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Abstract : While the marketing management literature is regarding the direct benefits of market orientation (MO) on firm
value, the impact of such MO-based value co-creation remains largely an unexplored area of research. Thus, the primary
objective of this study is to provide some new perspectives in examining how MO can enhance value co-creation for customers
and sellers. In particular, drawing from the relational view of the firm and IT literature, we propose that the chain of MO-based
co-creation of value and how adopt e-marketing systems between partners can facilitate this chain. Using data on use of the e-
marketing system, we empirically validate that the sellers’ integrated MO is critical in increasing the e-marketing adoption,
which in turn helps to creation co-creation value for both parties.
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