





Section [ - Scrﬂegc Posture

The next section is fairly loag. but it is extremely important that you provide a thoughtful response 10 cach statement. In
answering. picase use the following scale and bubble the most appropeiate sumber.

Tos Toa Toan
Toavery To a small moderate considerable To a great extreme
Not at all slight extent extent extent externt extent extent
I 2 3 4 S 6 7

To what extent dces the organization engage in the following practices:
Our com:petitive advantage depends on understanding cozditions in the larger environment.
Tre key to our ocganization's suscess is through technological superiority.
We are always seeking ways 10 improve the production of our products and/or services.
We target customers where we have an opportuzity for competitive advantage.
We constantly monitor our level of commitment and orientation 1o serving customer’s noeds.
QOur ocganization is constantly seeking process improvements.
Our organization actively engages in system improvements as a way to enhance
product’service quality while lowering costs.
We strive to be the techneiogical eader in cur industry.
QOur business strategics are based on our ability to integrate new technologies.
Our strategic success is based on our understanding of emerging market trends.
Our business objectives are shaped by issues outside of cur immedia‘e industry.
We often seck ways to increase throughput capacity.
Our strategy for competitive advantage is based on our understanding of customers’ needs.
Our business strategics are driven by our beliefs about how we can create greater value for
customers.
We are always seeking sophisticated technologies for cur product development.
In deter=mining our strategic direction, we search for trends emerging outside our industry.
We give close attention to after-sales service.
Our strategy includes converting trends outside our industry ino business opportunities.
We seek 20 develop new technologies before others in our industry.
We detect changes in the outside environment before most other firms.
In developing strategy. we seek to capitalize on environmental opportuaities before cthers in
our industry.
Our business strategies are driven towards routinizing organizational activities.

6 606060 6 0BO6BOBE 6 8600606

Our business objectives are driven primarily by customer satisfaction.

We rapicly respond to competitive actions that threaten us.

Our new products are always at the state of the art in technology.

We measure customer satisfaction systematically and frequently.

Our organizational objectives are directly influenced by trends outside our industry.

Qur salespeople regularly share information within our business concerning competitors’
stategics.

Tcp management regularly discusses competitors’ strengths and strategies.

We pay close antertion to conditicns outside of our industry.

O 60 0O OBOPOLOL 0OOEREOOOBLOL DOOOOOLE O OBOBOO
6 66 6 9666686
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O 60 6 HOOVOO O 6660060 O OO6OOO6 O 6O6OGO OGO
8 00 0 00009 O 08ROV 00000 O 86 60880V

Our business objectives are driven towards producing the highest quality products/services.
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Sectioa [V — Organizatioas! Information Processes

This section explores the information activities of the organization. Again, we remind you 10 try to recall a recently
developed strategy. For cach statement, indicate your level of agreement using the following scale:

Strongly Slighety Slightly Suongly
Disagree  Disagree Disagree Undecided Agree Agree Agree
1 2 3 4 S 6 7
In developing the most recent strategy. key decision-makers had formal or informal processes m ’:‘;:’

for continuously collecting information from customers. OQP@®STOO
for continuously collecting informazion about competitors’ activities. CCO®DOO
for continuously collecting information about relevant publics other than customers and
o y 8 4 000@®DED
for continuously reexamining the value of information collected in previous studies. DCTCOOODSQ
for continuously collecting information from external experts, such as consultants. PDOQPOSCPC
for sharing information effectively between depariments. o X Ko N1 )
for sharing information effectively within departments. PCOO®OIEO

in developing the most recent strategy. the organization

had formal information links established between all parties involved in the project. PCTPIOSPOO
::cd‘;::?tmal nesworks that ensured decision makers generally had the information they P0I®C DT
employed people who were willing to educate others during the project. OCOITH®O
tcok the necessary time to properly train employees in new tasks relating (o this project. XX R )
[n developing the most recent strategy. the organization ,‘;‘z‘;" g','\:?_’
considered problems using multiple perspectives. OCDOO®EC D ®~
considered a wide variety of solutiozs. 0OTCHIDDQ
retied on divesse information for finding solutions. O DOE O
heid multiple viewpoints on possible causes of the sicuation. PQCO©OOT
discussed novel perspectives in soeking solutions. PCCO®OOQO
formulated a number of potential solutions from many differing perspectives. DCPOOSD
relied on diverse information for determining solutions. DQPELSEQ
gave due consideration to divergent ideas. PCTeOC
selected solutions using multiple perspectives. CTTHICSCIO
explored multiple solutions. PO O®O
considered mukiple viewpoints in deciding on a course of action. 02 DSOC
took differing perspectives into account when deciding on a solution. 0D PDD
reflected on problems from multiple vantagepoints. OCQPCHITEC
sought solutions by considering a diverse sct of perspectives. QO30
viewed each solution from all angles. POQPIOOD
gave due consideration to divergent explanations of problems. 0PI OPQ
based solutions on viewpaints from multiple crganizational members. OQCTOSP O
cxplored problems from differing perspectives. 0QQPADE D
positioned problems within multiple contexts. CQPDOE QD
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Section V - Organizational Strategy

The following statements seek to describe your organization’s most recent strategic plan. For each stateizent, indicate

your level of agreement on a five point scale, 1=Strongly Disagree and S=Strorgly Agree. S:xngy Swungly
Dsgree Agxce
The chosen stralcgy was very different from others developed in the past. RN ROk
The strategy included some new aspects compared to previous sirategies. XX Xo k)
The strategy breke some of the “rules of the game™ within the product/market. I TG
The strategy was innovative. ceaeE
Compared 10 our previous, similar strategics, at least some parts were daring, risky, or boid. 2D EO
It takes us very little time to answer to competitive pressure with 3 strategy of our own. PO @O
We tend to execute a rapid response to changes in our customers’ product or service needs. S e ®¢&
If a major competitor were to launch an intensive campaign ta-geted at cur customers, we would 200 @6
implement a response immediately.
In this organization, strategy implementation could be characterized as “rapid.” I e @O
We are 2ble to move quickly from the strategy's development to its cse or abandonment. Qe
Changes in our industry are soon met with changes in our organization's strawegy. 20O
We are able to implement a strategy in a timely fashion. ~fo0 @O
Our strategic response echoes the rate of change within our industry. SO
Sectioa V] — Respondent aad Organizational Profile
Please indicate your level of work experience: What is your position in the crganization?
@ Syearsorless C Entry
@ 6t l0yrars 2 Saff
@ litolSyears 2 Middle management
@ 161to 20 years T Upper management
® More than 20 yexrs S Other
Please indicate your [evel of involvement in strategic planning in your organization:
Toa Toa Toan
To avery To a small moderaze considerable To a great extreme
Not at all slight extent extent extent extent extent exzent
[0} e [ ® ® € )

Please indicate the number of employees in the organization: Please indicate the organization's annual sales volume
o1-4 ® 250-499 © Less than $500.000  © $20 - S3C million
05-9 @ 500 - 999 © $500,000 - $1 million @ $30- S:£3 milhon
@10-19 ® 1,000 - 4,599 @ $1 - $2.5 million ® S100 - $300 million
@ 20-49 @ 5,000 - 9,999 D $2.5 - $5 million @ $500 riflion - $1 billion
@ 50-99 ® 10,000 or more @ 35 - $10 million ®© Over $i billion
® 100 - 249 ® $10 - $20 million

Thank yoa for completing this sarvey.
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APPENDIX B: FINAL QUESTIONNAIRE

Wholesale Distribution
Marketing Strategies

:

1
B,
LSU

A Study
Conducted by the
Department of Marketing
Louisiana State University
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Questionnaire Instructions

Throughout the survey, please keep the following points in mind:

1. Focus on the organization as a whole and not just your personal involvement.

2. This survey examines strategic marketing decisions in your organization. Examples of
strategic marketing decisions might include: venture into a new market, product, or service

area; price adjustiment; market expansion/penetration effort: new advertising campaign; or

some other marketing decision that requires a significant resource commitment.

3. Respondents should have organization-wide responsibilitics ard be actively involved in
the formulation ar.d implementation of your grganization’s strategic markering decisions.
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Section § — Organizational Information Processes

In this section, indicate your level of agreement for each staterment using the following scale:

marketing decision-making. Use the scale I=None and 7=A lot.

12 determining strategic actions, how much information is:

None A
Face-to-face PRSP0 S® O
Phone PO O®Q
E-mail PO OO
Managementexcctive informationsystem © Q @ @ @ ® @

Strongly Slightly Slightly
Disagree  Disagree Disagree Undecided Agree Agree
{ 2 3 4 5 6
In making strategic marketing decisions, managers in our organization:
Do
... have formal information links established between all partics involved in decisions. ©
... have formal or infcrmal processes for sharing information effectively betweer: @
departments.
.- have informal networks that ensure decision makers generally have the information
they need.
... employ people who are willing to educate others. @
... take the necessary time to properly train employees in new tasks refating to such (0]
decisions.
... have formal or informal processes for sharing information effectively within (0]
departments.
Using the same scale as sbove, indicate your level of agreement to the following statements.
Sarongly
Disagree
We have regular interdepartrnental meetings 1o discuss market trends and developments. U]
Marketing personnel in our business spend time discussing customers’ future needs with @
other functional departments.
When something important happens to a major customer or market, the whole business (o)
kzows about it in a short period.
Data on customer satisfaction are disserninated at all fevels of the organization on a regular O
basis.
When onc department finds out something impostant about competitors, it is quick to alert ™ @
other departments.
Major changes in our industry are communicated throughout the organization. 0]
Important developments cutside our industry are shared across departments. D

Strongly
Agree

00
e o
®®
00
)

8 86606 6
6 00 o
® 08 6

8 6 9 88 6ee
860 © 8 0 68

®® ® ® © e
6 © 6 6 o669

8 006 o
® He o

e & © 6 06
089@998%{

in this section, indicate the extent 1o which each of the following types of information sources arc used during strategic
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Section [1 — The Natare of the Organizatios

Please indicate the number of people from each of the following functional specialties tha: actively participate in straicgic
marketing decision-making in your organization. The individual may be an employee or externa! adv:sor (c.g.. CPA.

Disagree and 7=Strongly Agree.

do business.

Stronghy :uun:lr
Managess in this organization are open 0 questioning of their “view of the world.” MCB DD O Omt
QOur organization places a high value on open-mindedness. DA E D
Managers encourage employees to “think outside the box.™ Q2O 0
An emphasis on constant innovation is part of our corporate culture. O3 ®E&B®O
Original ideas are highly valued in this organization. T CHLDEE®O
We are not afraid to reflect critically on the shared assumptions we have about the way we CQHIOG®O

legal counsel, consul board member,...). Place 2“0 in the space provided if a functional specialty is not represented.
__ Accounting ____ Marketing/Sales/Cus cmer Service
___ Finance ____ Operations/Product:on
___ Human Resource ___Public Relations
Information Technology/Systems ____ Research and Development
:—_ Legal ____ Other: (please specif)

Indicate the extent to which you agree that each statement below describes your organization. Use the scale: | =Strongly

Sectioa [I} - The Organization's External Eaviroament

This series of statements seeks (o understand ycur organization’s perception of its external environmernt. For each
statement indicate your level of agreement on a seven point scale, 1=Strongly Disagree and 7=Strongly Agree.

Scoagly Strongly

Disag-ee Agrec
{n our kind of business, customer preferences change quite a bit over time. Q22 ECBHO®D
Our customers tend to look for new services all the time. SP2DOOHOQ
We arc witnessing demand for our services from customers we have never served befors. D20 BOQ
New customers lend to have service-related needs that are different from these of cur DO O®OHECQ
existing customers.
We cater to few of the same cusiomers that we used to in the past. QO ®® ®
The technology in our industry is changing rapidly. CQP®OBO
Technological changes provide big opportunities in our industry. CQO0@®@C B8O
Technological developments in our industry are important. 0O OdO®»B®Q
A large number of new scrvice ideas have been made possible through technological ODD2DD® DO
breakthroughs in our industry.
Competition in our industry is cutthroat. P2 O6
There are many “promotional wars” in our industry. 20 IdDOQ
Anything that one competitor can offer, others can match readily. [oRr I« IO M I 0]
Price competition is a hallmark of our industry. DQOD®OD®QR
One hears of a new competitive move almost every day. QDO O
Qur competitors are relatively strong. C2Q2dO0
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Section IV — The Organization’s Marketiag Strategy

(n developing marketing strategy, our organization: Strcmgly

. relies on diverse information for finding solutions.

... takes differing perspectives into account when deciding on a solutica.
.. gives duc consideration to divergent ideas.

. discusses novel perspectives in seeking solutions.

... selects solutions using multiple perspectives.

... reflects on problems from multipie vantagepoints.

... bases solutions on viewpoints from mukiple organizational members.

... secks solutions by considering a diverse set of perspectives.

... gives due consideration to divergent explanations of problems.

... positions problems within multiple contexts.

... views cach solution from ail angles.
. explores problems from differing perspectives.

boPLOOOLOREOBE
0000006000808
600008060066068006806
CHCRCNCHCHCRCNCRONCECNC]
00000OLOOOOHL
0006000060066 06

The following statements seek to describe your orgazization’s strategic marketing acions. Strongly

{

(S}
e
()
®
%]
(o]

We tend to implement marketing strategics that are very difTerent from others developed in
the past.

Our marketing strategies include some new aspects compared 10 previous strategies.

Our chosen marketing strategies tend to break some of the “rules of the game™ within our
market.

in this organization, marketing strategies are innovative.

At least some parts of this organization’s marketing strategies are daring, risky, or bold.

It takes us very little time 10 answer (e competitive pressure with a marketing strategy of our
own.

We tend to execute a rapid response to changes in our Customers’ service needs.

(s

If a major competitor were to 1 an i ive paign targeted at our customers, we
would implement a resporse immediately.

In this organization, marketing strategy implementation cou!d be characterized as “rapid.”
We are able to move quickly from a marketing strategy’s development to its use or
abandonment.

Changes in our industry are quickly met with changes in our organization’s marketing
strategy.

We are abie to implement a marketing strategy in 2 timely fashion.

®© @ O OO OO @6

{a our organization, strategic marketing action can be characterized as:
Figuredoutaswe wentalong O Q@ Q@O © D Followed an action plan
Improvised O Q@ Q@O ®Q  Strictly followed our plan
Ad-libbed DO SO ®Q Notad-libbed

989999988999‘55

® 66 86 6606 66

O 6 066 0606 66068 0606

(3]

0 &6 o066 66

6 6 6 66 OO 00
®© 6 66 66 V66 ©6
6 0 968 8690 0808 089

® e

The next set of statements soeks to understand the strategic marketing decision-making process within your organization.
For each statement, indicate your level of agreement on a seven point scale. 1=Strongly Disagroe and 7=Strongly Agree.

Nevegt
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Section V - Strategic Ovientation

The key to our organization’s success is through technological superionty.
We are always seeking ways to improve the delivery of our services.

We target customers where we have an opportunity for competitive advantage.
We constantly menitor our level of commitment to serving customer’s nceds.
Our organization is constantly seeking process improvements.

Our organization actively engages in system improvements as a way to exhance service
quality while lowering costs.

We strive to be the technological leader in our industry.

Our business strategies are based on our ability to integrate new technologies.

Our strategic success is based on our understanding of emerging market trends.

Our business objectives are shaped by issues outside of our immediate industry.

We often seek ways to increase throughput capacity.

Qur strategy for competitive advantage is based on our understanding of customers’ needs.

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

We are always seeking sophisticated technologies for use in service delivery.

ln determining our strategic direction. we search for trends emerging owtside our industry.
We give close attention to after-sales service.

Our strategy includes converting trends outside our industry into business opportunities.
We seek ta develop new technologies before others in our industry.

We dctect changes in the outside environment before most other firms.

In developing strategy. we seck to capitalize on environmental opportunities before others in
our industry.

Our business objectives arc driven primarily by customer satisfaction.

We rapidly respond to competitive actions that threaten us.

Qur new services are always at the state of the ant in technology.

We measure customer satisfaction systematically and frequently.

Our organizational objectives are directly influenced by trends outside our industry.

Qur salespeople regularly share information within our business concemning competitors’
strategiss.

Top management regularly discusses competitors’ strengths and strategies.
We pay close attention to conditions outside of cur industry.
Our business objectives are driven towards producing the highest quality services.

eeeeeegs
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For each of the following statement, please indicate the response that most closely describes your crganization.
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Section VI — Organizational Performance

In regard to other distributors or agents/brokers in our industry, how would you rate your organization’s pesformance over

the last year in terms of: Typical of
si -ﬂgn n s Sy
e (00" mme
athers is e adusry v calers i the indstry 08t taow
Sales growth Q@ @ @ © ® @ [
Profit growth o @ 0 @ © ® O ©
Overall profitabitity O 0 & ® ® O ©
Liquidity O QO ® ® ® QO [
Labor procuctivity Q@ @9 ® ® @ o
Cash flow QO O d O © @ ©
Customer satisfaction Q00 @ ©®© ® @ ©
Delivering customer value O 0 @ @& © ® @ (-]
Customer [oyalty ¢ 0 @ & ® ® ¢ ©

~Section Vil — Respondeat and Organizatioaal Profie

Plcase indicate the number of organizational employees: Please indicate the organization’s annual sales volume:

Qi-4 ® 250-499 © Less than $500,000  ® $26 - $50 million
®s5-9 Q@ 500 - 999 ® $500,000 - $1 million Q@ $50 - $100 miilion
Q10-19 ® 1,000 - 4,999 @ $1 - $2.5 million @ $100 - $500 m:llion
P 20-39 @ 5,000 - 9,999 @ $2.5 - $S million @ $500 million - $1 billion
@ 50-99 ® 10,000 or more @ 35 - $10 million ® Over $1 billion
@ 100 - 249 © $10 - $20 million
Plcase indicats your cusrent position in the organization: Please indicate your level of work experience a? this position:
@® CEO/President @® S yearsoriess
@ Vice President @ 61010 years
Q@ Middie Management QP 1ltolS years
@ Saff @ 161020 vears
® Other (please specify) ® More than 20 years
Plecase indicate your level of work experience Please indicate your level of involvement in stracgic
al this organization: planning in your organization:
® Sycarsoriess @ Notatall
@ 6to |0ycars @ To a very slight exient
Q@ 1ltolS years @ To asmall extent
@ 161020 years @ To a moderate extent
® More than 20 ycats & To a considerable extent
® To a great extent
@ To an exireme extent

Plcase indicate the functional specialty which best describes your role within the organization:

0} Accounting ® Marketing/Sales/Customer Service
@ Finance @ Operations/Production

Q Human Resource ® Public Relations

0 Information Technology/Systems @ Research and Development

® Legal © Other: (please specify)

Thank you for completing this questionnaire. Please return in the postage paid envelope today.
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Deparcnent of Marketing
Louisiana Stte University
3127 CEBA Building
Baton Rouge, LA 70803-6314
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APPENDIX C: COVER LETTERS AND POSTCARD

LOUIsSiANA STATE UNIVERSITY

e ®m U ACEIC UL I VWEAL AME ®wECwasmE 8 C v Lre o

£ | Qurio College of Business Adminntratic » Department of Marketing
Scpiember 22, 1999

«MAIN_CONTACT»
«COMPANY_NAME»
«ADDRESS_1»
«ADDRESS _2»

«CITY%, «STATE» «ZIP»

Dear «title» «]_namex»:

As you know, distribution firms are operating in an increasingly competitive and fast-changing
business environment. Executives are seeking strategies for coping with the accelerating flow of
information and innovation. We are conduc:ing a study, endorsed by both the Nutivnal
Association of Wholesaler-Distributors and the «Association». on how firms in the wholesale
distribution industry formulate and implement strategic decisions.

Having been drawn from a random sample of” distributors, your organization is one of a
small number being asked 0 provide information on these matters. In order that the
results be truly representative, it is important that cach questionnaire be completed and
returned. It is also important that an individual with organization-wide responsibilities.
who is actively involved in strategic marketing decisions. complete the questionnaire.

The study is part of a research program being conducted by the Marketing Department at
Louisiana State University. All information you provide will be kept strictly confidential.
The questionnaire has an identification number for mailing purposes only. This is so that
we may check your name ofY of the mailing list when your questionnaire is retumed.
Your name will never be placed on the questionnaire.

We appreciate your hones: and thoughtful response 10 ecach statement. Some stalements
may seem repetitive, but they are parnt of standardized measures. If you wish to receive a
summary of the findings for benchmarking purposes. please include a business card with
your completed questionnaire.

Thank you for your assistance.

Sincerely.

Stern Neill
Program Director

1427 CIEA ©» 6artsy fouye » (wweirevow = J3A01 4114 » 2237188-868¢ « 14X 2253808410
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LouistaNA STATE UNIVERSI

a® 0 eweIC ULt A a ™ ® ®wiLwomicar ¢ O

Y

£ 1. Ouriz Caltege of Business Administratron » Department of Marteting

Octlober [8. 1999

«MAIN_CONTACT»
«COMPANY_NAME>»
«ADDRESS_I»
«ADDRESS_2»

«CITY», «STATE» «Z[P»

Dear «title» «l_namen:

About three weeks ago. { wrote 10 you seeking your assessmerit on how your firm
formulates arnd implements strategic marketing decisions. As of today. 1 have not vet
received your completed Guestionnaire.

Our research unit has undertaken this study. with the endorsement of both the Narivnal!
Association of Wholesaler-Distributors and the e dssociations. because finms like yours
are facing an increasingly competitive and fast-changing business environment.

[ am writing to you 2gain because of the significance cach questionnaire has to the
uscfulness of this study. Your name is one of a select few drawn from the membership of
the «Associationn. Ir: crder for the results to be truly representative of distributors in the
«industry» industry. it is essential that each firm in the sample retumn the questionnaire.
As mentioned in our las: letter, the questionnaire for your organization should be
completed by an individual with organization-wide responsibilities. who is actively
involved in strategic marketing decisions.

In the event that your questionnaire has been misplaced, a replacement is enclosed. If
you wish to receive a summary of the findings for benchmarking purposes. please include
a business card with your completed questionnaire.

Your cooperation is greatly appreciated.

Sincerely.

Stern Neill
Program Director

1P 27 (E6a » 8o 2n Enuqge » (ewrrrene ~ 70801 6108 » 2235138 $60a o FaX J25/388 8410
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feer anvivn v SENTe LmisimnNgTsy
3127 CEBA Buidding
lovisicno Sioxe Univernsicy

Boon Rouge. LA 70803-6314

\ September 29, 1999

: i J Lot week 0 GuestonnGire, seeking your apinion aboul how your organs zohon

I formulcres ond imglement strolegic decisions, was madled 10 you. Your nome wos
I SU drawn Srom o random sarple of wholesdderdistributors.

"yo.a’nndrtodycoa#endondnw it 10 L3, please accept our sncere thanks. IF not, please
do s todcy Becouse 't hos been sent ‘o only o small, but representot e, sample of diswibulors, it i
astrermely imoonant thot yours aio be induded i the srudy if the retulls are 10 accurciely represe-
the srcreg < behavior of distributoe fiems

If by some chonce you dd no? receive the Gueshomaire or it got mispioced. please coll {colect @
225/331-7443) or emost {sreidl@isw edu] me right now and | will gat anolher in the mal 16 you today

Sincerely,

i Stern Neall
: Depariment of Marketing Louis’ana Siate University
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APPENDIX D: MEASURES OF CONSTRUCTS

Table 21: Organizational Cognitive Complexity Dimensions: Descriptive Statistics

Study 1 Competitor Customer Macro Product
Mean 4.48 5.18 5.20 431
Std. Deviation 1.38 1.25 1.18 1.27
Skewness -0.33 -0.71 -0.60 -0.38

Zycwness -1.90 -4.17 -3.47 -2.21
Kurtosis -0.36 0.45 -0.20 -0.55

Zurtosis -1.04 1.31 -0.57 -1.59
N 88 88 88 88
Study 2 Competitor  Customer Macro Product
Mean 543 5.66 4.14 5.74
Std. Deviation 0.99 0.82 1.15 0.87
Skewness -0.76 -0.57 -0.16 -0.43

Zxewness 4.41 -3.34 -0.92 -2.50
Kurtosis 051 0.16 -0.42 -0.17

Ziunosis 1.50 0.46 -1.22 -0.49
N 203 202 202 204

Table 22: Organizational Cognitive Complexity Dimensions: Confirmatory Factor
Analysis Loadings

Organizational Cognitive Complexity Dimension Studyl Study2
Competitor Orientation
We target customers where we have an opportunity for competitive advantage. 55 -
We rapidly respond to competitive actions that threaten us. .72 .63
Our salespeople regularly share information within our business concerning 74 67
competitors' strategies.
Top management regularly discusses competitors’ strengths and strategies. .88 75

Customer QOrientation

We constantly monitor our level of commitment to serving customer’s needs. Sl .69
Our strategy for competitive advantage is based on our understanding of customers’ .86 73
needs.

Our business strategies are driven by our beliefs about how we can create greater .70 .78
value for customers.

We give close attention to after-sales service. .63 61
Our business objectives are dniven primarily by customer satisfaction. .80 71
We measure customer satisfaction systematically and frequently. .79 --

Product Orientation
Our business strategies are driven towards routinizing organizational activities. -
We are always seeking ways to improve the delivery of our services. 12 71

Our organization is constantly seeking process improvements. .83 72

Our organization actively engages in system improvements as a way to enhance .82 --
service quality while lowering costs.

We often seek ways to increase throughput capacity. .62 -

Our business objectives are driven towards producing the highest quality services. 61 .73

(leble continued)
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(Table 22 continued)

Macroenvironmental Orientation
Our strategic success is based on our understanding of emerging market trends.
Our business objectives are shaped by issues outside of our immediate industry.
In determining our strategic direction, we search for trends emerging outside our

industry.

Our strategy includes converting trends outside our industry into business

opportunities.

We detect changes in the outside environment before most other firms.
In developing strategy, we seek to capitalize on environmental opportunities before
others in our industry.

Our organizational objectives are directly influenced by trends outside our industry.

We pay close attention to conditions outside of our industry.
Our competitive advantage depends on understanding conditions in the larger

environment.

.69
.66
.79

.70
.53

75
.78

77

.80

.73
.80

Table 23: Full Measurement Model: Descriptive Statistics

Study 1 SIE _OCC DMC MSC' MSRI' MIRB' TIRB' OPM' TFD
Mean 393 462 498 3.32 336 292 352 374 131
Std. Deviation 119 1.06 1.02 0.81 093 093 096 0.79 0.78
Skewness .0.58 -0.42 -0.51 -0.14 -045 -027 -0.44 -0.55 -0.85

Zseuness 336 -2.46 -295 -0.79 264 -1.56 -2.59 -3.21 -4.94
Kurtosis .0.17 -0.06 0.84 -032 -024 -0.52 -0.06 020 -0.24

Zicurtosis 049 -0.18 245 -093 -069 -1.51 -0.19 0.59 -0.71
N 88 88 88 87 87 88 88 87 70
Study 2 SIE OCC DMC MSC MSRT MTRB TTRB OPM TFD
Mean 372 524 524 485 518 476 566 583 148
Std. Deviation 1.14 075 094 1.04 109 1.17 111 093 045
Skewness -0.50 -0.33 -0.69 -043 -082 -040 -1.15 -0.89 -0.70

Zseuness 2290 -1.91 -304 -249 479 -234 -6.70 -521 -4.08
Kurtosis .036 -0.08 090 -0.11 078 -062 149 088 0.6l

Ziurtosis -1.06 -0.22 2.63 -032 226 -1.81 434 255 1.78
N 201 203 201 203 204 203 202 202 198

" A number of measures in study one were evaluated on a five-point scale.

NOTE: SIE = Strategic Information Exchange; OCC = Organizational Cognitive Complexity; DMC = Decision-making
Complexity; MSC = Marketing Strategy Creativity: MSRT = Marketing Strategy Response Timeliness: MTRB = Market

Turbulence; TTRB = Technological Turbulence: OPM =Open-mindedness; TFD = Team Functional Heterogeneity
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Table 24: Full Measurement Model: Confirmatory Factor Analysis Loadings

Strategic Information Exchange

We have regular interdepartmental meetings to discuss market trends and
developments.

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

When something important happens to a2 major customer or market, the whole
business knows about it in a short period.”

Data on customer satisfaction are disseminated at all levels of the organization on a
regular basis.

When one department finds out something important about competitors, it is quick to
alert other departments.*

Major changes in our industry are communicated throughout the organization.

Important developments outside our industry are shared across departments.

In making strategic marketing decisions, managers in our organization have formal
information links established between all parties involved in decisions.

In making strategic marketing decisions, managers in our organization have formal
or informal processes for sharing information effectively between departments.

In making strategic marketing decisions, managers in our organization have informal
networks that ensure decision makers generally have the information they need.

In making strategic marketing decisions, managers in our organization employ
people who are willing to educate others.

In making strategic marketing decisions, managers in our organization take the
necessary time to properly train employees in new tasks relating to such decisions.

In making strategic marketing decisions, managers in our organization have formal
or informal processes for sharing information effectively within departments.

Organizational Cognitive Complexity
Competitor Orientation
Customer Orientation
Macroenvironmental Orientation
Product Orientation

Decision-making Complexity Dimension

Problem [dentification and Definition
considers problems using multiple perspectives.
positions problems within multiple contexts.
explores problems from differing perspectives.
gives due consideration to divergent explanations of problems.
holds multiple viewpoints on possible causes.
reflects on problems from multiple vantagepoints.
Alternative Development
formulates a number of potential solutions from many differing perspectives.
seeks solutions by considering a diverse set of perspectives.
considers a wide variety of solutions.
relies on diverse information for finding solutions.
discusses novel perspectives in seeking solutions.
gives due consideration to divergent ideas.
explores multiple solutions.'
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Studyl Study2?

a .66
a .78
a -—
a .70
a -—
a .63
a .58
.63 .62
.98 -
.56 -
.56 -
.61 .75
92 .65
77 72
.86 .85
.75 St
71 .76
.83 .79
.90 --
.82 .74
.89 .84
.90 .85
.68 55
.64 .69
.74 -

(table continued)



(Table 24 continued)
Solution Selection

bases solutions on viewpoints from multiple organizational members. .85 .70
selects solutions using multiple perspectives. .82 .76
takes differing perspectives into account when deciding on a solution. .88 -
relies on diverse information for determining solutions. - -
views each solution from all angles. .83 77

considers multiple viewpoints in deciding on a course of action. - -

Marketing Strategy Creativity

The chosen strategy was very different from others developed in the past. .63 .70

The strategy included some new aspects compared to previous strategies. .70 .58

The strategy broke some of the “rules of the game™ within the product/market. .68 .76

The strategy was innovative. .79 90

Compared to our previous, similar strategies, at least some parts were daring, risky, or 74 .70
bold.

Marketing Strategy Response Timeliness

It takes us very little time to answer to competitive pressure with a strategy of our own. - 71

We tend to execute a rapid response to changes in our customers' product or service 74 .78
needs.

If a major competitor were to launch an intensive campaign targeted at our customers, .63 -
we would implement a response immediately.

In this organization, strategy implementation could be characterized as “rapid.” 91 .85

We are able to move quickly from the strategy’s development to its use or .88 .84
abandonment.

Changes in our industry are soon met with changes in our organization's strategy. .78 .78

We are able to implement a strategy in a timely fashion. .81 .78

Our strategic response echoes the rate of change within our industry. - --

Perceived Environmental Turbulence
Marker Turbulence

In our kind of business, customers® product preferences change quite a bit over time. .79 .60

Our customers tend to look for new products all the time. 85 .89

We are witnessing demand for our products and services from customers who never .60 .50
bought them before.

New customers tend to have product-related needs that are different from those of 47 -

our existing customers.
We cater to few of the same customers that we used to in the past. - -

Technological Turbulence

The technology in our industry is changing rapidly. 75 .72
Technological changes provide big opportunities in our industry. 91 .86
Technological developments in our industry are important. .73 .82
A large number of new product ideas have been made possible through technological .65 .75
breakthroughs in our industry.
Open-mindedness
Managers in this organization are open to questioning of their “view of the world." 59 -
Our business unit places a high value on open-mindedness. .78 77
Managers encourage employees to “think outside the box.” .77 .81
An emphasis on constant innovation is part of our corporate culture. .76 -
Original ideas are highly valued in this organization. .83 .84
We are not afraid to reflect critically on the shared assumptions we have about the way .67 .83

we do business.
(table continued)
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(Table 24 continued)

Team Functional Diversity ®
Accounting

Finance

Human Resource

Information Technology/Systems
Legal

Marketing/Sales/Customer Service
Operations/Production

Public Relations

Research and Development

* Item added for study two.
® Team functional diversity is not a reflective measure and was, therefore, not included in confirmatory factor analysis.
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APPENDIX E: DESCRIPTIVES OF RESPONDENTS AND ORGANIZATIONS

Table 25: Respondent Profile
Organizational Experience  Study 1 S1% Swdy2 S2%

5 years or less 25 28% 0 0%
6 to 10 years 2] 24% 25 12%
11 to 15 years 7 8% 30 15%
16 to 20 years 7 8% 37 18%
More than 20 years 28 32% 112 55%
Total 88 100% 204 100%
Strategic Involvement Study 1 S1% Swdy2 S2%
To a moderate extent 28 32% 0 0%
To a considerable extent 19 22% 26 13%
To a great extent 17 19% 73 36%
To an extreme extent 24 27% 105 51%
Total 88 100% 204 100%
Position Study 1 Study 2 S1% S2%
CEO/President a 159 - 78%
Vice President a 33 - 16%
Middle Management a 12 - 6%
Total a 204 -- 100%

* Responses worded ditferently in study one. There were a total of 87 responses which were distributed as follows: Upper
management = 36 (41%); Middle management = 32 (37%); Staff = 10 (11%); Entry = 2 (2%): and Other = 7 (8%)
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Table 26: Organizational Profile

Employees Studyl S1% Study2 8S2%
1-4 4 5% 10 5%
5-9 9 10% 18 9%
10-19 9 10% 38 19%
20-49 16 18% 57 28%
50-99 9 10% 37 18%
100 - 249 13 15% 29 14%
250 - 499 S 6% 7 3%
500 - 999 5 6% 4 2%
1,000 - 4,999 10 11% 2 1%
5.000 - 9,999 8 9% 1 0%
Total 88 100% 203 100%
Annual Sales Studyl S1% Study2 S2%
Less than $500,000 13 16% 4 2%
$500,000 - $1 million 10 12% 6 3%
S1 - $2.5 million 9 11% 16 8%
$2.5 - $5 million 11 13% 442 2%
$5 - $10 million 5 6% 32 16%
S10 - $20 million 3 4% 41 20%
$20 - $50 million 7 8% 36 18%
$50 - $100 million 3 4% 16 8%
$100 - $500 million 9 11% 8 4%
S$500 miilion - $1 billion 2 2% 1 0%
Over $1 billion 11 13% 1 0%
Total 83 100% 203 100%
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