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Introduction

Today’s business world is both complex and
competitive. The challenge of growing a firm in
the face of rising costs and global competition
can be daunting for even the largest firms.
Under a traditional business view, (see Figure
1) smaller firms face even greater challenges
as they hold fewer resources when compared
to larger, better positioned rivals.
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Resource Based View (RBV) of the firm. The
RBYV is an evaluation framework that looks
beyond traditional business resources
(physical capital, human capital, etc.) and ac-
counts for the “idiosyncratic, immobile, inimita-
ble intangible bundle of resources” commonly
found in family firms®. Under this view, the
term, “familiness,” is used to describe this
unique bundle of resources®. Accordingly,
under the RBV every family firm is unique in
terms of the degree/extent of “familiness” it
possesses

Past research concludes that enhanced con-
sumer trust, increased employee dedication,
long-term decision-making, patient capital, and
parsimony in “scarce environments®” are all
enhanced by “familiness.” Accordingly, this
research seeks to evaluate the contribution of
“familiness” to establishment of an effective
market orientation.

Under the market concept, marketing is a gen-
eral management responsibility, not just a de-
partmental concern, and meeting customer
needs profitably should be an overriding prior-
ity for the entire organization®. Companies
embracing the market concept are said to be
market oriented.

Success of a market orientation is largely a
function of company culture. Execution of a
market orientation is improved when employ-
ees share a culture where providing superior
customer value is recognized as key to maxi-
mizing long-term profit. Towards this end, mul-
tiple “familiness”
qualities identified in
previous research
lend themselves to
establishment and
maintenance of a
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Figure 1: Traditional Model of Resource Deployment

Despite a lack of resources, many small family
firms not only remain competitive, but prosper
through successive generations. This ability to
compete raises the question, “does being fam-
ily owned and controlled lead to the develop-
ment of unique resources that can be parlayed
into competitive advantages?” Past research
would say yes, noting that despite smaller size
and limited resources, family firms are often
“dynamic, and rich in intangible resources.® As
such, firms with these qualities are well posi-
tioned for sustained success in the face of in-
tense competition.

The expectation that intangible resources lead
to competitive advantage is supported by the

Specific family firm
resources or
“familiness” traits beneficial to being market
oriented include but are not limited to:

Inspired and motivated workforce

Enhanced customer relationships

Flexibility in decision making capability
Increased creativity and new developments
Routine discussion of competitive environment

Family firms often excel at customer interaction,
market research, and developing an under-
standing of customer needs. These traits cou-
pled with a natural tendency to shift products
and or processes to meet evolving needs pro-
vides a strong market orientation foundation.




Figure 2: Characteristics of a market orientation

Results
Several qualities were found to be attributed to family owner-
ship and important to sustained success and

For firms pursuing strategies involving niche or spe-
cialty markets, a customer oriented culture is a pre-
requisite for success. In this research, all interviewed
firms embodied this quality and referenced several key
focus points, customer communication and customiza-
tion capability as being critical to continued firm suc-
cess. Of these focus points, customer communication
refers to in-place mechanisms directed at initiating,
maintaining, and expanding dialogue with customers in
an effort to assess and better understand product use,
expectations, and satisfaction. Complementing this
focus, customization capability refers to the ability and
willingness to customize products and meet unique
needs.

execution of a market orientation. Specific quali-
ties are grouped in categories termed: (1) strate-
gic orientation (2) family relationships (3) cus-
tomer orientation and (4) operational benefits
(see Table 1).
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Executives and owners drive a firm’s strategic
orientation and in this research, avoiding a com-
modity orientation and being customer/marketing
driven were desired business strategies. Despite
participating in what are largely commodity driven industries,
each of the firms has managed to develop sustainable niche
markets. Moreover, by not following a production focus these
firms avoid price and cost battles where size and resources
could become a factor and liability.

Table 1. Interview Comments suggesting “Familiness” Qualities® contributing to
Competitive Advantages

Comment Frequency
“Familiness” Qualities

Food Firm Forest Firm

Strategic Orientation

Avoid Commodity Orientation 12 24

Customer/Marketing Driven 12 9
Family Relationship

Engaging Stakeholder Environ. 3 7

Communication Flow 4 3
Customer Orientation

Customer Communication 14 9

Customization Capability 7 11

Values reflect number of comments that correspond with familiness qualities.

Complimenting a market orientation, multiple interviewees ref-
erenced a high degree of interaction between employees and
customers. This quality described as family relationships,
focuses on the engaging stakeholder environment and high
degree of communication flow within interviewed firms. Among
these qualities, the opportunity for employee interaction without
barriers characterized by informality, flexibility, and mutual re-
spect is paramount and serves to motivate employees and en-
gage customers. Interviewees attribute the presence of these
qualities to active ownership, limited size, and flat structure.

Resources returned to the firm

Figure 3: Characteristics of a market orientation

Conclusions

Successful pursuit of a market orientation is, in part,
bound to and a product of an organization’s culture. In
this research, firms regularly identified and credited
firm culture qualities critical to developing and main-
taining a successful market orientation. Among these,
strategic orientation, family relationships, and customer
orientation were most frequently identified. These re-
sults support the “familiness” concept of multiple intan-
gible resources within the firm. Also, each firm inde-
pendently identified “familiness” qualities that position
them well to execute a market orientation.

Under the resource based view, qualities contributing
to a successful market orientation are derived from the
dynamics and environment inherent to family firms (see
figure 3). Also, as past research notes, there is sub-
stantial work relating market orientation to firm success
and given what is necessary for a successful market
orientation and consistency with the “familiness” quali-
ties identified here, it suggests a positive relationship
between familiness, market orientation, and business
success.

Literature Cited

? Habbershon, T. & Williams, M. (1999). A resource-based framework for assess-
ing the strategic advantage of family firms. FBR, 12(1): 27-39

b Carney , M. (2005). Corporate Governance and Competitive Advantage in Family
Firms. Entrepreneurship Theory and Practice, 29(4): 249-265.

° Webster, F.E., Jr. (1988). The rediscovery of the marketing concept. Business
Horizons. 31(3):29-39.

9 Narver, J.C. and S.F. Slater. (1990). The effect of a market orientation on
business profitability. Journal of Marketing. 54(4):20-35.

© Porter, M. (1985). Competitive advantage. New York, NY: Free Press.

(‘fatun’ons 0SU

forest business Oregon State

UNIVERSITY
Science & Engineering




	Forest Business Solutions Research Brief

	2007

	Volume 5, Issue 4



<<

  /ASCII85EncodePages false

  /AllowTransparency false

  /AutoPositionEPSFiles true

  /AutoRotatePages /None

  /Binding /Left

  /CalGrayProfile (Dot Gain 20%)

  /CalRGBProfile (sRGB IEC61966-2.1)

  /CalCMYKProfile (U.S. Web Coated \050SWOP\051 v2)

  /sRGBProfile (sRGB IEC61966-2.1)

  /CannotEmbedFontPolicy /Error

  /CompatibilityLevel 1.4

  /CompressObjects /Tags

  /CompressPages true

  /ConvertImagesToIndexed true

  /PassThroughJPEGImages true

  /CreateJDFFile false

  /CreateJobTicket false

  /DefaultRenderingIntent /Default

  /DetectBlends true

  /DetectCurves 0.0000

  /ColorConversionStrategy /CMYK

  /DoThumbnails false

  /EmbedAllFonts true

  /EmbedOpenType false

  /ParseICCProfilesInComments true

  /EmbedJobOptions true

  /DSCReportingLevel 0

  /EmitDSCWarnings false

  /EndPage -1

  /ImageMemory 1048576

  /LockDistillerParams false

  /MaxSubsetPct 100

  /Optimize true

  /OPM 1

  /ParseDSCComments true

  /ParseDSCCommentsForDocInfo true

  /PreserveCopyPage true

  /PreserveDICMYKValues true

  /PreserveEPSInfo true

  /PreserveFlatness true

  /PreserveHalftoneInfo false

  /PreserveOPIComments true

  /PreserveOverprintSettings true

  /StartPage 1

  /SubsetFonts true

  /TransferFunctionInfo /Apply

  /UCRandBGInfo /Preserve

  /UsePrologue false

  /ColorSettingsFile ()

  /AlwaysEmbed [ true

  ]

  /NeverEmbed [ true

  ]

  /AntiAliasColorImages false

  /CropColorImages true

  /ColorImageMinResolution 300

  /ColorImageMinResolutionPolicy /OK

  /DownsampleColorImages true

  /ColorImageDownsampleType /Bicubic

  /ColorImageResolution 300

  /ColorImageDepth -1

  /ColorImageMinDownsampleDepth 1

  /ColorImageDownsampleThreshold 1.50000

  /EncodeColorImages true

  /ColorImageFilter /DCTEncode

  /AutoFilterColorImages true

  /ColorImageAutoFilterStrategy /JPEG

  /ColorACSImageDict <<

    /QFactor 0.15

    /HSamples [1 1 1 1] /VSamples [1 1 1 1]

  >>

  /ColorImageDict <<

    /QFactor 0.15

    /HSamples [1 1 1 1] /VSamples [1 1 1 1]

  >>

  /JPEG2000ColorACSImageDict <<

    /TileWidth 256

    /TileHeight 256

    /Quality 30

  >>

  /JPEG2000ColorImageDict <<

    /TileWidth 256

    /TileHeight 256

    /Quality 30

  >>

  /AntiAliasGrayImages false

  /CropGrayImages true

  /GrayImageMinResolution 300

  /GrayImageMinResolutionPolicy /OK

  /DownsampleGrayImages true

  /GrayImageDownsampleType /Bicubic

  /GrayImageResolution 300

  /GrayImageDepth -1

  /GrayImageMinDownsampleDepth 2

  /GrayImageDownsampleThreshold 1.50000

  /EncodeGrayImages true

  /GrayImageFilter /DCTEncode

  /AutoFilterGrayImages true

  /GrayImageAutoFilterStrategy /JPEG

  /GrayACSImageDict <<

    /QFactor 0.15

    /HSamples [1 1 1 1] /VSamples [1 1 1 1]

  >>

  /GrayImageDict <<

    /QFactor 0.15

    /HSamples [1 1 1 1] /VSamples [1 1 1 1]

  >>

  /JPEG2000GrayACSImageDict <<

    /TileWidth 256

    /TileHeight 256

    /Quality 30

  >>

  /JPEG2000GrayImageDict <<

    /TileWidth 256

    /TileHeight 256

    /Quality 30

  >>

  /AntiAliasMonoImages false

  /CropMonoImages true

  /MonoImageMinResolution 1200

  /MonoImageMinResolutionPolicy /OK

  /DownsampleMonoImages true

  /MonoImageDownsampleType /Bicubic

  /MonoImageResolution 1200

  /MonoImageDepth -1

  /MonoImageDownsampleThreshold 1.50000

  /EncodeMonoImages true

  /MonoImageFilter /CCITTFaxEncode

  /MonoImageDict <<

    /K -1

  >>

  /AllowPSXObjects false

  /CheckCompliance [

    /None

  ]

  /PDFX1aCheck false

  /PDFX3Check false

  /PDFXCompliantPDFOnly false

  /PDFXNoTrimBoxError true

  /PDFXTrimBoxToMediaBoxOffset [

    0.00000

    0.00000

    0.00000

    0.00000

  ]

  /PDFXSetBleedBoxToMediaBox true

  /PDFXBleedBoxToTrimBoxOffset [

    0.00000

    0.00000

    0.00000

    0.00000

  ]

  /PDFXOutputIntentProfile ()

  /PDFXOutputConditionIdentifier ()

  /PDFXOutputCondition ()

  /PDFXRegistryName ()

  /PDFXTrapped /False



  /Description <<

    /CHS <FEFF4f7f75288fd94e9b8bbe5b9a521b5efa7684002000410064006f006200650020005000440046002065876863900275284e8e9ad88d2891cf76845370524d53705237300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c676562535f00521b5efa768400200050004400460020658768633002>

    /CHT <FEFF4f7f752890194e9b8a2d7f6e5efa7acb7684002000410064006f006200650020005000440046002065874ef69069752865bc9ad854c18cea76845370524d5370523786557406300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c4f86958b555f5df25efa7acb76840020005000440046002065874ef63002>

    /DAN <>

    /DEU <>

    /ESP <>

    /FRA <>

    /ITA <>

    /JPN <FEFF9ad854c18cea306a30d730ea30d730ec30b951fa529b7528002000410064006f0062006500200050004400460020658766f8306e4f5c6210306b4f7f75283057307e305930023053306e8a2d5b9a30674f5c62103055308c305f0020005000440046002030d530a130a430eb306f3001004100630072006f0062006100740020304a30883073002000410064006f00620065002000520065006100640065007200200035002e003000204ee5964d3067958b304f30533068304c3067304d307e305930023053306e8a2d5b9a306b306f30d530a930f330c8306e57cb30818fbc307f304c5fc59808306730593002>

    /KOR <FEFFc7740020c124c815c7440020c0acc6a9d558c5ec0020ace0d488c9c80020c2dcd5d80020c778c1c4c5d00020ac00c7a50020c801d569d55c002000410064006f0062006500200050004400460020bb38c11cb97c0020c791c131d569b2c8b2e4002e0020c774b807ac8c0020c791c131b41c00200050004400460020bb38c11cb2940020004100630072006f0062006100740020bc0f002000410064006f00620065002000520065006100640065007200200035002e00300020c774c0c1c5d0c11c0020c5f40020c2180020c788c2b5b2c8b2e4002e>

    /NLD (Gebruik deze instellingen om Adobe PDF-documenten te maken die zijn geoptimaliseerd voor prepress-afdrukken van hoge kwaliteit. De gemaakte PDF-documenten kunnen worden geopend met Acrobat en Adobe Reader 5.0 en hoger.)

    /NOR <>

    /PTB <>

    /SUO <>

    /SVE <>

    /ENU (Use these settings to create Adobe PDF documents best suited for high-quality prepress printing.  Created PDF documents can be opened with Acrobat and Adobe Reader 5.0 and later.)

  >>

  /Namespace [

    (Adobe)

    (Common)

    (1.0)

  ]

  /OtherNamespaces [

    <<

      /AsReaderSpreads false

      /CropImagesToFrames true

      /ErrorControl /WarnAndContinue

      /FlattenerIgnoreSpreadOverrides false

      /IncludeGuidesGrids false

      /IncludeNonPrinting false

      /IncludeSlug false

      /Namespace [

        (Adobe)

        (InDesign)

        (4.0)

      ]

      /OmitPlacedBitmaps false

      /OmitPlacedEPS false

      /OmitPlacedPDF false

      /SimulateOverprint /Legacy

    >>

    <<

      /AddBleedMarks false

      /AddColorBars false

      /AddCropMarks false

      /AddPageInfo false

      /AddRegMarks false

      /ConvertColors /ConvertToCMYK

      /DestinationProfileName ()

      /DestinationProfileSelector /DocumentCMYK

      /Downsample16BitImages true

      /FlattenerPreset <<

        /PresetSelector /MediumResolution

      >>

      /FormElements false

      /GenerateStructure false

      /IncludeBookmarks false

      /IncludeHyperlinks false

      /IncludeInteractive false

      /IncludeLayers false

      /IncludeProfiles false

      /MultimediaHandling /UseObjectSettings

      /Namespace [

        (Adobe)

        (CreativeSuite)

        (2.0)

      ]

      /PDFXOutputIntentProfileSelector /DocumentCMYK

      /PreserveEditing true

      /UntaggedCMYKHandling /LeaveUntagged

      /UntaggedRGBHandling /UseDocumentProfile

      /UseDocumentBleed false

    >>

  ]

>> setdistillerparams

<<

  /HWResolution [2400 2400]

  /PageSize [612.000 792.000]

>> setpagedevice



