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Appendix: Overview of construct measurement
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Marketing’s  In our firn.

dispersion = alarge share of functional arcas or departments i involved in marketing 84 70
in the NV = activities.
= alarge share of employees is involved in marketing activites. 8471
= alarge share of hierarchical levels is involved in marketing activiies. 9" 62
= both headquarters and local unis are involved in marketing actvities. 63 40

M=437,SD = 1.62; CA = 86; CR= 86; AVE = .61
‘Own development inspired by Barley and Tolbert 1997; Workman o al. 1998

Marketing's In our fir, we have....

structuration * one or more positions that primarly refer to marketing activiics o 47

intheNV =" u 4 functional area or department that primarily refers to marketing activities. 66" .43
= defined fasks that primarily refer to marketing activitics. 86
= defined processes and procedures that primarily refer to marketing activities. 85" .72
M=3.99,SD = L65; CA = 84; CR =.84; AVE =.58

‘Own development inspired by Barley and Tolbert 1997; Piercy 1986

Marketing’s  Index calculated for marketing actors (managers/departments with primary na na
influence responsibility for marketing) s the sum of theinfluence on 11 decision arcas
intheNV<c  multiplicd by thei importance and divided by the number of answiers given.

= Advertising message = Strategic dircction of business

« Pricing it

= Distribution * Scgmentations and

positioning
= New product development

* Customer service
* Customer satisfaction measurement

and improvement * Investments into information
* Loyalty and relationship technology
programs = Expansion info new
geographic markets

M= 73.40,5D = 63.5; CA = nla; CR = nla; AVE =nla
Based on Homburg et al. 1999, 2015

NV market  * In this firm, we meet with customers regularly to find out what products 90" 81
orientation®  or services they will need in the future.
= We are quick fo detect fundamental shifs in our industry 50
(e.g, competition, technology, regulation).
* Information on customer satsfaction is disseminated atall levels inthis 83" 69
firm on a regular basis.
= When we find out that customers are unhappy with the quality of our s
service, we fake corrective action immediately.
= It takes us a short fime to decide how to respond to our competitors' 63" 39

price changes.
Mean =331, SD = 1.29: CA = 88; CR = 88; AVE =59
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NV We have valuable ...
resources® = patents for technologies, products and designs, which our compefitors 0% 48
find difficult to subsitute.
= brands that are protected in our markets. 87" 5
* and rare managerial knowledge of business, which i difficul to leam 0% 49
and copy by other companies.

Mean = 3.50,SD = 1.63; CA = 80; CR = 80; AVE =58
Inspired by Morgan 2012

NVmarket  * The growth rate of this industry in the past three years is very high. 84770
growth® * The market demand in this industry is growing rapidly. 92 8
= There are many potential customers in this industry. 66" 43
to provide mass-marketing opportunitics.
Mean=4.49,SD = 1.59; CA =.84; CR = 85, AVE =66
NV market = In our business, customers’ product preferences change quite a bit 88" 77
turbulence over time.
= Our customers tend to look for new goods or services allthe fme. o1 8
= New customers tend to have product needs that are quite 72 52

different from existing customers.
Mean =469, SD = 1.53; CA = 87; CR = 86, AVE =71

Adapted from Santos-Vijande and Alvarez. Gonzalez 2007

NV business  Business-to-consumer (B2C) vs. business-to-business (B2B) na na
typed Inspired by Homburg and Fiirt 2005

NV product Goods vs. services na na
type© Inspired by Homburg and Fiirst 2005
NV age Calculated as difference between year of data collection and founding year ~ a wa
(see also Table 2)
NV size Number of employees, rescaled as employee headcount growth na na
(see also Table 2)
Based on Winkler ot 12020
NV Monetary value of overall number of firm resources na na
assets (recorded on the balance sheet)
Based on Cheng 2015

NV EBIT margin (EBIT over sales volume) na wa
profitability  Based on Vomberg etal. 2020

* Referring to generic and general marketing activiics, such as pricing, distrbution, and advertsing
* Seven-point scale anchored by “strongly disagree” and “strongly agree.”

* 100-point constant-sum scale.

“ Dummy-coded as 0 = B2C and | = B2B.

* Dummy-coded as 0= goods and 1 = services.

Notes: FL = factor loading; IR = indicator reliability; CA = coefficient alpha, CR = composite reliability





