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Marketing Competence of
High/New — Tech Firms®

Under the circumstances of globalization and knowledge economy,
business competition highly relies on the core competence that comes
from the technological innovation, especially for high/new tech firms.
However, as pointed out in the “ National Industrial Technological
Policies” , which was issued by 4 Ministries and Committees in June
2002, that “ the individual company — based construction of
technological innovation system is still at its initial stage, and most of
the innovation outcomes cannot be commercialized successfully, -----

s

innovative capability is insufficient. ” Increasing the innovative
capabilities, therefore, has become the focus of academic researches,
and business practices as well. And the low market performance of
innovations has highlighted the marketing competence as an importance
part of innovative capability. This book is contributed to the study on
the formation and functions of, and the effective approaches to improve
the marketing competence of high/new tech firms.

Based on the literature review of the previous studies on company
capability theory, technological innovation, marketing management,

and interface management, the author systematically defines the

(@ This bookn is funded by the projects (79730020}, ( 70073032) of NSFC

m
w

O



conceptualization of marketing competence. And the market — oriented
measurement of innovation outcomes is also constructed in this work,
which has built the theoretical framework for the further research.

On the basis of the statistical analysis of the questionnaires
collected from nearly 100 high/new tech firms, the author has studied
the influence of the marketing competence on the new product market
performance, and the influence of external environment on the
marketing competence as well. It is found in the study that, customer
knowledge competence, competition knowledge competence and
marketing/R&D  integrativity  significantly impact the market
performance. Market development competence, however, when the long
— term strategies have been ignored, does not significantly contribute to
such performance. It is also found that, there is significant influence of
the market demandingness and information availability on the marketing
competence.

The three main components of marketing competence: marketing
knowledge competence ( including customer and competition knowledge
competence ), strategic marketing development competence and
marketing/R&D integrativity are thoroughly analyzed in this book
respectively. And the approaches of improving these capabilities are
also systematically studied.

The unique contribution of this book lies in the application of the
scientific methodology involving systematic analysis, field study,
measurement, and statistics and abstract analysis; the first
conceptualization definition of marketing competence, strategic
marketing development competence, marketing/R&D integrativity and
integrated product; and an empirical study that has been conducted to
confirm the relationship between the marketing competence components

and the product market performance. In the authors opinion, the most
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unique characteristic of high — tech marketing is the knowledge
obstacle. The core of enhancing the marketing competence is,
therefore, to speed up the delivery of market and technology
information.

Technological innovation is the only way of national economic
increase,, and the effective approach to improve the business profitability
and competitiveness. It is expected that, the research findings of this
book will be helpful for China high/new tech firms to increase their

innovative capabilities.
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