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ABSTRACT 

Customer-focused organizations are held together by a central value that every decision 
begins with customer for advantage. In reality, however, organizations are facing many 
challenges and internal issues that deter an organization to becoming customer focus. 
The principal objective of the current study was to examine the relationship between 
market orientation and customer-focused workplace culture (CFWC). The research 
model was built by adapting to the theory of market orientation and self-determination. 
The research uses quantitative method and stratified sampling method to collect data. 
There were 192 responses in the survey collected from senior employees amongst 
selected real estate organizations in Malaysia. The researcher first uses PLS-SEM 
examines the relationships between the behavioral components of market orientation 
and CFWC. The behavioral components of the current study were customer orientation, 
information sharing and innovation and creativity. In a separate test, the researcher then 
uses the disjoint two-stage approach to creates higher order construct model and 
examines the relationships between market orientation and the research outcome. The 
researcher outlined two competing explanations of mediation, i.e., internalized extrinsic 
motivation and intrinsic motivation and then present evidence for each for comparison. 
In general, this research confirmed that: market orientation, customer orientation and 
innovation and creativity have positive correlation with CFWC and the relationships 
are partially mediated through intrinsic motivation; whereas information sharing has no 
direct effect with CFWC but the relationship is fully mediated through intrinsic 
motivation. On the contrary, internalized extrinsic motivation has no mediation effect 
between market orientation and CFWC. This research contributes new insights and 
produces new model, namely Customer Focus Cultural Means Framework for business 
leader and professional practitioner who wish to understand about workplace culture, 
particular on setting and formulating strategy in customer-focused organizations. 

Keywords: Customer focus, workplace culture, market orientation, motivation  



iii 
 

APPROVAL 

This is to certify that this thesis conforms to acceptable standards of scholarly 

presentation and is fully adequate, in quality and scope, for the fulfilment of the 

requirements for the degree of Doctor of Business Administration 

The student has been supervised by: Professor Dr. Juhary Ali 
 
 
The thesis has been examined and endorsed by:  
  
 
Associate Professor Dr. Ilham Sentosa 

Universiti Kuala Lumpur 

Examiner 1 

 
Professor Dr. Asif Mahbub Karim 

Professor 

Binary University 

Examiner 2 

 

This thesis was submitted to Asia e University and is accepted as fulfilment of the 
requirements for the degree of Doctor of Administration. 

 

 

Dr. Khairul Nizam Mahmud 

Asia e University 

Chairman, Examination Committee  

25 August 2023   
     
  



iv 
 

DECLARATION 

I hereby declare that the thesis submitted in fulfilment of the Doctor of Business 

Administration degree is my own work and that all contributions from any other persons 

or sources are properly and duly cited. I further declare that the material has not been 

submitted either in whole or in part, for a degree at this or any other university. In 

making this declaration, I understand and acknowledge any breaches in this declaration 

constitute academic misconduct, which may result in my expulsion from the 

programme and/or exclusion from the award of the degree.  

 

 
 
 
 
 
 
 
 
Name: Ong Yew Leong 
  

  
Signature of Candidate:      Date: 25 August 2023 

  



v 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Copyright by Asia e University   



vi 
 

ACKNOWLEDGEMENTS 

I wish to extent my greatest appreciation to my supervisor, Professor Dr. Juhary Ali, 

the examiners, Professor Dr. Asif Mahbub Karim and Professor Dr. Ilham Sentosa, and 

all the fellow members of Asia e University, particular to Dean Professor Dr. Noor 

Raihan Ab Hamid and Dr. Khairul Nizam Mahmud, for their support throughout the 

challenging, exciting and lonely but yet a fruitful of my doctoral journey.  

I also wish to extend my appreciation to Dato’ Voon Tin Yow, a property veteran 

in real estate sector in Malaysia who has inspired me to work on these studies, and Sr 

Dr. Ngoh Wei Ching who has offered me mentorship to pursue further knowledge.  

This dissertation work is dedicated to my wife, Evon and two children, Raven 

and Gwen for their patience endurance during my doctoral research journey.  

Lastly, I wish to extend my apology to Rebecca and Venessa for I do not fulfill 

the parental accompanying. 

  



vii 
 

TABLE OF CONTENTS 

ABSTRACT ii 
APPROVAL iii 
DECLARATION iv 
ACKNOWLEDGEMENTS vi 
TABLE OF CONTENTS vii 
LIST OF TABLES x 
LIST OF FIGURES xii 
LIST OF ABBREVIATION xiii 

CHAPTER 1 INTRODUCTION 1 

 Introduction 1 
 Background of the Study 1 
 Problem Statement 4 
 Objectives of the Research 9 
 Significance of the Study 10 
 Research Questions 12 
 Research Hypotheses 12 
 Definition of Key Terms 16 
 Organization of the Thesis 17 

CHAPTER 2 REVIEW OF LITERATURE 19 

 Introduction 19 
 Overview of Real Estate Sector 19 

2.1.1 Real Estate Sector in China and ASEAN Region 19 
2.1.2 Real Estate Sector in Malaysia 22 

 Market Orientation 24 
2.2.1 The Evolution of Marketing Concept 24 
2.2.2 The Model and Theory of Market Orientation 27 

 Organizational Culture 30 
2.3.1 The Competing Values Framework 30 
2.3.2 The Eight Distinct Culture Styles Model 33 

 Customer Orientation 35 
2.4.1 The Definition and Concept of Customer Orientation 35 
2.4.2 The Concept of Customer Relationship Management 36 

 Information Sharing 38 
2.5.1 The Definition and Concept of Information Sharing 38 
2.5.2 Information Sharing Foster Teamwork and Culture of Trust 39 

 Innovation and Creativity 40 
2.6.1 The Four Creative Continua Scaled Model 40 
2.6.2 Cultivate a Workplace Culture for Innovation and Creativity 42 

 Motivation 43 
2.7.1 Self-Determination Theory 43 
2.7.2 Intrinsic Motivation 46 
2.7.3 Internalized Extrinsic Motivation 47 

 Development of Research Hypotheses 49 
2.8.1 Market Orientation, Customer Orientation and CFWC 49 
2.8.2 Information Sharing and CFWC 50 



viii 
 

2.8.3 Innovation and Creativity and CFWC 50 
2.8.4 The Mediating Effect of Internalized Extrinsic Motivation 51 
2.8.5 The Mediating Effect of Intrinsic Motivation 52 

 Theoretical Framework 53 
 Conceptual Framework 55 
 Chapter Summary 57 

CHAPTER 3 METHODOLOGY 59 

 Introduction 59 
 Research Design 59 
 Population, Sample and Sampling technique 61 
 Questionnaire Design 64 
 Instrumentation, Permission and Ethical Considerations 68 
 Pilot Study 69 
 Data Analysis Technique 72 

3.6.1 Step 1: Screening and Examine the Data 73 
3.6.2 Step 2: Assessing the Measurement Model 74 
3.6.3 Step 3: Assessing the Structural Model 76 
3.6.4 Step 4: Analyze the Mediation Effect 78 
3.6.5 Step 5: Assessing the Higher Order Construct Model 80 

 Chapter Summary 81 

CHAPTER 4 DATA ANALYSIS AND FINDINGS 82 

 Introduction 82 
 Descriptive Analysis 82 

4.1.1 Gender and Age 83 
4.1.2 Executive and Non-executives Working Adults 83 
4.1.3 Customer Facing and Non-customer Facing Department 84 

 Data Screening and Examination 87 
4.2.1 Missing Value Analysis 87 
4.2.2 Response Rate and Patterns 87 
4.2.3 Data Distribution 88 

 Preliminary Assessment 89 
4.3.1 Initial Analysis and Findings 90 
4.3.2 The Issues on Discriminant Validity 92 
4.3.3 The Removal of Problematic Indicators 93 

 Assessment of Measurement Model 94 
4.4.1 Indicator Reliability 95 
4.4.2 Internal Consistency and Convergent Validity 96 
4.4.3 Discriminant Validity 96 

 Assessment of Structural Model Direct Relationships 98 
4.5.1 Collinearity Statistics 99 
4.5.2 Significance and Relevance Model’s Relationship 100 
4.5.3 Hypotheses Testing 101 
4.5.4 Model’s Explanatory Power 104 
4.5.5 Model’s Predictive Power 105 

 Analysis of Mediation Effect 106 
4.6.1 Mediation Effect and Findings 106 
4.6.2 Hypotheses Testing 107 



ix 
 

4.6.3 Mediation Effect Size 112 
 Assessment of HOC Model (Reflective-Reflective) 112 

4.7.1 Validating Higher Order Construct Model 112 
4.7.2 Hypotheses Testing of Higher Order Construct 114 
4.7.3 HOC Model’s Explanatory & Predictive Power 117 

 Chapter Summary 118 

CHAPTER 5 DISCUSSIONS & CONCLUSIONS 119 

 Introduction 119 
 Summary of the Study 119 
 Discussions of the Findings 125 

5.2.1 Revisiting the Research Objectives 125 
5.2.2 Research Question One 126 
5.2.3 Research Question Two 134 
5.2.4 Research Question Three 136 
5.2.5 Research Question Four 137 

 Contributions of Study 138 
5.3.1 Theoretical Contributions 138 
5.3.2 Methodology Contributions 139 
5.3.3 Practical Contributions 141 

 Limitations of Study 143 
 Recommendations for Future Research 144 
 Chapter Summary 147 

REFERENCES 148 
APPENDICES 159 
Appendix A 159 
Appendix B 168 
Appendix C 169 
Appendix D 170 

  



x 
 

LIST OF TABLES 

Table  Page 

1.1      Tabulation of Research Objectives, Research Questions and Hypotheses 14 

3.1      Sampling Frame and Population of the Study 61 

3.2      Questionnaire of Respondent’s Demographic Profile 64 

3.3      The Dimensions of Customer-focused Workplace Culture 65 

3.4      The Dimensions of Customer Orientation 65 

3.5      The Dimensions of Information Sharing 66 

3.6      The Dimensions of Innovation and Creativity 66 

3.7      The Dimensions of Internalized Extrinsic Motivation 67 

3.8      The Dimensions of Intrinsic Motivation 67 

3.9      Pilot Test Outer Loadings 70 

3.10    Pilot Test Construct Reliability and Validity Results 71 

3.11    Critical T-value for Significance Level of 1%, 5% and 10% 77 

4.1      Demographic Profile of the Respondents 86 

4.2      Response Rate of the Questionnaire 88 

4.3      Results of Univariate Skewness and Kurtosis 89 

4.4      Results of Mardia’s Multivariate Skewness and Kurtosis 89 

4.5      Initial Outer Loadings Results 91 

4.6      Initial Construct Reliability and Validity Results 92 

4.7      Initial Heterotrait-Monotrait (HTMT) Ratio Results 92 

4.8      Initial Fornell-Larcker Criterion Results 93 

4.9      Initial Cross Loadings Results 94 

4.10    Outer Loadings 95 

4.11    Construct Reliability and Validity Results 96 



xi 
 

4.12    Fornell-Larcker Criterion Results 97 

4.13    Heterotrait-Monotrait (HTMT) Ratio Results 97 

4.14    Cross Loadings Results 98 

4.15    Collinearity Statistics (Outer Model) 99 

4.16    Collinearity Statistics (Inner Model) 100 

4.17    Significance Testing Results of the Structural Model Path Coefficients 101 

4.18    Hypotheses Testing on the Direct Relationships 103 

4.19    R-square Values of the Endogenous Latent Variables 104 

4.20    The f2 Effect Sizes of Structural Model Relationships 104 

4.21    PLS-predict Results Report 105 

4.22    Significance Testing Results of the Specific Indirect Effects 107 

4.23    Hypothesis Testing Results of the Mediating Effects 111 

4.24    Ratio of the Indirect Effects to the Direct Effects 112 

4.25    HOC Reliability and Validity 113 

4.26    HOC Heterotrait-Monotrait (HTMT) Ratio 114 

4.27    HOC Fornell-Larcker Criterion 114 

4.28    Direct Effects of the HOC Structural Model 114 

4.29    Hypothesis Testing Results of the HOC Mediating Effects 116 

4.30    R2 Values of the HOC Endogenous Latent Variables 117 

4.31    PLS-predict Results Report of HOC 117 

5.1      Summary Results of Hypotheses Testing 124 

 

  



xii 
 

LIST OF FIGURES 

Figure           Page 

1.1      The Challenges of Organizations to Becoming Customer Focus 4 

1.2      Malaysia Unsold Property and Overhang Status 2017-2021 5 

1.3      Market Price of IOI Properties Group Berhad 2014-2022 6 

1.4      Five Years Group Performance of UEM Sunrise 2017-2021 7 

2.1      China Real Estate Direct Investment and Contribution to GDP 21 

2.2      Top 10 Industry FDI Recipients, 2019 and 2020 22 

2.3      Product-driven versus Customer-focused 26 

2.4      The Model of Market Orientation 29 

2.5      Competing Values Framework 32 

2.6      The Eight Distinct Culture Styles 34 

2.7      The Four Creative Continua Scaled 42 

2.8      The Self-Determination Continuum 45 

2.9      Theoretical Framework 55 

2.10    Conceptual Framework 56 

2.11    Higher Order Construct Model 57 

3.1      Pilot Test conceptual framework: 72 

3.2      Mediation Analysis Procedure 80 

5.1      Empirical Model in Graphical Output 121 

5.2      HOC Empirical Model in Graphical Output 122 

5.3      Customer Focus Cultural Means Framework 142 

 

  



xiii 
 

LIST OF ABBREVIATION 

ASEAN Association of Southeast Asian Nations 

AVE  Average Variance Extracted 

CA  Cronbach’s Alpha 

CCC  Certificate of Completion and Compliance 

CET  Cognitive Evaluation Theory 

CFWC  Customer-focused Workplace Culture 

CI  Confidence Interval 

CUSO  Customer Orientation 

COVID-19 Coronavirus Disease 

DOSM  Department of Statistics Malaysia 

DV  Dependent Variable 

GDP  Gross Domestic Product 

GNI  Gross National Income 

HOC  Higher Order Construct 

HR  Human Resource 

HTMT  Heterotrait-Monotrait 

ICT  Information and Communications Technology 

IMF   International Monetary Fund 

IV  Independent Variable 



xiv 
 

IEXM  Internalized Extrinsic Motivation 

INFS  Information Sharing 

INNC  Innovation and Creativity 

INTM  Intrinsic Motivation 

KLSE  Kuala Lumpur Stock Exchange 

LL  Lower Bound 

LM  Linear Regression Model 

LOC  Lower Order Construct 

MAE  Mean Absolute Error  

MV  Mediating Variable 

NAPIC Malaysia National Property Information Center 

PLS  Partial Least Square 

PLS-SEM Partial Least Square-Structural Equation Modelling 

P/B  Price-to-Book 

RID  Ratio of the Indirect Effect to the Direct Effect 

RMSE  Root Mean Square Error 

R&D   Research and Development 

SDT  Self-Determination Theory  

SOP  Standard Operating Procedure 

UL  Upper Bound 



xv 
 

USP   Unique Selling Proposition 

VIF  Variance Inflation Factor 

 



1 
 

CHAPTER 1  

INTRODUCTION 

 Introduction 

This chapter includes the synopsis of the current study. The title of the research is 

Study on the Relationship Between Market Orientation and Customer-focused 

Workplace Culture Amongst Selected Real Estate Organizations in Malaysia. The 

content includes background of the study, which the researcher articulates the 

important of market orientation and customer focus in today’s business organization, 

particular in real estate sector in Malaysia, and addresses the challenges and internal 

issues that deter an organization to becoming customer focus for thrive. This chapter 

also includes the problem statement, objectives of the research, significance of the 

study, research questions, research hypotheses and the definition of key terms. The last 

session of this chapter then be ended with the organization of the thesis. 

 Background of the Study 

In the past decades, real estate sector in Malaysia has become one of the pillars for 

economic growth. According to the Department of Statistics Malaysia (DOSM), the 

sector has seen recorded a total of RM27.6 billion or 1.78% contributed to the total 

Gross Domestic Product (GDP) of RM1.55 trillion of the country in year 2021. Despite 

active transactions, in fact, real estate sector in Malaysia is in a highly competitive 

market. For instance, in property market, supply and demand relationships plays a 

major role to fulfilled the social space for economic activities and growth. Therefore, 

industry players are competing with each other to survive. Any property product with 

remarkably innovation feature (roof covering with solar panel, for instance) may 

immediately stimulate sales, but the market soon will reach a maturation stage and 

attract rivals. Many organizations, therefore, tend to swift from product-driven to 
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market-driven strategy to avoid competing in a commoditized market and make the 

winning move with customers insight others don’t have. 

In a market-oriented organization, the decisions are made based more around the 

customer needs and preferences, rather than technical or sales operations (Keelson, 

2012; Kohli & Jaworski, 1990; Kotler & Amstrong, 2017; Narver & Slater, 1990). It 

is highly depending on the generation of, dissemination of and responsiveness to the 

market intelligence in the process (Kohli & Jaworski, 1990). Kohli and Jaworski 

(1990) defined market intelligence as an analysis of how customer needs and 

preferences may be affected by exogenous factors. Previous studies conceptualized 

market orientation as the business philosophy that guides business operations in a 

market-oriented organization (Keelson, 2012; Kohli & Jaworski, 1990; Narver & 

Slater, 1990). The business philosophy integrates customer orientation, competitor 

orientation and inter-functional coordination as business culture (Narver & Slater, 

1990). Customer orientation or customer focus (Gulati, 2007) is an approach in which 

organization focused on creating value from customer base and provide long-term 

solutions to serve targeted customers and market segments (Narver & Slater, 1990). 

Competitor orientation defined as acquiring information of competitors in the target 

market such as, market surveys, how peers pursuing the strategy of novelty for 

differentiation, and regularly conduct due diligence on rules and regulations in the 

business, etc. (Narver & Slater, 1990). Whereas inter-functional coordination is based 

upon customer and competitor information integrate with business strategy in the 

company-wide operation processes (Narver & Slater, 1990). In short, market 

orientation and customer focus advocate broader view than just sales, marketing or 

customer relations activities but more strategic concerns related to customers. 

Organizations winning in the competition are moving towards customer focus as 
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customers in the era of information technology have become more knowledgeable and 

high demanding (Deshpandé et al., 1993; Gulati, 2007; Habel et al., 2020). The 

approaches, however, required highly interdependence when employee interaction and 

coordination with each other for thrive. Interdependence defined as a state where 

people in organization are emphasize on integration, managing relationships, and 

group coordination efforts (Groysberg et al., 2018). It can be said that the integration 

of customer focus strategy internally (and externally) deemed as important to improve 

the coordination and collaboration for customer solution (Gulati, 2007; Kohli & 

Jaworski, 1990; Kotler & Amstrong, 2017; Narver & Slater, 1990). 

During the implementation, however, leaders were commonly facing many 

internal issues and challenges that deter organizations to become customer focus. For 

example; according to a CMO Council research, (1) functional silos make connecting 

customer data difficult topped with 52% in The Challenges of Organizations to 

Becoming Customer Focus (Figure 1.1), followed by (2) corporate culture not aligned 

around the needs of the customer, (3) no common definition for customer centricity to 

unify functional goals and processes, (4) front-line resources are not equipped to best 

manage customer issues, (5) sales-focused organizations that thinks quota before 

customer, (6) personality clashes with other stakeholders, and so on (The CMO 

Council, 2014). Besides, apart from the above challenges, resist in collaboration 

between business functions and exists of silo mentality (Forsten-Astikainen et al., 

2017) were some of the common issues and stumbling blocks that deter an 

organization as well as an individual to perform better. Worst still, leaders in business 

organizations sometimes exert more internal control and rely heavily on extrinsic 

incentives simply for higher goals achievement. The adoption of carrot-and-stick 

approach aggressively further deter individuals to see opportunities, experience 
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conflict in both their work and life, resist feedback and learning, and eventually leading 

to personal career stagnate and team morale and performance down (Daniel H. Pink, 

2009; Deci et al., 2017). Likewise, organization narrowly focuses on explicit reward 

and punishment system usually at the expenses of activities that are hard to measure 

and often ignored, such as coaching and mentoring, exploration, and sharing best 

practices. 

Figure 1.1: The Challenges of Organizations to Becoming Customer Focus 

 

Source: The CMO Council, 2013 

 Problem Statement 

Over the past decade, between year 2014 to 2023, the real estate sector in Malaysia 

has been characterized by sluggish sales and a rising number of unsold homes (Figure 

1.2). According to the National Property Information Center (NAPIC), Malaysia, 

residential property overhang in major cities in Malaysia has piled up to 36,863 units 

in year 2021 (worth RM22.79 billion), showing an increase of 24.7% in volume and 

of 20.5% in value year-on-year if compared with precedent year (NAPIC, 2021). 

NAPIC defines property overhang as residential housing that have received 

Certificates of Completion and Compliance (CCC) but the property remained unsold 
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for more than nine months after the official product launching date. The sector’s poor 

outlook is reflected in the low valuation of property stocks, most of which are trading 

at around one-third of its book value, for instance, as at June 10, 2022, Price-to-Book 

(P/B) value of IOI Properties Group Berhad (KLSE:5249) is 0.277 (Figure 1.3). 

Moreover, the COVID-19 pandemic that had huge impacts to retail, hospitality and 

leisure sectors due to national lockdowns and the implementation of movement control 

order by Malaysian government – international boarder shutdown and cancellation of 

flights, tour packages and hotel bookings that caused low occupancy rate, etc. – simply 

exacerbated the poor revenues and firms’ performance in the industry (Ozbay et al., 

2021). 

Figure 1.2: Malaysia Unsold Property and Overhang Status 2017-2021 

 

Source: NAPIC – Property Market Report 2021 
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Figure 1.3: Market Price of IOI Properties Group Berhad 2014-2022 

 

Source: Yahoo! finance 

During the COVID-19 pandemic, despite Malaysian government launched 

several property stimulus packages, such as, the Home Ownership Champagne 

(several incentives were introduced to home seekers), a record low finance interest rate 

and the six months loan moratorium. The performance of real estate players in the 

industry, however, still underperforming throughout the year from 2020 to 2022. 

Besides, during the market downturn, many property developers offered great 

discounts to property buyers. The slashing of selling price initiative though increases 

sales revenue but has affected the financial performance. For instance, UEM Sunrise 

Berhad (KLSE:5148) continue posted a net loss of RM213.9 million before income 

tax for its financial year 2021, despite having a stable revenue of RM1.184 billion 

(Figure 1.4).  The downturn of real estate sector within the country that had started 

since 2014, in fact, does not appear to pick up anytime soon. The outlook of real estate 

market in Malaysia seems rather uncertain due to non-stabilize political aspect, 

increases of construction and compliance costs and the imbalance of household income 

versus property price, just to mention a few. 
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Figure 1.4: Five Years Group Performance of UEM Sunrise 2017-2021 

 

Source: Annual Report 2021, UEM Sunrise Berhad 

In the past decade, the issue of imbalance of household income versus property 

price escalation that led to homeownership unaffordability was no longer a new subject 

(Yap & Ng, 2018). Apart from the Malaysian government introduced various housing 

policies to curbed the speculation and runaway inflation on property prices to ensure 

the successful deliverability of affordable home, many real estate players aggressively 

shifted from targeting high-end price property market, such as luxurious semi-

detached and detached bungalow, condominium and serviced apartment, to focusing 

on mass production with residential property priced at range within affordable level 

(the price of affordable home varies from state to state and urban and suburban area). 

On one hand, policy maker and industry players willing to work hand-in-hand to curb 

the speculation of property prices, improves the property overhang situation and 

helping the B40 group of home seekers (the bottom-tier households that earning 

income of below the lowest threshold) to owning a house. On the other hand, due to 

excessive of cost cutting exercise, overemphasize on high production efficiency and 

slashing of property selling price by property developers, many of the industry players 
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were forced to focusing on aggressive sales strategy and the profit before customer 

approaches – compromising the product quality, feature and service, and ignoring the 

important of customer needs and preferences – that have adverse impact to firm’s 

reputation, building the customer relationships and long-term profitability.  

As mentioned, real estate sector in Malaysia is in a highly competitive market. 

In order to survive in the competition, one of the keys to success is that real estate 

organizations can and should transforming to become customer focus for 

differentiation strategy and long-term profitability. How the customer-focused 

organizations gain the advantages for better performance is that they held together by 

a core value that every single decision starts with the customer (Rust et al., 2010; Shah 

et al., 2006). For instance, many real estate organizations in the sector tend to casting 

the working environments that are conducive to innovation, nurture the talent, and 

inspiring employees to tap into their creative idea. The main objective is to innovate 

the product, service and business model to impress the customers, stimulate sales and 

growing the market share. Organization’s pursuit of novelty, however, always 

undermined by policies and practices that were established for maximize the profits 

(Rosenkopf & McGrath, 2011), such as cost effectiveness, formal rules, standard 

operating procedure (SOP), bureaucracy and centralization (Hirst et al., 2011). 

Eventually, the product and service that customized merely meet internal 

requirements, less creative and become production-driven. Besides, in order to 

transform from product- or production-driven to becoming customer focus 

organization, leaders are advised to pay attention on unite the resources, focus directly 

on customer needs, and effective collaboration in business process (Gulati, 2007). 

However, building a collaborative behavior and forging strong connections, again, 

always deter by communication breakdown and silos mentality (Forsten-Astikainen et 


