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ABSTRACT 
 
In today’s world, businesses are gradually realizing the importance of employees’ 
needs and treating them as a ‘family’ in ensuring a happy and productive 
workforce. Undoubtfully, a happy employee will eventually create a happy 
customer. Furthermore, there is this ongoing interest over individualized form of 
market orientation. Individual market orientation or I-MARKOR, is essentially 
revolved around how effective that salespeople is in acquiring, disseminating and 
utilizing the customer knowledge into productive actions that positively benefit the 
marketing firm. Nevertheless, the interaction effects of employees’ unity and 
togetherness on the link between I-MARKOR and job performance is relatively 
unknown due to insufficient works on I-MARKOR within the academia. A firm that 
enacts Group Culture is primarily inclined towards internal affairs and flexibility, by 
advocating the sense of mutuality, respect and trust among the employees. 
Hence, Group Culture is regarded as one of the best approach in nurturing a 
competent workforce. This study seeks to ascertain whether these market-
oriented outcomes can be possibly amplified with the inculcation of Group Culture 
within the firms.  The scope of this study is focused on business-to-business (B2B) 
salespeople of financial institutions, often referred to as Relationship Managers 
(RMs). A field study participated by 539 RMs from 18 banks across the Klang 
Valley was conducted. Confirmatory Factor Analysis (CFA) was performed using 
SmartPLS 3.0 to assess whether the theoretical model can fit well with the actual 
data. In general, the results demonstrate evidence for construct validity and 
reliability among all the variables. The results indicate that Group Culture 
significantly moderates the effects of Information Acquisition on Job Performance. 
The theoretical and practical implications are also discussed in this study, 
particularly on the right strategies and insights that could be deployed by 
marketers based on the model.  
 

Keywords:  Individual Market Orientation; Organizational Culture; B2B; 
Marketing; Salespeople Performance. 

 
 

INTRODUCTION 
 

Even though customers are long recognized as the valuable source of 
knowledge which can be useful for firms especially banks, customer knowledge 
remains as an elusive topic beyond the scholars and academicians’ radar. As the 
world is getting embraced with the big data phenomenon, knowledge generated 
from personal interactions are overshadowed by the information technology-
driven knowledge.  It has to be said that too much emphasis given on transactional 
data can potentially undermine the potential of simple personal interactions 
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(Garcia-Murillo & Annabi, 2002).  In B2B service marketing environment, building 
relationships with customers requires people-driven competencies as its core 
resources, as compared to physical and computerized resources that are the 
backbone of the retail industry. In view of this, salespeople are often urged to 
sharpen their marketing skills to cope with the demanding performance indicators 
and changing regulations within the financial services landscape.  

 

The Malaysian banking and financial service sector is well known for rapid 
changes in both market offerings and regulations. Recent capital adequacy ratio 
(CAR) requirement that is modelled after Basel III Accord (an international 
regulation which requires banks to increase their capital reserves amid higher 
market and operational risks) imposed by Bank Negara in 2013 has forced 
Malaysian commercial banks to re-strategize their risk and return approaches. 
Banks’ B2B salespeople often see themselves facing unequivocal ambidextrous 
expectations; (1) generating income to the business banking division through 
sales or utilization of banking facilities, and (2) ensuring that the interest of the 
bank is protected through proper due diligence and credit risk mitigation 
(preventing the loan from going into default). The main duties of B2B salespeople 
that involve maintaining positive and win-win relationship with customers, make 
them the suitable candidate for this study. Therefore, their nature of work highly 
involves proactive work behaviours. Rather than just complying to normal job 
description of securing designated amount of sales or leads, proactive service 
performance involves the employees’ capability in meeting the customers’ needs 
and making sound judgments pertaining to risk-return profiles of customers.  

 

This study attempts to investigate the roles individual market orientation in 
predicting job performance among B2B salespeople, and the interaction effects of 
Group Culture on the said relationship. This is because B2B salespeople task 
achievement is reportedly be driven by their behaviour pertaining to customer 
knowledge processing (Salojärvi & Sainio, 2010), particularly in acquiring, sharing 
and utilizing the customers’ knowledge.  

 
 

LITERATURE REVIEW 
 

Job Performance and Individual Market Orientation 
 

Today’s jobs are typically characterized by rapid changes and 
decentralized work structures. In services and knowledge based industry, 
employees are their single greatest assets which determine the success or 
downfall of a company. Prescribed task performance refers to expected 
employees behaviour that may be derived from implicit norms in the workplace or 
from explicit obligations as specified in organizational documents such as job 
descriptions (Brief & Motowidlo, 1986). Prescribed task performance includes 
undertaking routine work that involves job-specific task proficiency, written and 
oral communication proficiency and personal discipline. In high touch customer 
service, employees must have the basic ability to communicate with customers, 
which includes prospecting, upselling, resolving complaints and closing business 
deals. The popularity of job performance as a chosen phenomenon of interest 
among scholars in the field of organizational psychology, human resources and 
work behaviour had made the construct consistently endorsed as the dependent 
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variable (Sonnentag & Frese, 2002). Thus, job performance is still considered 
highly relevant in studying salesperson work-related behaviours in the services 
industry.  

 

The market orientation (MARKOR) concept was conceived by Kohli and 
Jaworski (1990) as an organizational conduct pertaining to the generation, 
dissemination and responsiveness to market intelligence. The market intelligence 
refers to (1) customer knowledge particularly current and future customer needs, 
and (2) market related knowledge particularly on the development and offerings 
of the competitors and industry. Customer-related information is transformed into 
knowledge, when employees accumulate skills and experience in making 
judgment. Such customer knowledge allows them to perform the necessary 
responses towards customers, such as complaint resolutions, service recoveries 
and product improvements. 

 

Most of the existing market orientation models were studied in the form of 
organizational conduct. Individual employee responses have often been 
overlooked in the literature. In support of conducting such studies, Carr and Lopez 
(2007) contended that long term implementation of market orientation should 
require individual commitment from the employees. Similar view was highlighted 
by Lings and Greenley (2010) who suggested that market orientation can be well 
adopted via individual roles. Recently, a proper validation of the individual market 
orientation construct was conducted, in view of the shortcomings of the original 
concept in explaining individual employees conduct. The individual market 
orientation construct or I-MARKOR, a modified version of Kohli & Jaworski's 
(1990) MARKOR, was established by Schlosser and McNaughton (2009) through 
qualitative and quantitative methods. The respective dimensions of I-MARKOR 
are information acquisition, information dissemination and coordination of 
strategic response (Schlosser & McNaughton, 2009). Information acquisition 
behavior reflects the employees’ conduct in capturing information from customers 
and the environment which affects them. The term ‘information’ refers to 
customers’ needs, ongoing developments and also future expectations. Secondly, 
information dissemination deals with employees’ dissemination of customer-
related information across internal departments. Finally, coordination of strategic 
response refers to the employees’ conduct in utilizing customer knowledge in 
order to produce responsive actions that will strategically maximize customers’ 
value and relationship quality. Individual market orientation will bring benefit to the 
firm in terms of increased cross-selling and up-selling, positive word-of-mouth and 
continued purchase (behavioral loyalty), if they are appropriately managed by the 
employees in charge. 

 

Within the Malaysian context, individual market orientation studies are 
equally scarce. A recent research by Voon, Niden and Johneny (2011) on Bursa 
Malaysia’s remisiers found that all three individual market orientation variables 
had significant and positive relationship with work performance. The result 
provided opportunity for further research in the local financial service industry, 
particularly banking in order to reinforce the findings. These findings provide lead 
to the following hypotheses: 
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H1 Perceived level of information acquisition is positively related with 
employees’ job performance. 
H2 Perceived level of information dissemination is positively related with 
employees’ job performance. 
H3 Perceived level of coordination of strategic response is positively related 
with employees’ job performance. 

 
 

Group Culture and It’s Interaction Effects 
 

The group culture has an internal focus on the employees’ participation and 
intimacy (Daft, 2014). It is also known as the group culture. Achieving the needs 
of organizational members is given the primary emphasis as compared to the rest. 
Firms with clan culture are generally very friendly place to work where people 
share a lot of themselves, like an extended family. Those who occupied senior 
ranks are considered as mentors and to certain extent, parent figures. The people 
in the firm are bonded together by loyalty, where each person is dealt with high 
levels of commitment, trust and respect (Cameron & Quinn, 2011). The firm’s long-
term outlook is focused on talent development, empowerment, cohesion and 
morale. A firm with clan culture considers itself successful when the employees 
are happy and their needs are being taken care of.  The important values that are 
inculcated in the firm include teamwork, considerate support and mutual 
agreement (Gregory, Harris, Armenakis, & Shook, 2009). The group culture is 
considered of having internal focus and flexibility among the other cultures 
established within the Competing Value Framework (CVF) model. Therefore, 
group culture is proposed to play an interaction role pertaining to I-MARKOR’s 
effect towards job performance outcomes, previous findings involving group 
culture are assessed and reviewed. 

 

Many of past studies involving group culture and performance outcomes 
have reported positive and significant results. Notably, several of the outcomes 
are related to tacit knowledge sharing, which is not surprising considering that a 
friendly environment (that group culture advocates) fosters voluntary informal 
knowledge exchanges among employees. For instance, group culture significantly 
influenced tacit-oriented KM strategy (Keskin, Akgün, Gunsel, & Imamoglu, 2005) 
and indirectly led to tacit knowledge sharing via self-efficacy (Shao, Wang, & Feng, 
2015). Within the Malaysian setting, group culture was discovered to have positive 
influence over tacit knowledge sharing among employees across multiple 
industrial sectors (Suppiah, Sandhu, Casimir, & Lee, 2011). Besides, group 
culture was also found to enhance the positive linkages between talent 
management efforts and job performance among Malaysian public universities 
(Hamzah et al., 2013). Based on these discussions, the following set of 
hypotheses was proposed: 
 
 

H4: Group culture will positively moderate the relationship between information 
acquisition and job performance. 
H5: Group culture will positively moderate the relationship between information 
dissemination and job performance. 
H6: Group culture will positively moderate the relationship between coordination 
of strategic response and job performance. 
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METHODOLOGY 
 

Operationalization 
 

The extant literature was referred in developing the questionnaires to 
measure the I-MARKOR, group culture and job performance constructs. The I-
MARKOR dimensions were measured using the instrument developed by 
Schlosser and McNaughton (2009). Organizational culture was adapted from 
Gregory et al. (2009) to measure the organization’s emphasis towards the 
employees’ wellbeing. Meanwhile, job performance was adapted from Williams 
and Anderson (1991). Several experts in the field of marketing and workplace 
behaviour were engaged to validate the content and propose the necessary 
adjustments to original scales. During the validation process, these scales were 
revised by adding several important words and deleting ambiguous and complex 
words. In accordance to Podsakoff, MacKenzie and Podsakoff's (2012) 
suggestion to miminize the risk of common method bias, different scale properties 
were used for the predictor and criterion measures. The I-MARKOR and group 
culture items were assessed using five-point Likert scale, while job performance 
was assessed using seven-point Likert scale. The scale used for I-MARKOR is 
represented as follows: (1) Never, (2) Almost Never, (3) Sometimes, (4) Often, 
and (5) Almost Always. Meanwhile, the scales for group culture and job 
performance were assessed in which 1 represents strongly disagree and 5 (7 for 
job performance construct) represents strongly agree. 

 
 

Sample and Data Collection 
 

A pilot study involving 53 samples comprising of several banks was 
conducted prior to the final data collection. The reliability of the items were 
reasonable; the cronbach alpha (α) ranged from 0.61 to 0.90 in accordance with 
Nunnally & Bernstein's (1994) suggestion for a minimum threshold of 0.6 
particularly when the items were newly tested within a new culture relative to the 
original scales. A correlation analysis was performed to assess the presence of 
acceptable convergent validity among the variables. All the three I-MARKOR 
variables indicated higher r values (ranged from 0.55 to .064) when they were 
intercorrelated against each other, as compared to correlation results with the 
three dependent Job Performance variables that yielded lower r values (ranged 
from 0.26 to 0.44).  

 

For the actual survey, a total of seven hundred questionnaires were 
distributed to 700 Relationship Managers attached to 52 Business Banking offices 
in Klang Valley, Malaysia. The samples represented 18 banks that were licensed 
by the Bank Negara Malaysia, which is the country’s central banking and monetary 
authority. The five top tier banks (Maybank, CIMB, Public Bank, Hong Leong Bank 
and RHB) made up 65.4% of the total samples. A liaison responsible in distribution 
and collection of the questionnaires was appointed to each participating office. 
Within six months, 539 questionnaires were obtained representing a response rate 
of 76.7%. Of these, 37 samples were deemed unusable due to too many missing 
values, incompletion or completed by inappropriate individuals.  Table 1 below 
highlights the demographic profile of the participants. It is worth to highlight that 
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some of the respondents did not disclose their personal details. For example, 
income level is only reported by 477 respondents (95 percent). 

 
 

Table 1 : Demographic Profile of the Participants (N=502) 

  Overall 
  n % 

Gender Male 260 51.8 
 Female 242 48.2 
    
Age < 25 years old 33 6.6 
 25-34 years old 251 50.1 
 35-44 years old 154 30.7 
 45-54 years old 54 10.8 
 >54 years old 9 1.8 
    
Ethnicity Malay 304 60.6 
 Chinese 171 34.0 
 Indian 20 4.0 
 Others 7 1.4 
    
Education High School 7 1.4 
Level Diploma 36 7.2 
 Bachelor Degree 412 82.4 
 Master & Above 45 9.0 
    
Job <1 year 36 7.2 
Experience 1-5 years 195 39.0 
 6-10 years 147 29.4 
 11-15 years 64 12.8 
 >15 years 58 11.6 
    
Monthly <RM4,000 101 21.2 
Income RM4,000-RM5,999 141 29.6 
 RM6,000-RM7,999 103 21.6 
 RM8,000-RM9,999 78 16.4 
 RM10,000-RM11,999 19 4.0 
 >RM12,000 35 7.2 

 
 

FINDINGS 
 

Method Bias 
 

The remaining 502 data were tested for non-response bias through an 
independent t-test analysis. There were no significant differences between the 
means of the earlier responses and the late responses, thus non-response bias 
was not an issue. In terms of addressing the potential risk of common method 
variance, Harmann one-factor test was performed using factor analysis tool in 
SPSS. It was found that there is no single general factor account for more than 50 
percent of the covariance among the measure, hence common method is not 
issue (Podsakoff, MacKenzie, Lee, & Podsakoff, 2003). Besides, the correlation 
matrix was assessed to observe any potential signs of common method bias 
(Bagozzi, Yi, & Phillips, 1991). Common method bias was not a serious concern 
in this study since the correlations between the construct were not too large (r 
values ranged from .19 to .47).  
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Measurement Model 
 

To test the model we developed for this research, we employed structural 
equation modelling (SEM) technique using SmartPLS 3.0 (Ringle, Wende, & 
Becker, 2015).  Two-stage analytical procedures consisting of measurement 
model (to validate the instruments) and structural model (to test hypothesized 
relationships) were employed (Anderson & Gerbing, 1988). First, the 
measurement model is examined to assess internal consistency reliability, 
convergent validity and discriminant validity of key constructs. Internal consistency 
assesses if the measures consistently represent the same latent construct while 
convergent validity refers to the degree to which the items measuring the same 
construct correspond by checking the average variance extracted (AVE) of each 
construct from its indicator. Table 2 below lists the factor loadings, composite 
reliability and AVE of the five constructs used in our study.  

 
 

Table 2 : Measurement Model 

Construct / Source Item Loadings CR AVE 

Information Acquisition INFOACQ1 0.832 0.817 0.598 
(Schlosser & McNaughton, 2009) INFOACQ2 0.773   
 INFOACQ3 0.711   

Information Dissemination INFODIS1 0.732 0.819 0.601 
(Schlosser & McNaughton, 2009) INFODIS2 0.817   
 INFODIS3 0.775   

Coordination of Strat. Response COSTRES2 0.820 0.843 0.642 
(Schlosser & McNaughton, 2009) COSTRES3 0.738   
 COSTRES4 0.842   

Group Culture GROUPCUL2 0.764 0.932 0.697 
(Gregory et al.,2009) GROUPCUL3 0.845   
 GROUPCUL4 0.861   
 GROUPCUL5 0.889   
 GROUPCUL6 0.796   
 GROUPCUL7 0.847   

     

Job Performance JOBPERF1 0.840 0.915 0.644 
(Williams & Anderson, 1991) JOBPERF2 0.725   
 JOBPERF3 0.780   
 JOBPERF4 0.776   
 JOBPERF5 0.836   
  JOBPERF6 0.852     

Note: INFOACQ4, INFODIS4, COSTRES1 and GROURCUL1 were deleted due to low loading. 
AVE = Average Variance Extracted, CR = Composite Reliability 

 
 

In this case, all constructs have indicated composite reliability that ranged 
from .82 to .93, which is considered acceptable (R. P. Bagozzi & Yi, 1988; Hair, 
Sarstedt, Ringle, & Mena, 2012). Four items were removed namely INFOACQ4, 
INFODIS4, COSTRES1 and GROURCUL1 due to low loadings. However, the 
number of deleted items did not exceed 20% from the initial indicators to retain 
the credibility of the instrument design (Ramayah, Cheah, Chuah, Ting, & Memon, 
2016). All of the factor loadings have exceeded 0.7 for the remaining 21 items, 
and all of the loadings are significant at the 0.01 level with t-values far above 1.96. 
Meanwhile, the constructs have indicated AVE values that ranged from .60 to .66. 
The above analyses indicate good reliability and convergent validity of the 
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constructs. Next, discriminant validity test was conducted to ensure that each 
construct has the strongest relationship with its own indicators than indicators from 
other constructs.  To examine discriminant validity, the AVE of each constructs 
and their correlation coefficient with other constructs were assessed using the 
Fornell-Larcker criterion (Fornell & Larcker, 1981). The results of the discriminant 
validity test are described in Table 3. Subsequently, the cross loadings of the five 
constructs were also calculated, and each item’s loading is much higher on its 
assigned construct than on the other constructs 

 

Based on results shown in Table 3, the square root of the AVE of each 
construct exceeds that construct’s correlation with other constructs (ranged from 
.77 to .81). These findings ensure that there is adequate support for discriminant 
validity within the model. 

 
 

Table 3 : Discriminant Validity 

Construct INFOACQ INFODIS COSTRES GROUPCUL JOBPERF 

Information Acquisition 0.774     
Information 
Dissemination 

0.352 0.775    

Coordination of Strat. 
Response 

0.35 0.466 0.801   

Group Culture 0.192 0.23 0.308 0.835  
Job Performance 0.212 0.286 0.402 0.282 0.803 

Note: The diagonals represent the square root of the AVE, while the off-diagonals represent the 
correlations 

 
 

Structural Model 
 

The structural model was performed to test the proposed hypotheses via 
path analysis. Based on lateral collinearity assessment, all of the latent constructs 
produced VIF values that ranged from 1.04 to 1.43. Considering that a VIF value 
of 5 or higher might suggest potential collinearity problem (Hair, Ringle, & 
Sarstedt, 2011), multicollinearity was not an issue with the model.  Next, the 
model’s predictive accuracy was examined via the coefficient determination score 
(R2). Figure 1 indicates that R2 was 0.203, suggesting that 20.3% variance in job 
performance could be explained by the three I-MARKOR variables. There were 
positive relationships between information acquisition and job performance 
(β=.071, p<0.05), and also between coordination of strategic response and job 
performance (β=.287, p<0.01). No significant relationship was observed for the 
link between information dissemination and job performance. Hence H1 and H3 
were supported, while H2 was not supported. The result concerning path 
coefficients of the constructs is shown in both Figure 1 and Table 4. 

 
 
 
 
 

 

 



MALAYSIAN JOURNAL OF CONSUMER AND FAMILY ECONOMICS 
 

 

79 
 
 

Table 4 : Hypothesis Testing 

  Dependent = Job Performance 
 Main Effect Interaction Effect 
  Std Beta t-value Std Beta t-value 

Information Acquisition 0.045 0.938 0.080* 1.822 
Information Dissemination 0.097* 2.008 0.051 0.994 
Coordination of Strategic Response 0.285** 5.255 0.292** 5.474 
Group Culture 0.173** 4.077 0.165** 3.862 
Information Acquisition*Group Culture   0.170* 2.228 
Information Dissemination*Group Culture   -0.136 1.224 
Coordination of Strategic Response*Group Culture   0.114 0.804 
R2 0.203  0.243  
R2 Change     0.04**   

** p< 0.01, *p <0.05 
 
 

    

Next, moderating effect of organizational culture was performed to test H4, 
H5 and H6 by using orthogonalizing approach (Henseler & Fassott, 2010). Prior 
to conducting the interaction tests, the interaction terms between the three I-
MARKOR variables and organizational culture were created. By including 
organizational culture as the moderator, the R2 in the model increased to 0.243, 
signalling an R2 change of 4.0%. According to Cohen (1988), an R2 value of 0.02 
is considered weak, 0.13 is considered moderate, while 0.26 is considered 
substantial.  

 

Of the three hypothesized relationships involving the interaction effect of 
organizational culture, only one was significant. In this case, organizational culture 
has positive significant effect (β=.170, p<0.05) on the relationship between 
information acquisition and job performance. Thus, H4 was supported, while H5 
and H6 were not supported. The effect size, f2, of the model is 0.021 which is 
considered small but acceptable (Cohen, 1988). In terms of predictive relevance, 
a Q value of 0.138 was derived based on the pre-determined omission distance 
(D) of 7. Since Q is greater than zero, the model is considered to have sufficient 
predictive relevance (Fornell & Cha, 1994). The bootstrapped structural model 
indicating t-values for path coefficients between constructs and item factor 
loadings are shown in Figure 2 
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Figure 1 : Path Coefficients of the Research Model 
 
 

The interaction effect was plotted to illustrate how the level of group culture 
changes the relationship between information acquisition and job performance. 
The result is shown in Figure 3. The relationship between information acquisition 
and job performance was stronger when the level of group culture was higher, 
whereas lower level of group culture had minor negative implication on the 
information acquisition-job performance relationship. 

 
 

 
 
 

Figure 2 : Bootstrapping of Path Coefficients (Results in t-values) 
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Figure 3 : Interaction Plot 
 
 

DISCUSSION 
 

In assessing the direct relationships between I-MARKOR variables and job 
performance, two hypotheses were supported namely H1 and H3. These results 
are in line with previous findings (Baber, Kaurav, & Paul, 2018; Voon et al., 2011). 
Furthermore, H2 is unsupported due the assumption that the RMs’ attitude 
towards sharing knowledge may differ across different situations.In this regard, 
these situations involved the tendency to be self-centred and performance-
orientation (Matzler & Mueller, 2011), and the propensity to trust and agreeable to 
others (Mooradian, Renzl, & Matzler, 2006).  

 

RMs with high levels of Information Acquisition, tend to indicate better 
levels of Proactive Service Performance in situations where Group Culture is 
highly emphasized as compared to a lesser friendly environment. In other words, 
when greater emphasis is being given on Group Culture in a work environment, 
the stronger is the influence of Information Acquisition on Prescribed Performance 
among the RMs. Conversely, when Group Culture is less emphasized (lower than 
average), its moderating effect of Information Acquisition on Prescribed 
Performance is expected to diminish. Therefore, Group Culture exerts a positive 
effect in enhancing the strength of the relationship between Information 
Acquisition and Prescribed Performance only in situations where Group Culture is 
averagely operationalized in a work environment. Moorman (1995) asserted that 
Group Culture dominated other cultures in predicting market information 
processes (that include Information Acquisition process). 

 

Another salient aspect of Group Culture is that managers put their trust on 
their employees in through empowerment and delegation of tasks. Interpersonal 
trust in empowered teams is found to be positively linked to knowledge acquisition 
(Zhang & Bartol, 2010). Such employee-friendly surroundings may help RMs to 
have a clearer understanding of their own job role. This could be another reason 
that may explain the moderating role of Group Culture on the link between the 
RMs’ knowledge acquisition behaviours and their job performance. Previously job 
performance was found to be negatively associated with role ambiguity and role 
conflict (Mackenzie, Podsakoff, & Ahearne, 1998). Although group culture 
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emphasizes on internal integration that competes directly with rational culture that 
has lesser flexibility, a higher preference for the former as compared to the latter 
appeared to be a significant predictor of market orientation (Yaprak, Tasoluk, & 
Kocas, 2015). Hence, these discussions justify the empirical support for H4. 

 

In terms of the insignificant moderating effects, H5 and H6 were not 
supported. The existing links between the concerned individual market-oriented 
behaviours (information dissemination and coordination of strategic response) and 
job performance were not contingent upon Group Culture. This phenomenon may 
be explained by collectivism culture of the Malaysian society (Noordin & Jusoff, 
2010). Collectivists are more likely to surrender their personal ambitions to achieve 
collective results. RMs who view themselves as hardcore team players, with 
emphasis on knowledge sharing and responsive behaviours fall into this category. 
It is assumed that these RMs will not bother much to achieve higher individual 
performance if it sacrifices their sales team’s performance. Therefore, Group 
Culture does not strengthen nor weaken the links between knowledge sharing and 
responsive behaviours on job performance of the RMs. 

 

This study has highlighted the need for firms to realize the importance of 
market-oriented behaviours among its employees and the inculcation of sense of 
togetherness within their work groups. Furthermore, competency trainings that 
focus on effective information gathering, vicarious learning and intelligence 
sourcing may reinforce employees to become more adept in their daily work 
activities involving customers and the valuable knowledge that comes with them. 

 
 

CONCLUSION 
 

Group Culture is proven to be important catalysts to amplify the effect of I-
MARKOR behaviours on job performance outcomes. In particular, group culture 
was found to moderate the relationship between Information Acquisition and job 
performance provided that such cultures are highly valued and implemented within 
their workplace. Firms are encouraged to evaluate their salespeople abilities by 
emphasizing on their customer knowledge acquisition skills and behaviours. Their 
exact duties in their job description should include (1) networking with third parties 
that can potentially influence their customers’ to close the deals, (2) gauging future 
customers’ needs, and (3) continuously ask customers to assess the quality of 
services delivered. The mass implementation of this specific competency 
(customer knowledge acquisition) will certainly benefit the salesforce within the 
Malaysian banking industry. It is a well-known fact that competent human capital 
will ultimately lower down the operational costs of banks in doing business. In 
terms of theoretical contributions, the construct validity of the I-MARKOR items 
proves that the competencies pertaining to customer knowledge are manifested 
by individual employees through I-MARKOR behaviours. Besides, the study 
manages to empirically establish the link between the employees’ I-MARKOR with 
their job performance, and also the spill-over effects of group culture towards 
these linkages. 
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