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KNOWLEDGE MANAGEMENT,
MARKET ORIENTATION AND COMPETITIVENESS
OF SERVICE INDUSTRY COMPANIES

The aim of this article is to examine the role nbwledge management and market orienta-
tion processes in creating competitive advantaggebyice industry companies. The publica-
tion is based on the results of a quantitativeystandvhich 381 service industry companies
were examined. The intensity of market orientatinonenterprises was examined with
a MKTOR scale developed by Narver and Sfat€ne level of knowledge management pro-
cesses was checked using KM Index scale whichsischan numerous literature sources. The
key finding of the study is that the creation ofgetitive advantage by service industry com-
panies is strongly linked to the intensity of tHaiowledge management and market orienta-
tion processes. Nevertheless, more detailed asalysivs that the importance of these factors
differs depending on the kind of services offergdshch companies. The implementation
of intensive activities in service industry compmin both areas — knowledge management
and market orientation — brings the best resulterims of competitiveness of an enterprise.
Nevertheless, increasing the intensity of operatieven in one field may also improve the
competitiveness level of a service company. Artlfings unique insight into knowledge
management and market orientation in various seiidustry companies and shows the link
between these factors and competitiveness of agtilfjans.

Keywords: knowledge management, market orientation, seruicRistry, competitive
advantage, competitiveness.

1. INTRODUCTION

This article concentrates on examining the roletensity of knowledge management
and market orientation processes in creating catiyeetadvantage by service industry
companies. The choice of this problem has beernvatetil by a series of developments that
can be observed in the current economy. One ohtig visible and meaningful phenomena
is the growing role of knowledge. Many famous pédphers tried to create a precise defi-
nition of this resourcebut even today there is no one established diefindf knowledge.
Most often, it is defined as “useful informatidrsr information within a specific contéxt
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Owing to the increasing importance of this resouwrae economy is now often called
a knowledge-based economy. The term was coinedE@Din its repoft Gaczek notes
that in the past knowledge used to be regardedras sort of public resourteFor this
reason, its function was probably not as noticeablé is today, when its role in the eco-
nomic processes has fundamentally chahgaad its importance in the economic growth,
and in creating wealth of the entire economy, hastty increased Many authors tried to
comprehensively describe this phenomenon, but tiseme single, broadly accepted defi-
nition of knowledge-based economy in the literatuBrinkley attributes this difficulty to
the fact that knowledge, which the concept is basgdis also very hard to define pre-
cisely*’. In general, a knowledge-based economy is chaizete by the use of its
knowledge resource and by development of the imidisshased on this resoutée

The growing importance of knowledge has been pdatity noticeable in companies.
Knowledge is currently often considered as thedmay most precious resource of contem-
porary enterprisé§ which contributes more to creating value thanitehmr land*
Woodall, Lee and Stewart point out that currenemrises need a particular kind of com-
petences, which are based mostly on effectiverfesin knowledge activiti€’s.

In the literature one can find many concepts thatsapposed to help and organize ac-
tivities of companies in the area of knowledge &atning, such as knowledge manage-
ment, learning organization or organizational l@agnHowever, the first of them is by far
the most populdf. Handzic and Zhou claim that knowledge managerisepérceived as
companies’ response to changes taking place igltt@l econom¥. There are many def-
initions of knowledge management available in ttezdturd®. Among the most interesting
ones is the definition developed by PaliszkieWicwho defines knowledge management
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as ,a systematic, organized process of locatinguisiag, transferring, using and saving
knowledge, which is based on particular technokgied cultural environment, whose goal
is to increase of the company’s resfitsThe importance of knowledge management is
reflected in the opinion of Bali, Wickramasingheddrahaney, who argue that it is one of
the key concepts of our tintés

The paper is a research article based on quawditsttidy. It consists of six parts. After
introduction, theoretical background and researethods used in the analyses have been
presented. Subsequently, comes the key sectidre@fticle which shows the results of the
empirical research. At the end, conclusions as aglimitations and recommendations for
future research have been delivered.

2. THEORETICAL BACKGROUND

Creation of competitive advantage by any enterpsisevery complex issue. Are inten-
sive knowledge management processes sufficienth@ee this goal? One needs to re-
member that knowledge management is only a toatlmmay, or may not, be used properly
and for the right purpose. The crucial elemenhés ¢haracter of business processes and
strategies that a company has in place. Even theilmplementation of a tool such as
knowledge management is not going to increase gaoyis competitiveness.

Managers of contemporary companies often forget they do not exist only in
a knowledge-based economy, but they also existmaiket economy. For companies op-
erating in the market economy, current knowledgghefmarket is crucial, because they are
not research institutions and need to concentraieseful knowledge. But what does ‘use-
ful’ mean? The criterion of usefulness is the mavkach the company serves. Each market
is the state of constant change. Contemporary coiepaannot collect and use knowledge
effectively without first getting to know the uséfass criterion, which is the market. More-
over, this task is much more difficult now thawias in the past owing to a much faster
pace of market changes. That is why contemporamypemies need high market orienta-
tion?2,

Market orientation, according to Shapiro, consiéthree elements: understanding how
customers use products offered by a company, the@isarket knowledge by all depart-
ments of the company and analysis of its compstitgperation®. It must be emphasized
that high market knowledge is only the first ste@thieving competitive advantage. Com-
panies need proper knowledge management to opsffatdively in the knowledge-based
economy and use their acquired market knowledgkiméieir own business processes.

20 |hidem p. 38.

21 R.K. Bali, N. Wickramasinghe, B. Lahand§nowledge Management Primeérondon 2009, p. 1.

22 M. Soniewicki,The company’s international competitive advantagiee-role of knowledgé&var-
saw 2015.
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This article continues investigations undertakeprievious studi€4. The importance
of both knowledge management and market orientgtiocesses for competitiveness of
companies in internationalization processes had bempirically confirmed previousi:

In the other study, the importance of cooperativevdedge sources for competitiveness of
service industry companies was examiigahile the third study explored the characteris-
tics of knowledge management processes in the kamdef enterprises.

Service industry companies are an interesting subjeesearch because they constitute
a crucial element of postindustrial econdfylhis category of enterprises also generates
a substantial share of developed countries’ 8DP

This article presents the results of a study aiatddvestigating the importance of in-
tensive knowledge management and market orientgtiocesses for competitiveness of
service industry enterprises. This area is worllyaing as it has not been examined in
detail the context of service industry companiesrddver, previous studies have shown
that service industry companies, which use morg@eaive knowledge sources, are also
more competitive than their closest competitorBurthermore, knowledge management
processes are more intensive among this kind opeaies in comparison to manufacturing
and trade industry enterpris$ésConsequently, this article tries to answer tmesearch
questions:

— Are service industry companies with highly intemsimarket orientation and
knowledge management processes more competitivesénaice industry compa-
nies without either one or both of these qualities?

— What are the intensities of market orientation lamolwledge management processes
in various types of service industry companiesiarmdmpanies with different levels
of employment?

- Is the competitiveness of service industry companfevarious types and with dif-
ferent employment levels improved by the existesfdeighly intensive market ori-
entation and knowledge management processes aothpany?

24 M. Soniewicki,Wykorzystanie kooperacyjnyétodet wiedzy w przedsiorstwach ustugowygh
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3. RESEARCH METHODS

The analyses presented in the article are baséiteaata gathered in a study financed
by the National Science Center’'s grant Preludifn Phe study was conducted in 2012
and at the beginning of 2013. The sample was difeevn the Kompass Poland database
which contains information about all sorts of firmerating in Poland. Respondents were
managers and employees of companies in the saffipbee were two forms of research
guestionnaire developed. The first one was an emirestionnaire prepared by the author
with technical assistance from a computer scierfits¢ other was a traditional, paper-based
questionnaire, as not all of the companies includetle Kompass Poland database agreed
to be contacted electronically. The results of bmptlestionnaires were analyzed jointly.
Overall, almost 1300 fully filled questionnairesregeturned. 381 of them were obtained
from various service enterprises. A detailed desiom of the sample of enterprises is pre-
sented in Tables 1 and 2.

Table 1. The number of service companies of pddiaize in the examined sample

No. of
No. of employees .
enterprises

Less than 10 98
10-49 166
50-249 91
250 or more 26
Total: 381

Source: own study.

Table 2. The number of service companies of pdafdype in the examined sample

. . No. of

Type of service companies .
enterprises

Information and communication services 63

Hotel and restaurant services 24

Real estate services 17

Transport services 28

Scientific, technical and other professional sexsic 112

Financial and insurance services 17

Other services 120

Total: 381

Source: own study.

Table 1 presents analyzed sample divided into grageording to the level of their
employment. In the questionnaire, respondents asked about the real level of employ-
ment in their enterprises, including contract woskes this hiring method is currently com-
monly used in Poland.

As we can read from table 1, most of examined sergbmpanies employ 10 to 49
workers. Not many large companies, employing 25are workers, have been analyzed,

32 The research has been part of the project firthbgéPolish National Science Center, Preludium 2
grant, awarded under the decision no. DEC-2011/#334/00429.
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but that is probably because such big service emmg are not numerous in Poland. The
following table brings more detailed division ofadyzed companies.

Table 2 divides analyzed sample into particulaesypf service companies. The cate-
gories used were taken from the Polish Businesss@ieatiorts. It is quite important divi-
sion as, for example, hotel and restaurant sendoasiderably differ from financial and
insurance services and it is vital to analyze tiseparately.

The important idea in creating the research questive was to make it relatively sim-
ple, short and understandable for respondentsquibstionnaire went through many pre-
tests and pilot studies in order to improve it, mitkeasy to fill out and receive as many
replies from companies as possible. All the quastiacluded had been based on appropri-
ate literature.

As far as market orientation is concerned, thedttae provides two popular scales that
can be used in order to measure its intensity tarprises. The first one — MKTOR, was
developed by Narver and SlateThe second one — MARKOR, was developed by Kohli,
Jaworski and Kumat. According to Kaur, Sharma and Seli both are ptipular and are
used by researchers in their original versifins

For purposes of the empirical study describedimatticle, the former scale, developed
by Narver and Slater was usédPositive opinions about it, found in the literatuare the
first reason for this choice. Pelham and Wilsorincléghat the statistical reliability of
MKTOR is higher in comparison to MARKCGR The other reason is the fact that MKTOR
has already been successfully used in a study ctedlin Poland by Hooley et #l.

MKTOR consists of fourteen questions divided irticee parts. The first one consists
of six questions concerning customer orientatidre $econd part consists of four questions
which refer to competitor orientation. The lastt&et the remaining four questions, con-
cerns the company’s interfunctional coordinatfon

Knowledge management intensity was examined byasure developed by the author
of this article — the KM Index. The measure comssidta series of questions, each based on
the knowledge management literattirdhe KM Index was designed in the absence of one
widely accepted measure of knowledge managementsdity in the enterprises. This is the
case, as Ktak explains, because knowledge managésn@melatively young fiefd. The

33 GUS, PKD 2007, 2007, http://www.stat.gov.pl/kifisgcje/pkd_07/pdf/2_PKD-2007-sche-
mat_2.pdf (26.03.2012 r.).

34 J.C. Narver, S.F. Slatefhe Effect of a Market. pp. 20—-35.

35 A.K. Kohli, B.J. Jaworski, A. KumaMARKOR: A Measure of Market Orientatigidournal of
Marketing Research” Vol. 30, November (1993), p4&77.

36 G. Kaur, R.D. Sharma, N. Sefi,Balanced Approach towards Market Orientatitiiikalpa”, Vol.
38, No. 3, July-September (2013), p. 52.
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38 A.M. Pelham, D.T. Wilson, Aongitudinal Study of the Impact of Market Struetufirm Struc-
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nal of the Academy of Marketing Science” Vol. 24.N (1996), p. 33.
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Business Research” 50 (2000), pp. 273-285.
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KM Index consists of four parts: knowledge acqiosit the use of knowledge management
information technologies, knowledge distributiordd&mowledge implementation.

The competitiveness level of companies in the sam@ls measured by means of the
Competitiveness Index. This method was developeBdnfara and has been successfully
applied and tested in many studiest is based on financial and non-financial aspedt
the company’s performance compared with its closestpetitors.

A 5-point Likert scale was used in the KM Index, MI®R and Competitiveness Index,
in which number 5 always means very high and nuritiadicates very low. 3 represents
a neutral answer. One unified scale was used aseanch tool in order to make the ques-
tionnaire simpler and easier to understand foraedpnts. The simplicity of the question-
naire also improved the response rate and thetgodinswers. The reliability of the scales
was tested by Cronbach’s Alpha statistic and itseséor each scale was above 0.7.

The aim of the article is to check whether seriickistry companies with highly inten-
sive knowledge management processes (KM) and hakahorientation (MO) are more
competitive. That is why in the case of KM and Mtensity, the sampled companies were
divided into two groups: those above and belowager The presence of the two variables
(KM and MO) resulted in four groups. Neverthelat® most interesting group includes
companies where the intensity of both KM and MO wafasve the average. That is why in
some places only two groups are used — companibskiiM and MO above the average
and the rest. The value of 3 was chosen as thagybint as it is the central, neutral value
in the 5-point Likert scale.

The existence of statistically significant diffeces in values of the Competitiveness
Index within each group of enterprises was deteethiny Student’s t-test. The calculations
were conducted using the R programming languade R&tudio.

4. RESEARCH RESULTS

The first analysis, presented in Table 3, showstmpetitiveness level of the sampled
service companies, which are divided into grougmedding on their intensity of knowledge
management (KM) and market orientation (MO). Tweels of intensity of KM and MO
are distinguished — high, which means >=3 and I8wAs we can read from the table, the
majority (68.4%) of the companies is characteribgd high level of KM and MO. The
Competitiveness Index for these businesses idlashighest — 3.26. The level above three
means that they are, on average, more competitaue their closest competitors. Further-
more, the remaining companies have much lower gabfiehe Competitiveness Index. It
means that a lower than average intensity of evenod the factors — either KM or MO —
may be linked to a substantial likelihood of a campbecoming less competitive than their
closest competitors. Moreover, there are considedifferences between the range of the
Competitiveness Index for companies intensivelyagiegl in both KM and MO and the
other groups. They are statistically significantinst cases. The difference is not statisti-
cally significant in case of companies with high Kvd low MO, but probably because of

43 K. Fonfara,Zachowanie przedgbiorstwa w procesie internacjonalizacji — pate¢ sieciowe
Warszawa 2009; K. Fonfara, The Development of Bussitdetworks in the Company Internatio-
nalisation Process, Pozn2012; M. Ratajczak-MrozelSieci biznesowe a przewaga konkuren-
cyjna przedsbiorstw zaawansowanych technologii na rynkach zagrmmjich Pozna 2010;

M. Soniewicki, The company’s...
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the low number of such companies (only 11) in trmle. It must be emphasized that the
service companies with a low level of intensitypoth KM and MO were also characterized
by a very low value of the Competitiveness Index52.

Table 3. Competitiveness of service companies depgmh their knowledge management and mar-
ket orientation intensity

Knowledge Competitiveness
No. of management (KM) Competitiveness P
. . ) Index
enterprises and market orientation (MO) Index .
. : difference
intensity
261 High KM and high MO 3.26 -
11 High KM and low MO 2.95 0.31
72 Low KM and high MO 2.84 0.42***
37 Low KM and low MO 2.52 0.74%**

Source: own study.

The above results do not account for different $ypleservice companies. For this pur-
pose the companies in the sample were further @ividto groups depending on the level
of employment and type of services offered.

Table 4 shows the intensity of knowledge managemuediimarket orientation processes
in service companies of various sizes. It alsogntssdifferences between companies with
the highest level of KM or MO and the others, imlihg their statistical significance. The
first thing that can be noticed is the fact that differences in KM are larger than in the
case of MO. Another observation is that larger gumiges are characterized by more inten-
sive KM and MO processes. However, this patternosobserved for large enterprises
employing 250 or more workers. This might be caused relatively small number of such
companies in the sample — only 26 (see table 1).

Table 4. Knowledge management and market oriemtétinsity in service companies of particular
size

Knowledge Market
No. of employees management Difference orientation Difference
intensity intensity
Less than 10 3.19 -0.20** 3.60 -0.07
1049 3.27 -0.13* 3.63 -0.05
50-249 3.39 - 3.67 -
250 or more 3.25 -0.14 3.54 -0.14

Source: own study.

The existence of more intensive KM processes melaenterprises can be attributed to
the fact that knowledge in smaller enterprises ftan relatively effectively without so-
phisticated, extensive knowledge management prese3e relatively low level of KM
and MO level in large enterprises (250 employeemare) may be linked to the fact that
the study was conducted in Poland, where many leoggpanies are state owned and are
not considered effective and market oriented.

#4%p < 0.1, *p < 0.05, **p < 0.01.
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Another conclusion that can be drawn from analyZiable 4 is the fact that average
levels of intensity of knowledge management andketasrientation processes are above 3
regardless of company size. This may result froenfétet that for this kind of enterprises
knowledge is the key resource used in creating tradue added. Often companies of this
kind have close contact with customers, a factdackvhlso facilitates processes of market
orientation.

The division of service companies in terms of leseémployment shows specific as-
pects of KM and MO processes in these companiegefieeless, another criterion — type
of services provided — seems to be more importadtiateresting. Table 5 shows the in-
tensity of KM and MO in service companies of vagdypes.

Table 5. Knowledge management and market oriemt@tiensity in service firms of particular type

Knowledge Market ori-
Type of service companies | management| Difference entation Difference
intensity intensity
Information ano! communication 3.46 0.00 373
services -0.20
Hotel and restaurant services 3.00 -0.46™ 341 -0.52%+
Real estate services 2.97 -0.49%** 341 -0.52%*
Transport services 3.46 - 3.93 -
Scientific, tephmcal and other 331 015 3.64 -0.29%*
professional services
Financial and insurance services  3.34 -0.12 3.72 -0.21
Other services 3.20 -0.25** 3.55 -0.38***

Source: own study.

As we can see, particular types of service compgadiffer considerably in terms of
intensity of their knowledge management and maokieintation processes. Most of these
differences are statistically significant. In tleisse there are much greater average differ-
ences in intensity of KM and MO between the grainas in the case of employment level.
The highest level of knowledge management intemsitybe observed in enterprises offer-
ing information and communication technology sezsi@as well as transport services. As
far as market orientation is concerned, the mdshgsive processes can be observed among
firms providing transport services. Neverthelesggnsive activities in this area are also
undertaken by companies offering information anchicmnication technology services as
well as financial and insurance services. Analyizeth the point of view of employment
level, the intensity of the two kinds of processes above 3, regardless of the company
size. In the case of the type of service, theomesexception — real estate services. The last
interesting finding is that in both divisions MOogesses are always more intensive than
KM processes.

The two tables above deliver information on themsity of KM and MO processes in
various types of service industry companies. Howehe most interesting question is how
the levels of Competitiveness Index vary in patictypes of service enterprises depending
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on the intensity of KM and MO. Such comparisonsehbgen presented in the two follow-
ing tables (6 and 7). In the mentioned tables liggnsity is defined as high intensity of
both kinds of processes: KM and M&Bj. Low means that intensity of at least one ofrthe
— MO or KM —is below 3 (<3).

The first and most important conclusion that we ezad from the table 6 is that com-
panies of all sizes with high intensity of both Kiid MO processes are on average more
competitive than other businesses. Moreover, tfierdnces in Competitiveness Index are
in all cases statistically significant.

Table 6. The difference in Competitiveness Inddywesamong service companies of particular size
with high and low level of intensity of knowledgeanagement and market orientation

Knowledge management c .
Employment and market orientation ompl)etltlveness No. (.)f
intensity ndex enterprises
High (both) 2.97 61
Less than 10 Low (either one or both) 2.57 37
Difference 0.40***
High (both) 3.27 108
10-49 Low (either one or both) 2.78 58
Difference 0.49***
High (both) 3.38 75
50-249 Low (either one or both) 3.05 16
Difference 0.33**
High (both) 3.76 17
250 or more Low (either one or both) 2.81 9
Difference 0.96***

Source: own study.

In case of the small (10-49 employees) and smdlkess than 10 employees) enterprises
the results are most reliable. There are many bases in these groups characterized by
low and high intensity of examined processes. Tifierdnces in competitiveness are also
quite large — 0.40 and 0.49.

The results in two other groups are less trustwortthough still statistically signifi-
cant. In the case of medium size businesses (50effloyees) there are not so many
companies in the group characterized by low intgridiexamined processes. It may be the
cause of smaller Competitiveness Index value'sdffice. On the other hand, in the case
of large enterprises (250 employees or more) ttierdhce of Competitiveness Index value
is very big but the number of enterprises of suzé s the sample is quite low, only 26.

In general, apart from one group, the larger theise companies are, the bigger aver-
age Competitiveness Index differences can be obdansthe presented analysis. This is
probably because it is easier for smaller busirgeegseffectively manage their knowledge
without sophisticated KM processes.

The following table (7) presents the comparisorCompetitiveness Index values be-
tween firms with high and low intensity of analyzgcesses. It has been created in the
same way as the one in the previous table (6). fiims, studied companies have been
grouped according to the type of services theyroffe
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Table 7. The difference in Competitiveness Inddywesamong service companies of particular type

with high and low level of intensity of knowledgeanmagement and market orientation

Knowledge management -

Type of companies and market orientation Competitiveness No. qf
. . Index enterprises
intensity

Information and com- ielh (poth) 7 o

munication services Low (either one or both) 2.68 10

Difference 0.54**
High (both) 2.95 11

Hotelsaenr(\nlligisétaurant Low (either one or both) 2.48 13

Difference 0.47
High (both) 3.92 9
Real estate services| Low (either one or both) 2.81 8
Difference 1.10**
High (both) 3.46 23
Transport services | Low (either one or both) 3.05 5
Difference 0.41
Scientific, technical | High (both) 3.25 76
and other professiong Low (either one or both) 2.83 36
services Difference 0.43***
Financial and insuran High (pOth) 3.25 12
cervices Low (either one or both) 3.15 5
Difference 0.10
High (both) 3.22 77
Other services Low (either one or both) 2.70 43
Difference 0.52***

Source: own study.

In Table 7 one can note, in general, bigger difiees in values of the Competitiveness
Index than in the previous table. It means thatype of service is, to some extent, a better
criterion for analyzing the processes in questi@ntthe level of employment. The results
indicate that the intensity of KM and MO procesiesot equally important for the com-
petitiveness of service companies offering diffeddnds of services. Despite the fact that
in all cases companies with high intensity of KMiaviO activities are more competitive,
the differences in the Competitiveness Index areahways statistically significant. The
biggest and statistically significant differencendae observed in the case of companies
offering real estate, information and communicat&mentific, technical and other profes-
sional services as well as other services. Witane¢p transport, hotel and restaurant ser-
vices there is also a relatively big, but stataticnot significant, difference. The lowest
difference can be observed for companies offeiimgnicial and insurance services. One of
the reasons for the low level or absence of siedissignificances in some of the cases is
a small number of companies specializing in paldickinds of services in the sample.

5. CONCLUSIONS

The results of analyses presented in the artid@/ghat service companies are, on av-
erage, characterized by a relatively high levehtensity of knowledge management (KM)
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as well as market orientation (MO) processes. Nbetss, there are differences when par-
ticular kinds of service companies are analyzepe@aslly those offering different types of
services. Another interesting finding is that thare considerable, and in many cases sta-
tistically significant, differences in the compatiiness level between those service industry
companies that are characterized by highly intenpiocesses of both kinds (knowledge
management and market orientation) and other sepioviding companies that exhibit
low levels of the intensity of one or both typegsltdse processes. Such results indicate that
both elements (KM and MO) constitute important dastfor developing competitive ad-
vantage of service enterprises. Nevertheless,nitbeaseen that their importance differs
depending on the type of service offered by thepgamy. The processes in question are
most important for companies offering real estatiermation and communication technol-
ogy, scientific, technical and other professioral/ikes as well as other services.

The conclusions formulated in this article can beduas a practical recommendation
for service industry companies. Such businesseddla@velop the intensity of both kinds
of processes — knowledge management and marketatian. The implementation of in-
tensive activities in both areas brings the besilte in terms of competitiveness of an en-
terprise. Nevertheless, increasing the intensitypafrations even in one field — knowledge
management or market orientation — may also imptbheecompetitiveness of a service
company. Particularly companies offering serviégs®dl at the end of the previous para-
graph should pay attention to this recommendation.

The main contribution of this article lies in shogithe importance of simultaneous,
KM and MO activities in one type of enterpriseservice industry entities. Other studies
have also demonstrated the significance of theseféstors. These include studies con-
ducted by Darroch and McNaughtdim New Zealand, Wang et #in the United King-
dom and Soniewicki in Poland. The only study that did not confirm thuence of the
factors in question on the competitiveness of cangsait analyzed was conducted by Ma-
zur, Részkiewicz and Strzgwska® in Poland.

It is difficult to precisely compare the resultstbis study to those conducted by other
authors, as they did not use exactly the samenasézols and, in some cases, there were
differences in theoretical concepts, but the géndem of those studies was similar. The
aforementioned authors examined different kindsrdérprises and conducted studies in
different places. For example, Mazur, Részkiewitd Strzy:ewskd® concentrated on me-
dium sized companies, Soniewitkbn firms in the process of internationalizatioheTast
and possibly crucial factor influencing the residtshe period in which a survey is con-
ducted. This is probably why Mazur, Részkiewicz &tzyzewska* did not confirm the

45 J. Darroch, R. McNaughtoBeyond Market Orientation. Knowledge Management aedrno-
vativeness of New Zealand FirniEuropean Journal of Marketing” 37, 3/4 (2003), p72-593.

46 C.L. Wang, G.T.M. Hult, D.J. Ketchen, P.K. Ahm&showledge management orientation, market
orientation, and firm performance: an integrationcdaempirical examinatiagrfJournal of Strategic
Marketing” Vol. 17, No. 2 (2009), pp. 99-122.

47 M. Soniewicki,The company’s...

48 J. Mazur, M. Roszkiewicz, M. Strzgwska,Orientacja na wiedza wyniki przedsbiorstwa. Wy-
niki badai srednich przedsgbiorstw funkcjonujcych w PolsceSzkota Gtéwna Handlowa w War-
szawie, Warszawa 2008.

49 lbidem

50 M. Soniewicki,The company’s...

51 J. Mazur, M. Roszkiewicz, M. Strzgwska Orientacja na wiedz..
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influence of the factors of interest on the conmpetness in their study. Economic condi-
tions in Poland are changing. The Polish econonmec®ming more knowledge based and
the difference in the results may be the effethefincreasing role of knowledge in creating
competitive advantage by companies in Poland.

6. LIMITATIONS OF THE STUDY AND RECOMMENDATIONS FOR FU -
TURE RESEARCH

The research method used in this study imposeairdimitations. The first one is
associated with the fact that the study involvedrgiative methods. As such, it could not
measure processes which take place in those eistspn detail. This limitation is espe-
cially evident in the area of knowledge managemeddlitionally, the survey questionnaire
used was relatively simple and short in order tsuem the highest possible response rate
and good quality. Moreover, quantitative reseaméschot take into account the quality of
processes occurring in companies, and, accorditattineZ?, bad quality is a huge threat,
especially for KM processes. Another limitationthe fact that the data obtained are the
result of self-assessment by company employeeshwiti some cases, may decrease its
quality.

Research on the role of knowledge management arkkt@rientation in the competi-
tiveness of service enterprises should be contingieén the importance of these factors
that this article has tried to demonstrate. Susbarch could concentrate on particular types
of service companies in order to understand whatoddnowledge management and mar-
ket orientation processes are most effective iir tteese and fit their business characteris-
tics. Such knowledge could be obtained by meampialitative research, which is better
suited to account for the diversity of service isiily companies.
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ZARZADZANIE WIEDZ A, ORIENTACJA RYNKOWA
| KONKURENCYJNO SC PRZEDSIEBIORSTW FUNKCJONUJ ACYCH
W BRANZY USLUGOWEJ

Celem niniejszego artykutu jest analiza roli progesodobszarze zagelzania wiedg i orien-
tacji rynkowej w tworzeniu przewagi konkurencyjnygizedsgbiorstw funkcjonugcych
w brarzy ustugowej. Publikacja jest oparta na wynikachdveal iliciowego, w ktérym prze-
badano 381 przeddiiorstw ze wspomnianej bran Poziom orientacji rynkowej analizowa-
nych przedsbiorstw byt mierzony z wykorzystaniem skali MKTORwstrzonej przez
Narvera i Slatefd. Intensywné¢ procesow w zakresie zadzania wiedz byta sprawdzana
za pomog Indeksu ZW KM Index) stworzonego na podstawie licznygiodet literaturo-
wych. Kluczowym wnioskiem z przeprowadzonych angdigt, ze przewaga konkurencja
przedstbiorstw ustugowych jest silnie poyzana z intensywrigia ich proceséw w zakresie
zarzydzania wiedz i orientacji rynkowej. Ponadto bardziej szczeg@amalizy pokazuj ze
znaczenie tych czynnikéwni si¢ w zaleznosci od rodzaju ustug oferowanych przez badane
przedsgbiorstwa. Intensywne dziatania w obu badanych alasha— zargdzania wiedz

53 J.C. Narver, S.F. Slatéfhe Effect of a Market Orientation on Business iabflity, “Journal of
Marketing” vol. 54, no. 4, October, (1990), pp. 20-
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i orientacji rynkowej — przynogzajlepsze rezultaty w zakresie konkurency@rzedss-
biorstwa. Niemniej jednak, wzrost intensywnoibdziataa nawet w jednym z wymienionych
obszaréw mge réwniez zwiekszye poziom konkurencyjniei przedsgbiorstwa ustugowego.
Artykut przedstawia unikalny wgtl w procesy zagglzania wiedg i orientacji rynkowej
w réznorodnych rodzajach przedsiorstw dziatajcych w brany ustugowej, a tate poka-
zuje zwizek pomédzy wspomnianymi czynnikami a konkurencyoig analizowanych
firm.

Stowa kluczowe:zarzdzanie wiedz, orientacja rynkowa, braa ustugowa, przewaga kon-
kurencyjna, konkurency;jro.
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