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Abstract

:

This article serves to analyze the impact of corporate social responsibility (CSR) on (1) the market orientation and strategic performance relationship related to public housing companies’ choice of construction strategies and (2) the companies’ responsiveness to gathered and disseminated customer information. The quantitative method is applied, with data analyzed by the PROCESS analysis. The result is based on a survey sent to 289 public housing companies in Sweden. Previous research suggests a positive relationship between market orientation and strategic performance, which was not confirmed by this study. When testing the mediation effects of CSR on the market orientation and construction strategies relationship, these hypotheses were confirmed related to social and environmental dimensions—not economic ones. This study was limited to public housing companies, a sector that radically differs from the situation of companies in the open market. The study increases public housing companies’ knowledge of CSR effects on the market orientation and strategic performance relationship. This result contributes useful information for companies implementing CSR in their activities. The study highlights the importance of integrating CSR into an organization’s market orientation work and shows how CSR improves the companies’ ability to meet customers’ strategic needs.
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1. Introduction


Market orientation (MO) research commonly relies on the principle that a positive relationship exists between companies’ market orientation and business strategic performance [1,2,3,4]. This MO–strategic performance (MO/SP) interrelationship has been criticized for being difficult to define, measure, and evaluate, contributing to split results in research. One cause of ambiguity is that performance is a multidimensional construct that must be accurately defined in order to measure its relationship to MO [5]. A second mentioned cause is that different situational characteristics that influence the nature of the sample make measurement results difficult to evaluate and assert [5].



Besides measurement problems, management-related issues can make the MO/SP relationship difficult to determine. MO investigation is something of a “black box”, but research underscores the value of a new, more comprehensive market agenda [6] (p. 354). Mitchell et al. stress that MO has conceptual shortcomings and needs to “be re-conceptualized as a more comprehensive management framework” [7] (p. 160); they suggest that a sustainable MO approach includes the use of market strategy, including social, environmental, and economic concerns and responsibilities, to manage and respond to market conditions. Customers today are more organized, informed, and demanding regarding company engagement in corporate social responsibility (CSR) issues, which require new business strategies and efforts to create mutual value [8]. The main challenge is to replace the traditional view of MO, which is based on assimilating knowledge of customer needs related to products and services, with an updated research approach that includes relevant CSR issues related to contextual circumstances.



During recent decades, the impact of CSR on the effectiveness of MO has received significant interest in both practice and research [9]. Many companies invest heavily in implementing and integrating the CSR concept into different core activities [10,11], with the intention of improving their image and reputation [12] and/or to meet critical stakeholder demands on the market [13]. Plenty of studies have debated the CSR and business financial performance relationship [14,15,16]. Although doubts exist due to the voluntary definitional character of CSR, most researchers agree that if companies work seriously with the concept and in ways that meet customer demands, these commitments positively influence long-term business performance [8,17].



As CSR has become more integrated into business activities, its mediating impact on the MO/SP relationship has to be considered, this study argues. The CSR connection to MO is crucial, due to the concept’s focus on company willingness to meet stakeholder demands. Yet research focusing on the mediating effects of CSR on the MO/SP relationship has been limited, with few exceptions. Fatma et al. have studied the mediating role of trust on the MO/SP relationship [9]. Kara et al. have paid attention to product and sales issues [18]; Luo and Bhattacharya have focused on the mediating effects of CSR on the relationship between customer satisfaction and market value [10]; and Brik et al. have studied the bundling effects of CSR on the MO/SP relationship [19]. So far, few studies have focused on how CSR affects the MO/SP relationship in a public housing market, with its historically close customer relationships and long tradition of taking responsibility for the customers’ well-being. Most studies are based on CSR and MO as aggregated concepts. This study contributes to showing how different dimensions of CSR (social, environmental and economic) affect the companies' responsiveness and how they strategically work to meet customer needs.



This study focuses on the mediation role of CSR on the MO/SP relationship in the context of public housing companies (PHCs) in Sweden. Increased demands from the EU resulted in new legislation in 2011 that requires PHCs to be market-oriented and obtain a profit on their investments. Traditional customer responsibility is instead supposed to be met by the PHCs’ CSR work.



The philosophy of MO argues that there is a relationship between a company’s responsiveness to customer needs and strategic performance [20]. This paper calculates the effects of CSR on both of these variables, because research shows that while companies may indicate responsiveness by implementing parts of the concept in different activities, this may or may not affect long-term strategic value for the customers. The strategic performance analysis contributes to show how CSR influences the PHCs’ long-term decisions to meet customer needs concerning living conditions via the chosen construction strategies: renovation, new construction, reconstruction, demolition, vacancy, selling, and buying.



This article has two purposes, (1) to analyze the impact of CSR on the MO/SP relationship related to public housing companies’ choice of construction strategies and (2) to analyze CSR’s impact on the PHCs’ responsiveness to gathered and disseminated information (GDI) from the customers. The two measurements indicate whether PHCs’ CSR commitments correspond to customers' more short-term MO needs or have a long-term impact on the MO/SP relationship.



Research Context (Swedish Public Housing Companies)


SABO is the Swedish Association of Public Housing Companies, owned by the municipalities in Sweden. The association’s roughly 300 PHC members manage around 802,000 dwellings. Historically, many people in Sweden lived in crowded and poor housing conditions during the 1930s. Pressures grew for society to assume greater responsibility, and a Public Housing Inquiry was appointed. In 1945, during an acute housing shortage after the Second World War, a government decision ensured the municipalities would provide good housing for everyone through the PHCs. Day nurseries, libraries, and housing for older people were integrated into the PHC environment. Sweden was unique within Europe, as the PHCs not only included welfare for less fortunate members of society, but also increased the quality of life for everyone.



During a new acute shortage of housing in the 1960s, the government decided to fund and build more than 1 million homes across the country over ten years. This effort, referred to as the Million Homes Program, not only eased the housing situation, but also improved the housing standard. The program gave the tenants the possibility of co-determination, offered leisure activities for children, created safe environments, provided assistance for jobs, combated homelessness, developed new technologies to save energy, and promoted integration.



Today, more than 3 million of 10 million Swedes live in rental housing, more than half of those in PHCs. According to SABO, this housing offers freedom in living, good service, predictable accommodation expenses, and an opportunity to influence housing and its cost. The rents are set after negotiations between proprietor and tenant representatives usually affiliated with the Swedish Union of Tenants. The proprietor sees the negotiation as an effective way of handling rent increases for a large number of tenants. Negotiations revolve around two points: the utility value of the apartments and changes to the costs of dwellings and management. The utility value is based on how tenants generally value various characteristics such as apartment conditions, benefits, location, environment, and quality of property management, etc.



The pricing of housing in the rental market has been criticized for favoring PHCs in relation to the private market. A new law in 2011 requires the PHCs to be regulated according to new market demands to improve their competitiveness. Simultaneously, the Million Homes Program faces the need for extensive improvements, such as investments in energy efficiency. Return on invested capital has meant that although there is a shortage of housing, it is difficult for PHCs to build at a cost that ordinary people can afford. According to the new legislation, PHCs should combine their social responsibility with a business-like market orientation approach. Due to the new program, the PHCs are required to focus on five areas: (1) growth for municipalities and regions, (2) integration through diversity and freedom of choice, (3) social responsibility, (4) housing with high quality, and (5) sustainable development.



This study reflects the PHCs’ responsiveness to the tenants’ requirements in living and tests the CSR impact on MO constructs, and how these influence construction strategies (in this paper, shown by strategic performance measures). Renovation, new construction, reconstruction, and buying of houses are strategic construction initiatives that can contribute to improvements in dwellings based on the tenants’ needs, while demolition, high vacancy rates, and selling are strategic choices that reflect their dissatisfaction. The sale of housing in particular has resulted in harsh debate, as many of the tenants lack the ability to buy their homes.



The PHCs’ long tradition of taking responsibility for the tenants' accommodations is unique in the world and is based on the Swedish welfare model, which other countries are trying to follow. The PHC model has been particularly important for the weaker groups of customers who have difficulty finding alternative living arrangements [21,22]. The PHCs experience several challenges due to new legislation, increased need for renovation/maintenance, increased need for dwellings in growing housing markets, and weakened economic conditions [23] in declining markets. In summary, the Swedish PHC model is in an economic, environmental, and social transformation position that affects their responsiveness to market demands and their choice of building strategies for the tenants as customers.





2. Literature Review and Hypotheses


2.1. Market Knowledge, Responsiveness, and Performance Relationship (MO/SP)


In the last three decades, the research by Kohli and Jaworski and Narver and Slater has had a major influence on MO research, providing tools for analyzing market knowledge and its relationship to performance [2,4]. While Kohli and Jaworski [2,24] pay most of their attention to the development of market intelligence and its impact on company responsiveness, Narver and Slater emphasize the significance of developing cross-functional culture that meets and ideally exceeds customer needs [4]. MO companies “continuously create superior customer value by sharing the knowledge broadly throughout the organization and by acting in a coordinated manner” [25] (p. 1003). Both MO approaches have had great importance in understanding how market-oriented knowledge can contribute to innovations that influence performance. In particular, their studies have contributed to understanding the importance of building internal innovative capabilities, such as organizational innovativeness that utilize market knowledge as the main foundation to strategically meet and exceed customer needs on the market.



This study is based on Kohli and Jaworski’s intelligence perspective on market orientation, paying special attention to how this framework influences the PHCs’ customer responsiveness and strategic performance. Kohli and Jaworski’s approach reveals the MO implementation process and its responsiveness effect on market needs [2]. Their focus is on company-wide knowledge development, starting with the gathering and dissemination of market information and ending in responsiveness based on acquired knowledge. The determination of whether responsiveness contributes to short-term or long-term effects requires that the concept be measured in relation to performance. If organizations gather information about market needs and circumstantial conditions affecting customer-buying decisions [26,27], then this accumulated knowledge base can enhance company responsiveness and business performance [19,24].



Companies that seriously and effectively spread knowledge about the market as an intellectual mind-set [2] could more easily exceed customer expectations [26], especially if MO organizations integrate market knowledge as an intellectual mind-set in all functions throughout the organization [28]. Responsive actions help the company to strategically adjust their offerings, the products, and technology that contribute to performance. Responsiveness demonstrates willingness to meet market demands [27,28,29], showing the company’s future orientation [2,28]. A quick response capability enables the company to assess its current knowledge and resources, provides direction for anticipating future knowledge, and creates the opportunity to reform processes supporting innovative ideas [18]. Chang et al. state that a company’s responsiveness indicates its ability to react to market signals [30].



The PHC research emphasizes the importance of developing long-term plans to respond to current and future customers’ needs [31]. Construction strategies (strategic performance/SP) can work as indicators for measuring nonfinancial performance [32], which can help companies establish a competitive position in the market built on responsiveness to customer demands. Construction strategies and investments signal the attractiveness of a place and the welfare offered in living conditions. Negative trends can be transformed into opportunities by applying MO as a basis for investment strategies. This approach goes beyond the previous government-ruled price-adjustment mechanism [31]. Based on the discussion above, the gathered and disseminated information and responsiveness (GDI/R) and MO/SP relationships lead to the following hypothesis:



H1. 

Market information knowledge affects the company responsiveness (GDI/R) relationship.





H1a. 

The MO and GDI/R relationship influence on strategic performance (MO/SP) relationship.






2.2. The Mediating Role of CSR on the MO Responsiveness and Performance Relationship


MO researchers disagree regarding the interconnectedness between MO and SP, indicating that moderating and mediating effects can influence the relationship [18,26]. The question involves the extent to which different moderating (i.e., market turbulence, competitive environment) and mediating (i.e., internal ability and knowledge) elements influence the MO/SP relationship [7]. Mediating effects commonly relate to the internal work of an organization (i.e., human resources and knowledge implementation issues) and intervene in the relationship [33]. Table 1 shows how different studies have approached the CSR, MO, and performance relationship.



The table shows that researchers have been strongly inspired by the works of Narver and Slater or Kohli and Jaworski (both are mentioned in the texts). CSR is used as an aggregated concept where the effects of the different dimensions (social, ecological, and economic) on MO constructs are not analyzed separately. Furthermore, the focus on performance varies considerably, which indicates that the measurements are made against different sources and difficult to compare. The table shows that views differ as to whether CSR should be seen as mediating the MO-SP relationship or having a moderating effect. None of the studies, except Pantouvakis et al. [39], has tested the effect of CSR on different MO constructs or tested how different CSR dimensions affect different MO constructs, which this article aims to do (gathering of information, dissemination, and responsiveness = GDI + R). However, there is a strong agreement that CSR has a positive influence on the strategic performance measured.



The CSR concept, like MO, is generic in terms of applicability to different organizations. Thus, CSR needs to be defined in the context and specific circumstances under investigation. Even though most research has emphasized how larger corporations make major investments in implementing a serious, business-integrated CSR agenda [40], it has become increasingly important for SMEs to engage as responsible business partners as well [12,41]. Another driving force, according to Freeman [13], is the inclusion of CSR relative to their interrelationship to critical stakeholders, which requires companies to take extended responsibility for environmental, social, and economic issues. There are “numerous applications of the stakeholder concept in the areas of ethics and social responsibility as they pertain to marketing” [13] (p. 156). Maignan et al. focus on CSR in relation to customers and consumers in society, because it affects the reputation of the company, which influences corporate performance [42].



CSR as integrated into core business activities is considered beneficial for business performance, because responsible actions change company behavior and culture, providing opportunities to bind the company functions together [43]. When incorporating CSR into their activities, companies experience “a clearer responsibility, more profound self-interest and greater potential” to become key actors on responsibility issues [12]. Since serious CSR response can improve image and reputation, increase shareholder value, attract talented candidates, and increase staff motivation [44], these efforts can contribute to improved business performance. From the above arguments, the following hypothesis is formed:



H2. 

CSR engagement has a positive influence on the company market knowledge and responsiveness (GDI/R) relationship.





H2a. 

CSR engagement positive influence on GDI/R relationship has influences the MO/SP relationship.






2.3. CSR’s Mediating Influence on the MO Responsiveness and Performance Relationship


Despite several beneficial arguments for implementing CSR, researchers debate whether the concept is normatively good and how well companies apply it in practice [45]. The voluntary nature of CSR adds to the debate over whether company engagement is based on genuine ethical and social legitimacy concerns [46], or purely driven by profit motives [47,48]. Concentrating on the legitimacy criterion, Sundström found that corporate engagement in CSR differs depending on situational aspects and the need for legitimacy linked to the business context [12]. A company that needs critical stakeholders’ acceptance increases its CSR responsiveness, especially if the stakeholder is of economic importance. Sundström found that stakeholder requirements judged as being of less economic importance are commonly ignored, even when previously considered important [12]. This implies both that key stakeholders persuade companies to initiate the process but also that stakeholder importance might change over time. These findings support Mitchell et al.’s conclusion that business responsiveness to CSR demands depends on stakeholder urgency, legitimacy, and power [49].



Besides legitimacy reasons, one other main obstacle influencing CSR measures is company prioritization of issues [50]. Companies focus on certain types of responsibility more [51], so certain CSR dimensions (social, economic, and environmental) are regarded as more important to implement than others. In contrast to many studies that bundle different CSR dimensions together, this study analyzes how PHCs relate to the different dimensions of CSR to compare their different degrees of importance to MO responsiveness and strategic performance.



2.3.1. The Social Relationship to MO Responsiveness and Performance


Social responsibility has received only limited attention in research, both generally and in MO studies. Several studies mention how researchers take less interest in social than ecological responsibility [7,9] but do not pursue what this means, nor how it can be managed or analyzed. In particular, few attempts have been made to discuss how the social dimension of CSR could be related to the MO context. Nevertheless, researchers appear to agree that social responsibility concerns responsiveness related to human well-being, including issues of gender equality, diversity, corporate actions, and responsibility for the work environment, as well as contributions to communities generally [19] and to specific stakeholders directly affected by business activities [13]. These social responsibility concerns apparently affect customer satisfaction, employee motivation at work, and the attraction of a skilled workforce, which together enable the company to develop innovative capabilities [10]. Company responsiveness to CSR gives a human face to the organization that enhances customer perception of the company [19]. According to Brik et al., these perceptions positively influence business performance [19], leading to the following hypothesis:



H3. 

Social responsibility positively influences the GDI/R relationship.





H3a. 

Social responsibility positive influences on GDI/relationship has influence on the MO/SP relationship.






2.3.2. The Economic Relationship to MO Responsiveness and Performance


The economic dimension of CSR has received the least interest from researchers and is thus the most difficult to define. Essentially, economic responsibility touches on issues that also concern the social and ecological dimensions of CSR (e.g., circular economy, risk management in human resources). More specifically, economic responsibility issues have affected companies' risk management [17] and have been discussed in terms of corruption, fair business in relation to stakeholders, and the costs of working unsustainably. The economic perspective has also been influenced by Friedman’s argument that “the business of business is business” [47], claiming that the only social responsibility companies have is to make a profit. By making a profit, companies can improve economic conditions, building up the structure and welfare of society.



With the recent restructuring of companies with an impact on society, this relationship between profit and societal welfare can no longer be taken for granted [12]. Business is to be conducted ethically and morally defensibly, and in ways that contribute to societal benefits while improving company performance [13,49,52]. Economic responsibility and responsiveness to stakeholder demands help companies to create value related to the company by lowering financial costs and to be accountable to their stakeholders [17]. Risk management that promotes good economic and financial reputation creates trust among stakeholders and society, having an impact on performance. This leads to the following hypothesis:



H4. 

Economic responsibility positively influences the GDI/R relationship, which influences the MO/SP relationship.





H4a. 

Economic responsibility positive influences on GDI/relationship has influence on the MO/SP relationship.






2.3.3. The Environmental Relationship to MO Responsiveness and Performance


Research related to environmental responsibility has received the most attention in both CSR and sustainability research. With increased awareness of environmental problems, many researchers are seeking urgent solutions to this CSR dimension [53]. From an MO perspective, companies commonly pay attention to customer value of environmentally friendly goods and services [53]. Research within this dimension is often discussed in terms of how companies engage in strategic green action. These strategies are seen as an integral part of business activities, which also affect strategic performance. Eco-effective strategies that affect business performance have an encouraging impact on companies seeking new, improved ways to manage and find solutions to reuse scarce resources [54].



Environment-related activities are reported and measured to show how companies work with their environmental footprint and how they help to reduce the negative impact on the environment [54]. A company that exhibits low responsiveness to the interests of stakeholders risks being accused of greenwashing, which may lead to a negative impact on corporate performance. From this, the following hypothesis is formed:



H5. 

Environmental responsibility positively influences the GDI/R relationship, which influences the MO/SP relationship.





H5a. 

Environmental responsibility positive influences on GDI/relationship has influence on the MO/SP relationship.







2.4. Strategic Performance


In recent years researchers have noticed how construction strategies can increase profits in housing companies by increasing rent in new construction, reconstruction, and renovation [55,56]. Demolition and choice of vacancy rate are strategically used in most PHCs to equalize supply and demand for accommodation, but also to reduce costs at low demand, in turn leading to profits [57]. To understand and analyze strategic performance [26,58], we apply the concept of construction strategies that are assumed to have effects on financial performance.



Strategic performance (in this study, construction strategies) can be divided into distinct groups (such as new construction, renovation and reconstruction, demolition, vacancy, buying, and selling) to reach the goals of study [59]. Balancing short- and long-term strategies, financial and nonfinancial measures, and external and internal factors is seen as a complex company challenge when managing and measuring outcomes in a company [59,60,61,62]. Kaplan notices difficulties in planning for future strategic performance on the sole basis of measuring current financial outcomes [58]. Many companies attempt to achieve the right balance of performance strategies by reducing costs, trying to deliver appropriate products/services, and working with customer and employee satisfaction in order to create superior value [58]. Although the PHCs face different contextual conditions to meet the demands placed on them on the market, they are governed by the same real estate principles and the same law as private companies.





3. Method


The study tests how CSR influences (1) the gathered and disseminated market knowledge (GDI) and responsiveness (R) relationship, and (2) the MO (GDI and R) and strategic performance relationship (see Figure 1).



3.1. Survey Development


Data was collected via a survey with questions based on previous MO research [2,29]. The survey was divided into four sections, with questions about (1) demographics, (2) the companies’ gathering and dissemination of information, and responsiveness, (3) questions related to strategic performance (new construction, reconstruction, renovation, demolition of dwellings, vacancy, selling, and buying of housing) for the previous five years (2011–2015) and planned for the coming five years (2016–2020), and (4) mediating CSR questions related to social, environmental, and economic responsibilities.



The strategic performance questions in the third section were used to measure how the PHCs respond to the customers’ needs concerning living conditions. Information about new construction and reconstruction shows the companies’ long-term investment strategies requiring depreciation, whereas renovations are gradually performed and depreciated directly. Vacancies and demolition provide information about the level of attractiveness to customers. High levels of vacant apartments and a high demolition rate indicate that PHCs have a low demand for their products yet respond to a lack of customer need. The questions in the second to fourth sections were measured using a Likert scale from 1 to 7, ranging from “strongly disagree” to “strongly agree.”



The MO and CSR variables were controlled to ensure the significance of the study [63]. The 49 survey questions are based on the MARKOR survey developed by Kohli et al. [29] but adjusted to fit the specific PHC context and to include CSR questions. This adjustment provided both relevance to CSR and a limitation that lowers the comparability to other studies. To reduce response bias, difficult words that could cause confusion were avoided. The survey was double-checked by two experts to test and remove the least relevant questions, suggest additional items, and improve wording.




3.2. Sampling and Data Collection


The PHCs were selected for their powerful situation in Sweden where they have an influence on regulations, as well as the legal and social issues of the rental market. Following a total analysis approach, all 289 PHCs in Sweden were included. The respondents have leading positions with knowledge of MO, CSR, and strategic performance. Before designing the survey, the researchers conducted four interviews with SABO and the Union of Tenants to improve knowledge of the PHC situation and to get advice on how to encourage answers to the survey.



Secondary data were collected from each PHC’s website. SABO classifies PHCs into two main groups [64], declining and growing, depending on market size, population, and yearly turnover. The selected companies represent both declining and growing markets to provide an overall picture of how CSR influences the MO/SP relationship.



The data was collected via a multistep approach. The survey was first sent by email to 289 PHCs and made available for 90 days; 32 responses were received. After four follow-up reminders to increase response rate, an additional 133 responses were received, for 165 responses in total. Following the recommendation of Kumar et al. [28], the CEOs who initially did not respond were contacted to arrange personal interviews, which caused them to respond to the survey instead. All 165 PHCs responses are valid, since they represent a 57% response rate. Compared to other MO studies, the response rate is satisfying. For instance, Hult et al. had a 19% response rate [65].



The companies were grouped into three groups–declining, middle, and growing markets—according to standards that SABO and Boverket have for different types of PHCs [64,66], to be sure the data were adequate and representative for each group. There, data were grouped depending on their turnover, population, and criteria on the Boverket and SABO websites. The reason for dividing the data was to be sure that there would be a sample of companies in each group adequate to calculate and measure different dimensions in the study. The pretest showed no significant differences in data regarding PHCs in terms of the different criteria of Boverket, which meant that they were treated as homogeneous groups for measurement.



Whenever a researcher categorizes data, there is risk of bias; misinterpretation of data might transfer into the analysis and influence the results. But the coding and categorizing of data were defined systematically in a theoretical, secured way by applying MO [2,4] and definition and categorization values as purposeful or recognized actions, which contributed to a high degree of reliability. The data was collected via a survey that was answered by PHCs. The answers from early versus late respondents were tested and found to have no effect on the study.




3.3. Measurement, Reliability, and Validity


The data was analyzed by factor and regression analysis [3]. Statistical internal reliability methods [63,67] are combined by measuring correlations and Cronbach’s alpha, and they show the linear relationship between two tested variables [63]. The Process analysis demonstrates how a variable´s effect on an outcome can be partitioned into direct and indirect effects, which are easily quantified using OLS regression analysis [67]. Since in this study we want to measure the effect of direct and indirect variables, PROCESS analysis can be a good tool for analyzing data.



Factor analysis was used to estimate relationships between different dependent variables to measure if underlying factors can affect them. Table 2 reports factor loading and Cronbach’s alpha measures for the reliability estimates for all variables in the study. The reliability of all scales is satisfactory, with α scores ranging from 0.60 to 0.90. To examine for nonresponse bias, the researchers compared the declining and growing markets of the sampling frame. The two construction strategy variables “buying” and “demolition” were removed due to low Cronbach’s alpha. Their composition was 47% and 53%, respectively, indicating no significant difference. The average size of responding and nonresponding PHCs was compared by correlation analysis and shown to be significant.



CEOs were chosen as respondents for their presumed greater familiarity with this information and because in PHCs much of this information is limited to top management. CEOs are arguably the preferred respondent for measures of MO for their knowledge of external, market-related, and internal conditions.



The analysis of the study was based on literature review, and data were collected via a questionnaire with questions based on previous MO and real estate research [1,2]. A modified Kohli et al. [29] MARKOR scale was employed. To improve the reliability of the study, the questions were linked to the specific conditions in the context of PHCs in Sweden. When preparing and analyzing the interviews with PHCs, the market intelligence approach [2] was judged as more appropriate given the topic of investigation. Before distributing the final survey, pretest statistics and pilot tests were conducted to improve the face and content validity of the survey.



Content validity assessment for the initial version of the survey was performed using a two-step process. The first step involved asking a marketing expert, the second step involved a real estate expert to review the survey and ensure the items were an adequate and thorough representation of the constructs under investigation.



Table 3 shows means, standard deviations, and correlation coefficients. To assess the relationship between different items and ensure the validity of the multi-item measures, the researchers performed a correlation analysis.





4. Results


4.1. Mediation Analyses


The Process analysis for SPSS [67] was applied to measure the mediating CSR effect on (1) the MO/SP relationship and (2) the gathering and dissemination of information and responsiveness (GDI/R) relationship. The significance of the indirect effects of CSR is calculated as a mediator [67], which provides a good bootstrap test. It enables the estimation of a multiple mediator model with the inclusion of multiple independent variables. This allowed testing of the mediation effects of CSR dimensions (multiple mediators) on both the GDI/R (independent MO variables) relationship and the MO (independent variables) and company SP (dependent variable) relationship. The significance level for the bias-corrected confidence interval was 95%.




4.2. Results of Hypothesis Testing of the MO and SP Relationship


H1 and H1a suggested a positive effect between market knowledge (GDI), responsiveness (R), and strategic performance (SP). A positive relationship exists between GDI/R and the H1 hypothesis, with β = 0.338, p < 0.001. This shows that a positive effect exists between the different MO variables.



H1 also suggests a positive MO/SP relationship, which is partly supported. The measurement indicates a negative but significant MO/SP relationship related to reconstruction (β = -0.176, p < 0.010), renovation (β = −0.167, p < 0.010) and sale (β = −0.242, p < 0.010). This indicates that the PHCs work in a market-oriented way but with no effect on SP. The H1 is accepted relative to the GDI/R relationship (MO components), whereas the MO/SP relationship is not confirmed.



H2 and H2a suggested that CSR has a positive mediation effect on the GDI/R and MO/SP relationship. A positive total and indirect effect of GDI+CSR/R is supported. The analysis also shows a positive total effect (β = 0.348, p < 0.001) and indirect effect (β = 0.180, p < 0.001) of this relationship (see Table 4 and Table 5). The measurement indicates that CSR has a mediating influence on the different MO components. When testing the effects of the MO+CSR/SP relationship, the total effect measurements are significantly related to new construction, reconstruction, and renovation. Table 5 shows the positive total effect for new construction (β = 0.298, p < 0.005), reconstruction (β = 0.256, p < 0.005), and renovation (β = 0.337, p < 0.005). The measurement of indirect CSR effect is significant relative to new construction (β = 0.317, p < 0.001), reconstruction (β = 0.205, p < 0.010), and sale (β = 0.212, p < 0.010), whereas with vacancy and renovation, the effect is not significant and not supported (see Table 5). This indicates that CSR has total effect, but no indirect effect on renovation. H2 is supported relative to GDI+CSR/R relationships (effects on MO components), but only supported for MO+CSR/SP when it comes to new construction, reconstruction, and sale. This indicates that CSR has effects on GDI/R (effects on MO) and MO/SP relationships, but not on vacancy and renovation.



H3 and H3a suggested that the social dimension of CSR has a positive mediation effect on the GDI/R and MO/SP relationship. A positive total and indirect effect of GDI + Social/R is supported. The analysis shows the positive total effect (β = 0.348, p < 0.001) and indirect effect (β = 0.100, p < 0.001) of this relationship (see Table 4). The measurement indicates that social responsibility affects the MO components. When testing the effects of the MO + Social/SP relationship, the total effect measurements are significant related to new construction, reconstruction, and renovation. Table 5 shows a positive total effect for new construction (β = 0.298, p < 0.005), reconstruction (β = 0.256, p < 0.010) and renovation (β = 0.337, p < 0.010). As shown in Table 4 and Table 5, the indirect effect of social responsibility is significant for new construction (β = 0.343 p < 0.001), reconstruction (β = 0.192, p < 0.010), renovation (β = 0.186, p < 0.050) and sale (β = 0.215, p < 0.010). The H3 GDI + Social/R relationship (effects on MO components) is supported when it comes to new construction, reconstruction, renovation, and sale but not vacancy.



H4 and H4a suggested that the economic dimension of CSR has a positive mediation effect on the GDI/R and MO/SP relationship. A positive total and indirect effect of GDI + Economic/R is supported. The analysis shows a positive total effect (β = 0.348, p < 0.001) and indirect effect (β = 0.093, p < 0.001) of this relationship (see Table 4). The measurement indicates that the economic dimension of CSR affects the MO components. Testing the effects of the MO + Economic/SP relationship, the total effect is significant for new construction, reconstruction, and renovation. Table 5 shows a positive total effect for new construction (β = 0.298, p < 0.005), reconstruction (β = 0.256, p < 0.005), and renovation (β = 0.337, p < 0.005). As shown in Table 5, the indirect effect of CSR on SP is not significant with construction strategies (new construction, β = −0.014; p > 0.001, reconstruction, β = −0.052, p > 0.001; renovation, β = −0.028, p > 0.001; vacancy, β = 0.005, p > 0.001; and sale β = −0.032, p > 0.001) (see Table 5). H4 is supported relative to the GDI + Economic/R relationship, but not supported for the MO + Economic/SP relationship. This indicates that the economic dimension of CSR affects GDI/R (effects on MO), but lacks indirect effect on MO/SP relationships.



H5 and H5a suggested that the environmental dimension of CSR has a positive mediation effect on the GDI/R and MO/SP relationship. A positive total and indirect effect of GDI + Environmental/R is supported. The analysis shows a positive total effect (β = 0.348, p < 0.001) and indirect effect (β = 0.125, p < 0.001) of this relationship (see Table 4). The measurement indicates that the environmental dimension of CSR affects the MO components. When testing the effects of the MO + Environmental/SP relationship, the total effect measurements are significant related to new construction, reconstruction, and renovation. Table 5 shows positive total effect for new construction (β = 0.298, p < 0.005), reconstruction (β = 0.256, p < 0.005), and renovation (β = 0.337, p < 0.005). As shown in Table 5, the indirect effect is significant with new construction β = 0.298, p < 0.005, reconstruction β = 0.280, p < 0.005, renovation β = 0.205, p < 0.001, and sale β = 0.243, p < 0.001 (see Table 5).



H4 is supported for the GDI + Environmental/R relationship (effects on MO components) when it comes to new construction, reconstruction, renovation, and selling. This indicates that the environmental dimension has effects on the GDI/R (effects on MO) and MO/SP relationships but not on vacancy.



Since all of these effects are significant and the explanation of the independence variable increases from R2 (see Table 4 and Table 5) in the partial mediation model, we can assume that CSR has a partial mediating effect on the relationship between MO and strategic performance.





5. Discussion


This study analyzed the mediating effects of CSR on the MO/SP relationship, as well as the CSR impact on PHC responsiveness to gathered and disseminated information (GDI) about the customers. The two measurements contribute to show whether PHCs’ CSR commitments correspond to customers' shorter-term MO needs and if CSR has a long-term impact on MO related to construction strategies (see Table 6). Table 6 is a summary of the results of study; for more detail, see Table 4 and Table 5.



To analyze the mediating role of CSR, the MO/R and MO/SP relationships were analyzed first. The MO intelligence perspective of Kohli and Jaworski [1,2] assumes a positive link exists between how companies gather information about customer needs, how they use and disseminate that information internally to build internal intelligence, and how they respond to customer needs. The study confirms the link between the GDI/R relationship (MO components), which indicates that PHCs work in a market-oriented fashion, whereas the long-term MO/SP link is not confirmed. This indicates that PHCs have developed knowledge about customer needs but do not use it when making decisions about construction strategies.



According to CSR research [42,43,44], substantial efforts can have a positive effect on a company's internal behavior and motivation, enabling improvements in reputation and business performance. The findings show that CSR has positive effects on the GDI/R (MO components) relationship but only partially relative to the MO/SP relationships, because the vacancy and renovation strategies are not accepted. This means that CSR exerts a positive influence on PHCs’ work with MO, but neither the market knowledge constructs nor customer responsibility affects their decisions on vacancies or renovation strategies.



Because CSR covers completely different dimensions of responsibility (social, economic and environmental), these can affect different parts of an organization in different ways. Research shows that many organizations find they must prioritize the CSR issues perceived as most relevant to their business activities [49,50]. For PHCs, all three CSR dimensions are of relevance. The issues of customer living conditions and their ability to negotiate and influence decisions through their membership in the Union of Tenants represent the social dimension. Environmentally, the PHCs are responsible for building materials and chemicals, etc., which affect the tenants’ outside and inside living environments. And the companies’ main mission is to serve groups with scarce economic resources, which is the economic dimension. Therefore, it is relevant to analyze and compare the CSR dimensions that affect the GDI/R and MO/SP relationship.



The study showed that the social dimension positively affects the GDI/R (MO) and the MO/SP relationships except on vacancy. This implies that the PHCs are working seriously on social issues that improve the working environment, which have a positive impact on their long-term relationship to customer needs and well-being related to construction strategies. The analysis of the economic dimension shows an effect on GDI/R but is not confirmed for the MO/SP relationship. PHCs take economic responsibility for customer issues relating to more short-term decisions, but not for their construction strategies. The analysis shows that the environmental dimension has the strongest effects on the GDI/R and MO/SP relationships, save for vacancy. These findings confirm the massive interest in research to find urgent solutions to environmental problems [53]. MO research focuses on how environmentally friendly goods and services are valued by the customers, and how companies’ green actions can affect strategic performance [53]. Eco-effective strategies encourage companies to seek new, environmentally friendly ways to find solutions to reuse scarce resources [54], which also affect business performance.



In summary, PHC works on a market-oriented basis, but with the exception of CSR, this work has no effect on decisions about construction strategies. All CSR dimensions have mediating effects on how PHC meets customer needs. However, the social and, above all, environmental dimensions have the greatest impact on PHCs’ construction strategies.




6. Conclusion and Research Implications


The results of the study confirm that it is not enough in research to focus solely on MO components and the impact of customer needs on strategic decisions. The study shows that CSR has a vital mediating role that forces PHCs to move beyond the customers’ basic needs. Customers today are more discerning and require companies to act responsibly in ways that meet needs that are more sophisticated.



The result contributes to MO research by providing knowledge to reveal the workings of the "black box" addressed by Ellinger et al. [6]. CSR needs to be seen as an integral part of the company's MO work to develop and strategically utilize market knowledge more efficiently. The study shows that CSR has a positive impact on MO components and, above all, increases company responsiveness–even if this work only leads to more short-term commitments. Along with the positive relationship between MO components, CSR indirectly contributes to increasing this positive relationship, which improves the company’s internal learning, abilities, and innovativeness.



Furthermore, the study contributes both to research and practice by showing the importance of determining which strategic performance to measure, as these provide different results, regardless of whether the relationships between MO/SP or MO+CSR/SP are considered. The results also show that MO has no direct effect on new construction, but when including the mediation effects of CSR, this relationship was confirmed. Therefore, CSR can significantly improve a company’s work with MO having effects on SP. The study shows that the MO-SP relationship is not confirmed, but if CSR is added as mediator, then the effects on the relationship is positive.



Interestingly, renovations, which are probably the most common strategy taken by PHCs today, were not affected by MO, nor by CSR involvement. According to SABO’s website, many dwellings are in need of refurbishment whether, or not, there is current customer need for it. The study has several limitations that mainly deal with the methodological modifications required to suit the specific PHC conditions and CSR integration in the study. This implies that the Kohli et al. MARKOR model [29] could not be fully applied. This probably limits the replicability of the study to studies of construction strategies.
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Figure 1. The mediating effects of CSR on the market orientation and strategic performance relationship. 
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Table 1. The CSR, MO, and performance relationship.
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	Author/s
	CSR, MO, and performance relationship
	Result





	[34]
	MO (Kohli and Jaworski), CSR (aggregated) and effects on organizational performance (not defined).
	CSR has a mediating influence on market orientation and organizational performance.



	[19]
	MO (Narver and Slater), CSR (aggregated) and effects on financial performance, corporate reputation, employee commitment.
	CSR as moderator has synergistic influence on the market orientation and business performance relationship.



	[35]
	MO (Narver and Slater), innovation, and CSR (aggregated) impact on business performance (not defined).
	MO and CSR, as mediators, have significant effects on innovation and then business performance. MO has a direct effect on CSR.



	[36]
	MO (Slater and Narver), CSR (aggregated) and customer satisfaction and the effects on organizational performance
	CSR and customer satisfaction mediate the MO–organizational performance relationship.



	[37]
	MO (Narver and Slater) aggregated) positive influence on CSR (aggregated) and on stakeholders. This relationship has effects on nonfinancial organizational performance.
	MO has positive influence on CSR activities of the firm.



	[38]
	CSR (aggregated) influence on MO (Narver and Slater) constructs.
	Customer, competitive and inter-functional orientation have significant influence on CSR.



	[39]
	MO constructs (Kohli and Jaworski), sustainability/CSR (aggregated) and effects on firm performance (shipping).
	Sustainability-influenced MO has a positive impact on shipping performance.
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Table 2. Measurements of Factors and Variables.
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	Factors and variables
	Factor loading
	Cronbach’s Alpha





	Gathering Information a
	
	0.721



	We collect information about customers and their needs through informal methods.
	0.470
	



	We collect information about customers through formal methods (surveys/year).
	0.595
	



	We collect information about customer preferences through online comments.
	0.565
	



	We do customer surveys by survey once a year to measure customer satisfaction.
	0.565
	



	Dissemination of Information a
	
	0.732



	When something important happens in the market, we inform everyone in the company.
	0.671
	



	We have regular internal meetings where we discuss changes in the market.
	0.412
	



	We have regular meetings with the municipality about its development.
	0.687
	



	Responsiveness a
	
	0.822



	We respond rapidly to changes in the competition.
	0.780
	



	We rapidly identify changes in customer requirements.
	0.827
	



	We quickly discover technological developments for customers.
	0.729
	



	Economic a
	
	0.620



	We work actively to meet the customers' financial situation when we carry out development work.
	0.681
	



	We always take into account the tenants' economic conditions for new construction.
	0.793
	



	Tenants are continually invited to information meetings to discuss economic issues.
	0.324
	



	Social a
	
	0.723



	We always take into consideration the tenants' social needs in chang