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M.A. Thesis:

The impact of competitive advantage and market
orientation on business performance, by emphasizing
on focal role of marketing capabilites
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Two of the most important factors affecting customers' satisfaction and consequently
business performance are the firms' market orientation and their competitive advantage. On
the other hand, through marketing capabilities, firms can provide superior value for their
customers and thereby improve their business performance. Since, the main purpose of
current study was to investigate the influence of competitive advantage and market
orientation on business performance by mediation of marketing capabilities. Statistical
population was comprised of top managers of manufacturing firms operating in phase 1,
Toos Industrial Town of Mashhad (490 people), and research instrument was a 46-item
questionnaire ranged on a 5-point Likert-type scale. Data was collected in person from the
sample population and that the final sample size was 111 people. After examining and
confirming the questionnaire's face-content and construct validity as well as its reliability,
gathered data was analyzed by conducting structural equation modeling in AMOS software
based on which the mediation of marketing capabilities in the relation between competitive
advantage and market orientation and business performance was confirmed. Detailed result
was that the direct impact of competitive advantage and market orientation on business
performance as well as their indirect impact through marketing capabilities was statistically
significant. On this basis, the role of marketing capabilities in the relation between
independent and dependent variables was partial mediation. Finally and given that all the
research hypotheses were confirmed, some practical implications were provided for
manufacturing firms and some research ones for future researchers, which should be
exploited considering the research limitations.



