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Strategic orientation and innovative activities: an
analysis using the PINTEC data from 1998 to 2011

Orientacao estratégica e atividades inovativas: uma analise a partir
dos dados da PINTEC no periodo de 1998 a 2011
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Abstract: Innovation is an organizational process that contributes to the competitive performance of companies
from various sectors of the economy, and willingness to adopt it is connected with the strategic orientation set by
senior management. The aim of this article was to identify evidence of the strategic orientation adopted in the context
of the Brazilian manufacturing industry by analyzing the aggregate data on innovative activities in this economic
sector. To this end, we used data from various issues of Innovation Survey (PINTEC), which includes aggregate data
on the Brazilian manufacturing industry. The results suggest that market orientation is present in the context of this
industry, influencing the decreasing willingness to invest in innovative activities and discouraging the improvement
of capabilities for innovating. The results suggest that market orientation represents a form of response from the
industrial sector to the instability and discontinuity that prevail in this environment, with important reflections on
investment in the development of internal resources and innovative capabilities.
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Resumo: 4 inovagdo é um processo organizacional que contribui para o desempenho competitivo de empresas e
setores da economia, sendo que a disposi¢do para sua adogdo tem ligagdo com a orientagdo estratégica estabelecida
pela alta gestdo dos negocios. O objetivo deste artigo foi identificar evidéncias da orientagdo estratégica adotada
no contexto da industria de transformagdo brasileira, por meio da andlise de dados agregados sobre atividades
inovativas deste setor economico. Buscou-se, também, identificar possiveis influéncias da orienta¢do estratégica sobre
componentes do desempenho deste setor. Para tanto, foram utilizados dados da Pesquisa de Inova¢do — PINTEC,
em suas varias edi¢oes, que trazem dados agregados sobre a industria de transformagado brasileira. Os resultados
sugerem que a orienta¢do para o mercado estd presente no contexto desta industria, contribuindo para a reduzida
disposigdo ao investimento em atividades inovativas e desestimulando o aprimoramento de capacidades para inovar.
Os resultados sugerem que a orientacdo para o mercado representa uma forma de resposta do setor industrial
a instabilidade e descontinuidade que prevalecem no ambiente, com reflexos importantes no investimento para o
desenvolvimento dos recursos internos e capacidades inovativas empresariais.
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1 Introduction

Innovation is an organizational process that can
aid the competitive performance of a company
(Gatignon & Xuereb, 1997; Narver & Slater, 1990).
Companies that allocate resources and capabilities to
improve their innovation processes tend to boost their
chances of competing successfully in the markets in
which they operate (Day, 1997; Gatignon & Xuereb,
1997; Narver & Slater, 1990). The innovation process
encompasses innovative activities by companies in
their search for products and processes improvements
(Greenley, 1995). These innovative activities
sustain the organizational effort towards innovation.

In addition to Research and Development (R&D),
other activities unrelated to R&D that help to improve
the innovative capability are involved. These include
the introduction of technological innovations to the
market, training and the purchase of machinery and
equipment (IBGE, 2013). The data produced by the
Brazilian Institute of Geography and Statistics (IBGE)
through the Technological Innovation Industrial Survey
(PINTEC-IBGE) show that some innovative activities
integrate efforts to improve the innovation process,
but also show the influence of external factors that
affect the industrial sector.
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As demonstrated in several theoretical and
empirical studies, innovative activities favor the
innovation process in the context of the company
(Ngo & O’Cass, 2012; Bodlaj et al., 2012; Kiister
& Vila, 2011; Cambra-Fierro et al., 2011).

However, despite the knowledge that has been
built on the relationships between innovation and
business performance, many gaps remain concerning
how these relationships are established and how
companies can take advantage of innovation to renew
their strategic orientations and face an increasingly
unpredictable environment that is difficult to understand
(Atuahene-Gima, 1995).

The willingness of companies to adopt innovation
and make it a central activity appears to be linked
to strategic orientation, which influences the
top management when it comes to determining
directives and decision-making (Chang et al., 2014;
Atuahene-Gima, 1995).

Strategic orientation involves the guiding principles
that shape the managerial decision-making of a
company, the configuration of its resources and
its interaction with the market in which it operates
(Chen et al., 2014; Song & Parry, 2009; Gatignon
& Xuereb, 1997).

Especially in unstable environments, strategic
orientation appears to be an effort by a company
to address shortages of resources and capabilities
and overcome obstacles and difficulties by using
innovative activities to enrich its innovation process
(Day, 1997).

Strategic orientation constitutes a determining
factor in ensuring that innovative activities produce
positive results for a company (Ozkaya et al., 2015).
The behavior required to satisfy the needs and
expectations of customers influences the innovative
activities that can help to enhance business performance,
particularly in environments in which changes are
rapid and discontinuous (Zhou et al., 2005; Greenley,
1995).

Market orientation, which is derived from strategic
orientation, includes the generation and dissemination
of marketing intelligence in the organizational
environment, providing means for understanding
the current and future needs of customers and
aiding the understanding of environmental variables
that can aid business decisions (Deshpandé et al.,
2012; Kohli & Jaworski, 1990). In the context of
industry, market orientation may be reflected in the
efforts toward innovation, showing the environment
influence over the perception of importance of some
innovative activities and in the resources allocation
to these activities.

This type of orientation is closely related to the
innovative activities of a company, as they can be
enriched by information from the external environment

that can help to improve the company’s knowledge.
Consequently, the company will respond more quickly
and efficiently to competitive challenges, protecting
itself against adversities resulting from changes in
the environment caused by technological changes,
intensification of government regulations and the
growing volatility of demand (Day, 1997).

Therefore, the aim of this article was to identify
evidence in the strategic orientation adopted in the
Brazilian industrial context by analyzing aggregate
data on innovative activities in this economic sector.
The article also sought to identify possible influences
of strategic orientation on the performance components
of this sector.

By examining aspects of the strategic orientation
adopted in the industrial sector and its influence on
performance, it is possible to gain a better understanding
of the motives that explain the corporate behavior
of the manufacturing industry. It is also possible to
explain the proposition for stimuli for the growth and
development of new capabilities that help to increase
the competitive capacity of this sector of the Brazilian
economy, especially measures to increase interest in
innovative activities to boost the innovation process.

In this sense, observing a sector of the economy
exposed to an unstable environment can help to
identify evidence of the strategic orientation and
its impact on performance. Thus, the use of public
data on innovation in this specific sector is a feasible
alternative in the effort to achieve this goal. One of
the sectors that has been affected by the instability,
unpredictability and discontinuity of the environment
is the manufacturing sector. It has been addressed in
studies on innovation and its impacts (Fagerberg et al.,
2007; Varum & Pinho, 2007; Vazquez et al., 2001),
and this opens up the possibility for conducting
studies considering the available data.

The source of data chosen for the analyses conducted
in this study was the various editions of the Innovation
Survey (PINTEC) (2000, 2003, 2005, 2008 and 2011)
of the Brazilian Institute of Geography and Statistics
(IBGE). The PINTEC provides an idea of the behavior
of the manufacturing industry over time.

It is important to point out that a number of
studies (Tironi, 2005; Kato et al., 2008; Rocha &
Dufloth, 2009; Cavalcante & De Negri, 2010) have
analyzed aggregate PINTEC data that are available
for consultation and have reached conclusions on the
different aspects related to innovation in Brazilian
industry as a segment. It is important to highlight
that the articles that have made use of the PINTEC
as a source of innovation indicators normally use
only one of the editions available. We did not find
any article that made use of all the editions of the
PINTEC, conducting an evolving and longitudinal
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analysis. This is an important contribution of the
present study.

Tironi & Cruz (2008) claim that studies such
as those conducted by the different versions of the
PINTEC provide better knowledge on the innovation
process, while Kato et al. (2008) claim that increasingly
greater importance is attributed to industrial sectors.
This corroborates the approach of the present study,
which uses secondary data from the PINTEC through
tables published by the IBGE, “thereby constituting
documentation belonging to a public agency and
exempt from any analytical treatment”. Thus, an
initial observation has to do with the data extracted
from this source, which, aggregated at the level of the
manufacturing industry, do not permit an analysis at
the level of a corporate unit. Therefore, the analyses
conducted are relative to the group of the industrial
sector as a whole.

2 Theoretical framework
2.1 Strategic orientation

Strategic orientation corresponds to the guiding
principles that shape managerial decision-making in
a company, the configuration of its resources and its
interaction with the market in question (Chen et al.,
2014; Song & Parry, 2009; Gatignon & Xuereb,
1997). Regarding innovation, a strategic orientation
influences and directs the development of innovative
activities by a company to make its relationship with
its customers more dynamic (Zhou et al., 2005).

The strategic orientation reflects the beliefs
and values that are deeply rooted in the company
and define its focus for achieving a competitive
advantage, constituting a determining factor for the
configuration of the resources required to achieve
this goal (Scott-Kennel & Giroud, 2015; Gatignon
& Xuereb, 1997; Day, 1994). As it is found in the
framework of the organizational system, the strategic
orientation reflects the managers’ focus of attention
and the extent to which they are dedicated to it
(Chen et al., 2014; Gatignon & Xuereb, 1997).

Market orientation is associated with the
implementation of the marketing concept and the
organization oriented for the market, where actions
are coherent with the concept of marketing (Kohli
& Jaworski, 1990; Narver & Slater, 1990).

Studies on market orientation seek to understand
the various dimensions of the concept, with a special
focus on two components that characterize the focal
points of a company (Ozkaya et al., 2015; Aminu &
Shariff, 2015; Chen et al., 2015). One component has
to do with customers and the continuous need of the
company to satisfy their needs and expectations to
ensure a market share and gain value from differentiated
products and services. The other component is

associated with competitors. The company seeks
detailed knowledge of what is happening in the
market, the potential reaction to the adversities of
the environment and the configuration of resources
maintained by the competition that might erode
its competitive advantages (Ozkaya et al., 2015).
In these components of the concept of strategic
market orientation, innovation stands out because of
the possibility of making an effective differentiation
in products and services feasible, strengthening the
presence of the company in the market and helping
to raise its profit margins (Ford & Paladino, 2013).

Market orientation has been considered one of the
main drivers of performance in innovation in corporate
contexts, particularly in the performance of product
innovation (Wang, 2015; Ford & Paladino, 2013).
Market orientation is the behavior of a company that
ensures that products and services are developed
to meet the needs and expectations of customers
(Keelson, 2014; Ford & Paladino, 2013).

2.2 Innovative activities in the
manufacturing industry

Innovative activities are the result of corporate
decisions that focus on promoting innovation in the
context of an entrepreneurial venture. There are two
sets of innovative activities (IBGE, 2013). The first
set is made up of activities related to Research and
Development (R&D), including basic research,
applied research or experimental development.
The second set includes other activities that are not
related to R&D, involving the acquisition of external
knowledge, goods and services.

The resources allocated to innovative activities are
representative of the company’s efforts to innovate
(IBGE, 2013). There is an economic sense in the
exercise of innovative activities regarding the use of
resources (financial, material and human) in order to
promote an economic return for the business. There
is also a strategic sense in the context of directives
followed by company to conduct activities that are in
tune with the strategic orientation defined and used
by companies to achieve and maintain a competitive
advantage in their business (CNI, 2015).

There were two important occasions in the timeline
of the Brazilian manufacturing industry between
1947 and 2013. From 1947 to 1985, there was a
growth in its relative share of GDP. From 1985 to
2013, this share was reduced to the point that it had
dropped to the level of 13.1% by 2013, according to
a study conducted by the Sdo Paulo State Federation
of Industries (FIESP, 2014).

According to the study by the FIESP (2014),
between 1950 and 1985, there was intense growth,
diversification and consolidation of the Brazilian
industrial structure, culminating in the peak level
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of the relative share of GDP (27.2%). From 1986,
there was an expressive drop in the share of the
manufacturing industry in the nation’s aggregate
production, signaling a deindustrialization process
(FIESP, 2014, p. 6).

Innovation plays a mediating role in the relationship
between market orientation and company performance
(Chang et al., 2014).

The effect of market orientation on company
performance is stronger for industrial companies
than it is for service providers (Chang et al., 2014).

3 Methodological procedures

The data used in this study were extracted from
the Innovation Survey (PINTEC) conducted by the
Brazilian Institute of Geography and Statistics (IBGE)
for the following periods: 1998-2000 (IBGE, 2002),
2001-2003 (IBGE, 2005), 2003-2005 (IBGE, 2007),
2006-2008 (IBGE, 2010) and 2009-2011 (IBGE, 2013).

The environment in question in the PINTEC is
Brazilian industry, and this study focuses on the
manufacturing industry. The treatment of the data
considers an aggregate structure at the national level
because the PINTEC publishes data at the national
level, with only some data at the state level.

The analysis unit is the Brazilian manufacturing
industry, as defined in the PINTEC, even though the
available data are aggregated at the national level.

Relative data were used, presented in percentage
form to facilitate the understanding of their share
in the set or their evolution between the periods in
question.

The study is theoretical and empirical in nature,
with a longitudinal approach, seeking to characterize
the strategic orientations adopted in the Brazilian
manufacturing industry by identifying the innovation
activities. An attempt was also made to identify how
this strategic orientation influenced performance.

4 Discussion of the results

4.1 Behavior of the manufacturing
industry in relation to investment in
innovative activities

Strategic market orientation influences the decisions
of companies regarding innovative activities (Zhou et al.,
2005; Greenley, 1995). Studies have identified this
association, showing that market orientation facilitates
innovation with advanced technologies and offers
significant benefits to customers (Zhou et al., 2005).
This consideration is reflected in the high percentages
of innovative companies that place a great deal of
importance on innovative activities, such as the
acquisition of machinery and equipment (58%) and
training (43%), as shown in Table 1. The numbers
are also expressive for innovative companies that
have invested in these activities, which are viewed
as a benchmark, especially when 81% of innovative
companies have invested in innovative activities
involving the purchase of machinery and equipment.
This evidence is compatible with the findings of
Zhou et al. (2005). These authors identified a positive
impact of market orientation on technological
innovation and emphasized that market orientation
facilitates technological innovations that seek to meet
the needs of a company’s main customers. This is
also in keeping with the findings of Slater & Narver
(1998, 1999), who claim that market orientation is
much more than a concept of orientation concerning
the customer. It can also help to identify visible and
latent needs of the most important customers, helping
companies to achieve a competitive advantage and
superior performance.

The percentage of companies that attach a high
level of importance to the innovative activities
listed in Table 1 was calculated as the ratio between
the number of companies that claimed that the
development of activities was of great importance
and the number of companies that implemented

Table 1. Percentage variation of the number of companies with expenditure on innovative activities for the years 2009-2011.

PERCENTAGE
OF COMPANIES PERCENTAGE OF
INNOVATIVE ACTIVITIES THAT ATTACH A COPMANIES WITH
HIGH DEGREE OF EXPENDITURE

IMPORTANCE
Internal R&D activities 10% 18%
External acquisition of R&D 5% 6%
Acquisition of software 23% 32%
Acquisition of machinery and equipment 58% 81%
Training 43% 29%
Introduction of tech. innovations on the market 20% 25%
Industrial project and other technical preparations 19% 26%

Source: IBGE (2013). Calculations made by the author using data published in the PINTEC 2013.
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innovations. As shown in Table 1, of the companies
that implemented innovations, 10% attached a high
degree of importance to conducting internal R&D
activities.

The percentage of companies that spend money
on innovative activities was calculated as the ratio
between the number of companies that invested
in a certain innovative activity and the number of
companies that spent money on innovative activities.
Thus, of the companies that invested in innovative
activities, 18% invested in internal R&D activities.

In terms of the evolving importance of certain
innovative activities, Table 2 shows that 81% of
companies that innovated invested in the acquisition
of machinery and equipment between 2009 and 2011,
in comparison with the 22% that did so from 1998
to 2000. This innovative activity received the most
attention from the innovative companies included
in the study.

As shown in Table 2, all the innovative activities
included in the survey registered a higher percentage
of companies that made some type of investment in
innovative activities. This information shows that
companies sought to invest in innovation. This evidence
resonates in the results of studies by Narver & Slater
(1990), who identified technological innovations as
being representative of the significant relationship
between market orientation and the innovative activities
of companies, as can be observed in the introduction
of technological innovations to the market, which
rose from 8% of innovative companies (1998-2000)
to 25% (2009-2011).

4.2 Aspects of financing for innovative
activities

Access to financial resources means the availability
of financial capital and other financial services that
are within the reach of the company (Aminu &
Shariff, 2015).

Access to financing has to do with the difference
between the company’s demand for resources and
the supply of the necessary resources (Aminu &
Shariff, 2015). It implies the non-existence of financial
barriers and non-financial barriers or minimum levels
of existence, the costs of which are compatible with
the capital structure of the company and its possible
reciprocity and guarantees (Aminu & Shariff, 2015).

The data in Table 3 show that the percentage of
companies that innovated and resorted to external
resources to finance their innovative activities rose
from 12% in 1998-2000 to 15% in 2009-2011, a
sign that there may have been increasing access to
external financial services, in keeping with the findings
of Aminu & Shariff (2015). On the other hand, the
significant use of a company’s own resources, with
88% (1998-2000) and 85% (2009-2011), reveals
the other side of the process presented by Aminu &
Shariff (2015). In other words, the cost of finance
is incompatible with the capital structure of the
company or it has possibilities of reciprocity and
guarantees that are insufficient to ensure access to
financial services, and their only option is to resort
to resources generated by their own activities or
rely on resources belonging to the owners (Aminu
& Shariff, 2015).

Table 2. Percentages of companies that invested in innovative activities in the periods covering 1998-2000 and 2009-2011.

Innovative activities 1998-2000 2009-2011
Acquisition of machinery and equipment 22% 81%
Training 10% 29%
Introduction of tech. innovations on the market 8% 25%
Industrial project and other technical preparations 11% 26%
Internal R&D activities 10% 18%
External acquisition of R&D 2% 6%

Source: Prepared by the author based on the PINTEC for 2002-2013.

Table 3. Percentages of companies with their respective sources of resources used for investments in innovative activities for

1998-2000 and 2009-2011.

SOURCES OF RESOURCES USED IN INNOVATIVE ACTIVITIES 1998-2000 2009-2011
Own resources 88% 85%
Third-party resources 12% 15%
Resources obtained from public sources 8% 12%
Resources obtained from private sources 4% 3%

Source: Prepared by the author based on the PINTEC of 2002 and 2013. Calculations made by the author from data published in

the PINTEC of 2002 and 2013.
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In terms of access to third-party resources, as
shown in Table 3, most of the resources are obtained
from public sources, with the number of companies
using these resources rising from 8% in 1998-2000
to 12% in 2009-2011. Studies on the financing of
innovative activities in companies (Melo, 2010;
Rapini, 2010) found that companies that decided to
conduct innovative activities, considered high risk
and of uncertain success, could not count fully on
the private financial system to fund their projects.
Therefore, a significant number were obliged to obtain
their third-party financing from public resources.

Although public resources tend to be obtained under
more favorable conditions in terms of cost, period
of amortization, reciprocity and guarantees, these
resources are very difficult to obtain due to excessive
bureaucracy or long administrative procedures prior
to their liberation. This channel to financial resources
is often incompatible with corporate activities,
especially for companies that operate in markets or
sectors with a certain level of competition (Melo,
2010; Rapini, 2010; Melo, 2008).

When investigating the association between
strategic orientation and access to financing, Aminu &
Shariff (2015) found a negative relationship between
strategic orientation and access to finance, specifically
for strategic orientation linked to entrepreneurship,
which maintains a strong association with innovative
activities (Aminu & Shariff, 2015). Many companies
perceive the risk and the hostile environment for
businesses that are not promising in terms of high
returns on invested capital. Innovative activities are
very risky and are not very easy to execute when the
environment is demarcated with significant challenges
(Corder & Salles-Filho, 2005). Strategic orientation
for entrepreneurship incurs high risks in its constant
search for new opportunities, and it cannot guarantee
success, especially in terms of financial return (Corder
& Salles-Filho, 2005).

A more detailed examination of public support
achieved by companies, specifically companies
included in the PINTEC, shows a considerable rise
in the percentage of companies that received some
type of support from public programs, as shown in
Table 4. The contingent of companies rose from 19%

(2000-2003) to 35% (2009-2011), suggesting that,
for the periods in question, a higher percentage of
companies that claimed to have innovated had some
public support when it came to obtaining financial
resources earmarked for innovative activities.

A considerable number of companies that received
public support reported that the resources were used
to purchase machinery and equipment. This number
was 76% in 2000-2003, and rose to 79% in 2009-2011,
as shown in Table 4. These values are compatible
with the percentage of companies that attached a
high level of importance to the innovative activity
of purchasing machinery and equipment (58%, as
shown in Table 1) and the percentage of companies
that invested in acquiring machinery and equ9ipment
(81%, as shown in Table 1).

Observing the evolution of the percentages of
companies that achieved some type of public support
to obtain financial resources for their innovative
activities (Figure 1), the most significant component
is associated with financing, which implies the need
to repay the resources obtained, in addition to interest
and other charges.

As shown in Figure 1, low percentages of companies
have access to tax incentive programs, and few
companies obtained grants, i.e., resources that do
not involve amortization, interest or other monetary
fees. Grants are especially important for companies
in their early days, as a grant is a source of necessary
resources for making innovation projects and even
technology companies feasible (Costa et al., 2013).
New technology-based businesses emerge in response
to perceived opportunities in the market. They are
built around innovations with the power to make
a very positive impact on the segments for which
they are intended. However, they also lack financial
resources and managerial capability when it comes
to applying for or using these resources. This means
that a grant is a very important alternative, as it is not
necessary for the company to repay this sum (Costa,
2013). The low percentage of companies with access
to this kind of resource during the two periods in
question (2008 and 2011) suggests that other sources
of grant could be used by the companies, as is the
case of non-governmental organizations that earmark

Table 4. Percentages of companies with respective uses of public support for investments in innovative activities for 2000-

2003 and 2009-2011.

Public support programs used in innovative activities 2000-2003 2009-2011
Companies receiving support from public programs 19% 35%
Resorted to tax incentives for R&D 4% 7%
Resorted to tax incentives from the Information Technology Law 5% 4%
Received financing for R&D in partnership with universities 7% 3%
Received financing to purchase machinery and equipment 76% 79%

Source: Prepared by the author based on the PINTEC of 2005 and 2013.
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Figure 1. Evolution of the use of the types of public program to support innovative activities in Brazilian manufacturing
companies (2003-2011). Source: Prepared by the author based on the PINTEC for 2005-2013.

increasingly significant amounts for the funding of
companies in their early stages. Another source of
resources that may be used by new companies may
be obtained from institutions that are dedicated to
providing financial resources to new companies with
a share in the capital. Normally, technology-based
companies with a high and rapid growth potential
benefit from such operations, and this form of financing
becomes an alternative to grants from public programs
to support innovation (Andrade, 2009).

Strategic orientation involving and providing
directives for financial decisions regarding obtaining
resources for a company largely determines its capacity
for success (Melo, 2010). Technology orientation
directs the attention of the company towards seizing
market opportunities, counting on a low-cost strategy,
which influences the capture of resources in certain
patterns of cost and deadline. This makes the cost of
projects compatible with the capture of part of the
value created for the customer at levels that might
indicate a favorable return for the company (Curi,
2007). Market orientation leads a company to identify
and understand the specific needs of customers that
may come within the company’s range of action
and allow significant shares of the value created for
the customer to be captured through differentiated
products (Curi, 2007).

4.3 Consequences of conducting
innovative activities in the context of
market orientation

Two sets of strategic decisions (obtaining and
allocating financial resources) are related to a company’s
performance in terms of innovation (Rapini, 2010).

In the context of strategic market orientation,
decisions are made as a result of the need for the
constant adaptation of the company to the conditions
of'the external environment (Paladino, 2007; Laforet,
2008).

Consequently, a company can increase or reduce
the financial resources intended for innovative

activities, as it perceives how these activities can
generate a higher or lower return in comparison with
other alternatives (Stefanovitz, 2011).

Acting in keeping with the needs and expectations
of customers leads to the improvement of mechanisms
that are used to generate, capture, treat and disseminate
information to enrich the intelligence of the organization
and create new knowledge (Curi, 2007).

This new knowledge has a direct impact on innovative
activities and results in innovations in products,
processes, organization and marketing, ensuring that
the projects conducted by the company can help to
achieve and maintain a competitive advantage in the
markets in which the company operates or intends
to become active (Curi, 2007).

Table 5 shows the performance of the set of
companies in the Brazilian manufacturing industry
involved in the study, exposing a result of a reduced
percentage of companies that introduced an innovation
in product and/or process (-17%), organization and/or
marketing (-44%), in a comparison between the periods
0f2000 and 2011. This information suggests behavior
in keeping with market orientation, particularly if the
effects of the environment context on the behavior of
companies are considered. During this observation
period, events occurred that made the environment
more discontinuous and uncertain. These included a
serious economic crisis, drastic technological changes,
growing government intervention in the market domain,
significant changes in the income of families, with
a heavy impact on demand and product features to
meet the more exigent requirements of consumers.
Other events included higher levels of bureaucracy
and taxation, resulting in losses for companies and the
need to expand their control structures (CNI, 2015).

Even with budget constraints on innovative
activities, the companies that achieved some form
of innovation claimed that they managed to improve
important aspects of their businesses. Table 6 shows
the average percentages of companies that made some
type of impact caused by innovative activities on their
administrative, productive and commercial structures.
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In terms of market orientation, the numbers
showing a growth in the number of companies that
successfully achieved the opening of new markets
and increasing the number of markets in which they
operated is of great importance. Table 6 shows that
there was a 35% increase in the number of companies
that opened new markets as a result of their marketing
actions, including innovative activities. Table 6 also
shows an increase in the number of companies that
increased their market share (6%).

These data corroborate the findings of studies that
pointed out the proximity between market orientation
and innovative activities, leading to a growth in a
positive indicator linked to business performance
(Sanal et al., 2013).

The study conducted by Sanal et al. (2013) indicates
a positive relationship between explorative market
orientation, suggesting an emphasis on performance
in innovation in comparison with responsive market
orientation, which has a closer relationship with
improving the innovative strategy that places more
emphasis on financial performance.

The other impacts identified in Table 6, despite
their effect on the internal structure of the companies,
favor performance propelled by market orientation,
notably the reduced costs and improved quality of
products, which help to increase profit margins and
value delivered to clients. This, consequently, helps
the company to retain part of this value that it created
(Kiihl & Cunha, 2013; Pereira, 2010).

Table 5. Variation of the number of companies that sought to
innovate in the Brazilian manufacturing industry from 2000
to 2011.

Characteristics Variation in the number
of companies
Innovated in product -17%
and/or process
Innovated in organization -44%

and/or marketing

Source: Prepared by the author based on the PINTEC for 2002
to 2013.

Although some indicators may show that innovative
activities somehow aid business performance, many
problems and obstacles remain to be overcome for
companies to have innovation on their horizon of
action (Kiihl & Cunha, 2013; Pereira, 2010).

The focus of market oriented companies on
understanding and satisfying the need of customers
often leads to a variety of beneficial results, including
increased sales and market share, improved promotional
efforts, services to clients, employee morale and
product innovation (Chang et al., 2014).

Companies that succeeded in some form of
innovation and companies that did not manage to
innovate both reported highly significant problems
and obstacles that put the brakes on the expansion
of projects involving innovative activities. Table 7
shows that, for companies that innovated, the costs
and risks inherent to these activities remained high,
as did the shortage of staff and sources of financing
that could be used to strengthen innovation in the
context of the companies included in the PINTEC.

Of the problems and obstacles that were identified
as the most important by the companies that innovated,
most are related to strategic market orientation, as
they involve elements of the company interacting
with its business environment, such as the availability
of qualified labor on the labor market that can be
used by the companies in their innovation projects.
Other obstacles include the lack of external technical
services that are compatible with the needs of the
companies, problems related to cooperation with other
companies and institutions that could help to improve
innovation projects. Two fundamental components
reflect the market orientation of the companies have
to do with the lack of information on technologies
and markets. Another factor that stands out in Table 7
is the weak response from consumers to the new
products launched by the companies.

The study by Aminu & Shariff (2015) found that
companies that configure and use their strategic
activities are more likely to have a better cash flow,
profits and financial returns. This helps when it
comes to obtaining financial resources from external
sources. They suggest that to achieve more adequate
levels of financial capital, companies need to improve

Table 6. Variation in the number of companies with the respective impacts identified in their businesses from 2000 to 2011.

Impacts of Innovation on Business

Average Variation in the number of Companies

Reduced water consumption

Opening of new markets

Lower production costs

Lower raw material consumption
Increased market share for the company
Greater production capacity

Improved product quality

45%
35%
24%
23%
6%
6%
3%

Source: Prepared by the author based on the PINTEC for 2002 to 2013.
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Table 7. Comparative evolution of the percentages of companies that attached great importance to problems and obstacles to
innovation in eh Brazilian manufacturing industry during the periods of 1998-2000 and 2009-2011.

Problems and obstacles with high levels of

Companies that did not

Companies that innovate

importance innovate
1998-2000 2009-2011 1998-2000 2009-2011
High costs of innovation 66% 56% 60% 52%
Lack of qualified personnel 16% 41% 20% 49%
Excessive economic risks 48% 44% 49% 42%
Lack of appropriate sources of financing 45% 39% 47% 42%
Lack of adequate external technical services 11% 19% 10% 24%
Few possibilities for cooperation 13% 13% 16% 21%
Difficulties adapting to standards and norms 11% 16% 9% 19%
Lack of information on technology 11% 14% 12% 16%
Organizational rigidity 7% 13% 6% 15%
Lack of information on markets 9% 10% 10% 14%
Weak response from consumers to new products 8% 10% 8% 12%

Source: Prepared by the author based on the PINTEC for 2002 and 2013.

their activities on the market and learn more quickly
through their market experiences and the development
of technology-based products.

The study conducted by Kiihl & Cunha (2013)
aimed to verify the perception of industrial companies
regarding obstacles to innovation. Among the obstacles,
itidentified the lack of qualified personnel and, mainly,
the lack of information on technology. This result is
compatible with the percentages shown in Table 7,
registering an increase from 11% (1998-2000) to
14% (2009-2011) among companies that did not
innovate. There was a similar increase for those
that did innovate, rising from 12% (1998-2000) to
16% (2009-2011) in the number of companies that
recognized the lack of information on technology as
an obstacle with a high degree of importance.

5 Conclusions

This article set out to identify evidence of strategic
orientation adopted in the context of the Brazilian
manufacturing industry by analyzing aggregate data
on innovative activities in this economic sector.
It also sought to identify possible influences of this
strategic orientation on performance components in
the sector. Using aggregate data extracted from the
PINTEC, the study addressed the innovative activities
of the manufacturing industry, the expenditure and
the predominant form of financing of these activities,
in addition to the impact on performance and the
obstacles that the sector faces when it comes to
innovation. Although the data are aggregate, enabling
an approach to the industry as a whole, several
aspects are important when identifying the strategic
orientation adopted by the companies and manifested
in their decisions.

When addressing the innovative activities in
industry, it is clear that the activities that focus on

the interaction of elements of innovation with the
market are among the main aspects of the companies
in question, especially introducing new technological
innovations to the market. Other important activities
are the ones highlighted in all editions of the PINTEC
concerning the acquisition of machinery and equipment,
training and, more recently, the acquisition of software.

Expenditure on these activities is highlighted in
the results, symbolizing the earmarking of resources
and organizational efforts for greater interaction of
companies with the markets and closer attention to
the needs and expectations of customers. This shows
a tendency towards market orientation, as envisaged
by Ford & Paladino (2013), with innovation emerging
as a way to make the differentiation of products and
services feasible.

Regarding decisions on financing, the sector
shows signs of being in tune with the conditions of
the business environment, with a cautious posture
concerning the structure of capital used to provide
resources for innovative activities. Companies
make significant use of its own resources rather
than third-party resources and the incipient use of
public programs that support innovation. In terms of
access to public programs, the data from the most
recent edition of the PINTEC show that little use
is made of mechanisms involving tax incentives,
funding for R&D activities and grants. Greater use
is made of financing for the purchase of machinery
and equipment, showing that companies perceive
opportunities in the external environment in terms
of upgrading and modernizing their infrastructure
to gain efficiency and improve the quality of their
products in keeping with the needs and expectations
of their customers, a central point of strategic market
orientation.

The restrained willingness to invest in innovative
activities is reflected in performance, with percentages
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that show a reduction in the number of companies
introducing innovations in terms of product, process,
organization or marketing. This cautious posture is
evidence of the association of innovative activities
with strategic market orientation, with the sector
taking this defensive stance in the face of growing
levels of uncertainty in the economic environment
in which the manufacturing industry is embedded.

The cautious behavior adopted by the sector
shows that it has a market orientation posture and
is reflected in the impact that innovative activities
have on business performance. Opening new markets,
increasing market share and improving the quality of
products are results associated the strategic orientation
that focuses on the market as an important factor for
the growth of a business. The data suggest less of an
impact from innovative activities in these indicators,
which is a result of the shrinking expenditure by the
industry, showing the presence of market orientation in
decisions that take into consideration an environment
with diminishing economic activity.

The cautious stance of the industrial sector in terms
of investments and financing for innovative activities
is in keeping with strategic market orientation, as
shown by the indicators of the most serious obstacles
to companies. Notably, difficulties involving the cost
of innovative activities and the excessive economic
risks involved in obtaining financial resources for
innovation projects are significant factors in the
strategic decisions of companies in the manufacturing
industry.

The evidence gathered by observing some factors
linked to the decisions of companies in relation to
innovative activities and the results of these decisions
indicate that the companies adopt strategic market
orientation. In a restrictive environment with a
high degree of uncertainty concerning economic
perspectives and the difficulties associated with
investments and financing for innovative activities, the
industry follows a cautious orientation and monitors
the market very closely.

Limitations regarding the aggregate data prevented
a more in-depth study at the company level and
precluded a more detailed statistical analysis of
the relationships between the variables used in this
study. Suggestions for future studies on this topic
include addressing the association between innovative
activities and the strategic orientation of companies
that operate in the manufacturing industry.
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