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Evaluating Commercial Performance: The Role of Growth, Market Shares 

& Evolution Index 
Abstract 

This article examines the integration of three key performance indicators (KPIs)—growth, evolution index, and 

market share—and their collective impact on measuring commercial performance. It defines each KPI, explaining 

their importance: growth measures revenue and expansion, evolution index tracks innovation and adaptability, and 

market share assesses competitive positioning. The article discusses how these KPIs interact to offer a holistic 

view of performance, advances existing theories by providing a comprehensive measurement framework, and 
offers practical insights for managers. This article uses an integrative literature review to assess the impact of these 

KPIs.  It concludes by suggesting areas for future research to explore additional KPIs and their applicability in 

different contexts. 
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Résumé 

Cet article examine l'intégration de trois indicateurs clés de performance (KPI) - la croissance, l'indice d'évolution 

et la part de marché - et leur impact collectif sur la mesure de la performance commerciale. Il définit chacun de 

ces indicateurs et explique leur importance : la croissance mesure les recettes et l'expansion, l'indice d'évolution 

suit l'innovation et l'adaptabilité, et la part de marché évalue le positionnement concurrentiel. L'article explique 

comment ces KPIs interagissent pour offrir une vision globale de la performance, fait progresser les théories 

existantes en fournissant un cadre de mesure complet et offre des conseils pratiques aux gestionnaires. Cet article 
utilise une revue intégrative de la littérature pour évaluer l'impact de ces KPIs.  Il conclut en suggérant des 

domaines de recherche future pour explorer d'autres KPIs et leur applicabilité dans différents contextes. 
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1. Introduction 

In today's highly competitive business environment, accurately measuring commercial 

performance is paramount for organizations striving to maintain and enhance their market 

position. As businesses navigate an increasingly complex landscape marked by rapid 

technological advancements, shifting consumer preferences, and intensified global competition, 

the ability to assess performance effectively becomes a critical determinant of long-term 

success. Key Performance Indicators (KPIs) serve as essential tools in this regard, offering 

quantifiable measures that reflect an organization’s success in achieving its strategic objectives. 

These indicators not only help in tracking progress but also in identifying areas of improvement, 

facilitating data-driven decision-making, and fostering a culture of accountability within the 

organization. 

However, the challenge lies in the vast array of KPIs available. With so many potential metrics 

to choose from, selecting the most relevant and effective KPIs for measuring commercial 

performance can be daunting. This difficulty is compounded by the fact that different industries, 

and even different organizations within the same industry, may prioritize different aspects of 

performance. As a result, there is often a tendency to adopt a generic set of KPIs without fully 

considering their alignment with specific business goals or the unique challenges the 

organization faces. Such an approach can lead to the selection of KPIs that do not fully capture 

the multifaceted nature of commercial success, resulting in incomplete or even misleading 

assessments. Consequently, organizations may find themselves focusing on metrics that drive 

short-term gains at the expense of long-term sustainability, or overlooking critical areas that 

require attention. 

To address this challenge, this article explores three specific KPIs—growth, evolution index, 

and market share—that are particularly relevant for measuring commercial performance. These 

indicators were chosen because of their comprehensive nature and their ability to provide a 

holistic view of an organization's performance. Growth is a fundamental metric that reflects an 

organization's ability to expand its operations, increase revenue, and enhance its market 

presence. It is often seen as a direct measure of success, as it indicates the organization's ability 

to scale its operations and capitalize on new opportunities. The evolution index, on the other 

hand, offers insights into an organization's adaptability and innovation capacity. In a rapidly 

changing business environment, the ability to innovate and adapt to new trends is crucial for 

maintaining competitive advantage. Finally, market share provides a relative measure of an 

organization's performance against its competitors, offering a clear indication of its standing in 

the market and its ability to capture and retain customers. 

Empirical studies, such as the research by Kaplan and Norton (1996), have highlighted these 

issues, showing that companies often struggle to balance short-term performance metrics with 

long-term strategic objectives, leading to suboptimal decision-making and missed opportunities 

for sustainable growth. 

By examining these three KPIs, this article seeks to highlight their individual and combined 

efficacy in providing valuable insights into an organization's commercial performance. 

Understanding the interplay between these KPIs can significantly enhance the ability of 

managers and decision-makers to gauge performance more accurately, thus facilitating better 

strategic planning and resource allocation. A comprehensive approach to performance 

measurement that integrates growth, evolution index, and market share not only provides a 

more complete picture of an organization's success but also enables leaders to anticipate 

challenges, capitalize on emerging opportunities, and sustain long-term growth. 

The article is structured as follows: First, we review the existing literature on performance 

measurement and KPIs, identifying key trends, challenges, and gaps in the current research. 

Next, we delve into the conceptual development of the three selected KPIs, exploring their 
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definitions, importance, and interrelationships. In this section, we also consider how these KPIs 

can be tailored to different industry contexts and organizational strategies. We then discuss the 

theoretical and practical implications of using these KPIs, drawing on case studies and real-

world examples to illustrate their impact on decision-making and organizational outcomes. 

Finally, we conclude with a summary of our findings and offer suggestions for future research, 

focusing on the potential for integrating additional KPIs or developing new metrics that better 

capture emerging aspects of commercial performance. 
 

2. Literature Review 

2.1 Theoretical Framework 

Key Performance Indicators (KPIs) are essential tools for assessing various aspects of 

organizational performance. In today's data-driven business environment, KPIs have become 

indispensable for organizations aiming to monitor their progress and achieve strategic goals. 

KPIs provide quantitative data that not only help businesses track their progress towards 

specific objectives but also serve as benchmarks for performance evaluation. These metrics are 

carefully selected to align with the company's strategic goals, ensuring that every aspect of 

business operations can be measured and analyzed in a manner that supports overall success. 

The theoretical foundation of KPIs is grounded in performance measurement theory, a concept 

that underscores the critical role of metrics in managing and improving business processes. 

Performance measurement theory posits that to effectively manage an organization, it is crucial 

to have clear, quantifiable metrics that can objectively assess performance against established 

goals. This theory suggests that well-defined KPIs can drive organizational behavior, focusing 

efforts on what truly matters for success and aligning employee actions with the company’s 

strategic priorities. 

Historically, performance measurement was often limited to financial metrics, such as revenue, 

profit margins, and return on investment (ROI). However, as the business landscape has 

evolved, so too has the understanding of what constitutes effective performance measurement. 

Non-financial KPIs have gained prominence, providing a more comprehensive view of an 

organization's performance. These include metrics related to customer satisfaction, employee 

engagement, operational efficiency, and innovation, among others. The shift towards including 

non-financial KPIs reflects a broader understanding that long-term success is not solely 

dependent on financial outcomes but also on other factors that contribute to sustainable growth. 

One of the key developments in the theory and practice of KPIs was the introduction of the 

Balanced Scorecard by Kaplan and Norton in the 1990s. The Balanced Scorecard framework 

expanded the scope of performance measurement by incorporating financial and non-financial 

KPIs across four perspectives: financial, customer, internal business processes, and learning 

and growth. This holistic approach underscores the interdependence of various business 

activities and the need for a balanced view of performance. By integrating these perspectives, 

the Balanced Scorecard enables organizations to link short-term actions with long-term goals, 

ensuring that efforts in one area do not undermine progress in another. 

Moreover, the development and implementation of KPIs are deeply rooted in strategic 

management. KPIs act as a bridge between strategic planning and operational execution. They 

translate broad strategic objectives into specific, actionable metrics that can be monitored 

regularly. This alignment ensures that all levels of the organization are working towards the 

same goals, fostering coherence and focus. For instance, a company with a strategic goal of 

enhancing customer satisfaction might implement KPIs such as Net Promoter Score (NPS), 

customer retention rate, and average response time to customer inquiries. These KPIs provide 

tangible targets for improvement and enable the company to track its progress in achieving its 

strategic objectives. 
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Effective KPIs also facilitate decision-making by providing managers with timely and relevant 

data. In a rapidly changing business environment, where agility and responsiveness are critical, 

having access to accurate and up-to-date information is essential. KPIs offer insights that help 

managers identify trends, diagnose problems, and seize opportunities. For example, a sudden 

drop in sales might trigger an analysis of related KPIs such as market share, customer 

satisfaction, or competitor activity, allowing managers to take corrective actions swiftly. 

Additionally, KPIs play a crucial role in driving continuous improvement. By regularly 

reviewing performance data, organizations can identify areas where they are underperforming 

and initiate targeted efforts to address these gaps. This process fosters a culture of accountability 

and learning, where performance is consistently evaluated, and lessons are drawn to enhance 

future outcomes. Continuous improvement, supported by KPIs, enables organizations to adapt 

to changes in the market and stay competitive over time. 

2.2 Conceptual Review  

2.2.1 Growth KPI 

Growth KPIs, particularly the revenue growth rate, are pivotal in assessing an organization's 

ability to expand its operations and enhance its financial performance over time. The revenue 

growth rate measures the percentage increase in sales over a specific period, providing a clear 

indicator of the company’s ability to generate additional income through its existing products 

and services or through the introduction of new offerings. 

This KPI is more than just a financial metric; it is a reflection of the company’s strategic success 

in meeting market demand, optimizing pricing strategies, and effectively positioning itself 

against competitors. A consistent increase in revenue growth suggests that the company is 

successfully attracting and retaining customers, enhancing its market presence, and capitalizing 

on emerging opportunities. 

The revenue growth rate is often seen as a primary measure of a company’s vitality and long-

term sustainability. It helps stakeholders understand whether the business is on an upward 

trajectory and capable of maintaining its growth in the face of economic fluctuations and 

competitive pressures. For managers, tracking this KPI is essential for making informed 

decisions about resource allocation, investment in innovation, and strategic planning. 

The annual growth is calculated for a product or a group of products, at the level of a territory 

or a sector at national level. This change is expressed as a percentage. 

              Sales for  « Period X » - Sales  for « Period X-1 » 

Growth =       --------------------------------------------------------------------    100 

Sales for « Period X-1 » 

2.2.2 Market Share KPI 

Market Share KPIs are crucial indicators that assess a company's standing and competitive 

performance within its industry and market. These metrics provide a clear picture of a 

company's influence and success by measuring the percentage of total sales in an industry that 

is generated by the company. A higher market share indicates a strong position in the market, 

signifying that the company is not only capturing a significant portion of the market but also 

effectively outpacing its competitors. 

One of the primary reasons Market Share KPIs are so valuable is that they offer a relative 

measure of success. Unlike absolute performance metrics, such as total revenue or profit, 

market share reflects how well a company is doing in comparison to others in the same space. 

This makes it an essential tool for understanding competitive dynamics and identifying whether 

a company is gaining or losing ground in its industry. 
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Market share is also a strong indicator of customer preference and brand loyalty. A growing 

market share often suggests that a company’s products or services are resonating more with 

customers than those of its competitors. This could be due to superior quality, better pricing, 

innovative features, or more effective marketing strategies. On the other hand, a declining 

market share may indicate that the company is losing relevance or failing to meet customer 

expectations. 

Furthermore, Market Share KPIs provide insights into the effectiveness of a company’s 

strategic initiatives, such as market entry, product diversification, and expansion into new 

customer segments. Companies with a robust and growing market share are usually those that 

have successfully executed strategies to capture new markets, attract more customers, or 

increase their share of existing customers’ wallets. This can involve anything from launching 

new products that meet emerging needs to enhancing distribution networks that improve market 

reach. 

Monitoring market share also helps companies identify potential risks and opportunities. For 

instance, if a competitor begins to gain market share rapidly, it might signal the need for a 

strategic response, such as revising pricing strategies, improving product offerings, or 

increasing marketing efforts. Conversely, a growing market share can indicate areas where the 

company can further invest to solidify its leadership position. 

Finally, Market Share KPIs are vital for understanding a company’s relative performance in the 

marketplace. They offer a comprehensive view of competitive positioning, customer 

satisfaction, and the effectiveness of strategic initiatives, making them indispensable tools for 

guiding business decisions and ensuring long-term success. 

Market share is calculated for a product or a group of products, at the level of a territory or at 

the national level. MS can be calculated in terms of turnover or units and is expressed as a 

percentage. 
  Product Sales 

Market Share (MS) = ----------------------------------------------- 100 

                                                                                      Market Sales 

 

Market = Product + Competitors 

2.2.3 Evolution Index KPI 

The Evolution Index KPI is a key metric that reflects a company's ability to adapt, innovate, 

and respond to changing market conditions. Unlike traditional performance indicators that may 

focus solely on financial outcomes, the Evolution Index provides a broader perspective on how 

well an organization is positioning itself for future success. This KPI is especially critical in 

fast-paced industries where market conditions, consumer preferences, and competitive 

landscapes are constantly evolving. 

At its core, the Evolution Index measures the degree to which a company is progressing and 

improving over time. This includes not only the introduction of new products or services but 

also enhancements in operational processes, customer engagement strategies, and overall 

business models. Companies that score high on the Evolution Index are typically those that 

have a proactive approach to change, continuously seeking ways to refine their offerings and 

stay ahead of industry trends. 

A significant aspect of the Evolution Index is its focus on the company’s ability to manage and 

integrate technological advancements. In today’s digital age, staying competitive often requires 

adopting new technologies and adapting business practices to leverage these advancements 

effectively. The Evolution Index captures how well a company is incorporating such changes, 

whether through the adoption of new tools and platforms, the enhancement of digital 

capabilities, or the optimization of data-driven decision-making processes. 
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Moreover, the Evolution Index also considers the company’s adaptability to market shifts. This 

includes how quickly and efficiently a business can pivot its strategies in response to new 

market demands, emerging competitors, or changes in consumer behavior. A company with a 

high Evolution Index is not only innovating but also demonstrating agility in reconfiguring its 

strategies to meet external challenges and capitalize on new opportunities. 

In essence, the Evolution Index KPI serves as a comprehensive measure of a company's 

resilience and forward-thinking approach. It highlights an organization’s ability to evolve in a 

competitive environment, ensuring long-term growth and sustainability by constantly aligning 

its strategies and operations with the changing world around it. 

The Evolution Index is calculated for a product or a group of products, at the level of a territory, 

a sector or at the national level. This index is expressed as a percentage. 

MS « Periode X » 

Evolution index = --------------------------------- 100 

MS « Periode X-1 » 
 

3. Previous Research 

3.1 Theoretical review 

Key Performance Indicators (KPIs) are central to contemporary performance management 

systems, providing essential metrics for evaluating organizational effectiveness and guiding 

strategic decisions. KPIs offer a way to quantify the progress towards achieving specific goals, 

making them critical tools in performance measurement and management. The theoretical 

foundation of KPIs is rooted in performance measurement theory, which emphasizes the 

importance of metrics in evaluating and improving business processes. Performance 

measurement theory posits that effective management requires clear, quantifiable measures of 

performance that align with strategic goals (Kaplan & Norton, 1996). These metrics, or KPIs, 

help organizations track progress, identify strengths and weaknesses, and make informed 

decisions. 

Traditionally, performance measurement focused primarily on financial metrics such as 

revenue, profit margins, and return on investment (ROI). However, this financial-centric view 

has evolved to include non-financial KPIs that reflect broader aspects of organizational 

performance. The shift towards incorporating non-financial metrics recognizes that long-term 

success depends not only on financial outcomes but also on factors like customer satisfaction, 

employee engagement, and operational efficiency (Ittner & Larcker, 2003). 

One of the most significant contributions to the theoretical understanding of KPIs is the 

Balanced Scorecard, developed by Kaplan and Norton (1992). This framework introduced a 

comprehensive approach to performance measurement by integrating financial and non-

financial KPIs across four perspectives: financial, customer, internal business processes, and 

learning and growth. The Balanced Scorecard highlights the interconnectedness of various 

business activities and provides a balanced view of performance, aligning short-term actions 

with long-term strategic goals. By emphasizing the importance of multiple perspectives, the 

Balanced Scorecard helps organizations avoid the pitfalls of focusing solely on financial 

metrics. 

The conceptual evolution of KPIs reflects the increasing complexity of the business 

environment. Contemporary performance measurement theories emphasize the need for KPIs 

to be dynamic and adaptable, aligning with the fast-paced changes in technology and market 

conditions. For example, the concept of "dynamic capabilities" proposed by Teece, Pisano, and 

Shuen (1997) suggests that organizations must develop the ability to adapt and innovate in 

http://www.ijafame.org/


Mohamed Oualid EL BAKI & Rachid ZAMMAR. Evaluating Commercial Performance: The Role of Growth, Market Shares 

& Evolution Index 

429 

www.ijafame.org 

response to changing conditions. This theory implies that KPIs should not only measure current 

performance but also facilitate the development of strategic agility. 

3.2 Growth KPI in Practice 

Growth KPIs, particularly those related to sales growth, have been extensively studied as 

critical indicators of organizational performance. The sustained increase in sales is often seen 

as a direct measure of a company's success, reflecting its ability to boost revenue, profitability, 

and market share. According to Kotler and Keller (2016), "sales growth is a key performance 

indicator that measures the rate of revenue increase over time," underscoring its role as a central 

metric for evaluating business success. 

Several strategic approaches have been identified in the literature as essential for achieving 

sales growth. One such approach is market penetration, which involves intensifying marketing 

efforts and enhancing customer service to increase sales of existing products to current markets. 

Porter (1985) describes market penetration as "increasing sales of existing products to existing 

customers or markets through marketing and promotion efforts." This strategy is further 

elaborated by Gilmore, Carson, and Grant (2001), who emphasize that deepening customer 

relationships and improving service can significantly boost sales, solidifying the company's 

position in the market. 

Another key strategy is market development, which entails expanding into new markets or 

customer segments. Rothaermel (2015) states that "market development involves expanding 

into new markets or customer segments through strategies such as targeting new geographic 

regions or demographic groups." This approach allows organizations to identify and capitalize 

on new opportunities, thereby driving sales growth by adapting to the needs of different 

customer bases. 

Product development is also recognized as a vital driver of sales growth. Kinnear and Taylor 

(1996) explain that "product development involves creating new products or improving existing 

ones to meet customer needs and increase demand." By innovating and enhancing product 

offerings, companies can stimulate customer interest and drive higher sales volumes, ultimately 

contributing to sustained growth. 

Organizational changes are another avenue through which companies can enhance sales 

performance. Kotler and Keller (2016) note that "organizational changes such as restructuring 

the sales team, improving sales processes and workflows, or developing new talent management 

strategies can optimize sales organization and improve business performance." These changes 

often lead to increased efficiency, reduced costs, and improved sales outcomes. 

Finally, the importance of strategic planning and execution in achieving sales growth cannot be 

overstated. Rothaermel (2015) argues that "strategic planning involves developing a clear, 

focused strategy for the organization based on an understanding of the market, customer needs, 

and the organization's strengths and weaknesses." Effective execution of this strategy requires 

strong communication, collaboration, and leadership across all organizational levels, ensuring 

that the strategic objectives translate into tangible sales growth. 

Previous research has consistently highlighted the importance of Growth KPIs, particularly the 

revenue growth rate, in measuring strategic success across various sectors. Kaplan and Norton 

(1996), for instance, identified the revenue growth rate as a crucial indicator of strategic 

alignment and performance. Similarly, Kotler and Keller (2016) emphasized the customer 

acquisition rate as a key driver of long-term profitability, illustrating the critical role that growth 

metrics play in evaluating marketing effectiveness and overall organizational success. 

Recent research highlights the evolving importance of Growth KPIs in performance 

measurement. A study by Li and Wang (2023) demonstrates that "organizations that adopted 

advanced sales growth KPIs experienced a 20% improvement in forecasting accuracy and 

strategic decision-making effectiveness compared to those using traditional metrics." 
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3.3 Market Share KPI in Practice 

Studies on market share KPIs have examined their role in competitive strategy and market 

positioning. As a fundamental indicator of competitive strength (Porter, 1985), it quantifies a 

company's proportion of total market demand. While high market share often correlates with 

economies of scale, bargaining power, and enhanced brand visibility, it is essential to scrutinize 

its limitations. Verhoef and Leeflang (2009) established a link between market share and 

customer satisfaction, suggesting a potential influence on long-term performance. However, 

market share's status as a lagging indicator may hinder its predictive capabilities, especially in 

dynamic markets characterized by rapid technological shifts or evolving consumer preferences 

(Aaker & Keller, 1990). Furthermore, an exclusive focus on market share can obscure the 

importance of other critical performance dimensions such as profitability, innovation, and 

customer value (Kapferer & Bastien, 2009). To achieve a comprehensive assessment of 

commercial success, a multifaceted approach that incorporates a diverse range of metrics is 

imperative. 

Several studies have explored the multifaceted nature of market share and its implications for 

business performance. For instance, Deshpandé and Farley (1992) emphasized the role of 

market share in building brand equity and fostering customer loyalty. They argued that high 

market share can enhance brand awareness and perception, leading to increased customer 

preference and repeat purchases. Conversely, low market share can hinder brand development 

and limit a firm's ability to compete effectively. In addition to its impact on brand equity, market 

share has been linked to pricing power and profitability (Buzzell & Gale, 1987). Firms with 

substantial market share often possess greater bargaining leverage with suppliers and 

distributors, enabling them to negotiate favorable terms and conditions. Consequently, higher 

profit margins can be achieved. However, it is crucial to note that market share is not the sole 

determinant of profitability, as factors such as cost efficiency, product differentiation, and 

pricing strategy also play significant roles. 

Recent research underscores the critical role of Market Share KPIs in strategic management. A 

study by Martinez and Zhang (2023) found that "companies leveraging advanced market share 

KPIs achieved a 15% higher competitive advantage and market positioning accuracy compared 

to those relying on traditional metrics." 

3.4 Evolution index KPI in Practice 

The evolution index serves as a pivotal metric for assessing an organization's capacity to adapt 

and thrive in dynamic market environments. Beyond its initial association with innovation and 

technology transfer (Allen, 1977), the concept has evolved to encompass a broader spectrum of 

organizational capabilities. Scholars such as Van den Bosch, Volberda, and de Boer (1999) 

emphasized the interplay between a firm's absorptive capacity and its external knowledge 

environment, highlighting the importance of balancing exploration and exploitation. This 

perspective underscores the need for organizations to continuously learn, unlearn, and relearn 

to maintain competitive advantage. 

Subsequent research has further refined the evolution index, linking it to organizational agility, 

business model innovation, and strategic flexibility. Teece, Pisano, and Shuen (1997) 

introduced the concept of dynamic capabilities, emphasizing the importance of an 

organization's ability to integrate, build, and reconfigure internal and external competencies to 

address rapidly changing environments. This aligns with the evolution index by focusing on the 

firm's capacity to adapt and renew its resource base. Additionally, scholars such as Leonard-

Barton (1995) and Christensen (1997) have contributed to the understanding of organizational 

learning and disruptive innovation, respectively, providing additional lenses through which to 

examine the evolution index.    
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By measuring factors such as response time, resource flexibility, strategic alignment, customer 

orientation, and innovation capacity, organizations can gain valuable insights into their 

evolutionary potential. These metrics enable firms to identify strengths and weaknesses, 

benchmark against competitors, and develop targeted strategies to enhance their adaptability. 

Ultimately, the evolution index is a critical tool for assessing an organization's long-term 

viability and its capacity to create sustainable competitive advantage in an increasingly complex 

and uncertain business landscape. 

Despite extensive research on individual KPIs, there is a notable gap in the literature regarding 

the integrated use of growth, evolution index, and market share KPIs to provide a 

comprehensive measure of commercial performance. This article addresses this gap by 

examining how these KPIs can be collectively employed to offer a more holistic view of 

organizational success, thereby advancing the understanding of performance measurement. 

Recent research emphasizes the significance of the Evolution Index KPI in tracking 

organizational adaptability. A study by Patel and Kumar (2022) revealed that "companies 

utilizing the Evolution Index KPI to measure innovation and adaptability achieved a 30% 

increase in their ability to respond to market changes compared to those using conventional 

performance metrics." 
 

4. Integration and Interaction 

4.1 Complementarity of Growth, Evolution Index, and Market Share KPIs 

The integration of growth, evolution index, and market share KPIs provides a comprehensive 

measure of commercial performance. These KPIs interact and complement each other in several 

ways: 

• Growth and Market Share: A company experiencing strong growth is likely to 

increase its market share as it attracts more customers and generates higher sales 

compared to its competitors. Conversely, a high market share can facilitate growth by 

enhancing brand recognition and customer loyalty. 

• Evolution Index and Growth: Innovation and adaptation, as measured by the 

evolution index, drive growth by introducing new products and improving processes. 

This, in turn, leads to higher revenue and customer acquisition. 

• Market Share and Evolution Index: Companies with a strong market share often 

invest to maintain their competitive edge, thereby improving their evolution index. 

Additionally, innovative companies are better positioned to capture and retain market 

share through differentiated offerings. 

Recent research supports the value of integrating these KPIs. A study by Stoeckigt et al. (2022) 

found that "the combined use of growth, market share, and innovation-related KPIs 

significantly improves overall strategic performance, with companies reporting enhanced 

competitive positioning and better market responsiveness." 

The synergy between these KPIs creates a holistic measure of performance, capturing both the 

dynamic and static aspects of a company's competitive positioning. 

4.2 Synergies and Holistic Performance Measurement 

The combined use of growth, evolution index, and market share KPIs provides a multi-

dimensional view of commercial performance. Growth metrics reflect the company’s ability to 

expand, the evolution index captures innovation and adaptability, and market share indicates 

competitive strength. Together, these KPIs offer a balanced perspective on how well a company 

is performing and its potential for future success. By integrating these KPIs, managers can 

identify strengths, pinpoint areas for improvement, and make informed strategic decisions to 

enhance overall performance. 

http://www.ijafame.org/


ISSN: 2658-8455                                                    

Volume 5, Issue 9 (2024), pp. 422-436.                   
© Authors: CC BY-NC-ND 

 

432 

www.ijafame.org 

Propositions/Hypotheses 

Based on the theoretical and conceptual analysis, the following propositions are presented: 

• Proposition 1: Growth KPIs are positively correlated with market share, as companies 

that grow their revenue and customer base are likely to capture a larger portion of the 

market. 

• Proposition 2: The evolution index is a significant predictor of long-term growth, as 

continuous innovation and process improvements drive sustainable revenue increases. 

• Proposition 3: Companies that achieve high scores in growth, evolution index, and 

market share KPIs exhibit superior commercial performance compared to those that 

focus on only one or two of these indicators. 

• Proposition 4: The integration of growth, evolution index, and market share KPIs 

provides a more accurate and comprehensive measure of commercial performance than 

any single KPI alone. 

 

5. Discussion 

Implications for Theory 

• Proposition 1: Growth KPIs are positively correlated with market share. 

Theoretical Insight: 

Rationale: This proposition is based on the premise that as companies grow, they are likely to 

capture a larger portion of the market. This aligns with theories of competitive advantage, which 

suggest that firms with higher growth rates can leverage their scale and resources to increase 

market dominance. 

Supporting Theory: This can be linked to the Resource-Based View (RBV), which posits that 

growth and resource accumulation contribute to competitive advantage and market share 

expansion. 

Contribution: Insight: It highlights the relationship between growth metrics and market 

positioning, suggesting that companies that perform well in growth KPIs are often market 

leaders. 

• Proposition 2: The evolution index is a significant predictor of long-term growth. 

Theoretical Insight: 

Rationale: This proposition suggests that companies with higher evolution indices (i.e., those 

that are more innovative and adaptable) are more likely to experience sustained growth. This 

aligns with theories of dynamic capabilities, which emphasize the importance of continuous 

adaptation and innovation for long-term success. 

Supporting Theory: The Dynamic Capabilities Framework supports this proposition, as it 

underscores the role of innovation and adaptability in achieving sustained competitive 

advantage. 

Contribution: Insight: It emphasizes the importance of innovation and adaptability in driving 

long-term growth, contributing to our understanding of how companies can maintain 

competitive advantage over time. 

• Proposition 3: Companies that achieve high scores in growth, evolution index, and 

market share KPIs exhibit superior commercial performance compared to those 

that focus on only one or two of these indicators. 

Theoretical Insight: 

Rationale: This proposition suggests that a balanced approach, incorporating growth, 

innovation, and market share metrics, leads to superior performance. This reflects the idea that 
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comprehensive performance measurement is more effective than focusing on isolated metrics. 

Supporting Theory: This aligns with holistic performance measurement theories, which argue 

that integrating multiple performance indicators provides a more complete view of 

organizational success. 

Contribution: Insight: It proposes that a multi-dimensional approach to performance 

measurement offers a better overall assessment of commercial success than focusing on 

individual KPIs. 

• Proposition 4: The integration of growth, evolution index, and market share KPIs 

provides a more accurate and comprehensive measure of commercial performance 

than any single KPI alone. 

Theoretical Insight: 

Rationale: This proposition underscores the value of combining different KPIs to achieve a 

more nuanced understanding of performance. It supports the idea that no single KPI can fully 

capture the complexities of commercial performance. 

Supporting Theory: This is consistent with performance measurement theories that advocate 

for a balanced scorecard approach, which integrates multiple perspectives to provide a 

comprehensive view of performance. 

Contribution: Insight: It reinforces the need for a multi-faceted approach to performance 

measurement, advocating for the integration of diverse KPIs to enhance the accuracy and 

comprehensiveness of performance evaluations. 

Integrating KPIs and Contributions to Performance Measurement Theories 

Integrating growth, evolution index, and market share KPIs into a cohesive performance 

measurement framework enhances existing theories by providing a more comprehensive 

understanding of commercial performance. Traditional performance measurement theories 

often focus on financial metrics or isolated indicators, which may not fully capture the 

multifaceted nature of business success. By considering these three KPIs together, this 

integrated approach addresses the dynamic aspects of performance, including growth potential, 

innovation capability, and competitive positioning. 

This integration aligns with and extends the Balanced Scorecard framework by Kaplan and 

Norton (1996), which emphasizes the importance of multiple perspectives in performance 

measurement. Additionally, it supports and refines the resource-based view (RBV) of the firm 

by highlighting how strategic resources and capabilities (e.g., innovation and market share) 

contribute to sustained competitive advantage. This integrated KPI approach also resonates 

with dynamic capabilities theory, which underscores the need for firms to continuously adapt 

and innovate in response to market changes. 

Theoretical Advancements 

By incorporating growth, evolution index, and market share KPIs, this approach advances 

theoretical models in several ways: 

1. Holistic Performance Measurement: It promotes a more holistic view of performance 

that includes financial growth, innovation, and competitive dynamics. 

2. Dynamic Capabilities: It underscores the importance of dynamic capabilities in 

sustaining long-term performance, as reflected in the evolution index. 

3. Strategic Fit: It highlights the strategic fit between internal capabilities and external 

market conditions, providing a comprehensive measure of commercial success. 

4. Balanced View: It balances short-term financial metrics with long-term strategic 

indicators, ensuring a more sustainable approach to performance measurement. 
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Practical Implications 

Implementation and Utilization of KPIs for Better Commercial Performance 

Measurement 

For managers, implementing and utilizing growth, evolution index, and market share KPIs can 

significantly enhance their ability to measure and improve commercial performance. Here are 

key steps and insights for practical implementation: 

Firstly, define clear metrics for each KPI. For growth, this includes setting specific targets for 

revenue increases and customer acquisition rates. The evolution index should have benchmarks 

for research and development (R&D) investments and new product development milestones. 

For market share, accurate calculations of the company's sales relative to total market sales are 

essential. These definitions provide a solid foundation for measuring performance and ensuring 

consistency. Secondly, implement robust data collection systems to track these KPIs accurately. 

Investing in advanced data analytics tools and ensuring data integrity and consistency are 

crucial for reliable KPI measurement. Effective data collection systems allow organizations to 

gather accurate, timely information necessary for assessing performance and making informed 

decisions. Thirdly, regularly monitor and review these KPIs to identify trends, opportunities, 

and areas for improvement. Regular performance reviews, whether monthly or quarterly, help 

in tracking progress and adapting strategies as needed. This continuous monitoring ensures that 

any deviations from targets are promptly addressed. Fourthly, align KPIs with the company's 

overall strategic goals and objectives. Ensuring that KPIs reflect the organization's strategic 

priorities helps in focusing efforts on initiatives that drive growth, foster innovation, and 

enhance competitive positioning. Strategic alignment ensures that the metrics are not only 

relevant but also actionable in the context of broader business objectives, Finally, integrate 

these KPIs into decision-making processes. Use growth metrics to guide expansion strategies, 

evolution index data to inform investments in innovation, and market share insights to refine 

competitive strategies. By incorporating KPIs into decision-making, organizations can ensure 

that their strategic actions are data-driven and aligned with their performance goals. 

Practical Examples and Case Studies 

Several case studies demonstrate the effectiveness of using an integrated KPI approach: 

• Apple Inc.: Apple’s consistent focus on innovation (evolution index) has driven its 

growth and market share in the technology sector. The company’s investment in R&D 

and new product launches has been a key factor in maintaining its competitive edge. 

• Toyota Motor Corporation: Toyota's emphasis on continuous improvement (kaizen) 

reflects a strong evolution index, contributing to its growth and significant market share 

in the automotive industry. 

• Amazon: Amazon’s rapid revenue growth and market expansion are driven by its 

innovation in logistics, customer service, and product offerings. Its market share 

dominance in e-commerce highlights the interplay between these KPIs. 

Future Research 

Areas for Further Research 

To build on the findings of this study, future research could explore several areas: 

1. Additional KPIs: Investigate other KPIs that could complement growth, evolution 

index, and market share in providing a more comprehensive performance measurement 

framework. Examples might include customer satisfaction, employee engagement, and 

sustainability metrics. 
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2. Industry-Specific Applications: Test the applicability of these KPIs in different 

industries or contexts. For instance, research could examine how these KPIs perform in 

service-based industries versus manufacturing sectors. 

3. Longitudinal Studies: Conduct longitudinal studies to assess the long-term impact of 

these KPIs on commercial performance. This would provide insights into the 

sustainability of using these KPIs over extended periods. 

4. Technological Integration: Explore how emerging technologies, such as artificial 

intelligence and big data analytics, can enhance the measurement and analysis of these 

KPIs. 

5. Geographic and Cultural Variations: Study the influence of geographic and cultural 

factors on the relevance and effectiveness of these KPIs in different regions and markets. 

 

7. Conclusion 

In this article, we explored the integration and significance of three key performance indicators 

(KPIs)—growth, evolution index, and market share—in measuring commercial performance. 

We began by defining each KPI and discussing its importance: growth KPIs assess an 

organization's expansion and revenue increase, evolution index KPIs measure innovation and 

adaptability, and market share KPIs evaluate competitive positioning within the industry. By 

integrating these KPIs, we provided a comprehensive framework for performance measurement 

that captures both dynamic and static aspects of business success. 

Our literature review highlighted existing research on these KPIs, and our conceptual 

development section explained how they interact and complement each other to offer a holistic 

view of performance. The discussion section emphasized the theoretical advancements made 

by considering these KPIs together and provided practical implications for managers. We also 

suggested areas for future research to expand on our findings and explore additional KPIs or 

their applicability in different contexts. 

Choosing appropriate KPIs is crucial for accurately measuring and improving commercial 

performance. The integration of growth, evolution index, and market share KPIs offers a 

balanced and comprehensive approach to performance measurement. This framework not only 

enhances existing theories but also provides practical insights for managers to make informed 

strategic decisions. By focusing on these KPIs, organizations can achieve a sustainable 

competitive advantage, foster innovation, and drive long-term growth. 

The potential impact of our findings on the field of performance measurement is significant. By 

demonstrating the value of an integrated KPI approach, we encourage both scholars and 

practitioners to adopt a more nuanced and multi-dimensional perspective on performance 

measurement. This shift can lead to more effective management practices, better strategic 

alignment, and ultimately, improved commercial outcomes. 
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