. A. and Bergen, M. E. (2003). Scanning dynamic competitive landscapes: 

a market‐based and resource‐based framework. Strategic management journal, 

24(10), 1027-1041. 

Peteraf, M., Di Stefano, G. and Verona, G. (2013). The elephant in the room of 

dynamic capabilities: Bringing two diverging conversations together. Strategic 

management journal, 34(12), 1389-1410. 

Petrova, E. (2014). Innovation in the pharmaceutical industry: The process of drug 

discovery and development Innovation and marketing in the pharmaceutical 

industry (pp. 19-81): Springer. 

Petuskiene, E. and Glinskiene, R. (2011). Entrepreneurship as the basic element for 

the successful employment of benchmarking and business innovations. 

Engineering Economics, 22(1), 69-77. 

Philemon, D. (2017). Influence Of Perceived Environmental Turbulence On Market 

Orientation Of Service Firms In Tanzania. Business Management Review, 

20(2), 26-38. 

Phung, V. and Hawryszkiewycz, I. (2017). Exploring factors influencing knowledge 

sharing behaviour: The Moderating Effect of Transformational Leadership. 

Proceedings of the 2017 Proceedings of the European Conference on 

Knowledge Management, ECKM,  

Pirtilä, P. (2016). The performance of generic strategies after the financial crisis of 

2008 in the retail industry. 



 

319 

Pisano, G. P., Bohmer, R. M. and Edmondson, A. C. (2001). Organizational 

differences in rates of learning: Evidence from the adoption of minimally 

invasive cardiac surgery. Management Science, 47(6), 752-768. 

Pitt, M. and Clarke, K. (1999). Competing on competence: A knowledge perspective 

on the management of strategic innovation. Technology Analysis & Strategic 

Management, 11(3), 301-316. 

Pittino, D. and Visintin, F. (2009). Innovation and strategic types of family SMEs: A 

test and extension of Miles and Snow's configurational model. Journal of 

enterprising culture, 17(03), 257-295. 

Pleshko, L. and Nickerson, I. (2008). Strategic orientation, organizational structure, 

and the associated effects on performance in industrial firms. Academy of 

Strategic Management Journal, 7, 95. 

Pleshko, L. P. (2006). Product growth strategies of the miles and snow strategic 

groups. Proceedings of the 2006 Allied Academies International Conference. 

Academy of Strategic Management. Proceedings, 15. 

Podsakoff, P. M., MacKenzie, S. B., Lee, J.-Y., & Podsakoff, N. P. . (2003). 

Common method biases in behavioral research: A critical review of the 

literature and recommended remedies. . Journal of Applied Psychology,, 88(5), 

879–903. . 

Pore, M., Yu, P., Lakshman, P., & Cooney, C. L. (2008). Offshoring in the 

Pharmaceutical Industry. The Offshoring of Engineering: Facts, Unknowns, 

and Potential Implications, 103-124.  

Porter, M. E. (1979). How competitive forces shape strategy. Strategic Planning: 

Readings, 102-117. 

Porter, M. E. (1980). Competitive strategy: Techniques for analyzing industries and 

competition. New York, 300. 

Porter, M. E. (1985). Competitive advantage free press. New York. 

Porto-Gómez, I., Larreina, M. and Gaviria-de-la-Puerta, J. (2020). Does wine 

innovation research require ageing? A bibliometric review. El Profesional de 

la Información, 29(6). 

Pour, M. J., Matin, H. Z., Yazdani, H. R. and Zadeh, Z. K. (2019). A comprehensive 

investigation of the critical factors influencing knowledge management 

strategic alignment. Knowledge Management & E-Learning: An International 

Journal, 11(2), 215-232. 



 

320 

Powers, T. L., Kennedy, K. N. and Choi, S. (2020). Market orientation and 

performance: industrial supplier and customer perspectives. Journal of 

Business & Industrial Marketing. 

Preacher, K. J. and Hayes, A. F. (2004). SPSS and SAS procedures for estimating 

indirect effects in simple mediation models. Behavior research methods, 

instruments, & computers, 36(4), 717-731. 

Prifti, R. and Alimehmeti, G. (2017). Market orientation, innovation, and firm 

performance—an analysis of Albanian firms. Journal of Innovation and 

Entrepreneurship, 6(1), 8. 

Purba, Y. E., Leon, F. M. and Wahyudi, A. S. (2019). The International Journal Of 

Business And Management. 

Purnomo, S. H., Rahayu, E. S., Emawati, S., Sari, A. I. and Rahayu, E. T. (2018). 

Business Development Strategy of SMEs to Improve Welfare of Craftsmen. 

International Journal of Innovation, Management and Technology, 9(2). 

Pustovrh, A., Rangus, K. and Drnovšek, M. (2020). The role of open innovation in 

developing an entrepreneurial support ecosystem. Technological Forecasting 

and Social Change, 152, 119892. 

Pylypenko, N., Klietsova, N. and Stoianenko, I. (2019). An Empirical Analysis Of 

Competitiveness Factors Of The Region’S Agrarian Sector. Baltic Journal of 

Economic Studies, 5(5), 128-135. 

Qaiyum, S. and Wang, C. L. (2018). Understanding internal conditions driving 

ordinary and dynamic capabilities in Indian high-tech firms. Journal of 

Business Research, 90, 206-214. 

Quarchioni, S., Paternostro, S. and Trovarelli, F. (2020). Knowledge management in 

higher education: a literature review and further research avenues. Knowledge 

Management Research & Practice, 1-16. 

Quintas, P. (2001). Managing knowledge in a new century. 

Qureshi, M. S., Aziz, N. and Mian, S. A. (2017). How marketing capabilities shape 

entrepreneurial firm’s performance? Evidence from new technology based 

firms in turkey. Journal of Global Entrepreneurship Research, 7(1), 1-15. 

Racela, O. C. (2014). Customer orientation, innovation competencies, and firm 

performance: A proposed conceptual model. Procedia-Social and behavioral 

sciences, 148, 16-23. 



 

321 

Racela, O. C. and Thoumrungroje, A. (2019). When do customer orientation and 

innovation capabilities matter? An investigation of contextual impacts. Asia 

Pacific Journal of Marketing and Logistics. 

Raharja, S. u. J. (2017). Strategic Analysis of the Regional Water Company in 

Cirebon City West Java, Indonesia. Review of Integrative Business and 

Economics Research, 6(2), 408-413. 

Rahi, S. (2017). Research design and methods: A systematic review of research 

paradigms, sampling issues and instruments development. International 

Journal of Economics & Management Sciences, 6(2), 1-5. 

Rahmah, M., Al-Shibami, A., Ameen, A., Isaac, O. and Bhaumik, A. (2020). The 

Moderation Effect of Technology Usage on the Relationship between 

Organizational Innovation and Organizational Learning. 

Rahman, B. A. (2019). Malaysia GLC: Knowledge Management, Innovation and 

Performance. Information Frequency: Monthly Publication: Online & Print 

Impact Factor: 2019~ 0.247 Journal Type: Open Access Creative Commons 

License News. 

Rahman, B. A. and Shariff, M. N. M. (2020). Knowledge-Based Malaysian GLC: 

Are they more innovative and performing much better? Malaysian 

Management Journal, 13(1&2), 11-19. 

Rajewska, K. (2019). Dynamic Capabilities in the Process of Building the 

Effectiveness of the Business Model of Retail Fuel Sales Market. Management 

Sciences. Nauki o Zarządzaniu, 24(3), 16-23. 

Raymond, L., Uwizeyemungu, S., Fabi, B. and St-Pierre, J. (2018). IT capabilities 

for product innovation in SMEs: a configurational approach. Information 

Technology and Management, 19(1), 75-87. 

Razmian, Z., Fallah Shams, M., Khodaei Valahzaghard, M. and Hasani, M. (2020). 

Forecasting Crash risk using Business Strategy, Equity Overvaluation and 

Conditional Skewness in Stock Price. International Journal of Finance & 

Managerial Accounting, 4(16), 13-25. 

Rehman, A. U. and Anwar, M. (2019). Mediating role of enterprise risk management 

practices between business strategy and SME performance. Small Enterprise 

Research, 26(2), 207-227. 

Reitermanova, Z. (2010). Data splitting. Proceedings of the 2010 WDS, 31-36. 



 

322 

Ren, S., Eisingerich, A. B. and Tsai, H.-t. (2015). Search scope and innovation 

performance of emerging-market firms. Journal of Business Research, 68(1), 

102-108. 

Renko, M., Carsrud, A., Brannback, M. and Jalkanen, J. (2005). Building market 

orientation in biotechnology SMEs: balancing scientific advances. 

International Journal of Biotechnology, 7(4), 250-268. 

Rhee, M. and Stephens, A. R. (2020). Innovation-Orientated Technology 

Assimilation Strategy And Korean Smes’enhancing Innovation Capability, 

Competitive Advantage And Firm Performance. International Journal of 

Innovation Management, 2050081. 

Rho, E., Kim, S. and Han, S. (2020). Taking context and strategy seriously: the 

contracting out decision in the US public education. Public Management 

Review, 1-25. 

Rhodes, E. and Bhawuk, D. (2018). The Impact of Charismatic Leadership on Cross-

Border Apologies. Proceedings of the 2018,  

Riahi, A. and Moharrampour, M. (2016). Evaluation of strategic management in 

business with AHP case study: PARS house appliance. Procedia Economics 

and Finance, 26, 10-21. 

Ribbens, B. A. (1997). Organizational learning styles: Categorizing strategic 

predispositions from learning. International Journal of Organizational 

Analysis, 5(1), 59. 

Rigdon, E. E. (2012). Rethinking partial least squares path modeling: In praise of 

simple methods. Long range planning, 45(5-6), 341-358. 

Rigdon, E. E. (2014). Rethinking partial least squares path modeling: breaking chains 

and forging ahead. Long Range Planning, 47(3), 161-167. 

Riley, S. M. and Hogan, E. A. (2016). Viewing the miles and snow framework 

through a real options lens. Academy of Strategic Management Journal, 15(2), 

84-98. 

Ringle, C. M., Sarstedt, M. and Straub, D. (2012). A critical look at the use of PLS-

SEM in MIS Quarterly. 

Ringle, C. M., Wende, S. and Becker, J.-M. (2015). SmartPLS 3. Boenningstedt: 

SmartPLS GmbH. 



 

323 

Ritala, P., Henttonen, K., Salojärvi, H., Sainio, L.-M. and Saarenketo, S. (2013). 

Gone fishing for knowledge? The effect of strategic orientations on the scope 

of open knowledge search. Baltic Journal of Management, 8(3), 328-348. 

Ritter-Hayashi, D., Knoben, J. and Vermeulen, P. A. (2020). Success belongs to the 

flexible firm: How labor flexibility can retain firm innovativeness in times of 

downsizing. Long Range Planning, 53(3), 101914. 

Roach, D., Ryman, J., Jones, R. and Ryman, H. (2018). Enhancing Innovativeness: 

The Role of Dynamic Marketing Capabilities. Canadian Journal of 

Administrative Sciences/Revue Canadienne des Sciences de l'Administration. 

Roberts, P. W. (1999). Product innovation, product-market competition and 

persistent profitability in the US pharmaceutical industry. Strategic 

management journal, 655-670. 

Roberts, P. W. and Amit, R. (2003). The dynamics of innovative activity and 

competitive advantage: The case of Australian retail banking, 1981 to 1995. 

Organization science, 14(2), 107-122. 

Robson, P. J. and Bennett, R. J. (2000). SME growth: The relationship with business 

advice and external collaboration. Small business economics, 15(3), 193-208. 

Rodenbach, M. and Brettel, M. (2012). CEO experience as micro-level origin of 

dynamic capabilities. Management Decision, 50(4), 611-634. 

Rodriguez-Sanchez, I., Williams, A. M. and Brotons, M. (2019). The innovation 

journey of new-to-tourism entrepreneurs. Current issues in tourism, 22(8), 877-

904. 

Rohani, M., Shahrasbi, N. and Gregoire, Y. (2021). Dynamic capabilities and firm 

performance: the rise and fall of Charles Schwab. Journal of Financial 

Services Marketing, 1-16. 

Rollins, M. and Halinen, A. (2005). Customer knowledge management competence: 

Towards a theoretical framework. Proceedings of the 2005 System Sciences, 

2005. HICSS'05. Proceedings of the 38th Annual Hawaii International 

Conference on, 240a-240a. 

Rönkkö, M. and Evermann, J. (2013). A critical examination of common beliefs 

about partial least squares path modeling. Organizational Research Methods, 

16(3), 425-448. 



 

324 

Rosenblum, S. (2008). Development, reliability, and validity of the Handwriting 

Proficiency Screening Questionnaire (HPSQ). American Journal of 

Occupational Therapy, 62(3), 298-307. 

Rosenbusch, N., Brinckmann, J. and Bausch, A. (2011). Is innovation always 

beneficial? A meta-analysis of the relationship between innovation and 

performance in SMEs. Journal of business Venturing, 26(4), 441-457. 

Rufaidah, P. (2017). The determinants of marketing capability for SMEs. Journal for 

Global Business Advancement, 10(6), 671-700. 

Runyan, R. C., Huddleston, P. and Swinney, J. (2006). Entrepreneurial orientation 

and social capital as small firm strategies: A study of gender differences from a 

resource-based view. The International Entrepreneurship and Management 

Journal, 2(4), 455. 

Rust, R. T., Ambler, T., Carpenter, G. S., Kumar, V. and Srivastava, R. K. (2004). 

Measuring marketing productivity: Current knowledge and future directions. 

Journal of marketing, 68(4), 76-89. 

Rytkönen, A. (2010). Perspectives of competitive position and future revival of the 

Finnish sawmilling industry. 

Sabherwal, R. and Sabherwal, S. (2007). How do knowledge management 

announcements affect firm value? A study of firms pursuing different business 

strategies. IEEE Transactions on Engineering Management, 54(3), 409-422. 

Sadeh, A. And Dvir, D. (2019). The Effect of Technological Risk, Market 

Uncertainty And The Level Of Complexity On New Technology 

Ventures’success. International Journal of Innovation Management, 2050047. 

Saebi, T., Lien, L. and Foss, N. J. (2017). What drives business model adaptation? 

The impact of opportunities, threats and strategic orientation. Long range 

planning, 50(5), 567-581. 

Saeed, A. and Ziaulhaq, H. M. (2019). The impact of CEO characteristics on the 

internationalization of SMEs: Evidence from the UK. Canadian Journal of 

Administrative Sciences/Revue Canadienne des Sciences de l'Administration, 

36(3), 322-335. 

Saffu, K., Obeng Apori, S., Elijah-Mensah, A. and Ahumatah, J. (2008). The 

contribution of human capital and resource-based view to small-and medium-

sized tourism venture performance in Ghana. International Journal of 

Emerging Markets, 3(3), 268-284. 



 

325 

Saglam, Y. C., Çankaya, S. Y. and Sezen, B. (2020). Proactive risk mitigation 

strategies and supply chain risk management performance: an empirical 

analysis for manufacturing firms in Turkey. Journal of Manufacturing 

Technology Management. 

Sahi, G. K., Gupta, M. C. and Cheng, T. (2020). The effects of strategic orientation 

on operational ambidexterity: a study of Indian SMEs in the industry 4.0 era. 

International Journal of Production Economics, 220, 107395. 

Sahi, G. K., Gupta, M. C. and Lonial, S. C. (2018). Relating strategic market 

orientation and market performance: Role of customer value types. Journal of 

strategic marketing, 26(4), 318-338. 

Saini, R. and Bhargava, P. (2020). The Role of Knowledge Management Practices in 

Sustaining Innovation in SMEs of North India. IUP Journal of Knowledge 

Management, 18(1), 24-44. 

Sajilan, S. and Tehseen, S. (2019). Network competence and firm performance: The 

mediating role of entrepreneurial innovativeness among Malaysian Chinese 

entrepreneurs of wholesale businesses. Asian Academy of Management 

Journal, 24(Supp. 1), 187-201. 

Sale, J. E., Lohfeld, L. H., & Brazil, K. (2002). Revisiting the quantitative-qualitative 

debate: Implications for mixed-methods research. Quality and quantity, 36(1), 

43-53.  

Sallah, C. A. and Caesar, L. D. (2020). Intangible resources and the growth of 

women businesses. Journal of Entrepreneurship in Emerging Economies. 

Salomann, H., Dous, M., Kolbe, L. and Brenner, W. (2005). Rejuvenating Customer 

Management:: How to Make Knowledge For, From and About Customers 

Work. European Management Journal, 23(4), 392-403. 

Samuel, K. E., Goury, M.-L., Gunasekaran, A. and Spalanzani, A. (2011). 

Knowledge management in supply chain: An empirical study from France. The 

Journal of Strategic Information Systems, 20(3), 283-306. 

Sanaz, K., Mona, J. P. and Hossein, M. (2017). Successful customer knowledge 

management implementation through social media capabilities. VINE Journal 

of Information and Knowledge Management Systems, 47(3), 353-371. 

Santamaría, L., Nieto, M. J. and Rodríguez, A. (2021). Failed and successful 

innovations: The role of geographic proximity and international diversity of 



 

326 

partners in technological collaboration. Technological Forecasting and Social 

Change, 166, 120575. 

Santos, M. J. d., Perin, M. G., Simões, C. and Sampaio, C. H. (2020). Customer 

orientation and financial performance relationship: the mediating role of 

innovative capability. Gestão & Produção, 27(4). 

Sari, H., Othman, M. and Al-Ghaili, A. M. (2018). The Determinants of Customer 

Knowledge Sharing Behavior: A Review Study. Proceedings of the 2018 

International Conference of Reliable Information and Communication 

Technology, 882-891. 

Sarstedt, M., Hair Jr, J. F., Cheah, J.-H., Becker, J.-M. and Ringle, C. M. (2019). 

How to specify, estimate, and validate higher-order constructs in PLS-SEM. 

Australasian Marketing Journal (AMJ), 27(3), 197-211. 

Sarstedt, M., Ringle, C. M., Henseler, J. and Hair, J. F. (2014). On the emancipation 

of PLS-SEM: A commentary on Rigdon (2012). Long range planning, 47(3), 

154-160. 

Saunders, M., Lewis, P. and Thornhill, A. (2007). Research Methods for Business 

Students Fourth Edi. Essex: Pearson Education Limited, 131. 

Saunders, M., Lewis, P. and Thornhill, A. (2009). Research methods for business 

students: Pearson education. 

Savalei, V. and Bentler, P. M. (2006). Structural equation modeling. The handbook 

of marketing research: Uses, misuses, and future advances, 330-364. 

Sawhney, M., Verona, G. and Prandelli, E. (2005). Collaborating to create: The 

Internet as a platform for customer engagement in product innovation. Journal 

of interactive marketing, 19(4), 4-17. 

Schelfhaudt, K. and Crittenden, V. L. (2005). Specialist or generalist: Views from 

academia and industry. Journal of Business Research, 58(7), 946-954. 

Schmidt, E. and Van de Walle, S. (2020). Defending, prospecting or reacting? 

Strategic management during cutbacks in the Dutch penitentiary sector. 

Financial Accountability & Management. 

Schumacker, R. E. and Lomax, R. G. (2004). A beginner's guide to structural 

equation modeling: psychology press. 

Sciarelli, M. (2008). Resource-based theory and market-driven management. 

Symphonya. Emerging Issues in Management, (2), 66-80. 



 

327 

Scott-Kennel, J. and Giroud, A. (2015). MNEs and FSAs: Network knowledge, 

strategic orientation and performance. Journal of World Business, 50(1), 94-

107. 

Segev, E. (1987). Strategy, strategy‐making, and performance in a business game. 

Strategic Management Journal, 8(6), 565-577. 

Segev, E. (1989). A systematic comparative analysis and synthesis of two 

business‐level strategic typologies. Strategic Management Journal, 10(5), 487-

505. 

Sekaran, U. (2004). Research Methods for Business. Chichester: John Wiley and 

Sons. 

Sekaran, U. and Bougie, R. (2016). Research methods for business: A skill building 

approach: John Wiley & Sons. 

Selmi, N. and Chaney, D. (2018). A measure of revenue management orientation and 

its mediating role in the relationship between market orientation and 

performance. Journal of Business Research, 89, 99-109. 

Senge, P. M. (1990). The Fifth Discipline New York. Google Scholar. 

Shafiq, M. and Tasmin, R. (2016). Linking Business Strategy with Organizational 

Innovation. Innovation and Management. 

Shah, S. A., Shah, M. H., Matloob, S. and Abbas, S. I. (2021). Managing 

Organizational performance of pharmaceutical SMEs in Indonesia: Examining 

the Role of Entrepreneurial Orientation and Organizational Learning in a 

Mediated Model. Annals of Contemporary Developments in Management & 

HR (ACDMHR), 3(1). 

Shah, S. Z. A., Anwar, M. and Hussain, C. M. (2021). Top managers' attributes, 

innovation, and the participation in China–Pakistan Economic Corridor: A 

study of energy sector small and medium‐sized enterprises. Managerial and 

Decision Economics, 42(2), 385-406. 

Shahin, M. A. (2017). Local pharma: a model industry from Venture Magazine 

(Levant Business Intelligence), 26 March,  

www.venturemagazine.me/2017/03/local-pharma-model-industry/ 

Shamout, M. D. (2020). The nexus between supply chain analytic, innovation and 

robustness capability. VINE Journal of Information and Knowledge 

Management Systems. 

file:///F:/29%20MAC%202021/EMAD/www.venturemagazine.me/2017/03/local-pharma-model-industry/
file:///F:/29%20MAC%202021/EMAD/www.venturemagazine.me/2017/03/local-pharma-model-industry/
file:///F:/29%20MAC%202021/EMAD/www.venturemagazine.me/2017/03/local-pharma-model-industry/


 

328 

Shang, J., Wang, Z., Li, L., Chen, Y. and Li, P. (2018). A study on the correlation 

between technology innovation and the new-type urbanization in Shaanxi 

province. Technological Forecasting and Social Change, 135, 266-273. 

Shannahan, K. L., Shannahan, R. J. and Alexandrov, A. (2010). Strategic orientation 

and customer relationship management: A contingency framework of CRM 

success. Journal of Comparative International Management, 13(1). 

Sharabati, A.-A. A. (2018). Effect of corporate social responsibility on Jordan 

pharmaceutical industry’s business performance. Social Responsibility Journal, 

14(3), 566-583. 

Sharabati, A.-A. A., Naji Jawad, S. and Bontis, N. (2010). Intellectual capital and 

business performance in the pharmaceutical sector of Jordan. Management 

decision, 48(1), 105-131. 

Sharma, A., Saboo, A. R. and Kumar, V. (2018). Investigating the Influence of 

Characteristics of New Product Introduction Process on Firm Value: The Case 

of the Pharmaceutical Industry. Journal of Marketing. 

Shaw, E. H. (2012). Marketing strategy: From the origin of the concept to the 

development of a conceptual framework. Journal of Historical Research in 

Marketing, 4(1), 30-55. 

Sheng, M. L. (2017). A dynamic capabilities-based framework of organizational 

sensemaking through combinative capabilities towards exploratory and 

exploitative product innovation in turbulent environments. Industrial 

Marketing Management, 65, 28-38. 

Sheng, Y., Huang, Z., Liu, C. and Yang, Z. (2019). How does business strategy 

affect wage premium? Evidence from China. Economic Modelling, 83, 31-41. 

Shin, S. and Aiken, K. D. (2012). The mediating role of marketing capability: 

evidence from Korean companies. Asia Pacific Journal of Marketing and 

Logistics. 

Shook, C. L., Ketchen Jr, D. J., Hult, G. T. M. and Kacmar, K. M. (2004). An 

assessment of the use of structural equation modeling in strategic management 

research. Strategic management journal, 25(4), 397-404. 

Shortell, S. M. and Zajac, E. J. (1990). Perceptual and archival measures of Miles 

and Snow's strategic types: A comprehensive assessment of reliability and 

validity. Academy of management Journal, 33(4), 817-832. 



 

329 

Shorten, A. and Moorley, C. (2014). Selecting the sample. Evidence-based nursing, 

17(2), 32-33. 

Shujahat, M., Sousa, M. J., Hussain, S., Nawaz, F., Wang, M. and Umer, M. (2019). 

Translating the impact of knowledge management processes into knowledge-

based innovation: The neglected and mediating role of knowledge-worker 

productivity. Journal of Business Research, 94, 442-450. 

Silva, M. Z. and Fernandes, F. C. (2019). The influence of contingencies factors 

strategy and structure in the enterprise risk management in a hospital. Gestão 

& Produção, 26(1). 

Silva, N. D., Hutcheson, J. and Wahl, G. D. (2010). Organizational strategy and 

employee outcomes: A person–organization fit perspective. The Journal of 

psychology, 144(2), 145-161. 

Singh, J. and Singh, N. (2018). Analysis on Organizational Strategy of Two IT 

Intensive Online Insurance Companies. Proceedings of the 2018 Proceedings 

of 10th International Conference on Digital Strategies for Organizational 

Success,  

Sinkula, J. M. (1994). Market information processing and organizational learning. 

the Journal of Marketing, 35-45. 

Sirmon, D. G., Hitt, M. A. and Ireland, R. D. (2007). Managing firm resources in 

dynamic environments to create value: Looking inside the black box. Academy 

of management review, 32(1), 273-292. 

Škerlavaj, M., Song, J. H. and Lee, Y. (2010). Organizational learning culture, 

innovative culture and innovations in South Korean firms. Expert systems with 

applications, 37(9), 6390-6403. 

Slater, S. F. and Mohr, J. J. (2006). Successful development and commercialization 

of technological innovation: Insights based on strategy type. Journal of product 

innovation management, 23(1), 26-33. 

Slater, S. F. and Narver, J. C. (1993). Product-market strategy and performance: an 

analysis of the Miles and Snow strategy types. European journal of marketing, 

27(10), 33-51. 

Slater, S. F. and Narver, J. C. (1994). Does competitive environment moderate the 

market orientation-performance relationship? The Journal of Marketing, 46-55. 

Slater, S. F. and Narver, J. C. (1995). Market orientation and the learning 

organization. The Journal of marketing, 63-74. 



 

330 

Slater, S. F. and Olson, E. M. (2000). Strategy type and performance: The influence 

of sales force management. Strategic Management Journal, 813-829. 

Slater, S. F., Hult, G. T. M. and Olson, E. M. (2010). Factors influencing the relative 

importance of marketing strategy creativity and marketing strategy 

implementation effectiveness. Industrial Marketing Management, 39(4), 551-

559. 

Slater, S. F., Olson, E. M. and Hult, G. T. M. (2006). The moderating influence of 

strategic orientation on the strategy formation capability–performance 

relationship. Strategic Management Journal, 27(12), 1221-1231. 

Slotegraaf, R. J., Moorman, C. and Inman, J. J. (2003). The role of firm resources in 

returns to market deployment. Journal of Marketing Research, 40(3), 295-309. 

Smith, K. G., Guthrie, J. P. and Chen, M.-J. (1989). Strategy, size and performance. 

Organization studies, 10(1), 63-81. 

Sn, M. S. (2020). Knowledge Management In Academic Library Services. Studies in 

Indian Place Names, 40(49), 286-289. 

Snow, C. C. and Hambrick, D. C. (1980). Measuring organizational strategies: Some 

theoretical and methodological problems. Academy of Management Review, 

5(4), 527-538. 

Snow, C. C. and Hrebiniak, L. G. (1980). Strategy, distinctive competence, and 

organizational performance. Administrative Science Quarterly, 317-336. 

So, W.-h. and Kim, H.-k. (2018). Effect: Business Environment Factors on Business 

Strategy and Business Performance Advanced Multimedia and Ubiquitous 

Engineering (pp. 445-453): Springer. 

Sollosy, M., Guidice, R. M. and Parboteeah, K. P. (2019). Miles and Snow’s 

strategic typology redux through the lens of ambidexterity. International 

Journal of Organizational Analysis. 

Song, L., Augustine, D. and Yang, J. Y. (2016). Environmental uncertainty, 

prospector strategy, and new venture performance: the moderating role of 

network capabilities. International Entrepreneurship and Management 

Journal, 12(4), 1103-1126. 

Song, M. and Parry, M. E. (2009). The desired level of market orientation and 

business unit performance. Journal of the Academy of Marketing Science, 

37(2), 144-160. 



 

331 

Song, M. and Xie, J. (2000). Does innovativeness moderate the relationship between 

cross-functional integration and product performance? Journal of international 

marketing, 8(4), 61-89. 

Song, M., Di Benedetto, C. A. and Nason, R. W. (2007). Capabilities and financial 

performance: the moderating effect of strategic type. Journal of the Academy of 

Marketing Science, 35(1), 18-34. 

Song, M., Nason, R. W. and Di Benedetto, C. A. (2008). Distinctive marketing and 

information technology capabilities and strategic types: A cross-national 

investigation. Journal of International Marketing, 16(1), 4-38. 

Song, Y. A. and Park, Y. R. (2009). How Parent-Subsidiary Relationship Encourages 

Subsidiary-Driven Innovation and Performance in Korea. 한국경영학회 

통합학술발표논문집, 1-29. 

Soto-Acosta, P., Popa, S. and Palacios-Marqués, D. (2016). E-business, 

organizational innovation and firm performance in manufacturing SMEs: an 

empirical study in Spain. Technological and Economic Development of 

Economy, 22(6), 885-904. 

Spanjol, J., Mühlmeier, S. and Tomczak, T. (2012). Strategic orientation and product 

innovation: Exploring a decompositional approach. Journal of Product 

Innovation Management, 29(6), 967-985. 

Spanjol, J., Qualls, W. J. and Rosa, J. A. (2011). How many and what kind? The role 

of strategic orientation in new product ideation. Journal of Product Innovation 

Management, 28(2), 236-250. 

Sporledera, T. L. L., Juan. (2007). Growth-related measures of brand equity elasticity 

for food firms. International Food and Agribusiness Management Review, 

10(1). 

Srivastava, R. K., Shervani, T. A. and Fahey, L. (1999). Marketing, business 

processes, and shareholder value: an organizationally embedded view of 

marketing activities and the discipline of marketing. Journal of marketing, 

63(4_suppl1), 168-179. 

Srivastava, R., Reibstein, D. J. and Woodside, W. S. (2005). Metrics for linking 

marketing to financial performance: Marketing Science Institute Cambridge, 

MA. 



 

332 

Srivastava, S. and D’Souza, D. E. (2019). Exploring patterns of organizational 

capability alignment: a contingency approach. Management Research Review. 

Stadler, C., Helfat, C. E. and Verona, G. (2013). The impact of dynamic capabilities 

on resource access and development. Organization science, 24(6), 1782-1804. 

Stelmaszczyk, M. (2018). How Absorptive Capacity and Organisational Learning 

Orientation Interact to Enable Innovation Capability? An Empirical 

Examination. 

Stevens, J. P. (2012). Applied multivariate statistics for the social sciences: 

Routledge. 

Stock, G. N., McFadden, K. L. and Gowen III, C. R. (2007). Organizational culture, 

critical success factors, and the reduction of hospital errors. International 

Journal of Production Economics, 106(2), 368-392. 

Stone, M. (1974). Cross‐validatory choice and assessment of statistical predictions. 

Journal of the Royal Statistical Society: Series B (Methodological), 36(2), 111-

133. 

Su, C.-T., Chen, Y.-H. and Sha, D. (2006). Linking innovative product development 

with customer knowledge: a data-mining approach. Technovation, 26(7), 784-

795. 

Su, Y.-S., Tsang, E. W. and Peng, M. W. (2009). How do internal capabilities and 

external partnerships affect innovativeness? Asia Pacific Journal of 

Management, 26(2), 309-331. 

Sukdej, S. and Ussahawanitchakit, P. (2015). Dynamic marketing capability and 

marketing survival: evidence from auto parts businesses in Thailand. The 

Business & Management Review, 7(1), 177. 

Sukoco, I., Irvawan, R., Hermanto, B. and Muhyi, H. A. (2021). The Importance of 

Knowledge Management in Increasing the Innovation of Tourism Staff: A 

Case Study at Taman Mini Indonesia Indah (TMII). Technium Social Sciences 

Journal, 16, 472-482. 

Sumer, K. and Bayraktar, C. A. (2012). Business strategies and gaps in Porter's 

typology: a literature review. Journal of Management Research, 4(3), 100-119. 

Tabachnick, B. and Fidell, L. (2001). Using Multivariate Statistics, Allyn and Bacon, 

Boston, MA. Using Multivariate Statistics, 4th ed. Allyn and Bacon, Boston, 

MA., -. 



 

333 

Taghizadeh, S. K., Rahman, S. A. and Hossain, M. M. (2018). Knowledge from 

customer, for customer or about customer: which triggers innovation capability 

the most? Journal of Knowledge Management, 22(1), 162-182. 

Taherparvar, N., Esmaeilpour, R. and Dostar, M. (2014). Customer knowledge 

management, innovation capability and business performance: a case study of 

the banking industry. Journal of knowledge management, 18(3), 591-610. 

Takata, H. (2016). Effects of industry forces, market orientation, and marketing 

capabilities on business performance: An empirical analysis of Japanese 

manufacturers from 2009 to 2011. Journal of Business Research, 69(12), 5611-

5619. 

Talke, K. (2007). Corporate mindset of innovating firms: Influences on new product 

performance. Journal of Engineering and Technology Management, 24(1-2), 

76-91. 

Tallon, P. P. (2007). A process-oriented perspective on the alignment of information 

technology and business strategy. Journal of Management Information 

Systems, 24(3), 227-268. 

Talpová, S. Z. (2016). Strategy Variable in Subsidiary Research: The Case of Miles 

and Snow Typology. Proceedings of the 2016 European Conference on 

Research Methodology for Business and Management Studies, 349. 

Tan, N. N. (2019). The relationship between knowledge management and 

organisational performance, mediating role of innovation: the case of public 

universities in Vietnam. 

Tan, Q. and Sousa, C. M. (2015). Leveraging marketing capabilities into competitive 

advantage and export performance. International Marketing Review, 32(1), 78-

102. 

Taneja, S., Pryor, M. G. and Hayek, M. (2016). Leaping innovation barriers to small 

business longevity. Journal of Business Strategy. 

Tang, Z. and Tang, J. (2012). Entrepreneurial orientation and SME performance in 

China’s changing environment: The moderating effects of strategies. Asia 

Pacific Journal of Management, 29(2), 409-431. 

Tarhini, A., El-Masri, M., Ali, M. and Serrano, A. (2016). Extending the UTAUT 

model to understand the customers’ acceptance and use of internet banking in 

Lebanon. Information Technology & People. 



 

334 

Teece, D. and Leih, S. (2016). Uncertainty, innovation, and dynamic capabilities: An 

introduction. California Management Review, 58(4), 5-12. 

Teece, D. J. (2007). Explicating dynamic capabilities: the nature and 

microfoundations of (sustainable) enterprise performance. Strategic 

management journal, 28(13), 1319-1350. 

Teece, D. J. (2009). Dynamic capabilities and strategic management: Organizing for 

innovation and growth: Oxford University Press on Demand. 

Teece, D. J. (2014). The foundations of enterprise performance: Dynamic and 

ordinary capabilities in an (economic) theory of firms. Academy of 

management perspectives, 28(4), 328-352. 

Teece, D. J., Pisano, G. and Shuen, A. (1997). Dynamic capabilities and strategic 

management. Strategic management journal, 509-533. 

Tenenhaus, M., Vinzi, V. E., Chatelin, Y.-M. and Lauro, C. (2005). PLS path 

modeling. Computational statistics & data analysis, 48(1), 159-205. 

Thakur, R., Hsu, S. H. and Fontenot, G. (2012). Innovation in healthcare: Issues and 

future trends. Journal of Business Research, 65(4), 562-569. 

Theodosiou, M., Kehagias, J. and Katsikea, E. (2012). Strategic orientations, 

marketing capabilities and firm performance: An empirical investigation in the 

context of frontline managers in service organizations. Industrial Marketing 

Management, 41(7), 1058-1070. 

Tiwana, A. (2002). The knowledge management toolkit: orchestrating IT, strategy, 

and knowledge platforms: Pearson Education India. 

Tomizawa, A., Zhao, L., Bassellier, G. and Ahlstrom, D. (2020). Economic growth, 

innovation, institutions, and the Great Enrichment. Asia Pacific Journal of 

Management, 37(1), 7-31. 

Truch, E. and Bridger, D. (2002). The importance of strategic fit in knowledge 

management. ECIS 2002 Proceedings, 2. 

Truch, E. and Bridger, D. (2004). The importance of strategic fit. Leveraging 

Corporate Knowledge, 9. 

Tsai, K.-H., Chou, C. and Kuo, J.-H. (2008). The curvilinear relationships between 

responsive and proactive market orientations and new product performance: A 

contingent link. Industrial Marketing Management, 37(8), 884-894. 

Tseng, S. M. and Fang, Y. Y. (2015). Customer Knowledge Management 

Performance Index. Knowledge and Process Management, 22(2), 68-77. 



 

335 

Tseng, S.-M. (2009). A study on customer, supplier, and competitor knowledge using 

the knowledge chain model. International Journal of Information 

Management, 29(6), 488-496. 

Tseng, S.-M. (2016). The effect of knowledge management capability and customer 

knowledge gaps on corporate performance. Journal of Enterprise Information 

Management, 29(1), 51-71. 

Tutar, H., Nart, S. and Bingöl, D. (2015). The effects of strategic orientations on 

innovation capabilities and market performance: the case of ASEM. Procedia-

Social and Behavioral Sciences, 207, 709-719. 

Tweneboah-Koduah, E. Y., Anning-Dorson, T. and Nyamekye, M. B. (2020). Impact 

of customization and innovation on hospitality firms’ performance. Journal of 

Hospitality Marketing & Management, 29(1), 106-120. 

Tyagi, S., Nauriyal, D. and Gulati, R. (2018). Firm level R&D intensity: evidence 

from Indian drugs and pharmaceutical industry. Review of Managerial Science, 

12(1), 167-202. 

Tyrer, S. and Heyman, B. (2016). Sampling in epidemiological research: issues, 

hazards and pitfalls. BJPsych bulletin, 40(2), 57-60. 

Urban, B. and Maboko, P. (2020). Corporate sustainability: a focus on 

entrepreneurship, collaboration and regulation in the South African healthcare 

industry. International Journal of Innovation and Sustainable Development, 

14(2), 199-218. 

Urbinati, A., Chiaroni, D., Chiesa, V. and Frattini, F. (2020). The role of digital 

technologies in open innovation processes: an exploratory multiple case study 

analysis. R&D Management, 50(1), 136-160. 

Vaikunthavasan, S., Jebarajakirthy, C. and Shankar, A. (2019). How to make higher 

education institutions innovative: An application of market orientation 

practices. Journal of Nonprofit & Public Sector Marketing, 31(3), 274-302. 

Valeri, L. (2013). Statistical methods for causal mediation analysis.    

Van de Ven, A. H. (1986). Central problems in the management of innovation. 

Management science, 32(5), 590-607. 

Van den Hooff, B. and Huysman, M. (2009). Managing knowledge sharing: 

Emergent and engineering approaches. Information & management, 46(1), 1-8. 

Van Teijlingen, E. and Hundley, V. (2002). The importance of pilot studies. Nursing 

standard, 16(40). 



 

336 

Varadarajan, R. (2020). Customer information resources advantage, marketing 

strategy and business performance: A market resources based view. Industrial 

Marketing Management. 

Venaik, S. and Midgley, D. F. (2019). Archetypes of marketing mix standardization-

adaptation in MNC subsidiaries. European Journal of Marketing. 

Venciūtė, D. (2018). Social media marketing–from tool to capability. Management of 

Organizations: Systematic Research, 79(1), 131-145. 

Venkatraman, N. (1989). Strategic orientation of business enterprises: The construct, 

dimensionality, and measurement. Management science, 35(8), 942-962. 

Verona, G. (1999). A resource-based view of product development. Academy of 

management review, 24(1), 132-142. 

Verona, G. and Ravasi, D. (2003). Unbundling dynamic capabilities: an exploratory 

study of continuous product innovation. Industrial and corporate change, 

12(3), 577-606. 

Vij, S. and Bedi, H. (2012). Relationship between entrepreneurial orientation and 

business performance: A review of literature. 

Villar, C., Alegre, J. and Pla-Barber, J. (2014). Exploring the role of knowledge 

management practices on exports: A dynamic capabilities view. International 

Business Review, 23(1), 38-44. 

Vinaja, R. (2017). Online Growth Options for Retailers: Three Essays on Domestic 

and International Growth Strategies with Online Retailing: Taylor & Francis 

Inc 530 Walnut Street, Ste 850, Philadelphia, PA 19106 USA. 

Visnjic, I., Wiengarten, F. and Neely, A. (2016). Only the brave: Product innovation, 

service business model innovation, and their impact on performance. Journal 

of Product Innovation Management, 33(1), 36-52. 

Vladova, K. (2017). Dynamic Capablities as Innovation Sources for Organizations in 

Tourism. Proceedings of the 2017 International Conference on Management 

and Industrial Engineering, 44-50. 

Vladova, K. (2018). Dynamic Capabilities as Innovation Sources. FAIMA Business 

& Management Journal, 6(4), 5-12. 

Vogel, R. and Güttel, W. H. (2013). The dynamic capability view in strategic 

management: A bibliometric review. International Journal of Management 

Reviews, 15(4), 426-446. 



 

337 

Volberda, H. W., Foss, N. J. and Lyles, M. A. (2010). Perspective—Absorbing the 

concept of absorptive capacity: How to realize its potential in the organization 

field. Organization science, 21(4), 931-951. 

Vorhies, D. W. and Morgan, N. A. (2005). Benchmarking marketing capabilities for 

sustainable competitive advantage. Journal of marketing, 69(1), 80-94. 

Vorhies, D. W., Morgan, R. E. and Autry, C. W. (2009). Product‐market strategy and 

the marketing capabilities of the firm: impact on market effectiveness and cash 

flow performance. Strategic Management Journal, 30(12), 1310-1334. 

Vorhies, D. W., Orr, L. M. and Bush, V. D. (2011). Improving customer-focused 

marketing capabilities and firm financial performance via marketing 

exploration and exploitation. Journal of the Academy of Marketing Science, 

39(5), 736-756. 

Vorraber, W., Neubacher, D., Moesl, B., Brugger, J., Stadlmeier, S. and Voessner, S. 

(2019). UCTM—An Ambidextrous Service Innovation Framework—A 

Bottom-Up Approach to Combine Human-and Technology-Centered Service 

Design. Systems, 7(2), 23. 

Vrontis, D., Thrassou, A., Santoro, G. and Papa, A. (2017). Ambidexterity, external 

knowledge and performance in knowledge-intensive firms. The Journal of 

Technology Transfer, 42(2), 374-388. 

Wade, M. and Hulland, J. (2004). The resource-based view and information systems 

research: Review, extension, and suggestions for future research. MIS 

quarterly, 28(1), 107-142. 

Wales, W., Beliaeva, T., Shirokova, G., Stettler, T. R. and Gupta, V. K. (2020). 

Orienting toward sales growth? Decomposing the variance attributed to three 

fundamental organizational strategic orientations. Journal of Business 

Research, 109, 498-510. 

Walker OC Jr, Boyd HW Jr, Mullins J and J-C, L. e. e. (2003). Marketing Strategy: 

Planning and Implementation. Irwin/McGraw-Hill: Homewood, IL, (4th edn). 

Wan Daud, W. N., Anwar Zainol, F. and Segumpan, R. G. (2021). Knowledge 

Management, Human Capital And Organizational Innovation As Drivers Of 

Quality Higher Education In Malaysia: Lessons For Gulf Countries. 

International Journal of Management, 11(12). 

Wang, C. L. and Ahmed, P. K. (2007). Dynamic capabilities: A review and research 

agenda. International journal of management reviews, 9(1), 31-51. 



 

338 

Wang, C. L., Senaratne, C. and Rafiq, M. (2015). Success traps, dynamic capabilities 

and firm performance. British Journal of Management, 26(1), 26-44. 

Wang, C., Lee, Y. L., Yap, J. B. H., Wood, L. C. and Abdul-Rahman, H. (2020). 

Non-technical innovation and entrepreneurship in project-based small service 

firms. South African Journal of Economic and Management Sciences, 23(1), 1-

13. 

Wang, C.-H., Chen, K.-Y. and Chen, S.-C. (2012). Total quality management, 

market orientation and hotel performance: The moderating effects of external 

environmental factors. International Journal of Hospitality Management, 

31(1), 119-129. 

Wang, E. T., Hu, H.-F. and Hu, P. J.-H. (2013). Examining the role of information 

technology in cultivating firms’ dynamic marketing capabilities. Information & 

Management, 50(6), 336-343. 

Wang, H. (2006). The research of the performance impact of new products on 

customer knowledge management. Science Progress and Strategy, 143-145. 

Wang, M., Wang, M., Zhu, Y., Zhang, S. and Chen, J. (2019). Enzyme immobilized 

millimeter-sized polyHIPE beads with easy separability and recyclability. 

Reaction Chemistry & Engineering, 4(6), 1136-1144. 

Wang, T. and Chen, Y. (2018). Capability stretching in product innovation. Journal 

of Management, 44(2), 784-810. 

Wang, X. and Xu, M. (2018). Examining the linkage among open innovation, 

customer knowledge management and radical innovation. Baltic Journal of 

Management. 

Wang, Z. and Kim, H. G. (2017). Can social media marketing improve customer 

relationship capabilities and firm performance? Dynamic capability 

perspective. Journal of Interactive Marketing, 39, 15-26. 

Watkins, K. and Marsick, V. (1996). In action. Creating the Learning Organization. 

Alexandria VA: American Society for Training and Development. 

Weathington, B. L., Cunningham, C. J. and Pittenger, D. J. (2010). Research 

methods for the behavioral and social sciences: John Wiley & Sons. 

Weerawardena, J. (2003). The role of marketing capability in innovation-based 

competitive strategy. Journal of strategic marketing, 11(1), 15-35. 



 

339 

Weerawardena, J., O'Cass, A. and Julian, C. (2006). Does industry matter? 

Examining the role of industry structure and organizational learning in 

innovation and brand performance. Journal of business research, 59(1), 37-45. 

Weerawardena, J., Salunke, S., Knight, G., Mort, G. S. and Liesch, P. W. (2019). 

The learning subsystem interplay in service innovation in born global service 

firm internationalization. Industrial Marketing Management. 

Wernerfelt, B. (1984). A resource‐based view of the firm. Strategic management 

journal, 5(2), 171-180. 

Wheelen Thomas, L. and Hunger, J. D. (2008). Strategıc Management and Business 

Polıcy: Upper Saddle River, NJ: Pearson Education, Inc. 

Wiklund, J. (1999). The sustainability of the entrepreneurial orientation—

performance relationship. Entrepreneurship theory and practice, 24(1), 37-48. 

Wiklund, J. and Shepherd, D. (2003). Knowledge‐based resources, entrepreneurial 

orientation, and the performance of small and medium‐sized businesses. 

Strategic management journal, 24(13), 1307-1314. 

Wilden, R. and Gudergan, S. (2017). Service-dominant orientation, dynamic 

capabilities and firm performance. Journal of Service Theory and Practice. 

Wincent, J., Thorgren, S. and Anokhin, S. (2014). Entrepreneurial orientation and 

network board diversity in network organizations. Journal of Business 

Venturing, 29(2), 327-344. 

Wood, V. R. and Robertson, K. R. (1997). Strategic orientation and export success: 

an empirical study. International Marketing Review, 14(6), 424-444. 

Woodman, R. W., Sawyer, J. E. and Griffin, R. W. (1993). Toward a theory of 

organizational creativity. Academy of management review, 18(2), 293-321. 

Wu, I. L. and Lin, H. C. (2009). A strategy‐based process for implementing 

knowledge management: An integrative view and empirical study. Journal of 

the American society for information science and technology, 60(4), 789-802. 

Wu, L.-Y. (2007). Entrepreneurial resources, dynamic capabilities and start-up 

performance of Taiwan's high-tech firms. Journal of Business research, 60(5), 

549-555. 

Xiaofan, Z. and Saeheaw, T. (2020). Exploring Chinese Customers Experiences with 

Chiang Mai Guesthouse through Analytical Customer Knowledge 

Management. Proceedings of the 2020 Joint International Conference on 

Digital Arts, Media and Technology with ECTI Northern Section Conference 



 

340 

on Electrical, Electronics, Computer and Telecommunications Engineering 

(ECTI DAMT & NCON), 265-269. 

Xin, J., Song, C., Fuji, X. and Zexia, L. (2018). Multi-dimensional Influence of 

Dynamic Capabilities on Innovation Performance in Knowledge-intensive 

Service Enterprises. Science Journal of Business and Management, 6(4), 81. 

Xu, H., Guo, H., Zhang, J. and Dang, A. (2018). Facilitating dynamic marketing 

capabilities development for domestic and foreign firms in an emerging 

economy. Journal of Business Research, 86, 141-152. 

Xu, J. and Sim, J.-W. (2018). Characteristics of corporate R&D investment in 

emerging markets: Evidence from manufacturing industry in China and South 

Korea. Sustainability, 10(9), 3002. 

Xu, J., Houssin, R., Caillaud, E. and Gardoni, M. (2010). Macro process of 

knowledge management for continuous innovation. Journal of knowledge 

management, 14(4), 573-591. 

Xu, X., Yang, C. and Ren, J. (2020). Research on the Relationship between Novelty-

Centered Business Model Innovation and Competitive Advantages of Sports 

Tourism—Based on the Empirical Analysis of Guizhou Province, China. 

Journal of Service Science and Management, 13(02), 317. 

Y.K, C. A. and Snehasish, B. (2013). Customer knowledge management via social 

media: the case of Starbucks. Journal of Knowledge Management, 17(2), 237-

249. 

Yanadori, Y. and Cui, V. (2013). Creating incentives for innovation? The 

relationship between pay dispersion in R&D groups and firm innovation 

performance. Strategic Management Journal, 34(12), 1502-1511. 

Yanes-Estévez, V., García-Pérez, A. M. and Oreja-Rodríguez, J. R. (2018). The 

strategic behaviour of Smes. Administrative Sciences, 8(4), 61. 

Yang, Y., Jia, F. and Xu, Z. (2019). Towards an integrated conceptual model of 

supply chain learning: an extended resource-based view. Supply Chain 

Management: An International Journal. 

Yang, Z., Zhang, X.-l. and Xie, C.-y. (2009). How to choose strategic orientation: 

market orientation or innovation orientation? an empirical examination in the 

firms from Hunan province high-tech industrial development zone [J]. Studies 

in Science of Science, 2. 



 

341 

Yao, Q. and Qin, H. (2016). Marketing capability, competitive advantage, and 

business performance. International Journal of Technology, Policy and 

Management, 16(3), 195-213. 

Yasmeen, H., Wang, Y., Zameer, H. and Waheed, A. (2019). Service-innovation 

capability founded on knowledge from customers. Human Systems 

Management, 38(1), 29-41. 

Yigitcanlar, T., Sabatini-Marques, J., da-Costa, E. M., Kamruzzaman, M. and 

Ioppolo, G. (2019). Stimulating technological innovation through incentives: 

Perceptions of Australian and Brazilian firms. Technological Forecasting and 

Social Change, 146, 403-412. 

Yiu, L. D., Yeung, A. C. and Jong, A. P. (2020). Business intelligence systems and 

operational capability: an empirical analysis of high-tech sectors. Industrial 

Management & Data Systems. 

Yousef, E. M. M. A. (2020). The Determinants of Labor Productivity in Jordan 

During the Period 1980-2017. Journal of Business and Economics Research, 

9(1), 21-28. 

Yu, G. J., Park, M. and Hong, K. H. (2020). A strategy perspective on total quality 

management. Total Quality Management & Business Excellence, 31(1-2), 68-

81. 

Yu, L., Duan, Y. and Fan, T. (2020). Innovation performance of new products in 

China's high-technology industry. International Journal of Production 

Economics, 219, 204-215. 

Yu, W., Ramanathan, R. and Nath, P. (2017). Environmental pressures and 

performance: An analysis of the roles of environmental innovation strategy and 

marketing capability. Technological Forecasting and Social Change, 117, 160-

169. 

Yun, Y. H., Jung, J. Y., Sim, J. A., Choi, H., Lee, J. M., Noh, D. Y., et al. (2015). 

Patient‐reported assessment of self‐management strategies of health in cancer 

patients: development and validation of the Smart Management Strategy for 

Health Assessment Tool (SAT). Psycho‐Oncology, 24(12), 1723-1730. 

Yu-Pei, W., Meng-Ying, H. and Li-Ke, L. (2016). Impact of Customer Knowledge 

Management on Enterprise Innovation Performance. DEStech Transactions on 

Engineering and Technology Research, (sste). 



 

342 

Yusr, M., Mokhtar, S., Abaid, W., Perumal, S. and Fauzi, F. (2018). The 

antecedents’ strategies and processes of product innovation performance. 

Management Science Letters, 8(11), 1183-1198. 

Zack, M. (2002). Epilogue: Developing a knowledge strategy (pp. 268-276): Oxford: 

Oxford University Press. 

Zack, M. H. (1999). Developing a knowledge strategy. California management 

review, 41(3), 125-145. 

Zafar, H. and Mehmood, K. K. (2019). Innovation as a mediator between Innovative 

Culture, Transformational Leadership, Knowledge Management, Learning 

Orientation, and Performance. Innovation, 17(1). 

Zaheer, A. and Zaheer, S. (1997). Catching the wave: Alertness, responsiveness, and 

market influence in global electronic networks. Management science, 43(11), 

1493-1509. 

Zaheer, S. (1995). Overcoming the liability of foreignness. Academy of Management 

journal, 38(2), 341-363. 

Zahra, S. A. (1996). Goverance, ownership, and corporate entrepreneurship: The 

moderating impact of industry technological opportunities. Academy of 

management journal, 39(6), 1713-1735. 

Zahra, S. A. and Covin, J. G. (1994). The financial implications of fit between 

competitive strategy and innovation types and sources. The Journal of High 

Technology Management Research, 5(2), 183-211. 

Zahra, S. A. and Pearce, J. A. (1990). Research evidence on the Miles-Snow 

typology. Journal of management, 16(4), 751-768. 

Zajac, E. J. and Shortell, S. M. (1989). Changing generic strategies: Likelihood, 

direction, and performance implications. Strategic Management Journal, 10(5), 

413-430. 

Zakrzewska-Bielawska, A. (2019). Recognition of relational strategy content: insight 

from the managers’ view. Eurasian Business Review, 9(2), 193-211. 

Zanjani, M. S., Rouzbehani, R. and Dabbagh, H. (2008). Proposing a conceptual 

model of customer knowledge management: a study of CKM tools in British 

dotcoms. management, 7(8), 19. 

Zgarni, A. and Lamia, G. (2019). The Impact of Competition Intensity and Strategic 

Capabilities on Competitive Strategic Business Choices: The Case of Tunisian 



 

343 

Manufacturing Industries. International Review of Management and 

Marketing, 9(1), 144. 

Zghoul, H., & Al-Haddad, S. (2021). The Influence of Product Innovation on 

Customer Satisfaction in the Pharmaceutical Sector in Jordan. International 

Journal of Applied Research on Public Health Management (IJARPHM), 6(1), 

45-63.  

Zhan, Y., Tan, K. H. and Huo, B. (2019). Bridging customer knowledge to 

innovative product development: a data mining approach. International 

Journal of Production Research, 57(20), 6335-6350. 

Zhang, H. and Lu, R. (2012). The empirical research of the effect of customer 

knowledge management on service innovation capability. Science of Science 

and Management of S. & T, 33(8), 66-73. 

Zhang, J. and Wu, W.-p. (2017). Leveraging internal resources and external business 

networks for new product success: A dynamic capabilities perspective. 

Industrial Marketing Management, 61, 170-181. 

Zhang, J., Hoenig, S., Di Benedetto, A., Lancioni, R. A. and Phatak, A. (2009). What 

contributes to the enhanced use of customer, competition and technology 

knowledge for product innovation performance?: A survey of multinational 

industrial companies' subsidiaries operating in China. Industrial Marketing 

Management, 38(2), 207-218. 

Zhang, R. (2016). Business strategy and firm performance: the moderating role of 

product market competition. Available at SSRN 2820147. 

Zhang, R. (2020). Business strategy, stock price informativeness, and analyst 

coverage efficiency. Review of Financial Economics. 

Zhang, R., WANG, K.-y. and XIA, L.-k. (2008). LIU You-mingSchool of 

Management, Dalian University of Technology, Dalian 116024, China; Study 

of relationship between market knowledge competence, marketing capability 

and organizational performance [J]. Journal of Dalian University of 

Technology (Social Sciences), 2. 

Zhang, Z. (2011). Customer knowledge management and the strategies of social 

software. Business Process Management Journal, 17(1), 82-106. 

Zhao, R., Liu, Z., Cai, Y. and Zhang, Z. (2020). Research on the Impact of Business 

Strategy on Knowledge-transfer Merger and Acquisition with Innovation Level 



 

344 

as the Mediator Variable. Proceedings of the 2020 Proceedings of the 53rd 

Hawaii International Conference on System Sciences,  

Zheng, S., Zhang, W. and Du, J. (2011). Knowledge-based dynamic capabilities and 

innovation in networked environments. Journal of Knowledge Management, 

15(6), 1035-1051. 

Zheng, W., Yang, B. and McLean, G. N. (2010). Linking organizational culture, 

structure, strategy, and organizational effectiveness: Mediating role of 

knowledge management. Journal of Business research, 63(7), 763-771. 

Zhou, K. Z. and Li, C. B. (2010). How strategic orientations influence the building of 

dynamic capability in emerging economies. Journal of Business Research, 

63(3), 224-231. 

Zhou, K. Z. and Li, C. B. (2012). How knowledge affects radical innovation: 

Knowledge base, market knowledge acquisition, and internal knowledge 

sharing. Strategic management journal, 33(9), 1090-1102. 

Zhou, K. Z., Yim, C. K. and Tse, D. K. (2005). The effects of strategic orientations 

on technology-and market-based breakthrough innovations. Journal of 

marketing, 69(2), 42-60. 

Zikmund, W. G., Babin, B. J., Carr, J. C. and Griffin, M. (2010). Business Research 

Methods. (Eighth ed.). Orlando: Macmillan Publishing Solutions. 

Zollo, M. and Winter, S. G. (2002). Deliberate learning and the evolution of dynamic 

capabilities. Organization science, 13(3), 339-351. 

Zornoza, C. C. (1997). La competitividad de la PYME industrial española: estrategia 

y competencias distintivas: Editorial Civitas. 

Zulfiqar, M., Yousaf, M. U., Islam, M. R. and Ghafoor, S. (2020). Family firms 

propensity to lean innovation in the emerging economy: a moderating role of 

executive's compensation. Journal of Family Business Management. 



 

345 

Appendix A Letter from Amman chamber of industry presented to each 

company 

 

 

 



 

346 

Appendix B Arabic Questionnaire 

 

 الإدارة الـــعــليــا الـــمحترمـــــون،،، الـسـادة /  
 

 م/ إستبانة بحث علمي لإغراض الدراسة 

 

 تحية طيبة،،، 

لشركت بطلبنا  بالمساعدة  كنتقدم  الفاضل  وشخصكم  فقرات    بملئم  تضمنها  التي  المعلومات 

 وبعنوان: الأستبيان المرفق لغرض تمكيننا من انجاز بحثنا لرسالة الدكتوراه 

 

 أثر إدارة معرفة الزبون والقدرات التسويقية الديناميكية كمتغيرات وسيطة 

في الشركات المصنعة للأدوية الطبية   في العلاقة مابين التوجه الاستراتيجي والابتكار 

 زمات العناية الصحية في الأردن.ومستل

 

هذه الإستبانة هي لإغراض البحث العلمي لإكمال دراسة الدكتوراه في إدارة الأعمال في جامعة  

وهي موجهة الى احد   حدة لكل شركةإستبانة واحيث سيتم توزيعها بمعدل  لوجيا الماليزية،  و التكن

 أعضاء الإدارة العليا لشركات الصناعات الدوائية ومستلزمات العناية الصحية في الاردن.
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تعاونكم في الإجابة على فقرات الإستبانة لكم  تامة  و   شاكرين  البيانات بسرية  التعامل مع  سيتم 

خصكم ولو بشكل  ولن يتم الكشف عن أي من بيانات هذه الإستبانة أو عن ذكر لشركتكم أو لش

   غير مباشر.

 مع فائق الشكر والتقدير،،،       
 

 الباحث: عماد عدنان فاضل
 لوجيا الماليزية و جامعة التكن –طالب دكتوراه في إدارة الأعمال 

 0795778338: الهاتفرقم 

 
 ة مالئ الأستبان للسيد/ة  المنصب( 1) 

  المدير العام  رئيس مجلس الادارة 

 )   ( منصب آخر )يذكر(  التنفيذي المدير 
    

 العمل في هذا المنصب أو مناصب إدارية عليا اخرى في الشركة عدد سنوات  (2) 
   سنوات   5 - 10  سنوات  5أقل من 

  سنة فاكثر   16 سنة   15 –سنوات  11

    

 ( عمر الشركة 3)
   سنوات   5 - 10 سنوات  5أقل من 

  سنة فاكثر   16   سنة 15 – سنوات  11
    

 ( عدد العاملين في الشركة  4)

    شخص   21  –  100   شخص  20  – 5

    شخص فأكثر  101
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مقارنة بالشركات    دارة الشركةستراتيجي لإلية الأكثر دقة في وصف التوجه الإأي من العبارات التا (✓) أشر( 5)

 المنافسة 

 واحدة فقط(: يرجى تأشير حالة  ) 

 

السوق  (                   ) 1 لتغيرات  السريعة  والإستجابة  المخاطر  ومواجهة  الابتكار  على  بالقدرة  شركتنا  تتسم 
إستكشاف   على  والقدرة  الجديدة  المنتجات  وإدخال  السوق  وقادة  الرائدة  الشركات  من  وتعد 

 الفرص السوقية. 

تكون   )                  (  2 ما  تعمل غالبا  إذ  الإستباقي  الإستراتيجي  التوجه  ذات  الشركات  نقيض  شركتنا على 
قادة  المستقرة ولاتعد من  المنتجات  والدفاع عنه في مجال  على خدمة قطاع سوقي محدد 
السوق بل في الغالب المتأخرين في تبني المنتجات المبتكرة والمختبرة من قبل المنافسين.  

 ن لتقليل التكاليف.شركتنا تركز على الكفاءة والتحسي 

3 
 

غالبا ما تشارك شركتنا خصائص الشركات ذات التوجه الإستباقي والتوجه الدفاعي وتكمن   (        )          
إللغاء  أو  السماح  الوقت  وبنفس  الحالية  بالعمليات  التحكم  على  قدرتها  في  شركتنا  قوة 

والتحكم   الجديد السيطرة  من  ةبالعمليات  السوقي  مركزها  عن  الدفاع  على  تعمل  شركتنا   .
  ة والفرص السوقية.خلال المنتجات الجديد 

شركتنا لاتمتلك موقف ثابت أو موضوعي ولكنها تعمل برد الفعل على تغييرات السوق وهي  (          )          4
تفتقر الى تبني إستراتيجية متماسكة وفي غياب أي استراتيجية حيث ترصد الادارة باستمرار  

 ولكنها غير قادرة على الاستجابة بفاعلية. حالات التغيير في السوق وحصول عدم التأكد 
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  ( التوجه الاستراتيجي:1الفقرة )

  تأشير الاجابة المناسبة من وجهة نظركم الى كل من العبارات التالية: يرجى

 بدائل الإجابة  العبارة  ت

لا اتفق 
 اطلاقا 

(1) 

 لا أتفق
(2) 

 محايد
(3) 

 أتفق
(4) 

أتفق 
 كليا 

(5) 
 الاستراتيجي الأول التوجه 

تطوير   1 لشركتنا  الاساسية  الجوانب  من 
أسواق  عن  والبحث  الحالية  المنتجات 

 جديدة لهذه المنتجات.
1 2 3 4 5 

عالية   2 مبيعات  تحقيق  شركتنا  تفضل 
 5 4 3 2 1 وتدفقات نقدية سريعة. 

 5 4 3 2 1 تتبنى شركتنا إستراتيجيات النمو.  3
لإستخدام وتطبيق التكنلوجيا  تسعى شركتنا   4

 5 4 3 2 1 الحديثة. 

لتحقيق ميزة تنافسية، تميل شركتنا لإبتكار   5
منتجاتها   تطوير  من  بدلا  جديدة  منتجات 

 الحالية. 
1 2 3 4 5 

 5 4 3 2 1 لاتخشى شركتنا من مواجهة المخاطر. 6
من  7 واحدة  تكون  أن  شركتنا  تهدف 

 5 4 3 2 1 السوق.الشركات الإبتكارية في 

لايعد عنصر   8 والإبتكار  المستمر  التحسين 
 5 4 3 2 1 مخاطرة من قبل شركتنا. 

تسعى شركتنا لتحقيق المزايا التنافسية من   9
 5 4 3 2 1 الفرص السوقية المتاحة.

تخطط شركتنا لتحقيق المزايا التنافسية من   10
 5 4 3 2 1 خلال طرح منتجات مبتكرة. 

تطوير   11 على  بإستمرار  شركتنا   5 4 3 2 1تعمل 
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 الإستراتيجيات لإختراق الأسواق الجديدة. 
النفقات   12 لتحمل  إستعداد  على  شركتنا 

 العالية للإبتكار. 
1 2 3 4 5 

 التوجه الاستراتيجي الثاني  
الحالي   13 السوق  لإدامة  شركتنا  تسعى 

 ومجالات نشاطها. 
 

1 2 3 4 5 

شركتنا العمل في مجال النشاطات  تفضل   14
 المعروفة. 

1 2 3 4 5 

محدود   15 سوق  في  العمل  شركتنا  تفضل 
عن   معلومات  تمتلك  الوقت  بنفس  وهي 

 مجالات أو نشاطات السوق الواسع.
1 2 3 4 5 

الحالية   16 المنتجات  تطوير  شركتنا  تفضل 
 5 4 3 2 1 بدلا من توسيع أو إغناء نشاطاتها. 

شركتنا في مجال المنافسة بتطوير  تهتم  17
جودة منتجاتها الحالية بدلا من تحقيق  

 معدلات نمو سريعة.
1 2 3 4 5 

تفضل شركتنا تحقيق تدفقات نقدية متوازنة   18
نقدية   تدفقات  توليد  من  بدلا  ومستمرة 

 سريعة.
1 2 3 4 5 

 التوجه الاستراتيجي الثالث 
خلال  تفضل شركتنا تحقيق التغيير من  19

 5 4 3 2 1 التخطيط المتوازن. 

على الرغم من أن شركتنا تعتبر التغيير   20
ضروريا، إلا أننا لانميل الى تغيير الوضع  

 الراهن بطريقة سريعة غير متوازنة.
1 2 3 4 5 

للإستفادة من الفرص المتاحة، لاتغفل   21
 5 4 3 2 1 شركتنا الرقابة والسيطرة.

 5 4 3 2 1إذا ادركت شركتنا أن التطورات الحالية  22
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هي بالفعل فرص حقيقية، فسوف تتحمل  
 بالتأكيد المخاطر اللازمة.

تراقب شركتنا بإستمرار نشاط المنافسين   23
 5 4 3 2 1 وتطورات الصناعة. 

لزيادة الإنتاجية، تعمل شركتنا على تقييم   24
 5 4 3 2 1 دائم لمنتجاتها الحالية.  

تأخذ شركتنا في الاعتبار الحصة السوقية   25
 5 4 3 2 1 والارباح عند تقييمها لادائها. 

تعمل شركتنا على تطبيق الإبتكارات بعد  26
تحليل آثارها المحتملة على أعمال  

 الشركة.   
 

1 2 3 4 5 

تساهم كافة المستويات الادارية في شركتنا   27
في إتخاذ القرارات الإستراتيجية وإعداد 

 الخطط الإستراتيجية. 

1 2 3 4 5 

 التوجه الاستراتيجي الرابع  
الحتمية في شركتنا ناجمة  التغييرات  28

بالأساس عن المخاطر في البيئة  
 الخارجية. 

1 2 3 4 5 

مواجهة شركتنا لأقل التحديات والتغلب   29
 5 4 3 2 1 عليها يعد نجاحا للشركة. 

تستجيب  شركتنا للضغوط البيئية من   30
 5 4 3 2 1 خلال خفض النفقات.

إستشراف شركتنا للمستقبل يتأثر   31
بالتطورات والتغيرات الحاصلة في البيئة  

 الخارجية.  
1 2 3 4 5 

تعمل شركتنا على تطوير سياستها فقط   32
عند مواجهتها لمشكلات مرتبطة  

 بنشاطاتها الرئيسة. 
1 2 3 4 5 
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تعمل شركتنا على إحداث تغييرات جوهرية   33
فقط عندما تواجه المخاطر والتحديات 

 كالأزمات.  
1 2 3 4 5 

لاتميل شركتنا الى زيادة الإستثمار مالم   34
 تواجه مشاكل تهدد مستقبلها.

1 2 3 4 5 

لاتمتلك شركتنا سياسة مدروسة لتطوير   35
 السوق. 

1 2 3 4 5 

لاتمتلك شركتنا سياسة مدروسة لتطوير   36
 المنتجات.  

1 2 3 4 5 

 

 ( إدارة معرفة الزبون:2الفقرة )

  تأشير الاجابة المناسبة من وجهة نظركم الى كل من العبارات التالية: يرجى

 بدائل الإجابة  العبارة  ت

لا اتفق 
 اطلاقا 

(1) 

لا 
 أتفق

(2) 

 محايد
(3) 

 أتفق
(4) 

أتفق 
 كليا 

(5) 
 Knowledge from Customer المعرفة من الزبون 

زبائنها  شركتنا    تقوم 1 من  جودة بالتحرى  عن 
 منتجاتها الحالية. 

1 2 3 4 5 

عن  شركتنا    تقوم 2 زبائنها  من  جودة  بالتحري 
 منتجات منافسيها. 

1 2 3 4 5 

عن  شركتنا    تعمل 3 زبائنها  من  الإستفسار  على 
 5 4 3 2 1 الخدمات التي يحتاجونها. 

الحصول على افكار الزبائن يؤثر على تطوير   4
 5 4 3 2 1 الخدمات المبتكرة الجديدة لشركتنا. 

  Knowledge about Customer المعرفة حول الزبون 
تسعى شركتنا الحصول على المعلومات عن   5

 5 4 3 2 1 زبائنها.
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تعمل شركتنا على الحصول على معلومات عن   6
 5 4 3 2 1 رغبات زبائنها. 

تعمل شركتنا على الحصول على المعلومات  7
 5 4 3 2 1 الخاصة بإحتياجات وأولويات الزبائن. 

على الحصول على المعلومات عن   تسعى شركتنا 8
 5 4 3 2 1 رغبات الزبائن وإحتياجاتهم 

تهتم شركتنا بالمعلومات الخاصة بالمشكلات التي   9
 5 4 3 2 1 يواجهها الزبائن.

تهتم شركتنا بالمعلومات عن وظائف الزبائن   10
 5 4 3 2 1 ومستويات مدخولاتهم 

تهتم شركتنا بالمعلومات عن بطاقات الزبائن   11
 5 4 3 2 1 .الائتمانية وصلاحياتها

 Knowledge For Customer  /المعلومات الى الزبون 
لزبائنها عن   12 المعلومات  توفير  تعمل شركتنا على 

 5 4 3 2 1 خدماتها الحالية.

لزبائنها عن   13 المعلومات  توفير  تعمل شركتنا على 
 ابتكاراتها ومنتجاتها الجديدة. 

 
1 2 3 4 5 

المعلومات   14 توفير  لزبائنها عن  تعمل شركتنا على 
 5 4 3 2 1 منافع المنتجات المبتكرة والجديدة.

تعمل الشركة على مساعدة الزبائن لاتخاذ قرارات  15
 5 4 3 2 1 أفضل من خلال توفير المعلومات المطلوبة.

 

  



 

354 

 

 ( القدرات التسويقية الديناميكية: 3الفقرة )

  العبارات التالية:تأشير الاجابة المناسبة من وجهة نظركم الى كل من  يرجى

 بدائل الإجابة  العبارة  ت

لا اتفق 
 اطلاقا 

(1) 

لا 
 أتفق

(2) 

 محايد
(3) 

 أتفق
(4) 

أتفق 
 كليا 

(5) 
تقوم شركتنا بإجراء تقييمات لحالة الزبائن والمنافسين   1

 بشكل منتظم. 
1 2 3 4 5 

تقوم شركتنا بتوزيع المعلومات الرئيسة للسوق على   2
 إداراتها وأقسامها. مختلف 

1 2 3 4 5 

تتبادل شركتنا معلومات السوق المهمة بين إداراتها   3
 5 4 3 2 1 التنفيذية. 

تمتلك إدارات مختلف المستويات في شركتنا قوة إتخاذ  4
 5 4 3 2 1 القرارات التسويقية المناسبة.

المهمة   5 التسويقية  القرارات  تكييف  على  شركتنا  تعمل 
 5 4 3 2 1 التغييرات البيئية.بما يتفق مع 

الفعال   6 التنسيق  على  شركتنا  في  التسويق  قسم  يعمل 
 5 4 3 2 1 مع الأقسام الاخرى. 

التسويقية   7 المعلومات  توزيع  في  قدرات  شركتنا  تمتلك 
 5 4 3 2 1 عن منتجاتها بشكل دقيق الى الزبائن المستهدفين. 

وسائل الاتصالات  تمتلك شركتنا قدرات على استخدام   8
 5 4 3 2 1 المختلفة في نشاطاتها التسويقية. 

تتمكن شركتنا من إنجاز البحث والتطوير للاسواق  9
 5 4 3 2 1 بوقت أقصر مقارنة بالمنافسين.
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 ( الابتكار:4الفقرة )

  تأشير الاجابة المناسبة من وجهة نظركم الى كل من العبارات التالية: يرجى

 بدائل الإجابة  العبارة  ت

لا اتفق 
 اطلاقا 

(1) 

لا 
 أتفق

(2) 

 محايد
(3) 

 أتفق
(4) 

أتفق 
 كليا 

(5) 
   Process Innovation  / إبتكار العمليات

لنظم   1 العالمية  المرجعية  المؤشرات  شركتنا  تُطبق 
 عملياتها التشغيلية. 

1 2 3 4 5 

تقوم شركتنا بتحديث تطبيقات العمل بما يحقق زيادة   2
 الانتاجية.

1 2 3 4 5 

المعاصرة   3 التكنولوجية  التقنيات  شركتنا  تستخدم 
 5 4 3 2 1 لتحسين جودة خدماتها 

العمليات   نظمفي تطوير شركتنا بقوة تستثمر  4
 5 4 3 2 1 الجديدة.

تعمل شركتنا بشكل مستمر على تدريب العاملين في   5
 5 4 3 2 1 تكنلوجيا الصناعة الحديثة. 

 Product Innovation  /إبتكار المنتج 
تعمل شركتنا على إدخال منتجات جديدة متعددة الى   6

 5 4 3 2 1 السوق 

تعمل شركتنا على ادخال تعديلات متعددة لمنتجاتها   7
 5 4 3 2 1 الحالية. 

منتجات   8 إبتكار  على  مستمر  بشكل  شركتنا  تسعى 
 5 4 3 2 1 جديدة

ادخال منتجات جديدة الى السوق تعمل شركتنا على   9
 أكثر من المنافسين. 

 
1 2 3 4 5 
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المنتجات الجديدة لشركتنا سببت إحداث تغييرات   10
 5 4 3 2 1 مهمة في الصناعة. 

 Administrative Innovation /الإبتكار الإداري 
تعمل شركتنا على ادخال طرق جديدة في إدارة  11

 5 4 3 2 1 عملياتها. 

 5 4 3 2 1 تهتم شركتنا بإستمرار في تحديث إجراءاتها الإدارية.  12
تعمل إدارة شركتنا على تطوير طرق جديدة لنظم   13

 5 4 3 2 1 الادارة.

تعمل شركتنا على تمكين موظفيها من إتخاذ  14
 5 4 3 2 1 القرارات.

 5 4 3 2 1 ين نظم إدارتنا كمقياس مرجعي يستخدم المنافس 15
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Appendix C English Questionnaire 

  (1 ) Your position 

 General Manager  Chairman of Board of 

Directors 

 

 )       ( Other High Position  Chief Executive Officer 

(CEO) 

   

 

 

 (2 ) Years’ experience 

 5 – 10 Years  Less than 5 years 

 16 years and more  11 – 15 years 

   

 

 

(3 )  Years of establishment of the company 

 5 – 10 years  Less than 5 years 

 16 years and above  11 – 15 years 

   

 

 

 (4 ) No. Employees in the company 

 21 – 100 persons  5 – 20 persons 

   101 persons and above 

 

 

(5) Point (✓ ) Which of the following statements is more accurate in describing the 

company's strategic orientation  

  (Please indicate only one case): 

 

1 (                ) Our company is characterized by risk-taking and innovation, and respond 

rapidly to changes in their market. Our company is likely to be pioneers and 

leaders in their industry, launch new products, and identify opportunities in 

their environment. 

 

2 (                ) Our company is seeking to find and maintain a niche in a stable product area, 

it is not a leader in the particular industry, it is usually late adopters of 
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product/service innovations once it has been tried and tested by the 

competition, and it focus on efficiency and improvements in order to cut 

costs. 

 

3 (                ) Our company strength lies in their ability to exert control over existing 

operations while at the same time allowing for loose control for new 

undertakings. 

 

4 (                ) Our company do not have a consistent or substantive stance but as the name 

suggests, simply “react”. Lacking a coherent strategy (or even an absence of 

strategy) where the management frequently perceive change and uncertainty 

occurring in their organizations but are unable to respond effectively. 

   

 

First: Strategic Orientations 

Strongly 

disagree 

1 

Disagree 

 

2 

Neither 

agree nor 

disagree 

3 

Agree 

 

4 

Strongly 

agree 

5 

 

5 4 3 2 1 Statement No 
First Strategic Orientation 

5 4 3 2 1 One of the fundamental aspects of our company 

is the development of existing products and 

search for new markets for these products 

1 

5 4 3 2 1 Our company prefers high sales and quick cash 

flow 
2 

5 4 3 2 1 Our company adopts growth strategies 3 
5 4 3 2 1 Our company seeks to use and apply modern 

technology 
4 

5 4 3 2 1 In order to achieve a competitive advantage, our 

company tends to innovate new products rather 

than developing its existing ones 

5 
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5 4 3 2 1 Our company is not afraid of taking risks 6 
5 4 3 2 1 Our company aims to be one of the innovative 

companies in the market 
7 

5 4 3 2 1 Continuous improvement and innovation are not 

viewed as risk factors for our company 
8 

5 4 3 2 1 Our company seeks to achieve competitive 

advantages from available market opportunities 
9 

5 4 3 2 1 Our company plans to achieve competitive 

advantages by introducing innovative products 
10 

5 4 3 2 1 Our company is constantly developing strategies 

to penetrate new markets 
11 

5 4 3 2 1 Our company is willing to bear the high costs of 

innovation 
12 

Second Strategic Orientation 
5 4 3 2 1 Our company seeks to sustain the current market 

and its fields of activity 
13 

5 4 3 2 1 Our company prefers to operate in the field of 

known activities 
14 

5 4 3 2 1 Our company prefers to work in a limited market 

and at the same time it possesses information 

about the areas or activities of the broad market 

15 

5 4 3 2 1 Our company prefers to develop existing 

products rather than expanding or improving its 

activities. 

16 

5 4 3 2 1 In the field of competition, our company is 

interested in developing the quality of its current 

products rather than achieving rapid growth rates 

17 

5 4 3 2 1 Our company prefers to achieve balanced and 

continuous cash flows rather than generating fast 

cash flows 

18 

Third Strategic Orientation 

5 4 3 2 1 Our company prefers to achieve change through 

balanced planning 
19 

5 4 3 2 1 Although our company considers change 

necessary, we do not tend to change the status 

quo in a rapid and unbalanced way 

20 

5 4 3 2 1 To take advantage of the available opportunities, 21 
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our company does not overlook control 
5 4 3 2 1 If our company realizes that the current 

developments are indeed real opportunities, it 

will certainly assume the necessary risks 

22 

5 4 3 2 1 Our company is constantly monitoring 

competitors' activity and industry developments 
23 

5 4 3 2 1 To increase productivity, our company is 

constantly evaluating its existing products 
24 

5 4 3 2 1 Our company takes into account market share 

and profits when evaluating its performance 
25 

5 4 3 2 1 Our company applies innovations after analyzing 

their potential impacts on the company's business 
26 

5 4 3 2 1 All levels of management in our company 

contribute to making strategic decisions and 

preparing strategic plans 

27 

Forth Strategic Orientation 
5 4 3 2 1 The necessary changes in our company are 

mainly caused by the risks in the external 

environment 

28 

5 4 3 2 1 Our company faces the least challenges and 

overcoming them is considered a success for the 

company 

29 

5 4 3 2 1 Our company responds to environmental 

pressures by cutting costs 
30 

5 4 3 2 1 Our company's view for the future is affected by 

developments and changes in the external 

environment 

31 

5 4 3 2 1 Our company develops its policy only when it 

faces problems related to its main activities 
32 

5 4 3 2 1 Our company is making fundamental changes 

when faced with risks and challenges such as 

crises 

33 

5 4 3 2 1 Our company does not tend to increase 

investment unless it faces problems threatening 

its future 

34 

5 4 3 2 1 Our company does not have a well thought out 

market development policy 
35 
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5 4 3 2 1 Our company does not have a well thought out 

product development policy 
36 

 

Second: Customer Knowledge Management 

Strongly 

disagree 

1 

Disagree 

 

2 

Neither 

agree nor 

disagree 

3 

Agree 

 

4 

Strongly 

agree 

5 

 

5 4 3 2 1 Statement No 
Knowledge from customer 

5 4 3 2 1 Our company is investigating the quality of its 

current products from its customers 
1 

5 4 3 2 1 Our company checks with its customers for the 

quality of competitors' products 
2 

5 4 3 2 1 Our company enquires from its customers about 

the products they need 
3 

5 4 3 2 1 Obtaining customer ideas influences the 

development of new innovative products for our 

company 

4 

Knowledge about customer  
5 4 3 2 1 Our company seeks to obtain information about its 

customers 
5 

5 4 3 2 1 Our company priority explores the potential desire 

of its customer   

6 

5 4 3 2 1 Our company search information about the 

customer  prerequisites 
7 

5 4 3 2 1 Our company works to get information about 

customers'  needs 

8 

5 4 3 2 1 Our company is interested in information about 

the problems that customers face 
9 

5 4 3 2 1 Our company is interested in information about 

customers' jobs and income levels 
10 

5 4 3 2 1 Our company is interested in information about 

customers' credit cards and their validity 
11 

Knowledge for customer 
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5 4 3 2 1 Our company works to provide information to its 

customers about its current products 
12 

5 4 3 2 1 Our company attempt provides information to the 

customers about company innovations and new 

products 

13 

5 4 3 2 1 Our company strives to provide information to the 

customers on the benefits and advantages of the 

company innovation and new products   

14 

5 4 3 2 1 The company help customers to make better 

decisions by providing the required information 
15 
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Third: Dynamic Marketing Capabilities 

Strongly 

disagree 

1 

Disagree 

 

2 

Neither 

agree nor 

disagree 

3 

Agree 

 

4 

Strongly 

agree 

5 

 

5 4 3 2 1 Statement No 
5 4 3 2 1 Our company regularly conducts evaluations of 

the status of customers and competitors 
1 

5 4 3 2 1 Our company distributes the main information of 

the market to its various departments and divisions 
2 

5 4 3 2 1 Our company shares important market information 

among its executive departments 
3 

5 4 3 2 1 The departments of various levels in our company 

have the power to make appropriate marketing 

decisions 

4 

5 4 3 2 1 Our company works to adapt important marketing 

decisions in line with environmental changes 
5 

5 4 3 2 1 The marketing department in our company works 

on effective coordination with other departments 
6 

5 4 3 2 1 Our company has ability in distributing accurate 

marketing information on its products to target 

customers 

7 

5 4 3 2 1 Our company has the ability to use various 

communication in its marketing activities 
8 

5 4 3 2 1 Our company can complete the R&D of the 

market in a shorter time compared to the 

competitors 

9 
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Fourth: Organizational Innovation 

Strongly 

disagree 

1 

Disagree 

 

2 

Neither 

agree nor 

disagree 

3 

Agree 

 

4 

Strongly 

agree 

5 

 

5 4 3 2 1 Statement No 
Process Innovation 

5 4 3 2 1 Our company applies global benchmarks to its 

operational systems. 
1 

5 4 3 2 1 Our company is constantly updating business 

practices to increase productivity 
2 

5 4 3 2 1 Our company uses technologies to improve the 

quality of its services 
3 

5 4 3 2 1 Our company invests heavily in developing new 

operating systems 
4 

     Our company is constantly working on training 

our workers in modern industry technology 

5 

Product Innovation  
5 4 3 2 1 Our company is working on introducing several 

new products to the market 
6 

5 4 3 2 1 Our company is working on introducing many 

modifications to its current products 
7 

5 4 3 2 1 Our company is constantly seeking to innovate 

new products 
8 

5 4 3 2 1 Our company is working on introducing more new 

products to the market than our competitors 
9 

5 4 3 2 1 Our company's new products have caused 

important changes in the industry 
10 

Administrative Innovation 
5 4 3 2 1 Our company is working on introducing new 

methods of managing its operations  
11 

5 4 3 2 1 Our company is interested in continuously 

updating its administrative procedures 
12 

5 4 3 2 1 The management of our company is working to 13 
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develop new methods of administrative systems 
5 4 3 2 1 Our company works to empower its employees to 

make decisions 
14 

5 4 3 2 1 Competitors use our administrative systems as a 

benchmark 

15 
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Appendix D Expert List 

 

# Name Specialization Location 

1 Prof. Dr. Laith 

Alrubaiee  

Strategic Marketing College of Administration and 

Economics / Uruk University, 

Baghdad 

2 Prof. Dr. Hassan 

AlZubiee 

Strategic Management Faculty of Business / Amman Arab 

University 

3 Prof. Dr. Saadoun 

Hammoud Al-

Rabiawi 

Business 

Administration – 

Marketing 

College of Administration and 

Economics / University of Baghdad 

 

4 Prof. Dr. Nazem 

Jawad Abdul  

Strategic Management 

- Organizational 

Behavior 

College of Administration and 

Economics / University of Baghdad 

5 Dr. Jihad 

Mohammad 

 

Innovation - 

Organizational 

Citizenship Behavior 

Qatar University 

6 Prof. Dr. Khaled 

Banyhamdan  

Dr. in Strategic 

Management 

  

Dean of Faculty of Business - 

Amman Arab University 

7 Prof. Dr. Salah 

Alden Awad 

AlKubaisy 

Strategic Management 

- Knowledge 

Management 

College of Administration and 

Economics / University of Baghdad 
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