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The study aims to define strategic orientations and examine the relationship between
entrepreneurial orientation activities and firm performance. For this purpose, the concepts
of strategic orientation, entrepreneurial orientation and firm performance are explained
in the relevant sections based on the research in the literature. The study used international
examples that associate the entrepreneurial orientation of family and non-family
companies with firm performance. One of the most important results of the study is that
the entrepreneurial orientation of family firms has a weak or non-existent relationship
with firm performance. Family businesses tend to be less involved in entrepreneurial
orientation activities than non-family companies. Another important result is that
entrepreneurial orientation has a more positive effect on the performance of non-family
firms than family firms. This study is likely to positively contribute to the literature by
providing a new perspective to scientists and administrators and summarizing important
resources in one place. The study differs from similar studies as it deals with the
relationship between entrepreneurial orientation and firm performance by including
family and non-family companies in the process with a holistic approach. Since the
samples subject to the study were selected without making any distinction between
country, sector and size in this research, the scope is limited. The relationship between
entrepreneurial orientation and firm performance could not be determined statistically
since the study is qualitative.
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Calisma, stratejik yonelimleri tanimlamay1 ve girisimei yonelim faaliyetleri ile firma
performansi arasidaki iliskiyi incelemeyi amaglamaktadir. Bu amagla stratejik yonelim,
girisimei yonelim ve firma performansi kavramlari literatiirdeki aragtirmalara dayali
olarak ilgili bolimlerde agiklanmistir. Calismada aile sirketlerinin ve aile dis1 sirketlerin
girisimci  yonelimini firma performansiyla iliskilendiren uluslararasi 6rnekleri
kullanilmistir. Calismanin en Onemli sonuglarindan biri, aile sirketlerinin girigsimei
yoneliminin firma performanst ile zayif veya hig iliskisinin olmadigidir. Aile sirketleri,
aile dis1 sirketlere gore girisimci yonelim faaliyetlerine daha az dahil olma egilimindedir.
Bir diger 6nemli sonug ise girisimci yonelimin aile dis1 firmalarin performans lizerinde
aile firmalarma gore daha olumlu bir etkiye sahip olmasidir. Bu ¢alismanin bilim
insanlarina ve yoneticilere yeni bir bakis agis1 sunmasi ve 6nemli kaynaklari tek bir yerde
Ozetlemesi agisindan literatiire olumlu katki yapmasi muhtemeldir. Calisma, aile ve aile
dist sirketleri biitiinciil bir yaklasimla siirece dahil ederek girisimci yonelimi ile firma
performansi arasindaki iligkiyi ele almasiyla benzer ¢aligmalardan ayrilmaktadir. Bu
aragtirmada iilke, sektor ve biiyilikliik ayrimi yapilmadan ¢alismaya konu &rneklemler
secildiginden kapsam sinirlidir. Calisma nitel oldugundan girigsimcilik yonelimi ile firma
performansi arasindaki iligki istatistiksel olarak belirlenememistir.
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INTRODUCTION

Over the past years, the concept of strategic orientation has gained high importance for the companies who
wish to exist in the market in the condition of increasing competition and development of the international markets
due to globalization. Adaptation and application of new management strategies provide companies with unique
competitive advantages. In this concept, particularly structural qualification, the types of organizations defined as
family firms have become the most important market players. In the new dynamic environment, we are in, family
or non-family firms that want to gain high performance using various administrative tactics have begun to use
many strategic orientations with different dimensions actively in their organizational structures. The focal point of
actual scientific works in this scope is the relationship between entrepreneurial orientation in family companies
and other strategic orientations and firm performance (Cruz and Nordqvist, 2012; Hernandez-Linares and &
Lépez-Fernandez, 2018; Pittino et.al., 2018; Arz, 2019; Arzubiaga et.al., 2019).

Strategic orientations of businesses, management, marketing, and innovation is a topic that is frequently
discussed in studies in the field. Strategic orientations reflect a firm's strategic stance or concentration on
generating a new idea, transforming that idea into a product or service, and marketing that idea (Zhou et al., 2021).
The internationalization of the economy, uncertainties, the need for continuous innovation, and the increasing use
of information technologies have confronted businesses with the reality of how difficult it is to develop their
competitive capabilities. In this context, the importance of defining the entrepreneurial orientations that companies
follow to create the appropriate behaviors for continuous superior performance has been mentioned in the research
on strategic orientation (Kalkan & Aladag, 2021). Entrepreneurial orientation refers to the tendency of individuals
to explore entrepreneurial opportunities. In the literature, entrepreneurial orientation has generally been evaluated
together with the sub-dimensions of "risk-taking™, "innovation,” and "proactivity". "Risk-taking™ dimension is to
act boldly in uncertain situations, the "innovation" dimension is to be able to implement creative and original ideas
"proactivity" dimension is defined as a necessary feature in recognizing opportunities (Tangér & Ozgen, 2022). In
recent years, academic publications examining the relationship between strategic orientations, entrepreneurial
orientation, and firm performance through empirical studies (Lin et al., 2018; Adams et al., 2019; Agyapong and
Acquaah, 2021; Lentu et al., 2021; Abdulrab et al., 2021) there has been an increase. Lin et al. (2018) tested the
effects of firms' strategic orientations on firm performance in their study on firms operating in the manufacturing
sector in China. The research results show that service orientation directly affects firm performance in the
manufacturing industry. However, customer orientation and learning orientation do not directly impact firm
performance. Adams et al. (2019) investigated the relationship between three types of strategic orientations
(customer, technology, and combined customer/technology orientation) and the performance of firms operating in
the French manufacturing sector. They found that organizations with a combined customer/technology orientation
outperform organizations with only one customer or technology orientation. Agyapong and Acquaah (2021)
compare the impact of interactions between the corporate capabilities and strategic business orientations of micro
and small family businesses and non-family businesses on performance. According to the research findings, the
interaction between managerial skills and cost strategy on performance is more significant in family companies.
Lentu et al.'s (2021) study determine the impact of strategic orientation on the performance of public hotel
businesses in Kenya. According to the survey results, entrepreneurial orientation, market orientation, and
technological orientation affected the performance of enterprises positively and significantly. Abdulrab et al.
(2021), in their study on SMEs in Saudi Arabia, examined the mediating role of strategic orientations in the
relationship between entrepreneurial orientation and business performance. The study's findings show that
strategic orientations mediate the relationship between entrepreneurial orientation and business performance.

Firms use different techniques to competitive advantage in our rapidly globalizing world. It is a fact that
companies, particularly family firms’ characteristics, ought to apply several strategic orientations in their company
to ensure a strong position in the market. Strategies used for gaining time-based competitive advantage are essential
techniques that effectively reduce the preparation time of products and services and get procedures like labor and
delivery done faster, producing high-quality products and flexibility according to the performance criteria. Narver
and Slater (1990) stated in their studies that strategic orientations positively affect performance criteria that show
profitability effects such as return on assets, the success of a new product, and an increase in market share. Strategic
orientations directly affect the firm's performance and may cause the firm's competitiveness to strengthen or
weaken (Berthon et al., 2004). For instance, disciplined learning and learning orientation may independently affect
the development of a new product (Baker & Sinkula, 1999). If the family companies have a significant skill to
change the structural balance of the targeted area, this change could benefit the family area by using various
strategies despite their market powers and other obstacles (Porter, 2009). Market orientation is another strategic
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orientation designed for gaining dominance in a particular business, born as a philosophy at the beginning,
developed by administrators as a concept, and defined as the application of special studies and applications in the
organization (Narver & Slater, 1990).

Relationship orientation is a competitive advantage gaining technique in which supply chain orientation
focuses on and includes all relationship dimensions both in companies and between organizations and institutions
(Panayides, 2007). The family companies acting proactively in their markets and taking risks when needed show
that the tendencies of supporting and doing innovations bring performance alongside them. This is why
entrepreneurial firms are more willing to make decisions on their own, and there use this fact as pressure on their
competitors to form a situation for their benefit (Lumpkin & Dess 1996). Innovation orientation brings together
many factors such as integrating technology into the business, developing new products and services, the
importance of R&D activities in a company’s strategic decisions, and its significance (Berthon et al., 2004). So
lastly, customer orientation, as Kohli and Jaworski (1990) stated in their description, customer orientation is a
management style that tries to measure and develop how fast an organization, as they said can respond to customer
requests and needs. In light of all their information, updated strategic orientations should be integrated into the
firm's administrative capabilities to be the surviving company in dynamic markets in which dense competition is
prominent.

There are so many publications in the literature investigating strategic orientations and firm performance.
However, the number of holistic qualitative studies comparing the effects of the entrepreneurial orientation of
family and non-family companies on the firm's performance is highly few. For this reason, the primary motivation
was to gather the research results of family and non-family companies in different countries and sizes under a
single roof. The study includes examples in the literature investigating the effect of entrepreneurial orientation of
family and non-family firms operating in the international arena on firm performance.

In this study, which is based on the relationship between entrepreneurial orientation and firm performance in
businesses and organizations, we sought to answer these questions: "Do firms have mechanisms that allow them
to transform their entrepreneurial orientation into performance results?™, "Is there a relationship between family
and non-family firms' entrepreneurial orientations and firm performance?” "What are these differences?"For this
purpose, in the first part of the study, family companies are defined, and their characteristics are explained in detail.
In the following section, to better understand the source of the entrepreneurial orientation, all the strategic
orientations with which it is in relation are explained with the studies of various researchers. Then, examples of
the effect of entrepreneurial orientations of family and non-family companies on firm performance are given using
multiple literature studies. Finally, the effects of entrepreneurial activities that affect the firm's performance have
been revealed in two different firms. Since the samples used in the research belong to other countries, sizes, and
sectors, the findings cannot be generalized. In addition, the effect of the sub-dimensions constituting the
entrepreneurial orientation on firm performance has not been generally focused on. For this reason, future research
can be classified to cover a certain geographical region and economic systems of the world, homogeneous groups
can be formed, and how the sub-dimensions of entrepreneurial orientation affect individual firm performance can
be investigated more comprehensively with quantitative research.

1. Definition of Family Firms

Family firms are the most widespread form of business organization worldwide. They are essential for the
growth and well-being of the economy due to the wealth and employment they generate (Hernandez-Perlines et
al., 2019). The first studies on family businesses were made in the early 1980s and examined how a company can
pass down from generation to generation (Mullens, 2018). The general definitions of family companies are
discussed widely in the literature, and it is still challenging to use a detailed description. However, a typical family
firm is generally administrated by members of the same family (Lansberg, 1999). The administrative model of
family companies can be described as a 'hybrid model’ because it involves two different sets of values, expectation
structures, and rules - one from the family and one from the business. (Gersick et al., 1997). This organization
focuses on and tries to have evident characteristics such as ownership, institutionalism, and success, wrapping
them in a unique structure (Chrisman et al., 1999).

Some definitions evaluate family companies with a narrower angle, the others with a wider one. Mohammed
(2019) reports that family companies are present due to the mutual economic and non-economic value created by
combining business and family systems. According to Ernst et al. (2022), family businesses consist of certain
members. There are close ties between family members and their businesses, and they want to derive both mutual
and emotional benefits from their companies. A family company is a business in which more than one family
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member has significant amounts of investment and participation in administrative decisions or activities of the
organization. Family can be taken as people in a relationship with each other who are bound by blood, marriage,
or lifetime commitment. A family company is a business in which most of the ownership or control of two or more
family members directly relates to the initiative (Rosenblatt et al., 1990). Kirim (2000), who defines family
companies as “companies under the control of the family,” speaks of two other essential criteria:

- Companies and other kinds of partnerships in which one single family has the majority of votes.

- Asingle family is influential in the strategic decisions and mainly elects the director-general.

Another definition of the family firm is the type of organization represented by at least two generations. Family
members mostly fill the management line, and important decisions are taken, significantly affecting family
members. Most of these firms have a limited lifespan to that of their founder. The firm's founder, who started on
a small scale and gradually expanded it to a level that could be considered a great success in a lifetime, usually
ends when the second generation, sons, daughters, or sons-in-law, i.e., the founder, dies. In this case, the firm is
closed, there is a transfer, and it is returned to the beginning. Although family companies are a type of
partnership/business, some features distinguish and characterize them from others. These features can be listed as
follows (Karpuzoglu, 2001):

- Generally, at least two generations of the family are involved in company management. Companies with
mother/father-child partnerships, sibling partnerships, cousin partnerships,

- Business policy is usually compatible with family interests. Family companies that are founded for assets
and integrity are affected by family values and beliefs,

- Administrative personnel is usually obtained from family and relatives. In these companies, employing
administrative personnel from out of the family does not hold with when you have family members who
hold reliability dearer than expertise. Thus, family members have the priority in personal choices and
placement.

This information becomes prominent when looking up the typical definitions of organizations showing family
firm features in literature (Findikg1, 2005):

- Say the least of it; a family company is a family founded company,

- Family firm culture is a social culture in which the family’s characteristic culture and tradition are
reflected in the business,

- The family firm is a union that is formed from various family member versions like entrepreneur family
leader, leader, and spouse, leader, and children, leader spouse and children, leader and siblings, only
siblings and cousins, leaders’ children, sons/daughters-in-law,

- Family companies are a type of business in which dominant characters and decision-makers are from the
same family,

- The family firm is an organization that forms an economic union, and ownership belongs to the family.

Family firms have an important place in the world socially and economically. A family usually holds significant
ownership of their business and assumes management positions. Thus, the family can largely decide on the
company's strategies and identify potential points of gain or loss for financial growth (Wu et al., 2022). At the
same time, family members can potentially perpetuate the vision of the business for generations. In general, they
follow strategies such as long-term orientation, risk aversion, and preference for equity financing (Berrone et al.,
2020).

2. Strategic Orientations

While an organization's long-term direction is expressed by strategy, the permanent aspect of orientation,
thought, disposition, or interest is called orientation. All firm activities to achieve improved profitability, financial
performance, and competitive advantage express the definition of strategic orientation (Masa'deh et al., 2018).
Strategic orientation is a fundamental concept that determines the performance of organizations, and it attracts
great attention in the literature on marketing and entrepreneurship (Aloulou, 2019). Strategic orientation is the
direction of the strategies implemented by a business and aims to create appropriate behaviors so that the company
can consistently show superior performance (Nasir et al., 2017). Herath (2013) defines strategic orientation as
dynamic capabilities representing the organization's ability to integrate and build its internal and external
competencies. And according to the author, if a business uses different strategic orientations together and can
balance its relationships, it will be able to achieve sustainable competitive advantage in the future.

While it was seen that organizational learning came to the fore in the past, researches investigating the
relationships between strategic orientations and firm performance, entrepreneurship, and innovation orientations
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are at the forefront of current studies (Lin & Kunnathur, 2019). According to what and how businesses choose the
stimuli in their environment, how they interpret these stimuli and their reactions are different, and all these
activities constitute their strategic orientations. Values, beliefs, and business philosophy guide the superior
performance of companies, and the sum of these forms their strategic orientation. Businesses gain a responsive
and proactive organizational mindset while helping them focus on multiple aspects of their environment through
their strategic orientation (Gotteland et al., 2020). Kalkan and Aladag (2021) listed the sub-headings of strategic
orientation as follows in their study in which they examined the articles in the strategic orientation literature: a)
Entrepreneurial Orientation, b) Market Orientation (innovativeness orientation, customer orientation, relationship
orientation), c) Learning Orientation, and d) Technological Orientation. These topics will be briefly explained in
the following section.

2.1. Entrepreneurial Orientation

Entrepreneurial orientation, first of those, is an essential strategic orientation that may answer firms' potential
market needs in the future. Along with many definitions market-based, in Morris and Paul's (1987) definition, the
top management tends to take risks, evaluate proactive applications, and think innovatively. In addition to this
definition, Lumpkin and Dess (1996) state that entrepreneur firms are more willing to make decisions
independently and display a more autonomous appearance; moreover, they use more aggressive tactics towards
their competitors. Miller (1983) tried to define entrepreneurial orientation using concepts like market innovation,
risky investments and being the first in its field. Vij and Bedi's (2012) entrepreneurial orientation; is the sum of
the efforts of an organization's top managers to support change and innovation by taking business risks to compete
aggressively with other firms and to gain an advantage in the industry for their firms. Frank et al. (2010) define
entrepreneurial orientation as "a potential tool to stimulate established companies,” which is accomplished through
risk-taking, innovation, and proactive competitive behavior. Entrepreneurial orientation reflects “the
organizational processes, methods and styles that firms use to act entrepreneurially” (Pittino et.al., 2018).

According to Yang (2008), an innovative and proactive firm gains new knowledge and experience thanks to
its entrepreneurial orientation. Organizations benefit from entrepreneurial orientation to discover new knowledge
bases and take advantage of market opportunities (Real et al., 2012). Hernandez-Linares et al. (2018), on the other
hand, states that entrepreneurship is one of the most critical processes that form the basis of entrepreneurial
decisions and actions in organizations. Based on this explanation, entrepreneurial orientation Hernandez-Perlines
et al. (2021) defines it as an organization's attempts to take new offers, take risks by opening up to new markets,
and differentiate itself from its competitors acting proactively.

Entrepreneurial orientation has been defined by Taskiran and Iyigiin (2019) as the intentions and actions of
key players functioning in a dynamic generative process aimed at new-venture creation. Entrepreneurial
orientation is a strategic decision-making orientation that measures the organizations and their top managers in a
continuum ranging between conservative and entrepreneurial. It locates them into this continuum by considering
their entrepreneurial activities. In general, entrepreneurial orientation has critical features such as risk-taking,
proactive efforts, autonomy, and competitive aggression (Li et al., 2006). Hughes and Morgan (2007) state that
entrepreneurial orientation can be functionalized through risk-taking, innovation, proactivity, competitive
aggression, and autonomy. An organization takes risks; it has accepted uncertainty and reflects this in its actions.
By innovating while improving its goods, services, and processes, it improves its R&D, tries to catch the
technological leadership, and increases its creativity. Proactively, it shapes the events and elements around it,
develops a new product, and improves its forward-looking perspective. On the other hand, autonomy is the
authority and independence that an individual or team within the organization has to develop a new concept or
vision. Similarly, Mahmood and Hanafi (2013) define entrepreneurial orientation as three dimensions; innovation,
proactivity, and risk-taking. Innovation is the firm's ability and willingness to result in new products/services by
supporting creativity, new ideas, and experimentation. Proactivity is competitive competition in pursuing
opportunities and predicting future demand to create change. Regarding risk-taking, the firm deliberately allocates
resources to projects with a high chance of a return but may also involve a high probability of failure.

2.2. Market Orientation

Market orientation is an accepted building block of marketing. It has an increasing market orientation accepted
as the building block of marketing and has an increasingly important part in studying fields like strategic
management in the world of science. Although market orientation is an increasing research field and a remarkable
concept, many companies put minimal effort into establishing an actual market-based structure. Analyses indicate
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that companies who want to achieve a market-based system transition through a four-stage change. As the result
of this period that develops in four chapters, being beginning, reconstruction, institutionalization, and providing
continuity, a market-focused company structure that shapes according to customer requests is activated. While this
process reveals a management model that supports market-oriented activities, it also allows a market structure that
the entire organization can understand (Gebhardt et al., 2006). Market orientation defines all business employees'
efforts to form superior values that provide the customer with continuity (Narver et al., 1993).

2.3. Innovativeness Orientation

A definition of innovativeness in the framework of the organizational approach was given by Luecke and Katz
(2003). Innovativeness, in general, means to present a product or a method successfully. At the same time, its
synthetics embody combination forming, giving the original information suitable for the company and its
customers, new and valued products, process, and services. Approaches to the innovation philosophy can be
defined as continuous innovations in new products, technologies, and procedures to focus on customer and
customer satisfaction (Berthon et al., 2004). Fu (2020) argues that innovation is one of the three dimensions of
entrepreneurial orientation (innovation, proactivity, and risk-taking). And the innovation orientation of an
organization covers the innovation activities of that organization.

According to Erdogan et al. (2020), family firms must change and innovate to remain competitive. Innovation
requires breaking with continuity to develop new competencies and skills. Family firm prosperity across
generations depends on innovation to achieve desired future outcomes and long-term goals. All these ideas
concentrate on products and services that result from innovativeness, and family companies' orientation is to be
released. They again developed each other with change thanks to customer satisfaction, time-based competitive
strategy, new product and consumption processes, labor and timely delivery, rapid processes, and innovativeness
orientation (Toni et al. 2001).

2.4. Customer Orientation
According to Conduit and Mavondo (2001), for an organization to be market-oriented, it must generate market
intelligence about its customers' needs and preferences. This step is a necessary step for customer orientation.
Other additional activities required for customer orientation are: (i) Understanding the requirements for effective
delivery of external customers' needs and preferences. (ii) Learning about external customers' needs and
preferences through effective interdepartmental communication. (iii) Additionally, the final buyer is to create
value. According to Narver and Slater (1990), customer orientation requires a sufficient understanding of services
and products which add high value to customers. This value creation is achieved by improving the benefits for
buyers and customers while reducing their expenditures. Developing an understanding at such a level requires
gaining information about buyers and customers and comprehending the economic and political limitations. Being
customer-focused or customer orientation is rendered as activities designed to sufficiently understand the target
customers and produce superior values. Accordingly, customer-focused requires understanding the customers first
to deliver services and products that create value. The customer orientation dimension would be able to support
the firm with suggestions that attract customers. According to Kutner and Cripps (1997), customer relationships
orientation stands on four basics in doctrine:
- Customers should be managed as the most crucial source of the business.
- The state of customer profitability may vary depending on the case; not all customers have requested an
equal level.
- Customers should be classified according to their requests, buying habits, and price sensitivity.
- According to customer requests, customer profitability depends on maximizing the values of products
and services they provide in customer portfolios.
On the other hand, Lee et al. (2021), customer orientation is related to recognizing customers' future needs and
innovative solutions that provide superior value to them. Customer focus is an effective strategy for companies to
gain a sustainable competitive advantage regardless of their size and sector.

2.5. Relationship Orientation

According to Viio and Gronroos (2016), business relationships are based on matching or harmonizing
operations between two companies. Relationship orientation refers to the willingness and desire to do more than
transact or exchange with the interested party. Relationship orientation means maximizing the company’s revenues
and earnings by bold design, forming and developing relationships with customers, and external environment
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factors (Harker, 1999). Relationship orientation, a multi-dimensional concept, has been examined by different
authors in various dimensions.

According to Panayides's (2007) model, it consists of five different sizes trust, limits, communication, shared
values, and empathy. For example, shared values affect organizational climate directly along with the behavior of
employees. Another factor, empathy, is understanding and knowing employees and sharing feelings like sorrow
or joy. The title “communication” explains the feature of employees’ being able to share their ideas with other
team members. Top management of a family company that attaches importance to relationship orientation should
also be theoric adopters and applier of supply chain management and logistics management concepts.

2.6. Learning Orientation

Wang (2008) defines learning orientation as a set of values (i.e., commitment to learning, open-mindedness,
and shared vision) that affect a firm's tendency to create and use knowledge. Such values guide a firm's behaviors
and processes to acquire diverse knowledge, develop a shared understanding of acquired knowledge, and generate
new knowledge or organizational insights. According to Baker and Sinkula (1999), learning orientation is an
organization’s tendency to use mental models and substantial rationality factors to bring itself into the most
competitive position in the market. Learning orientation is a mechanism that includes a firm’s competition with
old values and activities to fit new techniques into the system. Learning orientation is focused on developing and
leveraging knowledge within an organization. In a broader approach, intra-organizational knowledge-sharing is
added as another component; it assumes an effective knowledge transfer system that allows an organization to
analyze current decision-making processes and implement new ways or organizational activities (Krzakiewicz &
Cyfert, 2019).

Wang and Ahmed (2003) suggested that traditional management strategies could not be sufficient in changing
environmental conditions and dynamic markets. It depends on learning orientation to make radical progress in
gaining a more revolutionary perspective and leadership. According to this point of view, it can be justified that
organizational learning is a continuous activity; authentic changes should be done to provide increased
information, new ideas can be gathered from system thinking, and constant development should follow the path
towards innovative change. The organizational learning paradigm can have a direct effect on innovativeness and
firm performance, and particularly family companies should use this activity in their management activities (Lee
& Tsai, 2005).

2.7. Technological Orientation

Song and Jing (2017) technological orientation is a guiding principle that enables the application of
technologies in products and operational procedures. Technological orientation is an organization's strategic
orientation concerning technologies and reflects how an enterprise acquires and implements complex technologies.
Technological orientation is a learning process necessary for a firm to obtain the latest technical knowledge.
Technological orientation is a paradigm that demonstrates the firm's ability to apply specialized knowledge,
adoption, and innovative technologies for the firm's success (Mubarak & Petraite, 2020). Technological orientation
is recognized as a critical determinant of innovation or strategic mechanism that helps create innovative ideas for
business firms. Technological orientation is a necessary technical skill for business sectors that want to generate
maximum returns based on better products and services in the job market. The technology orientation also
improves the operational capacity of commercial firms to deliver better customer value (Asheq et al., 2021).

Technology orientation is the ability of a business to use its know-how to create a new technical solution to
quickly meet the needs of consumers (Gatignon & Xuereb, 1997). Companies develop innovative technologies as
their technological orientation strengthens. Integrating these into product development and marketing processes
can bring superior, creative goods and services to market. This includes developing products and services and the
ability to provide competitive advantages that competitors cannot easily imitate sustainably. Businesses can also
increase firm performance by providing innovative customer value superior to their competitors through
technology orientation (Lee et al., 2019).

3. Firm Performance

Literature relating to performance measurement in companies consists of two stages. Between the 1880s and
1980s, the first stage focuses on financial criteria like profit, investment return, and productivity. The second stage
started due to changes in world markets in the 1980s (Ghalayini & Noble, 1996). Time-based competition strategy,
which gains significance in our day, focuses not only on period standards but also on reducing preparation times,
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performance criteria which emphasize the flexibility of labor force and ability to produce high-quality products
being loyal to delivery time (Toni et al., 2001). The word performance is defined as the number of products and
services produced in a particular amount of time, as well as being expressed with concepts of “yield”, “activity”,
“output” according to its function, and also defined as a result of interaction between individual’s skills and
motivation. Performance; is the good, service, or idea produced towards fulfilling the responsibility and achieving
the purpose in a way that meets designated criteria in the framework of the responsibility (Helvaci, 2002).

Each strategic orientation has a different effect on a firm’s growth and profitability performance. In previous
studies, there are positive and strong relationships between profitability performance criteria and active return rate,
sales increase, the success of a new product, and market share (Narver & Slater, 1990). Memili et al. (2020) stated
that variant ownership types, governance, business structure, goals, and strategies are important determinants of
firm performance. Criteria are designated for evaluating the performance can be of both objective and subjective
manner. Objective evaluation includes measurable values such as profitability, market share, and cash. The second
approach consists of individuals’ thoughts on a company’s sense of success that can be evaluated relatively. This
research has tried to analyze financial and growth performances from the administrators’ point of view. Financial
performance considers how the firms use their owning and production values. In other words, firm performance
evaluates how efficiently the family firm is administrated. Firm performance in this study includes market share,
profitability, sales increases, investment return rate, and overall performance. Research indicates that all strategic
orientations directly and positively affect firm performance (Olson et al., 2004). Although there also are researches
in which there are no absolute relationships on the same subject (Noble et al. 2002).

4. The Relationship Between Entrepreneurial Orientations and Firm Performance

Entrepreneurial orientation is one of the critical drivers of entrepreneurial activity and firm performance.
Entrepreneurial orientation, a part of the competitive strategy model, has become an essential issue in the literature
(Diandra & Azmy, 2021). According to most of the research conducted in today's competitive business world, the
profit flows of companies are under constant threat. In response to these threats, entrepreneurial orientation can
increase firms' profitability by constantly seeking new opportunities, thus ranking them at the top of the market.
Firms with a strong entrepreneurial orientation can gain a significant competitive advantage. In addition, a solid
entrepreneurial orientation can bring new customers to the firm and help the firm retain existing customers by
introducing new products. Entrepreneurial firms can proactively seize business opportunities in the market and
gain first-mover advantages by entering uncharted territory (Gupta & Gupta, 2015). According to Hakala (2011),
entrepreneurial orientation is an important phenomenon that describes entrepreneurial skills in the strategies of
firms. Entrepreneurial-oriented organizations change and shape the environment and are willing to dedicate
resources to capitalize on uncertain opportunities.

These companies discover new and creative ideas that can lead to changes in the market and increase their
competitive chances by anticipating future demands. Constantly examining and shaping the environment
positively affects the firm's performance. Lee (2011) investigated the relationships between these companies'
technology, market, and entrepreneurial orientations and firm performance in a survey conducted with 426
companies in South Korea. The empirical findings of this research show that appropriate interrelationship actively
provides an organization with the ability to achieve and maintain a competitive advantage. Market and technology
orientations do not directly affect firm performance. Companies' market and technology orientations can only
improve firm performance when combined with entrepreneurial orientation. Another finding of this research shows
that it is vital for a firm to have an organizational structure that integrates these three areas to achieve and maintain
a positive firm performance.

In the studies of Lumpkin and Dess (1996), considering the conditions of competition in today's economy, they
emphasized the importance of exploring the relationships between the entrepreneurial behavior of firms and their
performance. According to the authors, entrepreneurial activity or processes can occasionally lead to positive
results in one performance dimension and negative impacts in another performance dimension. For example, heavy
R&D and product innovation investment can enable a firm to successfully enter new product-market areas and
ultimately increase sales growth in the long run. However, the required resource commitment can reduce short-
term profitability. Therefore, it is necessary to include the sub-dimensions of both phenomena for the relationship
between entrepreneurial orientation (autonomy, innovation, risk-taking, proactivity, and competitive aggression)
and performance (growth, profit, and productivity) to be understood correctly. In their study, Morgan and Strong
(2003) obtained the data from the survey questions applied to medium, large and high-tech industrial
manufacturing firms. They investigated the relationship between the strategic orientations of firms and their firm

269



Cukurova Universitesi Sosyal Bilimler Enstitiisii Dergisi, Cilt 32, Say1 1, 2023, Sayfa 262-279

performance. As a result of the research, there was no relationship between the aggressiveness, proactivity, and
risky dimensions of entrepreneurial orientation and firm performance. Future awareness, advocacy, and proactivity
are closely related to firm performance. The authors attributed the most crucial reason for this situation to
companies with high firm performance paying close attention to analytical skills and abilities and defense tactics.

4.1. Non-Family Firms

Entrepreneurial orientation reflects a firm's strategic stance towards taking risks and engaging in innovative
and proactive behaviors that will continually affect firm performance. Focusing their work on high-tech companies
in China, Cui et al. (2018) examined how entrepreneurial orientation affects firm performance. The research results
show that the positive effect of entrepreneurial orientation on firm performance is mediated by firms' absorptive
capacity and their activities to expand their boundaries. In their work with senior managers, Lumpkin and Dess
(2001) investigated how proactivity and competitive aggression, which are the dimensions of entrepreneurial
orientation, are related to firm performance. Research findings show that firms with proactive orientation are
positively related to performance in dynamic environments, while the performance of competitive and aggressive
firms increases in uncertain and risky environments. There is a statistically significant positive relationship
between these companies' competitive and aggressive work and sales growth. Madison et al. (2014) aimed to reveal
the crucial differences between family and non-family firms by investigating the relationship between
entrepreneurial orientation and firm performance in small-scale (family and non-family) firms. The authors' work
sampled small firms in fourteen city centers in two Midwestern states. Findings revealed that entrepreneurial
orientation has a more significant impact on the performance of non-family firms than family firms.

Galbreath et al. (2020) analyzed the relationship between entrepreneurial orientation and firm performance in
their study on 229 Italian firms. The analysis results show that an entrepreneurial orientation in firms is positively
related to firm performance. In addition, firms' competitive strategies, a low-cost strategy, negatively affects the
relationship, while differentiation strategies affect the relationship positively. In their study conducted in 2020,
Soares and Perin (2020) aimed to analyze the relationship between entrepreneurial orientation and corporate
performance through an updated and expanded meta-analytic review involving mediators, moderators, and
performance outcomes. The study's findings reveal that entrepreneurial orientation directly affects corporate
performance, which is more vital for multi-item and income-based performance measures. In addition, partly
learning orientation and partly innovativeness also affect the relationship between entrepreneurial orientation and
performance.

Basco et al. (2020) selected small and medium-sized companies from three countries (China, Mexico, and
Spain) as a sample in their study. They analyzed firm entrepreneurship orientation in different contexts. The three
main factors (innovation, proactivity, and risk-taking) that define the firm's entrepreneurial orientation have a
significant effect on the positive impact of entrepreneurial orientation on firm performance. Rezaei and Ortt (2018)
studied three dimensions of entrepreneurial orientation (innovation, proactivity, risk-taking) and three types of
functional performance of firms (R&D performance, production performance, marketing, and sales performance)
in their study on SMEs in high-tech industries in the Netherlands. The results of the research show that
entrepreneurial orientation dimensions are differently related to the performance of functions in a firm. A positive
relationship is observed between innovation and R&D performance, proactivity, and marketing and sales
performance. There is a negative relationship between risk-taking and production performance. It was concluded
that R&D, production and marketing, and sales functions support each other in a logical order and their effects on
overall firm performance are complementary.

4.2. Family Firms

Family firms emerge due to the founder(s) entrepreneurial attitudes. Family firms dominate the business
environment and are responsible for industrial output, entrepreneurial activity, corporate growth, economic
development, innovation, and employment in most economies. Research on these firms in the literature has mainly
focused on the advantage of intergenerational involvement, long-term strategic orientation, and members' joint
efforts for the firm's survival. A study conducted on 250 small family companies in the Ghanaian economy;
revealed that entrepreneurial orientation is positively related to strategic orientation, not firm performance, and
strategic orientation also positively affects firm performance. In addition, strategic orientation did not soften the
relationship between entrepreneurial orientation and firm performance. As a result of the research, it is suggested
that family companies should be more proactive and innovative in their management to compete more effectively
in the market and survive in turbulent environments (Voss & Voss, 2000). Naldi et al. (2007) investigated the link
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between risk-taking and performance, one of the critical dimensions of entrepreneurial orientation in family
companies in Sweden. According to the results, risk-taking in family firms is negatively related to performance.
Because; i) individuals in these firms are generally members of the same family. ii) Members control both
ownership and management. iii) Risk-taking in family firms is not strictly tied to systematic and formal procedures
and does not adequately include outsiders' perspectives and opinions. iv) Family firms avoid establishing formal
control and monitoring systems such as active boards, financial controls, and strategic planning to improve
performance. Rachmawati et al. (2020) investigated whether entrepreneurial orientation directly affects family
firm performance in Indonesia. The results showed that entrepreneurial orientation did not significantly affect the
family firm's performance. Garcés-Galdeano et al. (2016) examined how socio-emotional factors can affect the
entrepreneurship-oriented activities of family companies and how this effect is managed by the technological
intensity of the sector and firm performance. According to the research results, although family firms are less
entrepreneur-oriented than non-family firms, this gap is closing with the increasing technological intensity of the
sector. However, there is no evidence to suggest any change in entrepreneurial orientation in family firms resulting
from a decline in firm performance. Because family firms operating in technology-intensive sectors are less
entrepreneur-oriented than non-family firms. Not investing in entrepreneurship in technology-intensive
environments is riskier than investing. Malpica Romero et al. (2014) conducted a study investigating the
relationships between strategic orientations (market orientation, entrepreneurial orientation, learning orientation,
and technology orientation) and their links to business performance in a family business. As a result of this
qualitative research, descriptive data for strategic orientation scores and performance were examined and it was
found that the effect of entrepreneurial orientation activities on firm performance was relatively low. The most
critical factor in this is that the top management is not completely clear about how the company's competitive
power can be increased. Managers stated that they are aware that adopting a better internal communication model
and defining a better role can effectively improve performance. Expanding into different markets, using technical
experience better (new product development), and looking for various applications with the same core product are
other entrepreneurial orientations that managers want to implement to increase the company's performance.
Hernandez-Linares et al. (2019) examined how five key entrepreneurial orientation dimensions (risk-taking,
innovation, proactivity, competitive aggression, and autonomy) affect family firm performance. Findings based
on a sample of 609 Spanish and Portuguese family firms suggest that not all dimensions of entrepreneurial
orientation are equally crucial for performance, as only proactivity, competitive aggression, and autonomy are
essential. Other study findings suggest that not all family firms act in the same strategic way and should not be
treated as a homogeneous group. Family firms cannot benefit from entrepreneurial orientation to increase their
performance and even experience complexity in this regard. Family businesses need to develop entrepreneurial
behaviors in order to survive in the long run (Arzubiaga et.al., 2019). This requirement is even greater in family
businesses with a vision of success for generations (Cruz and Nordgvist, 2012).

While there are opinions that argue that there is no interaction between firm performance and entrepreneurial
orientation, there are also examples in the literature proving that they affect each other. Hernandez-Perlines et al.
(2021), in their study of 106 Spanish family firms, investigated whether socio-emotional wealth anxiety increases
the positive effect of entrepreneurial orientation on family firm performance. According to this research,
entrepreneurial orientation positively affects firm performance. At the same time, the concern for the preservation
of socio-emotional wealth positively affects both entrepreneurial orientation and firm performance. Zainol and
Avyadurai (2011) investigated the effects of entrepreneurial orientation on the firm performance of family firms in
Malaysia based on personality traits. According to the research results, entrepreneurial orientation did not mediate
the relationship between personality traits and firm performance. In this result, the tendency of members of family
firms to invest in new areas and avoid risks, their beliefs, their resistance to getting extra work, and the view that
the government's privileges and aid to encourage entrepreneurship are not sufficient. However, a positive
correlation was found between entrepreneurial orientation and firm performance of family firms in Malaysia. Klein
et al.'s (2021) research results show that different strategic orientations, such as market orientation, technology
orientation, and entrepreneurial orientation, affect innovation results and firm performance.

DISCUSSION AND CONCLUSION

The benefits of various modern management practices to companies are innumerable. These include creating
a customer-oriented business structure, adopting innovative methods, taking the role of creative leadership in the
sector, combining their experience with the organization's vision, and creating a strong learning organization. In
addition, it is to establish correct and tight relations with its internal and external environment, be a few steps ahead
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of other companies in the market, take risks when necessary, and make new investments by acting proactively.
The strategic orientations firms use to achieve these benefits enable a firm to develop optimal performance,
advance, and improve its organization.

Strategic orientation defines the principles that shape and affect the activities of enterprises and are necessary
to increase their performance. Regardless of its type, size, structure, and culture, the relationship of this concept
with performance, which is of critical importance for every business, needs to be examined in detail. In many
studies in the literature, it is emphasized that entrepreneurial activities such as innovation, proactivity, and risk-
taking positively affect the financial performance of companies and are essential for organizational success. To
obtain comparable and more objective results, classifying companies as family and non-family and collecting their
effects in a single study can contribute to the literature. Considering the entrepreneurial characteristics and
practices of family and non-family companies, the primary motivation of the study is to comprehend how
entrepreneurial orientations affect firm performance and to evaluate these effects in terms of two different company
types. For this purpose, international examples related to the subject in the literature were taken as a basis.
According to other study findings, increasing pressure to remain competitive in the current economic situation
may push some family businesses to become more entrepreneurial. In contrast, others may be more risk-averse to
conserving existing resources and ensuring survival. Family firms tend to participate less in entrepreneurial
orientation activities than non-family firms. Surely, it is necessary in terms of natural flow to include studies
focused on family companies in this article (Lumpkin and Dess, 1996; Voss & Voss, 2000; Naldi et al., 2007; Cruz
and Nordqvist, 2012; Hernandez-Linares and & Lopez-Fernandez, 2018; Pittino et.al., 2018; Arz, 2019; Arzubiaga
et.al., 2019).

It has been determined that entrepreneurial orientations in non-family firms, especially in technology-intensive
firms, increase firms' absorptive capacity and their activities to expand their borders. It is determined that
companies with a proactive orientation are positively related to performance in dynamic environments, while
competitive and aggressive companies increase their performance in uncertain and risky environments. The
relationship between the entrepreneurial orientation of enterprises and firm performance negatively affects
competitive strategies and positively affects differentiation strategies. When all studies are summarized, it is
revealed that entrepreneurial orientation has a more positive effect on the performance of non-family firms than
family firms. However, some results show that it directly affects corporate performance, vital for revenue-based
performance measurements. It is observed that the relationship between entrepreneurial activities (innovation,
R&D performance, proactivity, etc.) and sales performance is more intense and positive than in family companies.

In the examples in the literature investigating the relationship between entrepreneurial orientation and firm
performance in family companies, the relationship is less or absent compared to non-family companies.
Considering the results obtained from these examples, the relationship between entrepreneurial orientation and
performance in family businesses is not positive. Because members of the same family control both property and
management, they do not adhere to systematic and formal procedures for taking risks and do not care enough about
the different perspectives and opinions. Based on proactivity, competitive aggression, and autonomy, not all
dimensions of entrepreneurial orientation were equally crucial for performance in family businesses. Other study
findings show that not all family businesses act in the same strategic way and should not be treated as a
homogeneous group. Family firms cannot benefit from entrepreneurial orientation to increase their performance
and even experience complexity in this regard. When the factors affecting all these findings are summarized, the
following results emerge; (i) family businesses avoid establishing formal control and monitoring systems such as
active boards, financial controls, and strategic planning to improve performance. (ii) Family business members
tend to invest in new areas and avoid risks, beliefs, and resistance to innovation. (iii) Top management is not fully
aware of how the company's competitiveness can be increased. (iv) Managers are unaware that adopting a better
internal communication model and defining a better role can effectively improve performance.

Unlike these views, there are also studies proving the positive effect between entrepreneurial orientation and
firm performance. When these studies are summarized, different strategic orientations such as market orientation,
technology orientation, and entrepreneurship orientation affect innovation results and firm performance. Family
members' personality traits and perspectives on entrepreneurial activities directly affect their entrepreneurial
orientation, thus future investment decisions, growth rates, competitive attitudes, and the firm's performance. As
a result of the information obtained from these studies, opening up to different markets, using technical experience
better, and developing various applications are among the entrepreneurial orientations that the new generation
managers in the family business want to implement to increase the company's performance. It has been concluded
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that family companies should be more proactive and innovative in their management to compete more effectively
in the market and survive in turbulent environments.

The study has some limitations. Since the samples used in the study were chosen without distinguishing
between country, sector, and size, the findings cannot be generalized. In addition, the effect of entrepreneurial
orientation on firm performance is presented with a general point of view without focusing on the sub-dimensions
that make up the entrepreneurial orientation one by one. For this reason, future research can be classified to cover
a certain geographical region and economic systems of the world, homogeneous groups can be formed, and by
examining the sub-dimensions of entrepreneurial orientation one by one, it can be investigated more
comprehensively with quantitative research which dimension has a significant effect on the overall firm
performance. It can also be explored in depth with quantitative research to understand better the results of firms'
entrepreneurial attitudes and behaviors on firm performance. As the last limitation, it was only possible to include
some current sources in this study. It would be more accurate to update the new studies to be done with the sources
of the last two years. Despite a few limitations, it is thought that this article will contribute positively to the
literature in terms of providing a new perspective and summarizing important sources in one place. The most
important difference of this study from other literature reviews is that it includes all strategic orientations and
includes both family companies and non-family companies in the process.

Strategic orientations have been one of the most researched topics in the literature with their dynamic and open-
ended aspects. The study results reveal that entrepreneurial activities can contribute to businesses' strategic moves
and performances in today's competitive world, where the environment and demands are changing rapidly. The
importance of strengthening the strategic orientation of the companies to be ready for risks and uncertainties,
focusing on long-term growth, and taking flexible and fast action has been revealed. In this direction, managers
and interested entrepreneurs can benefit from examples developed on how strategic orientations can be adapted to
the firm and how entrepreneurial functions can increase overall firm performance. By examining different strategic
orientations together, they can more easily identify mechanisms that will improve the performance of their
companies. In this context, managers can easily understand how the structure and types of their companies affect
performance indicators such as productivity, innovation quality, quality of goods and services, growth rate, brand
performance, and customer satisfaction, especially considering their entrepreneurial orientation. Thus, they can
improve their weaknesses and understand and meet customers' needs more efficiently. While developing their
innovative competencies, they can increase their performance by making moves that will turn the changes in the
market to their advantage.
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