
   
 

 

 

Abstract 

The important role of leadership in management of today's organizations has been emphasized for many years 
by executives and experts in the field. The role of knowledge in leading organizations is prominent. This study 
aims to examine the role of the knowledge-Oriented Leadership in market orientation that seeks to achieve 
innovation. Market orientation (MO) lies at the bottom of modern marketing thinking and practice. Although 
research has shown that MO contributes to firm performance through innovation implementation, an 
understanding is lacking on how the dimensions of MO (customer orientation, competitor orientation, and 
inter-functional coordination) may have differential effects on innovation, especially in the sales force context. 
As a survey research, data were gathered through a structured questionnaire with a sample of 92 executive-
level employees employed in ISPs in Mazandaran province. SEM was used to examine the standard error of 
the estimate and t-values. Findings suggest that knowledge-oriented leadership has a positive effect on 
innovation implementation by mediating of market orientation. Interestingly, innovative organizational culture 
was found to have mediated the relationship between Knowledge-oriented leadership and innovation 
implementation of the ISPs in Mazandaran. Moreover, results indicate that effect of sales force market 
orientation on sales performance is fully mediated by innovation implementation. 

Keywords: Knowledge-Oriented Leadership, Market Orientation, Innovative Organizational Culture, 
Innovation Implementation, Sales Performance.  

 
1. Introduction 

Leadership behavior is another important factor, as long as leaders have an immense effect on the direction of 
knowledge management inside their organizations (Nguyen & Mohamed, 2011). On the one hand, leaders can 
create conditions that let participants to prepare their knowledge manipulation skills, to contribute their own 
individual knowledge resources, or to obtain easier access to relevant knowledge (Crawford, Gould, & Scott, 
2003; Politis, 2002).  On the other hand, leadership behaviors may present major obstacles to creating and 
leveraging knowledge (Bryant, 2003; Politis, 2002; von Krogh, Nonaka, & Rechsteiner, 2012). Yang (2007) 
associates' innovator or facilitator roles with high levels of knowledge sharing. This paper concentrates on 
innovative organizational culture as an essential condition for the development of knowledge for innovation 
purposes in technology intensive firms. Overall, the arguments in this paper demonstrate that this kind of 
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organizational leadership is necessary for technology intensive organizations to improve their innovation 
performance through the effective development and implementation of sales force marketing orientation. Market 
orientation which guides firms to gain superior performance through creating customer values, lies at the bottom 
of modern marketing considering and practice (Kohli & Jaworski, 1990; Narver & Slater, 1990).  MO is 
composed of multiple dimensions (e.g., customer orientation, competitor orientation, and inter-functional 
coordination) and firms have the strategic option to stress certain MO dimensions (Narver & Slater, 1990; Slater 
& Narver, 1994). MO is often connected to performance through its effect on firm innovativeness (Han, Kim, & 
Srivastava, 1998; Kirca et al., 2005). The sales force, for instance, is in an enviable position of accessing first-
hand customer and competitor intelligence, and can contribute considerably to the firm's innovation process 
(Evans, McFarland, Dietz, & Jaramillo, 2012). Indeed, Judson et al. (2006) and Joshi (2010) clearly show that 
salespeople can have direct input in the product innovation processes. Yet, little research exists that examines 
how sales force MO contributes to the firm's innovation process, which, accordingly, is the focus of this study. 
While innovation is a key mediating variable between MO and sales performance (Kirca et al., 2005), studies 
trying to understand knowledge-oriented leadership –MO-innovation implementation–sales performance 
relationships at the dimensional level have produced mixed results (Deshpande, Farley, & Webster, 1993; Han et 
al., 1998; Hurley & Hult, 1998; Im & Workman, 2004). so, this paper addresses three main objectives: (1) to 
analyze the influence of a specific type of organizational leadership – knowledge-oriented leadership – on 
innovation implementation by mediating role of market orientation; (2) to analyze the effect of knowledge 
leadership on product innovation performance with the mediating role of innovative organizational culture; and 
(3) to explore the mediating role of innovation implementation in the relationship between dimensions of 
marketing orientation and sales performance. 

 
2. Literature Review  
2-1. Knowledge Oriented Leadership 

Leadership is a personal attitude, which induces implementation of activities to obtain the favorable goals 
(Hemhiel & Coons, 1957 Cited by Nayati & Kukhviyanti, 2016). Meanwhile, according to Sarros and Butchasky 
(1996), “leadership is defined as the purposeful behavior of impacting others to contribute to a usually agreed 
goal for the individual plus the organization or the common good” (Cited by Nayati & Kukhviyanti, 2016). This 
research examines the effect of a distinctive type of leadership behavior – knowledge-oriented leadership – on 
the sales performance. Knowledge-oriented leadership includes knowledge creation, transfer, storage, and 
application (Alavi & Leidner, 2001). Knowledge-oriented leadership is thus a necessary instrument that is based 
on a mixture of transformational and transactional leadership styles, along with communication and motivational 
factors (Ribiere & Sitar, 2003). In general, the arguments in this paper show that this kind of organizational 
leadership is essential for technology intensive organizations to improve their innovation performance through 
the effective development and implementation of innovative organization culture. 

 
 2-2. Market Orientation 

Market orientation is the creation of market information throughout the organization about the current and 
future needs of customers, the development and transmission of this information throughout the organization and 
subsequently respond to it at all levels of the organization. Market orientation includes a set of beliefs that put 
customers in the spotlight to ensure the company's long-term profitability. This does not mean ignoring other 
stakeholders such as owners, managers and employees (Deshpande, 1993). Market orientation refers to a set of 
activities developed by organizations to constantly monitor and respond to market changes such as customer 
inclinations, faster technology growth, and the growth of a competitive environment. This key concept refers to 
achieving key goals which the most important are: market share, sales growth, increasing profitability and 
meeting the real wants and needs of customers (Agarwal, 2003). 

 
2-3. Innovative Organizational Culture 

Organizational culture is in general recognized as a system of shared values and norms for an organization 
that explain acceptable attitudes and behaviors for its members (e.g., Schein, 1992). According to the resource-
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based view of organizational strategy, a firm holds some sort of valuable resources, and competitive advantages 
are obtained when its strategies are successful in leveraging these resources (e.g., Penrose, 1959, Teece et al, 
1997, Barney, 2001). Valuable resources originate from different aspects of an organization, including 
organizational culture. For example, “organizational culture, leadership, and human capital are the unique 
resources Southwest Airlines leverages to compete successfully” (Hitt et al., 1999). In organizational innovation 
literature, organizational culture is frequently recognized as a key antecedent of innovation (e.g., Nystrom, 1990, 
Tushman & O’Reilly, 1997). Researchers recommended an innovative organizational culture, in the sense of a 
“pro-innovation culture”, as a social control system to develop and preserve organizational innovation (e.g., 
Tushman & O’Reilly, 1997).  

 
3. Hypothesized Model  
3-1. Knowledge-oriented leadership and Market Orientation 

In this paper we also want to examine the relationship between knowledge-oriented leadership and innovation 
implementation by mediating role of market orientation. Market orientation refers to the organization-wide 
generation of market intelligence that is connected with present and future customer needs, dissemination of 
intelligence across departments and organization-wide responsiveness (Kohli & Jaworski, 1990). Although a 
positive relation between MO and firm performance through innovation is generally assumed in the literature 
(Day, 1994; Gatignon & Xuereb, 1997; Jaworski & Kohli, 1993; Narver & Slater, 1990; Slater & Narver, 1994), 
we propose that the existence of MO between knowledge-oriented leadership and innovation and its 
implementation can facilitate the interaction among them. Therefore, we hypothesize that knowledge-oriented 
leadership has a positive and significant impact on innovation implementation by mediating of market 
orientation. This study proposes that the dimensions of market orientation namely customer orientation, 
competitor orientation, and inter-functional coordination may have a positive and significant influence on the 
sales performance by mediating of innovation implementation. Consequently, we proposed the following 
hypotheses: 

H1: K-O leadership positively related to market orientation. 
H2: Market orientation positively related to innovation implementation. 
Ha1,2: Market orientation mediates the effect of K-O leadership on innovation implementation. 
 

3-2. K-O Leadership and innovative organizational culture 
Dessler (2001) defines leadership as a way of inspiring others to work hard to accomplish important duties. 

Leadership thus involves defining a clear management approach toward employees and encouraging them to 
follow the leader to obtain the firm's goals. Ribiere and Sitar (2003) add that leadership consists of several 
elements that include leadership style, motivation, and communication. Leadership in knowledge organizations 
is particularly relevant when knowledge workers perceive leaders as actively engaging and committing to 
supporting knowledge and learning activities (DeTienne et al., 2004). In addition to knowledge leaders should 
recognize and reward such attempts by their co-workers (Ribiere & Sitar, 2003), instead of promoting negative 
behaviors that destroy knowledge transfer, sharing, and application (Lakshman, 2009). In other words, leaders of 
a company must guide knowledge workers to learn and use knowledge, thereby obtaining the knowledge goals 
of the firm as a whole (Teece, 2009). In this regard, knowledge-oriented leaders should promote best innovative 
behaviors in the company, essentially through an effective knowledge management leadership style, motivation, 
communication, and staffing. Then we expect that a leader with knowledge orientation is more efficient in an 
innovative organization culture to implementing of innovations. 

 
3-3. Innovation organizational culture and innovation implementation  

Organizational culture is defined as the organizational norms and expectations regarding how people behave 
and how things are done in an organization (Glisson & James, 2002). Tichy (1982) investigated that 
organizational culture holds the organization together as normative glue. Organizational culture encourages 
innovative behavior (Cameron & Quinn, 1999; Denison, 1990; Deshpande´ & Webster, 1989; Miron et al., 
2004). Organizational culture influences the behavior of employees, innovative activities of the organization and 
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makes the environment comfortable or uncomfortable depending on that which type of culture has been adopted 
by the organization. Innovation is the “creation and implementation of new ideas, products, processes, and 
policies”. An idea is at the core of innovation and its effective implementation is contributed by the individual 
employees’ knowledge (shipton et al., 2006). Krause (2004) determined two components for innovation behavior 
included the generation and testing of ideas and their implementation. The generation and testing of ideas 
include processes of defining their focus (formulating and analyzing the problem), finding ideas (developing 
ideas mentally), and proposing the resulting ideas. In practice, these processes are demonstrated in the middle 
manager's eagerness to experiment and take risks, discuss the problem with others, or invest time and energy in 
finding a better variant (Mumford et al, 2002). To be innovative and allow innovation within the structure of an 
organization, people need to know that failures will be tolerated during the quest for innovation and that failures 
will not be punishable (Deacon, 2008). Future, innovation must also depend on an organization’s culture, system 
and belief (Wang & Mioa, 2015).  An innovative culture helps in identifying problems of the organization and 
presents their innovative solutions. Kwon, et al. (2013) exhibited that innovation mediates the relationship 
between organizational culture and organizational performance. According to resource-based view firm can get 
sustainable competitive advantage if it has the ability to recognize, develop, implement resources that are 
difficult to imitate by rivals (Amit & Schoemaker, 1993; Carmeli & Tishler, 2004). These resources may be 
tangible and intangible and intangible resources may be culture, knowledge, skills that affect organizational 
performance through innovation. Organization culture is necessary to innovation (Connor, 2002; Weick, 1985; 
Schein, 1984; Hall, 1992; Barney, 1991). Organizational culture that supports innovation involves risk taking 
and freedom (Hurley & Hult, 1998; Liu, Luo, & Shi, 2002). Siguaw et al. (2006) demonstrated that 
organizational culture is shaped by innovative orientation of the firm. Major factor that hampers innovation is 
control (Amabile, 1998; Oldham & Cummings, 1996). Therefore, we expect that the existence of an innovative 
organization culture fosters innovations in the organizations and as a result it facilitates innovation 
implementation. Based on these foresight and findings from the literature, the following hypotheses were 
developed: 

H3: K-O leadership positively related to innovative organizational culture. 
H4: Innovative organizational culture positively related to innovation implementation. 
Hb3, 4: Innovative organizational culture mediates the effect of k-o leadership on innovation implementation. 
H5: Innovation implementation positively related to sales performance. 
Hc2,5: Innovation implementation mediates the effect of market orientation on sales performance. 

 
The conceptual model depicting the relationships among the concepts of this paper is presented in Figure 1.  

 

  

Figure 1- Proposed Research Model 

4. Method  
The method of this study in terms of the target is practical, as well as in terms of data collection and 

implementing respectively is descriptive and quantity. The statistical society included of all of the ISPs which 
were about 120 firms in Mazandaran province. The size of the sample was about 92 firms due to Morgan & 
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Krejci decision model that have been selected as a statistical sample by randomly. The data collection method of 
this study in all of the different phases included Library Studies and the questionnaire distribution. 

 
5. Analysis and findings 

This section presents the results of the study. To assess the research model developed in Figure 2, Smart PLS 
v.2 was used to analyze the data collected. This included path modeling and then bootstrapping (Chin, 1998; 
Gudergan et al, 2008). A total of 500 re-samples were used to generate the standard error of the estimate and t-
values. As stated by Chin, Marcolin, & Newsted (2003), PLS can give more accurate estimates of moderator and 
mediator effects by accounting for the error that attenuates the estimated relationships and improves the 
validation of theories (Helm, Eggert, & Garnefeld, 2010; Henseler & Fassott, 2010). First, we tested the 
convergent validity, which is the degree to which multiple items to measure the same concept are in agreement. 
Next, we proceeded to test the discriminant validity in which the measures are not a reflection of some other 
variables and it is indicated by the low correlations between the measure of interest and the measures of other 
constructs (Cheung & Lee, 2010). Discriminant validity can be examined by comparing the squared correlations 
between constructs and variance extracted for a construct (Fornell & Larcker, 1981). Finally, we used the 
Cronbach’s alpha coefficient to assess the inter-item consistency of our measurement items. 

 

 
Figure 2. Results of the path analysis 

 

Note. KOL =knowledge-oriented leadership; SFMO = sales force market orientation; CUSOR  = customer 
orientation; COMOR = competitor orientation; INTER-FUNC = inter-functional coordination; IOC = innovative 
organizational culture; SFINNIM = sales force innovation implementation; SALPER = sales performance. 

 
 
5-1. Assessment of the Measurement Model  

First, confirmatory factor analysis (CFA) was conducted to test the item reliability, convergent validity, and 
discriminant validity of the measurement's scales. As shown in Table 1, all the items loading exceeded the 
minimum cut off point of .50 (Anderson & Gerbing, 1988; Bagozzi, Yi, & Philipps, 1991; Gefen & Straub, 
2000); thus, the internal consistency was achieved. In terms of convergent validity, all the composite reliability 
(CR) values were above .70 (Hair, Anderson, & Tatham, 1998; Requelme & Rios, 2010) and the average 
variance extracted (AVE) values meet the minimum criteria of .50 (Henseler, Ringle, & Sinkovics, 2009; 
Rodgers & Pavlou, 2003). In Table 4, all the t-values exceeded 1.96 significant levels (statistically significant at 
.05 levels), hence, all the measurements items were significantly explaining the research construct. For 
discriminant validity (see  
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Table 2), the value of AVE was square rooted and testified against the inter-correlations of the construct with 
other constructs in the research model (Chin, 2010; Komiak & Benbasat, 2006) and all the values noted as 
greater than each of the construct's correlations (Chin, 2010), hence, the measurement model satisfactory 
achieved. In order to testify the reliability of the variables, Cronbach’s alpha (see  

Table 3) was used to validate the reliability of the variables and the minimum cut off point must above .70 
(Cronbach, 1951). Thus, all the internal reliabilities of scales were ranged from .727 to .893 which was clearly 
acceptable. Hence, the measurement model was satisfactory and provided sufficient evidence in terms of 
reliability, convergent validity, and discriminant validity. 

 
Table 1. Results of measurement model 

Model construct Measurement item Loading CR AVE 

Knowledge-Oriented Leadership KOL 1 0/569 0/834 0/559 
KOL 2 0/764 
KOL 3 0/747 
KOL 4 0/554 
KOL 5 0/662 
KOL 6 0/741 

Customer Orientation CUSOR 1 0/755 0/896 0/633 
CUSOR 2 0/857 
CUSOR 3 0/794 
CUSOR 4 0/779 
CUSOR 5 0/790 

Competitor Orientation COMOR 1 0/806 0/836 0/563 
COMOR 2 0/681 
COMOR 3 0/688 
COMOR 4 0/816 

Inter-Functional coordination INTER-FUNC 1 0/666 0/978 0/645 
 
 

INTER-FUNC 2 0/885 
INTER-FUNC 3 0/771 
INTER-FUNC 4 0/872 

Sales Forces Innovation Implementation 
 
 
 
 
 
 

SFINNIM1 0/809 0/914 0/545 
SFINNIM2 0/630 
SFINNIM3 0/610 
SFINNIM4 0/826 
SFINNIM5 0/799 
SFINNIM6 0/630 
SFINNIM7 0/766 
SFINNIM8 0/767 
SFINNIM9 0/749 

Innovative Organizational Culture IOC 1 0/644 0/809 0/589 
 IOC 2 0/866 

IOC 3 0/775 
Sales Performance SALPER 1 0/739 0/846 0/648 

SALPER 2 0/893 
SALPER 3 0/774 

 
 

Table 2. Discriminant validity of construct 
 COMOR CUSOR INTERFUNC IOC KOL SALEPER SFINNIM 
COMOR 0/750       
CUSOR 0/674 0/796      
INTERFUNC 0/708  0/730    0/803     
IOC 0/586  0/674    0/673 0/76

7 
   

KOL 0/607 0/728    0/735 0/76
3 

0/748   

SALEPER 0/678  0/685    0/701 0/60 0/648  0/805   



Journal of International Marketing Modeling, 2(2), 115-126, 2021  M. Movaghar, M. Barari, M. Safari   

121  

 

 COMOR CUSOR INTERFUNC IOC KOL SALEPER SFINNIM 
3 

SFINNIM 0/727  0/652    0/742 0/70
4 

0/738  0/780  0/738 

Note. Diagonals represent the square root of the average variance extracted (AVE) while the other entries 
represent the correlations. 

 
 

Table 3. Result of Reliability Test 

 
5-2. Assessment of the Structural Model 

Next Figure 2 and Table 4 present the results of the hypotheses testing. The results showed that knowledge-
oriented leadership has a positive and significant impact on sales forces innovation implementation by mediating 
of market orientation. In addition to the results reveal that innovative organizational culture exists to be 
mediating the relationship between knowledge-oriented leadership and sales force innovation implementation. 
As well as sales force innovation implementation exists to be mediating the relationship between all dimensions 
of MO and sales performance. In other words, all hypotheses were accepted, namely, H1 to H5. The researcher 
also conducted a global fit measure (GOF) to examine the global validation of PLS model (Amato et al, 2004; 

Chin, 1998). The GOF was calculated (see Equation 1), and results of .661 (  was .752, average 

 was .583) exceeded the minimum large value of .36 and indicated that the GOF value was 
large enough to support the validation of PLS model globally (Wetzels, Schroder, & Oppen, 2009). As seen, the 

Model Construct Measurement Item Cronbach’s Alpha (Α) Loading Range Number of Items 

Knowledge-Oriented Leadership 

KOL 1 

0/760 0/554–0/764 6(6) 

KOL 2 
KOL 3 
KOL 4 
KOL 5 
KOL 6 

Customer Orientation 

CUSOR 1 

0/855 0/755–0/857 5(5) 
CUSOR 2 
CUSOR 3 
CUSOR 4 
CUSOR 5 

Competitor Orientation 

COMOR 1 

0/741 0/681–0/816 4(4) 
COMOR 2 
COMOR 3 
COMOR 4 

Inter-Functional Coordination 

INTER-FUNC 1 

0/811 0/666–0/885 6(6) 
INTER-FUNC 2 
INTER-FUNC 3 
INTER-FUNC 4 

Sales Forces Innovation 
Implementation 

SFINNIM1 

0/893 0/610–0/826 9(9) 

SFINNIM2 
SFINNIM3 
SFINNIM4 
SFINNIM5 
SFINNIM6 
SFINNIM7 
SFINNIM8 
SFINNIM9 

Innovative Organizational Culture 
IOC 1 

0/762 0/644–0/866 3(3) IOC 2 
IOC 3 

Sales Performance 
SALPER 1 

0/727 0/739–0/893 3(3) SALPER 2 
SALPER 3 
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model has better explaining power in comparison with the baseline values (GOF small = .1, GOF medium = .25, 
GOF large = .36; Akter, D’Ambra, & Ray, 2011). 

(1) GOF=  
 

 
Table 4. Path Coefficients and Hypothesis Testing 

Hypothesis Relationship  Coefficient t-value  Supported 
H1 K-o leadership positively related to market orientation. 0/857 23/949** Yes 
H2 Market orientation positively related to innovation 

implementation. 
0/646 13/827** Yes 

Ha1, 2 Market orientation mediates the effect of k-o leadership on 
innovation implementation. 

0/857, 0/646 23/929**, 13/827** Yes 

H3 K-o leadership positively related to innovative organizational 
culture. 

0/763 15/212** Yes 

H4 Innovative organizational culture positively related to 
innovation implementation. 

0/343 6/556** Yes 

Hb3, 4 Innovative organizational culture mediates the effect of k-o 
leadership on innovation implementation. 

0/763, 0/343 15/212**, 6/556** Yes 

H5 Innovation implementation positively related to sales 
performance. 

0/787 19/357** Yes 

Hc2, 5 Innovation implementation mediates the effect of market 
orientation on sales performance. 

0/646, 0/787 13/827**, 19/357** Yes 

Note. *p < .05, t-value greater than 1.645. **p < .01, t-value greater than 2.33. 
 

6. Discussion and conclusion  
The present study proposes a framework on how to enhance firms’ performance by innovation 

implementation. In this framework, innovative organizational culture and sales force market orientation plays a 
mediating role on the relationship between knowledge-oriented leadership and innovation implementation. In 
other hand, sales force innovation implementation also plays a mediating role on the relationship between the 
dimensions of sales force market orientation and sales performance. The framework suggests that knowledge-
oriented leadership is essential to helping ISPs to improve innovation culture among sales forces. First of all, the 
results of the study show knowledge-oriented leadership's strong impact on innovation implementation by 
mediating role of sales forces market orientation. These initiatives mainly relate to experimentation through 
internal R&D and shifts in current technological trajectories (Gupta, Smith, & Shalley, 2006). In this regard, a 
strong knowledge-oriented leadership position forces the firm to embark on substantial investment and 
development initiatives to generate new knowledge. This kind of organizational leadership leads the firm's sales 
forces to believe that knowledge creation, via R&D support, is essential for organizational development and 
competitive advantage. Previous researches (Donate & De Pablo, 2015) showed that Knowledge-oriented 
leadership has significant influence on knowledge orientations and innovation performance. The results also 
show that there is a significantly positive relationship between customer orientation and service innovation, 
which, in turn, leads to new service innovation. This finding signifies the importance of customer orientation as a 
distinct element of market orientation in developing innovation. As well as both competitor orientation and inter-
functional coordination are significantly associated with service innovation. The evidences are the same as the 
innovation literature. In other words, the impacts of all three dimensions on sales performance is fully mediated 
by innovation implementation as a whole effect. The ability to have innovative organizational culture enables 
ISPs to react in a way that will secure their competitive position in a turbulent market. ISPs can utilize the 
benefits of innovation culture to enable their business operation to run creatively, efficiently and achieve 
desirable sales performance. Having the organizational culture for innovation, people can share their information 
among each other’s. Through sharing information, the level of generating new idea will be increased. However, 
interpreting the collected information should be in such a way that people can easily understand and increase 
their knowledge. Without a doubt, people behavioral and cognitive play a prominent role in having culture for 
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innovation which can lead to an innovative performance. To move towards a holistic model of innovative 
organizational culture, the element of knowledge-oriented leadership is very crucial in which the results revealed 
that the development of new knowledge and although it is difficult to attain, it has the potential to change 
behavior of the sales forces. In fact, ISPs owners that have developed a strong innovative organizational culture 
are good at creating, acquiring and transferring knowledge, as well as at modifying behavior to reflect new 
knowledge and insights. Most importantly, the ISPs must be able to convert words into action. Based on the 
preliminary study, it can be inferred that organizational culture may affect innovation implementation and can 
make it pervasive or rare in different parts of organizations (Sharifirad & Ataei, 2012). Actually, organizational 
culture may stimulate or kill creativity and innovation if the culture is not properly nurtured. A crucial part of 
innovativeness is the cultural openness to innovation which is evidenced by the connection of knowledge-
oriented leadership and organizational culture with innovation. Innovation culture is concerned with the cultural 
attention needed to recognize the need for innovative performance. In order to enhance both theoretical and 
practical significance of the research, future studies should use both qualitative and quantitative methodologies 
and a greater variety of research tools. Therefore, presenting the findings of the preliminary study to the ISPs 
owners will provide fresh outlook that they need to embrace the concept of innovation culture in order to shift 
from traditional method of operating business to innovative ways of doing business. Wei et al. (2012) exhibited 
significant relationship between market orientation and innovation. Market orientation helps the firms in 
identifying latent needs of the customers and helps in introducing new products and services to fulfill the needs 
of customers. Market orientation affects sales performance and fosters innovation and plus facilitates innovation 
implementation (Baker & Sinkula, 1999; Farrell & Oczkowski, 2002; Hunt & Morgan, 1996). This paper 
suggests that if organizations want to adopt innovative behavior, then they must adopt market orientation 
successfully and efficiently and must improve its learning processes by knowledge-oriented leadership. To adopt 
market orientation, organizations must foster internal processes to collect, disseminate information about needs 
of customers and must be aware of strengths and weaknesses of competitors, must have complete information 
about market environment and must have a strong network for identifying and meeting the needs of customers 
and must give active response to market conditions. The finding of this study showed similar results from past 
researches in which innovation implementation positively affected market orientation and sales performance 
(Wang and Miao, 2015; Narver & Slater, 1990; Kohli & Jaworski, 1990). Briefly, the findings have noted that 
knowledge-oriented leadership via innovative organizational culture and market orientation is essentially 
important in determining the success of innovation implementation that led to better sales performance. So by 
adopting a strong knowledge-oriented leadership style, by focusing and implementing market orientation, by 
enhancing innovative organizational culture, all sectors whether government, nongovernment or public service 
companies can introduce innovative products, services and processes and can show superior Organizational 
Performance. 

 
7. Limitations and further direction  

There are several other important factors may influence on market orientation such as environmental factors 
(i.e., Market dynamism, Technological turbulence, Competitive intensity) which are not considered in this study. 
Also, our sample size is relatively small. It is more appropriate, if the evaluation of market orientation would 
have come from both company and customer point of view. We leave this for future investigation. Our data is 
cross-sectional and from a single source. Although the findings of significant positive interactions have 
alleviated the common method bias concern, future studies may wish to use data from multiple sources data for 
more robust causal inferences. 
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