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In the context in which firms utilize big data in their marketing strategies, this study examines the
effects of two types of market orientation (responsive and proactive market orientation) on
business performance through two types of innovation (exploitative and exploratory innovation),
and the role of ignorance-based view in the series of processes. In particular, | address the
following three issues. First, | explore the important organizational capabilities for firms to take
advantage of big data in their marketing activities. Second, because ignorance-based view does
not have a validated scale in the existing literature, | develop a scale to measure the construct
following the guidelines articulated by MacKenzie, Podsakoff, and Podsakoff (2014). Third, to test
the research hypotheses, | conduct a survey with 1500 top and middle level managers in Japanese
firms.
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Responsive and proactive market orientation and business performance: Ignorance—based view
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In the context in which firms utilize big data in their marketing strategies, this study examines the effects of two types of market
orientation (responsive and proactive market orientation) on business performance through two types of innovation (exploitative and
exploratory innovation), and the role of ignorance—based view in the series of processes. In particular, I address the following three
issues. First, I explore the important organizational capabilities for firms to take advantage of big data in their marketing activities.
Second, because ignorance—based view does not have a validated scale in the existing literature, I develop a scale to measure the
construct following the guidelines articulated by MacKenzie, Podsakoff, and Podsakoff (2014). Third, to test the research hypotheses,
I conduct a survey with 1500 top and middle level managers in Japanese firms.
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