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Abstract

This study replicates the studies by Siguaw, Brown and Widing (1994), and
Mengüç (1996).  This study finds little support for several hypotheses,
relating to the customer orientation of the salesperson and the difference
between the market orientation of the firm and the customer orientation of
the salesperson.  Given the variation between the findings of all three
studies, further replications are encouraged, particularly those that develop
and test theory to help reconcile such differences.

Introduction

Following the pioneering studies by Narver and Slater (1990) and Jaworski and Kohli (1993)
researchers have conducted numerous empirical studies regarding the antecedents and
consequences of a market orientation.  The majority of this work has focused on testing the
relationship between market orientation and business profitability.  In order to validate the
original findings, such studies have been replicated in a number of countries, and under
varying conditions.  However, other areas of research in the market orientation literature tend
to be ‘original’ studies, with little attention devoted to replication studies.  Possible reasons
for this include the assertion that replication is an “inferior” form of research (Umapathy,
1987, p. 170), and of “low prestige”, (Campbell 1986, p. 122).  As a consequence state Wright
and Kearns, (1998, p. 15),

 “…much of this work does not progress to replication and extension, but

seems trapped in perpetually developing new theories and getting tentative

results, never going on to the “normal science” component of consolidating

and extending the empirical results, (c.f. Kuhn 1970).”

In an attempt to address such concerns, this paper further replicates two studies from the
market orientation literature concerning the effect of a market orientation on the behaviour of
employees.  The US study by Siguaw, Brown and Widing (1994), was the first to examine the
influence of market orientation of the firm on sales force behaviour and attitudes.  Siguaw,
Brown and Widing II (1994) tested 17 hypotheses concerning the relationships between
market orientation, a salesperson’s customer orientation, role conflict, role ambiguity, job
satisfaction and organisational commitment.  This study was replicated and extended by
Mengüç (1996) who carried out the research on a Turkish sample.  The results of the Mengüç
study (1996) provided stronger support for the original hypotheses by Siguaw, Brown and
Widing (1994) and indicate that the selected market orientation of the firm significantly
influences salesperson customer orientation and job attitudes.
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The study reported here is a ‘close’ replication (Lindsay and Ehrenberg (1993) in that almost
all of the conditions of the study are similar or identical to the previous studies.  The element
of ‘differentiated’ replication (Lindsay and Ehrenberg (1993), lies in the fact that the study is
carried out in Australia, as opposed to the USA, Siguaw, Brown and Widing (1994), and
Turkey, Mengüç (1996).  Given the lack of consistency between the findings of the previous
studies, a ‘close’ replication is necessary to establish whether the results can be replicated.
Moreover, as  Lindsay and Ehrenberg (1993, p.217) state, “repeating a study is a crucial
aspect of the scientific method leading to generalisable results rather than merely to isolated
and uncertain findings.” The paper is organised as follows.  In the following section, is a
discussion of the studies by Siguaw, Brown and Widing (1994), and Mengüç (1996).  The
theoretical framework and research hypotheses are presented, along with a brief rationale for
each hypothesis.  Next follows a discussion of the research method, followed by data analysis,
results and conclusions.

Theoretical Framework

The broad underlying rationale for the hypotheses being:  (1) a strong correspondence should
exist between the orientation desired at the firm level and the orientation practised by the
firm’s sales force; (2) such congruity between the firm and sales force should have a positive
effect on the behaviour and attitudes of the sales force.

Market Orientation

A positive link between the market orientation of the firm and the customer orientation is
hypothesised, based on the notion that salespeople would be acting rationally if they behaved
in a manner “that is congruent with the firm’s market orientation,” (Siguaw, Brown and
Widing, 1994, p. 107).

H1: The greater the market orientation of the firm, the greater the customer
orientation of the salesperson.

Similarly, the market orientation of the firm may also affect the job attitudes of salespeople.
For example, a market orientation may reduce the incompatibility of communicated
exchanges that impinge on perceived role performance, (Mengüç, 1996, p. 279).  Also, a
market oriented firm should be able to clarify how much effort the employees should exert
regarding market oriented tasks, (Siguaw, Brown and Widing, 1994, p. 107).

H2 The greater the market orientation of the firm, the lower the role conflict of
the salesperson.
H3: The greater the market orientation of the firm, the lower the role ambiguity of
the salesperson.

It has also been suggested that an organisation with a strong market orientation will have
more satisfied and committed employees.

H4: The greater the market orientation of the firm, the greater the job satisfaction
experienced by the salesperson.
H5: The greater the market orientation of the firm, the greater the organisational
commitment of the salesperson.

Customer Orientation

Siguaw, Brown and Widing, (1994, p. 108), argue that salespeople tend to practice a customer
orientation, and that customers expect salespeople to meet their unique needs.  Thus, the

Market Orientation and Relationship Marketing Track 1049



combination of a customer orientation satisfying customer needs, should reduce the portion of
the role conflict and role ambiguity that can be attributed to customer interactions, (Siguaw,
Brown and Widing, 1994, p. 108).

H6: The greater the customer orientation of the salesperson, the lower the role
conflict experienced of the salesperson.
H7: The greater the customer orientation of the salesperson, the lower the role
ambiguity of the salesperson.

Similarly, based on accumulated body of literature, Siguaw, Brown and Widing, (1994, p.
108), argue that engaging in customer oriented behaviours is hypothesized to result in higher
levels of job satisfaction and organisational commitment.

H8: The greater the customer orientation of the salesperson, the greater the job
satisfaction experienced by the salesperson.
H9: The greater the customer orientation of the salesperson, the greater the
organisational commitment of the salesperson.

Difference between Customer and Market Orientation

Given the boundary spanning roles of salespeople, one may expect some deviation from the
orientation of the firm.  A difference between the orientations of the salesperson and the firm
is expected to affect the job attitudes of the salesperson.  An agreement of orientations should
reduce role conflict and role ambiguity and enhance job satisfaction and organisational
commitment.

H10: The smaller the difference between the market orientation of the firm and
the customer orientation of the salesperson, the lower the role conflict
experienced by the salesperson.
H11: The smaller the difference between the market orientation of the firm and
the customer orientation of the salesperson, the lower the role ambiguity
experienced by the salesperson.
H12: The smaller the difference between the market orientation of the firm and
the customer orientation of the salesperson, the greater the job satisfaction of the
salesperson.
H13: The smaller the difference between the market orientation of the firm and
the customer orientation of the salesperson, the greater the organisational
commitment of the salesperson.

Method

The data collection was carried out through use of a structured questionnaire, administered by
mail.  Similar to the original studies by (Siguaw, Brown and Widing II 1994; Mengüç 1996),
the population of interest was the sales personnel within the top 500 companies (within
Australia), as defined by annual revenue.  A covering letter was sent to the sales/marketing
manager within these organisations asking them to forward the questionnaire to a member of
their sales personnel.  A second mail out two weeks after the initial mail out was conducted to
improve the response rate.  In total, 159 useable questionnaires were returned, resulting in an
effective net response rate of 31.8%.   Tests were performed between early and late
respondents.  As per convention (Armstrong and Overton 1977), it is postulated that the late
respondents are relatively dis-interested respondents, similar in nature to non-respondents.
All t-tests indicated an absence of significant differences between the means at a 0.1% level
of significance.  Thus the sample appears to be relatively free from non-response bias.
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Measures

Market Oriented Behaviour – developed by Narver and Slater (1990) and demonstrated to be
suitable in the Australian context, (see Farrell and Oczkowski; 1997; Oczkowski and Farrell
1998).  Salesperson’s Customer Orientation – developed by Saxe and Weitz (1982). Job
Satisfaction – measured by the Job Descriptive Index developed by Smith, Kendall, and Hulin
(1969). Organisational Commitment – measured by the scale developed by Porter et al
(1974). Role Conflict and Role Ambiguity – measured by the scales developed by Rizzo,
House and Lirtzman (1970).

Data Analysis and Results

As per the studies by (Siguaw, Brown and Widing II 1994; Mengüç 1996), the data was
analysed using ordinary least squares regression.

Table 1: Means, Standard Deviations and Pearson Correlations

Mean
Std.
Dev.

No. of
Scale
Items

Alpha
Customer
orientation DIFF1

Role
Conflict

Role
Ambiguity

Job
Satisfaction

Organisational
commitment

MKTOR 4.92 1.04 14 .92 .210
(.012)

-.319
(000)

-.405
(.000)

-.480
(.000)

.389
(.000)

.516
(.000)

SOCO 7.46 .95 24 .88 -.084
(.324)

-.383
(.000)

-.286
(.001)

-.087
(.312)

.129
(.121)

DIFF .96 .80 N/A N/A .226
(.007)

.150
(.076)

-.055
(.536)

-.140
(.103)

Role
conflict

3.67 1.00 8 .75 .665
(.000)

-.087
(.296)

-.492
(.000)

Role ambiguity 2.62 1.21 6 .88 -.319
(.000)

-.519
(.000)

Job satisfaction 2.94 .21 33 .93 .366
(.000)

Organisational
commitment

5.32 1.17 15 .92

1 DIFF = absolute value of the difference between the standardised market orientation score
and the standardised SOCO score: P values for both tables are shown in parentheses.

Table 2: Results of Ordinary Least Squares Regressions

Dependent Variables

Independent
Variable

SOCO

Beta

Role Conflict
Beta

Role
Ambiguity

Beta

Job
Satisfaction

Beta

Organisational
Commitment

Beta
MKTOR .210

(.012)
-.310
(.000)

-.520
(.000)

.339
(.000)

.311
(.000)

SOCO ---- -.303
(.000)

-.162
(.027)

-.196
(.018)

-.118
(.089)

DIFF ---- .192
(ns)

-.029
(ns)

.032
(ns)

.785
(ns)

Role conflict ---- ---- ---- .148
(ns)

-.245
(.009)

Role ambiguity ---- ---- ---- -.347
(.002)

-.311
(.002)

R2 .044 .263 .322 .273 .466
df 140 .139 140 129 135
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Table 3

Comparison of findings between Siguaw, Brown and Widinga (1994),
Mengüç b (1996), and Replication Studyc 2003

Hypotheses a b c

Hypothesis
Supported

H1: The greater the market orientation of the firm, the greater the customer
orientation of the salesperson.

Yes Yes Yes

H2 The greater the market orientation of the firm, the lower the role conflict of
the salesperson.

Yes Yes Yes

H3: The greater the market orientation of the firm, the lower the role ambiguity
of the salesperson.

Yes Yes Yes

H4: The greater the market orientation of the firm, the greater the job
satisfaction experienced by the salesperson.

Yes Yes Yes

H5: The greater the market orientation of the firm, the greater the
organisational commitment of the salesperson.

Yes Yes Yes

H6: The greater the customer orientation of the salesperson, the lower the role
conflict experienced of the salesperson.

No Yes Yes

H7: The greater the customer orientation of the salesperson, the lower the role
ambiguity of the salesperson.

No Yes Yes

H8: The greater the customer orientation of the salesperson, the greater the job
satisfaction experienced by the salesperson.

No Yes No

H9: The greater the customer orientation of the salesperson, the greater the
organisational commitment of the salesperson.

No Yes No

H10: The smaller the difference between the market orientation of the firm and
the customer orientation of the salesperson, the lower the role conflict
experienced by the salesperson.

Yes Yes No

H11: The smaller the difference between the market orientation of the firm and
the customer orientation of the salesperson, the lower the role ambiguity
experienced by the salesperson.

No Yes No

H12: The smaller the difference between the market orientation of the firm and
the customer orientation of the salesperson, the greater the job satisfaction of
the salesperson.

No Yes No

H13: The smaller the difference between the market orientation of the firm and
the customer orientation of the salesperson, the greater the organisational
commitment of the salesperson.

No Yes No

Total hypotheses supported 6/13 13/13 7/13

Conclusions

The results of the replication study support the proposition that a market orientation has ane
effect on the customer orientation of the salesperson and the following variables; role conflict,
role ambiguity, job satisfaction and organisational commitment.  However, the findings
concerning customer orientation and the aforementioned variables are mixed.  Finally, this
study found no effect for the difference between the market orientation of the firm and
customer orientation of the salesperson on any of the hypothesised variables.  On balance, our
findings suggest that it is premature to generalise from the findings by Siguaw and Widing
(1994), Mengüç (1996) and that future replication studies be conducted that include additional
variables which may explain some of the variations in findings between the reported studies.
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As Wright and Kearns (1998, p. 17) state, “Progress in ‘normal science’ primarily occurs
through replications and extensions, and identifying the conditions under which our theories
do, and do not, hold.”
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