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Abstract:
The research identifies relevant gaps and addresses the research questions by using meta- analysis,
phenomenology and FsQCA study. This study addresses innovation and marketing strategy within
the context of high technology in Taiwan. The research argues that adopting innovation and
marketing strategy increases the likelihood of success and sustain their competitive advantage.
This research proposal addresses these questions by revisiting the external and internal
environment force, innovation, marketing strategy and performance in the high tech industry
context by using qualitative and quantitative methods. Research results and managerinal
implication is discussed in the article.
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1. Introduction
Innovation and marketing is crucial to globalization for the high tech industry. While
marketing strategies are recognized as importance to organizations, very little research addresses
how marketing strategies affect performance in the high tech products (Sarin and Mahajan,
2001;Rapp, Bachrach, Panagopoulos & Ogilvie, 2014). However, high technology marketing is
failure because most high tech firms focus on the technology and ignore the market. This main
research purpose is to enhance our understanding of marketing and innovation strategy
effectiveness for the high tech firms.
There is no standard measure of innovation and marketing strategy in the literature. A
frequency count measure of innovation captures patents generated by the organization while some
marketing studies use intention to adopt. For example, R&D intensity and marketing intensity
reflects innovation and marketing strategy. These measures reflect different components of
performance. Therefore, previous studies find similar or different research results. Hopefully, this
research identifies the antecedents and outcomes of innovation/marketing strategy and
performance.
The research of innovation/marketing strategy and performance is fragmented. Several
different theoretical approaches examine innovation and marketing research, little comprehensive
model of innovation and marketing approach emerge within the literature. Because
innovation/marketing strategies and performance are influenced by many different variables, little
studies examines all of variables in one study(Brettel, Heinemann, Engelen & Neubauer, 2011).
Therefore, it is needed to build a comprehensive model to explain the performance differeence.
The research identifies relevant gaps in the literature where the research question is addressed
by using meta-analysis, phenomenology and fsQCA study. This study addresses the performance
and R&D and marketing strategy within the context of high technology in the science park in
Taiwan. Hopefully, the research enables organizations to increase the likelihood of success for
adopting innovation and marketing strategy and sustaining their competitive advantage.
The research provides a synthesis of the empirical literature and aids to the advanced
knowledge development of innovation and marketing strategy by assessing theoretical models of
innovation and marketing strategy antecedents and consequences. Second, this study addresses
these questions by revisiting the external and internal environment force, innovation, marketing

strategy and performance in the high tech industry context by using qualitative and quantitative
methods.

Specifically, his research addresses the following questions:

1. What is external and internal factors, innovation strategy, marketing strategy and performance
accepted conceptualization in the high tech industry context?
2. How do internal and external environment affect innovation and marketing strategy?
3. How do internal and external environment affect organizational performance?
4. How do innovation and marketing strategy affect the organizational performance?

2. Literature review
2.1. Innovation strategy research
Innovation creates a sustainable competitive advantage and is an essential component of
economic growth (Brown and Eisenhardt, 1995; Huarng, 2010, 2011; Cai, Tu, Liu & Nguyen,
2015). Innovation is a key strategic activity and provides them for aligning with market conditions
(Schoonhoven, Eisenhardt and Lyman, 1990; Dibrell, Graig & Hansen, 2011), handling market
dynamism(Kindstrom & Kowalkowski, 2014) and improving performance (Dibrell, Crag and
Hansen, 2011; Laforet, 2008; Reed and DeFillipp, 1991).

Innovation serves as a key factor for

better performance(Damanpour & Evan,1984; Sarin & Mahajan, 2001).

2.2 Marketing strategy research
Marketing strategy performance is defined as the extent to which a firm is able to develop a
comprehensive marketing program by a firm (Andrews and Smith, 1996; Boehmn & Hogan, 2013)
and enhance performance (Fetscherin & Usunier,2012; Gilson and Shalley, 2004). Marketing
strategy research focuses on marketing program or marketing strategy process (Makkonen &
Johnston, 2014). Marketing strategy process research examines the development of marketing
strategies. Marketing program examines how to implement of the 4P strategy (Moorman and
Miner, 1997; 1998; Weick, 1998).

2.3 The empirical studies of innovation and marketing
The relationship between innovation and performance are positive for financial performance
(Rapp et al.,2014) while other previous studies are negative(Greve,2003; Mishina, Pollock and

Porac, 2004; Rubera et al., 2012). Innovation to have a positive effect on organizational
performance (Moorman,1995; Souder &Jenssen 1999), while previous has a negative, or no effect
(Lukas, Bryan & Ferrell,2000) on organizational outcome.

Marketing strategy creates original

and beneficial champiagn to the firms (Crossan, Cunha, Vera and Cunha, 2005; Song & Song,
2010 ). Marketing strategy are drivers of organizational performance (Moorman and Miner, 1998).
Marketing as a function faces a threat of extinction, or an increasingly reduced role in strategic
planning and show their influence on innovations, and lead in performance outcome (Juga, 1999;
Kim and McMillan, 2008; Stock et al., 2013).

3. Research methodology
The research carries out qualitative method including meta-analysis and phenomenological
study for identifying marketing and innovation issues for the Taiwan Science Park. The research
tests an empirical model by employing fsQCA.
The research also uses phenomenological design to explore the internal and external environment,
innovation strategy, marketing strategy, and performance of a companies operating in the Science Park
in Taiwan. The research conducts face-to-face semi-structured interview and explores and the
perceptions of a convenient sample of 15 high tech managers of a group of companies operating in
Taiwan Science Park. The research tapes and transcribes semi-structured interviews for data analysis
followed by Moustakas’s (1994) suggestion. The interview questions revolved after reviewing
literature and meta-analysis. The method includes the following steps:
1. To classify marketing & R&D experiences into groups;
2. To determine the relevance of statements;
3. To examine the identification and elimination of applicable themes and clusters;
4. To validation and construct from clusters.
5. Researchers should not have personal judgment or bias.
The data obtained from semi-structured interviews and observations is stored, catalogued, and
coded. The research uses Nvivo 9, a recognized software program for data storing, cataloguing, and
coding purposes. The Nvivo 9 software assisted in ascertaining themes regarding the understanding of
research construct.

The research framework of this study is to understand from the perceptions and perspectives of a
convenient sample of managers, information about research variables in the high tech firms in Taiwan.
An understanding of the business experiences of qualified managerial employees in the Science Park
provided insights about the research theme. Personal interviews are conducted with a convenient
sample of 15 participants, working full time for firms in the Science Park in the high tech context. The
study population is comprised of individuals in managerial positions, who had interacted with
marketing and R&D as a criterion for their selection as participants. Only participants who will
complete the interview and approve the transcriptions includes in the study.
Questionnaire is designed after literature review, meta-analysis and pre-test study. Further, the
questionnaires are tested in a pilot study composed of high tech firm mangers to clarify ambiguous or
misleading questions. This study collects data from marketing and R&D managers in the science park
in Taiwan. Managers are surveyed by using a mail questionnaire including external environmental
forces, organizational capabilities, organizational learning, organizational structure, marketing strategy,
innovation strategy. All questionnaire items are closed-ended and measure managers perceptions on
seven-point from strongly disagree to strongly agree.
The study employs FsQCA software to test hypotheses. Ragin (2008) provide computer programs
based on Boolean algebra that check for all those cases that demonstrate the outcome whether any
condition is present to establish logical necessity and, for every logically possible groupings of case
configurations whether the outcome is always present to establish logical sufficiency.

Consistency

indicates the degree to which the cases with the same causal condition or combination of causal
conditions display the same outcome while coverage describes the degree to which the cases sharing
the same outcome also show the same causal conditions or conjunctive statements. Comparable to
strength in standard statistical methods, coverage assesses the empirical relevance (Ragin, 2009).

4. Empirical Results

The research obtaining the sample from online information of high tech firms in the Taiwan
Science Park. This database yielded a sample of 1,024 companies. Hence, this process yields 287
replies. Finally, 251 valid high tech companies is the final sample. Table 1 provides details of the
calibration of conditions.

Table 1 here

The next step of the fsQCA process is to analyze necessary conditions constitutes. Table 2
shows results of this analysis.
Table 2 here
The research presents analysis of causal configurations that lead to performance by some
influence factor. The fsQCA model for performance is as follows:
Y (organizational performance-f) = f (external environmental forces-ef, organizational capabilities-oc,
organizational learning-ol, organizational structure-os, marketing strategy-ms, innovation strategy-is)

This study examines the condition for determining performance. The conditions in this study
are company size, marketing experience, R&D expenditure, marketing expenditure and
government financial support.
Tables 3 present data relating to sufficient conditions for organizational performance. The
consistency of all of these five configurations is greater than 0.75, which indicates that they are
sufficient for the outcome to occur.
Tables 3 here

This configuration has unique coverage of 0.724806 and consistency of 0.784507. According
to this combination of conditions, high tech companies with some kind of financial support and a
founder with marketing experience, company size, and high marketing and innovation expenditure
have better performance.
Table 4 explains the configurations that lead to bad performance. In this model, three causal
configurations lead to bad performance (see Table 4). This low coverage indicates that no high tech
firms profile leads to bad performance.
Table 4 here.

5.

Discussions and Implications
This study examines contingent factors of high tech firms that affect performance. After

meta-analysis, phenomenological and study literature review identifying several relevant factors

including external environmental forces, organizational capabilities, organizational learning,
organizational structure, marketing strategy, innovation strategy, company size, marketing
experience, R&D expenditure, marketing expenditure and government financial support. The
fsQCA method consists of complex causality and tests asymmetrical relations between
observations (Woodside, 2013).

The research comprises 251 high tech firms by using fsQCA.

High tech firms that have better performance receive financial support and have a founder
with marketing experience. In contrast, high tech firms do not have better performance, which
these firms do not receive financial support and founders who lacks marketing experience and
relevant R&D and marketing expenditure spending.The analysis of causal conditions reveals a
relationship between a high tech firm’s R&D and marketing experience and the receipt of financial
support by high tech enterprises. High tech enterprises that receive financial support and that have
founders with marketing experience have better performance than those that lacking these
attributes.
These findings have implications for decision makers, business incubators, public institutions,
investors and other bodies that seek to foster performance for high tech companies. These
practitioners of marketing and innovation strategy should promote and emphasize activities and
practices that allow high tech firms to gain R&D and marketing experience. Thus, high tech
companies can learn quickly and can efficiently use the knowledge they gain from working
experience in their companies.
Relevant marketing experience is a key driver of better performance by high tech firms.
Because marketing experience is important, past failure by a high tech firm is not an possible
indicator of future failure. In fact, past failure provides high tech firms with experience and
knowledge that helps them to avoid repeating the same mistakes form learning curve. Therefore,
high tech firms with marketing experience make better use of financial support than high tech
firms who lack marketing experience.
If government financial support helps high tech firms to enhance performance, then receiving
these grants can helps high tech firms to grow. Indeed, high tech firms who benefit from financial
support can potentially offer jobs to people and is unable to employ these individuals without
financial support. Thus, policymakers should allocate more funding to subsidize high tech firms.
Policymakers should not only encourage potential employee to study specific or official degrees at

universities, but also promote R&D and marketing courses within universities for students from all
degrees. Such courses must be available to everyone regardless of resources or capabilities.
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Table 1. Calibration of conditions
Outcome/conditions

Calibration

Performance(outcome)

Calibrate function:
0.05 = total non-membership
0.5 = neither inside nor outside, total ambiguity
0.95 = total membership
Cutoffs:
-3
0
4

Company size

Marketing experience

10,000 employee above
6000-9999 employee

0.8

3000-5999 employee

0.6

1000-2999 employee

0.4

100-999 employee

0.2

100 employee -

0

20 years or more

1

15-19 years

0.8

10-14 years

0.6

5-9 years

0.4

1-4 years

0.2

1 year or less
R&D expenditure
(over 20% of expenditure)

0

Marketing expenditure
(over 20% of expenditure)
Government Financial support

Table 2. Analysis of necessary conditions
fs_performance
Conditions tested:

Consistency

Coverage

f_ef

0.806874

0.642051

f_oc

0.348288

0.808333

f_ol

0.845712

0.627805

f_os

0.223692

0.437000

f_ms

0.884124

0.628142

f_is

0.278093

0.557530

ms_ef

0.430442

0.657505

ms_os

0.665037

0.438710

ms_ol

0.806874

0.632057

is_ol

0.398288

0.508333

Table 3. Possible combinations for performance

Raw Coverage

Unique Coverage

Consistency

~ ef_oc • ol_os• ~ ms_is

0.048250

0.047695

0.748542

ef_oc • ~ ol_os • ~ ms_is • oc_ol

0.167365

0.177665

0.763158

ef_os • ol_is • oc_ol • ~ ms_is

0.263648

0.347839

0.859210

ef_ol • ol_os • os_oc• ms_is

0.329314

0.242406

0.781538

ol_os • ef_oc • ms_is

0.322409

0.236187

0.788095

Solution coverage: 0.724806
Solution consistency: 0.784507

Table 4. Possible combinations for bad performance
Raw Coverage

Unique Coverage

Consistency

of_oc • ~ ol_os

0.082974

0.085972

0.886000

~ ol_oc • ~ ol_os • ~ ms_is

0.047455

0.086454

0.953000

~ of_oc • ~ ol_os • is_ms • ~ is_ms

0.073328

0.078328

0.957000

Solution coverage: 0.637923
Solution consistency: 0.93074

