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Abstract

The article aims to monitor the antecedents that include
survival vision, customer oriented culture, customer diversity
influence of strategic customer response capability by this
quantitative research. The contingency theory applied to describe the
phenomena in the study is discussed. This theory can describe the
relationship among internal factors, external factors and marketing
strategy. The population was obtained from a list on the database
of the Department of Business Development (DBD). Additionally, the

model is tested with data from 162 cosmetic firms in Thailand's
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email survey questionnaires. The OLS regression for the testing of
hypotheses has been adopted. Strategic customer response
capability is one of the most significant instruments for making
prevalent execution, particularly, with the high fasion firm that is
identified with quick rate style changes and has made firms to have
numerous apparatuses for creating new values or modifying
marketing components. Then, the results revealed a considerably
beneficial effect on strategic customer response capability, including
survival vision, customer oriented culture and customer diversity.
Moreover, cosmetic firms that want to sustainable growth should
consider these three antecedents. They should focus on developing
their firm to preserve and extend the life of its competitive market
position. Likewise, the result can be effect direction for strategic
customer response capability as well as evolving marketing of

cosmetic firms.

Keywords: Strategic Customer Response Capability, Survival Vision,

Customer Oriented Culture, Customer Diversity
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Introduction

Homburg, Krohmer and Workman (2004) explain that
Marketing strategy includes a large number of processes, beginning
with the scan of variables that can influence both internal and
external firm activities. Hawkins and Mothersbaugh (2007) describe
the marketing strategy scheme that starts with the firm sets out its
marketing objectives. Afterward, the company must take a look at
internal and external factors and its client to generate a marketing
strategy containing activities that can distribute the ideals and
benefits that the customer can derive from these activities and that
the firm also benefits. The marketing paradigm appeared in the
1980s as it moved from a dominant point of view to a dominant
service approach to customer relations. (Berry, 1983; Gronoos, 1994
Gummesson, 1994). Meanwhile, the understanding of customer
response is diversified and perspectives of marketing management
are varied. One would expect to be more responsive to changing
market conditions when the possibility is symbolic. Then the signal
starts and the other member of the organization participates.
(Dutton, 1993). The firms need to maintain a satisfactory level of
quality of their products and services and respond to customer
requirements. (Ruekert, 1992). However, the customer's response
varies widely from a focus on organizational cohesion and the
consistency and repeat of internal bureaucracy (Filstad & Gottschalk,
2010). A firm that focus on serving customers with what they want,
the way they want it, and when they want it (Walsh, 2007). Then,
responsiveness can be one of the most significant capacity
companies need to attain competitive benefit (Bernardes & Hanna,
2009).
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Marketing researchers concentrate on placing a business on
a market where customer demands are very distinct and evolving
(Piller & Muller, 2004; Sigala, 2006). The capacity to recognize
customer needs and needs complement the capacity to develop
and develop adequate relationships (Hooley, Greenley, Cadogan, &
Fahy, 2005). In the view of a customer-oriented approach, it is
intended better than its rivals to generate and capture value by
fulfilling customer requirements. The traditional product-centric
approach is extended by stressing the entire experience of
customers, from sales and maintenance to development.
(Davenport, Harris, & Kohli, 2001). In analyzing situations, firm
superior competitive advantage is the result of successful strategic
implementation (Ussahawanitchakit, 2011). In additionally, this
research applies contingency theory which describes the
phenomena and supports the relationships of the overall constructs
in this model. Secondly, the antecedents of strategic customer
response capability are the concepts in empirical research. Then,
the outcomes of this research would benefit to marketing exclusive
of cosmetic businesses or businesses of a similar nature. Also,
strategic customer response capability is a reactive operation to
increase the competitive advantage.

From database online of the Department of Business
Development (updated in April 2016), the overall of cosmetic
market in Thailand is valued in 2010 at approximately US$ 2.15
million (64.5 billion Baht). In addition, the changing of the external
environment comprising Thai Baht’s appreciation, Asian Free Trade
Area, and the advance in technology is the causes of increasing

factors for the intensive competitive environment in both industries.
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Then, cosmetics have a greater role in daily life. It is even more
cosmetics has been developed to better meet the various
companies trying to produce. Then cosmetics can satisfy customers.
The cosmetics are developed and updated regularly as well as
culture and values change. The contributed to the need to change
as well. In addition, this study attempts to identify a gap that the
antecedent factors to enhance strategic customer response
capability.

Thailand's cosmetics companies are selected for their
population and samples as marketing situations in strong
competitive settings are rapidly rising and changing. The
questionnaire was used as an instrument. It was forwarded by mail
based upon the definition of each construction and the reviews of
the literature. In total, 1,050 firms in Thailand have been selected
as population and sample. These firms have credible which,
received right in supportive on investment from Thai government.
The population was collected from the Department of Business
Development (DBD) database. The key participants were executive
marketing. In addition, A pre-test method for evaluation of the
validity and reliance of the questionnaires during the non-response
bias test is appropriate to certify outstanding data prior to analyzing
and testing all hypotheses.

Research Objectives

The main research objectives of this study is to
examine the influence of survival vision, customer oriented
culture and customer diversity increase on the strategic

customer response capability.
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Literature Review

The nature of the organization depends on the relationship
between the internal framework and the external factors; on the
one hand, the internal factor consists of the characteristics of every
corporation, such as goals, size, expertise, capital, learning
organizational ability, technology and a competitive strategy
(Gordan & Miller, 1976; Anderson & Lanen, 1999; Baines & Langfield-
Smith, 2003; Abdel-Kader & Luther, 2008). On the other hand,
structural trends, such as competitive intensity and environmental
and economic uncertainty, are part of the external factor (Gordan
and Miller, 1976; Anderson & Lanen, 1999; Ensley, Pearce, &
Hmieleski, 2006). The internal and external influences form not only
the organizational structure, but also other organizational activities.
For example, Fiedler (1964) argues that the acts of the company are
based on internal and external circumstances. Hence, contingency
theory suggests that the decision of the organization relies on the
interaction of internal and external factors, such as marketing
strategy (Shenhar, 2001). This theory can explain the relationship
between internal factors, external factors and marketing strategies.
Consequently, any decision on the use of strategic customer
response capability as the main strategic orientation of the company
to achieve marketing performance.

1. Strategic Customer Response Capability

Marketing strategy has many procedures that begin by
scanning variables that can influence both internal and external
enterprises in the company operation (Homburg, Christian, Sabine,
& Harley, 2009). The marketing strategy can benefit the firm by

generating profit as a result of the customer's realization of value
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(Kotler & Armstrong, 2012). The literature to date provides a wide
range of customer response capability definitions. One would
expect to discover a higher response when the characterization of
the chance is a symbol. Firms shall uphold a reasonable quality
standard for their products and services to satisfy their consumers'
requirements. (Ruekert, 1992). Responsiveness can be one of the
skills needed to achieve competitive advantages for businesses
(Bernardes & Hanna, 2009). The strong bond between a company
and its customers has shown that customers have less tendency to
quit their relationships, less uncertainty in relationships, and
promote partners to cooperate (Morgan & Hunt, 1994). Additionally,
Capacity includes the capacity to identify and demand customers,
and the capacity to establish and develop suitable customer
interactions (Hooley et al., 2005). Moreover, capability is the ability
to achieve or deliver predefined results for an entity (Haimes, 2009).
Breznik and Lahovnik (2016) explain that companies can reconfigure
their resources and capabilities according to recognized opportunities
and environmental changes can create and retain a competitive
advantage. Likewise, the greater the organization's customer
knowledge, the better the organization's potential to encourage and
maximize the strategic value of the business (Kaur, Chahal, & Gupta,
2018).

The aim of a business firm is to impose a sequence of
restrictions, which are more or less autonomous (Schwartz, 2009).
The company's mission is characterized by the goal of sustaining its
existence as business by means of growth and productivity (Pearce
& Robinson, 2007). This article emphases on the survival vision as an

important necessity to build capacity. Vision also clarifies some

9
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ideals, articulates a feeling of purpose and underlines an
organization's uniqueness. Vision also provides an objective that is
very important for supporters and shares a viewpoint (Berson,
Shamir, Avolio, & Popper, 2001). In addition, Kouzes and Posner
(1987) defined The vision reflects the company's strategy and
obviously expresses itself to its customers and stakeholders. Vision
as 'an ideal and unique image of the future.” Moreover,
Organizational culture is an organizational definition that is
developed and communicated through a company's behavior and
expectations (Beugelsdijk, Koen, & Noorderhaven, 2009; Jarratt &
O’Neill, 2002). This creates organizational criteria and comportment
to evaluate the customers, rivals and use of advertising data of an
organization (Kumar, Jones, Venkatesan, & Leone, 2011). The design
of an organizational plan and the operations based on customer
response-oriented marketing, in which the organizations of
businesses follow business norms (Carr & Lopez, 2007). Thus, the
firm that focuses on a greater knowledge of market data such as
customer requirements, competitive strength and weakness and
developing a strategy to enhance its efficiency. Additionally,
customer needs may change quickly in the present fashion and
customer concern may be increase by the lack of clear standards
for a new product in the market (Mu, Peng, & MacLachlan, 2009).
Also, Eisenhardt and Martin (2000) suggest that the firm will develop
products because of the high-velocity market as customer needs
change. The firm responds rapidly to learn the relevant present
knowledge. Thus, conscientious attention to the development and
implementation of options in the company. Customer data also

supports product and service creation, employee performance and

10
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innovative thinking. Consequently, firms should rapidly develop
products to offer and serve consumer needs.

The capacity to determine customer demands and
requirements in conjunction with the capacity to establish and
establish suitable relationships (Hooley et al.,, 2005). Moreover, A
firm level enables a company to create new skills leading to a
competitive advantage (Rodenbach & Brettel, 2012). In the context
of customer-oriented strategy, the objective is to generate and
capture value better than rivals by meeting the customer's
requirements. In organizations, interest is created by the behavior of
leaders of companies but is reported as customers pay at the point
of purchase of goods or services (Bowman & Ambrosini, 2000). Firms
can correctly anticipate market changes and react to new customer-
oriented capacities (Foley & Fahy, 2009). Then, Strategy is seen as a
deliberate move of a firm to make use of its distinctive resources
and can achieve superior output for a company (Wernerfelt, 1984,
Prahalad & Hamel, 1990; Lado, Boyd, Wright, & Kroll, 2006).

According to the discussion above, strategic customer
response capability refers as the capability of a company to define
customs-driven specific demands and to create a value chain for the
response it needs through a vibrant environment shift, rather than
create its producer and supplier's value chain including real-time
data flow, superior logistics, distribution capacities, IT leverage and
demand-driven company strategy. Next, the authors describe the
antecedents of the strategic customer response capability.

2. Survival Vision

Survival Vision refers as a firm's need to preserve and extend

the life of its competitive market position, driving the firm to be an

11
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innovator, aimed continually at creating innovation (Pearce &
Robinson, 2007). The view views organizational goals as a catalyst
for the success of a company compared to its competitors (Hunt &
Morgan, 1995). Sherwin (2010) study about global vision of executive
impact of customer relationship marketing, the significant
relationship between vision and customer relationship management.
Deighton (1997) suggest that by gathering and disseminating
customer information across the organization, the firm can
understand and react to customer needs and will acquire the
necessary expertise to enhance its products and services. Moreover,
customers can see their emphasis business peers doing this and
fisure out if the focus organization plans to stay "top-down," which
needs a strong response to customer requirements (Bell, Lai, & Li,
2012). Thus, the following is the hypothesis suggested:

H1: Survival Vision has a positive influence on Strategic
Customer Response Capability.

3. Costumer Oriented Culture

Costumer Oriented Culture refers as firm to be awareness of
shared assumptions, beliefs, ideas, and values which involve the
behaviors and norms with the marketing function that can maintain
customer values, stakeholders’ interests, and profitability by
creating market orientation-based activities (Carr & Lopez, 2007
Narver & Slater, 1990). Consequently, main business of a marketing
inclusion company, which understands consumer behavior culture,
customer attitudes, promotions and rivals in order to attain
objectives (Engelen & Brettel, 2011). Then, the company is based
primarily on helping market-oriented businesses to recognize and
develop strategies that lead to the long-term productivity

12
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generation, concentrating on superior customer requirements,
strategic position and market trends. (Kumar et al., 2011). Thus, the
following is the proposed hypothesis:

H2: Costumer Oriented Culture has a positive influence on
Strategic Customer Response Capability.

The conceptual framework, which shown in Figure 1, is

developed from the literature review and details are shown as

follows:
Survival Vision _ HI+
H2+
Customer Oriented Strategic Customer
Culture = Response Capability
Foo T Tt Tttt TTT T
H3+ i Control Variable !
1
Customer Diversity | ' - Firm Size i
1
| - Firm Age i

___________________

Figure 1. The Relationship Between Variables

4. Customer Diversity

Customer Diversity refers as customer behaviors that Change
the consciousness of the company to learn the requirements of the
customer according to the external context. Also, the firm will be
conscious of the comments from customer on the products and
their suggestions. Besides, most manufacturing companies are
primarily centered on the consumer and use product design tools
to meet personalized demands of consumers (Wang, Zhao, & Voss,

13
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2016). Likewise, the firm is aware of developing the data base of
customer information so they can perceive customer needs and
respond on time. Nevertheless, the goal of the activities which the
firm tools to the customer will increase stakeholder satisfaction
(Zott, 2003; Cepada & Vera, 2007; Maklan & Knox, 2009). Moreover,
Maklan and Knox (2009) refer the reason is the possible mediation
between changing customer preference and dynamic marketing
strategy as an executive policy. Thus, the following is the hypothesis
suggested:

H3: Costumer Diversity has a positive influence on Strategic

Customer Response Capability.

Research Methodology

1. Sample Selection and Data Collection Procedure

This study describes the population of the cosmetics
company in Thailand as representatives of the Department of
Business Development, marketing executives and marketing
directors. From database online of the Department of Business
Development, 1,050 cosmetic firms. The firms were listed and after
remove duplicated address, 683 firm remains. From the earlier
research, a suitable sample is 172 firm under the 95% confidentiality
rule (Krejcie & Morgan, 1970). Furthermore, for a mail study, a
response rate of 20 % is regarded sufficient without the relevant
follow-up procedure (Aaker, Kumar, & Day, 2001). Thus, 683
cosmetic firms will use as the population in this study. Data are
collected using the 683 mailed questionnaire survey. As a result, 172
mail was undelivered due to the changes of address and total of

167 questionnaires were returned. Five of 167 questionnaires are

14
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removed caused by the incompletion. Consequently, the response
rate was approximately 23.72 percent. According to the rule of
thumb of the minimum sample size, the minimum sample size
should more than five observations per each variable (Hair, Black,
Babin & Anderson, 2010). Consequently, for the multiple regression
assessment of this research 162 cosmetic companies are sufficient
to be used as samples.

2. Test of Non-Response Bias

A t-test comparison of the demographic between the early
and late participants is performed in accordance with the non-
response bias test by Armstrong and Overton (1977) in order to
identify possible responsiveness issues between participants and
non-participants. Then, Responses of the first mailing group are used
to compare responses of the second mailing group based on
demographic information including recorded capital, number of
employees, operating periods and average revenues annually. This
result provides that there was no statistically significant distinction
at 95 % confidence level between early and late participants
(Armstrong & Overton, 1977). In this study, non-response is not a
major problem. It can be said with confidence.

3. Measurement

The measurement process involves the creation of multiple
items in the conceptual model for the measurement of each
construction. In fact, all constructions are abstractions which cannot
or should not be evaluated immediately or observed by various
items. The scales used in the research tool were based on the
validity and reliability of each structure and the context of the

constructions. These organizational measures are four stages in

15
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development. Firstly, by defining a clarifying definition, the domain
of the domain building must be defined. Then, the second is to
produce a sample of study items such as literature review, study
experience and stimulating examples of insight. Thirdly, the measure
is purified for validity and reliability testing by an exploratory factor
analysis (EFA). Thereby, these structures are converted to the actual
measurement operational variables. All the variables taken from the
study are evaluated by a Likert five-point scale varying from 1
(strongly disagree) to 5 (strongly agree) in order to assess each
building in the concept model.

The study also includes firm size and firm age as control
variables because they tend to influence the relationship of overall
model. Then, firm size is defined as how big or small the company
is and how many full-time workers in an organization have been
assessed in the current year (Judge & Zeithaml, 1992). Moreover,
firm age refers to number of years a firm has been in operation
(Nurittamont & Ussahawanitchakit, 2008). Though the firm age is
concerned, it may also affect the ability of firms to build and
develop strategic organizational creativity, measured by the number
of years of existence of a firm. (Nurittamont & Ussahawanitchakit,
2008).

4. Method

For the credibility and accuracy of the measures, for the pre-
testing of the validity and reliability of all actions used in the
questionnaire, the first thirty questionnaires sent from the informant
were used. Moreover, the validity of newly established levels and
scales, which are accepted from previous research, is tested using

confirmatory factor analysis (CFA) and exploratory factor assessment

16
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(EFA). The results indicate that factor loadings of all measures in this
study varies from 0.463 to 0.993. These values are higher than 0.40
(Nunnally & Bernstein, 1994), which indicated acceptable validity of
the structure. In addition, to assess reliability, Cronbach's alpha is
used. The findings of Cronbach’s alpha coefficients were between
0.921 and 0.983 which exceeds the acceptable 0.70 cut-off score
(Hair, Black, Babin, & Anderson., 2010). The internal consistency of
the entire scale can be found in this research (See Table 1).

Table 1

Results of Measure Validation
Variables Factor Cronbach’s

Loadings Alpha

Strategic Customer Response 0.463-0.843 0.921
Capability (SCR)
Survival Vision (SVZ) 0.860 - 0.944  0.938
Customer Oriented Culture (COZ)  0.898 - 0.917  0.949
Customer Diversity (CDI) 0.934-0.993 0.983

Results and Discussion

The descriptive statistics and the correlation matrix between
independent and dependent factors are presented in Table 2.
Correlation coefficients of variables are ranging from 0.502 - 0.788
which lower than 0.80 and the VIF varies from 1.906 - 3.764 which
lower than 10. There was no issue with multicollinearity in this
research (Hair, Black, Babin, & Anderson., 2010).

17
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Table 2
Descriptive Statistics and Correlation Matrix
Variables SVZ Ccoz CDI SCR FSS FAG
Mean 4.01 4.19 4.20 4.32 - -
S.D. 0.68 0.62 0.66 0.42 - -
SVZ 1
coz 687 1
CDI 5027 788" 1
SCR 6200 707 620 1
FSS .079 .097 .099 .106 1
FAG -008 037 110 -002 397 1
VIF 1.906 3.764 2.662 - - -

Note: **p .05, **p .01

Table 3 presents the results of OLS regression analysis of
the influence of the on strategic customer response capability. The
results indicate that survival vision is significantly and positively
affect to strategic customer response capability (B1= 0.264, p <
0.01). This result consistent with Deighton (1997). By gathering and
disseminating customer information throughout the organization,
the company is able to understand and react to customer needs,
and growing customer satisfaction will gains understanding to
enhance its products and services. Additionally, the result, also
consistent with Barnard (1947). Business survival has long been
accepted as a crucial role of business performance. Then, the firms
that will be remaining in business, although other firms terminated
in business. One empirical study asserted that the potential of
organization to survive by adjusting to the external world, by

assessing, interpreting and reacting to consumer desires,
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stakeholders and strategic directions, has a positive effect on the
social media strategy (Chitmun, S., Ussahawanitchakit, P., & Boonlua,
S., 2012). Thus, Hypothesis 1 is supported.

Secondly, this results in a significant and positive effect on
customer oriented cultures on the strategic customer response
capability (B2 = 0.365, p < 0.01). Research showed that the company
has designated the market culture as the principal marketing
integration operation, which also aims at achieving objectives
through its knowledge of consumer culture, consumer behavior,
promotions and competitors (Engelen & Brettel, 2011). Moreover,
previous research indicated that a market culture which relies
heavily on superior customer knowledge, competitive strengths/
weaknesses and market trends tends to allow a marked enterprise
to create policies that are crucial to long-term performance
development. (Kumar et al., 2011). Besides, organizational market
culture is essential for connecting the connection between the
growth and the corporate culture of new products and services, for
collaboration through the growth of teams, training and reward
supporting the innovation of products (Lau & Ngo, 2004). Thus, the
organization has a culture of the market that is intended to improve
its competitors ' competitive benefit. In addition, in order to benefit
the relation with leadership as well as to meet expectations of
clients superior to their rivals the Company emphasizes on a
continually exploring the requirements of customer and competitor
analysis. (Beugelsdijk, Koen, & Noorderhaven, 2009). One empirical
study asserted that a customer's willingness to press business

tries to have a particular positive effect on service innovation
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capability (Sakkasem, Ussahawanitchakit, & Nantana, 2001).
Thus, Hypothesis 2 is supported.

Table 3
The Results of the Regression Analysis of the influence of the
antecedents on Strategic Customer Response Capability

Dependent variables

Independent variables SCR
Equationl
svz  (HD) 0.264***
(0.074)
Coz (H2) 0.365%**
(0.104)
CDI - (H3) 0.200**
(0.088)
FSS 0.149
(0.168)
FAG -0.111
(0.118)
Adjusted R® 0.538
Maximum VIF 3.764

Thirdly, the findings from this study describe customer
diversity is significantly and positively affect strategic customer
response capability (B3 = 0.200, p < 0.05). The previous research
indicated that Eisenhardt and Martin (2000). Firms will develop
products because of a high-velocity market as customer needs
change. Firms responded quickly to learn the relevant existing

knowledge. Therefore, firms focus on developing alternatives and
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implementing resources in the firm. Moreover, firms create product
differences businesses with  project customer relationship
management perceive customer needs and customer comments of
the products such as changing customer preference which has a
positive effect on marketing learning focus. One empirical study
asserted that the ability of a company to collect, understand,
analyze and use information on a spectrum of customer needs for
planning and developing a marketing strategy that creates superior
customer value and fulfills a variety of customer needs has a
positive effect on the marketing positioning advantage
(Tungbunyasiri, Supachai, & Ussahawanitchakit, 2013). Thus,
Hypothesis 3 is supported.

Additionally, the results of control variables indicate that
firm size and firm age are not significantly associated with strategic
customer response capability. These results can be interpreted that
strategic customer response capability is not influenced by the size
of a firm. Moreover, strategic customer response capability also not

influenced by ages of a firm.

Conclusion

This study demonstrates the influences of the antecedents
(survival vision, customer oriented culture, customer diversity) on
strategic customer response capability. Cosmetic businesses used as
the source of data and collect data from mailed survey
questionnaires which directly distributed to marketing executives. At
last, 162 questionnaires are usable.

The results of this study indicate that three antecedents
include survival vision, customer oriented culture and customer
diversity influences on strategic customer response capability. Thus,
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top management team and executives must pay attention to
activities and capability that support firms to the successful of
strategic customer response capability such as the top management
and executives should stimulate and build the radical changes in
the behaviors of the followers by changing the marketing strategies,
customer oriented culture and survival vision. These changes will
make firm sense and react with new marketing possibilities and
renovate firm’s marketing activities to suitable with new marketing
possibilities and lead firm to achieve competitive advantage and
higher performance. Moreover, customer oriented culture has the
highest influence on the strategic customer response capability.
Thus, marketing executives should realize to attend with this factor

when adopts the strategic customer response capability.

Future Research Direction

This study has still many gaps as acknowledged as a
consequence of the analysis that has been conducted by only
cosmetic businesses in Thailand. Henceforward, future research might
study with other business which have different characteristics and
business type such as startup companies for comparing the results with

this study; and simultaneously increasing credibility and generalizability.
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