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Introduction

The role of the private corporate sector in technology transfer pertaining to their
products has been gaining importance. Many of the organised retailers emerged
due to the huge potential in rural marketing which created more competition for
the small agri-input retailers. Companies like ITC, Rallis India, Tata Chemicals,
DCM Shriram Consolidated Ltd. (DSCL), Godrej Agrovet and Mahindra
& Mahindra spawned innovative business models to tap this big business
opportunity (Gupta and Jena, 2005). DSCL started utility shopping centers
called “Hariyali Kisaan Bazaars”, Godrej Agrovet as “Godrej Aadhaar” and
Tata Chemicals as “Tata Kisan Sansar” which sought to cater to all the needs of
the farmers under one roof. These stores were one-stop shops meant to meet the
occupational needs of farmers by providing the entire range of quality agri inputs
and services. They clearly displayed the prices to ensure complete transparency
in business dealing. Hence, in such a competitive retail environment, agri-input
retailers must have up-to-date knowledge on latest production technologies in
order to provide a better service and to attain a sustained competitive advantage
in the market.

On the other hand, the traditional agri-input retailers located in villages also
played a significant role in the agricultural production process. Several studies
have indicated that they had been the primary source of information to the farmers
on cultivation aspects. Their presence in the village at all times, familiarity of
being known as a village person, provision of credit sales etc., had made them
indispensable to farmers. However, unfortunately, they were not agricultural
graduates or with a diploma in agriculture. Hence, they were not very effective
in transfer of technology propagated by the public sector institutions. Some of
agri-input retailers attended training programmes under Agri-Clinic and Agri-
Business Centre (ACABC) scheme, Diploma in Agricultural Extension Services
for Input Dealers (DAESI) and Agri-Clinic cum Mini Soil Testing Lab (AST) to
enhance their knowledge. Training would be a critical enabler for the firm to create
value and sustain competitive advantage in the increasingly complex and rapidly
changing environment. Since the agri-input retailers were an important source
of knowledge/information for the farmers in most of the situations, improving
the knowledge of agri-input retailers would ultimately benefit the farmers.
Considering the above aspects, it was deemed essential to study the relationship
between Knowledge Management Orientation and Marketing Capabilities and
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to develop new opportunities. Duffy (2000) considered KM as a strategic
activity that added value to the organization and ensured that knowledge
activities contributed to strategic advantage and profitability. Walters et
al., (2002) stated that knowledge management within strategic operations
enabled an organisation to make more effective decisions about how to
structure value chain operations to maximize customer satisfaction. Sharkie
(2003) stated that knowledge could be reused and new knowledge could be
integrated with current knowledge to develop even more valuable knowledge
and strategically valuable new insights, creating a unique valuable synergy
to improve the firm’s performance. According to James (2005) KM could
improve efficiency and effectiveness, along with responsiveness and
flexibility to market changes. It could also be used to improve product
development, innovation and quality, and develop a better understanding of
customer and stakeholder relationships.

Marketing Capability

Tuominen et al., (1997) defined marketing capabilities as the integrative
processes designed to apply the collective knowledge, skills, and resources of
the firm to market-related needs of the business, enabling the business to add
value to its goods and services and meet competitive demands. Woodruff (1997)
concluded that superior capabilities in marketing gave the firm the ability to
generate and act on information about competitor actions and reactions. This
process of generating knowledge and applying it in ways that support delivering
superior customer value helped the firm develop the basis for a competitive
advantage. Hult and Ketchen (2001) concluded that the firms with superior
market orientation achieved superior business performance because they
had a greater understanding of customers’ expressed wants and latent needs,
competitor capabilities and strategies, channel requirements and developments,
and the broader market environment than their rivals. Zahay and Handfield
(2004) stated that marketing capability created value for the firm within three
important categories of organizational processes - namely, the new product
development process, the customer management process and the supply chain
management process. Morgan et al., (2009) argued that firms should increase
their marketing capabilities which included market sensing capability, customer
relationship management capability and brand management capability in key
functional areas that were more competitive in business.
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Capabilities instrument had 15 items. The Firm Performance was measured using
the instrument developed by Lee and Lee (2007) which contained 7 items. This
instrument measured the two dimensions namely Customer Performance and
Financial Performance. This instrument measured a relative performance of the
indicators, so that it could be applied universally to all organizations (Deshpande
et al, 1993; Drew, 1997).

The level of Knowledge Management Orientation, Marketing Capabilities and
Firm Performance was assessed through the mean score analysis. The list of all
the means for each construct was calculated based on the unweighted observed
variables. The observed indicators of Knowledge Management Orientation,
Marketing Capabilities and Firm Performance were measured using a 7-point likert
scale, ranging from 1 for “strongly disagree” to 7 for “strongly agree”, the mean
value above 4 indicated that the respondents agreed with the relevant statements.

The Wilcoxon Matched-pairs Test (or Signed Rank Test) was used in order to
determine the significance of the difference in mean values of KMO, MC and
FMP between trained and untrained agri-input retailers.

The hypothesis is

H1: There is a significant difference in Knowledge Management Orientation,
Marketing Capabilities, and Firm Performance between trained and untrained
agri-input retailers.

Further, the mean score values derived for each construct were again classified
into low, medium and high level using the range formula mean plus or minus
standard deviation.

Results and Discussion

The level of Knowledge Management Orientation, Marketing Capabilities and
firm performance between trained and untrained agri-input retailers was explored
and the results are discussed.

1. Knowledge Management Orientation
1.1 Classification of Agri-input Retailers based on the levels of KMO

The level of Knowledge Management Orientation was measured using a seven
point scale. The minimum and maximum values of KMO of trained agri-input
retailers were 4.99 and 6.12 respectively. The mean score for KMO of trained agri-
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Table 2. Comparison of KMO measures among trained and untrained Agri-
input Retailers

Trained agri-input Untrained
Measures of KMO retailers agri-input retailers .Mean Z
Std. Std. Difference | Score
Mean L Mean o
Deviation Deviation
Organizational Memory (OM)| 5.29 0.574 4.75 0.032 0.54" (_07'5013)
. . -4.946
Knowledge Sharing (KS) 5.76 0.490 5.44 0.448 0.32
(0.000)
. - -3.384
Knowledge Absorption (KA) | 5.47 0.497 5.25 0.435 0.22 (0.001)
Knowledge Receptivity (KR) | 5.77 0.312 5.69 0.422 0.08 (_01 138262)

Meanwhile, the component which had the lowest mean value was Organisational
Memory with the value of 5.29 and 4.75 for trained and untrained agri-input
retailers, respectively, which were deemed as moderate. It is suggested that agri-
input retailers should focus on improvement in capturing organizational lessons,
preserving these lessons for later use, and facilitate their retrieval when needed.

The difference between the mean values was assessed through Wilcoxon
matched-pairs test and results implied that the scores of these measures of KMO
viz., Organisational Memory (0.54), Knowledge Sharing (0.32), Knowledge
Absorption (0.22) were significantly higher among trained retailers than that of
untrained retailers at 0.01 level. Hence, it could be concluded that training had
contributed to significant improvement in the Organisational Memory, Knowledge
Sharing, and Knowledge Absorption among the trained agri-input retailers.

2. Marketing Capabilities (MC)

In this section, the level of Marketing Capabilities and its measures between trained
and untrained agri-input retailers were explored and the results are discussed.

2.1 Classification of Agri-input Retailers based on the levels of MC

The mean score and standard deviation of agri-input retailers for Marketing
Capabilities were 5.78 and 0.811 respectively. The minimum and maximum
values of MC of trained agri-input retailers were 4.00 and 6.67 respectively. The
agri-input retailers were classified into low, medium and high level of MC based
on mean plus or minus standard deviation of MC score of agri-input retailers. The
results of the analysis are given in Table 3.
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Even though both trained and untrained retailers had a mean score of above 5.00 for
marketing capabilities, there was a difference in the mean values. The magnitude
of difference between mean values of trained and untrained agri-input retailers on
Marketing Capabilities was tested using Wilcoxon matched-pairs test. The results
revealed that the mean score values of Market Sensing Capability, Brand Management
Capability and Customer Relationship Management Capability between trained and
untrained agri-input retailers were significantly different at 0.01 levels.

Hence, it could be concluded that level of Marketing Capabilities was higher
among trained agri-input retailers than the untrained agri-input retailers. So, the
training had enhanced the competitive advantage of trained agri-input retailers
owned firms by significantly improving the Marketing Capabilities over that of
untrained agri-input retailers.

3. Firm Performance (FMP)

In this section, the level of Firm Performance and its measures between trained
and untrained agri-input retailers are explored and the results are discussed.

3.1 Classification of agri-input retailers based on the levels of FMP

The level of Firm Performance of agri-input retailers was analyzed. The mean
score and standard deviation of agri-input retailers for FMP was 5.20 and 0.313
respectively. The minimum and maximum mean scores of FMP were 4.5 and 5.5
respectively. The agri-input retailers were classified into three groups using the
rule mean plus or minus standard deviation. The results are furnished in Table 5.

Table 5. Comparison of Firm Performance among Agri-input Retailers

Trained agri-input retailers | Untrained agri-input retailers
felt”leli Range No. of No. of
Respondents Per cent Respondents Per cent
Low <489 26 22.00 113 94.17
Medium 4.90 - 5.51 94 78.00 7 5.83
High >5.52 0 0.00 0 0.00
Total 120 100.00 120 100.00
Calculated y* value= 129; Table y* value= 3.84; d(f)= 1
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Conclusion

1. Thelevel ofknowledge receptivity and knowledge sharing were high among
the trained agri-input retailers. Efforts must be taken to train the other agri-
input retailers on the importance of knowledge sharing and receptivity to
improve knowledge management orientation. Besides the retailers should
understand and take holistic efforts to implement Knowledge Management
in their firms in order to update their knowledge which in turn will help
them to improve their performance.

2. Organisational Memory (OM) is very important for successful performance
of the retail firms. It was found in the study the OM was at low level
for the trained agri-input retailers. Efforts must be taken to improve the
Organisational Memory. The training institutions, which offer training
to agri-input dealers, should take steps to improve their knowledge on
how to store the information in order to retrieve as needed. Effective KM
implementation requires a firm to systematically develop organizational
memory and promote a culture that favours knowledge sharing and
receptivity as well as enhances knowledge absorptive capacity.

3. The level of marketing capabilities and firm performance among the trained
retailers was comparatively higher than untrained retailers. Hence steps
must be taken by the training institutions to impart training which should
focus on providing information on both technological and marketing
capability related aspects.
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