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Abstract

The article deals with the new trends in measurgraémarket orientation. Market
orientation is one of the most investigated mettiodsded on marketing conception. Market
orientation comes back in 90th of 20th century loykers Kohli and Jaworski and Narver
and Slater. It is described as a method to contaletter managing of company by many
researchers. These research studies involved tefirof market orientation, impact market
orientation on business performance, methods faasmement of market orientation and
implementation the market orientation into managofgcompanies. After publication the
two different methods for measurement of markeentation, some authors had
shortcomings to these methods. Many methods haredszlared in the previous years, but
lot of these methods includes the knowledge byitaoll Jaworski (MARKOR) and Narver
and Slater (MKTOR).

There are described twenty-six methods used to ureasarket orientation. The
main advantages and disadvantages of each meth®dvatten. Goal of this article is to
show the all methods that are described as the edstto measure market orientation and to
find the best one. Description, analysis, compariaod synthesis are the methods used to
write this article.

Shortly, the results from the analysis say that rakthods include only a few
components of market orientation, the most oftentioreed components are orientation on
customers, orientation on competition and interfio@l cooperation. The other
components of market orientation are usually misged. Some methods of market
orientation include the items connected with bussneperformance, but business
performance is not the item of market orientatibins the component influenced by market
orientation. It is defined by only one method fuily these shortcomings; the
methodological requests are fulfilled at this methoo. To measure market orientation is
recommended to use this method. The paper is aopgrant project (GA 402/07/1493).

1. Introduction

Market orientation is one of the most investigatadthods founded on
marketing conception. Market orientation comes backROth of 20th century by
workers Kohli and Jaworski and Narver and Slaters described as a method to
contribute better managing of company by many rebeas. These research studies
involved definition of market orientation, impactarket orientation on business
performance, methods for measurement of markentatien and implementation
the market orientation into managing of companigfier publication the two
different methods for measurement of market oriena some authors had
shortcomings to these methods. Many methods hase teclared in the previous
years, but a lot of these methods include the kedgd by Kohli and Jaworski
(MARKOR) and Narver and Slater (MKTOR).
Goal of this article is to show the all methodst #tue described as the methods for
measurement of market orientation and to introdheenew method. Description,
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analysis, comparison and synthesis are the metheel$ to write this article. The
paper is a part of grant project (GA 402/07/1493).

2. The Methods for M easurement of Market Orientation

The first version of MKTOR by Narver and Slater 909 was included on
the three behaviors’ components (customers orientatompetitors orientation and
interfunctional co-ordination) and two decisionsmpmnents (long-lasting and
profit). After using Cronbach alpha coefficientettwo decisions components were
excluded. MKTOR has 15 items on the basis 7 degikert scale. Customer
orientation includes 6 items, competition oriemati contains 5 items,
interfunctional co-ordination has 4 items. The mekbrtcomings: 1. only two
stakeholder orientation (customers and competjt@:sit is not stress the speed of
gaining market information and the disseminatiorthia firms; 3. it is general, it
does not reflect particularity of firms. Langerdl®97) declare that the indicator of
validity is not satisfactory. The MKTOR does not asare customers value
(Pelham, 1997). The other significant critics of tMKTOR are Webster (1994),
Siguaw and Diamantopoulos (1994) and Rivera (1995).

MARKOR by Kohli and Jaworski (1993) contains 20nite on the basis 5
degree Likert scale. There are three components oo the perception of
MARKOR is different. The first component measurasag information (6 items),
the second deals with dissemination of the infoionaf5 items) and the last centre
to two activities — the planed response and thelemented response. Pelham
(1993), Webster (1994), Thomas (1994), Farrell 20pointed to no exactly
definition of market orientation by Kohli and Jawkii Market orientation is
implementation of marketing conception after wobbgsKohli and Jaworski. Gabel
(1995) and Langerak (1997) declared that Curclolhception do not used by
realization of MARKOR, the indicator of validity isot satisfactory; the MARKOR
does not include items about perceptions of custeraed distributors. Farrell and
Oczkowski (1998) pointed to MARKOR has difficult auation of information
dissemination and MARKOR includes only one item riearket measurement and
most items measured customers. The MARKOR doemeasure customers’ value
too (Pelham, 1997).

Hooley et al. (1990) supposed the method for measemt of market
orientation. The aim of this method is to know, hosle play marketing in the
companies and how the marketing department fillaggvities. Hooleys method
includes 11 items on the basis 5 degree LikertesCBhe most part of items are
oriented for customers, only one item is orienteddompetitors. The items are in
meaning the plans and assumption of marketing’d$iea

Liu (1993) measure market orientation with the kéynarketing activities,
which are develop of new products, segmentationmpamies activities co-
ordination, marketing plan, marketing research.rélae stated some items as plan
of selling, plan of production, plan of offer andges control for the control. This
method is only oriented on interfunctional co-oetion and particularly for
customers. Items about competitors are not includéus method.
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Deng and Dart (1994) method contains orientatiosustomers, orientation
on competitors, interfunctional co-ordination aretfprmance orientation. The first
version of this method has 44 items; these itemse weduced on 33 items after
correlation analysis. A lot of reviews noticed thagérformance orientation is
consequence of market orientation, not one of her fhis method is very similar
to MKTOR (many of items are the same). The autlbarse with the new version of
your method in 1999, but the changes are not réeolary. Deng and Dart (1999)
used other methods (MKTOR, Hooley et al, MARKOR) donstruction their
method. The other version has fourth componentsustomers’ orientation,
competitors’ orientation, interfunctional co-ordilma and performance orientation.
49 items were selected on 35 after the first reseaihis method includes
performance orientation too; therefore it is noedudor measurement from the
methodology reasons.

Gima (1995) developed method for measurement okehgverformance
founded on information. There are 6 items from #nea information collection
about market, 4 items about development of markietated strategy and 3 items
about response to market orientation on the custnidis method included only
customers orientation, competitors orientationrerementioned.

Fritz (1996) engaged in the relationship betweenkstaorientation and
business prosperity. He introduced a method incud®portant prosperity
components. Market orientation is one of the compts) she has three items
centered on customer orientation. Components aspeimors’ orientation and
others are not included.

Lado, Olivares and Rivera (1998) tried to developalernative method for
measurement of market orientation. Market orieatatis a degree for using
information about stakeholders and for co-ordimatamd implementation strategic
activities after them. Their method has 9 compamento gain information about
end customers, distributors, competitors and enwient; interfunctional co-
ordination; and response to gaining information wbohe end customers,
distributors, competitors and environment. Theyehamamed their method MOS
with 36 items on the basis 10 degree Likert sdadelo, Olivares and Rivera added
items about innovations to MOS in 2000. They irsgiwith method by Millere and
Fries (1982) and method by Atuahene-Gima (1996).

Gray et al. (1998) synthesized MKTOR, MARKOR andtime by Deng
Dart. It was gained 20 items after using Cronbadfa Aoefficient and factor
analysis. The items are sorted in 5 componentsstomer orientation, competitor
orientation, interfunctional co-ordination, resperad profit. The first shortcoming
IS to a little progress in the theory, see Fafi02). The second shortcoming leads
to added profit as a part of market orientation.

The first steps of developing a method for measergmof market
orientation are in 1993. Deshpandé, Farley and Welr#troduced a method DFW
in 1993. Whole method is aimed at customer, nobatket orientation. Deshpadné
and Farley integrated MKTOR, MARKOR and their methon 1996. They
constructed a method named MORTN in two years.|atee sense of this method is
completely different from other method. MORTN isemted on: 1. aimed business
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at creating value; 2. aimed business on customergxpressed wishes; 3. perceive
business as a service to customers; and 4. marmegéusiness in the sense
“customers for life”. Farrell (2002) noticed thaénse of business is not only
services for customers and point to difficult pasitto gain customers for a whole

life. It is missed the mobility of segments. Beside¢his method reflects only

customer orientation, other components of markientation are not reflects.

Kumar, Subramanian a Yayger's (1998) constructedhode on basis
MKTOR. This method contains the same componentdME§OR. Customer
orientation includes 6 items as MKTOR, other cormgras have different number of
items in comparison with MKTOR. Competition orietida has 4 items and
interfunctional co-ordination has 5 items. Othemponents of market orientation
are missed.

Oczkowski and Farrell (1998) tray to united of MKRCGand MARKOR.
The result was 18-items method (10 items MARKOR &ntems MKTOR). The
second version of the method was presented in 2802 it names “New
Measurement of Market Orientation”. MARKOR (20 it®mand MKTOR (13
items) were the base for constructing this methideins are selected into 5
dependent components: holding the customers, ssiaafegsew products, selling
grow, return of investments and the business pmdoce. The independent
components are selected in 10 components: markentation, costs, market
turbulence, competitors’ intensity, developmentewfhnology, power of customers,
market growth, size of the market, entrance bariend power of suppliers.
Research has known that the method “New Measurepfektarket Orientation”
has higher coefficient Cronbach Alfa than MKTORMARKOR. This method does
not include some other components of market oriemta

Avlonitis and Gounaris (1999) deal with definitionarketing orientation.
They suppose that market orientation is the sammaketing orientation. They
developed your own method analyzed interfunctiammabrdination. The main was
the attitude of management to risk, level of cdiz@#ion, level of formalization and
intensity of competition. This method misses a &bt components of market
orientation.

Cadogan et al. (1999) detected a method for measumte of market
orientation named EMO. The aim of EMO is to knove thehavior of market
orientation at the exporting companies. MARKOR &sib of this method. EMO
includes three components of behavior (to gain rmédgion, information
dissemination and response) and three componemtsaoiges — difficult prediction
of customers’ wishes intensity of competition amlyantages and disadvantages of
technology. EMO contains selling in abroad, préditm the export and growth of
export. These components are included after recordat®n by Cavusgil and Zou
(1994) and Matthyssens and Pauwels (1996). 31 ismancluded in EMO. There
is the some notice at Gray et al. — profit is ideld as a component of market
orientation, not as a result.

Akimova (2000) developed specific method for measwent of market
orientation. Market orientation is assessed froeiew of competitor advantages,
response to unfriendly environment and businestoqmeance. We can find items
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about competitors, interfunctional co-ordinationdasome external components.
There are not some other components from the bramslronment; business
performance is included as a component of markehtation.

Dawes (2000) chose for his suggestion combinatibra dew methods
(MARKOR, MKTOR, DFW, Pelhams Method, Deng and Dahtthod and
Faulkners Method). Faulkner (1998) founded outaust behavior and reasons of
their satisfactions in the talk with 42 managerke Tinal method created these
components: analysis of customer (5 items), amabyscustomer response (5 items),
competitors’ orientation (4 items), and informatidissemination (3 items). He
stated size, costs, sale at the branch a yeaanesetrbarriers, customers’ power,
suppliers’ power, technology changes, competitidensity and market turbulence.
The validity is verified by regress analysis.

Harrison-Walker (2001) detected method for measargmof market
orientation. This method includes three componentsompetition orientation,
customer orientation and business performance. @tigm orientation and
customer orientation contain statements as gainimfigrmation, information
dissemination, interpretation the information antlization the information.
Business performance is divided into financial perfance, performance of firms’
response to customers’ wishes and innovation pegonce. This method is not
completed too; some components are not added iméleod. The second problem
is to fill business performance as a part of maokientation.

Haijat (2002) develop the method named CUSTOR. fdason of this
method is to measure of customer orientation. &ihst are selected into fourth
components — trust of customers, profit of cust@nsignification of company for
customers and possibility to be better. Pumphr@@42 agree with the utilization of
this method for measurement of market orientatidbowever, this method include
only customer orientation, the other componentsrassed.

Helfert et al. (2002) deals with the redefinitioh roarket orientation. The
result of this redefinition was developing methant fmeasurement of market
orientation. This method is devoted into 7 compdseas: efficiency of selling,
efficiency of developing performance, efficiencydsveloping market, analysis of
customers from the view of commitments and trustigtionship management to
fulfill the commitments and the ability to gain amfnation. The notice for this
method is to add business performance as a compohsrarket orientation. There
are absent some of the components of market oti@mt#o.

Vazquez et al. (2002) detected a method for nofitpsaganizations. The
method includes three components — to gain infaongtl3 items), to information
dissemination (8 items) and to response to thernmdtion (10 items). Items are
adapted to the condition of non- profit organizafit is not possible to apply it for
other branches.

Farrelly and Quester (2003) developed a methodhfasurement of market
orientation as a part of wide research reflectechrndments and trusts from
sponsoring. Market orientation is measured by BisteThese items are selected for
the three components: to gain information, infoioradissemination and response
to information. The items are based on MARKOR, MKR,GConduit and Mavondo
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and Dawes. These items are adapted to the conditigponsoring; it is not possible
to apply it for other branches.

Pulendran et al. (2003) showed market orientatien dependent on
marketing plans. Pulendran et al. have used forsareanent of market orientation
MARKOR. General perspective, rational perspectipelitical perspective and
interactional perspective are filled to the MARKORIl of components are
investigated from the view of plans and interfuoicél co-ordination. This method
does not include all necessary components whichmtéiod for measurement of
market orientation has reflected.

Varela and Rio (2003) introduced MOB - implemewniatof MARKOR.
MOB includes 6 components: intensity of gainingommfation, the speed of
utilization information, effort of information diesiination, ready of information
dissemination, plans of market-oriented responsk immplementation of market-
oriented response. This method is not a new; aidaptation of MARKOR used to
know relation between reasons and consequencear&éhorientation.

Bigné et al. (2004) developed method implementedMARKOR and
MKTOR. This method includes some items from othethod too, as price policy,
market tendency, segments identification, new petslsuccess, stimulation for
including the changes to the strategy and fluemtfgrmation between customers
and companies. Method contains 16 items and thegaoents are end-customers
and distributors.

We can see the shortcomings to the methods usednéasurement of
market orientation. A lot of methods include onlyfeav components of market
orientation. Customer orientation, competitor di@ion and interfunctional co-
ordination are the most named. The other componehtsarket orientation are
missed. Some other methods have different problethey contains items of
business performance. Business performance is naoraponent of market
orientation; it is the consequence of market oagoh. These methods are limited
from other application. Components of these mettawdshamed in appendix.

3. New Method for Measurement of Market Orientation

We will introduce a new method for measurement afk@t orientation in
this part of the paper. We tried to eliminate sbtmmings criticized in other
methods, we considered aspects determined in tbeuted analysis of all the
aforementioned problematic areas of market oriemtdty creating the new method.
The New method for measurement of market oriemasobased on of 7 degree
Likert scale. The questionnaire containing the raadrientation measurement is
intended for top managers of organizations.

The selection of measured items follows particyléndm the determination
of elements influencing the degree of market oatonh contained in the proposed
model, while the present manner of measurementdpnsof the Likert scale shall
be observed. Newly created items are divided teethmain fields — external
environment analysis, branch environment analysigl @ternal environment
analysis.
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Branch environment analysis is further dividedhe analysis of customers;
both end ones and distributors, the analysis ofpatitors and the newly introduced
field regarding the analysis of suppliers. The $iepp are included for the first time
for measurement of market orientation. Suppliens&@lay certain role in market
orientation. First, suppliers have the significesie in the fields characterized by a
high bargaining power of suppliers. Second, marsagesuld have suitable
information about potential suppliers and theireast Third, brand and image of
suppliers can also be important with regard tostlection of a final customer; the
existence of suppliers with good image adds higlaére to the final product from
the point of view of the public. Fourth, regulasdissions on problems of suppliers
can enrich both discussing parties as well, becaosee persistent problems or
misunderstandings may be cleared out on both sidégotential solutions suitable
for both parties can be found. Fifth, mutual cofatien with suppliers on the
development of new technologies can contributénéofinding of a faster and more
effective solution.

The internal environment analysis is divided to d@inalysis of the use of the
acquired information in the process of decision-imgkand the analysis of
interfunctional co-ordination. When creating themts of measuring we followed
from the following methods: Hooley et al. (1990)jn@ (1995), MOS Lado,
Olivares and Rivera (1998), Farrell (2002), Helfettal. (2002) and Bigné et al.
(2004).

3. Discussion

The method for measurement of market orientatiap@sed in this manner
was compiled to the form of a questionnaire; soteens were changed to the
inversion onesand were confronted with opinions of studentsnalitey the second
year of the MBA course at the Faculty of Business Mlanagement.

According to Churchill’'s concept, the new consteactmethod has to be
verifying of validity. Cronbach alpha is usuallying for verification the method in
area of market orientation. Cronbach alpha (1) lmamefined as a function of the
number of the tested items and an average inteamadlation” among items:

!i.e. the reversed items

2 Internal correlation is based on the correlatioafficient. The correlation coefficieng,1(2)
belongs among the most frequently used methods iekagrdependence of two variables. It
is a proportion of co-variation,s(3) of both variables (the rate of their joint neavent) to
the product of their standard deviatiopssd §(4,5)

[y, =——0 )

(Xi - )_()' (yi - V), 3)

s, =y (x> =%X?), 4)
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N-T
o =
1+(N-D- T
N = number of items of correlation
I = average of internal correlation among items 1) (
To verify the validity of measuring this new methad the market
orientation the Cronbach alpha coefficient is sBudiring calculation we followed
from questionnaires filled in by MBA students.
The Cronbach alpha coefficient was determined fopatial parts of the
proposed measuring method, see Table no. 1.

, Where

Elements of measurement Cronbach
alpha coefficient

External environment 0.81
Final customers 0.9336
Distributors 0.9579
Competitors 0.8555
Suppliers 0.8901
Reflecting the knowledge on the decision-makingcpss 0.8265
Inter-functional co-ordination 0.9774
Total for the measuring method 0.893

Tableno. 1. Thevalue of Cronbach alpha coefficient for the proposed method

The value of the Cronbach alpha exceeds the vdlQedor all elements, for items
concerning the analysis of final customers, distobs, inter-functional co-
ordination it exceeds the limit of 0.9. The resgtivalue of Cronbach alpha for the
whole proposed measuring method of market oriemtas 0.893, which means the
proposed method can be used for the market orientateasuring, see Tomaskova
(2005).

s, =\ (y* -¥?). (5)

¥ What does Cronbach's alpha mean? [Online]. [diont2004-04-03]. Available at:
<http://www.ats.ucla.edu/stat/spss/fag/alpha.html

* This approach, however, was not adhered to fomathods measuring market orientation
and due to it many methods are criticized. The-keetvn and the most used methods
during the proposal of which this methodologicahoept was omitted is the MARKOR and
MKTOR method.
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4. Conclusion

A lot of methods for measurement of market orieatainclude only a few
components of market orientation. The most oftemtrored components are
orientation on customers, orientation on competitiand interfunctional co-
operation. The other components of market oriesnadire usually missed out. Some
methods of market orientation include the items nemted with business
performance; business performance is not the ittemaoket orientation, it is the
component influenced by market orientation.

The New method eliminates these shortcomings dfitsfilne conditions of
validity according to of Cronbach alfa. To measurarket orientation is
recommended to use this method. This method wakfoseneasurement of market
orientation in some important companies, which poadelectric equipment and
distribute electric energy in the Czech Republice Becond using of this method is
to measure market orientation in hi-tech firmsha €zech Republic. It could help
to detect the barriers of market orientation impdatation. This project is supported
by Grant Agency of the Czech Republic (GA 402/0984
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Appendix 1

Components of method used for measurement of market orientation

Author Components of market orientation

Kohli and Jaworski (1990) Gaining information
Information dissemination
Information response

Narver and Slater (1990) Customer orientation
Competitor orientation
Interfunctional co-ordination

Hooley et al. (1990) Customer orientation
Competitor orientation

Liu (1993) Interfunctional co-ordination
Customer orientation

Deng and Dart (1994) Customer orientation
Competitor orientation
Interfunctional co-ordination
Profit orientation

Gima (1995) Gaining of information (customer)
Strategy developing (customer)
Implementation of market orientation

(customer)
Fritz (1996) Customer orientation
Lado, Mayderu-Olivares and Rivera (1998) Gaining information and analysis:

End-customer
Distributor
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Gray et al. (1998)

Deshpandé and Farley (1998)

Kumar, Subramanian, Yeager’s (1998)

Oczkowski and Farrell (1998)

Avlonitis and Gounaris (1999)

Cadogan et al. (1999)

external environment

Akimova (2000)

Dawes (2000)

customers)

Competitor
Environment
Interfunctional co-ordination and

strategy:

End-customer
Distributor
Competitor
Environment

Customer orientation
Competitor orientation
Interfunctional co-ordination
Information response
Profit orientation

Customer orientation

Customer tatmm
Competitor orientation
Interfunctional co-ordination

Gaining information
(Customer, competitor, interfunctional
co-operation)
Information dissemination
(Customer, competitor, interfunctional
co-operation)
Response on the information
(Customer, competitor, interfunctional
co-operation)

Interfunctional edination
Competitor orientation

Gaining information
Information dissemination
Information response
Profit orientation
Orientation on some components of

Competitor advantage orientation
Response to hostility environment

Customer orientation
Information dissemination (to

Competitor orientation
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external environment

Harrison-Walker (2001)

Farrell (2002)

external environment
Hajjat (2002)

Helfert et al. (2002)

Vazquez et al. (2002)

Farrelly and Quester (2003)

Pulendran et al. (2003)

orientation

Varela and Rio (2003)

external environment

Bigné et al. (2004)

Information response
Orientation on some components of

Competitor orientation

(Gaining information, information
dissemination, interpretation and
response)

Customer orientation

(Gaining information, information
dissemination, interpretation and
response)

Business performance orientation

Customer orientation
Interfunctional co-ordination
Orientation on some components of

Customer orientation

Customer orientation
Profit orientation
Interfunctional co-ordination
Gaining information

Gaining information
Information dissemination
Information response

Gaining information
Information dissemination
Information response

General aspect
Rationalization aspect
Politic aspect
Interaction aspect
Business performance

Gaining information
Information dissemination
Information response
Orientation on some components of

Competitor orientation
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(Gaining information, information
dissemination, interpretation and
utilization)

End-customer orientation

(Gaining  information, information
dissemination, interpretation and
utilization)

Distributor Orientation

Orientation on some components of
external environment Interfunctional
co-ordination

Appendix 2
New method for measurement of mar ket orientation
Items of questionnaire

External Environment

This part of the measuring contains the followitegris:

1)
2)
3)

4)

We regularly monitor changes in the field of lawecial, economic and technological
changes.

We regularly identify important opportunities arddats, which could have an impact
on business.

We do not participate in events, which demonstoateeconomic utility (i.e. sponsoring,

charity events, etc.). (R)

We try to co-operate with universities and reseanstitutes to be able to apply the
latest research methods, which will bring highdugado customers.

Branch Environment

Final customers

1)
2)

3)
4)
5)
6)
7

We regularly analyze factors, which influence passbehavior of customers.

We do not regularly monitor the development of dedsaof current and prospective
customers. (R)

We try to apply individual approach to customers.

We offer a wide range of after-sale services.

We regularly determine the degree of final custosatisfaction.

We know what image our products have at customers.

We determine why potential customers have not boboghproduct yet.

Distributors

1)
2)
3)
4)
5)

6)
)

We monitor the development of demands of distrilmito

We apply individual approach towards distributors.

We monitor image of our products at distributors.

We regularly measure satisfaction of distributdrewr products.

We do not let us regularly inform on promotionaéris of our products carried out by
distributors. (R)

Our marketing strategy is compatible with the gadildistributors.

We speak with distributors about their problems.

®>(R) — reverse question
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Competitors

1) We perform regular monitoring of the developmentommpetitors and their marketing
policies.

2) We try to predict behavior of our main competitors.

3) We do not know strong and weal points of our maimpetitors. (R)

4) We regularly analyze competitive strategies ofrmain competitors.

5) We carry out benchmarking towards main competitors.

Suppliers:

1) We carry out regular analysis of offers of our présand potential suppliers.

2) We carry out regular analysis of image of our pnés@éd potential suppliers.

3) We do not carry out regular analysis of the appnoafcsuppliers to our requirements.
(R)

4) We regularly discuss with our suppliers their pesbs.

5) We do not co-operate with our suppliers in the t@waent of new special technologies
(new products). (R)

Internal Environment Analysis

Reflecting the acquired information on the proagfssdecision-making:

1) We implement the acquired information to our dexisi

2) We offer products reflecting the latest demandswaisties of customers (distributors).
3) We focus on gaining customers, for whom we caneaeha competitive advantage.
4) We are faster in responding to the wishes of custerthan our competitors.

5) We respond as fast as possible to the marketingt®wé competitors.

Inter-functional co-ordination analysis:

1) Every worker knows his competences and resportgiili

2) Every worker is acknowledged with main objectivéshe organization and knows how
to contribute to their achievement.

3) We analyze comments of employees.

4) We do not pay attention to further education of employees. (R)

5) We prefer team work and mutual co-operation.

6) We regularly hold meetings, where we discuss almamtsuccesses, inform on new
opportunities and threats, set new tasks and diseiils all lower-level managers.

7) We try to be flexible.

8) We prefer reaching long-term goals to short-terresprthe achievement of a certain
market share to financial goals.

9) All partial goals follow from, develop and supptre main goal of the company.

10) We take a positive approach to innovations.

11) Managers of all departments do not express thémapto the created plan. (R)

12) Relationships between superiors and subordinatesotde defined as very strict and
formal.

13) We pay attention to the exchange of information mgnmdividual departments of the
organization.

14) In our business we try to take into account thecstlof business and make ethical
decisions.



