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EXECUTIVE SUMMARY

1. The purpose of this study was to empirically investigate the influence of
different competitive conditions on market orientation in the new product
predevelopment activities that food companies carry out. If differences in
market orientation were found, differences in business performance would also
be expected because a positive relationship has been found between these two
concepts in several other studies.

2. The New Zealand and Danish food industries were chosen as representatives
of industries operating under very different competitive conditions but at the
same time with quite equivalent conditions in many other respects.

3. The findings from this sample indicate that New Zealand food companies are
indeed more successful than Danish food companies when it comes to launching
new products, but we did not find that this difference is due to varying degree
of market orientation. We found no significant differences between the food
companies in the two countries as regards actual use of market information.

4. Concentrating on the successful companies in the two countries we found a
significant difference in the perception of market research as a fostering factor
in product development. The successful New Zealand companies found this
factor to be much more fostering than the Danish successful companies. This
last result may reflect that New Zealand companies are forced to be more
market oriented.

5. A managerial implication relates to the observed difference in the perception
of values of market research between Danish and New Zealand companies. It
points to the higher degree of competition in the markets where New Zealand
companies operate. This may indicate that New Zealand companies are better
prepared for international competition than Danish companies.
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1. INTRODUCTION

In an era of dynamic change in the international business environment, com-
panies are increasingly aware that maintaining and enhancing their compe-
titive positions will ensure their continued survival. No industries have been
more acutely aware of this than those industries that have been involved in the
primary sector, such as the food industry. Sustaining the competitive position of
a company, in this environment, is through profitably producing and selling a
particular product by having the lowest relative costs and/or generating the
greatest perceived relative value and satisfaction from consumers who buy and
use that product (Day & Wensley, 1988). Customer-orientated product develop-
ment has been seen as one way for companies to increase their competitive
advantage. The food industry is traditionally considered to be process oriented,
technologically driven in its product development activities and heavily con-
cerned with minimising costs of production. Minimising production costs is an
important approach to commodity production but the food industry’s move away
from commodities (defined as undifferentiated food products) to consumer packs
and convenience products demands a shift of the company’s principal focus from
production cost minimisation to the maximisation of perceived consumer value.
Such a shift in company focus requires the company to be involved in the sys-
tematic collection of information about consumer demands, its analysis and
translation into product specifications that are acceptable to the consumer
(known from here on as consumer packs) (Buisson, 1995).

The positive relationship between market orientation and various measures of
business performance, including overall new product success has been found in
several studies (Ottum & Moore, 1997). One such study (Atuahene-Gima, 1995)
found that market orientation is more important when competition is intense,
the industry hostile, and it is early in the product life cycle. This paper concen-
trates on the effect of different degrees of competition on the perceived import-
ance and use of market information as an input to the product development
process. In order to keep as many other influential factors on market orientation
constant as possible we have chosen to compare New Zealand food companies
with Danish food companies.

There are several similarities and differences between Denmark and New
Zealand that make this study interesting and useful. The countries are both
relatively small in terms of population size, and the food industry sector is a
very important component of the economy. Although these are important con-
trolling factors, it is, however, expected that New Zealand companies are forced
to be more market oriented than Danish companies due to other different mar-
ket environment conditions. New Zealand food companies operate across a wide
international arena and have a small domestic market whereas the Danish
domestic market is significantly larger especially when the European Union
(EU) is now considered an extension of the Danish domestic market. Another
important indicator is the differences in the degrees of competition facing com-
panies in the two countries given the difference in the levels of subsidisation
and protection of the primary food industry in the two countries. Denmark,
being part of the EU, has a heavily subsidised primary food production in com-
parison to New Zealand, one of the only, if not the only OECD country, which is
totally unsubsidised (Crocombe, Enright & Porter, 1991). We believe that these
two market environment factors ought to contribute to greater market informa-
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tion input into product development activities as there is a higher intensity of
competition and market uncertainty, especially when operating in the interna-
tional market. In a free-market environment, such as that of New Zealand, food
companies can no longer be commodity producers. The increased competition of
non-value added products from developing nations, makes food companies,
producing commodities, non-competitive as their cost structures are higher. The
use of market information therefore is more important to companies operating
in a free-market, and to gaining access to markets that are still protected.

Using the percentage of successfully launched products over the last three years
as a measure of success, results are shown that compare the importance and use
of market information on the product development programme reported by
successful and unsuccessful companies. These comparisons are made both with-
in and between countries in order to identify whether companies, which are suc-
cessful in their product development programme, are more market oriented
than unsuccessful companies.

As a secondary purpose this research fills the need for more cross-country prod-
uct development research, especially those focused on the food industry. It has
been reported that there are few comparative articles on general cross-country
product development activities (Mishra, Kim & Lee,. 1996) and fewer attempts
of international specific industry comparisons. Furthermore, few existing new
product development studies are oriented towards the food industry, bringing
into question the applicability of these results to the food industry One of the
few comparative studies between the food industry and a high-technology in-
dustry (medical instrument industry), highlighted differences in the rates of
new product development performance and the factors leading to new product
performance (Karakaya & Kobu, 1994). Product performance and poor market-
ing were identified as the most important contributors to product development
success in this study, enforcing the importance of market information in product
development activities in the food industry (Karakaya & Kobu, 1994).

2. CONCEPTUAL FRAMEWORK

Atuahene-Gima (1995) presents a conceptual framework for the study of the
relationship between market orientation and new product performance based on
a literature survey. Kohli and Jaworski (1990) define market orientation to
cover: (a) the generation of market information about current and future custo-
mer needs and other market environment factors (eg competition, governmental
impacts, etc.); (b) the dissemination of market information among all organisa-
tional functions; and (c) the development and implementation of strategies in
response to the market information. Although market orientation and new
product performance are positively related Atuahene-Gima (1995) identified a
number of moderating factors influencing this relationship. First, the degree of
product newness to customers and/or to the producing company is expected to
strengthen the relationship. Secondly, environmental hostility measured by the
intensity of competition, the higher level of competition in a market is expected
to strengthen the relationship between market orientation and new product per-
formance. Thirdly, the stage of the product life cycle is expected to have an effect.
Market orientation is expected to make a greater contribution to new product
performance at an early stage of the product life cycle than at a late stage.
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The Atuahene-Gima study (1995) of Australian firms, although differing from
this study on the wide range of industries represented, found a positive relation-
ship between market orientation and new product performance. New product
performance was measured on two dimensions (market performance –
achieving market share, sales, growth and profit objectives – and project per-
formance – opportunities for cost efficiencies etc. Of particular interest to this
study is the reported positive relationship between the efficiency of predevelop-
ment activity and market orientation. The expected relationships between the
levels of environmental hostility, stage of product lifecycle and marketing orien-
tation were also supported.

In this study, success is measured as perceived success at company level across
all product development projects within one company. Success depends on com-
pany goals. Consequently the company itself is the most reliable judge of
whether the new product is a success or not. The criteria for success may conse-
quently differ across companies and even between projects. Ottum and Moore
(1997) also apply a judgmental measure of success. Objective measures, like
dollar profitability, leads to similar problems when comparing across companies
due to different accounting conventions and definitions of start time for projects.
Objective measures may also inhibit some respondents from providing data.

The definition of market orientation in the predevelopment activities used in
this study is inspired by Kohli and Jaworski (1990) and similar to the definition
used by Atuahene-Gima (1995). It reads “the collection and use of market infor-
mation to improve efficiency in the preliminary tasks such as screening, concept
testing and financial analysis during the development process”. As New Zealand
companies are forced to operate on a free international market with nearly no
governmental protection compared to Danish companies it is hypothesised that:

Hypothesis: New Zealand companies are more market oriented than Danish
companies

This hypothesis considers the effect of environmental hostility on market orien-
tation. Because of the studies (Ottum & Moore, 1997) reporting a positive rela-
tionship between market orientation and new product success New Zealand
companies are expected to be more successful if the hypothesis is accepted.

With the increased need globally to add product value and to meet consumer
expectations of a food product we propose that:

Proposition: The increase in focus on consumer packs and ready-made prod-
ucts, leads to an increase in market orientation 

The modifying effect of product newness and the results on product life cycles
found in Atuahene-Gima (1995) are considered here because ready-made prod-
ucts and convenient consumer packs are not considered to be radical innova-
tions but are more complex than simple line extensions. The proposed relation-
ship should be found both for Danish and New Zealand food companies as both
food industries face similar market pressures although the competitive situa-
tion is different, as mentioned. This study is cross-sectional, so we cannot form-
ally test the proposition but indicators for a change in the degree of market
orientation can be identified. As a measure of product newness, companies’ self-
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perception is used to determine whether they are commodity producers or pro-
ducers of differentiated products.

3. RESEARCH DESIGN

A sample of 121 food companies was drawn from a database of Danish compa-
nies who met the condition of having at least 20 employees. 55 of the selected
companies agreed to participate giving an effective response rate of 46%. In
New Zealand, a similar procedure resulted in 29 participating companies out of
a sample of 60 companies (an effective response rate of 48%). The product deve-
lopment manager of the participating company was contacted and an appro-
priate time was found to visit the company. The food companies selected, broad-
ly represented the food manufacturing sectors of each of the countries.

Data were collected by means of a structured questionnaire, which was filled
out in the company during an interview lasting approximately 45 minutes. The
interviews were conducted in the first six months of 1996. This approach was
considered to be better than a self-completion mail questionnaire as it gathered
all pertinent information leading to improved data reliability and use of the
information for effective managerial decisions and understanding. The ap-
proach gives the company the opportunity to comment on the questions and
seek clarification. Secondly, by visiting the company the interviewer obtained
additional valuable information about product development which would have
been impossible to collect via a postal questionnaire.

Qualitative interviews with eight Danish companies carried out in October/
November 1995, results reported in Harmsen (1996) and the review article on
product development success by Brown and Eisenhardt (1995) formed the start-
ing point for the formulation of questions. The questionnaire had 38 question
groups and a total of 320 data components from each company.

55% of the Danish and 45% of the New Zealand participating companies only
produce finished products (retailer shelf-ready products for the consumer). 15%
of the Danish and 24% of the New Zealand participating companies only pro-
duce intermediate products such as ingredients for food manufacturers. The
rest of the companies in the samples have a mixed production. The average
number of employees in the Danish food companies was 342 compared to the an
average of 150 employees in New Zealand.

In the Danish study, an analysis of possible non-response bias was made. It was
found that companies with less than 50 employees were underrepresented in
the study but there was no bias when it came to the main activity of the
companies. In New Zealand no such analysis was made but if there is a similar
skewness in company size in the New Zealand data, the possible problem
cancels out as we are studying differences between countries.

4



4. RESULTS AND DISCUSSION

This section presents and discusses the results from the study with the purpose
of evaluating the hypothesis and proposition formulated in section 2.

4.1 Are New Zealand companies more market oriented and more
successful?

If a respondent company reports that more than 60% of new products launched
over the last three years were perceived to be successful then the company is
categorised as having a successful new products programme. Using this cri-
terion, a large difference between Danish and New Zealand food companies is
found with 24% of Danish companies having successful programmes as com-
pared to 67% of the New Zealand companies. No significant differences were
found, however, on the average number of products launched per year within
the last three years, equal to 12.6 in Denmark and 13.2 in New Zealand.

Other figures relevant to enhanced new product development success (Cooper &
Kleinschmidt, 1995) in studies of Danish and US companies support the differ-
ences in success between New Zealand and Danish companies. New Zealand
companies reported that on average they expended 1.9% of their turnover on
R&D. Danish companies reported a percentage of only 1.1. As an indicator of
creativity the average number of products developed over the last three years
was 117 products in the responding New Zealand companies compared with an
average of only 16 products developed in the Danish respondent companies.
This difference is so considerable that it can only be partially explained by
differences in the composition of companies in the two samples and in differ-
ences in the definition of a new product. An inference from the above figures is
that New Zealand companies are significantly more successful than Danish
companies. Can this difference be partially explained by differences in market
orientation in the predevelopment activities? The rest of this paper will concen-
trate on aspects related to the degree of market orientation.

As mentioned, our proposition can not be formally tested because the data are
cross-sectional. However, comparisons between New Zealand and Denmark on
the measures related to the proposition give us the opportunity to identify
whether there are considerable differences between the degree of market orien-
tation in the two countries and indicators for a change in the degree of market
orientation in the two countries can be identified as expected in the proposition.

4.2 Company self-perception and related strategic issues

Companies were asked how they define a new product. Three questions were
included and answers were measured on an agreement scale ranging from 1
(totally agree) to 5 (totally disagree). The questions were 1) we consider a new
product to be new, if the packaging of an existing product is changed, 2) we
consider a product to be new, if an existing product is adapted, and 3) we only
define a product as new if it is a brand new product. A significant difference
between New Zealand and Denmark is found on question 2, where the average
score is 2.10 for New Zealand companies and 3.13 for Danish companies indi-
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cating that adaptations are more likely to be considered new products in New
Zealand than in Denmark. Comparisons between New Zealand and Denmark
will be carried out with question 2 included as a covariate.

As another indicator of the product’s newness to the customer the companies
were asked to evaluate if the majority of their products are largely identical to
the products of other suppliers (competitors). Using a dichotomous yes and no
scale, the results are shown in table 1.

Approximately 80% of the companies in both countries consider the similarity
between their own products and competitive products to be high. This is a very
high percentage although there is evidence that in the food industry true inno-
vations are rare (Karakaya & Kobu, 1994; Petroni, 1991). A number of reasons
can be put forward for this. Breakthrough technologies are rare in the food
industry, but the very emotive nature of food products means that consumers do
not want true innovations out of safety or fear of ingesting something outside of
their knowledge set (Flores & Fernando, 1993; Fornell & Menko, 1981; Griffin &
Hauser, 1993; Lauglaug, 1993). Domestic as well as international government
regulations also make new product development difficult in the food industry
along with non-tariff trade barriers in place in many parts of the world.

The results in table 1 suggest that either the responding companies apply a very
narrow definition of the concept of ‘a product’, considering only the functional or
technical components of the product rather than the product’s augmented bene-
fits (Kotler, 1996), or that a very substantial part of food production in fact is
commodity based. The result in table 1 further indicates that only limited use
of consumer information will be applied as a source of new product ideas in both
countries given the similar nature of companies in both country samples to
other suppliers.

In both the Danish and New Zealand food industries there appears to exist an
increasing tendency to seek opportunities to differentiate/add value to their
products, and export processed product in order to compete in the international
marketplace (Tradenz, 1996). However, the general impression from table 1 is
that the different market conditions in which New Zealand and Denmark
operate has not influenced the speed of moving away from me-too or similar to
other supplier products to more differentiated products.

If the company primarily sells commodities, price or service would be expected
to be the main competitive market parameters for the company.
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Denmark New Zealand
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Figure 1 provides evidence that price is considered to be moderately important
for marketing success. For both countries quality is considered to be significant-
ly more important than the ability to meet changing customer demands but it
is not significantly more important than price. Several explanations may be
given for the high importance of quality. Firstly, the interviews gave the general
impression that companies are aware of the fact that it is necessary to move
away from commodities and into consumer packs with the associated demand
for quality in such products. Secondly, the high degree of ISO accreditation, both
in Denmark and New Zealand, may be seen as a consequence of an increased
focus on quality. Thirdly, this is an age of quality and hence there may be
validity in assuming that to some degree this result may be influenced by social
desirability and consciousness. In both countries, an ability to meet changing
customer demands is also considered to be important. This result can also be
seen as an indication of an increasing focus on the utilisation of market infor-
mation in the development process.

If a company considers itself to be a commodity producer then lowering costs
may be an important success criterion that is normally expected to lead to an
increase in market share (Buisson, 1995). According to Crocombe, Enright and
Porter (1991) New Zealand, for example, has a very significant cost advantage
in the dairy industry evaluated to be approximately 50% of the costs of main
competitors like the Netherlands. At present this cost advantage, however, can
not be turned into increased market shares on the world market due to the EU
and North American subsidisation and other forms of non-tariff protection of
primary producers being in force until/if the effects of GATT are felt. The farmer
co-operative board structure in many areas of the New Zealand and Danish food
industries leads to a production driven orientation with transfer prices between
board and producer. This may lead to a greater focus on lowering costs at the
producer level and it may be one of the reasons why lowering costs are import-
ant both in New Zealand and in Denmark (Søgaard, 1994). In New Zealand a
single seller structure exists for exports. Most of the Danish dairy products,
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fruits and vegetables, and meat are sold by co-operatives but not in a single
seller structure. It may be part of the reason that lowering costs are considered
even more important in New Zealand than in Denmark.

Figure 2 shows the importance attached to different success criteria for a new
product. At first glance technological advantage as well as improved reputation
in society are considered to be significantly more important in the New Zealand
food industry than in the Danish food industry. If we control for the mentioned
differences in definition of newness in the two countries, only significant differ-
ences in improved reputation are found between the two countries. This result
may indicate that image is considered to be more important in New Zealand
than in Denmark. Image reflects both company image and a more overall
national image. In New Zealand, Tradenz’s development (the New Zealand
Trade Development Board) of the “New Zealand food campaign” internationally
is an indication of increasing focus on an overall national image as a country of
origin purchase cue for food products. Domestic competition up until the early
1990s was also relatively low in the New Zealand market (Crocombe, Enright &
Porter, 1991) which in combination with the board structure gives an impres-
sion of a more united food industry on a national New Zealand level. Competi-
tion, however is increasing in the New Zealand market both from major inter-
national players and from increasing domestic competition as a result of
industry deregulation. This may lead companies to focus more on image as a tool
for competitive advantage.

In both countries increasing market share is the most important new product
development programme success criterion. In order to obtain long-term success
it will be crucial to have a comprehensive knowledge of the market, to take this
offensive strategy to improve their competitive positions. Figure 2 also demon-
strates that the traditional technical and production advantages are relatively
less important success criteria.
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Figures 1 and 2 infer that companies in both countries must focus extensively
on market information given the marketing knowledge requirements for meet-
ing market and new product success.

4.3 Experience with use of market information in new product
development

In order to measure the use of market information as a source of new product
ideas, a focus is taken on both the perception of market information as a factor
fostering or hampering product development and the actual use and importance
of market information. The difference between importance of use and actual use
by the company is considered a “gap”, the magnitude of which indicates whether
use of market information as a source of new product ideas is going to increase
or decrease. Results regarding use and importance of different sources of new
product ideas are shown as a function of their relationship to the distribution
channel in order to determine how close to the end-user companies typically
search for new product ideas.

The typical distribution channel for a food product includes at least the three
actors in figure 3. The efficiency in the use of information from various distribu-
tion channel members as sources of new product ideas may vary depending on
the variance between retailers’ perception and interpretation of end-user needs
and actual end-user needs. Results on the actual use of different sources of
information and how important the sources are perceived to be, may depend on
whether the producer has own brands or whether the producer mainly provides
merchandise which retailers sell under their own label. Our data cannot be split
according to this strategy variable.

Results are sorted in accordance with the point in the distribution channel
structure, shown in figure 3, beginning with external, more general information,
then internal, more specific information, wholesaler/retailer information, and
finally information from end-users. Other attempts to order sources of new
product ideas may be found in eg Crawford (1991) and Stasch, Lonsdale and
LaVenka (1992). The external factors are outside company control but all other
factors are to some degree controlable by the company. The internal factors may
be used with more or less advanced levels of proficiency by the company.
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In figures 4, 5 and 6 the vertical scale is measured from -2 to +2 corresponding
to a scale from a high degree of hampering (-2) to a high degree of fostering (+2).
The results reflect a mixture of company experience and company expectations
with the different environmental and external sources.

There is a significant difference between Denmark and New Zealand as to what
degree that international legislation fosters and hampers product development.
This may be attributable to the different competitive conditions for producers in
the two countries. New Zealand operates across a wide range of global markets
each with their own legislative requirements whereas a substantial component
of the Danish market is in the EU where there is greater harmonisation of
member country legislation. However, the difference is observed at a very low
average level and in general legislation is considered to be neither fostering nor
hampering for product development in either of the two countries.

Trends/fashion, the information about the end-user on a macro level, fosters
new product development in both countries. The last external factor on the
macro level is competition. The degree to which competition fosters new product
development in New Zealand is not significantly different from Denmark when
differences in definition of newness are included as a concomitant variable.

Internal information may come from management or employee sources. Man-
agers can be a source of new product ideas either by coming up with new ideas
themselves or in a more indirect way through creating an organisational en-
vironment that fosters new product ideas. Management support and willingness
to take risks are factors that foster new product development in companies in
both countries. The remaining results in figure 4 refer to information from the
market either from wholesalers/retailers or end-users and hence point to aspects
of market-based product development. It is evident that these sources are con-
sidered to foster new product development in both countries. Information from
customers (middle-men) is the element with the highest average degree of fos-
tering impact on new product development. Demands from retailers are also a
fostering element. On average, New Zealand food companies consider market re-
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Figure 4. Factors fostering or hampering new product development
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search among end-users significantly more fostering than Danish companies do.
This difference is an interesting result and is further supported in figure 5 where
successful New Zealand companies consider market research among end-users
to be fostering – to a much higher degree than Danish successful companies.

In figures 4 and 5 a number of significant differences are found leaving the
impression that New Zealand companies concentrate more on end-user needs
than Danish companies. Figure 5 shows that New Zealand food companies con-
sider market research among end-users as a significantly more fostering tool
than Danish food companies. Mishra et al (1996) reported results from a com-
parison of NPD activities in South Korea, China and Canada identifying that
formal activities such as market research, initial screening and in-house proto-
type testing are related to new product development success. The results from
Mishra et al (1996) support the inference about the importance of market
research in enhancing the success of product development.

The consequence of demands from the wholesalers’ retailers, shown in figure 6
is an interesting result in connection with the distribution channel. “Demands”
is quite an imprecise term but it is difficult to describe the character of demands
more explicitly. It is interesting that the more fostering the demands from
middle-men are considered to be, the lower the success rate. One possible ex-
planation is that the middle-men are very conservative and do not take any
risks and hence end up in discordance with the end-users. If middle-men have
become more powerful, as often discussed in the literature (see eg Ailawada,
Borin & Farris, 1995), then a considerable problem exists for the food company
undertaking product development. An alternative view is that the companies
are attributing the responsibility for lack of product development success out-
side the company.
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Figure 5. Market research usage in successful companies in Denmark and New
Zealand
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The explanation of figure 6, stressing the power of the middle-man level and the
overconfidence in retailer evaluations of the market, is supported by the result
in figure 7. For the New Zealand data there is a clear correspondence between
success and the perception of a large gap between actual end-user needs and the
needs immediate buyers think end-users have. This may be one explanation for
the result showing that New Zealand companies consider market research
among end-users to be highly fostering. For Danish food companies this
difference is not found.

In figures 8 and 9, results determining the use and importance of different
information sources are shown. Importance is measured on a scale from 0 (no
importance) to 4 (very important) and frequency of use is measured on a scale
from 0 to 3 with the following interpretation (0: never), (1: less than once a year),
(2: at least once a year), (3: at least once a month). With these scales in mind it
is obvious that you have to be very cautious in comparing the importance and
the frequency of use “line”. The different sources are sorted according to the
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Figure 6. Demands from wholesalers/retailers
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distribution channel starting with external information sources and finishing
with end-user information. The gap between importance and use becomes very
high for the last three sources that reflect actual use and importance of end-
user information. In both countries, end-user information sources are con-
sidered to be very important but only used to a very limited degree. Cost of
information may be one of the reasons why this gap exists, but nonetheless end-
user information, both in the New Zealand and Danish food industry, derived
from qualitative or quantitative analysis of the market is very seldom used as
input to a product development process. The gap between importance and use
and the very high importance of these sources (as compared to most other
sources) may also indicate a change in food companies away from more general
information input to more end-user based information utilisation.
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Figure 8. Importance and use in Denmark
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Figure 9. Importance and use in New Zealand
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Observed differences between the two countries in actual use of qualitative or
quantitative market research information as sources of ideas in product deve-
lopment are not statistically significant.

5. CONCLUSION

The purpose of this study was to empirically investigate the influence of differ-
ent competitive conditions on market orientation in the new product pre-
development activities that food companies carry out. If differences in market
orientation were found, differences in business performance would also be
expected because a positive relationship has been found between these two
concepts in several other studies (Ottum & Moore, 1997).

The New Zealand and Danish food industry were chosen as representatives of
industries operating under very different competitive conditions but at the
same time with quite equivalent conditions in many other respects.

The expected link from more intense competition to higher market orientation
and further on to better business performance was formulated as a hypothesis
with the implication that New Zealand food companies are more market orient-
ed and hence more successful than Danish food companies. The findings from
this sample indicate that New Zealand food companies are indeed more success-
ful than Danish food companies when it comes to launching new products but it
is not found that this difference is due to differences in the degree of market
orientation. We did not find any significant differences between the food compa-
nies in the two countries as regards actual use of market information. Concen-
trating on the successful companies in the two countries we found a significant
difference in the perception of market research as a fostering factor in product
development. The successful New Zealand companies found this factor to be
much more fostering than the Danish successful companies. This last result
may reflect that New Zealand companies are forced to be more market oriented.

The general increase in focus on consumer packs and ready-made products was
expected to lead to higher market orientation and was formulated as a propo-
sition. Because the increased need to add product value and to meet customer
expectations is an international one, we expected to find indicators of an in-
crease in market orientation in both countries. Some indicators of an increase
in market orientation supporting the proposition have been found in this study.
Firstly because ability to meet changing customer demands are reported as
important factors for marketing success and with increase in market share
reported as the most important criterion for success in product development,
companies are forced to focus more on end-user needs. Secondly, for both
countries a substantial gap was found between importance and use of end-user
information compared to other sources of new product ideas. This is another
indication of an expected increase in the use of market information as an input
to product development in the future.

Despite the very different market conditions for Danish and New Zealand food
companies we found many similarities between companies in the two countries.
In both countries we found that approximately 80% of the companies still con-
sider themselves as primarily commodity/and me-too producers, but it is a fact
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that both in the Danish and the New Zealand food industries there is a ten-
dency to seek opportunities to differentiate/add value to their products.

The first managerial implication concerns the finding that the actual use of
market information is the same in the two countries and the indicators of an
increase in market orientation are the same in the two countries. The trend
towards more market orientation does not seem to depend upon the intensity of
competition but is a general one. Hence we believe that to maintain the market
position it is important for management in the food industry in general to invest
in activities that enhance the market orientation of the firm.

A second managerial implication relates to the observed difference on the per-
ception of values of market research between Danish and New Zealand com-
panies. It points to the higher degree of competition in the markets where New
Zealand companies operate. This may indicate that New Zealand companies are
better prepared for international competition than Danish companies.

A third managerial implication relates to the result that the more fostering the
demands from middle-men are considered to be on new product development,
the lower the success rate. Hence new product managers should not be over-
confident in information from their immediate customers.

We believe that our results contribute to empirical research. To our knowledge
our research is one of the very few attempts to try to control for as many extern-
al factors as possible by concentrating on a particular industry and by com-
paring two countries that are similar in many respects but different as regards
competitive conditions. However there is a need for further research to examine
whether the results found are specific to the food industry or are more general.
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