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Purpose: To assess the Influence of strategic positioning indicators namely customer orientation and competitor awareness on firm
performance in the bottled water Industry, with sector standards as a moderating variable.

Design/Method/Approach: This study adopted a quantitative methodology and cross-sectional explanatory study design of which a sample of
424 licensed bottled water firms were randomly selected. Structured questionnaires were distributed to the managers and a factor analysis
was used to reduce the number of variables and establish the underlying constructs, while the analysis of moments of structures was applied
to develop theory.

Findings: It was found that there exists a positive and significant relationship among consumer orientation and competitor awareness on firm
performance. The moderating effect of water sector standards on consumer orientation and firm performance was found to be statistically
significant and operates fully or in part as a mediating variable in predicting the influence of competitor awareness on firm performance.

Theoretical Implication: This study concluded that to enhance firms’ performance measured in terms of growth, there is need to manage and
sustain consumers’ needs based on gender and age preferences, buying behavior as well as conducting market analysis and have internal
capability to retaliate.

Originality/Value: This study will not only add value to the existing body of knowledge in strategic management, but will also address the

application of strategic position to improve firm performance.
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OpieHTauia Ha cnoXuBaya i
NoiHPOPMOBaHICTb KOHKYPEHTIB Npo
pe3y/bTaTu giaabHocTi pipm B ranysi
BUpPO6HMLTBA 6yTU/IbOBaHOT BOAU

Dowcelime luopox?

t KanigopHiticokutli ynisepcumem Mipamapad, Halipo6i
Kamnyc, Kenis

MeTta pobotu: OuiHKa BRAMBY MOKAa3HWKIB CTpaTeriyHoro
NMO3MLiOHYBaHHA, @ caMe OpieHTaLii Ha KaieHTa i 0Bi3HaHOCTI
NpO KOHKYPEHTIB, Ha pe3y/bTaTu AiA/IbHOCTI KOMMaHiW B raaysi
6yTU/IbOBaHOT BOAM, 3 BUKOPUCTAHHAM ra/sy3eBuX CTaHAapTiB
AIK pery/1toro40i 3MiHHOI.

Aunsaiiti/MeToga/Migxia AocrigKeHHs: Y LbOMYy A0C/iAKeHHi Byaa
BMKOPUCTaHa Ki/lbKicHa MeTogdo/0riA | KpOC-CeKLilHMiA
NOACHIOBA/IbHUIA AU3aliH, 3 AKOrO BUMAAKOBUM YMHOM Byno
BigibpaHo BMOIpKY 3 424 /iUeH30BaHMX KOMMaHik 3
BMPOGHULTBA ByTU/IbOBaHOI BoAW. CTPYKTYypOBaHi aHKeTH 6yan
NoLIMpeHi cepes MeHeaKepiB, i ANA 3MEHLUEHHA Ki/IbKOCTi
3MIHHMUX i BCTaHOB/IEHHA 6a3oBux KOHCTPYKL,il
BMKOPUCTOBYBaBCA (aKTOPHMIA aHa/i3, B TOM 4Yac AK aHaAi3
MOMEHTIB CTPYKTYP 3aCTOCOBYBaBCA A/18 pO3pobKu Teopil.

Pe3sy/bTaTh gocaigKeHHA: By/10 BUAB/IEHO, WO iCHYE NO3UTUBHUIM |
3HaYyLMII B3aEMO3B'A30K MiXK OpIEHTAL|i€l0 Ha CroXuBaya i
06i3HaHICTIO KOHKYPEHTIB NPO pe3y/IbTaTH AiA/NbHOCTI KOMNaHil.
Byno BCTaHOB/EHO, WO pery/ooymii BNAMB CTaHAApTIB
BOAHOrO CEKTOPa Ha OPIEHTALLO Ha CMNOXKMBa4a i pesy/bTaTn
AiABHOCTI GIpM € CTaTUCTUYHO 3HAYYLMM i gi€ NOBHiCTIO abo
YaCcTKOBO AK MOCepegHuLbKa 3MiHHa NpW NPOrHO3yBaHHI
BM/IMBY 06i3HAHOCTi KOHKYPEHTIB LL|0A40 pe3y/IbTaTiB 4iA/NbHOCTI
dipm.

TeopeTu4yHa LiHHICTD AOC/igXKEHHA: Y UbOMY AO0C/iAXKEHH]
3po6/ieHnit  BWCHOBOK Npo  Te, WO A/1A NigBULLEHHA
eeKTUBHOCTI KOMMaHiii 3 TOYKM 30py 3POCTaHHA HeobXiAHO
ynpaBAATU i MigTpuMyBaT NoTpebu CroXuBayiB Ha OCHOBI
reHgepHuUx i BIKOBMX NepeBar, KyniBe/IbHOI MOBEAiHKK, a TAaKOX
NPOBOAMTM aHaAI3 PUHKY i MaTU BHYTPILLHI MOX/UBOCTI AnA
3ax0g4,iB y BignoBiAb Ha Aii KOHKYPEHTIB.

OpuriHaAbHICTb/LiHHICTb AOC/igKeHHR: Lle 40C/1igKeHHA He Ti/IbKK
NiABULMTL LiHHICTb iCHYIOYOi CYKYNHOCTI 3HaHb B 06/acTi
CTpaTeriyHoro ynpae/iHHA, a/1€ TaKOX PO3r/AAaE MUTaHHA Npo
3aCTOCYBaHHA  CTpaTeriyHoi  nosuuii  AAA  NOAIMNLWeHHA
pe3yabTaTiB AifaAbHOCTI Gipmu.

O6mexeHHA gocaigxeHHsa [ MaibyTHi  gociigskeHHs: OCKiNbKK
AOCANIAMKEHHA Oy/10 KiNbKiCHMM, iCHyBaB pU3MK MOMWIKM B
06Ky 3MiHHMX | HeOTpUMaHHA BignoBigel, obmexeHu
A0CTYMN A0 AAHUX NPO NPOAYKTUBHICTB i BigCYTHICTb NonepeaHix
AOCAIAMEHb 3 LbOro NUTaHHA. oganblli AOCIIAKEHHA Cig,
MOWMPUTKU Ha iHWI KaTeropii ¢ipm, y AKMX pisHi npouecu
NPUMHATTA pilleHb | KyniBe/bHi HaMIpK cepey, CNoXuMBadiB.

Tun cratTi: EMnipuyHa

Katouosi cnoea: aHanis puHKY, ranysesi CTaHgapT, cTpaTeriiyHe
MO3ULOHYBaHHSA.

OpueHTauyuma Ha noTpebutensa u
0CBEA,0M/IEHHOCTb KOHKYPEHTOB O
pesy/bTaTax geATe/IbHOCTU GpUpm B
OTpac/M NPpoU3BOACTBA 6YTU/IMPOBaHHOM
BOZbI

Dowetime Muopox*

t KanugopHutickul yHusepcumem Mupamap, Hatipo6u
Kamnyc, KeHus

Lenb pabotbl: OueHKa B/MAHWA MOKasaTe/seil CTpaTerMiyeckoro
MO3MLMOHUPOBaHUA, @ MMEHHO OPMEHTaLUUM Ha K/AUeHTa U
OCBEAIOM/IEHHOCTM O  KOHKYpeHTax, Ha  pe3y/bTaTbl
AEATE/IbHOCTU KOMMaHWI B OTpac/m ByTUAMPOBaHHOM BOAbI, C
UCNO/Ib30BaHMEM  OTpac/eBbIX CTaHAApTOB B  KayecTse
peryauvpytoLleit nepeMeHHO.

Ausaitn/MeTtog/Moaxos uccaeaoBaHus: B 3TOM UCC/1e40BaHUM
MCNo/b30Basacb KO/MYECTBEHHAsA METOA0/0rMA M Kpocc-
CEeKLMOHHBIN NOACHWUTE/bHBIN AK3aiiH, U3 KOTOPOro C/1yHaiHbIM
06pasom Obla 0TobpaHa BbIGOPKa U3 424 NWLLEH3UPOBAHHDBIX
KOMMaHWit  NO  MPOWM3BOACTBY OYyTWAMPOBAHHOM  BOAbI.
CTpYKTypupOBaHHble aHKeTbl OblM pacnpocTpaHeHbl cpeaun
MEeHe/1)KepOoB, U A/ YMeHbLLEHUA KONMYeCTBa NepeMeHHbIX U
YCTaHOB/IEHWUA  /I@XalMX B OCHOBE  KOHCTPYKLMIA
MCNo/1b30Ba/IcA PaKTOPHbIN aHa/u3, B TO BPEMA KaK aHa/u3
MOMEHTOB CTPYKTYP NPUMEHA/ICA A/ pa3paboTKu Teopum.

Pe3yabTaTbl MccnieaoBaHmnA: bblio 06Hapy»KeHo, Y4TO cyliecTByeT
NO/IOKUTE/NbHAA M 3Ha4MMaA  B3aMMOCBA3b  MeXAy
opveHTauMelr Ha rnoTpebuTens U 0CBeAOM/IEHHOCTbIO
KOHKYPEHTOB O pe3y/bTaTax AeATe/IbHOCTU KOMMaHuUW. Bblio
YCTaHOB/IEHO, YTO Ppery/iupyrollee B/AMAHWE CTaHAApPTOB
BOAHOIMO CEeKTOpa Ha OpMEeHTauMio Ha noTpebuTtena u
pe3y/bTaThl AEATENbHOCTU GUPM ABAAETCA CTATUCTUHECKU
3HQYMMbIM U AeNCTBYyeT MO/HOCTBIO WM YaCTUYHO KaK
rnocpeAHU4ecKas nepemeHHas npu NporHo3uMpPOBaHUK B/IUAHUA
0CBe/,0M/IeHHOCTM KOHKYPEHTOB O pe3y/ibTaTax 4eATe/IbHOCTU
dupm.

TeopeTuyecKas LIEHHOCTb UCC/IeA0BaHUA: B 3TOM Mccieg0BaHMM
CAenaH BbIBOA O TOM, YTO AAA NOBblWeHWA 3PPeKTUBHOCTHU
KOMMaHWM1, U3MepAeMbIX C TOYKM 3peHUA PoCcTa, HeobxoAnMO
ynpaBAATb U NOAAEPXKMBaTb NOTPebHOCTM noTpebuTteneit Ha
OCHOBE  reHAEepHbIX M BO3PACTHbIX  MPeAnoYTeHUH,
MOKyMNaTe/IbCKOro MOBEeAEHWA, a TaKXKe MpPOBOAWUTb aHa/iu3
PbIHKa U UMEeTb BHyTPEHHME BO3MOXHOCTU A/17 OTBETHBIX Mep.

OpUrMHA/ZILHOCTb/LLEHHOCTb UCC/IEA0BaHUA: TO UCC/IEA0BaHME He
TO/IbKO MOBBICUT LLEHHOCTb CYLLLECTBYIOLLEM COBOKYMHOCTU
3HaHWI B 06/1aCTM CTpaTernieckoro ynpas/ieHusA, HO TaKxke
paccMaTpvBaeT BOMPOC O MPUMEHEHUU CTpaTernyeckomn
No3WLMK ANA YNYULLIEHWUA Pe3y/IbTaTOB AEeATe/IbHOCTU GUPMBI.

OrpaHuyeHus uccnegosanus | Byayume Ucc/aes0BaHUA:
MockonbKy nccnegoBaHne 6b110 KO/IMYECTBEHHbIM,
CyWeCcTBOBa/I PUCK OWMOKM B y4yeTe TMepeMeHHbIX W
Herno/ly4eHUA OTBETOB, OrpaHMYeHHbI A0CTYN K AaHHbIM O
NpOU3BOAMUTE/IBHOCTH " OTCyTCTBUE npeablAyLLmx
ncc1e4,0BaHNM Mo 3TOMyY BONpOCy. JasbHelLlne ncci1e08anHmna
cnegyeT pacnpocTpaHWTb Ha Apyrve KaTeropuu ¢upm, y
KOTOpbIX  pasHble MpOLecchl MPUHATMA  pelleHuii U
NMOKyMaTe/IbCK1e HamepeHus cpeau noTpebuTteneil.

Tun cTatbu: 3MI'II4pVHeCKaH

Kntouesvle cn08a: aHa/M3 pbiHKa, OTpaCIeBble  CTaHAAPTbI,
CTpaTerM4ecKoe nosuLMOHUPOBaHHe.
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1. Introduction

and accessible water for all is essential. World Health

Organization (WHO, 2018) reported that the safety and

accessibility of drinking-water are major concerns throughout
the world with only 40 % of Kenyans accessing to safe clean
drinking water in 2005. To ensure that water is safe for human
consumption, it is often filtered and treated at a cost to meet the
set international (WHO, FDA, CODEX) and national (KEBS)
regulations for acceptance into the market. Due to the minimal
barrier of entry to the bottled water industry, there is cut throat
competition among firms to enhance their market position majorly
in price, leadership, location, marketing and distribution.
Therefore, firms need to understand their strengths to remain
afloat as they cope with set standards. Nevertheless, according to
KEBS (2019) there were 157 water firms in Kenya carrying out
operations having no certification to confirm the quality of water
sold hence compromising the safety of bottled drinking water
(WASREB, 2008).

C ccording to sustainable development goal number six, clean

According to Sair et. al. (2014), timely executed firm positioning can
help build a powerful brand image in customers’ minds. However,
in case the positioning fails to resonate, due to changes in
customer preferences, new market entrants or structural changes
in the target market, a company may opt to reposition. This
involves a deliberate attempt to change a customer’s view of a
product or brand. Repositioning a business is more than a
marketing challenge as it involves decisions on how markets shift
and competitors react to these changes. Initially, strategic
positioning was used to describe how different firms configured
their products, price, place, and promotion to attract customers in
specific market segments in order to achieve market dominance
and make superior profit margins (Bergkvist, & Bech-Larsen, 2010).
Since bottled water will continue to do well in the global market as
a substitute to carbonated soft drinks, gains in the bottled water
market will also come from flavored varieties and convenient
package formats. The major challenge for most bottled water
companies will be product innovation and differentiation (Kusi,
Agbeblewu, & Nyarku, 2015). Under increasing competitive
pressure, firms seek strategies to differentiate themselves and
their products in order to achieve distinction from their
competitors. Consequently, establishments need to scan
continuously their external and internal environments for threats
and opportunities, and then develop requisite skills to enhance
their strategic vision. According to Jia (2015), every business should
analyze its resources and capabilities to ascertain its competitive
advantages and make choices selectively, determine the enterprise
boundary and work out its own strategic positioning. Charlotte
(2013), Sanjay (2014) and Shah, Gao, & Mittal (2015) noted that with
the rise of domestic consumption, the popularization of products,
sophistication of people’s consumption priorities and the role of
branding were increasingly significant in product differentiation.
Hlatshwayo (2015) found that there was a greater need for brand
positioning in small and macro enterprises as a marketing
framework in growing and sustaining business-to-consumer. The
minimum requirement for the target market brands should be
strongly associated with the local brand market leader which, in
most cases, is technologically sophisticated, trusted, and
prestigious (Mentz, Strydom, & Rudansky-kloppers, 2012).

In Kenya, firms compete for several strategic positioning
approaches including consumers’ involvement in their daily
operations and customers’ willingness to deal with the technical
complexities that arise in their quest for service (Onguko, & Ragui,
2014). They established that well positioned firms were perceived
to be closely aligned to the needs of both current and emerging
target markets. The effect of positioning strategies on
performance was found to lead to improvement in consumer
brand loyalty, customer satisfaction, market share and eventually
growth in profitability. Thus, there is need to assess the influence

&d

of consumer orientation and competitor awareness on firm
performance.

2. Theoretical background

2.1. Theoretical literature

consumer orientation on firm performance. According to this

theory, as stake holders contribute to the organization, they

expect their interests to be met (Wagner Mainardes, Alves, &
Raposo, 2011). Subsequently, Harrison, & Wicks (2013) emphasized
on the need for shareholders to maximize their return on
investment as they weigh the effectiveness of their investments,
while consumers’ satisfaction is enhanced by their perception. In
this study, consumers are portrayed as the major stakeholders in
the bottled water industry. The purpose of firms is to satisfy the
consumer of which without them they cannot survive. Since
consumers may choose to take business to a competitor, it is
essential that firms continue to innovate, offer up to date products
and find value for money (Zachariev, 2002; Reddy & Reddy, 2014).
Therefore, understanding consumers’ expectations and delivering
quality products bodes well in building a loyal customer base
(Ramya & Alj, 2016).

:: take holder theory was adopted to explain the influence of

According to Porte (2008), market competition goes beyond the
initial players to potential entrants, rivalry by substitutes and
suppliers grounded on underlying economic structures. Firms with
similar products and services aimed at the same customer group
will always be in competition. The extent of rivalry in industries is
observed where competitors of an equal size try to dominate each
other and in less rivalry industries, there may be one or two
dominant firms with smaller firms focusing on niches to avoid
attention. In times of strong growth, a firm may develop with the
market whilst a decline in growth comes at the expense of
competitors. Low growth is identified with low profitability and
low price competition thus firms should focus on both short term
and long term factors that affect competition by examining the
firms’ strategic decisions, conducting market intelligence and
competitive analysis (Gebhardt, Farrelly, & Conduit, 2019). Hence, in
this study, Industry analysis and competition theory were applied
to explain the influence of competitor awareness on firm
performance in that, by understanding the competitive forces, a
firm can among others: highlight its critical weakness and
strengths, identify its position in the industry, animate extents
where strategic adjustment is beneficial and help in forecasting
threats and opportunities.

In this study, the influence of sector standards was anchored on
Agency Theory. To manage the conflict arising from the interest of
firms, sector standards are inevitable (Mohammed, 2013). Whereas
firms seek to maximize their return on investment, the state is
charged with the duty of making sure that the infrastructure care
is well maintained, public safety is guaranteed and the legislative
body of government is responsible for the formulation of laws. The
state also takes care of public goods which are non-rivalrous and
non-excludable. In this study, agency problems will arise as the
state attempts to set standards for firms (Panda, & Leepsa, 2017).

2.2. Empirical literature

zigwe et al (2016) found that business competitive
environment becomes increasingly fierce, industry players

need to nurture and keep loyal customers who contribute to
their profitability and long-term growth. Belds & Gab¢ovd (2016) and
Khadka, & Maharjan (2017) found that customers were the link to
business success and organizations should focus on consumer
satisfaction and loyalty. Their findings further revealed that the
service level of a firm can be marked as positive when consumers
are satisfied with the service. However, improvement on service
regarding a feedback system, staff training as well as a regular
advertising campaign attract new consumers and also inform
existing customers (Mwai et al, 2017; Zhang, 2017). Coltman,
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Devinney, & Midgley (2019) examined the impact of customer
relationship management (CRM) on firm performance using a
hierarchical construct model. Using the resource-based view (RBV)
of the firm, they revealed a positive and significant path between
superior CRM capability and firm performance. This study
therefore hypothesized that there is a relationship between
consumer orientation and firm performance in the bottled water
industry in Kenya.

Agha, Atwa, & Kiwan (2015) investigated the impact of strategic
intelligence and its dimensions namely: foresight, visioning, and
motivation in explaining the influence of competitor awareness on
firm performance. They examined the mediating role of strategic
flexibility on marketing and competitiveness in firms and
concluded that there was a significant positive relationship
between strategic intelligence and flexibility on firm performance.
These results were in agreement with Levine, Bernard, & Nagel
(2017). According to Anwar, Shah, & Hasnu (2016), the relationship
of strategy-performance linkages is central in strategic
management and competitor awareness as they positively impact
firms’ performance. It is in light of these findings that this study
hypothesized that there exists a relationship between competitor
awareness and firm performance in the bottled water firms.

Siami-Namini (2015) reported that free market is guided by an
invisible hand and fewer sector standards could be efficient. The
study further advanced Adam Smith’s thought on sector standards
in the economy but disagreed with all disturbing factors that
destroyed the equilibrium in a free market. With too many sector
standards in a free market, consumers expect to see many
monopolies in the economy. Eniola, & Entebang (2015) found that
the evolution of small and medium enterprises was mostly
bounded by the existence of laws, ordinances, and rules and had a
major impact on competitiveness. Patel, & Chaikof (2016) reported
that sector standards highly controlled by the government had
effectively improved innovation performance. Strong government
intervention led to the concentration of resources in selected
sectors to relevant players. Whereas, industry innovation in Hong
Kong was mostly self-financed and less directed by the
government, it was established that the government was the main
determinant for innovation capacity although its role and degree
of involvement in innovation was debatable (Wang, Yang, & Xue,
2017). Sector standards were also vital in supporting R&D and
innovation as the market alone did not provide adequate
incentives. The degree of intervention, however, varied in different
economies and ranged from directive intervention (actively
advising industrial policy and investing in selected areas) to
facilitative intervention which entailed creating positive
environment and providing public goods for industry (Peter, James,
& Timothy, 2016). This study therefore hypothesized that sector
standards have a moderating as well as mediating effect on the
relationship between consumer orientation and competitor
awareness respectively on firm performance in the bottled water
industry in Kenya. Selvam et.al. (2016) gave a comprehensive
subjective measurement model for the performance of firms,
based on profitability, growth, market value performance of the
firm, customer satisfaction, employee satisfaction, environmental
audit performance, corporate governance performance and social
performance. They found that these nine determinants cannot be
used interchangeably since they represent different aspects of firm
performance and different stakeholders of firms have different
demands that need to be managed independently.

3. Research questions
The research questions the study sought to answer were:

a) How does consumer orientation influence firm performance
in the bottled water industry in Kenya?

b)  How does competitor awareness influence firm performance
in the bottled water industry in Kenya?

OO

c¢) How does water sector standards moderate the influence of
consumer orientation on firm performance in the bottled
water industry in Kenya?

d) How does water sector standards mediate the influence of
competitor awareness on firm performance in the bottled
water industry in Kenya?

4. Data and methods

This study adopted positivist research philosophy with a mono-
method quantitative approach. An explanatory design was applied
and the target population comprised all the 840 licensed and active
bottled water manufacturing companies in Kenya in the year 2019.
A simple random sampling procedure was used to obtain the
sample and the sample size was computed using the finite
population method (Njiri et. al., 2021). The formula used was:

_ Zay, (a-mr

Q)

This study proposed a 95% confidence, and at least 5 percent plus
or minus precision (¢&). This resonated to Z values of 1.96 per the
standard normal table. For maximum variability, the proportion ©
was taken as 0.5. Therefore, the sample size for this study was:

((1.96)*(0.5) (0.5)) / (0.05)* = 385.

To factor in non-response, the sample size was inflated by 10%
leading to 424. The variables of consumer orientation, competitor
awareness, water sector standards and company performance
were construed by indicators on a Likert scale, with not at all coded
(1), small extent was coded (2), moderate extent (3), great extent
(4) and very great extent was coded (5). Content validity and
criterion related validity were ascertained and items of reliability
were checked using the Cronbach alpha coefficient. Factor analysis
was used to identify the latent factors that were inherent in the
observed variables (Berk, 2016). A principal component analysis
was used to collapse a large number of items into fewer
interpretable factors by extracting maximum variance. Similar
items were combined to come up with constructs (sub-themes).
The analysis of moments of structures was used to ascertain if the
items in the survey lined up with the construct and to compare the
measurement model with the structural model in order to build up
a theory. The assumptions of multicollinearity, multivariate
normality with no outliers and homoscedasticity were checked.

Ny 2

5. Results

Out of the 424 questionnaires distributed to the strategic
managers of bottled water firms in Kenya, 345 were adequately
completed representing 81.4% percent response rate. This
response rate was deemed satisfactory as suggested by Sekaran &
Bougie (2016) who recommends 75 percent as a rule of thumb for
minimum responses. Since the data were on a Likert scale, the
normality assumption was assumed to be observed. The
multivariate outliers were examined using the Mahalanobis
Distances at probability values of less than .001 to the right-tail of
the chi-square distribution (Dai, 2020). 58 cases reported the
Mahalanobis distance of more than 90.57866 with the probability
of less than 0.001, hence they were treated as outliers. Prior to
running inferential analyses, the outliers were removed and 287
cases were retained. All the Variance Inflation Factors (VIF) were
less than 10 and all tolerance was greater than 0.01, thus the
assumption of multicollinearity was met as recommended by Bruce
(2021). To test for Homoscedasticity, a loess fit line was fitted to the
residuals. The loess line was relatively straight as indicated in Fig. 1.
Thus, the data did not violate the assumption of homoscedasticity
(Hdrdle, & Simar, 2015).
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Regression Standardized
Residual
T

Regression Standardized Predicted Value

Figure 1: Scatter plot for standardized residuals and standardized
predicted value

Source: developed by the author.

Another assumption of homoscedasticity is that the variance of
any of the measured variables should not be more than 10 times
greater than any other variable variance. In this study, all variables
reported the variances of between 0.312 and 2.12, thus there was
no extreme variance to be deleted.

Consumer orientation was measured using seven items on a 5-
point Likert scale. The reported reliability for all the items was
0.799. The KMO results and Bartlett's test reported the Chi-square
value of 920.553 with P less than 0.001. A principal component
analysis retained five items namely: consumer needs, buying
habits, preferences by age and consumers preferences by gender.
The items removed were product customization, preference by
income and rate of satisfaction. The explanatory power of the four
items retained is presented in Tab. 1 with constrained estimates,
where the strongest loaded measurement was given a unit weight.
Consumer buying habits had the highest explanatory power
followed by consumer needs, then level of preferences by gender
and finally consumer preferences influenced by age. All these items
were significant with P values of less than 0.001.

Table 1: Regression weights for the measurement model for
consumer orientation

Estimate S.E. C.R. P
Consumer needs .952 .095 10.010  ***
Buying habits 1.000
Preference by age .630 .098 6.457  ***
Preference by gender .636 100 6.378  ¥¥*

Source: completed by the author.

The principal component analysis extracted two subthemes that
had Eigen values greater than 1.0. The two subthemes accounted
for 34.497% and 31.269 of the variance respectively with a total
variance of 65.766 %.

Competitor awareness was construed using ten, 5-point Likert
scale items. The reported reliability for these items was 0.568 with
KMO and Bartlett's test statistics reporting the Chi-square value of
2074.120 (0.858) with P less than 0.001. A factor analysis retained
eight significant items as measures of competitor awareness.
These items were market share, capacity to retaliate, internal
capability, pricing strategies, market intelligence analysis, market
coverage, meeting internal and external expectations. The items
deleted were product differentiation and mentions in the media.
The explanatory power of these eight items is presented in Tab. 2
with unit constrained estimates. Capacity to retaliate reported the
highest explanatory power followed by a market intelligence
analysis, internal capability, market share and pricing strategies in
that order. However, market coverage, internal and external
expectations reported negative weights. Overall, all these items
were significant of which their corresponding P values were all less
than o.001.

O

Table 2: Regression weights for items in the measurement model
of competitor awareness

Items Estimate S.E. C.R. P Label
Market .801 .054 14.778 **%  Significant
share

Capacity to  1.000

reiterate

Internal .976 .058 16.820  ***  Significant
capability

Pricing .759 064 11.771 *%%  Significant
strategy

Market .982 071 13.794  ***  Significant
analysis

Market -.914 .085 -10.704 ***  Significant
coverage

Internal -.988 .097 -10.206 ***  Significant
expectation

External -.876 .089 -9.798  ***  Significant

expectation
Source: completed by the author.

Two components had Eigenvalues greater than 1.0, hence two
subthemes were extracted. The two subthemes accounted for
38.3 % and 30.3% of the variance respectively with a total variance
of 68.663 %. On how often firms conduct a competitor analysis- 5.1%
of the respondents reported monthly, 22.4% quarterly, 26% bi-
annually and majority (40%) reported annually.

Water sector standards (the moderating variable) was measured
using 13 items on a 5-point Likert scale. The reported reliability for
the instruments was 0.739 with the KMO results and Bartlett's test
reporting a Chi-square value of 1865.493 (0.786) with P less than
0.001. A principal component analysis was applied to extract
communalities of which a threshold of 0.6 was set (James et al
2013). Eight items retained were tax relief standards, employment
policies, standards on infrastructure-access, compliance, licenses
and approvals by the ministry of industrialization, compliance and
approvals by the county public health, compliance and clean bill
from the National Environment Management Authority,
employees’ standards per trade unions and invitation of regulatory
bodies for inspection. The explanatory power of these eight items
are presented in Tab. 3. The item with the highest explanatory
power with a unit constrained estimate was the invitation of
regulatory bodies for inspection followed by compliance with the
National Environment Management Authority. Tax relief had the
third explanatory power, then employees attaining the trade
unions standards, compliance with county public health, approvals
by the ministry of industrialization, minimum wage employment
policy and infrastructure access.

Table 3: Regression weights of items in the measurement model
for water sector standards

Estimate  S.E. C.R. P
Tax standards .688 .083  8.259 EXF
Employment policy .395 .074 5.357 wkk
Infrastructure access -.054 .064 -.849 .396
Approvals by .465 .044  10.510 Fkk
ministry
Approvals by Public  .517 .049  10.483  ***
Health
Compliance with .822 .073 11.338 Fk
NEMA
Trade union .716 .085 8.380 EXFH
standards
Inspection by 1.000

regulatory bodies
Source: completed by the author.

Six items were significant and positively explained water sector
standards, apart from infrastructure access which had a negative
coefficient but not significant as reported in Tab. 3.
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Company performance was construed using 20 items measured in
a 5-point Likert scale. The reported reliability for these items was
the Cronbach alpha value of 0.864 which surpassed the threshold
value of 0.7. The KMO test statistic reported a value of 0.878 (Chi-
square 2912.227) and the Bartlett's test results had P value of less
than 0.001. Eleven items were retained from a factor analysis. The
items retained were a satisfactory profit growth rate, sales growth,
increase in the number of employees, returns from assets, returns
from borrowed money, expansion in size, considerable
improvement in quality, net operating profit after tax, total assets
owned by the company, number of existing staff in the company
and staff attrition. The nine items removed were sufficient capital,
having more outlets, increase in customer acquisition, increase in
market share, timely delivery of products, increase in suppliers,
launch of new products, number of existing consumers and

customer growth.

The explanatory power of the eleven items retained are presented
in Tab. 4 with unit constrained estimates, where the satisfactory
profit growth rate reported the highest explanatory power. The
increase in the number of employees reported the second highest
explanatory power followed by the company expansion in size,
then satisfied returns from borrowed money, returns from the
assets invested, improved quality of the products, registered sales
growth, number of staff who had left, number of existing staff in
the company, net operating profit after tax and total assets owned
by the company in that order. All these items were significant with
P values less than 0.001 apart from net operating profit after tax
and total assets owned by the company.

Table 4: Regression weights of items in the measurement model for company performance

Estimate S.E. C.R. P

Profit growth (CPF2) 1.000

Sales growth (CPF3) .827 .059 14.073 i
Increase in employees (CPF4) .938 .062 15.135 EXES
Returns from asset (CPF6) .860 .059 14.517 wk
Returns from borrowed money (CPF7) .864 .059 14.748 B
Expansion in size (CPF11) .923 .061 15.145 i
Improved quality of the products (CPF12) .882 .064 13.713 i
Net operating profit (CPF15) .058 .045 1.286 198
Total assets (CPF16) .054 .053 1.031 .303
Number of staff (CPF17) .321 .076 4.229 wEE
Number of staff who have left (CPF18) 732 .088 8.332 i

Source: completed by the author.

In this study, the first null hypothesis (hypothesis one) was that
there is no relationship between consumer orientation and firm
performance in the bottled water industry in Kenya. To test this
hypothesis, a structural model relating consumer orientation and
firm performance was fitted as illustrated in Fig. 2. From Tab. 5, the
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probability of getting a critical ratio of 11.397 in absolute value for
age (ccc4) as a measure on consumer orientation was less than
0.05. Thus the regression weight for age was significant (Beta =
1.005, CR = 11.397, P<0.05).
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Figure 2: Structural model relating customer orientation and Firm Performance

Source: developed by the author.

Likewise, buying habits was less than 0.05. The regression weight
for buying habits when predicting consumer orientation and
consumer needs reported a significant relationship. The overall
relationship between consumer orientation and firm performance
was found to be significant (Beta = 0.601, P<0.05). The four
indicators had 49.6% variation on consumer orientation. The
marginal effect of consumer orientation was 0.601% implying that

an increase in consumer orientation by 0.607 would improve firm
performance by 1%.

From Tab. 6, the probability of getting a critical ratio of 14.337 in
absolute value for sales growth was less than 0.05. Thus the
regression weight of sales when predicting company performance
was significant (Beta = 0.834, CR=14.337, P<0.05). Consequently,
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the increase in the number of employees, return on assets, return
on borrowed money, expansion in size, quality of products and

attrition rate registered positive and significant relationship. Net
profit after tax and total company assets were not significant.

Table 5: Statistical test of the structural model for consumer orientation

Structure Models

Construct Item Coefficient factor SE CR P value Remark
(Standardized)
L e Preference by gender (cccs5) 1.000
°E' ) Preference by age (ccc4) 1.005 .088 11.397 ki Significant
3= Buying habits (ccc2) .781 104 7.542 *kk Significant
§ £ Consumer needs (ccc1) .808 106 7.630 i Significant
o (Joint) R?=0.496
Source: completed by the author.
Table 6: Statistical test for a structural model for company Performance
Construct Item/variable Coefficient factor SE CR P value
(Standardized)
profit growth 1.000
sales growth .834 .058 14.337 Fkx
increase in number of employees .930 .062 15.097 EXH
§ return on assets .854 .059 14.483 FhE
g return on borrowed money .859 .058 14.751 CERS
§ expansion in size .922 .061 15.239 i
tg_ improvement in quality .877 .064 13.720 EXHS
£ net profit after tax .062 .045 1.375 169
= total assets .055 .053 1.047 .295
number of staff 322 .076 4.259 Fkx
attrition rate .735 .087 8.415 €S
(Joint) R?*=0.58

Source: completed by the author.

The second null hypothesis (Hypothesis two) was that there is no
relationship between competitor awareness and firm performance
in the bottled water industry in Kenya. The structural model
relating to competitor awareness and firm performance was fitted
as illustrated in Fig. 3.

The results are further illustrated in Tab. 7 which presents the
structural coefficient factors. All the eight indicators were
considered to be significant indicators of competitor awareness.

10

The indicators had 90% variation on competitor awareness. The
structural model reported that the increase in competitor
awareness by a factor of 0.704 resulted in an improvement of firm
performance by 1% (Beta = 0.90, CR = 12.709, P<0.05). Overall,
combining consumer orientation and competitor awareness when
predicting firm performance reported positive and significant
weights as reported in Fig. 4.
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Figure 3: Structural model relating competitor awareness and firm performance

Source: developed by the author.
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Table 7: Statistical test for a structural model for company performance

Construct  variables Coefficient SE CR P value Remark
factor
(Standardized)
External expectation (CAW13) 1.000
Internal expectation (CAW12) 1.127 .063 17.856 i Significant
Market coverage (CAW10) .951 .058 16.476 ERED Significant
e Market analysis (CAWQ) -.577 .058 -9.994 xx% Significant
£ ﬁ Pricing strategies (CAW?7) -.405 .052 -7.774 XD Significant
;=]
g § Internal capability (CAW6) -.521 .049 10.522 i Significant
g ';“ Capacity to reiterate (CAW5) -.549 .050 -11.051 ERED Significant
VU m Market share (CAW4) -.440 .045 -9.776 ok Significant
Joint R?=0.90
Source: completed by the author.
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Figure 4 Structural model of consumer orientation, competitor awareness and firm performance

Source: developed by the author.

Consumer orientation reported a weight of 0.144, while
competitor awareness reported a weight of 0.586. Thus
competitor awareness had a more powerful explanatory effect
comparing to consumer orientation.

The third hypothesis (Hypothesis 3) was that the moderating effect
of water sector standards in the relationship between consumer

orientation and firm performance was not significant. Tab. 8
reports P value of 0.011 for the interaction effect. Since the P value
was less than 0.05, the moderating effect of water sector
standards on consumer orientation and firm performance was
statistically significant (p = 0.011<0.05). Thus the null hypothesis
was rejected.

Table 8 Statistical test for the moderating effect of water sector standards on consumer orientation and firm performance

Response Predictor Estimate S.E. C.R. P

Z firm performance Z for consumer orientation 154 .049 3.119 .002
Z firm performance Z for sector standards .629 .049 12.851 Fkk

Z firm performance Interaction 103 .041 2.533 .011

Source: completed by the author.

The fourth hypothesis (Hypothesis 4) was that the mediating effect
of water sector standards in the relationship between competitor
awareness and firm performance in the bottled water industry was
not significant. Sobel statistic was applied (Shrout & Bolger, 2002)
and reported (Z= 6.6573294, P<0.05). Thus the study rejected the
hypothesis.

6. Discussions

The two subthemes extracted from consumer orientation were
demographic characteristics (age & gender) and Life style
(consumer needs and buying habits). Feng et. al. (2019) reported
that the relationship between consumer orientation and firm

Od

performance is far from clear. Partly because firm performance
may depend on certain internal or external factors. They concluded
that it was harmful for firms to operate in a less competitive
environment. The subthemes extracted from competitor
awareness were strategic decisions and market share. Robert
Baum, & Wally (2003) reported that fast strategic decision-making
predicts a subsequent firm growth and profit and mediates the
relation of centralization, dynamism, formalization and
munificence with firm performance. These results were in
agreement with Mwizerwa, Mulyungi, & Rukia (2018) who found
that marketing strategies such as product quality, specification and
packaging were significant elements in increasing product pricing.
The period of payment and discounts offer were also found to be
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indicators of pricing strategy and they influenced the increase in
the market share.

The four subthemes extracted from the sector standards were
strategic compliance with regulatory policies, compliance with
statutory approvals, taxation standards and standards set for
public spending and infrastructure incentives. Taouab, & Issor
(2019) reported that due to ever changing environment, firms face
severe competitive pressure to do things better and faster at lower
prices. Consequently, putting sector standards in place is
important, since companies are constantly seeking for effective
and efficient results. The four subthemes extracted from firm
performance were growth, development, profit and capital
investment strategy. Al-Matari, Al-Swidi, & Fadzil (2014) revealed
that different measures had been used by researchers to measure
firm performance. They classified those measurements into
market-based indicators and accounting-based. They concluded
that performance measurement had great significance for the
effective management of firms and the improvement of the
processes since only measurable effects are manageable. From this
study, it can therefore be inferred that water sector standards
operate fully or in part in mediating between competitor
awareness and firm performance.

7. Conclusion

This study concluded that to enhance firm performance in the
bottled water industry, consumer needs, buying behavior, age and
gender need to be considered for the firm to compete effectively
in the market. The firm also needs to put in place strategic
decisions informed by an intelligence analysis on its market share
as well as having the capability to reiterate well thought price
strategies. Concentrating on market coverage, internal and
external expectations will negatively influence the firm
performance. Consumers will opt for bottled water because of
their aesthetic preferences and health concerns. Water sector
standards especially on strategic compliance with regulatory and
policies will influence firm performance. Consumers will favor a
brand if they think that the quality is assured by set and maintained
standards. Future research should extend to other categories of
firms with varied decision procedures and buying intension
amongst consumers.

8. Funding

<I>his study received no specific financial support.

9. Competing interests

@he authors declare that they have no competing interests.

References

Agha, S., Atwa, E., & Kiwan, S. (2014). The impact of strategic
intelligence on firm performance and the mediator role of
strategic flexibility: An empirical research in biotechnology
industry. International Journal of Management Science, 1(5), 65-
72.

Al-Matari, E. M., A-Swidi, A. K., & Fadzil, F. H. B. (2014). The
Measurements of Firm Performance’s Dimensions. Asian
Journal of Finance &  Accounting,  6(1), 24-49.
doi:10.5296/ajfa.v6i1.4761.

Anwar, J., Shah, S., & Hasnu, S. (2016). Business strategy and
organizational performance. Pakistan Economic and Social
Review, 54(1), 97-122. Retrieved from
https://www.jstor.org/stable/26616701.

Azigwe, J. B, Maryir, G., Asunka, B. A., & Manamzor, F. (2016).
Customer satisfaction for company growth: The roles,
responsibilities and skills required of the sales force in Ghana.

&b

British Journal of Marketing Studies, 4(5), 74-88. Retrieved from
https://www.eajournals.org/wp-content/uploads/Customer-
Satisfaction-for-Company-Growth.pdf.

Belds, J., & Gabcova, L. (2016). The relationship among customer
satisfaction, loyalty and financial performance of commercial
banks. E+M Ekonomie a Management, 19(1), 132-147.
doi:10.15240/tul/001/2016-1-010.

Bergkvist, L., & Bech-Larsen, T. (2010). Two studies of
consequences and actionable antecedents of brand love.
Journal  of Brand  Management,  17(7),  504-518.
doi:10.1057/bm.2010.6.

Berk, R. A (2016). Statistical Learning from a Regression Perspective.
Second edition. Springer.

Bruce, E. H (2021) Econometrics 2™ edition. University of Wisconsin.

Charlotte, Z. (2013). Brand Positioning Strategies of the Rising
Chinese Smartphone Brands LABREPORT.

Coltman, T. Devinney, T. M., & Midgley, D.F. (2019). Customer
Relationship Management and Firm Performance. Journal of
Information Technology. Retrieved from
https://ro.uow.edu.au/commpapers/768.

Dai, D. (2020). Mahalanobis Distances on Factor Model Based
Estimation. Econometrics, 8(1), 10.
doi:10.3390/econometrics8o10010.

Eniola, A. A, & Entebang, H. (2015). Government Policy and
Performance of Small and Medium Business Management.
International Journal of Academic Research in Business and
Social Sciences, 5(2). 237-248. doi:10.6007/ijarbss/v5-i2/1481.

Feng, T., Wang, D., Lawton, A., & Luo, B. N. (2019). Customer
orientation and firm performance: The joint moderating
effects of ethical leadership and competitive intensity. Journal
of Business Research, 100, 111-121.
doi:10.1016/j.jbusres.2019.03.021.

Gebhardt, G. F., Farrelly, F. J., & Conduit, J. (2019). Market
Intelligence Dissemination Practices. Journal of Marketing,
83(3), 72-90. doi:10.1177/0022242919830958.

Hardle, W. K., & Simar, L. (2015). Applied Multivariate Statistical
Analysis. d0i:10.1007/978-3-662-45171-7.

Harrison, J. S., & Wicks, A. C. (2013). Stakeholder Theory, Value, and
Firm Performance. Business Ethics Quarterly, 23(1), 97-124.
doi:10.5840/beq20132314.

Hlatshwayo, Z. A. (2015). Brand positioning strategy in growing and
sustaining South African B2C SMES (Doctoral dissertation).
Retrieved from
http://wiredspace.wits.ac.za/handle/10539/18642.

James, G., Witten, D., Hastie, T., & Tibshirani, R. (2013). An
Introduction to Statistical Learning. Springer Texts in Statistics.
doi:10.1007/978-1-4614-7138-7.

Jia, Y. (2015). Strategic Positioning: Key Point of Business
Transformation — Revelation of Xiangeqing’s Transition. Open

Journal of Social Sciences, 03(10), 67-73.
doi:10.4236/jss.2015.310010.
KEBS (2019) PVoC Manual Version 9.0. Retrieved from

https://www .kebs.org/images/PvOC/PYOC_MANUAL_v9.pdf.

Khadka, K., & Maharjan, S. (2017). Customer satisfaction and
customer loyalty:  Case trivsel  stddtjdnster  (trivsel
siivouspalvelut). Retrieved from
https://www.theseus.fi/handle/10024/139650.

Kusi, L. Y., Agbeblewu, S., & Nyarku, K. M. (2015). Challenges and
prospects confronting commercial water production and
distribution industry: a case study of the cape coast
metropolis. International Journal of Management Sciences, 5(7),
544-555.




ISSN 2519-8564 (print), ISSN 2523-451X (online). European Journal of Management Issues. — 2021. - 29(2)

Levine, S. S., Bernard, M., & Nagel, R. (2017). Strategic Intelligence:
The Cognitive Capability to Anticipate Competitor Behavior.
Strategic ~ Management  Journal,  38(12), 2390-2423.
doi:10.1002/smj.2660.

Mentz, H., Strydom, J., & Rudansky-kloppers, S. (2013). Vodacom
and MTN’s brand positioning based on the perceptions of a
group of LSM seven to ten respondents. South African Journal
of Economic and Management Sciences, 16(1), 26-38.
doi:10.4102/sajems.v16i1.239.

Mwai, L., Munyoki, J., Owino, J. & Njihia, J. (2017) Influence of Firm
Characteristics on the Relationship between Customer
Relationship Management Practices and Performance of
Large-Scale Manufacturing Firms in Kenya. European Journal of
Business and Management, 9(27), 93-101. Retrieved from
https://www.iiste.org/Journals/index.php/EJBM/article/view/3
8820/39922.

Mwizerwa, J., Mulyungi, P., & Rukia, A. (2018). Effect of
Competitive Strategies on Market Penetration in the
Telecommunication Industry in Rwanda -Case Study of Tigo
Rwanda Ltd. International Journal of Research in Management,
Economics and Commerce, 8(5), 93-101.

Njiri, J., Mbugua, L., Kiambati, K., & Mwenja, D. (2021). Physical
planning and growth of private primary schools in Kenya.
Journal of Management and Business Education, 4(1), 33-43.
doi:10.35564/jmbe.2021.0002.

Onguko, M. A., & Ragui, M. (2014). The role of strategic positioning
on products performance in the telecommunications industry
in Kenya. International Journal of Science and Research, 3(10),
1309-1314. Retrieved from
https://www.ijsr.net/get_abstract.php?paper_id=15101414.

Panda, B., & Leepsa, N. M. (2017). Agency theory: Review of Theory
and Evidence on Problems and Perspectives. Indian Journal of
Corporate Governance, 10(1), 74-95.
doi:10.1177/0974686217701467.

Patel, M. S., & Chaikof, E. L. (2016). Promoting Creativity and
Innovation in a Structured Learning Environment. Annals of
Surgery, 264(1), 39-40. doi:10.1097/s1a.0000000000001658.

Peter, F., James, M., & Timothy, O. (2016). Strategic Management:
The Challenge of Creating Value 3™ edition. Routledge.

Ramya, N., & Ali, M. (2016). Factors affecting consumer buying
behavior. International journal of applied research, 2(10), 76-80.

Reddy, G. P., & Reddy, V. S. (2014). Significance of innovation in
business process of value chain. Journal of Behavioural
Economics, Finance, Entrepreneurship, Accounting and
Transport, 2(1), 18-25.

Robert Baum, J., & Wally, S. (2003). Strategic decision speed and
firm performance. Strategic Management Journal, 24(11), 1107—
1129. d0i:10.1002/sm;j.343.

Sair, S., Rafig, N., Asghar, A,, Ulfat, S., Jamil, M., & Abbas, A. (2014).
Which  Positioning ~ Strategy = Outperforms?  Science

International, 26(2), 923-932. Retrieved from http://www.sci-
int.com/pdf/2103189361923-932--Paper%203%20SHARAFAT--
%20w.r.pdf.

Sanjay, M. (2014) Study of Branding: Challenges, Positioning &
Repositioning. Global Journal of Commerce and Management
Perspective, 3(5), 222-230. Retrieved from
https://www.longdom.org/articles/study-of-branding-
challenges-positioning--repositioning.pdf.

Sekaran, U., & Bougie, R. (2016). Research Methods for Business: A
Skill Building Approach. Hoboken, NJ: John Wiley & Sons.

Selvam, M., Gayathri, J., Vasanth, V., Lingaraja, K., & Marxiaoli, S.
(2016). Determinants of Firm Performance: A Subjective
Model. International Journal of Social Science Studies, 4(7).
doi:10.11114/ijsss.v4i7.1662.

Shah, R., Gao, Z., & Mittal, H. (2014). Innovation, entrepreneurship,
and the economy in the US, China, and India: Historical
perspectives and future trends. Academic
Press.doi:10.1016/C2014-0-01381-0.

Shrout, P. E., & Bolger, N. (2002). Mediation in experimental and
nonexperimental  studies: New  procedures  and
recommendations. Psychological Methods, 7(4), 422-445.
doi:10.1037/1082-989x.7.4.422.

Siami-Namini, S. (2015) Adam Smith and Government Intervention
in the Economy. Retrieved from
https://www.researchgate.net/publication/318471587 Adam_
Smith_and_Government_Intervention_in_the_Economy.

Taouab, O., & Issor, Z. (2019). Firm Performance: Definition and
Measurement Models. European Scientific Journal ESJ, 15(1), 93-
106. doi:10.19044/esj.2019.v15n1p93.

Wagner Mainardes, E., Alves, H. and Raposo, M. (2011). Stakeholder
theory: issues to resolve. Management Decision, 49(2), 226-252.
doi:10.1108/00251741111109133.

Wang, J., Yang, J.,, & Xue, Y. (2017). Subjective well-being,
knowledge sharing and individual innovation behavior.
Leadership & Organization Development Journal, 38(8), 1110—
1127. doi:10.1108/l0dj-10-2015-0235.

WASREB (2008). Guidelines on Water Quality and Effluent
Monitoring. Retrieved from
https://waterfund.go.ke/toolkit/Downloads/4.%220Water%20Qu
ality%20&%20Effluent%20Monitoring%20Guidelines.pdf.

WHO. (2018). WHO Water, Sanitation and Hygiene strategy 2018-
2025. World Health  Organization. Retrieved from
https://apps.who.int/iris/handle/10665/274273.

Zachariev, E. (2002). Peter Drucker’s concept of the new
management paradigm. Economics and Organisations, 1(10), 15-
24. Retrieved from
http://facta.junis.ni.ac.rs/eao/eao2002/ea02002-03.pdf.

Zhang, J. (2017). Benefit Model of Knowledge Sharing Behavior.
Open Journal of Social Sciences, 05(08), 161-169.
doi:10.4236/jss.2017.58013.

(cc) This is an open access journal and all published articles are licensed under a Creative Commons «Attribution» 4.0.

Od




