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Preface

Aims and Scope of the Conference

The International Conference on Strategic Innovative Marketing and Tourism
(ICSIMAT) 2019 was held from 17 to 21 July 2019 at the Northern Aegean while
the conference included parallel sessions and workshops in three different Greek
areas (Chios, Oinousses and Lesvos).

ICSIMAT provided a timely and interactive international platform for academics,
government and industry practitioners in order to discuss and develop new perspec-
tives in the field of marketing, innovative technologies and tourism. They were able
to discuss and debate issues that affect the future direction of marketing research and
practice in a digital and innovation era. ICSIMAT community includes worldwide
well-known scholars, faculty members, doctorate students, researchers and business
practitioners who network and exchange research work and inter-institutional co-
operations.

More than 280 pre-registered authors submitted their work in the conference.
ICSIMAT finally accepted and hosted 150 original research papers, after a double-
blinded peer review process. Fifteen were part of the established industry session
that is organized during ICSIMAT conferences. Seventeen sessions in total were
held in order to advance and contribute to specific research areas in the field of
strategic innovative marketing and tourism.

The sessions that were created under ICSIMAT were chaired by

Stephen Havlovic, Laurentian University, Canada, on POLICIES/STRATEGIES
RELATED ISSUES IN MARKETING, MANAGEMENT, ECONOMICS, EDU-
CATION AND HOSPITALITY

Nikos Grammalidis, Information Technologies Institute, Centre for Research
and Technology, Greece, on IT TECHNOLOGIES IN MARKETING, MANAGE-
MENT, TOURISM AND CULTURE

Victor-Alexandru Briciu, Transilvania University of Brasov, Romania, on
HUMAN RESOURCES PERSPECTIVES
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Eda Yasa, Mersin University, Turkey, and Emel Yarimoglu, Yasar Univer-
sity, Izmir, Turkey, on CUSTOMERS’/TRAVELLERS’/AUDIENCES’ PERSPEC-
TIVES AND ROLE

Flavio Tiago and Teresa Borges Tiago, University of the Azores, Portugal, on
MANAGEMENT/RELATED ISSUES IN MARKETING AND HOSPITALITY

Sofia Asonitou, University of West Attica, Greece, and Natalya Totskaya,
Laurentian University, Canada, on SKILLS AND COMPETENCIES

Pinelopi Athanasopoulou, University of Peloponnese, Greece, on BRANDING
RELATED ISSUES

Spyridon Nomicos, University of West Attica, Greece, on SMART
APPROACHES

Alexios-Patapios Kontis, University of the Aegean, Greece, on MOTIVATION
IN TOURISM/SPORT/MARKETING

Aikaterini Stavrianea, National and Kapodistrian University, Greece, on
COMMUNICATION/ADVERTISEMENT PERSPECTIVES.

Maria Lekakou, University of the Aegean, Greece, on BLUE DEVELOPMENT
AND MARITIME TOURISM

Hatice Ulusoy, Sivas Cumbhuriyet University, Turkey, and Maria Tsirintani,
University of West Attica, Greece, on HEALTH MANAGEMENT/TOURISM
RELATED ISSUES

Kostas Fouskas, University of Macedonia, Greece, on IT TECHNOLOGIES,
MOBILE AND WEB APPLICATIONS

Dorothea Papathanasiou, Hellenic Open University, Greece, on ENTREPREN-
EURSHIP PERSPECTIVES AND INNOVATION IN ORGANISATIONS, COM-
PANIES, COUNTRIES

Chara Agaliotou, Loukia Martha and Maria Vrasida, University of West Attica,
Greece, on SUSTAINABLE TOURISM

Dorin Coita, University of Oradea, Romania, on BLOCKCHAIN AND
RELATED ISSUES

ASLI D.A. TASCI, UCF Rosen College of Hospitality Management, USA, on
BRAND MANAGEMENT

Aigaleo, Greece Androniki Kavoura
Oswego, USA Efstathios Kefallonitis
Agrinio, Greece Prokopios Theodoridis



Topics

Marketing, Social Media Marketing, e-Branding and Brand Experience Manage-
ment, Digital marketing, Marketing Analytics, Marketing Research, Services Mar-
keting, Integrated Marketing Communications, Consumer Behaviour, New Product
Design and Development, Sports Marketing, B2B and B2C Marketing, Pricing
Strategies, Art and Cultural Marketing, Mobile Services, Gaming, Gamification
and Augmented Reality, Location-based Services, Internet-of-Things, Heritage and
Museum Management in the Digital Era, Cross-cultural marketing, Tourism and
Destination Marketing, Enogastronomic Tourism, Event Tourism, Health Tourism,
Transport Industry Marketing, Social Media, Experiential and Sensory Marketing,
Customer Relationship Management and Social CRM, Collaborative Marketing,
Safety Marketing, Economics of Business Strategy, Accounting Marketing, Global
Business, Marketing Finance, Healthcare Management, Accounting Education,
Skills and Competences, Higher Education, Retail Marketing, Sales Management,
Public Relations and Crisis Management, E-commerce, Marketing Strategy, Sec-
toral Marketing, Safety Management and Marketing, Entrepreneurship.
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1 Introduction

The most important barrier to market orientation comes from within the organisation
and is rooted in the lack of cooperation among departments and employee interac-
tions between functional units [1, 2]. In this regard, inter-functional coordination is
one of the typical barriers of the implementation of market orientation [3]. The inter-
functional coordination is the degree of cooperation between the different functional
units within an organisation [4, 5]. Though inter-functional coordination recognises
functional level cooperation and minimisation of task conflicts between various
functional units, it does not recognise harmony among employees and between
functional units [6]. Organisational harmony is conceptualised in terms of positive
effects of team-working and avoidance of direct conflicts among members and
between functional units of an organisation [7]. Evidence has showed that organ-
isational harmony is an essential component in market-orientated organisations [8].

In addition, there is extensive literature examining the relationship between
market orientation and organisational performance. The findings from the relevant
studies have been mainly focused on factors and variables that are emerged as
significant mediating contributors to this relationship; for example organisational
learning, radical service innovation, trust, commitment, collaboration, business
strategy, environment uncertainty, competition intensity, channel structure, cus-
tomer relationship and supply management proficiency are examined in justifying
market orientation-organisational performance linkage [9—-14].

The current conceptualisation of market orientation lump intelligence genera-
tion, intelligence dissemination and response implementation of business activities
together [15—17] but do not explain how the above dimensions impact on fellow
feelings and organisational harmony, which in turn will lead to organisational
performance. The conceptualisation of fellow feelings relies on the perception
of which employees within an organisation share emotions and concerns for
well-being, team spirit and feelings of being part of large family, develop the
sense of togetherness and they are emotionally attached to each other [18-20].
Fellow feelings empirically uphold the implications of social exchange theory as
a contributor to-organisational performance [21-23] and market orientation theory
[17, 24]. Empirical findings of early work in the literature of this context suggest
that organisational harmony might be perceived as a precursor to market orientation
and organisational performance as its role is instrumental in the relationship [25].
This research builds on the framework suggested by [25] that retains the essence
of building fellow feelings within functional departments to espouse harmony
organisation wide. Our study goes beyond the current conceptualisation of market
orientation and organisational behaviour literature in terms of fellow feelings and
organisational harmony and tests and validates the proposed framework between
two national contexts. Prominent scholars urged examining new emergent concepts
across countries to test the predictability of the theoretical implications [26]. The
aim of this research is to compare the role of fellow-feelings and organsiational
harmony in the relationship between market orientation and business performance
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across countries (China and Indonesia). Our research validates and extends [25]
exiting literature in organisational behaviour context.

2 Literature Review

The role of organisational harmony and organisational performance has been well
established in organisational behaviour and human resource management literature
[27-29]. In harmonious organisations, employees in various departments maintain
shared and common values which in turn create harmonious climate where they get
along with each other uphold common organisational goals and make conscious
efforts to minimize inter- and intra-departmental conflicts. However, previous
studies ignore the logic that market-orientated organisations foster organisational
harmony and within this harmonious climate employees’ fellow feelings grow for
each other assisting to meet organisational performance targets and achieve common
goals.

The work by [25] might be seen as seminal in the literature of fellow feelings
and organisational harmony. It is a key reference because it provides an early of
example of examining the above two variables’ relationship by interpreting the
mediating role of fellow feelings and organisational harmony. Compared to previous
studies, the findings of their research attempt to develop an understanding of fellow
feelings, contributing to organisational harmony, resulting market orientation and
hence organisational performance.

In particular, the authors proposed that the intelligence generation, dissemination
and response implementation activities of an organisation allow employees to
interact with each other, create a climate of collegiality and minimise conflict within
and between departments. Simultaneously, these activities uphold team spirits and
employees in various departments feel they are part of a bigger family and more
importantly feel emotionally attached with each other and the organisation. There-
fore, market orientation actions influence employees’ togetherness and attachments
within and outside the functional units. In this line of reasoning the fellow feelings
and organisational harmony leads to greater overall organisational performance.

The findings of their study demonstrated that the relationship between various
dimensions of market orientation and organisational performance is stronger when
they are mediated by fellow feelings and organisational harmony; in particular, it is
specifically addressed the important gap in the conceptualisation and demonstrated
that intelligence dissemination and response implementation lead to organisational
harmony within the organisation and fellow feelings among its employees. The
results of their research support that the relationship between intelligence dissemina-
tion, intelligence implementation and overall organisational performance is mostly
mediated by fellow feelings and followed by organisational harmony. Furthermore,
when overall market orientation is used as a determinant of organisational per-
formance, organisational harmony emerged as the most significant contributor to
organisational performance, more so than fellow feelings. The findings of [25]
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research are significant to create a springboard for future research exploring the
established construct of fellow feelings and organisational harmony in business
contexts as well as in terms of additional factors and variables that can affect the
relationship of market orientation and organisational performance.

In line with reasoning and support from above literature [25], at organisational
level where market orientation exists, organisational harmony will be stronger
mediator than fellow feelings. Accordingly, drawing on the literature of market
orientation and organisational behaviour relevant to policies and activities of
fellow feelings and organisational harmony we propose a multi-level mediation as
described in the following hypothesis:

HI1. The relationship between market orientation and overall business perfor-
mance is first mediated by organisational harmony and then by fellow feelings.

3 Research Methodology

The research context of this study is trading firms located in Dalian, China and
Surabaya, Indonesia. The data collected, through the use of self-administered
questionnaires; resulting 108 useable questionnaires from China and another 67
from Indonesia for the analysis. Sampling technique applied convenience sampling,
data gathered from senior managers in China and Indonesia. The dependent
variable of our study is organisational performance that was measured in terms
of the respondents’ overall assessment of the average financial and organisational
performance relative to competitors in the last 3 years. Based on the research
objectives of our study, the survey questionnaire consisted of five main parts each
representative for the dependent variables of our study—intelligence generation,
intelligence dissemination, response implementation, fellow feelings and organisa-
tional harmony—measuring relevant items for each. The items were measured on a
five-point Likert-type scale ranging from 1 (strongly disagree) to 5 (strongly agree).
There was an additional section gathering information relevant to the respondents’
managerial level, firm’s year of establishment, nature of firms’ ownership and
number of employees employed by the firm.

3.1 Measurement

The factor analysis, incorporating the Varimax option, assessed the validity of the
measurement (KMO = 0.85; Sig. = .000). Internal consistency reliability was
tested, and the Cronbach alpha results supported the dimensional concepts and
provided the fullest evidence of construct validity. In order to investigate convergent
and discriminate validity, composite reliability (CR) and average variance extracted
(AVE) indexes were also examined. The AVE of each construct was larger than 0.5
and CR was larger than 0.7. Thus, the analysis confirmed that the items measured
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only one construct and convergent validity was satisfied. According to the Fornell-
Larcker criterion [30], the square root of the AVE of each construct was used to
investigate discriminant validity, if this value is larger than other correlation values
among the constructs.

4 Results and Discussion

We found significant mediating effect of organisational harmony in the relationship
between market orientation and organisational performance. The direct effect of
market orientation on organisational performance was found to be insignificant
(B = .24, P > .05). The mediating path (Market Orientation — Fellow Feelings
— Organisational Performance) was found to be significant (8 = .12, P < .05).
The multi-level sequential mediation path (Market Orientation — Organisational
Harmony — Fellow Feeling — Organisational Performance) was also found to
be significant ( = .13, P < .05). Nevertheless, mediating path Market Orienta-
tion — Organisational Harmony — Organisational Performance was found to be
insignificant. Thus, the results support our hypothesis H1 (See Fig. 1).

The path between market orientation and organisational performance rela-
tionship is stronger via organisational harmony. This relationship suggests that
market orientation creates organisational harmony, which in turn affects fellow
feelings within the organisation resulting in greater organisational performance. The
underlying explanation is that when this relationship is viewed within functional
units of an organisation they require effective employees’ interactions and fellow
feelings to build harmonious relations that create a market orientated organisation
[31]. confirms that market orientation did not directly relate to organisational
performance but human resource participation did directly relate to profitability.
Firms that perform successfully in an external market but cannot perform well
with their internal market may find themselves at a disadvantage in the long
term [32]. At organisational level, the top management mobilises to construct
harmonious environment between functional units and that results in fellow feelings.
This relationship plays an important role in service organsiations that tend to rely
on employee’s (internal market) activities to generate organisational performance.
Next, we investigate whether the proposed model of organisational harmony and
fellow feelings differentiates between China and Indonesia. PLS Multi Group
Analysis (PLS-MGA) tests if the research framework in cross- country (China and
Indonesia) has significant differences in their specific parameter estimates [33].
Results of multi-group mediation assessment reveal that path coefficients of direct
and indirect paths did not differ as per MGA PLS criteria. Overall, the result of this
study is consistent with relevant literature [25].
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0.284 (0.003) 0.412 (0.000)

0.508 (0.000)

0.238 (0.066)

MO 0.640 (0.000) 0.173 (0.110) oP

OH

Fig. 1 Research framework. Note: MO market orientation, FF fellow-feelings, OH organsiational
harmony, OP overall performance

5 Conclusion

The present study serves to enhance our understanding and validate further the
theoretical implications from Khan et al. [25] work on market orientation and
organisational performance by examining the role of organisational harmony and
fellow feelings. The results of our research, acquiring a dataset from two different
countries (China and Indonesia), are consistent with the relevant literature’s sug-
gestions. That is, the role of harmony becomes instrumental in the relationship
between market orientation and organisational performance; market orientation
and organisational performance is first mediated by organisational harmony and
then by fellow feelings. The role of organisational harmony in delivering business
performance contributes to explaining how market orientation operates organisation
wide. Further research on the topic can examine and justify the extent to which
cultural and societal differences might have a significant impact on the examined
relationship.

The limitations of our study pertains on the sample’s size that is relatively small,
while the measures based on perception such as organisational performance and
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harmony could compromise additional and more objective criteria. Expanding data
collection to a larger sample in terms of employees, larger publically listed firms
and across countries might permit more robust measures, overcoming potential self-
reported bias and more generalised results. Overall, market-orientated organisations
foster organisational harmony and within this harmonious climate employees’
fellow feelings grow for each other assisting to meet organisational performance
targets and achieve common goals. At practical standpoint thus, senior management
needs to create an internal culture of cooperation, interaction and participation
among employees. Acquiring and maintaining a clear organisational goal to ensure
that there is a strategic alignment of activities within the firm, articulating an organ-
isational culture that expresses organisational values and promoting organisational
harmony, teamwork and minimisation of conflict for the betterment of the firm are
some of the managerial implications that can be suggested.
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