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Table 7 Effects of COVID-19 on
Marketing Strategic Orientations
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Table 8 Effects of Marketing Strategic Orientations on Performance
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Table 10 Robust Test of Long-term Performance with a lag of 9 months
Pe”z,m
e (2) 3) 4) (5) (6)
Iy 0.715" 1.551° 1.243"
W (0.408) (0.749) (0.537)
Sul -0.117 0.002 -0.304
(0.478) (1.721) (0.500)
-0.155 -0.333
Pos,
(0.527) (0.420)
Mar,, * Pos, —1.264
' (0.877)
Sal,, - Pos, 0130
: (1.718)
Sty 0.051 0.025
" 0.271) (0.278)
-1.027
Mar,, - Sty,,
@i S0 (0.744)
0.344
Sal,,+ Sty,,
et S (0.674)
FisF 1] [8] 58 R4 NE Al At = = At gl
Al [ SE RN Al At = = At gl
BHOT 21.240™ 21.110™ 21.230™ 21.270™ 21.290™ 21.270™
(0.348) (0.497) (0.350) (0.342) 0.377) (0.351)
FEAEL 759 759 759 759 759 759
R 0.030 0.034 0.033 0.027 0.027 0.027

— EUE A K3 SR AT B 23 H R AR R S 2 AR 9]
PN GE T AL o H, 5 B 58 E

SR 1V 22 25 ) L AR 23 A 56 U A o R A et
S 11 X SR R 45 R R AR A R B T
A BT RSN T, T S A BT R SR
4R Tt H, #5250k
53 NEELBRRENBANRSELRE

N TRt 4 R R A, ASHE S i U
BE N wh ok I () R AT S S SR 0, S S Sk g i) AR
W 5 15 L A At BOR R HLE PR R B2 o R 2 1
ity B B TRD TS BRI 1S A A2 A H IR RS
P2 1 o AR A L (R R BOR 3, U AT L HE B
LAt SR DN 25 R B A S

F S SR B ) 25 AR B, 0 AR B A b i 4
B LA H B2 AN H R AR, B O S 1) 2 R 2 B
R, 3% B A O 3 1 A A AN R AR I R R
By, TR 1 BE A B S b i

6 &ig
X it 2 A B0 ] 28 A 2 R SR SR A
O S, AR TE LZ T M 55 ok b Aol S BF 5

X4, dz 0 2% € i B P AR T A A T T AR T B
PRARE SCAS, G B A% 27 T BRI B L 2P RS
W e 1], A ST T R 3 A T S S X A
BRI

WEFE 4 R R W], DR 51 K97 & LA 4l
e vy B S ) 5 DS AR JUAB) I 37 e A7 g 5 )
WG IE [ 52 K G0, B R S 1) IE 1] 5 ) )
SR, XTI BT s T4 T 1] 5 AL KAk
5 C 1) 5 e 0 A, B B ) 5 E B XA
TiE 1E 1] 5 Wi R 3 55

A FEAE LAR 3 A4S 75 1 % 3 A B 58 80 Bk D
FE TEE R S AT RN . BRI
T BB B 22 /0 BRI G T G b B B RO 1,
A 5T 00 B BT SEHL T T 3 S 1) R 5 5 1) P kA
[543 0 O (00 =, 31T A phe o SR Al B B[R] G T
B A AT [) B, R T U SR L A
BT TT i o SR M BB 2 42 4
B H AR T MRS B EAR A T Al )2 T A BT
FE o AR I HE T AR B SCAR i L =7 T 5
VR I B RO 1), FTOT T Ak AN TR B S 4
A TRAE 7, 38 i SCA I M 42 Bl Al AN [ B A



26 IR 2 (Journal of Management Science)

202149 H

W16 o XF T fE AL A AR I - 1) A G WF 58 A8 BT
ik o TEBEN AR B AT AL AN b i T, ABER IR E
B A 1) 019 A2 A, D AN [ R S S 1) I 2 6 IS
A ol 5 i R DA 2 3 T A S B R SR PR SR

KN E S Rl (AU =i = e = )
Al 72 fE B Bl fE 2 T 38 SR ) Sk 3 A i )
A 0, DX T S A B SR S IR
SERRWT, AR S ) U0 I B RO IE 1 R, K
WISk F X GUHOF TR F R o R T S R
IR ) T R 23 1 Aol B BEAS AR, (AR, AN
A TE FE ML BE, 23 % S BOH B B HE B VR
B P Wb T A ol AE AT T 0 BN, N AN
by ity 55 280 R e 1 Y O B, AR AR S — o TR
I, AR BT S A BT 37 S 1) 5 00 2R XA 5 T £ 1) 52
Wi < 30 251 2%k, 6 45 S5 1 A5 Rt Y XUA 5 I OE 1) B R
KSR, X 48 W Al £ B £5 95 4 A 1) I 2
JE AR [ B RE L, T T I A R S B
B9 B, R B 35 A AT RE 2 0 T 37 5 1) 0 Ak
19 A P 3 A5 L S, 387 Aok A T 3 b i R U 4 A
sl W O

AW ST I T LIS LA T 3 % . D B4 & Ak 9 BT
B AR TR R, nT LS v A ol X
ol B R e PR B, HE T E SR OR s @A
AIF 5 9 45 2R A2 O iR 55l b i Aol o B Bk L
T Al 69 1 i A O Sk R B IR RE AR 0 T2, R Se At
FE AT LA B8 Al 3 1 0T 5 0 4R 07 A Rl Y
ST L ARl B B S R O T AR B fE AL
I S0 5 i A S 1) 1) AR K SR AR B 5 T
4B T 1 0D 18] 32 b il e ™ A R OR Tl L R SR
B TR 25 32 K 45 A% 8 I 55 ol BT A ll, R Ok BIF 5 T
VL 18 f F 58 0 G itk — 25 9 8 B Al AT ok, DL o
TIF 58 2538 14 35 35 1 5 AR BT 52 AR 72 78 4 s JX A
Xt T A O T ) 5 BT AL ) G A IR Y, R R B
FE T HE— 25 WAl S M A BE P R Al 9 Y R
A0 i ol B A5 ol S5 TP R S 95 K S B A 52 0 £
Ml P 5 A S 1) RN A7 ROCR:

SENK:

[1] KOTLER P, RACKHAM N, KRISHNASWAMY S. Ending the
war between sales & marketing. Harvard Business Review, 2006, 84
(7/8): 6878, 187.

(2] EBE, 0w 3T, 1 3P0 AR KURS X il SO M A 9 Y

PERIOEFE: 28 T [ Ak A b2 Bl SRR Y. EHBS
4R, 2019, 15(2): 33-53.
WANG Rui, LIU Ligiong, FENG Yu. Research on moderation ef-
fect of marketing strategy style on enterprise performance: an em-
pirical study based on listed companies on GEM in China. Journal
of Marketing Science, 2019, 15(2): 33-53.

[3] REERZE, RWVE, &0 60, % BRI ARBA L AU & 5 &
B O RS < T 2 AR B ) SR b A A 8 A
i B SR, 2012, 28(2): 82-95.

TANG Yuejun, SONG Yuanyang, JIN Liyin, et al. Controlling

shareholders’ involvement the deviation of the control rights from

the marketing strategy style. Journal of Management World, 2012,
28(2): 82-95.

[4] BRABZZ, B0 ER, WAk, 5. R RIE 2P 2 CEORN E AR
Al g S NS RERN BB AREE, 2019, 40(5): 17-33.
CHEN Weihong, ZHONG Xi, LAN Hailin, et al. Explore or de-
fend? CEO overconfidence and corporate strategic orientation. Sci-
ence of Science and Management of S.&T., 2019, 40(5): 17-33.

[5] NOBLE C H, SINHA R K, KUMAR A. Market orientation and al-
ternative strategic orientations: a longitudinal assessment of per-
formance implications. Journal of Marketing, 2002, 66(4): 25-39.

[6] BROWN T E, DAVIDSSON P, WIKLUND J. An operationaliza-
tion of Stevenson’s conceptualization of entrepreneurship as oppor-
tunity-based firm behavior. Strategic Management Journal, 2001,
22(10): 953-968.

[71 ®R, W5, & AT 28NS 500 a0tk — 8
PSP RO AR B IR TR SR, 2020, 34(6): 29-37.
HAN Chen, XIE Yan, GAO Shanxing. Multiple strategic orienta-
tions and firm innovative performance: a moderated mediation
model. Journal of Industrial Engineering and Engineering Man-
agement, 2020, 34(6): 29-37.

[8] FRWE, WL Mg T ) 5 A LB — BT/ AT R 5. B
FEEITIL, 2013, 16(6): 38-46.

CHENG Cong, XIE Hongming. Market-orientation and organiza-
tional performance: a test of meta-analysis. Nankai Business Re-
view, 2013, 16(6): 38—46.

[9] EWeE, sk B, BRI il (9 4 U 15 ik g i T & I

HY iy Sm 588X RN TR BB, 2018,
31(5): 56-73.
WANG Xiaoyu, ZHANG Yijiao, RAN Linzan. Scale development
of logistical synergistic capability of enterprises and its effect on
market orientation and performance relationship. Journal of Man-
agement Science, 2018, 31(5): 56—73.

[10] 5 K, FME, FS K. 38 T 17 3 5l B9 op o/ i ol 52 4 08

PIE R HLEL: DU A AL b RS R,
2013, 34(6): 17-24, 67.
JIANG Tianying, SUN Wei, BAI Zhixin. Forming mechanism of
competitive advantages for market-oriented medium, small, and mi-
cro-sized enterprises: taking knowledge integration and organiza-
tional innovation as the intermediary. Science Research Manage-
ment, 2013, 34(6): 17-24, 67.

[11] SHARP B. Marketing orientation: more than just customer focus.
International Marketing Review, 1991, 8(4): 20-25.

[12] DIDONET S R, FEARNE A, SIMMONS G. Determining the pres-
ence of a long-term/short-term dilemma for SMES when adopting
strategic orientation to improve performance. International Small
Business Journal: Researching Entrepreneurship, 2020, 38(2): 90-
110.

(137 45 5 . 75 B R 0 A8 T 10 A ol 3 s 0 4% . @ Ml B 4, 2006
(28): 21-22.

ZHENG Shuxiong. The adjustment of corporate strategy under the
reform of marketing channels. Journal of Commercial Economics,
2006(28): 21-22.

[14] PETERSON R T. Small business adoption of the marketing concept
vs other business strategies. Journal of Small Business Manage-
ment, 1989, 27(1): 38—47.

[15] 1o =, F 28 % B 48 B BB 35 88808 B D ST 484 Sh B


https://doi.org/10.1509/jmkg.66.4.25.18513
https://doi.org/10.1002/smj.190
https://doi.org/10.3969/j.issn.1008-3448.2013.06.005
https://doi.org/10.3969/j.issn.1008-3448.2013.06.005
https://doi.org/10.3969/j.issn.1008-3448.2013.06.005
https://doi.org/10.3969/j.issn.1008-3448.2013.06.005
https://doi.org/10.3969/j.issn.1008-3448.2013.06.005
https://doi.org/10.3969/j.issn.1672-0334.2018.05.005
https://doi.org/10.3969/j.issn.1672-0334.2018.05.005
https://doi.org/10.3969/j.issn.1672-0334.2018.05.005
https://doi.org/10.3969/j.issn.1672-0334.2018.05.005
https://doi.org/10.1509/jmkg.66.4.25.18513
https://doi.org/10.1002/smj.190
https://doi.org/10.3969/j.issn.1008-3448.2013.06.005
https://doi.org/10.3969/j.issn.1008-3448.2013.06.005
https://doi.org/10.3969/j.issn.1008-3448.2013.06.005
https://doi.org/10.3969/j.issn.1008-3448.2013.06.005
https://doi.org/10.3969/j.issn.1008-3448.2013.06.005
https://doi.org/10.3969/j.issn.1672-0334.2018.05.005
https://doi.org/10.3969/j.issn.1672-0334.2018.05.005
https://doi.org/10.3969/j.issn.1672-0334.2018.05.005
https://doi.org/10.3969/j.issn.1672-0334.2018.05.005

55 58 o 2 S R e T IR AR

R U [] R SR R 27

ZFEER, 2011,33(1): 43-49, 58.

HE Yun, LU Taihong. The new trend of marketing management:a
research and analysis of performance marketing. Foreign Econom-
ics & Management, 2011, 33(1): 43-49, 58.

[16] X5 EFBNPHNEWBREZIRIN: UFTTREEAHH.
DrE: IR 2, 2010: 44,

LIU Qiang. The analysis of corporate brand building in economic
crisis: take LINING for a case. Jinan: Shandong University, 2010:
44.

[17] Z24E%2, BRAEAE, SkHT R, 25 T B R 2R A 3t BAE Sy
TR FLAL G RS RS LA B RN R I R KR
KT, 2020, 42(3): 5, 8-20.

LI Weian, CHEN Chunhua, ZHANG Xinmin, et al. Governance me-
chanism construction and crisis management for dealing with ma-
jor public health emergencies: expert viewpoints of “responding to
COVID-19”. Business Management Journal, 2020, 42(3): 5, 8-20.

[18] # %, f5 0T, R & W, B F A U4 M 5 R E AU 4l fa

BL“WEAAF WL 5. BIREEAR, 2018, 15(5): 643-652.
DAI Xin, LU Hong, SONG Aifeng. Research on mechanism of re-
verse survival of crisis based on organizational legitimacy and
channel power. Chinese Journal of Management, 2018, 15(5): 643—
652.

[19] GREWAL R, TANSUHAIJ P. Building organizational capabilities
for managing economic crisis: the role of market orientation and
strategic flexibility. Journal of Marketing, 2001, 65(2): 67—80.

[20] BLOCK J. Long-term orientation of family firms: an investiga-
tion of R&D investments, downsizing practices, and executive pay.
Wiesbaden: Gabler, 2009: 106.

[21] BERGER J, HUMPHREYS A, LUDWIG S, et al. Uniting the
tribes: using text for marketing insight. Journal of Marketing, 2020,
84(1): 1-25.

[22] HUMPHREYS A, WANG R J H. Automated text analysis for con-
sumer research. Journal of Consumer Research, 2018, 44(6): 1274
—1306.

[23] KERN M L, PARK G, EICHSTAEDT J C, et al. Gaining insights
from social media language: methodologies and challenges. Psy-
chological Methods, 2016, 21(4): 507-525.

[24] GRAF-VLACHY L, BUNDY J, HAMBRICK D C. Effects of an
advancing tenure on CEO cognitive complexity. Organization Sci-
ence, 2020, 31(4): 936-959.

[25] Eroffl, RN, B0, & FRCAGERE R ESEHE

HA: kAT E BT A E AR BB SR, 2018, 34(12):
120-132.
WANG Kemin, WANG Huajie, LI Dongdong, et al. Complexity of
annual report and management self-interest: empirical evidence
from Chinese listed firms. Journal of Management World, 2018,
34(12): 120-132.

[26] GUO W, YU T'Y, GIMENO J. Language and competition: commu-
nication vagueness, interpretation difficulties, and market entry.
Academy of Management Journal, 2017, 60(6): 2073—-2098.

[27] BeH), AT FE AR, S A b AL £ TR 5 B R R A & 0L BT
SCAZE G BT A W SSIERE R . i BB ITIL, 2017,
20(4): 62-72.

DUAN Zhao, HE Yajuan, ZHONG Yuan. Is corporate social re-
sponsibility information disclosure objective or not: an empirical re-

search of Chinese listed companies based on text mining. Nankai

Business Review, 2017, 20(4): 62—72.

[28] CHEN Y C, HUNG M Y, WANG Y X. The effect of mandatory
CSR disclosure on firm profitability and social externalities: evid-
ence from China. Journal of Accounting and Economics, 2018,
65(1): 169-190.

[29] GUO W, SENGUL M, YU T Y. Rivals’ negative earnings sur-
prises, language signals, and firms’ competitive actions. Academy
of Management Journal, 2020, 63(3): 637—659.

[30] SOLOMON D H. Selective publicity and stock prices. The Journ-
al of Finance, 2012, 67(2): 599—638.

[31] BERGER J, PACKARD G. Are atypical things more popular?. Psy-
chological Science, 2018, 29(7): 1178—1184.

[32] CHOUDHURY P, WANG D, CARLSON N A, et al. Machine
learning approaches to facial and text analysis: discovering CEO or-
al communication styles. Strategic Management Journal, 2019,
40(11): 1705-1732.

[33] AR . Bk vty A9 IR 55l o3 Ak 5 B R R R
ME B RS, 2020(6): 3-12.

XIA Jiechang. China’s service industry under global outbreak of
epidemic impact: differentiation and innovation development. Re-
search on Financial and Economic Issues, 2020(6): 3—12.

[34] Wh A 3, i . 0 25 A 0 B 45 R I Ui i - % LB I
55 i ms HR AL BRBFEET, 2021, 36(2): 5-6.

CHEN Yanying, XIE Chaowu. Tourism development under nor-
malized epidemic prevention: transformation opportunities and stra-
tegic optimization. Tourism Tribune, 2021, 36(2): 5-6.

[351 25 /NE, B A &, A=t Dl A Ml HRmg 7 0 AF 5% 38 0 15 BE AR HE
il SMBEEFSEIR, 2015,37(12): 3-15.

LI Xiaoyu, XUE Youzhi, NIU Jianbo. A review of corporate stra-
tegic transformation research and the construction of general frame-
work. Foreign Economics & Management, 2015, 37(12): 3—15.

[36] R 230, XU, M k. Sl A J) 9L A T B0 I e B ol AR AL
FEF Y. TAEIR, 2015, 36(1): 90-96.

TANG Xiaowen, LIU Dunhu, XIAO Jin. The process mechanism
for enterprises’ strategic transformation based on dynamic capabilit-
ies. Science Research Management, 2015, 36(1): 90-96.

[37] M %E, fB 58 IR S e gl AR PR BT A ol g s A B A

HLHITFE . RIFHE R, 2011, 32(1): 60-67, 88.
DENG Shaojun, JIJAO Hao, FENG Zhen. The process mechanism
for enterprise’s strategic transformation in the complex and dynam-
ic environment. Science Research Management, 2011, 32(1): 60—
67, 88.

[38] JAWORSKI B J, KOHLI A K. Market orientation:antecedents and
consequences. Journal of Marketing, 1993, 57(3): 53—70.

[39] KIM M, MCALISTER L M. Stock market reaction to unexpected
growth in marketing expenditure: negative for sales force, contin-
gent on spending level for advertising. Journal of Marketing, 2011,
75(4): 68-85.

[40] RAJAGOPALAN N, SPREITZER G M. Toward a theory of stra-
tegic change: a multi-lens perspective and integrative framework.
Academy of Management Review, 1997, 22(1): 48—79.

[41] DANAHER P J, RUST R T. Determining the optimal level of me-
dia spending. Journal of Advertising Research, 1994, 34(1): 28-34.

[42] WANG Y G, HONG A R, LI X, et al. Marketing innovations dur-
ing a global crisis: a study of China firms’ response to COVID-19.
Journal of Business Research, 2020, 116: 214-220.


https://doi.org/10.3969/j.issn.1672-884x.2018.05.002
https://doi.org/10.3969/j.issn.1672-884x.2018.05.002
https://doi.org/10.1509/jmkg.65.2.67.18259
https://doi.org/10.1177/0022242919873106
https://doi.org/10.1093/jcr/ucx104
https://doi.org/10.1037/met0000091
https://doi.org/10.1037/met0000091
https://doi.org/10.1287/orsc.2019.1336
https://doi.org/10.1287/orsc.2019.1336
https://doi.org/10.1287/orsc.2019.1336
https://doi.org/10.3969/j.issn.1002-5502.2018.12.011
https://doi.org/10.3969/j.issn.1002-5502.2018.12.011
https://doi.org/10.5465/amj.2014.1150
https://doi.org/10.3969/j.issn.1008-3448.2017.04.007
https://doi.org/10.3969/j.issn.1008-3448.2017.04.007
https://doi.org/10.3969/j.issn.1008-3448.2017.04.007
https://doi.org/10.1016/j.jacceco.2017.11.009
https://doi.org/10.5465/amj.2018.0397
https://doi.org/10.5465/amj.2018.0397
https://doi.org/10.1111/j.1540-6261.2012.01726.x
https://doi.org/10.1111/j.1540-6261.2012.01726.x
https://doi.org/10.1111/j.1540-6261.2012.01726.x
https://doi.org/10.1177/0956797618759465
https://doi.org/10.1177/0956797618759465
https://doi.org/10.1002/smj.3067
https://doi.org/10.1177/002224299305700304
https://doi.org/10.1509/jmkg.75.4.68
https://doi.org/10.2307/259224
https://doi.org/10.1016/j.jbusres.2020.05.029
https://doi.org/10.3969/j.issn.1672-884x.2018.05.002
https://doi.org/10.3969/j.issn.1672-884x.2018.05.002
https://doi.org/10.1509/jmkg.65.2.67.18259
https://doi.org/10.1177/0022242919873106
https://doi.org/10.1093/jcr/ucx104
https://doi.org/10.1037/met0000091
https://doi.org/10.1037/met0000091
https://doi.org/10.1287/orsc.2019.1336
https://doi.org/10.1287/orsc.2019.1336
https://doi.org/10.1287/orsc.2019.1336
https://doi.org/10.3969/j.issn.1002-5502.2018.12.011
https://doi.org/10.3969/j.issn.1002-5502.2018.12.011
https://doi.org/10.5465/amj.2014.1150
https://doi.org/10.3969/j.issn.1008-3448.2017.04.007
https://doi.org/10.3969/j.issn.1008-3448.2017.04.007
https://doi.org/10.3969/j.issn.1008-3448.2017.04.007
https://doi.org/10.1016/j.jacceco.2017.11.009
https://doi.org/10.5465/amj.2018.0397
https://doi.org/10.5465/amj.2018.0397
https://doi.org/10.1111/j.1540-6261.2012.01726.x
https://doi.org/10.1111/j.1540-6261.2012.01726.x
https://doi.org/10.1111/j.1540-6261.2012.01726.x
https://doi.org/10.1177/0956797618759465
https://doi.org/10.1177/0956797618759465
https://doi.org/10.1002/smj.3067
https://doi.org/10.1177/002224299305700304
https://doi.org/10.1509/jmkg.75.4.68
https://doi.org/10.2307/259224
https://doi.org/10.1016/j.jbusres.2020.05.029

28 B IBL2E (Journal of Management Science) 202149 H

[43] GUO L, VARGO C J, PAN Z X, et al. Big social data analytics in brid vehicle market. Journal of Marketing Research, 2019, 56(6):
journalism and mass communication: comparing dictionary-based 995-1011.
text analysis and unsupervised topic modeling. Journalism & Mass [45] A AEZE, RS BOSR AR AITAG B W E 2 5 ik it 53R
Communication Quarterly, 2016, 93(2): 332-359. 2., 2017(17): 80—83.

[44] CHEN Y B, GHOSH M, LIU Y, et al. Media coverage of climate SHI Huajun, CHU Erming. DID model of policy effect evaluation.
change and sustainable product consumption: evidence from the hy- Statistics & Decision, 2017(17): 80—83.

Balance between Brand and Sales:
Effects of Choice of Enterprise Marketing Strategic
Orientation on Performance after COVID-19

GAO Xihan, WANG Rui
Guanghua School of Management, Peking University, Beijing 100871, China

Abstract: There are usually two different choices for the marketing strategic orientation of enterprises, between which, some
enterprises may focus on market-oriented marketing strategies, and others may focus on sales-oriented marketing strategies.
The balance between brand and sales is an important marketing strategy issue in the industry. The choice of enterprise market-
ing strategic orientation addresses more attention to sales orientation instead of marketing orientation after COVID-19.

This study hopes to answer the question if the outbreak of COVID-19 would change the marketing strategic output of en-
terprises, that is to say, change marketing strategic orientations. With unsupervised topic modeling of more than 15 million
words, we discover two distinct marketing strategic orientations that incorporates both market-oriented and sales-oriented
strategies. We then perform a DID model to identify if the outbreak of COVID-19 would change the marketing strategic output
of enterprises. We also discuss the effects of the two marketing strategic orientations on marketing performance as well as the
moderating effect of marketing strategic style on the relationship between marketing strategic orientations and marketing per-
formance.

Our analyses of DID model and panel regression show that the crisis caused by COVID-19 will prompt firms to pay more
attention to sales orientation. Market orientation negatively affects current marketing performance, and positively affects long-
term marketing performance, while sales orientation positively affects current marketing performance, yet has no effect on long-
term marketing performance for enterprises suffering from the epidemic. Market orientation will have less positive effect on
marketing performance for enterprises who have an aggressive style, and sales orientation will have more positive effect on
marketing performance for enterprises who have an aggressive style.

In terms of theoretical contribution, this study discover two distinct marketing strategic orientations, and shows its
changes in different stages and its impact on marketing performance. In terms of practical contribution, this study can answer
the practical question about the balance between brand and sales, suggesting enterprises to keep balance between marketing
orientation and sales orientation and select an appropriate marketing strategic style, which has significantly practical guidance
to enterprises.

Keywords: balance between brand and sales; marketing strategic orientation; marketing strategic style; marketing performance;

machine learning
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