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2.) Strategic Perspective - Rueckert 1992 
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3.) Deshpande, Farley, Webster 1993 – in: Deshpande 1998  
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4.) Synthesis 1 (MARKOR, Narver/Slater, Deshpande 1993) – Deshpande 1998 
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5.) Synthesis 2 (Lado, Madeuy-Olivares, Rivera 1996) 
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6.)  Synthesis 3 (MARKOR and Narver/Slater) Gray, Matear, Boshoff,  Matheson – 
1998  

 

Customer orientation  

Customer comments and complaints are encouraged because they help the company do a better job.  

After sales service is an important part of business strategy. 

Commitment to customers.  

Ways to create customer value in the product or service are always being investigated. 

 Customer satisfaction is measured on a regular basis. 

Competitive orientation  

Regular monitoring of competitors' marketing efforts is undertaken.  

Frequent collection of market data on competitor activities is used to help with marketing plans. 

Sales personnel monitor and report competitor activity. 

Interfunctional co-ordination  

Marketing information is shared between departments.  

All departments are involved in preparing business plans and strategies.  

Integration of activities between departments. 

 Marketing people regularly interact with other departments on a formal basis.  

Regular inter-departmental meetings are held to discuss market trends and developments. 

Marketing people regularly discuss customer needs with other departments. 

Responsiveness  

How long does it take to respond to competitors' price changes.  

Changes in customer's product/service needs are often ignored. 

A profit emphasis  

Management information systems determine the profitability of specific areas of business activities. 

These include the profitability of major customers, product lines, individual sales territories and distribution 
channels. 
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7.) Verhees and Meulenberg 2004 
 

Customer Market 

1. I ask my customers regularly whether they are satisfied.  

2. I regularly check whether my roses correspond with what my customers want (in addition to the information 
provided by the price).  

3. I have information on customers, competitors and important social developments. 

4. I know where and to whom my customers sell their roses.  

Supplier Intelligence  

1. I receive a lot of information from breeders or suppliers of plant material on the qualities of varieties.  

2. I receive a lot of information from breeders and suppliers of plant material on specific characteristics of 
varieties.  

3. I receive a lot of information from breeders and suppliers of plant material on market developments of 
varieties. 

Innovativeness  

1. I like to experiment with new ways of doing things. 

2. I accept a challenge more often than other rose growers. 

3. I generally like to try new things in my company.  

Domain-Specific  

1. In general, I am among the first in my surroundings to try a new rose variety.  

2. Compared to colleagues I grow the newest varieties. 

3. I like to grow new varieties before colleagues do. 

Product price relative  

1. On average, I have received a lower price for my roses than the average price for a particular variety.  

2. For roses of a particular variety I receive a higher price than colleagues do. 
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8.) Customer Satisfaction – (Piercy 2000:54-57) 
 
Please rate on a scale from 1 - 10 (very poor performance – excellence performance/market leadership) 
 
1. Measuring customer satisfaction 

Our success in measuring customer satisfaction – not just doing it, but being seen to do it, and being seen 
to do it validly, systematically and routinely. 

2. Using customer satisfaction measurements to change our marketing policies  
Whether we use such measurements to change the way we do things for customers, and whether we are 
seen and are appreciated to be responsive. 

3. Using customer satisfaction measurements to evaluate and reward staff 
Our effectiveness in using customer satisfaction measurements as a basis for evaluating and rewarding 
staff – this obviously impacts directly on front-line operational staff, but we should include management 
at various levels. Effective use also implies that we are positive and not negative in how we use customer 
satisfaction measures. 

4. Ensuring all staff understand our strategy on customer service and quality  
Our performance in successfully communicating our policies, strategies and positioning on customer 
service and quality to all staff. This means more than just telling them, it means getting understanding, 
agreement and commitment, and listening to what they say. 

5. Setting staff measurable goals for customer service and quality, and evaluating performance  
Whether we are seen to se reasonable goals for staff in delivering service an quality to the customer, and 
whether we are seen to evaluate and follow up performance on these goals (e.g. do we react appropriately 
to customer complaints, lost accounts, order switched by customers, unfavourable informal comments 
about our performance, and so on?) 

6. Consulting staff about customers’ needs, expectations, complaints – and taking notice of what they say 
How well do we do at finding out what our staff believe to be the customer’s critical needs, expectations 
and why they complain – do we take notice of what they say and respond to what they say? 

7. Managers setting a good example in providing service and quality to customers 
Are managers seen to set a good example in providing service and quality to customers – or do we signal 
our real attitudes by being unavailable to meet customers face-to-face ‘in meetings’ when the customer 
telephones, slow or recalcitrant in answering customers letters, and so on? 

8. Working together to remove obstacles and barriers to quality and service delivery 
Are we seen to be working together to remove all the obstacles and barriers to delivering good service 
and quality to the customer – even if it means changing company ‘rules’ and ‘policies’ and the like? 

9. Regularly evaluation our competitors’ service and quality provision 
Do we regularly and systematically look at our competitors’ effect on sales, market share, customer 
loyalty, profitability, and so on? 

10. Having a clear and actionable service and quality strategy compared to our competitors 
Finally, do we have a strategy on our provision of customer service and quality in all that what we do for 
the customers, which is clear, and which we are capable of consistently delivering to the customers, and 
which gives us a clear position compared to our competitors? 
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9.) Self-Examination Checklist (Shapiro 1988:125) 

Are we easy to do business with? 
 
Easy to contact? 
Fast to provide information? 
Easy to order from? 
Make reasonable promises? 
 

Do we keep our promises? 
 
On product performance? 
Delivery? 
Installation? 
Training? 
Service? 
 

Do we meet the standards we set? 
 
Specifics? 
General tone? 
Do we even know the standards? 
 

Are we responsive? 
 
Do we listen? 
Do we follow up? 
Do we ask ‘why not,’ not ‘why’? 
Do we treat customers as individual companies and individual people?
 

Do we work together? 
 
Share blame? 
Share information? 
Make joint decisions? 
Provide satisfaction? 
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10.) Cravens 1997 – MO / Strategy Evaluation 
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11.) Cravens 2000 MO / New Product Strategy 
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