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Abstract— An organization's sales and technology synergy is a vital source of market intelligence and a
key facilitator of the successful implementation of techno-commercial strategy. Many companies have
traditionally operated in isolated silos with little interaction between their technology and sales departments.
But more businesses have realized in recent years how beneficial it is to connect these functions. Significant
gains in overall company performance have been attributed to this strategic merger. A particular facet of the
connection between improved business performance and sales-technology integration is examined in this
research study. More specifically, it examines whether the seamless engagement between technology and
sales operations in business-to-business (B2B) businesses makes it easier to develop and to execute new
strategies effectively, due to market shifts. The proposed model indicates that the success of market
intelligence acquisition in an organization can be largely predicted by the extent of interaction among some
key variables, where this interaction defines the level of integration. This knowledge, when applied effectively,
also assists businesses in responding strategically and adapting to changing consumer needs and market
conditions. This study aims to be able to uncover the complex relationships between various components in
order to facilitate trends in the market and stimulate proactive responses. It calls for a comprehensive
strategy that can build a sustainable competitive advantage in an evolving business environment, and
argues for the importance of breaking down traditional lines of separation between sales and technology roles.

Keywords— Management; Technology Management; Strategic Responsiveness.

L. BACKGROUND

An organization's fate in a world of rapid change and
unpredictability is increasingly determined by its
capacity to embrace transformation and proactively
manage market turbulence. Success in the face of these
challenges requires a strategic mindset and the
capacity to swiftly adapt corporate structures,
processes, and strategies. This adaptability is not
merely a tactical reaction; it is the cornerstone of a
sustained competitive advantage.

Companies' survival and growth depend heavily on
their capacity to adapt effectively to external
disruptions and market volatility. People who
embrace change and make the most of it are more
likely to establish a strong, long-lasting presence in

1This article can be downloaded from here: www.ijaems.com

their respective fields. Additionally, they are more
capable of thriving and surpassing their competitors
[1]. These changes could be relatively little changes to
the sales/technology mix, or they could be more
substantial endeavors like breaking into new markets,
introducing innovative products, or putting in place
innovative distribution channels. These actions may
be motivated by external changes, but they may also
be motivated by a desire to do better overall.
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Fig.1: Change Adaptation Curve

Changes outside the company or inside pressures to
boost competitiveness and productivity could be the
driving forces behind these changes. Regardless of the
motivating factor, salespeople must be agile,
perceptive, and prepared to execute these market
shifts. Their role extends beyond simply responding
to change; they often take the initiative to identify
emerging trends and customer needs, helping the
business stay up to date.
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Fig.2: Sales Transformation leading to Organizational
Success

(Source:
https:/ /www .forcemanagement.com/blog/sales-
transformation-the-ladder-to-organizational-success)

Sales & Technology teams are in charge of putting
these modifications into practice, from modest tweaks
to big strategy changes, to keep businesses adaptable
and competitive in a changing environment [1].

The critical relevance of encouraging adaptation and
change preparedness within techno-commercial
departments is emphasized by Rackham and
DeVincentis [2]. They must be able to adapt in order
to successfully respond to the dynamically changing
conditions that exist both within the company and the
larger market. Fundamentally, the techno-commercial
function is crucial to bridging and balancing these two
dynamic forces. The business environment of today is
in constant motion, requiring firms to be flexible and
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quick to respond to internal and external changes.

The teams need to be ready to modify their strategies
and plans in response to shifting corporate objectives,
tactics, and internal business structures. As the
business evolves, whether due to changes in core
competencies, organizational reorganizations, or
leadership changes, the functions must be adaptable
and ready to modify their approach.

Sales & Technology teams must also keep up with the
constantly shifting external market conditions. These
variations could include changes in consumer tastes,
competitive environments, technical developments,
and economic circumstances. Salespeople must read
these outside signals, proactively modify their selling
approaches, and spot possibilities that can be used to
the benefit of the company.

Additionally, the sales function actively influences
these dynamics rather than acting as a passive
observer. Effective sales & technology teams
frequently help the firm by offering insightful
information and feedback. They play a crucial role in
assisting the business in anticipating technology
trends, consumer requirements, and competition
threats, which help the business make wise decisions
and develop its strategy.

Alignment throughout the whole organisation
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Fig.3: Sales Team Alignment for Organizational Success

(Source:
https:/ / www.orbitbusinessdevelopment.com/servic
es/sales/sales-and-delivery-team-alignment)

The need of adaptation and change readiness within
departments is stressed by Rackham and DeVincentis.
These attributes enable sales teams to act as dynamic
links between organizational changes and the always
altering environment. Techno-Commercial
departments may increase their effectiveness and

greatly contribute to the overall success and longevity
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of the organization by being aware of both internal
and external dynamics.

The sales and technology force is essential to
developing and carrying out strategic plans [3] [4].
The combo has a great awareness of new
developments among competitors and changing
client expectations because of their direct connection
to the market. The department may gather and
thoroughly analyze this important data, allowing for
the creation of strategic answers that are suitable for
the situation. The team is then responsible for
translating these strategic insights into actionable
steps. By delivering thorough updates on the results
and effects of the recently implemented plan, the
salesforce efficiently closes the feedback loop within
the organization by closely monitoring the results of
these actions. It plays a crucial role in this linked
process as a channel for real-time market feedback,
ensuring that the organization can continuously
adjust and improve its plans to be competitive and
responsive to shifting dynamics. This ongoing,
repeating process starts and fuels organizational
transformation over time (see Figure 1.4).
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Fig.4: Role of Techno Commercial Sales in Organizational

sales force

Activity
(Source: Lyus, David & Rogers, Beth & Sims, Chris.
(2011). The role of sales and marketing integration in
improving strategic responsiveness to market
change. The Journal of Database Marketing &

Customer Strategy Management. 18. 39-49.
10.1057/dbm.2011.5)

Its smooth integration with continuing market
developments is essential to the function's
effectiveness. Homburg, Jensen, and Krohmer [5]
noted that sales and technology departments can have
a weak comprehension of market circumstances and
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goods. Additionally, there is sometimes a noteworthy
lack of information sharing between the various
departments. Because of this, when sales and
technology are not sufficiently integrated, neither
they nor the rest of the company are aware of outside
changes. On the other hand, a strong integration
between these two tasks could enable the business to
become incredibly nimble and sensitive to the always
shifting market dynamics. The firm would be able to
monitor developing trends and movements as well as
quickly respond to them thanks to this increased level
of coordination between sales and technology
functions, thus promoting a more competitive and
adaptable attitude.

In the business environment, a techno salesforce's
effectiveness frequently depends on their technical
knowledge. The sales & technology departments
typically operate relatively autonomously from the
larger technological strategy within many firms.
Companies are increasingly exploring the advantages
of integrating sales and technology, a tactical move
that has been linked favorably to improved corporate
performance. In this study, a particular aspect of the
connection between enhanced performance and sales
technology integration is explored. In particular, it
investigates whether business-to-business (B2B)
firms' integration of sales and technology operations
makes it easier to design and successfully implement
new strategies in response to market changes.

Based on preliminary survey results, we suggest a
model that sets sales and technology integration as a
prerequisite for excellence in market intelligence
gathering. This integration is characterized by
interaction and collaboration between these
departments. In turn, this intelligence forms the basis
for strategically responding to changing market
conditions and client requests.

How technology can help organizati their i ons

Fig.5: Leveraging New Age Technology for Better Sales

(Source:
https:/ /www.datamaticsbpm.com/blog/leveraging
-new-age-technology-for-better-sales-marketing/)
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In order to close the gap between organizational
dynamics and market dynamics, sales departments
are crucial. They are able to respond to both internal
and external influences in an efficient manner thanks
in large part to their Data Sharing & Collaboration
(DSC) and openness for change. Teams play a key role
in both the creation and precise execution of strategic
plans.

Having a technical education is increasingly
becoming a requirement for effective management in
the business world, particularly in the context of the
expanding telecommunications industry. Managers
have no direct control over macro environmental
factors like new opportunities, risks from competitors,
and shifting customer expectations. As a result,
organizations need to change quickly and easily to
ensure their long-term success. While these
businesses are under pressure to change, it is the sales
teams' job to put these strategic changes into practice
in the marketplace.

Sales & Technology teams are well positioned to
remain on top of new innovations from competitors
and altering customer preferences because of their
close relationship. They gather, compile, and evaluate
this important data in order to create well-informed
strategic replies. Therefore, it is the responsibility of
the sales/technology (techno commercial) division to
translate these strategic insights into actionable steps.
By reporting on the results of the recently
implemented initiatives, the salesperson closes the
feedback loop within the organization by carefully
monitoring the results of these actions. This iterative
approach eventually turns into a catalyst for
organizational change.

The degree to which a corporate organization stays
closely associated with the always changing
marketplace determines how effectively it operates.
Technical departments have essential product
knowledge, but a clear problem frequently results
from a lack of information sharing between the sales
teams. As a result, when technology integration and
sales are subpar, the firm as a whole is unable to
recognize and react to market changes. The ability of
an organization to respond quickly to the changing
rhythms of the market can be significantly improved
by a high level of integration between the technical
and sales divisions.
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The essential parts of this idea are broken down as
follows:

e Sales & Technology Integration
¢ Improving Responsiveness

e  Corporate Market Change:

e Technology's Role

e Data Sharing and Collaboration
¢ Continuous Improvement

Combining the strengths of both fields can help
organizations gather intelligence, modify their
strategies, and seize opportunities more quickly and
efficiently, thereby increasing their competitiveness
and long-term success.

The main point of intersection between theoretical
application and real-world implementation in this
research is the intersection of technology and sales
within businesses. The purpose of this exploratory
study is to determine whether tighter coordination
between technology and sales operations improves an
organization's ability to collect useful market data
and, more crucially, to respond quickly by creating
and putting into practice suitable plans.

Here, the main goal is to determine whether the
synergy created by better sales and technology
alignment enables organizations to develop and
seamlessly implement strategic initiatives that
resonate with the changing market demands as well
as more effectively gather relevant market
intelligence.

Research Purpose

Companies are constantly researching novel strategies
to acquire a competitive edge in the modern business
environment. In this study, we explore the crucial area
of sales and technology integration and examine how
it can significantly boost a company's revenue
development. As a measure of a company's ability to
compete, organizations frequently focus on the size of
a company's investment in research and development
(R&D). However, what really matters are how
successfully an organization uses its R&D efforts to
produce products that not only meet but also exceed
the market's changing demands. In many businesses,
the seamless integration of technology with the
techno-commercial departments is the key to
achieving excellent R&D efficiency, speed, and
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ultimately, superior goods and revenue. This
integration is the key factor in determining the success
of product development and sales, not just an
additional approach. Additionally, this achievement
depends on sales managers having strong technical
aptitude.

Access to innovative research is still crucial, no doubt
about it. What matters most is the selection and
integration of technology in the creation of a
business's goods, procedures, or services, as well as its
marketing initiatives. A business may invest in state-
of-the-art technology, but if they don't complement
one another, the resulting product may be hard to
manufacture and market, delaying its release and
failing to meet its objectives.

Objectives
Following are the research objectives:

e Establishing relationship between integrating
sales and technology and its impact on overall
performance.

¢ Integration of sales and technology functions
within business-to-business (B2B)

organizations  fostering creation and
execution of effective new strategies in

response to shifts in the market.

e Sales & Technology integration linking with
improvements in business performance for

increasing organization revenue.

e Establishing actionable market intelligence
effecting sales and technology; being closely
integrated.

e Proposing a validated model that positions
the integration of sales and technology,
marked by both interaction and collaboration
between these two functions, as a precursor
to achieving excellence in acquiring market
intelligence.

Research Question

e Isitpossible to establish relationship between
integrating sales and technology and its
impact on overall performance?

e How does integration of sales and technology
functions within business-to-business (B2B)
creation and

organizations  fostering

execution of effective new strategies in
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response to shifts in the market?

e Does Sales & Technology integration linking
with improvements in business performance
can increase organization revenues?

e Does any relationship exists establishing
actionable market intelligence effecting sales
and technology; being closely integrated?

e Can we propose a validated model that
positions the integration of sales and
technology, marked by both interaction and
collaboration between these two functions, as
a precursor to achieving excellence in
acquiring market intelligence?

Contribution to Knowledge (Academic)

A company's sales force is better able to make
decisions that have a direct influence on the business
when they have good technical knowledge. Their
performance is a barometer for the state of the
company as a whole. Furthermore, it offers the perfect
environment for quick business growth when staff
members can freely share opinions and ideas and
clients receive timely and honest feedback.
Unfortunately, many small and medium-sized
companies frequently struggle with technical
resistance. They see technology as a barrier rather than
as a smaller,

resource. HOWGVQI‘, many

multigenerational firms can overcome their
difficulties by adopting the newest technologies,
gadgets, and software and assuring their seamless
integration and communication. Business leaders can
gain crucial insights into their strengths and areas for
improvement thanks to the data gathered through
integrated technologies. Not only is this material
easily accessible, but it also has a lot of depth.
Additionally, as firms grow, integrated technologies
continue to be beneficial. They provide a simplified
method as opposed to a complicated web. As new
departments are added, clients are onboarded, and
new staff are hired, technology makes it easier to keep
everyone informed. Additionally, companies may
convert happy and loyal consumers into brand
ambassadors who attract new customers by
seamlessly incorporating them into technologically
smart marketing strategies.
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Contribution to Knowledge (Practical)

The goal of this study is to provide a comprehensive
review of the strategies and tactics for creating strong
client relationships and leveraging them to boost
market share and enhance client relationship
management. We will discuss these topics in great
detail and provide a comprehensive model that
describes how businesses can use product selling
methods, with a focus on the relationship between
company performance and business knowledge.

II. LITERATURE REVIEW

In their comprehensive review of the research on the

connections between sales management and
organizational transformation, Jones et al. [1] stress
the critical significance of efficiently responding to
market volatility. They argue that companies who can
effectively handle these erratic market conditions
stand a better chance of gaining a long-term
competitive edge over their less agile rivals. This
position not only provides information but also
actively participates in the execution of plans. Sales
teams are renowned for providing superior market

intelligence [3]. [7].

Le Bon and Merunka point out that many businesses
do not fully utilize this enormous potential [8].
Salespeople are in a unique position to learn about the
goods, pricing tactics, active projects, and consumer
preferences of competitors. This is especially true for
individuals who have developed strong customer
connections.

As the channel for communicating external
possibilities and risks to the organization, the techno
commercial emerges as a crucial element in the
organizational change process. Surprisingly, little
attention has been paid to how well this knowledge is
spread throughout the business. Long-standing
reports have noted difficulties in enlisting the sales
and technology force's participation in intelligence
collection and ensuring that the information is
effectively communicated. In the past, the salesforce
has frequently been held responsible for these
deficiencies [9] [10].

Beyond assessing how efficiently it is delivered, the
effectiveness of how well the business gets and solicits
market intelligence has not been properly examined.
Kotter, Schlesinger, and Hultman [13] expressed
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worry that inadequate communication could result in
unfavorable perceptions of the change process.
Employees may feel uneasy when a change initiative
is introduced because of possible effects on practices,
resource allocation, and future interactions. Support
for the change can be considerably increased by
effective communication and reasoning of it [14].

This discussion introduces the idea of sales and
technology integration, which is characterized as "the
degree to which the activities carried out by the two
functions are supportive of one another" and results in
the accomplishment of common goals and objectives
in a coordinated, synchronized, or carefully planned
manner. Three distinct dimensions of integration have
been identified by Kahn and Mentzer [16]: interaction,
which involves communication and information
sharing between the two functions; collaboration,
which involves resource sharing and cross-functional
teamwork; and composite, which is a combination of
the two. True integration entails a deep-seated
synergy and goes beyond simple coexistence and
communication.

The combination of sales and technology has garnered
recent academic interest and requests for more study.
There is strong empirical support for the idea that
merging these two roles improves corporate
performance. However, the path to integration is
frequently paved with economic and cultural
obstacles, as Kotler et al. [11] [12] contend. They
contend that because salespeople are more concerned
with action than marketers are with strategy, there is
a risk of miscommunication and an underestimation
of one another's contributions. Inability to integrate
could cause companies to lose contact with the
market.

The subject of where sales and technology integration
and market-driven organizational change interact
naturally arises from this conversation. It's
noteworthy that there doesn't seem to have ever been
a clear connection made between the integration of
these two tasks and improved strategic Data Sharing
& Collaboration (DSC) in the face of market volatility
[17]. The technology/commercial function in
directing organizational change and adjusting to
environmental changes is covered by Jones et al. They
even say that disputes between technology and sales
could serve as a red flag for management that the
implementation of new strategies would not succeed.
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It is clear from this in-depth analysis of the literature
on organizational transformation and sales
management that companies that are skilled at
responding to market volatility have a substantial
edge over those who are not. This emphasizes how
crucial it is to manage shifting market conditions in
order to develop a long-lasting competitive edge. This
study also highlights the urgent need to learn more
about how  techno-commercial  departments
themselves adjust to changing environmental
conditions and the crucial role played by the sales and
technology function in

integrated directing

organizational change initiatives [18 - 21].

While the impact of market-driven elements has been
investigated by a number of organizational
departments, the sales and technology function's
crucial role in developing and putting into practice
strategies has received comparatively little attention.
Although authors have acknowledged the functions
as a vital source of market data, it is disappointing to
see that so few businesses are able to properly utilize
this reservoir of prospective insights. Strong customer
connections have given professionals a unique
opportunity to learn about competitors' product lines,
pricing tactics, ongoing projects, and even upcoming
projects, long-term patterns of customer behavior, and
shifting consumer preferences [22].

The integrated force unquestionably plays a crucial
part in the transition process. Their capacity to alert
the company to outside possibilities and dangers is
priceless. However, it appears that the effectiveness of
how this priceless knowledge is shared within the
firm has not been given enough thought. Activating
the salesforce to actively participate in technology
related intelligence and ensuring that the information
gathered is adequately shared to all relevant
stakeholders have both been found to provide
persistent issues. Sadly, the salesforce alone has
received the bulk of the criticism for these failings.
This calls into question how well the organization
gathers and actively searches out market knowledge,
rather than just concentrating on how well it is
communicated by the salesforce [23] [24].

The value of effective internal communication cannot
be overstated. The transformation process may be
seen negatively as a result of poor communication.
Employees frequently express concern when a change
project is launched because of potential effects on
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current practices, resource allocation, and future
interactions. In these situations, good communication
and the reasoning of the suggested adjustments can be
crucial in winning support and allaying concerns.

The convergence of sales and technology will become
a key issue going forward. It can be described as the
level of alignment and mutual support between the
actions of the two functions as they work together to
accomplish common goals and objectives in a
coordinated, synchronized, or carefully planned
manner. Three different definitions of integration are
identified in this context: interaction, which is
characterized by communication and information
exchange; collaboration, which involves resource
sharing and cross-functional teamwork toward
shared goals; and composite, which is a combination
of these two dimensions. Genuine technology and
sales integration goes beyond simple cohabitation and
communication.

The recent academic focus on the technology-sales
integration has prompted calls for more study in this
field. There is currently strong empirical data
supporting the idea that the combination of
technology and sales improves business performance.
Strangely, these results line up with what
practitioners had anticipated, showing that attaining
seamless integration between sales and technology is
not an easy undertaking. As suggested, economic and
cultural considerations are the main causes of the
difficulties in attaining this integration. The debate
essentially centers on the opposition between
technical staff and salespeople as doers and
implementers.

This review emphasizes the complex interactions
between organizational change, sales management,
and technology's crucial role. It draws attention to the
many difficulties and possibilities that firms
encounter when utilizing the skills of their sales force
and successfully integrating technology to deal with
market volatility and create long-term competitive
advantage. The potential for lighting avenues for
improved business performance and adaptation in the
constantly changing business environment lies in
further investigation and research in these areas.

These previously unrelated elements of the literature
are meant to be connected by this study project. It
focuses on the idea of organizational propensity to
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change and investigates whether better sales and
marketing function integration enables firms to not
only become more aware of market changes but also
to excel at implementing sensible strategic responses.

III. RESEARCH METHODOLOGY
- Methodology

The primary objective of this preliminary study was
to examine the impact of sales and technology
integration on corporate performance, particularly in
the context of managing organizational change driven
by market dynamics. To evaluate this impact, two key
constructs were identified: the organization's
effectiveness in acquiring actionable intelligence (as
outlined by Guenzi and Troilo [22]) and its ability to
execute appropriate strategic responses.

As emphasized by Kahn and Mentzer [16], both
interaction and collaboration are essential for the
seamless integration of sales and technology.
Organizations aiming to excel in both constructs must
incorporate these elements. Interaction enables the
smooth exchange of information between these
critical functions, facilitating the efficient acquisition
of knowledge. However, without strong
collaboration, the intelligence gathered may not
effectively translate into the successful execution of

strategic initiatives.

Based on the literature review, the following
conceptual model has been developed.

Independent Variables

Sales & Technology
\
o N

Operations & Strategy A ‘
il NS

Dependent Variables

Quality of Actionable Market Intelligence (QAMI) ‘

Organization being more Adaptable
to Market Driven Change (AMDC)

Responsiveness to Corporate Market Change (RCMC)

Data Sharing & /
Collaboration (DSC)

Fig.6: Conceptual Design

Independent Variables
e Sales & Technology Integration (STI)
¢ Responsiveness (R)

e  Operations & Strategy (OS)
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e Wise Decision Making (WDM)

e Technology Role (TR)

e Data Sharing & Collaboration (DSC)
Dependent Variables

e Quality of Actionable Market Intelligence
(QAM)

e Organization being more Adaptable to
Market Driven Change (AMDC)

¢ Responsiveness to Market

Change (RCMC)

Corporate

The variables are defined below:
e Sales & Technology Integration (STI)

Sales and Technology Integration (STI) refers
to the strategic process of aligning and
incorporating technology solutions into a
company's sales operations and processes.
The primary objective of ST is to enhance the
effectiveness,  efficiency, and overall
performance of sales activities through the

use of advanced tools and digital processes.

Successful STI requires careful planning,
continuous monitoring, and adaptation to
evolving business needs and technological
advancements. When effectively
implemented, it can improve sales
productivity, enhance customer interactions,
and provide businesses with a competitive

edge.
e Responsiveness (R)

The ability to respond rapidly, efficiently, and
adaptively to changes, demands, or stimuli in
a certain situation or environment is referred
to as responsiveness. It is a quality or feature
frequently linked to people, groups, systems,
or processes that can quickly respond to
problems, client demands, market
developments, or unforeseen occurrences.
Being responsive is typically regarded as a
positive quality since it shows flexibility, Data
Sharing & Collaboration (DSC), and the
capacity to quickly and effectively respond to
the demands and expectations of consumers,

stakeholders, or the environment.
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Operations & Strategy (OS)

Operations are the regular tasks and
procedures carried out by a company with
the goal of creating and providing goods and
services to clients Production, manufacturing,
logistics, supply chain management, quality
control, and other administrative jobs
necessary for the business's continuous
operation are all included in this, in addition
to routine tasks. On the other hand, strategy
describes the high-level plans and decisions
that the leadership of an organization adopts
in order to achieve its long-term goals and
objectives. ~ Achieving a  continuous
competitive edge requires setting objectives,
formulating a vision, and making
preparations.

In other words, operations deal with the day-to-day

administration and execution of tasks necessary to run

the business effectively, whereas strategy entails the

development of high-level plans and decisions to

guide the organization's growth, competitiveness, and

long-term success. Both operations and strategy must

be essential elements in achieving organizational

goals for a business to prosper overall.

Wise Decision Making (WDM)

Wise decision-making is the act of making
thoughtful, well-informed choices that are
supported by sound judgment, critical
thinking, and a thorough evaluation of the
available data and likely results. It involves
making choices in a methodical way.

Technology Role (TR)

The phrase "Technology Role" refers to the
function that technology performs in a
particular setting or situation. Technology is
employed in a wide range of disciplines to
carry out specific tasks and play roles that
support the accomplishment of several
objectives. The specific function of technology
might vary greatly depending on the sector or
business in which it is employed.

Data Sharing &
(DSC)Individuals,

Collaboration

teams, departments, or organizations use
data sharing and collaboration procedures
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and practices to efficiently collaborate on
common goals, projects, or initiatives. These
terms are widely used in a number of fields,
including academia, science, technology, and
business. In real life, data exchange and
collaboration often go hand in hand. By
sharing information and insights, teams and
organizations can collaborate to undertake
research, create new products, or find
solutions to difficult issues.

Quality of Actionable Market Intelligence
(QAM)

The term "Quality of Actionable Market
Intelligence" refers to the standard or
reliability =~ of the information and
understanding gathered by a business or
other organization on a certain market or
sector. Usually, this information is collected
to help make decisions, make plans, and gain
an advantage over competitors. High-quality
actionable market data is essential for
businesses to gain a competitive edge,
anticipate market shifts, identify
development opportunities, and effectively
manage risks.

Organization being more Adaptable to
Market Driven Change (AMDC)

The phrase "organization being more
adaptable to market-driven change" describes
a business's ability to effectively handle and
negotiate  changes in its  external
environment, especially those resulting from
market forces. It demonstrates how adaptable
the business is in modifying its operations,
internal processes, and strategy in response to
shifts in customer preferences, market
conditions, competitive situations, and other
market-related factors.

Responsiveness to Corporate Market Change
(RCMCQ)

It is necessary to investigate the relationship
between the independent and dependent
variables. There are numerous methods for
data analysis. Priority one while gathering
research data is assuring the authenticity and
dependability of the research instrument.
When used repeatedly on the same unaltered
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objects or occurrences, a dependable

measuring  tool  produces  consistent

measurements.

Similar to that, Cronbach's alpha is a measure of
internal consistency that shows how closely linked a
group of items are when taken as a whole. This
measure evaluates how trustworthy the scale is. We
are effectively counting the number of times an
observation appears in the data when we look at the
frequency distribution of that observation.

The Pearson correlation coefficient in statistics
measures the linear association between two
Another
correlations between variables is regression analysis.

variables. technique for identifying
It includes a variety of modeling and analysis
methods for both dependent and independent
variables. In Partial Least Squares Regression, the
method builds a linear regression model by projecting
predicted variables, as opposed to searching for
hyperplanes that maximize variance between the
response and independent variables.

- Research HypoResearch

In essence, a hypoResearch is a tentative assumption
or theoretical explanation that is temporarily accepted
to explain certain events or phenomena and to
provide guidance for further investigation. A
hypoResearch must be open to questioning in order to
be either validated or invalidated. It is regarded as
valid or established if it holds up to empirical
investigation. The following hypotheses, which might
then be investigated, were generated by the
researcher to structure this project. The following
were these hypotheses:

H1: Sales & Technology Integration (STI) has positive
effects on Quality of Actionable Market Intelligence
(QAMI) gathering, Organization becoming more
Adaptable to Market Driven Change (AMDC) and its
Responsiveness to Corporate Market Change
(RCMCQ).

H2: Effective/speedy/agile responsiveness (R) affects
Quality of Actionable Market Intelligence (QAMI)
gathering, Organization becoming more Adaptable to
Market Driven Change (AMDC) and higher
Responsiveness to Corporate Market Change
(RCMCQ).

H3: Dynamic Operations & Strategy (OS) has positive
effects on Quality of Actionable Market Intelligence
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(QAMI), Organization being more Adaptable to
Market Driven Change (AMDC) and Responsiveness
to Corporate Market Change (RCMC).

H4: Wise Decision Making (WDM) leads to effective
better Quality of Actionable Market Intelligence
(QAMI), Organization being more Adaptable to
Market Driven Change (AMDC) and Responsiveness
to Corporate Market Change (RCMC).

H5: Technology Role (TR) is critical to achieve better
Quality of Actionable Market Intelligence (QAMI),
Organization being more Adaptable to Market Driven
Change (AMDC) and Responsiveness to Corporate
Market Change (RCMC).

H6: Data Sharing & Collaboration (DSC) can help in
gathering Quality of Actionable Market Intelligence
(QAMI), Organization being more Adaptable to
Market (AMDC) with
data/collaboration and Responsiveness to Corporate
Market Change (RCMC).

Driven Change

The fundamental reason why this research endeavor
adheres to a positivistic research philosophy is
because it expands on the body of current knowledge
in its field. The basis for this research project was a
thorough evaluation of the literature from earlier
studies. As a result, a thorough conceptual framework
was painstakingly developed, and the research
follows accepted scientific procedures. The basic
tenets of hypoResearch testing serve as the foundation
for making observations and judging the viability of
the put forth hypotheses, and they serve as the
compass for the research procedure. The research
approach uses hypotheses that must be rigorously
tested and analyzed in order to be proven. It's
important to note that the study covers the complete
population being studied in order to draw conclusions
that apply to more than just the specific sample. This
strategy increases the validity and relevance of the
study findings by ensuring that the findings are solid
and applicable to a wider context.

- Research Analysis

In this research work, the following tests will be
performed:

1. Validity Test

A validity test is a procedure or assessment
used in statistics to determine how well a
measurement, data collection technique, or
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research instrument measures what it is meant
to measure. A validity test's main goal is to
ascertain if the data gathered or the findings
produced are reliable and accurately reflect the
underlying construct or notion of interest.

2. Cronbach’s Alpha

Cronbach's Alpha, often referred to as simply
"Alpha," is a statistic used in statistics and
psychometrics to assess the internal consistency
or reliability of a measurement scale or
questionnaire. It measures the degree to which
a set of items, questions, or variables that are
intended to measure the same underlying
construct or trait are interrelated and produce
consistent or coherent results.

3. Frequency Distribution (data)

A frequency distribution in statistics is a tabular
or graphic representation of data that illustrates
the frequency with which each value or
category appears in a dataset. It provides
insights into the distribution, trend, and
dispersion of the data by counting the number
of times each individual value or category
appears in the data summary.

4. Descriptive Statistics

A subset of statistics called descriptive statistics
is concerned with presenting and summarizing
data in a way that is both comprehensible and
instructive Its primary goal is to provide a clear
and concise summary of a dataset so that
analysts, researchers, and decision-makers may
identify the most significant patterns and
features. Descriptive statistics encompass a
wide range of methods and measurements.

5. Pearson Correlation

The Pearson correlation, also referred to as
Pearson's correlation coefficient or Pearson's r,
is a statistical tool used to assess the strength
and direction of the linear relationship between
two continuous variables. It calculates the
degree to which changes in one variable are
correlated with changes in another.

6. Regression Analysis

Regression analysis is a statistical technique
used in data analysis to investigate the
relationship between a number of independent

This article can be downloaded from here: www.ijaems.com

International Journal of Advanced Engineering, Management and Science, 11(2) -2025

variables (also known as predictors or
characteristics) and a dependent variable (also
known as the result or aim). Understanding and
quantifying the relationship between changes in
the independent variables and changes in the
dependent variable is the main objective of
regression analysis.

7. Diagnostic Analysis

The process of reviewing and evaluating
statistical models, data, or results to determine
their quality, validity, and suitability for a
certain study or research issue is known as
diagnostic analysis in statistics. It entails a
comprehensive assessment of numerous
statistical analysis components to spot any
assumptions, issues, or flaws that could
compromise the reliability and correctness of

the findings.

The researcher used the SPSS software suite to analyze
this investigation. The Cronbach's Alpha Coefficient
will be calculated using SPSS with the goal of
evaluating the dependability of the instrument used
for data collection, specifically the questionnaires.
However, it is crucial to make sure that all
independent variables, which measure the dependent
variables, are aligned in the same direction before
applying Cronbach's Alpha Reliability. In other
words, the questionnaire that was created should not
contain any negative language.

Distribution of survey questionnaires will be a key
component of the data collection process. The best
method for gathering data for this study is a cross-
sectional survey strategy using self-administered
questionnaires. This method allows for the
examination of potential correlations between
numerous parameters and the acquisition of the
essential information. This study's research design is
cross-sectional and descriptive in nature. The goal of
descriptive research is to describe the traits of the
target group. It also looks for connections between
various variables and evaluates their independence or
interdependence. In the event any relationships are
found, the study will evaluate their strength. Each
participant will receive a set of carefully chosen
questionnaires. Cross-sectional research captures a
moment in time and offers insights into that particular
situation.
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The questionnaires were evaluated using information
gathered from a pilot study to guarantee the validity
of the research instrument. The purpose of the pilot
test is to improve the questionnaires by making sure
that respondents don't have any trouble responding
them, assuring question clarity, and confirming
correct data capture. This procedure helps determine
the reliability of the upcoming data collection. The
questionnaire will also be examined by subject-matter
experts for additional validation.

Similar to external validity, internal validity is a
crucial factor since it shows whether the instrument
can accurately measure what it is meant to measure. It
includes various types of validity, including construct
validity, which considers both the underlying theory
and the measuring tool in use, criterion-related
validity, which gauges how well the instrument
performs predictions or estimations, and content
validity, which gauges how well the instrument
covers investigative questions.

Cronbach's Alpha calculation is used as a reliability
test. With 0.7 frequently seen as an acceptable
threshold, Cronbach's Alpha can vary from zero
(signifying no internal consistency) to one (signifying
complete internal consistency). According to George
(2003), particular guidelines that are specified in the

provided table apply.
Table 1: Cronbach Alpha (Reliability Limits)
Reliability Assessment
>0.9 Excellent
>0.8 Good
>0.6 Questionable
>0.5 Poor
<0.5 Unacceptable
- Target Population
The samples will be collected from the following
organizations;
e DPakistan telecommunication = Company
Limited (PTCL)
e Zong
¢ Nayatel

Total no of questionnaires was 300. 100 questionnaires
were distributed at each organization. The gender
distribution will be 50% male and 50% females at each
organization.
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- Data Collection

Primary data collection methods are used in the
research project, which means that information is
obtained straight from the source or study
participants. This approach makes it possible to gather
exact, one-of-a-kind data that is appropriate for the
objectives of the investigation. Techniques for
collecting primary data are essential for obtaining
fresh viewpoints and ensuring that the data precisely
aligns with the goals or hypotheses of the study.

- Data Analysis and Presentation

These analyses also serve to test the suggested
linkages. Descriptive statistics, including frequencies
and percentages, are generated for both
organizational data and multiple-choice questions
(MCQs) to provide a broad overview of the main
characteristics of the variables. Mean scores were
computed for questions based on Likert scales to
summarize replies and assess participant emotion or

level of agreement.

Table 2: Statistical Tests for HypoResearch

Hypothesiz Objective Tezts
H Sales & Technology Imtegration (STI) had
Ipositive effacts on Cuality of Achonabls harkeq
[mtallizanea (QANT) gathering, Orzznization
lbecooning more Adaptabls to MMarket Droven
IChanga (AMDC) and 1= Responsrvenasz to- Snmpls Linear
|Corporate harket Chanze (RCWC). [F.egrassion
H2 [E ffactive speedy/agile rasponsiveness () affectdAnalysis
|Quality of Actionabla Mazrket Intellizencd-Pearson’s Froduct
QANT) zathermz, Organization bacoming mordhloment
|Adaptable to Markst Driven Chanpe (AMDC)Carralztion
land higher Besponsrraness to Corporate MarkeqAnalysis
IChanza (RCWMC). |- fultiple Linaar
H3 [Dhmamic Operations & Stratezy (05) hagregression Analvsis
[pesitive effects on Cuality of Actionable Markeq
[ntelligance (QAMI), Orgamuizzton being meors
|Adaptable to Market Diriven Change [AMDCY
land Responsrveness to Corporate Market Chanas
(RCMIC).
H4 [Wise Decision Makang (WD) l=ads to effectivg
[better Quality of Actionable harket Intellizence
QANT), Crganization being more Adaptabla i
Miarket Driven Chang= (AMDC)  and
[Fesponsivenss: to Corporate Market Changs
RCMC).
H: [Technology Rele (TE) is critical o achieve batteq
|Quality of Actionabla Market Intellizencd
QANT), Orgamization being more 4dapiabls tof
IMzrket Drven Chanzs (AMDC)  and
[Responsrvenszz to Corporate Market Changs
RCMC).
H§ [Data Sharing & Collaboration (DEC) can help m
lzatherinz  Cuality of Actionable Marked
[mtallizanea (QAMT), Orsamrzzton being mord
|4 daptable to Market Driven Chanpe [AMDHCY
with data/collzboration and Responzivensszs tof
|Corporate Market Chanze (RCWC).

- Questionnaire

The below questionnaire has been designed keeping
in view the conceptualized model.
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Table 3: Statistical Tests for HypoResearch

Variables Variables Description S/No

Sales & Technology Integration (STI)

Does sales and technology integration helps in gathering effective marketing intelligence?

Does sales and technology integration helps in organization being more adaptable to the market driven change?

Does sales and technology integration helps in increasing responsiveness to corporate market change?

Responsiveness (R)

Does agile responsiveness helps in gathering effective marketing intelligence?

Does speedy responsiveness helps in organization being more adaptable to the market driven change?

Does speedy actions helps in increasing responsiveness to corporate market change?

Operations & Strategy (OS)

Does proactive operations & strategy helps in gathering effective marketing intelligence?

Is innovative operations & strategy helps in organization being more adaptable to the market driven change?

Does effective operations & strategy helps in increasing responsiveness to corporate market change?

Variable

Wise Decision Making (WDM)

Does wise decision making at the right time helps in gathering effective marketing intelligence?

Is wise and timely decision making helps in organization being more ready and adaptable to the market driven changes?|

Is wise decision making helps in increasing responsiveness to corporate market change?

Technology Role (TR)

Does technology play any role in gathering effective marketing intelligence?

Does technologies role in organization leads to it being more ready and adaptable to the market driven changes?

Does technology helps in increasing responsiveness to corporate market change?

Data Sharing & Collaboration (DSC)

Does data sharing & collaboration play any role in gathering effective marketing intelligence?

Does data sharing & collaboration leads to it being more ready and adaptable to the market driven changes?

Is data sharing & collaboration help in increasing responsiveness to corporate market change?

Quality of Actionable Market Intelligence (QAMI)

Does Quality of Actionable Market Intelligence (QAMI) helps organizations grow?

Is Market Intelligence (QAMI) backbone of an organization?

Does quality of intelligence helps organization?

Slw(N]e

Is marketing intelligence without it being translated to action of any help?

Organization being more Adaptable to Market Driven Change (AMDC)

Is it important for organizations to adapt to market driven changes?

Dependent Variable

Are market driven changes always beneficial for the organization?

Is the effect of market division changes on organizations profitability substantial?

Alw(N]e

|s adaptability to market driven change must for a growing organization?

Responsiveness to Corporate Market Change (RCMC)

Does responsiveness to market change helps organization grow?

Does market change effect organizations progress?

Slw(n]e

Is corporate market change beneficial for the organization?

Does effective responsiveness to corporate market change makes a substantial difference?

IV. DATA ANALYSIS, FINDINGS AND

DISCUSSION

This section provides a comprehensive analysis of the
findings derived from participant feedback collected
through a structured questionnaire survey. The
primary objective of these questionnaires was to
assess respondents' perspectives on various key
of 300
eligible

variables under investigation. A total
distributed

participants, of which 268 were accurately completed

questionnaires  were to
and returned, yielding an impressive response rate of

approximately 89.33%.

The use of questionnaires as a data collection method
enabled the researcher to gain valuable insights into
participants' perceptions and opinions regarding the
studied variables. The following sections of this
section will in detail,

explore the responses

highlighting emerging trends, patterns, and

significant findings revealed by the data.

Notably, the high response rate of 89.33% reflects a
strong level of engagement and willingness among
respondents to participate in this research. This level
of involvement enhances the reliability of the data,
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making it a credible representation of the target
population's views. As the section progresses, we will
examine the specific aspects evaluated by the
questionnaires, analyze the responses, and discuss the
relevance and implications of the findings in the
context of the study’s objectives. Ultimately, this
section aims to provide a thorough understanding of
the key insights drawn from participant feedback,
forming the foundation for subsequent discussions
and conclusions.

Reliability & Cronbach Alpha

This research work focus is on the cost of shipping
cost and the transit time. Organization/Companies
focus on different variables of mode of transportation
before the final decision is made.
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Table 5: Descriptive Statistics regarding the variables
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questionnaire item are shown in the table. All items
register values more than 0.70, as shown in the table,
confirming the strong dependability of both the
measuring scale and the questionnaire itself. The
strength and dependability of the questionnaire are
strengthened by the values' uniformity.

- Descriptive Statistics

Researcher presents descriptive statistics for the
factors looked at in this study in the next section. The
first table given here includes several important
statistics for each statistical item, including the
number of observations, the lowest score recorded,
the highest score observed, the mean value calculated
using specialized software, and the standard
deviation signifying the variability of each item.

This article can be downloaded from here: www.ijaems.com

sk drven demaz sissl D o o
Cn g !

D pepronsaveness o omrkcl demes kel | I L.{u} S 4.7578 S
CeE . T

JETES m:ahd chusin: cllzel oeparersliom | 168 L.{u} S} 47575 SO
et

b comporsie kol chusie benchical G| I8 L.{u} S} 4.7612 SO
e imaaestio!

Dhiz efffocive soaporndvincs & comerale | I8 1. [u) B 47518 A
ookl chasg  suakes & subsbenks]

diilereme?

Validl B ikl wqsct Ind Lu} ] 4. 7578 GO

Researcher used the questionnaire to analyze a total of
268 items for each variable dimension, as shown in the
table above. The range of values for these items is
between 2 and 5, with most variances occurring
between about 0.5 and 0.65. The distribution of the
data and the related values received from the survey
will be more thoroughly broken down in the
following section's pie charts for each item. This
graphical display will help us better grasp how the
data is

segmented and provide us some

comprehension of the survey's findings.
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Wl tiether Agree tor Disagree
Biagyee
Olexeogy Agee

Does sales and technology integration help in organization
being more adaptable to the market driven change?

Witieiras Agxon liee Dl v . . . . .
Bige Does speedy responsiveness help in organization being
more adaptable to the market driven change?

WNeter Agyee Nee Diswiyee

Bages
Dswrongy Agree

Does sales and technology integration help in increasing
j ? . . , )
responsiveness to corporate market changes Does speedy actions help in increasing responsiveness to
corporate market change?

BNetrer Agyee tex Diswyee
Wagee
Dsrongy Agree

Housayee
B tintrer Agree Nor Disagree

e
W Svongy Agree

Does agile responsiveness help in gathering effective
marketing intelligence?

Does proactive operations & strategy help in gathering
effective marketing intelligence?
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Wl tether Agree Noe Disagres
Bagee

=Duw«
Netrwar N
Agree Nor Dsagree O strongly Agree

Oagee
W svongdy Agree

Is innovative operations & strategy help in organization Is wise and timely decision making help in organization
being more adaptable to the market driven change? being more ready and adaptable to the market driven
changes?

W tiether Agree Nor Disagree

W Agee

B Nother Agyoe hix Disayee
oL

ree
Ol swengy Agee

Is wise decision making help in increasing responsiveness
Does effective operations & strategy help in increasing to corporate market change?
responsiveness to corporate market change?

Bosayee Btinther Agrea Nox Dssyee
BNt Agres toe Dot ee Biges
Dsrongy Agree

Digren
Wztrongty Agres

Does technology play any role in gathering effective
marketing intelligence?
Does wise decision making at the right time help in
gathering effective marketing intelligence?
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W hintr Agrow hior Devagres
HAges

Wtontrar Agree tix Dsagres
Bagee
DSty Agree

Disworggy Agren

Does data sharing & collaboration lead to it being more
Does technologies role in organization leads to it being ready and adaptable to the market driven changes?
more ready and adaptable to the market driven changes?

Wrietner Agree Noe Disagree
B Agee
O svongyy Agree

Does technology help in increasing responsiveness to
corporate market change?
Is data sharing & collaboration help in increasing
responsiveness to corporate market change?

Wit Agzon tix Dnagzren
Bagee
Osweogly Agree

Wtiether Agree Nor Disagree.
Bagee
Dstrongy Agree

Does data sharing & collaboration play any role in Does Quality of Actionable Market Intelligence (QAMI)
gathering effective marketing intelligence? help organizations grow?
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Wtetner Agree Nor Disagree
Bagee
DO svongy Agree

Is Market Intelligence (QAMI) backbone of an
organization?

Bigee
B suongly Agee

Does quality of intelligence help organization?

WNetrer Agree tor Disogree
Bagee
Oisrongy Agree

Is marketing intelligence without it being translated to

action of any help?
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W tether Agree Nor Disagree.
Bagee
D stongy Agree

Is it important for organizations to adapt to market driven

changes?

ietrer Avee tiox Osagree
Agre

=
Disengy Agree

Is market driven changes always beneficial for the
organization?

Is the effect of market division changes on organizations

profitability substantial?
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Etether Agree Mo Disagres
Bagree

Is Data Sharing & Collaboration (DSC) to market driven
change must for a growing organization?

=»dns Agree Nor Dsagree

Dsuongy Agree

Does responsiveness to market change help organization
grow?

WiNiether Agree Nox Disogree
Bagee
Dsrengdy Agree

Does market change effect organizations progress?
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Etietrn Agree Nor Dsagee
Bagee
O srongy Agee

Is corporate market change beneficial for the organization?

W tintrer Agroe bior Ooagren
Bages
Dl strorpy agren

Does effective responsiveness to corporate market change
makes a substantial difference?

T er—
Bagee
Dsuonypy Agee

HypoResearch Testing
- Pearson Correlation

The descriptive statistics for the main variables
evaluated in this study are shown in the following
table. These variables include many dimensions that
are evaluated via survey questionnaires. The
questionnaire responses were combined into
composite data to make it easier to use them in
correlation and regression studies. It is clear from the
descriptive statistics table that a total of 268 instances
of each variable were examined. For each of the
variables under consideration, the table also provides
the appropriate means and standard deviations.
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Table 6: Descriptive Statistics regarding the variables

Descriptive Statistics

Mean Std. Deviation N
STI 47239 31478 268
R 46368 37496 268
08 46741 34249 268
IN 46349 32134 268
TR 46592 32503 268
DSC 4.7201 29428 268
QAMI 46950 35620 268
AMDC 47071 37292 268
RCMC 4 6856 27761 268

A Pearson correlation test using SPSS was used to
create the correlation matrix, which highlighted
numerous notable correlations. For instance, with a
Pearson's r value of 0.737, Sales & Marketing
Integration (SMI) and Responsiveness (R) show a
strong and direct association. Furthermore, with
Pearson's r values of 0.732, 0922, and 0.674,
respectively, Sales & Technology Integration (STI)
exhibits strong correlations with each of the three
dependent variables: Quality of Actionable Market
Intelligence (QAMI), Organization's Adaptability to
Market-Driven Change (AMDC), and Responsiveness
to Corporate Market Change (RCMC).

Additionally, with correlation values of 0.737, 0.859,
0.683, and 0.791, respectively, responsiveness (R) is
substantially connected with sales & technology
integration (STI), quality of actionable market
intelligence (QAMI), and responsiveness to corporate
market change (RCMC). Although there are smaller
correlations between responsiveness (R) and
operations & strategy (OS), technology role (TR), and
data sharing & collaboration (DSC), respectively.

The strongest link between Operations & Strategy
(OS) and any of the variables was found in its
association with Responsiveness to Corporate Market
Change (RCMC), with a correlation value of 0.291.

Except for its remarkable positive relationship with
Data Sharing & Collaboration (DSC), where the
correlation strength measures r=0.409, Technology
Role (TR) shows poor relationships with most factors.

Responsiveness (R), Sales & Technology Integration
(STI), and Responsiveness to Corporate Market
Change (RCMC) are all highly connected with Quality
of Actionable Market Intelligence (QAMI).

On the other hand, Sales & Technology Integration
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(STI), Responsiveness (R), and Quality of Actionable
Market Intelligence (QAMI) show substantial
relationships with Organization's Adaptability to
Market-Driven Change (AMDC) and Responsiveness
to Corporate Market Change (RCMC).

Table 7: Correlations

Correlations

STI R WDM TR DSC QA | AMD RCM
MI C c

STI Pearson Correlation 1 37 112 22" AT 732 | 822" | 614

Sig. (2-tailed) 2000 068 Q00 000 | .000 000 000

N 268 268 268 268 268 | 268 268 268

R Pearson Correlation 377 1 080 1287 31677 B39 | 683 7917

Big_ (2-tailed) 000 194 036 000 | 000 000 000

N 268 268 268 268 268 | 268 268 268

08 Pearson Correlation 112 080 1 150° 215 - 247 2017
040

Sig. (2-tailed) .068 -194 014 000 | 513 000 000

N 268 268 268 268 268 | 268 268 268

TR Pearson Correlation 2127 .128° 150 1 4007 | 102 157 150"

Big_ (2-tailed) 000 036 014 000 | 097 010 014

N 268 268 268 268 268 | 268 268 268

DsC Pearson Correlation £74% 316" 215" 409 1207 | 5077 | 268

Sig. (2-tailed) .000 000 000 000 001 000 000

N 268 268 268 268 268 | 268 268 268

QA Pearson Correlation 7327 859™ -.040 102 207 1| 608" | 8647

MI Big_ (2-tailed) 000 000 513 097 001 000 000

N 268 268 268 268 268 | 268 268 268

AM Pearson Correlation 022 6837 247 157 507608 1| 629
DC -

Sig. (2-tailed) .000 2000 2000 010 000 | .000 000

N 268 268 268 268 268 | 268 268 268

RC Pearson Correlation 6747 91 2017 1507 16877 BG4 6297 1

MC

Sig. (2-tailed) 000 000 000 014 000 | 000 000

N 268 268 268 268 263 | 268 268 268
**_Correlztion is sienificant at the 0.01 level (2-tailed).
*_ Correlation is significant at the 0.03 level (2-tailed).

- Linear Regression Analysis

The following models describe the relationships
between independent and dependent variables as
determined by regression studies carried out in SPSS.

H1: Sales & Technology Integration (STI) has
positive effects on Quality of Actionable Market
(QAMY)
becoming more Adaptable to Market Driven Change
(AMDC) and its Responsiveness to Corporate
Market Change (RCMC).

Intelligence gathering, Organization

The results of a regression study that highlights the
impact of Sales & Technology Integration (STI) are
shown in the table below. It demonstrates that the
difference in the quality of actionable market
intelligence (QAMI) is accounted for by sales and
marketing integration (SMI) in a ratio of roughly 73%.
Notably, Sales & Technology Integration (STI)
accounts for a significant 92% of the variation in
Organization being more Adaptable to Market Driven
Change (AMDC), accounting for a higher percentage
of variation than its influence on other variables in the
regression study. Additionally, 674% of the
technology adaptation in the quality of actionable
market intelligence (QAMI) is explained by sales and
technology integration (ST1).
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Table 8: Regression Analysis

Coefficients*
Model Unstandardized Standardize t Sig,
Coefficients d

R B Std. Emor Beta

1 STI* 732 829 047
STI 922 1.093 028 oan 38928 000
STI 674 383 040 674 14.500 000

32 17.546 000

Dependent Varizble: Quality of Actionable Market Intelligence (QAMI)
Dependent Varizble: Organization being more Adaptable to Market Driven Change
(AMDC)

c. Dependent Varisble: Responsiveness to Corporate Market Change (RCMC)

=R

H2: Effective/speedy/agile responsiveness (R)
affects Quality of Actionable Market Intelligence
(QAMI) gathering, Organization becoming more
Adaptable to Market Driven Change (AMDC) and
higher Responsiveness to Corporate Market Change
(RCMCQ).

The regression coefficients for the responsiveness (R)
metric as well as many other metrics may be found in
the accompanying table. According to the regression
analysis's findings, responsiveness (R) is a major
explanatory variable that contributes significantly to
the understanding of the variance in the dependent
variables. Particularly, Responsiveness (R) helps to
explain 85.9% of the quality of actionable market
intelligence (QAMI), 68.3% of the variability in
Organization being more Adaptable to Market Driven
Change (AMDC), and 79.1% of the variability in
technological adaption.

Table 9: Regression values of Responsiveness (R) and
other variables

Coefficients®
Model Unstandardized Standardize t Sig.
Coefficients d
Coefficients
R B Std. Error Beta
1 R2 859 803 033 859 27401 000
R® 683 679 043 683 15.240 000

R 791 586 028 791 21.088 000

a.  Dependent Variable: Quality of Actionable Market Intelligence (QAMI)
b. Dependent Variable: Organization being more Adaptable to Market Driven Change (AMDC)
c. Dependent Vanable: Responsiveness to Corporate Market Change (RCMC)

H3: Dynamic Operations & Strategy (OS) has
positive effects on Quality of Actionable Market
Intelligence (QAMI), Organization being more
Adaptable to Market Driven Change (AMDC) and
Responsiveness to Corporate Market Change
(RCMCQ).

The impact of Operations & Strategy (OS) on the
dependent variables is clearly shown in the following
regression table. It is important to note that only a
small portion of the variance in these dependent
variables is explained by Operations & Strategy (OS).
With a R value of 0.291, the association between
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Operations & Strategy (OS) and technology adaption
in the learning environment has the most significant
influence.

Table 10: Effect of Operations & Strategy (OS) on
dependent variables

Coefficients®
Model Unstandardized Standardize t Sig.
Coefficients d
Coefficients
R B Std. Error Beta

1 o8 040 A2 064 2040 16375 000

0s? 247 269 {065 247 4.155 000

08¢ .201 236 048 201 4954 000

Dependent Vanable: Quality of Actionable Market Intelligence (QAMI)

. Dependent Variable: Organization being more Adaptable to Market Driven Change
(AMDC)

c. Dependent Variable: Responsiveness to Corporate Market Change (RCMC)

o

H4: Wise Decision Making (WDM) leads to effective
better Quality of Actionable Market Intelligence
(QAMI), Organization being more Adaptable to
Market (AMDC) and
Responsiveness to Corporate Market Change
(RCMCQ).

Driven Change

The information in the following table comes from a
regression analysis that examines the relationship
between Wise Decision Making (WDM), Organization
being more Adaptable to Market Driven Change
(AMDC), and Responsiveness to Corporate Market
Change (RCMC). The R values, which are all below
0.12 in each example, support the findings that Wise
Decision Making (WDM) does not have a significant
impact on the dependent variables.

Table 11: Regression analysis pertaining to effect of Wise
Decision Making (WDM) on Quality of Actionable
Market Intelligence (QAMI), Organization being more
Adaptable to Market Driven Change (AMDC), and
Responsiveness to Corporate Market Change (RCMC)

Coefficients*

Model Unstandardized Standardize T Sig.
Coefficients d
Coefficients
R B Std. Error Beta
1 WDM: 117 093 048 117 23.571 053
WDM® 086 071 051 086 22.067 162
WDM: .101 063 038 101 29.338 097

a Dependent Variable: Quality of Actionable Market Intelligence (QAMI)
b. Dependent Variable: Organization being more Adaptable to Market Driven Change (AMDC)
c. Dependent Varable: Responsiveness to Corporate Market Change (RCMC)

H5: Technology Role (TR) is critical to achieve better
Quality of Actionable Market Intelligence (QAMI),
Organization being more Adaptable to Market
Driven Change (AMDC) and Responsiveness to
Corporate Market Change (RCMC).

The table that follows looks at how Technology Role
(TR) affects the learning environment's adoption of
technology, the organization's ability to respond to
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market-driven changes, and the quality of actionable
market intelligence (QAMI). Technology Role (TR),
like Wise Decision Making (WDM), does not seem to
have a significant effect on any of the dependent
variables. The observed effects may mostly be
attributable to chance since Technology Role (TR) only
explains 16% of the variance in any of these dependent
variables.

Table 12: Effect of Technology Role (TR) on Quality of
Actionable Market Intelligence (QAMI), Organization
being more Adaptable to Market Driven Change (AMDC),
and Responsiveness to Corporate Market Change (RCMC)

Coefficients®
Alndel 18 i i t Sig.
Coefficients d
CoelMicients
R B Std. Esror Beta

1 TR 102 111 B67 102 1463 037

TR? 157 120 069 157 1593 o010

TR 150 128 052 150 2480 014

2 Dependent Variable: Quality of Actionable Market Intelligence (QAMT)

b.  Dependent Variable: Organization bemng more Adaptable to Market Derven Change
{AMDC)

. Dependent Variable: Responsiveness to Corporate Market Change (RCMC)

H6: Data Sharing & Collaboration (DSC) can help in
gathering Quality of Actionable Market Intelligence
(QAMI), Organization being more Adaptable to
Market (AMDC)  with
data/collaboration and Responsiveness to Corporate
Market Change (RCMC).

Driven = Change

The findings regarding the relationship between Data
Sharing & Collaboration (DSC) and its effect on
Quality of Actionable Market Intelligence (QAMI), the
organization's ability to adapt to changes driven by
the market (AMDC), and technology adaptation in the
learning environment are presented in the following
table. It is clear that the effects of data sharing and
collaboration (DSC) on the caliber of actionable
market intelligence (QAMI) and technology adoption
are both somewhat negligible. It has a noticeable
impact on the organization's ability to adapt to
market-driven change (AMDC), though. Actually, the
organization's ability to be more adaptive to market-
driven change (AMDC) varies by about 51%, with
Data Sharing & Collaboration (DSC) being the main
contributor.
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Table 13: Data Sharing & Collaboration (DSC) and its
Impact on Organizational Adaptability to Market Driven
Change (AMDC), Responsiveness to Corporate Market
Change (RCMC), and Quality of Actionable Market

Intelligence (QAMI)
Coefficients*
Model Unstandardized Standardize T Sig.
Coefficients d
Coefficients
R B Std. Error Beta

1 ST 207 250 073 207 3.448 001

ST 507 643 067 507 9.601 000

ST 268 253 036 268 4.531 -000

Dependent Variable: Quality of Actionable Market Intelligence (QAMI)

. Dependent Variable: Organization being more Adaptable to Market Driven Change
(AMDC)

¢ Dependent Variable: Responsiveness to Corporate Market Change (RCMC)

oM

- Multiple Linear Regression Analysis

To comprehend the cumulative effect of the
independent factors in the study on each of the
dependent variables, this section includes multiple
regression models. ANOVA tables, regression
coefficient values, and R and R-Squared summaries
are among the regression results that are derived by
SPSS. Within the context of regression analysis, each
of these helps to clarify the impacts and behaviors of
the many variables.

H7a: Effects on the Quality of Actionable Market
Intelligence (QAMI) of Sales & Technology
Integration (STI), Responsiveness (R), Operations
& Strategy (OS), Wise Decision Making (WDM),
Technology Role (TR), and Data Sharing &
Collaboration (DSC)

The variables table shows that the Quality of
(QAMI), the
dependent variable, and all the independent factors

Actionable Market Intelligence

are included in the SPSS analysis.
Table 14: Variables Entered / Removed

Variables Entered/Removed?
Model Variables Variables Method
Entered Removed
1 WDM, 05, R, .| Enter
TR, DSC, 5TI*

a. Dependent Variable: QAMI
b. All requested variables entered.

The R and R-squared values in the table show that the
independent factors have a significant impact on
Quality of Actionable Market Intelligence (QAMI).
Both of these numbers are greater than 0.5, indicating
significant effects in the context of the regression
analysis.
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Table 15: Model Summary

Model Summary

Model R R Square Adjusted R | 5td. Error of the
Square Estimate
1 8882 788 783 16588

a. Predictors: (Constant), WDM, OS, R. TR, DSC, 5TI

The square sum and level of significance support our
idea even more. These values are inside the acceptable
range with a significance level less than p=0.050.
Because of this, we can say with certainty that the
independent factors do indeed have a big influence on
QAMI (Quality of Actionable Market Intelligence).

Table 16: ANOVA

ANOVA®
Model Sum of Squares df Mean Square F Sig
Regression 26.694 6 4449 161.676 000
1 Residual 7.182 261 028
Total 33.876 267

a_Dependent Variable: QAN
b_ Predictors: (Constant), WDM, OS, R, TR, DSC, STI

The numbers in the following table, as shown by their
standardized coefficient values, explain the precise
contributions of each independent variable to the
variation in the quality of actionable market
intelligence (QAMI).

Table 17: Coefficients

Coefficients®

Model Unstandardized Coefficients | Standardized t Sig.
Coefficients
B Std. Error Beta
(Constant) 1323 253 5.227 2000
STI 333 052 295 6.456 2000
R 635 040 689 16.295 2000
1 0s 106 030 102 3478 2001
TR 027 034 025 750 430
DsC 169 043 140 3.985 2000
WDM -.016 023 -.020 -.698 486

a. Dependent Variable: QAMI

H7,: Impact of Sales & Technology Integration (STI),
Responsiveness (R), Operations & Strategy (OS),
Wise Decision Making (WDM), Technology Role
(TR), and Data Sharing & Collaboration (DSC) on
Quality of Actionable Market Intelligence (QAMI)

The factors table demonstrates that the regression
analysis covers all independent variables in order to
examine their influence on the dependent variable,
"Organization being more Adaptable to Market
Driven Change (AMDC)."
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Table 18: Variables Entered / Removed

Variables Entered/Removed®
Model Variables Variables Method
Entered Removed
1 WDM, 0%, F. .| Enter
TR, DSC, STI®

a. Dependent Variable: ANMDC
b. All requested vanables entered.

The model summary table shows that the
independent factors have a significant impact on how
adaptable an organization is to market-driven change
(AMDC). Actually, the factors with the greatest R and
R-squared values are almost one, indicating a large
and profound impact on the "Organization being
more Adaptable to Market Driven Change (AMDC)."

Table 19: Model Summary

Model Summary

Model R R Square Adjusted B | 5td. Error of the
Square Estimate
1 9392 .§82 879 12972

a. Predictors: (Constant), WDM, 08, R, TR, DSC, STI

The significant value, which is below our set p-value
of 0.050, is clear from the ANOVA table. We can
therefore say with certainty that the independent
variables significantly affect how "Organization being
more Adaptable to Market Driven Change (AMDC)."

Table 20: ANOVA

ANOVA=
Model Sum of Squares df Mean Square F Sig.
Regression 32.739 6 5.457 324260 _000k
1 Residual 4392 261 017
Total 37.132 267

a Dependent Variable: AMDC
b. Predictors: (Constant). WDM, OS, R, TR, DSC. STI

The coefficients table sheds light on how various
factors affect "Organization being more Adaptable to
Market Driven Change (AMDC)." Notably, all other
independent variables had an effect on "Organization
being more Adaptable to Market Driven Change
(AMDC)," with the exception of responsiveness (R)
and wise decision-making (WDM), both of which
have significance values higher than our predefined
p-value of 0.050.
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Table 21: Coefficients

Coefficients®

Model Unstandardized Coefficients Standardized t Sig.
Coefficients
B Std. Error Beta
(Constant) 1.135 198 5.732 2000
STI 1.037 040 876 25688 2000
R 009 031 010 302 763
1 0s 154 024 141 6473 2000
R 105 027 092 3913 2000
DSC 123 033 097 3.696 2000
WD 020 018 024 1.117 265

a. Dependent Varable: AMDC

Hy7.: Impact of Sales & Technology Integration (STI),
Responsiveness (R), Operations & Strategy (OS),
Wise Decision Making (WDM), Technology Role
(TR), and Data Sharing & Collaboration (DSC) on
Responsiveness to Corporate Market Change
(RCMQO).

According to the factors table, all independent
variables have been used to calculate the regression
coefficients, with  the dependent  variable
"Responsiveness to Corporate Market Change

(RCMC)" as the input.
Table 22: Variables Entered / Removed

Variables Entered/Removed®
Model Variables Variables Method
Entered Removed
1 WDM, OS5, F. .| Enter
TR, DSC, 8TT¢

a. Dependent Variable: RCMC
b. All requested variables entered.

The regression analysis's notable values of R and R-
squared, 0.836 and 0.698, respectively, are detailed in
the model summary table. These numbers indicate
that the independent variables have a significant
overall impact on the metric "Responsiveness to
Corporate Market Change (RCMC)."

Table 23: Model Summary

Mndeléuinmary'
Model R R Square Adjusted R | Std. Error of the
Square Estimate
1 836% 698 691 15420

a. Predictors: (Constant), WDM. O8_ R, TR. DSC. STI

A significant value that is less than our predetermined
p-value of 0.050 is shown in the ANOVA table. We
may therefore say with certainty that the independent
variables do in fact have an impact on the dependent
variable, "Responsiveness to Corporate Market
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Change (RCMC)."
Table 24: ANOVA

ANOVA®
Model Sum of Squares Df Mean Square F Sig.
Regression 14.371 [ 2395 100.739 .ooob
1 Residual 6.206 261 024
Total 20.577 267

a. Dependent Variable: RCMC
b. Predictors: (Constant), WDM, OS, R, TR. DSC. STI

The coefficients table clarifies each independent
variable's unique effect on "Responsiveness to
Corporate Market Change (RCMC)." The absence of
significance values below our preset p-value of 0.050
highlights the fact that none of the independent
factors had a meaningful impact on "Responsiveness
to Corporate Market Change (RCMC)," nevertheless.
This implies that the overall influence reported may
be due to chance or the existence of a confounding
variable that was not taken into account in the
research model.

Table 25: Coefficients

Coefficients®

Model Unstandardized Coefficients | Standardized t Sig.
Coefficients
B Std. Error Beta
(Constant) 1071 235 4.551 2000
STI 191 {048 217 3988 {000
R 473 037 639 12.667 2000
1 05 188 028 232 6.662 2000
TR 025 032 2029 784 434
DSC -.094 {040 -.100 -2.383 018
WDM -.008 021 -.013 -.383 702

a. Dependent Variable: RCMC

V. CONCLUSIONS
- Discussion

The following can be used to deconstruct and justify
the statement that "Sales & Technology Integration
(STI) has positive effects on Quality of Actionable
Market Intelligence (QAMI) gathering, Organization
becoming more Adaptable to Market Driven Change
(AMDC), and its Responsiveness to Corporate Market
Change (RCMC)":

Positive Effects on Quality of Actionable Market
Intelligence (QAMI) Gathering:

e STlis the process of gathering, analyzing, and
interpreting data on sales and customer
behavior using technological tools and
platforms. By offering real-time data, cutting-
edge analytics, and predicative insights, this
technologically driven strategy can raise the
caliber of market intelligence.

Positive Effects on Organization Becoming More
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Adaptable to Market Driven Change (AMDC):

Organizations may use
data

communication thanks to STI.

technology for

automation, analysis, and

STI enables businesses to automate routine
procedures, optimize workflows, and quickly
adapt to market changes. Sales teams can
interact remotely, access real-time data, and
change their plans in reaction to shifting
market conditions. sIln the business sector,
where markets are subject to rapid change
due to factors including new technologies,
fierce competition, and overall economic
conditions, this flexibility is crucial.

Positive Effects on Responsiveness to Corporate
Market Change (RCMC):

STI enables companies to align sales processes
with the needs of both internal and external
markets. This alignment may improve a
company's ability to react to shifts in the
broader corporate market.

Thanks to STI, businesses may integrate sales
data and insights into more comprehensive
corporate decision-making procedures. This
collaboration ensures that sales tactics align
with company objectives. When corporate
market shifts occur, STI-equipped businesses
may quickly adjust their plans and sales
strategies to align with the new course, such
as strategic pivots, mergers and acquisitions,
or changes in target markets. A corporation
needs to be able to adjust to shifting business
markets in order to be competitive and
accomplish its goals.

Proactive Market Intelligence Gathering (QAMI):

Effective responsiveness makes sure that the
company can promptly adjust to new trends
or changes in client preferences that QAMI
has found. An organization may make better
decisions when it is responsive because it can
act right away depending on the information
gathered.

Adaptability to Market Driven Change (AMDC):
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market changes. In the fast-paced business
climate of today, this adaptability is essential.

Corporate Market Change

(RCMC):

Greater corporate responsiveness enables the
entire firm to quickly pivot in response to
substantial market changes or disruptions.
This responsiveness frequently necessitates a
concerted effort from numerous departments
and activities.

Feedback Loop and Continuous Improvement:

Proactive market intelligence gathering and
action are constantly reinforced by effective,
prompt, and adaptable responsiveness.
Responding quickly to QAMI insights allows
a business to start a continuous improvement

cycle.

Customer-Centric Approach:

Effective responsiveness usually employs a
customer-centric approach, in which the
company prioritizes promptly meeting the
needs and expectations of its customers.

Continuous Data Collection and Analysis (QAMI):

Dynamic Operations & Strategy emphasizes
how important it is to continuously collect
and analyze data. This approach ensures that
the business gathers a significant amount of
market intelligence (QAMI) from a range of
sources, including

competitor  activity,

customer feedback, and market trends.

Alignment with Market Trends (AMDC):

Dynamic Operations & Strategy takes a
proactive stance in order to align the company
with market trends and opportunities. It
promotes a flexible and agile way of thinking.

Strategic Flexibility (AMDC):

Dynamic Operations & Strategy promotes
strategic flexibility. This shows that the
business is prepared and able to adjust its
plans in reaction to unforeseen disruptions or
changing market conditions.

Rapid Decision-Making (RCMC):

The capacity of a dynamic company to adapt
swiftly and intelligently in the face of
corporate market change (RCMC).
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Feedback Loop and Continuous Improvement:

¢ Dynamic Operations & Strategy encourages a
feedback loop in which the company
continually assesses the efficiency of its plans
and operations.

Competitive Advantage:

e A dynamic business has a better chance of
gaining an advantage over its competitors. Its
ability to leverage high-quality market
intelligence (QAMI) for strategic decision-
making and its adaptability to market-driven
changes (AMDC) provide it an edge over
competitors.

Informed Data-Driven Decisions (WDM):

e The significance of making well-informed
decisions supported by evidence and analysis
is emphasized. When a company uses this
strategy, it makes sure that its choices are
supported with QAMI (high-quality market
intelligence).

Strategic Alignment (AMDC):

¢ Making entails coordinating choices with the
strategic aims and objectives of the
organization. It focuses on making decisions
that advance the company's long-term goals.

Risk Assessment and Mitigation (AMDC):

e By proactively managing risks, the company
is better able to adjust to market changes
because it has mitigation measures and
contingency plans in place.

Resource Allocation (RCMC):

e Appropriate resource allocation is essential
for corporate market change (RCMC)
response. It enables the company to swiftly
deploy resources where they are needed in
order to react to changes in the market or take
advantage of new opportunities.

Continuous Learning and Improvement:

e The organization's ability to adapt (AMDC)
and respond (RCMC) over time is improved
by this feedback loop, which makes sure that
the organization continuously modifies its
strategy based on the outcomes of its
decisions

Enhanced Competitive Advantage:
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e DPrioritizing organizations gives you a
competitive edge. They are able to make
strategic, well-informed decisions using high-
quality market information (QAMI), which
gives them an advantage over competitors.

Data Collection and Analysis (QAMI):

e Technology is essential to the collection,
compilation, and analysis of data. It makes it
possible for businesses to quickly and
effectively gather and handle enormous
amounts of data from multiple sources.

Real-time Monitoring (QAMI and AMDC):

e Real-time monitoring also helps AMDC by
allowing businesses to react quickly to
developing market dynamics rather than
depending on historical data.

Data-driven Decision Making (QAMI, AMDC, and
RCMC):

e Data-driven decision-making processes are
aided by technology. Informed decisions
based on QAMI can be made by organizations
using data analytics tools and algorithms.

Automation and Efficiency (QAMI, AMDC, and
RCMO):

e Automation of repetitive processes, data
processing, and reporting is made possible by
technology. The efficiency of gathering,
analyzing, and sharing market intelligence is
improved by this automation.

Scalability and Flexibility (QAMI, AMDC, and
RCMC):

o Technology offers the flexibility and
scalability required to manage a variety of
data sources and types. Technology may alter
to accommodate changes as businesses

expand and data volumes rise.
Competitive Advantage (QAMI, AMDC, and RCMC):

e Businesses that effectively use technology
acquire a competitive advantage. They can
use data and technology to their advantage to
make quicker, more precise judgments.

Enhanced Data Pooling (QAMI):

e Data Sharing & Collaboration promotes the
sharing of data and insights among various
teams and departments within a business. By
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combining data from diverse sources, a more
complete and rich dataset for market
intelligence (QAMI) collecting is produced.

Cross-functional Insights (QAMI and AMDC):

e Cooperation among various teams and
departments encourages the sharing of
information and insights. Collaboration
across cross-functional teams can result in
richer and more complex market intelligence
(QAMI) since they bring a variety of
viewpoints to the table.

Rapid Data-Driven Decision-Making (AMDC and
RCMO):

e Access to current information and insights
enables decision-makers to swiftly modify
strategy and operations.

Aligned Strategic Efforts (AMDC and RCMC):

e This alignment benefits AMDC and RCMC by
encouraging a coordinated response to
market trends and organizational changes.

Continuous Improvement (QAMI, AMDC, and
RCMCO):

e Collaboration encourages a culture of
ongoing development. Based on shared
information and cooperative efforts, teams
can evaluate and improve their techniques.

e By drawing on its collaborative failures and
achievements, this feedback loop makes sure
that the organization continuously improves
its QAMI, adaptability (AMDC), and
responsiveness (RCMC).

Effective Resource Allocation (AMDC and RCMC):

e By working together, teams may evaluate
and distribute
resources effectively to achieve strategic

resource  requirements

goals.

e For AMDC and RCMC, efficient resource
allocation is essential because it makes sure
the organization can allocate resources where
they are most needed to react to market-
driven changes and corporate market
developments.

In fact, Data Sharing & Collaboration (DSC) is
essential for assisting businesses in acquiring high-
quality Actionable Market Intelligence (QAMI),
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improving their ability to adapt to market-driven
change (AMDC), and improving their capacity to
respond to corporate market change (RCMC).

- Future Work

The future of research on the "Role of Sales and
Technology Integration in Improving Responsiveness
to Corporate Market Change" is likely to be dynamic
and shaped by ongoing advancements in technology,
shifts in the business landscape, and emerging trends
in sales and marketing strategies. Here are some key
directions and areas of focus that researchers in this
field may explore:

o Advanced Technology Integration

e Data Analytics and Predictive Insights

o Customer-Centric Approaches

o Cross-functional Collaboration

o Digital Transformation

e Ethical and Privacy Considerations

o Case Studies and Industry-Specific Research
o Change Management and Training

o Regqulatory Implications

o Globalization and Market Dynamics

e Long-Term Impacts
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